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The Impact of Digital Human 
Resource Management in Day to 
Day Practices of HRM

Dr.Milton Devadayavun 
Assistant Professor, Department of Public Administration
Madras Christian College (Autonomous)
Tambaram, Chennai 

Introduction
 The development of technology has improved individuals, 
organizations and the society. It continues to bring changes and impact 
in the society many ways. The recent technological development 
insists that people and organizations adopt and accept that the digital 
innovations to get accommodated in this fast-changing world and 
environment.
 In order to create a modern organization, the ability to adopt 
continuous changes are required at all levels in an organization.  
However, the impact of digitalization at all levels in the organization 
is unavoidable in the recent context. The usage of digital equipment 
in organizations will replace the human works. This digitalization 
will not only change the communication process between two 
individuals or groups, but also will bring out new dimension how 
the organization functions on themselves, which help to bring big 
changes in any personnel.
 In recent years, most of the software companies have decided not 
to sell their products in physical package to the customers hence 
introduced new method called online selling or cloud- based selling. 
Hence this new idea helped their customers to buy their product 
through online instead of buying a physical package also they can 
choose the subscription as per their convenience and need not to 
worry about any physical damages of the product since it is a virtual 
product. This digital based sales leads to the new way of working 
style saving time and money; therefore it is a completely new role for 
Human Resources function.

Need and Importance of Digital Human Resource Management
 The evolving role of HRM has shifted its management through 
automation, engagement, integration to “team centric productivity 
and work management” - Amit Banerjiee, Vice-Chancellor, SOA 
Deemed University. Human Resources Management professionals 
must adapt to the new technological advancement to cope with 
changing times. 
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Concept of Digitalization
 According to the Human Resource Managers, it is an ongoing essential process for organizations 
that handles digitalization. The concept of digitalization impacts organization at all levels as it 
is perceived as a necessary change in our day to day life of HRM. The digitalization brings lot 
of behavioral changes in terms of communication, handling internal and external customers. 
Digitalization is not only a technology, but it also changes the behavior of anindividual. Hence 
the Human Resources Manager must understand the need and importance of digitalization and its 
impact across the globe. 
 Digitalization of HRM is to improve the day to day activities of organizations and employees 
behavior. It helps to fulfill their mission and support the employees to understand how digitalization 
helps to reach the goals of an organization. The digitalization process`s main aim is to integrate 
people and process with equal importance. Hence, the digital tools usage must be used in HRM 
day-to-day practices to bring out the expected outcomes.

The Knowledge of Digitalization
 The concept of “Digitalization” is a new learning for the HR managers to value experience when 
talent hunt takes place and brings out transformation and creates impact on HRM. Hence the HR 
manager must undergo training to improve their competencies and create a “digital awareness”.  
The values of digital skills are evident in order to be more competitive and to have a potential that 
offers to meet the need and goals of the Human Resource Managements’ through digital solution. 
Through digitalization we can manage with unknown people in remote locations.

Essential of DHRM in Day Today Life
 The young generation are more “tech-savvy” and spend most of their time with internet and 
social media, thus there is change in their behavior, skill and personality when compare to the 
past generations. This technical knowledge helps the younger generations to complete their task 
in a fast way- saving time and energy. Having these technically sound young generations, the 
office must be equipped with digital devices in order to engage them in their job. These digital 
employees are multi-task oriented, technically qualified and like networking. The core function of 
Human Resource Management is planning a strategy to integrate all departments to create a digital 
workforce.

Approach of Digital HRM for Execution
 The digitalization process is aligned with all the departmental activities to bring out the desired 
results in an organization. The role of Human Resource Manager is to align all their employees 
to accomplish organization’s goals to make organization more excellence. Though the polices are 
framed by administrators of the organization but the implementation can be done only by Human 
Resource Managers hence they must implement effectively. For effective implementation, the 
HRM uses the digital way of implementation and reduces errors and increases the effectiveness. 

Digital HRM Reforms in Organization
 The recent technological development helps the organizations to do things easier by following 
the technical procedures and getting things done faster and under the budget. The major reforms 
are brought out in fields of recruitment, data storage, communication; financial services etc., 
Digitalization helps to prepare error free reports and budget in given time frame. When it comes 
to communication the cost and time are saved. The recruitment strategies and style have changed 
after the implementation of digitalization, online forms and, video conferencing methods, using 
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third party app for video calling etc are new addition in recruitment. The government offices have 
improved a lot when digitalization has taken place in their day today HR practices eg: online 
attendance, payroll system, e-governance etc. It replaces all traditional methods of practices 
and made them technologically advanced offices and helps for the improvement of effective 
organization.

Digitalization of HRM and Employer and Employees Relationship
 It creates an environment for the benefit of both employer and employee. The digitalization of 
HRM is the bridge between management and workers. The grievances of the employees will be 
addressed with immediate effect and make the employees happy in their job. The digitalization 
process helps management to do their job with less error. The employer and employee relationship 
is effective with digitalization in regulatory compliance, settlement of wages and negotiation of 
wages and other disciplinary functions. Thus, the relationship between employer and employee is 
cordial with the support of Digitalization of HRM.

Digitalization as a Transforming Instrument in Organization
 The transformation happens because of adopting and accepting the changes and willingness to 
implement and accepting things. In our day to day life there will be lot of changing and rescheduling 
in our plans, actions, rules and approaches when focusing on desired results by following the 
certain strategies. The role of Human Resource Manager is to make all the employees undergo a 
learning session to have knowledge of new arrivals in organization. This will help them to cope and 
compete with other employees to increase their performance, come up with new ideas and views 
and make them equipped to accept the changes. The main role of Human Resource Manager is to 
motivate his employees to accept and adopt the changes, especially digital innovations. Because 
digitalization helps the organization to bring out the real transformation day to today practices of 
HRM, it saves time, cost and energy.
 The adaptation of digitalization is an important technological advancement in banking sector 
to provide a quality service to their customers. This provides loyalty to the customers by reducing 
human errors. Digitalization in the banking sector it’s not a choice but it is mandatory. The banks 
customer’s habits are changing every year in order to get better and speedy service. The benefit of 
digitalization is that it helps to improve the customer service also helps to save time for customers 
and cost for banking by using cashless transactions and ATMs. Is that helps to improve the 
customers for banking and revenue. The cashless transaction also helps to secure money whenever 
dealing with huge amount. The impact of digitalization makes the job easier when opening the 
bank account, transactions like deposit, money transfer and online buying etc., Also digitalization 
of banking eliminates gaps between urban and rural. The errors are minimized and hence the 
productivity is increased. 
 The digitalization plays a vital role in present passport service all over India. Most of people in 
India are agreeing that applying for new passport and renewal of passport is easy (collaboration 
with TCS - Public Private Partnership) when compare to ten years ago. Applying for passport is 
available online and the system will allot the slots for appointment immediately after submitting 
the online application and the person can visit the passport office for further process. After the 
approval the applicant can track the status of application and they send the communication through 
mail and message. We have more than 100 Passport Seva all over India and dealing more than one 
lakh applicants every day. 
 Digitalization has played a significance role in rural development in India and it makes the 
villages to become economically sound. The evolution of ICT (Information Communication and 
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Technology) in our country has had a remarkable impact in urban as well as rural areas. According 
to the market research the usage of DTH is comparatively high in rural areas compared to urban 
areas. The customers for DTH from rural area are 75%. The Village Information Centre helps 
in more farmers to take the advice on agriculture and this yields good result in production of 
food grains. This digitalization helps in creating more employment opportunities in rural areas, 
improves their life style and living standard, increasing literacy rates etc.

Practical Challenges and Difficulties in Digitalization of Human Resource Management
 When creating awareness about digitalization amongst employees to understand the process and 
importance of digitalization, usage of applications and tools, shifting from traditional to modern 
digital administration is found difficult. The elderly employees or aged employees are not willing 
to shift their routine traditional way of doing things to internet or cloud based. The money and time 
spent for changing the process from paper to digital needs to be considered. Matching the skills 
between young generation and elderly person is tough when the change takes place. 

Conclusion
 Change is the only thing which has ever changed. Hence, we must be ready to accept the 
changes in our day-to-day life. The technical advancement helps to minimize errors and reduce 
time. Human Resource Management must focus on the challenges to compete with day to day 
problems in organization. This will help the Human Resource Manager to equip all their employees 
make them technically sound thus leading to achieve goals in an easier way. The digitalization of 
Human Resource Management helps to equip the employees of the organization to achieve the 
organization`s vision and mission in an effective way.
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Dr.BushanSudhakar
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Abstract
The purpose of the paper is to demonstrate customer service and consumer relations 
is a key for sustainable business development. This study explores how organization 
approach customer service and consumer relation towards its success. The study 
also provides further insight into the mediating effect by considering and assessing 
various service tools identification for its success. The rationale behind this study is to 
address major gaps in the customer service in India, where the major focus has been 
on the side of production and sales.

Design/ Methodology Approach
 This research begins by developing a framework to address the 
customer service and also to examine the relationship between it and 
sustainable business development. Second to check, whether there a 
positive and significant effect on the sustainable development based 
on customer service and retention through secondary data study.This 
study is mainly exploratory and casual in nature.

Introduction
 Customer service is an important criterion for the company to be in 
the business for the longer period of time. When I say longer period it 
is for their sustainability. Companies these days have to really show 
more focus towards customer service. These days consumers want 
the product/service manufacturers to be with them till product/service 
becomes obsolete. Even after there the next important thing is being 
how to retain the customer with this. As everyone know consumer 
acquisition is much costly than before as more and more companies 
differentiate their offering at least  on a yearly basis, which means 
in a year if 12 months each and every month there is a change and 
customers will loose their on the focus on differentiation easily.
 Customer service not only applies to physical products but it also 
applies to service sector, in fact the number of enquiries are more in 
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service sectors like (Banking and Finance). Hence it is high time that for every business sustainability 
the need for the hour is customer service as a result of which there will be reciprocation of what we 
call as customer retention. On the other hand there has been aa lot of improvements in data sciences 
especially AI, Now even Hayward Business Review says that the next most admired job would be 
data science and Artificial Intelligence. But is there a correlation between AI and customer service, 
my answer would be yes as AI has been used or being used as a replacement in the name of bots 
by most companies. Hence my topic basically revolves around the usage of BOTS in the customer 
service and thereby increasing the customer retention.
 We also see there has been a lot of interface been seen in mobile phones these days which takes 
the command for their users to do the most routine and mundane works in the job.

Literature Review
By Paul Korzeniowski
 Science fiction has long promoted intelligent computer systems, either empowering humans, like 
Data in Star Trek: The Next Generation, or terrorizing them, like HAL in 2001: A Space Odyssey. 
While current systems have not yet reached the level of sophistication where they act like humans. 
The usage of bots in customer care has gained momentum, as consumers continue to demand faster 
and better service. With more companies adopting bots in their customer care strategies to solve for 
this demand, Live Person commissioned a survey of 5,000 global consumers to uncover consumer 
attitudes toward bots in customer care. Robotic Process Automation (RPA) tools are a critical 
emerging technology for customer service professionals trying to enhance customer experiences 
and increase customer service efficiencies in 2019.

Customerserviceacross the World Using Bots
 According to Grand View Research, AI Chabot market size is estimated to hit $1.25 Billion by 
2025. It has also been predicted that 30% of the online searches will be through voice directions.
 In a recent survey, reports revealed that 64% of people said 24-hour service of best AI Chabot is 
a huge benefit of their business. Yes it has been estimated that more that 67% if the customer service 
has been done using Chabotin India. It is also been predicted that 85% of the human interactions 
will be handled by the BOT. Yes in most of the countries consumers accept the role of chat bots in 
their conversation, but there are countries where they don’t even like to interact with the Chabot’s. 
 Countries like Germany they show more apprehension towards chat bots and they have even 
named them as “Killer Bots” or some even say they are “Job Stealers”. Most successful companies 
Bots are IBM’s Watson. In fact this BOT defeats two human champions who are good in handling 
customers before national television audience, There has been a tremendous impact of AI’s in 
Chabot’s and global companies like IBM are very successful in implementing it. Similarly 
companies like Microsoft which introduced it BOT in the year 1995 was considered to be milestone 
but compared to that we now have come up a very long way from BOB.
 But then the question arises whether Chabot have been accepted by the customers. To a certain 
extent customer would be able to receive a message at least from the company’s side that by itself 
helps the customer to think positive about the company. But in spite of repeated reminders by the 
customer side when there is no effect on service, there arises the problem. One of the recent study 
found the below mentioned facts.
1) 57% of UK consumers know what a Chabot is.
2) 55% of consumers are interested in interacting with a business using messaging apps to solve 

a problem.
3) 57% of consumers are interested in Chabot’s for their instantaneity.
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4) 15% of US consumers believe nothing could stop them from using a Chabot. (Convince and 
convert, 2018.

5) 48% of consumers prefer a Chabot that solves issues over a Chabot that has personality. 
(Business Insider, 2017).

6) 7% of US adults would buy basic items through a Chabot. (Drift, 2018)

Bots Usage in India
 The usage if Bots started in the year 2015, it has been predicted that BOTS usage has been 
growing at the rate of 35% CAGR. Nevertheless India has been the late adopters of this advanced 
tech, but now it is the key player in chat bot market. Indian customers are looking more for the 
out comes through digital assistants. There has been lot of industries which has got sizable amount 
of BOT usage in customer service. The major industry which is taking the lead is Banking and 
Insurance.
 In India there has been enormous amount of research is being done in developing new BOTS. It 
has been found that in India more than 100 Chabot startups has been involved in developing BOTS 
for customer service. At present India Lies in the second position in using Chatbots next to USA. 
The percentage of chat bots used at present is 11 % which is next to USA which stand at 36% in 
customer service.

                               (Source: Statistacequity Analysis)

 This has been largely possible because of the huge internet subscribers, According to the recent 
study it has been found that India has more than 250 Million internet users till 2018, and it has been 
estimated that it will grow to the level of 291 million users before 2019, this mainly propelled by 
the huge amount of rural consumers joining the internet bandwagon

Companies which Use Bots in India
 EVA: This Bot has been used by HDFC based on Artificial Intelligence (AI platform), which 
handles 85% of the customer enquiries in banking and insurance sector. Have answered at least 5 
mn queries so for from one million customers. 
 LAWBOT: Basically analyze and reviews legal documents. Helps to collect and organize 
statutes and case histories relevant to the case search.
 TIA: A personal Loan assistant of TATA Group. 25% of Tata capital utilizes BOT for loan 
assistance.
 CARA: BOT utilized by TCS which handles general Enquires and also the queries related to HR 
policy to the employees, Milo Chabot also is used to facilate the Mentoring Process in TCS.
 IGNIO:  used by Tata steel for faster decision making, currently 83% of the request and also for 
its subsidiary are handled by the BOT.
 These are some of the examples, but there are more and more companies now are on the verge 
of using BOTS to handle their customer service effectively.
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Advantages of Using Bots
1) Reduced cost: The labor cost and the hiring cost will come down and also the cost of implantation 

of BOT technology has been reduced drastically for 2015 onwards.
2) 24/7 availability: Customers don’t have to wait till the executive come, and more over the 

customers are taken care when the traffics are high.
3) Learning and updating: When BOTS interact they learn on their own, based on their learning 

they update on their own.
4) Multiple customers handling: Handle many queries as required and there is a possibility that no 

customer stays un attended.
5) Update new Technology: The technology has been updated then and there itself as the Machine 

learning concept has been growing farther and further. Moreover the updation of the technology 
is much faster when it comes to BOTs.  

6) Implementation of Newer service: Yes new services can be added to it much faster it basically 
addition/ updation to the existing product.

Disadvantages of Using Bots
1) Complex Interface: Lots of time is required to have more and more interface. Similarly if the 

need of the customer requirement increases the interface may become more complex in nature.
2) Inability to understand: There are two types of BOTS. If the bot is a fixed program in nature 

then bots many not be able to answer to all the queries.
3) High Cost: Sometimes when we completely rely only on Bots, there is a possibility that the cost 

of the installation might shoot up.
4) Zero Decision Making: Bots can only encourage giving an answer but they are unable to make 

real decision as such.
5) Poor Memory: The memory has to continuously update as bots have to access the customer’s 

earlier queries.

Customer Retention
 Lot of factors plays an important role to retain the customer. But to retain a customer the main 
factor is the kind of service offered before and after sales. As everyone accepts the fact of the 
matter that acquiring a new customer is expensive, so by retaining the customer company would 
save costs.There has been a lot of qualitative and quantitative measurement which predicts that 
BOTS are used well in the organization and one such measurement is customer retention.

Conclusion
 From the above secondary data analysis, it has been found that there has been a significant 
amount of work is being done on the research as well as the usage pattern of BOTS in the customer 
service. Lot of research which has been done earlier also proves that at least to 25% of the customer 
queries have been handled effectively in managing the customers. This has ultimately reduced the 
cost of running the call center operations as well as retaining the customer service to the maximum 
extent. The scope of this research also falls in finding out the different BOTS used by the companies 
and the percentage of services which are completed through bots. In India , even though we usage 
BOTS but still we are in the nascent stage of development in using the same, but surely there is a 
time but not very far, that we surely will see a area change in using the bots for customer service 
and retaining customers.
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Abstract
Today’s workplace is global, fast-paced and technology-driven. It takes the bright 
minds of smart employees for business to maintain a competitive edge. Satisfied 
and highly motivated and loyal employees represent the basis of competitive 
company. The growth of satisfaction is to be reflected in the increase of productivity, 
improvement of the products’ quality or rendered services and higher number of 
innovations.This study focuses on employee’s stress level and stress management.  
On top of that, it would provide valuable information to the organization in 
understanding the problem.Iron and Steel industry in India is on an upswing owing 
to the presence of a strong global and domestic demand.Steel Authority of India 
Limited (SAIL) is the largest steel-making company in India and one of the seven 
Maharatna’s of the country’s Central Public Sector Enterprises. This study result 
will help the company to know the extent of stress that they are facing and how they 
react to it and also it helps to improve the stress management practice of SAIL-SCL 
Kerala Limited.   

Keywords: Iron and Steel industry, Employees stress level, Stress management.

Introduction
 Iron and Steel industry in India is on an upswing because of the 
strong global and domestic demand. India’s rapid economic growth 
and soaring demand by sectors like infrastructure, real estate and 
automobiles, at home and abroad, has put Indian steel industry on 
the global map. India was the world’s third-largest steel producer 
in 2016. As the growth in the Indian steel sector has been driven 
by domestic availability of raw materials such as iron ore and cost-
effective labor. Consequently, the steel sector has been a major 
contributor to India’s manufacturing output. In addition to this, 
increasing GDP and the expectedly growing urban infrastructure, 
roads and highways, railways etc. to be the key focus areas and will 
take necessary steps to achieve the same by diverting consumers 
focus from non-steel intensive to steel intensive products.
 Steel Authority of India Limited (SAIL) is the largest steel-
making company in India and one of the seven Maharatna’s of the 
country’s Central Public Sector Enterprises. SAIL manufactures and 
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sells a wide variety of steel products such as hot and cold rolled sheets and coils, galvanized sheets, 
electrical sheets, structural, railway products, plates, bars and rods, stainless steel and other alloy 
steels. It also produces long and flat steel products, which is in demand in the domestic as well in 
international market. 
 The employees stress level and stress management at SAIL-SCL Kerala Limited such as training 
practices, recognition programs, cordial relation with superiors and co-workers etc. helped to 
reduce the stress level of employees.
 Here through this study on “Employees Stress Level and Stress Management at SAIL-SCL 
Kerala Limited” an attempt is made to understand the stress management practices of SAIL-SCL 
Kerala Limited.

Review of Literature
 Employees are valuable assets of an organization and the key to success. Employers need to 
understand that a content and motivated employee has a higher probability of making significant 
contributions to the organization. In this context, it is very important to review prior research 
studies conducted in the area of employees stress and stress management. The review of prior 
research studies reveals that the presence of stress in work is almost inevitable in all organization. 
Many prior studies were revealing that stress is a widespread phenomenon and it’s a part of 
normal life of an employee and it should be reduced by giving various programs like vocational 
tours, cultural programs, sports, classes for yoga and meditations, meeting, and counseling to the 
employees and organization is responsible authority for reducing the stress of their employees. 
The review of literature were pointing out some facts i.e., male employees are more stressed than 
the female employees,stress affects the human brain, its functioning, because the brain’s ability to 
function is closely correlated with the emotional state, stressful situation at work place, disturbs 
the mental peace, weakens a person psychologically and creates complexities in social and familial 
relationship, people with a higher percentage of occupational stress may not be satisfied with their 
job and therefore they will not feel happy working in the organization, and organizational culture, 
role and responsibility that are responsible for stress and stress has an effect on job performance. 
Finally, the review of prior studies indicates that high stress will cause decrease in the commitment 
of employees towards the organization and their work. Hence this research study is focusing on 
work commitment level of employees, physical, emotional, intellectual and behavioral aspects 
of stress among employee, and the effects of stress among the employees inSAIL-SCL Kerala 
Limited.

Statement of the Problem
  In 1985-86 the company made a profit of 3.97 crore. But later due to the impacts in the international 
steel/scrap market, profit came down in 1987-88. Afterwards SAIL-SCL Kerala Limited again ran 
into loss. To bring back the financial position on a correct track, in 1992 SAIL- SCL Kerala Limited 
made a reference to the board for Industrial and Financial construction. IDBI was appointed as an 
operative agency to explore the revival program. In 1993 the employees sacrificed by reducing 
manpower strength and agreeing for freezing salary and other benefits. Due to various reasons the 
BIFR scheme failed. On the verge of collapse they stuck with a correct decision to involve with 
SAIL in the revival scheme of SCL.From these circumstantial evidences it is very evident about the 
quantum of stress that the employees have been passing through over the past decades. This study 
is intended to identify the stress level of employees and the stress management practices adopted 
by SAIL-SCL Kerala Limited.         
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Scope of the Study
 The scope of the study is restricted to understand the stress level of employees presently working 
at SAIL-SCL Kerala Limited and to analyze into the various stress management practices they 
would utilize.

Objectives of the Study
•  To understand the work commitment level of employees at SAIL-SCL Kerala Limited. 
•  To understand the physical, emotional, intellectual and behavioral aspects of stress among 

employee at SAIL-SCL Kerala Limited.
•  To understand the effects of stress among the employees in the organization.

Hypotheses of the Study
1.  There is no significant relation between the emotional, intellectual, and behavioral aspects of 

stress among employees.  
2.  There is no significant difference between various categories of respondents towards work 

commitment.

Methodology of the Study
 In this study research design used is descriptive research; both the secondaryand primary data 
were used for the purpose of this study. Primary data has been collected from the employees of 
SAIL-SCL Kerala Limited, by circulating an interview schedule among the employees of SAIL-
SCL Kerala Limited.The secondary data were collected from prior research thesis-published 
and unpublished thesis, research articles, SAIL-SCL Kerala Limited company website-www.
steelcomplexkerala.com, brochures provided from SAIL-SCL Kerala Limited, Annual Report of 
SAIL-SCL Kerala Limited. 

Tools Used for Data Collection and Analysis
 A well structured questionnaire was used to collect data from the employees of administration 
and factory. SPSS 25th version is used to coding and analyzing the data. Descriptive statistics 
like percentage mean score, std. deviation and inferential statistics like independent sample t-test, 
Pearson correlation and z-score percentile methods were used to bring out the result. 

Limitations of the Study
1. Higher amount of time is required for collecting information from each employee.
2. Some of the respondents were not co-operative with the survey.

Analysis and Discussion
1. The study result indicates that 47 per cent of the respondents are in the age group of above 50 

years.
2. Study found that 80 per cent of the respondents are male.
3. Out of the samples taken majority of the employees have an experience of more than 20 years. 
4. Study result indicates that 37 per cent of the respondents opine that, organization focus on 

employee care and their empowerment.
5. According to the survey conducted 63 per cent of the employee’s state that the organization 

takes necessary steps to manage stress.
6. It was found that 100 per cent of the respondents don’t feel any physical inconvenience due to 

job related stress.
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7. It was found that 93 per cent of the respondent’s states that stress do not influence their job 
performance.

8. It is inferred from the study that 43 per cent of the employees manage stress by listening to 
music.

9. Most of the employees agree that they never had arguments with their supervisors and  
co-workers.

10.  It is found that majority (49 per cent) of the respondents recommend that Realistic goal setting, 
Physiological fitness, yoga or meditations are the best method for preventing stress

Classification of Response Based on Work Commitment Factors
 The employees of SAIL had responded to the various work commitment factors given to them. 
The response of the employee’s work commitment factors is given in the table 1

Table 1
Classification of Response Based on Work Commitment Factors– Descriptive Statistics

Work Commitment
Employees N Mean Std. Deviation Std. Error Mean

Administrative 40 3.6923 .51442 .01267
Factory Worker 20 4.2132 .50862 .01485

Source: Primary Data

 Table 1 indicates that both factory and administrative employees have agreed with the work 
commitment and the std. deviation is almost equally disbursed. Hence it could be seen that majority 
of the respondents are positively respond about various work commitment factors. The std. error 
mean is very small in case of factory workers and administrative employees, hence, it can be 
inferred that the Mean score is actually representing the total population mean 

Table 2
Classification of Response Based on Work Commitment Factors

Independent Samples Test

Levene’s Test for Equality of Variances
F 2.330
Sig. .132

Equal variances 
assumed

t-test for Equality of 
Means

t -2.998
df 58
Sig. (2-tailed) .004

Mean Difference -.825
Std. Error Difference .275
95% Confidence Interval of 
the Difference

Lower -1.376
Upper -.274

Equal variances not 
assumed

t-test for Equality of 
Means

t -3.372
df 51.624
Sig. (2-tailed) .001
Mean Difference -.825
Std. Error Difference .245
95% Confidence Interval of 
the Difference

Lower -1.316
Upper -.334

  Source: Primary Data
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 Table 2 shows independent sample t-test result to find whether there is any significant difference 
between the opinion of factory workers and administrative employees regarding various work 
commitment factors. Levene’s Test for Equality of Variances p-value is .132 i.e., .132>0.05 
and F=2.330, hence it can be inferred that the group variance are equal, therefore equal variance 
assumed was used to interpret the further result. The test result indicates that p-value is lesser at 
5 per cent significant level i.e., t(58)=-2.998, p-value=.004<0.05, hence it could be concludes that 
the null hypothesis is there is no significant difference between factory workers and administrative 
employees opinion regarding  work commitment factors stands rejected.

Classification of Respondents Based on Various Stress Triggering Factors
 Table 3

Classification of Respondents Based on Various Stress Triggering Factors

Emotional
Pearson Correlation .862** 1 .770** .684**
Sig. (2-tailed) .000 .000 .007
N 60 60 60 60

Intellectual
Pearson Correlation .918** .770** 1 .723**
Sig. (2-tailed) .000 .000 .000
N 60 60 60 60

Behavioral
Pearson Correlation .675** .684** .723** 1
Sig. (2-tailed) .000 .007 .000
N 60 60 60 60

Source: Primary Data, **. Correlation is significant at the 0.01 level (2-tailed).

 Table 3 shows the Pearson correlation test result to identify the correlation among the variables 
in related to employees stress. Here the result indicates that Pearson correlation p-value is lesser 
at 5 per cent significant level in related to Phy., emotional, intellectual and behavioral factors and 
the correlation test values are above 0.6, hence it can be inferred that the correlation is strong and 
found that there is a significant relationship between the factors like emotional, intellectual and 
behavioral aspects of stress among employees

Table 4
Respondents Preference towards Stress Management Tool

Stress Management Tool W-Score M Score Z-score Z-score % Rank
Flexible Working Hours 390 6.50 1.215 88.79 Rank 2
Regular Medical Check up 248 4.14 -0.698 24.24 Rank 8
Counseling Programs 364 6.06 0.949 82.87 Rank 4
Trainings 357 5.96 0.606 72.79 Rank 5
Regular Interaction with Mgt. 355 5.92 0.989 83.86 Rank 3
Motivational Talks 290 4.84 -0.197 42.17 Rank 7
Financial Support 475 7.91 2.615 99.55 Rank 1
Risk Avoidance at Workplace 307 5.11 0.099 53.96 Rank 6
Recognition Programs 174 2.89 -3.222 0.06 Rank 9
Source: Primary Data
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 Table 4 shows the respondents ranking preference regarding stress management tools. Z-score 
percentile method was used to find the respondents preference. Result indicates that 99.55 per 
cent of respondents are given first rank to financial support (Rank 1) as a stress management tool, 
second rank is given to flexible working hours (88.79 per cent, Rank 2), third rank is given to 
Regular Interaction with Mgt (83.96 per cent, Rank 3). Finally the last rank is given to Recognition 
Programs (0.06 per cent, Rank 9)

Conclusion
 Stress is the “wear and tear” of human bodies caused by frequently changing environment. It has 
both physical and emotional effects. It can create positive or negative feelings. Stress has become 
a major concern of the modern times as it can cause harm to employee’s health and performance. 
Much of stress at work is caused not only by work overload and time pressure but also by lack of 
rewards and praise, and more importantly, by not providing individuals with the autonomy to do 
their work as they would like. In this era, it is important to maintain a proper stress management 
tools in an organization which can make a stimulus in employees.
 From this study we can say that, SAIL-SCL Kerala Limited is providing an ample working 
atmosphere to the employees. The best way to improve their stress management practice is to 
develop a good communication among the workers and employers, provide the employees with 
productive working hours, job security etc..
 From the T-test conducted it was found that the work commitment level of the administration 
level employees was less than that of the factory workers. And the main outcome of the correlation 
analysis was that there exists a strong positive relationshipbetween the factors like emotional, 
intellectual and behavioral aspects of stress among employees. This indicates that emotional, 
intellectual and behavioral aspects of employees are significantly related to stress.
 From the study it was found that most of the employees are not having much stress related to their 
job, as there is no much production happening in the company. But at this circumstance, they are 
not satisfied with the financial support provided by the company. Hence the Marginal Propensity to 
consume for these workers are less when compared to other workers in other organization. So the 
only stress that the employees face within the organization is regarding the financial support.
 SAIL-SCL Kerala Limited is providing suitable steps to manage the employees stress and those 
are very much useful to them. This will lead to work commitment of the employees and finally 
helps the organization to achieve its goal.

Suggestions
1.  Since the employees don’t feel stressed and they are having a positive atmosphere within the 

organization the company must try to maintain that.
2.  The employees have a positive response that the organization allows them to take part in 

the decision making and also consider their views and ideas. So the organization must try 
to maintain this, so that the employees will have a positive feeling that they are a part of the 
organization which will help to improve their work commitment. 

3.  The work commitment of the administration staff can be improved by providing them training 
and finding out what is the problem that they are facing in the organization.

4.  If the company provides a better financial support to their employees, it will help to reduce 
their stress, as a sense of stability and safety will build within the employees.

5.  Initiatives need to taken wherein the company can make sure the employees are not sitting idle, 
which can be attained once the production is happening in full swing.
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Abstract
Job satisfaction would result in utmost outcome of the human resources that 
increases the effectiveness and efficiency of the workers, and thereby resulting in 
great evolution in any sector. The bank employees might face dissatisfaction in the 
job due to certain elements like banking structures, advancements, job environment, 
etc. This study aims at identifying the determinants that are accountable for 
satisfaction or dissatisfactionof the employees working in private sector banks 
in Salem district. And it also aims at finding a solution to make the employees 
comfortable and satisfied with the job, and to remove the dissatisfaction factors to 
give better productivity.50 respondents have been taken as sample for the study. The 
study declared that the option of Salary would be the first motivational factor for 
their job satisfaction, with 47%, followed by rewards and recognitions with 31%.

Keywords: Job satisfaction, Factors determining job satisfaction, Importance of Job 
Satisfaction, Banking industry.

Introduction
 Banking industry in India is mounting in a much rapid rate in the 
recent years. It is considered to be the vital industry without which 
the day-to-day life is impossible in many fields. Since, in the modern 
years everything has become digitalized and most of the transactions 
are undertaken digitally, banks are vibrant to be considered.Bank 
jobs attracts many people and hence job satisfaction of the workers 
in such banks plays a predominant role for the growth and revolution 
in banking sector. Emergence of new developments, modifications, 
revolutions have become challenging for the employees in banking 
industry now a days, which have a direct effect on their job satisfaction. 
Only if the workers work with satisfaction, they could be effective 
in the tasks they do and this would help in the progress, productivity 
and profitabilityof banks.A proficient bank will ponderand take into 
account the importance of such employees’ job satisfaction to make 
a good progress in their banks.
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Review of Literature
 Dr. Mayuri Chaturvedi, Sumedha Raavi (2019) conducted a research article titled, “A Study on 
Employee Job Satisfaction in Different Sectors”. In their study employee job satisfaction belonging 
to four different sectors have been considered which are Education Sector, Public Sector, Private 
Sector and IT Sector. The research study exposed that thoughjob satisfaction in each field is not 
considered separately, it provides the overall rate of job satisfaction, the reasons for job satisfaction 
and also the level of satisfaction with various factors of employees belonging to various sectors. 
 Mohammad Abdolshah, Seyed Amir Mohammad Khatibi and Mostafa Moghimi (2018) 
conducted a study on, “Factors Influencing Job Satisfaction of Banking Sector Employees”.The aim 
of the paper is to focus on the relative importance of factors of job satisfaction and their influence 
on the employees’ overall job satisfaction. It concluded that the factors such as colleagues, upgrade, 
and compensation variables are respectively in the first, second, and third place influencing job 
satisfaction.
 Afshan Ali, Irfan Hussain Khan, M Akram Ch, Asmara Sehar Akram Ch, (2018) done a study 
on “Level of Job Satisfaction among Employees of Banking Industries at Lahore 2016”. The study 
examined the individual and organizational factors of job satisfaction. It discovered the relationship 
between job satisfaction and its factors and alsoconsidered which factor has the strongest effect 
on job satisfaction of employees’. The research showed that individual factors like gender, age, 
personality, marital status and organizational factors like recognition & rewards, pay, promotion 
prospects, relationship with supervisor & co-workers, fringe benefits, working conditions, work 
itself and tenure had a significant positive relationship with job satisfaction, except qualification 
of employees which had insignificant relationship with it. It also showed that the strongest impact 
on the level of job satisfaction was the pay and the weakest impact was the relationship with co-
workers.
 Md. Siddikur Rahman, Md Nazmul Haq, Mohammad Maksudul Karim (2017),“An Analysis 
on Job Satisfaction of Employees in Govt. Banks: A Study on Janata Bank Limited”. The study 
analysed level of satisfaction among Govt. bank employees. It revealed the findings that good 
loan facilities but average level of allowance and other incentives for the employees, moderate 
pleasing leave facilities, good chance for the worker training, reasonable promotion system, etc. 
It also showed that dissatisfactory aspects with respect to allowance, promotion system, and other 
incentives, should be removed.

Definition of Job Satisfaction
 KeithDavis5said that “Job satisfaction is a set of the favourable or unfavourable feelings with 
which employees view their work.” 
 According to Vroom5, “Job satisfaction is generally considered to be an individual’s perceptual 
or emotional reaction to important parts of work.”

The Eminence of Job Satisfaction on Bank Employees
 Job satisfaction is related to many important aspects, some of which are employee absenteeism, 
worker performance, turnover, etc.
•  Absenteeism of employee:When an employee is not satisfied with the job he does, then it is 

quiet natural that absenteeism of that particular employee would be more. Hence job satisfaction 
has a direct impact on absenteeism of employees. An employee will like to attend the work 
depending upon his satisfaction level in the job. If he is satisfied with the job, he would like to 
work even if he is really unwell. But at the same time, if he is dissatisfied, he would deliberately 
avoid going for work even if he is well enough.
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•  Performance of employee: Of course, the employee performance is determined by the job 
satisfaction. A satisfied employee is able to give his maximum productivity when compared 
to an employee who is not satisfied with his job. As L.M.Saari &T.A.Judge (2004)6 said, the 
connection between job satisfaction and job performance is higher for difficult jobs than for 
less difficult jobs. Hence, the job must be in a pleasing and satisfying way for the employees to 
bring the best performance and output from them.

•  Loyalty of the employee: The loyalty, reliability and trustworthiness of the employees also 
depends upon the satisfaction level of the employees. It is obvious that an employee would be 
loyal and faithful to the organization, if they are satisfied with the parameters in the job, and 
it would definitely be vice-versa if it is the other way. Hence, an organization to earn a loyal 
employee, should satisfy him.

•  Retention of employee: Retention of an employee in any field is a challenge task. The banks 
should take proper measures to retain its workers. The job in which the employee is involved 
should be satisfying to him, else he’ll go in search for some other job. Hence, a gratified worker 
prefers to retain in the same job, whereas a worker who is not pleased will definitely hunt for 
some other job. Hence, job satisfaction is associatedwithretention of employees.

Means in Which Job Satisfaction of Bank Employees Can Be Amplified
 For the purpose of giving maximum progress, the banking industry should concentrate more on 
what can be done and in what ways the employees can be made satisfied with their job. Some of 
the methods and ways that the employees can be made satisfied are:
•  Pay/Salary: If the banks wish to give more productivity, then it must also be ready to give a 

reasonable salary or pay for the employees according to their job category and pressure in 
work. Offering competitive pay will satisfy the employees to work even harder.

•  Rewards / Recognitions:Positive feedbacks and providing rewards and thereby recognizing the 
employees for the work carried out well will satisfy them, and it will automatically result in 
motivation of the employee to give more progress than before.

•  Proper training: Before giving any new tasks, the banks should provide the employees, a proper 
training about the work they are going to do. This would help them feel confident and satisfied 
to carry out the new tasks without any hesitation or fear.

•  Social Association: When the employees are stimulated to grow social association with others, 
it would satisfy them and the aspect of teamwork will also be developed. Social association 
with the co-workers is very vital in banking sector, since it will result in greater efficiency and 
success of the organization, making the workers also to be satisfied.

•  Policy and Plan of the bank: When the bank’s policies and plan are unbiased and translucent to 
all the employees, it leads to more satisfaction on part of the employees. The workers will not 
have the thought that they are degraded and treated partially than others, when the plans and 
policies are applied equally to all.

•  Job Safety: The banks should guarantee the safety and security of the employees’ job, mainly at 
the period of economic ambiguity. Giving assurance of his job, will increase the job satisfaction 
of the employee.

•  Working Atmosphere:The working atmosphere plays a predominant role in satisfaction of 
the workers. When the working environment factors like, space area, lighting, ventilation, 
water and bathroom facilities, etc. are taken proper care by the organisation, it will make the 
employee enthusiastic, and will have a positive effect in job satisfaction.

•  Sense of responsibility:The employees should feel that they are the owner of their work. They 
should be given such freedom, which will make them feel satisfied and that they are responsible 
for their work. And thereby they tend to work with utmost care to give more output. 
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•  Some of the other important factors that determines Job Satisfaction are:
•  Every employee should have the freedom of speech. He should feel free in communicating his 

ideas and thoughts in the workplace.
•  The employees should feel comfy in expressing his views to his higher officials like manager, 

supervisor, etc.
•  Conducting promotional activities for the employees can be undertaken by the banks. So that 

they feel they have scope for their improvement, resulting in job satisfaction.
•  A noble assistance, support and respect that the employees get from their management will 

make them feel privileged and satisfied.
•  Making the employees comfortable by guiding them in balancing both their work and family 

would also please them.
•  The employees should be provided with necessary equipment to undertake the job in a better 

manner, which would satisfy them.
•  Progression in the career of employees will have a firm job satisfaction.
•  The bank’s operation, hygiene and motivational factors are imperative for the employees’ job 

satisfaction.

Objectives
1.  To evaluate the factors that are responsible for job satisfaction of the employees working in 

private banks in Salem district.
2.  To suggest measures to deprive the negative or dissatisfaction aspects in the job, and also to 

recommend the ways in which the employees’ job satisfaction can be improved.

Research Methodology
 Primary data has beengatheredwith the help of questionnaire. Data has been collected from 
the employees who are working in 4 different private sector banks in Salem district, Tamil Nadu 
(Lakshmi Vilas Bank, ICICI Bank, HDFC Bank, and Tamilnad Mercantile Bank). The secondary 
data for the study have been collected with the help of Books, Journals, and Websites. The sampling 
method that has been used for the study is Random sampling and a sample of 50 respondents were 
taken for the study. Utmost care have been taken in filling the questionnaires and it wascompleted 
appropriatelywithout any bias. All the 50 questionnaires have been distributed among the employees 
and were filled in. Hence, the response rate is 100 percentage.

Major Findings From the Study
The major findings that has been derived from the study conducted are listed below:
•  Demographic Variables: Most of the respondents are male with 60%, whereas remaining 40 

percent are female. And almost, i.e. 84 percent of the respondents are married. A maximum of 
31% are between the age group of 25-35 years of age.

•  Satisfaction Level in the Job: Majority of the employees are satisfied with their job. The 
response rate indicated that almost 48% of the workers are satisfied.

•  Working Atmosphere: A maximum of 61% of the employees are satisfied with the atmosphere 
in which they are working, which makes the employees feel better.

•  Recognitions and Rewards: When it comes to recognising the employees and rewarding them 
for their good work, only 28 percentage of the workers are satisfied with that factor. And only 
4% are highly satisfied.

•  Remuneration / Salary: 49 percentage of the employees are satisfied and none are highly 
satisfied with the remuneration or salary provided to them.



21

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

•  Opportunity for Career Development: 48 percentage of the respondents agree that they find 
opportunities for the growth and development of their career. 

•  Most Satisfying Factor: Most of the respondents chose the option of Salary as the first 
motivational factor for their job satisfaction, with 47%, followed by rewards and recognitions 
with 31%.

•  Workload Factor: A maximum of 53% of the employees are satisfied with the workload 
provided to them. This means that those 53% are provided with fair workload. 

Suggestions
•  Only 49 percent are satisfied with the remuneration they are provided by the bank. This may be 

due to growth in the monetary rate of economy, they find their salary insufficient. 
•  The bank should take more care in considering the recognition and rewards provided. The 

employees must be provided increments, incentives, allowances, etc. in a satisfying way for 
them. 

•  The bank should provide opportunity for proving the talent of every employee impartially. So 
that they feel inspired and satisfied, and would give their best progress in the job.

•  The work given to the employees should not be more that they find it difficult and unsatisfied 
to complete. A fair workload will make them feel good.

•  61% of the employees are satisfied with the working condition in the bank. None are highly 
satisfied. The management should take this into account, why the remaining are not satisfied 
and find what’s the problem and try to sort it out. So that all the employees will be satisfied with 
the atmosphere of work.

 If all these suggestions are considered and fixed by the bank management, then there would be 
more chances for the banks to give better productivity than they are giving at present. And there 
by, the progression of banks will inevitably be ensured.

Conclusion
 The common factors that influence the satisfaction level in the job were taken for the study. And 
the remuneration factor is considered to be not much satisfied by most of them. The motivational 
factors like rewards and recognition were also not up to the satisfaction level of employees. These 
are most important for the employees to feel satisfied with their job.Guidance regarding how to 
carry out the work in an easy and effective way should be provided to each employee. This will 
make them carry out their job with satisfaction and confidence. Workload factor should be taken 
utmost care since it would lead the employee to stress resulting in job dissatisfaction.
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Abstract
Half of the world [population is comprises of female and with culture of various 
countries diffuses with each other, women entry in male dominated world is 
significantly increasing worldwide. More number of women are coming up and 
starting their own venture. As it is observed that any country’s economic development 
is depend on the entrepreneurial activities took up by the citizen, and with the 
advent of women entrepreneurship, the strategy for economic development should 
also be oriented towards women entrepreneur development. In India women are 
popularly known as the “home minister” of family cabinet and took many decision 
related to home affairs, makes many women to easily adapt to business challenges 
and start their own endeavours. This paper attempts to highlight the challenges 
or constraints faced by women entrepreneur, especially in Indian context and also 
discusses various opportunities available to them. At the end of the paper author 
has suggested few measures to foster the growth of women entrepreneurs in India.

Introduction
 There is notable contribution made by women entrepreneurs in 
country’s economy. In post liberalization era, India has witnessed 
entry more women entrepreneurs in large as well as small enterprises. 
Women entrepreneur has shown remarkable presence in various 
industries like service, handicraft, exports, etc. Contribution of 
women entrepreneur in country’s economy has shown its remarkable 
improvement which is evident from increasing number of women 
entrepreneur in last two decades.  

Why do Women Take-up Employment?
•  Push Factors
 – Death of main earner of family
 – Sudden fall in family income
 – Inadequate living standard
•  Pull Factors
 – Women’s desire to evaluate their talent
 – To make optimum use their free time or education
 – To gain recognition, importance and social status.
 – To get economic independence
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Other Factors
•  Nature of Entrepreneurship: Entrepreneurial activity provides flexibility in time for working 

against the regular job. Not only that challenge offered by business ownership also attracted 
some women.

•  Motivation: It is found suggest that women do not lack the motivation to enter into business 
ownership. They are often highly motivated than their male counterparts to overcome the 
barriers to business start-up.

•  Empowerment: Indian women are becoming more empowered and laws are being progressively 
drafted to offer them more opportunities at various levels.

•  Social Conditions: Population growth results in a strong positive relationship on entrepreneurial 
activity. Across genders, the increase in demand and competition for jobs pushes more people 
into necessary entrepreneurship. For women, in particular, the relatively high involvement in 
necessary entrepreneurship indicates that self-employment can be used as a way to circumvent 
institutional and cultural constraints with respect to female employment.

•  Economic Conditions: With focus on women empowerment and creating more opportunities for 
women, government has announced various schemes to boost women to pursue entrepreneurial 
activity.

•  Literacy & Education: Increased levels of education have played a crucial role in initiating the 
process of entrepreneurship. Proper education and congenial environment helps women to start 
entrepreneurial work. 

Women Entrepreneurship in India
• Earlier there were 3 Ks
 – Kitchen
 – Kids
 – Knitting
• Then came 3 Ps
 – Powder
 – Pappad
 – Pickles
• Presently there are 4 Es
 – Electricity
 – Electronics
 – Energy
 – Engineering

Constraints Faced by Women Entrepreneur
 In India, women are making worthy contribution in economic development, but still women 
entrepreneur are facing major constraints like –
 Lack of confidence – Although women got competence and knowledge, but they lack the 
confidence. Sometimes in beginning women were not able to get the support of family in her 
journey as entrepreneur. So this is one of the major challenge, women has to face.   
 Socio-cultural barriers –Family and personal obligations are major barrier for women t o achieve 
success as entrepreneur, only few women can manage to balance both home and business front 
efficiently. 
 Market-oriented risks –Lack of mobility of women coupled with tight competition throws the 
challenge to women entrepreneur. To overcome such hurdles, women have to depend on middleman, 
as a result it becomes very difficult for them to market their products and make them popular.
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 Motivational factors – Sometimes women needs major support from family in realization of 
their dreams, but they hardly found them, which result into lack of motivation. 
 Knowledge in Business Administration – Even though women are admired as best home manager, 
they are lacking the skills and knowledge in all the functional areas of business management. So, 
every woman must undergo education to get maximum benefits of opportunities coming their way. 
 Awareness about the financial assistance – Government is providing number of benfits through 
various institutions in the financial sector to extend their support in the form of incentives, loans, 
schemes etc. But due to ignorance many women entrepreneur may not be aware of all the assistance 
provided by the institutions. Hence women from rural and backward areas may not be able to get 
maximum benefits out of such schemes. 
 Exposure to the training programs – Though many training programs and workshops are 
organised by various social and welfare associations, on various skill and information on assistance 
available from government. But limited benefits accrued by rural and young entrepreneurs who 
want to set up a small and medium scale unit on their own.
 Identifying the available resources – Due to hesitation, women entrepreneurs are not abe to rip 
out maximum benefits of government schemes available through various associations, institutions, 
which will provide them the access to cater their needs in the financial and marketing areas.

Challenges Faced by Women Entrepreneur
1.  Many girls who study well were denied of opting for further education. The parents should not 

restrict them and they should be allowed to choose the field of education as per their choice. In 
the young age itself, the decision making quality and freedom to choose make them grow well.

2.  Normally, women are kept at home and they were expected to meet family needs as a result 
women cannot even think of doing any business. The family members should understand them 
and help women from their family to find their way and make their dreams to realize. 

3.  Another major problem faced by women in Indian society that their family members are not 
ready to invest money in business started by women. Sometimes, Properties in the name of 
male and they are not put it as security for availing a bank loan. First, the woman should defeat 
the resistance coming from the family members and try ot convince them to support her.  

4.  In the male dominant society, it is not easy to enter in business field. Many businessmen do 
not want to make business deals with women entrepreneurs. The women have to tackle such 
problem wisely.

5.  It is very difficult for women entrepreneur to earn confidence from bank for getting a loan, 
though women entrepreneurs are sincere in repayment of loan.  Therefore, it is expected that 
the local government and banks should come forward to help the women to get loans in an easy 
way, without putting unrealistic conditions.

6.  The women must analyse the different and small factors in business and avoid getting cheated 
by anybody to them in anyway, for being women. The women have to avoid bring in emotional 
feelings in business and try to prove that they have better management skills and courage, 
ready to take risk and ability to solve problems.

7.  The women entrepreneurs need to prepare themselves for making business tour leaving their 
family. They also need to live independently and take decisions for their business. The women 
required to have the  knowledge of  latest technologies entering the business field and try to 
learn everything required and suitable to the present trend.

8.  They should collect all information about the changes and new introductions in the business, 
through various mediums. They should seek the advice of well-wishers and experts in the 
business field.
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9.  The women should not deter on meeting with failure, in spite of putting Never give up attitude 
must be demonstrated by women entrepreneur. They should try to come up successfully again.

10. The women entrepreneurs have to regularly meet and discuss their problems with each other 
and share their learning to support each other whenever they find time. They should encourage 
many women to start their enterprise. And they have to leanr new things by attending seminars 
and workshop on regular basis. 

11. With women, it found that they are njot good at keeping business secrets, so thyey have to 
maintain secrecy. They need not enter into disputes or support unnecessarily to anybody.

12. In some places, the business may be in the name of woman to avail some benefits given to 
women entrepreneurs and the concerned woman may not know anything about the business. 
Only the male persons in the family or male partners will be doing everything. The women 
should not allow this at any cost.

13. The women entrepreneurs should not stand alone saying that they are women. They can move 
well with other women and men entrepreneurs. 

14. The women entrepreneurs should take care of their health. The balanced diet, regular exercise, 
rest and sleep are necessary for them. They should keep away from bad habits like smoking and 
taking alcoholic drinks, which may spoil their health and reputation also.

Supportive Measures from Government to boost Women  Entrepreneurship
Direct & Indirect Financial Support
•   Nationalized banks
•   State finance corporation
•   State industrial development corporation
•   District industries centers
•   Differential rate schemes
•  Mahila Udyug Needhi scheme
•   Small Industries Development Bank of India (SIDBI)
•   State Small Industrial Development Corporations (SSIDCs)

Yojna Schemes and Programmes
•  Nehru RojgarYojna
•  Jawahar Rojgar Yojna
•  TRYSEM
•  DWACRA
•  Rashtriya Mahila Kosh (RMK)
•  Mahila Samriddhi Yojna (MSY)
•  Indira MahilaYojna (IMY)
•  Prime Minister RozgarYojna

Federations and Associations
1.  National Alliance of Young Entrepreneurs (NAYE)
2.  India Council of Women Entrepreneurs, New Delhi
3.  Self Employed Women’s Association (SEWA)
4.  Association of Women Entrepreneurs of Karnataka (AWEK)
5.  World Association of Women Entrepreneurs (WAWE)
6.  Associated Country Women of the World (ACWW)
7.  Assistance to Women Cooperatives
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8.  Science and Technology Projects for Women
9.  National Commission for Women (NCW)
10. Employment and Income Generating Training-cum-Production Units for Women
11. The Integrated Women’s Empowerment and Development Project, Haryana
12. Women’s Development Corporations (WDCS)
13. Central Government Institution
14. Schemes Available through Banks State Level Financial Packages for Women
15. National Level Women Entrepreneurs Associations and Organizations
16. State Level Women’s Organizations/Associations
17. NGO Initiatives

Suggestions
• There should be simple procedure of getting finance for women.
• Proper advertisement and communication of various Govt. programmes and yojna.
• Should create linkages between product, services and market centers.
• Provide Encouragement to women to go for technical and professional education.

Conclusion
 Indian constitution and laws has given promise of equality to women in every sphere, but due to 
male dominated business world or lack of confidence from women have resulted into very limited 
benefits enjoyed by very small section of women from society i.e. the urban middle class women. 
Still large majority of women from society are unaffected by change and development activities. 
The major reasons behind such lagging are well discussed in earlier part of this paper. It is expected 
that suggestion mentioned in the concluding discussion with be given priority and concern while 
planning and making certain policy measures. So, it is expected that society will react and  motivate 
many women from society to undergo entrepreneurial venture and government should come up 
with  unaffected by change and development activities and schemes to encourage more women to 
become entrepreneur.
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Abstract
Techno dynamism has made tremendous changes in the life style of human beings.  
Banking is no exception to this.  Stormy techno dynamism has been going on in 
banking technological innovations, since 1990s. Traditional Brick and Desk 
banking (Branch banking) was replaced by Digital Banking since 1990s. Digital 
Banking has been more popular since 2014 due to the talk of “Digital India”. 
Mobile banking is a part of Digital banking. Gone are the days when people trusted 
on trunk dialing (before 1990s). Mobile phones were converted into smart phones 
(since 2010s) and such smart phones have been part and parcel of almost all the 
people, just like 6thfinger of palm in our hand. People have been using Smart phones 
for multiple purposes, such as phone calling, internet usage and so on. Since internet 
is embedded in mobile phone, this facilitates mobile banking smoothly and quickly. 
Year 2016, after demonetization (November 8, 2016) forced most of the people to go 
for Digital banking. Paytm and Mobikwik, Airtel money, Jio money were becoming 
more popular and people started using mobile banking since then. Video Banking 
is a new dimension in mobile banking. This is known as Visual Banking.  Very few 
banks have been following this Video banking, by having a special app. Without 
app, the customers have to talk to the bank officials by video conferencing method. 
Some customers have been using mobile banking have been using Video banking 
(125 customers out of 600). They are mostly corporate customers and few of them 
are professionals and home makers. This Video conferencing method of banking 
helps the bank customers to talk to the bankers as if they are seeing them in person. 
Therefore, personalized attention is possible, integrated with virtual presence. 
The non-users of Video banking (475 out of 600) are also interested to use Video 
banking very shortly. This innovation has been going on at infancy level since 2016 
in various banks.  Therefore, it will pick up at speed here in after. Video banking will 
be a boon to the future generation, both for bankers and customers. Integration of 
Robots for banking is mostly wanted by customers, by and large. Interactive Teller 
machines (ITMs) for withdrawal of money are yet another welcoming technology, 
due to the advent of Video banking. Customers have been using Video banking for 
bank transactions clarification, documents verification and confirmation, Digital 
signature confirmation and so on. In near future, Video banking will be flickering its 
wings at greater speed and start flying at greater heights. Robot banking will also 
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be more popular here in after. Time will come very soon, by integrating all the banking technologies namely, Digital 
banking, Mobile banking, Robot Banking together, in the name of Collaborative banking (C Banking), to facilitate 
individualized attention to customers, mass customization, virtual presence and agility in offering banking services. 
Time is not so far away in this regard, since we are all living in the era of Techno dynamism. This article brings forth the 
research data related to mobile banking and video banking.

Keywords:Visual Banking, Video banking, Agility banking, Just in time banking, Corporate Banking, Retail Banking, Digital 
Banking, Virtual Banking, Robot banking, Smart Watches Banking, Smart Phone Banking, i-way banking, Sky banking, SMS 
banking.

Introduction
 Mobile banking has been popular since 2010s, after the advent of internet embedded smart 
phones, and it has been more popular after demonetization on November 8, 2018. Paytm, petty 
payment through mobile has been understood by the customers by force, since then. Like these 
services, several banks came out with various mobile banking apps for launching the same in 
their banking. SBI, ICICI Bank, HDFC Bank have brought several apps for mobile banking. 
Technological dynamism has brought video banking. There is a company namely Vidyo. This 
company has been providing a specialized software for facilitating Video banking software. In 
India, some banks started to implement Video banking. Video banking can be done by using apps 
or video conferencing by using the mobile numbers of bank employees.  In near future, several 
people will use video banking and this will become more popular. Mobile banking is the baby of 
Digital banking.  Mobile banking has given birth to Video banking. If mother jumps for 8 feet, baby 
will jump for 16 feet. Just like this verse, mobile banking and video banking have been becoming 
more popular among the people, particularly the initiating people who are techno dynamism 
addicts.  Techno dynamism addicts are the people who are the initiators of accepting technological 
innovation arrivals and they accustom to use the same. They are the first-time learners and they 
would teach it to others, in their peer team. 

Visual Banking
 Visual banking means doing banking transactions by interacting with the bank officers online, 
by having either video banking apps or by having video conferencing method. This brings 
individualized attention to the customers, with virtual reality. 

Recent Technological Advancements on Mobile Banking (As of Now)
The following are the recent technological advancements that are in existence as of now. 
a)  Mobile banking
b)  SMS Banking for checking balance enquiry
c)  SMS Banking by using quick codes or SMS codes or Key words
d)  Interactive Voice mechanisms
e)  Banking transactions by using Smart phones – Usage of Apps for doing such banking 

transactions
f)  Video Banking
g)  Smart watches banking

Future Emerging Technological Advancements
 The following are the emerging technological innovations that will happen very soon in near 
future and far future. 
1.  Mobile Banking and Digital banking advancements
2.  Block chain technology



MADRAS CHRISTIAN COLLEGE, Tambaram, Chennai.

Conference on  Innovation- A Tool for Sustainable Business Development

30

3.  Smart watches
4.  Google glasses
5.  Upgraded ATMs, ATMs in the name of ITMs (Interactive Teller Machines) for doing multiple 

banking functions
6.  Automated Financial services
7.  Strategic partnerships
8.  Extended Application Interfaces
9.  Artificial Intelligence in Apps and Online banking transactions
10. Extended Security measures by using biometrics and video mechanisms and ensuring higher 

level security mechanisms
11. Video banking and Extended virtual reality
12. Robot banking
13. Application of Internet of things in retail banking
14. Focus on Retail banking and personalization of banking services
15. Cloud computing technologies and Sky banking

Review of Related Literature
 There are various researches on Digital banking and a few researches on Smart banking are 
available. The researchers reviewed 72 such literatures.  Among all, there is only one research 
article on Video banking and this is the main thing for the present research. An article captioned, 
“Video banking, a new dimension in Mobile banking”, by Saravana Kumaran, et al, published 
in Journal of Emerging technologies in innovative research, published in November 2018 was 
analysed and reviewed.  In that research, the periodicity was 2016 – 2018.  The present research is 
made in 2018 – 19, recently. In the previous research, only few respondents were the users of video 
banking (25 users only). Whereas, the awareness and usage on video banking has been increased 
within in this one year.  In the present research, the users of video banking are 125.  The usage 
rate has been increased. As the usage is getting increased, the expectations on improvements are 
also getting increased. Therefore, comparing to the previous research made by Saravana Kumaran,  
et al, in 2018, this present research brings forth better research results. 

Research Methodology
 This research article has been prepared to meet out a couple of objectives. First, to understand 
the usage level and satisfactory level of mobile banking and offer suggestions for its improvements. 
Second, to know the usage level and satisfactory level of video banking from the users and offer 
suggestions for its improvement from the users and non-users. 
 The research has been made in Chennai. Primary data have been collected during the year 2018 
– 2019. Whereas the previous research was conducted by Saravana Kumaran, et al, in 2016 – 18.  
But the present research has been conducted in 2018 – 19, recently. 
 Multi Stage Quota Sampling method has been followed. For the purpose of sampling, 
technologically advanced banks were selected, based upon best technological banking award 
ceremony, 2015 (Table 1 and 2). There are 16 banks available who are the Best technological 
banking award winners under 9 categories of technological advancements.  The banks such as SBI, 
UBI, IDBI Bank, PNB, IOB, Corporation Bank, Central Bank of India, Bank of India, Andhra 
Bank are the Best technological banking award winners among Public Sector banks. HDFC Bank, 
ICICI Bank, Axis Bank, Indus Ind Bank, Karnataka Bank and South Indian Bank are the Best 
technological banking award winners among Private Sector Banks category. Citi Bank is there 
under Foreign Bank category (1 bank). Out of 16 banks, only Indian Banks were considered, i.e., 
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15 Indian banks were selected for sampling purpose (94%). Citi bank is a foreign bank. Therefore, 
it was not considered. Hence, 9 Public Sector banks and 6 Private Sector banks were selected 
for the research (Totally 15). From such banks, 40 customers from each bank were contacted for 
collecting primary data. Among such 15 banks, 40 customers for each bank, totally 600 customers 
were contacted. Only the customers who have been using Digital Banking technologies were 
contacted for the purpose of this Research. Non users of Digital Banking were not considered. In 
order to know the technological adoption of Digital Banking practices, only the users can say the 
correct information. Therefore, they were alone contacted. By considering Law of inertia and Law 
of Statistical regularity, the sample size of 600 customers were selected by following Multi Stage 
Quota Sampling method. Such 600 customers were selected as follows.
 After collecting the data, by using SPSS, Kaizer Meyer Olkin Measure method (KMO) of 
sampling adequacy is considered and it is 0.877.This means that sampling is adequate. 
 Regarding validity, Cronbach’s Alpha has been analysed and this is 0.706, for the sample of 600 
respondents. This conveys that the data are valid. 
 The sampling plan is as follows. 
 Public Sector Bank customers:9 Banks * 40 customers =360 customers
 Such 9 banks are SBI, UBI, IDBI BANK, PNB, IOB, Corporation Bank, Central Bank of India, 
Bank of India and Andhra Bank (Uniformly 40 customers were selected from each bank)
 Private Sector Bank customers:6 Banks * 40 customers =240 customers
Such 6 banks are HDFC Bank, ICICI Bank, Axis Bank, Indus Ind Bank, Karnataka Bank and South 
Indian Bank (Uniformly 40 customers were selected from each bank)
 Such 600 customers were contacted, by bifurcating Corporate Banking customers (300) and 
Retail Banking customers (300 customers).
 Corporate Banking customers (300 customers):
 Manufacturers=100 customers 
 Traders / Shop keepers =100 customers 
 Service Business=100 customers: 
 Retail Banking customers (300 customers):
 Independent Professionals=100 customers 
 Employees=100 customers 
 Students & Home makers=100 customers
 Totally 786 customers were contacted and filtered into 600 for this research purpose. The 
respondents were contacted in person. Apart from such source, google forms were used and sent 
to the customers’ email ids and whatsapp.  The responses were collected and organsised.  Due care 
has been taken by the Researcher to avoid or minimize various errors namely, sampling error, Data 
errors, Statistical errors (Type I error and Type II errors).
 Among such 15 banks, 10 branches were selected (15 banks * 10 branches in Chennai = 150 bank 
officers). Such bank branches were selected for contacting bank mangers or officers or appropriate 
authorities to know technological banking adoption practices and innovations to be launched soon. 
This sample size of 150 has been selected by following Law of inertia and Law of Statistical 
Regularity. Such banking surveys are not included in this research article. But such survey details 
will be brought in another article in future. 
 In this research article, responses of customers are brought forth and presented. A research on 
Visual Banking, a modern techno dynamism in smart phone banking has been made and some of 
the results are portrayed in this article. 
 Regarding statistical calculations, manual analysis, analysis by using SPSS, analysis by using 
Excel are all made.  Due care has been made to portray the statistical results correctly.  Statistical 
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tests like Likert Scaling technique (5-point scale), Kruskal Wallis rank test, Spearman’s rank 
correlation, Wilcoxon signed rank test are applied suitably, after validating data. 
 There are a few limitations.  Only Digital banking users are contacted and non-users are not 
considered. Time is yet another constraint. Chennai area (In and around Chennai) is the only area 
coverage. The periodicity is 2018 – 19.  The responses are psychological in nature, subject to 
change when technological advancements happen and prosperities do happen. The responses may 
also change in future. 
 

Table 1 - Best Banker Award in Launching Smart Banking Initiatives

S.No. Criteria of Award Public Sector Bank Private Sector Bank / Foreign bank 
in India

Winner First
Runner up

Second 
Runner up Winner First

Runner up
Second 

Runner up

1 Technology Bank of the 
year SBI IDBI Bank 

Ltd
Union Bank 
of India

HDFC
Bank

ICICI
Bank

Axis
Bank

2 Best Internet Bank SBI Union Bank IDBI Bank 
Ltd

HDFC
Bank

ICICI
Bank

Axis
Bank

3 Best use of Business 
Intelligence SBI IOB IDBI Bank 

Ltd
ICICI
Bank Citi Bank HDFC

Bank

4 Best Customer 
Management Initiatives SBI

Punjab 
National 
Bank

Andhra 
Bank

HDFC
Bank Citi Bank Karnataka 

Bank

5 Best use of technology 
intraining and e- learning SBI Union Bank

Punjab 
National 
Bank

ICICI
Bank

HDFC
Bank

IndusInd 
Bank

6
Best Risk Management 
and
Security initiative

Punjab 
National
Bank

Union Bank 
of
India

IDBI Bank
ICICI
Bank

HDFC
Bank

Axis
Bank

7 Best Financial Inclusion 
initiative SBI Bank of India Central Bank

of India
ICICI
Bank

HDFC
Bank

Axis
Bank

8 Best use of mobility
technology in Banking SBI

Union
Bank of India Corporation 

Bank

HDFC / 
ICICI
Banks

NA
Citi
Bank

9 Best Payments initiative
Union 
Bank of 
India

IDBI Bank 
Ltd SBI ICICI

Bank Citi Bank
South 
Indian 
Bank

Source: Ernst & Young Global Limited, London, United Kingdom. Award Ceremony – 2015
Note: Since the primary data were collected in 2016 – 18, Best Banker Award 2015 was considered.

Table 2 - Pioneering Banks in Launching Smart Banking Initiatives

S. No. Name of the Bank Number of 
Awards Rank Public Sector / 

Private Sector
1 STATE Bank of India 8 I Public Sector
2 HDFC Bank 8 I Private Sector
3 ICICI Bank 8 I Private Sector
4 Union Bank of India 6 II Public Sector
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5 IDBI Bank Ltd 5 III Public Sector
6 Axis Bank 4 IV Private Sector
7 Citi Bank 4 IV Foreign bank
8 Punjab National Bank 3 V Public Sector
9 Indian Overseas Bank 1 VI Public Sector
10 Corporation Bank 1 VI Public Sector
11 Central Bank of India 1 VI Public Sector
12 Bank of India 1 VI Public Sector
13 Andhra Bank 1 VI Public Sector
14 IndusInd Bank 1 VI Private Sector
15 Karnataka Bank 1 VI Private Sector
16 South Indian Bank 1 VI Private Sector

Total Awards 54
 Source: Ernst & Young Global Limited, London, United Kingdom. Award Ceremony – 2015
 Note: Since the primary data were collected in 2016 – 18, Best Banker Award 2015 was 
considered. Among such 16 banks, 15 Indian banks were selected for the research. 

Mobile Banking
 Mobile banking has been more popular among corporate customers rather than retail banking 
customers. The research results are portrayed in the following table. Mobile banking has been 
classified into 7 categories, namely, SMS banking, Call banking, Online banking through Smart 
phones, Banking through Communication server providers, Petty payments through mobiles, Video 
Conference banking, Smart watch banking. There are certain sub classifications. The research 
results are pooled up in the following table.
 Hypothesis: The Corporate banking customers and Retail Banking customers have been using 
mobile banking services equally well. The data are distributed uniformly.

Table 3  Usage of Mobile Banking Services

Mobile 
banking 
services

Usage of services Total 
Yes

Total 
No

Total 
Weightage Rank Weightage 

Corporate
Weightage 

Retail Mean

VF F O R VR
SMS Banking
Getting 
SMS alert 
as and 
when any 
banking-
transaction 
happens

587 11 2 NIL NIL 600 Nil 2985 1 1488 1497 4.98
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Doing 
banking 
transac-
tions by 
sending 
quicker 
codes by 
SMS

311 99 77 64 49 600 Nil 2359 6 1478 881 3.93

Call Banking
Balance 
Checking, 
by giving 
missed call

523 31 28 10 8 600 Nil 2851 2 1400 14501 4.75

Satisfactory 
survey par-
ticipation 
by giving 
missed call

316 88 36 32 128 600 Nil 2232 7 1384 848 3.72

Online Banking by Smart Phones
Doing 
online 
banking
transations 
by Smart 
phones via 
bank apps

219 87 86 48 160 600 Nil 1957 8 1112 845 3.26

Online 
banking 
by mobile, 
by going to 
bank
websites

318 191 37 54 Nil 600 Nil 2573 4 1462 1111 4.29

Banking through Communication Service Provider
Banking via 
Jio money
or Airtel 
money

379 98 66 37 22 600 Nil 2573 3 1461 1113 4.29

Petty Payments through Mobile
Making 
payments
through 
Paytm or 
Mobikwik

388 88 55 42 27 600 Nil 2568 5 1463 1105 4.28

Video Conference Banking
Video 
Confer-
encing and 
banking 
transations 
by
smart 
phones

80 30 15 Nil Nil 125 475 565 9 501 64 4.52



35

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

Video Con-
ferencing 
by laptops 
or desktop
computers

78 28 14 10 1 125 475 545 10 497 48 4.36

Banking through Smart Watches
Doing 
banking 
though
smart 
watches

Nil 18 4 3 Nil 25 575 90 11 90 Nil 3.60

 Note: Weightage points: Very Frequently = 5 points; Frequently = 4 points; Occasionally = 3 
points; Rarely = 2 
 points; Very Rarely = 1 point
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 

 Spearman’s Rank Correlation (based on weightages of corporate banking and retail banking) = 
[1 – (6∑d2 / n2 (n- 1))] = R = +0.53381 = + 0.53 (approx.)
Medium level positive degree of correlation
 Please note: Video banking and Smart watches banking details are related to corporate banking 
only. Therefore, when correlating corporate banking and retail banking, such details were not 
considered.
 Two tailed p value for rank correlation = 0.18262.
 Therefore, Relationship is very weak, based on p value.

 In the case of unpaired data (Corporate banking and Retail Banking), we can apply Kruskal 
Wallis Rank test (based on weightages). By applying this test, we find,
 ∑ R1 =118.5; ∑ R2 =71.5; H value is 0.4926;p value is 0.48; Acceptance region of z at α = 0.01 
is 2.56 Calculated value of H is 0.4926 < Table value of acceptance region 2.56. Accept hypothesis. 
Therefore, it is inferred that the data have been distributed uniformly.

 In the case of unpaired data (Corporate banking and Retail Banking), we can apply Mann 
Whitney’s U test (based on weightages). By applying this test, we find,
 ∑ R1 =118.5;∑ R2 =71.5;U value is 35.5; Table value of U = 31; Table Value of U1 < Calculated 
value of U. Reject Hypothesis.
 Therefore, Corporate customers and Retail Banking customers do usage of mobile banking 
services, but their usage level is different. Corporate customers have been using mobile banking 
more than retail banking customers.
 Z value is 0.66058; Acceptance region of z at α = 0.01 is 2.56
 Calculated value of U is 0.66058 < Table value of acceptance region 2.56. Accept hypothesis. 
Therefore, it is inferred that the data have been distributed uniformly.

 It is inferred from the above table that Corporate Banking customers have been using mobile 
banking services mostly well, rather than retail banking customers. In the case of SMS banking, 
missed call banking only, retail banking customers have been using them more. Video banking 
and Smart watches banking have been performed only by corporate customers for their business 
purposes. Statistical tests like U test and KS test prove that the data have been uniformly distributed. 
U test reveals that corporate customers have been using mobile banking services more than retail 
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banking customers. Rank Correlation between Corporate banking and Retail banking on the usage 
of mobile banking services reveals that they are correlated positively at medium level (0.52).

Satisfaction of Mobile Banking Services
 The following table brings forth the information on satisfaction of mobile banking services. 
Hypothesis: The Corporate banking customers and Retail Banking customers are satisfied with 
mobile banking services equally well. The data are distributed uniformly.

 Table 4 – Satisfaction of Mobile Banking Services 

Mobile banking services
Usage of services

Total

Yes

Total

No

Total

Weightage Rank
Weightage 

Corporate

Weightage

Retail Mean

HS S Neu DS HDS

SMS Banking

Getting SMS alert as 

and when any banking 

transaction happens

594 6 Nil Nil Nil 600 Nil 2994 1 1599 1495 4.99

Doing banking 

transactions by sending 

quicker codes by SMS

317 100 82 54 45 600 Nil 2392 6 1480 912 3.99

Call Banking

Balance Checking, by 

giving missed call
527 39 32 2 Nil 600 Nil 2891 2 1405 1486 4.82

Satisfactory survey 

participation by giving 

missed call

321 93 45 33 108 600 Nil 2286 7 1395 891 3.81

Online Banking by Smart Phones

Doing online banking 

transactions by Smart 

phones via bank apps

223 91 90 52 144 600 Nil 1997 8 1117 880 3.33

Online banking by 

mobile, 

by going to bank websites

321 191 88 Nil Nil 600 Nil 2633 5 1477 1156 4.38

Banking Through Communication Service Provider

Banking via Jio money or 

Airtel money
403 101 67 27 2 600 Nil 2676 4 1483 1193 4.46

Petty Payments Through Mobile

Making payments through 

Paytm or Mobikwik
405 105 80 10 Nil 600 Nil 2705 4 1485 1220 4.51

Video Conference Banking

Video Conferencing and 

banking transactions by 

smart phones

82 28 14 1 Nil 125 475 566 10 502 64 4.53
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Video Conferencing 

by laptops or desktop 

computers

74 26 16 9 Nil 125 475 550 9 498 52 4.40

Banking Through Smart Watches

Doing banking though 

smart watches
18 7 Nil Nil Nil 25 575 118 11 118 Nil 4.72

 Source: Primary data
 Note: Weightage points: HS – Highly satisfied = 5; S – Satisfied = 5; Neu – Neutrally  
satisfied = 3; DS – Dissatisfied = 2; HDS– Highly dissatisfied = 1
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 

 Spearman’s Rank Correlation (based on weightages of corporate banking and retail banking) = 
[1 – (6∑d2 / n2 (n- 1))] = R = +0.7381 = + 0.74 (approx.) High level positive degree of correlation
Please note: Video banking and Smart watches banking details are related to corporate banking 
only. Therefore, when correlating corporate banking and retail banking, such details were not 
considered.
 Two tailed p value for rank correlation = 0.03655.
 Therefore, Relationship is moderate, based on p value.

 In the case of unpaired data (Corporate banking and Retail Banking), we can apply Kruskal 
Wallis Rank test (based on weightages). By applying this test, we find,
 ∑ R1 =113;∑ R2 =77;H value is 0.0614;p value is 0.80; Acceptance region of z at α = 0.01 is 
2.56. Calculated value of H is 0.0614 < Table value of acceptance region 2.56. Accept hypothesis
In the case of unpaired data (Corporate banking and Retail Banking), we can apply Mann Whitney’s 
U test (based on weightages). By applying this test, we find,
 ∑ R1 =113;∑ R2 =77;U value is 41;Table value of U = 31; Table Value of U1 < Calculated 
value of U. Reject Hypothesis.
 Therefore, Corporate customers and Retail Banking customers get satisfaction on mobile 
banking services, but their satisfactory level is different. Corporate customers have been satisfied 
with mobile banking more than retail banking customers.
 Z value is 0.20643;Acceptance region of z at α = 0.01 is 2.56
 Calculated value of U is 0.20643 < Table value of acceptance region 2.56. Accept hypothesis

 It is inferred from the above table that Corporate Banking customers have been satisfied with 
mobile banking services mostly well, rather than retail banking customers. Video banking and Smart 
watches banking have been performed only by corporate customers for their business purposes. 
They are satisfied with such services. Statistical tests like U test and KS test prove that the data 
have been uniformly distributed. U test reveals that corporate customers have been satisfied with 
mobile banking services more than retail banking customers. Rank Correlation between Corporate 
banking and Retail banking on the usage of mobile banking services reveals that they are correlated 
positively at high level (0.74).

Relationship Between Usage and Satisfaction on Mobile Banking Services
 From Table number 3 and 4, correlation was made between the usage and satisfaction on mobile 
services. The results are as follows.
 Hypothesis: The usage level and satisfactory level on mobile banking services are correlated 
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positively among the Corporate banking customers and Retail Banking customers at equal level. 
The data are distributed uniformly.

 Spearman’s Rank Correlation (based on total weightages of usage and satisfactory level) =  
[1 – (6∑d2 / n2 (n-1))] = R = +0.95578 = + 0.96 (approx.) Higher level positive degree of correlation
 Two tailed p value for rank correlation = 0.00001.
 Therefore, Relationship is very strong, based on p value.

 In the case of paired data, we can apply Kruskal Wallis Rank test (based on total weightages of 
usage level and satisfactory level). By applying this test, we find,
 ∑ R1 =117;∑ R2 =136;H value is 0.3891; 
 p value is 0.53; Acceptance region of z at α = 0.01 is 2.56. Calculated value of H is 0.3891 < 
Table value of acceptance region 2.56. Accept hypothesis

 In the case of paired data, we can apply Kruskal Wallis Rank test (based on total weightages of 
usage level and satisfactory level for corporate banking and retail banking = totally 4 criteria). By 
applying this test, we find,
 ∑ R1 =213.5;∑ R2 =129;H value is 1.1928;p value is 0.75; Acceptance region of z at α = 0.01 is 
2.56. Calculated value of H is 1.1928 < Table value of acceptance region 2.56. Accept hypothesis

 In the case of paired data (based on total weightages of usage level and satisfactory level), we 
can apply Mann Whitney’s U test (based on total weightages). By applying this test, we find,
 ∑ R1 =117;∑ R2 =136;U value is 51;Table value of U = 31; Table Value of U1 < Calculated 
value of U. Reject Hypothesis.
 Therefore, Corporate customers and Retail Banking customers get satisfaction on mobile banking 
services, but their satisfactory level is different. Corporate customers have been using mobile 
banking and they are highly satisfied with mobile banking more than retail banking customers.
 Z value is 0.593;Acceptance region of z at α = 0.01 is 2.56. Calculated value of U is 0.59 < Table 
value of acceptance region 2.56. Accept hypothesis

 In the case of paired data (usage level and satisfactory level), we can apply Wilcoxon Signed 
Rank test (based on weightages). By applying this test, we find,
 ∑ R1 = 117;∑ R2 = 136;W value is 0;Z value is 2.43; Acceptance region of z at α = 0.01 is 2.56
Calculated value of 2.43 is < Table value of acceptance region 2.56. Accept hypothesis

 It is inferred from table 3 and 4 that Corporate Banking customers have been using mobile 
banking services and they have been satisfied with such services mostly well, rather than retail 
banking customers. Video banking and Smart watches banking have been performed only by 
corporate customers for their business purposes. They are satisfied with such services.  SMS 
Banking and Call banking have been used by Retail banking customers more and they are satisfied 
well. Statistical tests like U test, Wilcoxon signed rank test and KS test prove that the data have 
been uniformly distributed. U test reveals that corporate customers have been satisfied with 
mobile banking services more than retail banking customers. Rank Correlation between Corporate 
banking and Retail banking on the usage of mobile banking services reveals that they are correlated 
positively at higher level (0.96).
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Benefits Enjoyed on Mobile Banking Services
 The customers have been enjoying various mobile banking services. The research results are 
pooled up in the following table. Agility banking or Just in time banking is possible because of 
mobile banking. 
 Hypothesis: Corporate customers and retail banking customers have been enjoying mobile 
banking services equally well. The data are distributed uniformly.

Table 5  Benefits on Mobile Banking Services Enjoyed by the Customers

Mobile banking services
Satisfactory attitude

Total Weightage
points Mean Rank Weightage 

Corporate
Weightage 

RetailHS S Neu DS HDS

Arrival of SMS as and 
when transactions happen 
help us to know balance 
amount correctly

580 18 2 Nil Nil 600 2978 4.96 1 1499 1481

Online banking  
transactions by using 
smart phones ease banking 
activities

448 83 69 Nil Nil 600 2779 4.63 5 1399 1380

Doing banking transac-
tions becomes easy due to 
mobile banking by SMS

227 185 97 67 22 600 2330 3.88 6 1176 1156

Balance Checking by 
giving missed call 527 35 38 Nil Nil 600 2889 4.82 4 1464 1425

Missed call for  
dissatisfaction registration 531 39 30 Nil Nil 600 2901 4.83 3 1433 1468

Agility banking – Just in 
time banking 519 64 17 Nil Nil 600 2902 4.84 2 1420 1382

 Source: Primary data
 Note: Weightage points: HS – Highly satisfied = 5; S – Satisfied = 5; Neu – Neutrally  
satisfied = 3; DS – Dissatisfied = 2; HDS– Highly dissatisfied = 1
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 
 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.93286 
= + 0.93 (approx.) Higher level positive degree of correlation
 Two tailed p value for rank correlation = 0.0048.
 Therefore, Relationship is very strong, based on p value.

 In the case of paired data (Corporate banking and Retail Banking), we can apply Wilcoxon 
Signed Rank test (based on weightages). By applying this test, we find,
 ∑ R1 = 42; ∑ R2 = 36;W value is 4; Z value is 1.3628; Acceptance region of z at α = 0.01 is 2.56
Calculated value of 1.3628 is < Table value of acceptance region 2.56. Accept hypothesis
 
 In the case of paired data (Corporate banking and Retail Banking), we can apply Kruskal Wallis 
Rank test (based on weightages). By applying this test, we find,
 ∑ R1 =42;∑ R2 =36; H value is 0.2308; p value is 0.63; Acceptance region of z at α = 0.01 is 
2.56. Calculated value of H is 0.2308 < Table value of acceptance region 2.56. Accept hypothesis.

 SMS alert makes the customers to know the balance amount in their account as and when 
transaction happens (Rank 1). Agility banking is possible (Rank 2). Missed call for dissatisfaction 
makes the customers to express their feelings immediately (Rank 3). Missed call for balance 
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checking eases bank transactions (Rank 4). Further, it is learned by applying various statistical 
tests such as KS test, Wilcoxon Signed Rank rest that data are distributed normally. Both corporate 
customers and retail banking customers have been enjoying the benefits of mobile banking equally 
well. The relationship between them is higher level positive degree (0.93).

Common Problems of Mobile Banking Services
 The customers have been suffering from some problems on mobile banking services.  Such 
research results are pooled up in the following table.  
 Hypothesis: Corporate customers and retail banking customers have been suffering from 
problems on mobile banking services equally. The data are distributed uniformly.

Table 6 - Common Problems of Mobile Banking Services Felt by the Customers

Mobile banking services
Satisfactory attitude Total 

Yes
Total  
No

Weightage
points Mean Rank Weightage 

Corporate

Weightage
Retail

HF F Neu LF VLF

Frequent SMSes disturb
unnecessarily 317 87 37 31 128 600 Nil 2234 3.72 5 1132 1102

Poor network problem 418 84 38 34 26 600 Nil 2634 4.39 2 1334 1300

SMS locking may be done 
by any hacker secretly 389 86 57 41 27 600 Nil 2569 4.28 3 1354 1212

While using Smart phones 
for banking transactions, 
double entry or problem 
happens due to network 
issues

523 32 29 9 8 600 Nil 2848 4.75 1 1438 1410

Account hacking threat 
by hacker 378 77 66 52 27 600 Nil 2527 4.21 4 1314 1213

Loss of smart phone and 
misuse of bank account 38 10 8 3 1 60 540 261 4.35 8 137 224

Theft of smart phone and 
misuse of bank account 40 12 5 2 1 60 540 268 4.47 6 138 230

Strangers identify pattern 
or password of smart 
phone, take it and misuse 
it

38 15 3 3 1 60 540 266 4.43 7 136 230

 Source: Primary data
 Note: HF – Highly felt; F – Felt; Neu – Neutrally felt; LF – Least felt; VLF – Very least felt 
Weightage points: HF – Highly felt= 5; F – Felt = 4; Neu – Neutrally felt = 3; LF – Least felt = 2; 
VLF – Very least felt = 1
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 
 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.91573 
= + 0.92 (approx). Higher level positive degree of correlation
 Two tailed p value for rank correlation = 0.0014.
 Therefore, Relationship is very strong, based on p value.

 In the case of paired data (Corporate banking and Retail Banking), we can apply Wilcoxon 
Signed Rank test (based on weightages). By applying this test, we find,
 ∑ R1 =69; ∑ R2 = 67; W value is 15; Z value is 0.42; Acceptance region of z at α = 0.01 is 2.56
Calculated value of 0.42 is < Table value of acceptance region 2.56. Accept hypothesis.
 In the case of paired data (Corporate banking and Retail Banking), we can apply Kruskal Wallis 
Rank test (based on weightages). By applying this test, we find,
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 ∑ R1 =69;∑ R2 = 67;H value is 0.011; p value is 0.91; Acceptance region of z at α = 0.01 is 2.56
Calculated value of H is 0.011 < Table value of acceptance region 2.56. Accept hypothesis

 It is observed from the above table that double entry may happen because of network issues 
(Rank 1), followed by poor network problems (Rank 2), SMS locking may be done by strangers 
(Rank 3), Account hacking issues (Rank 4) and disturbances due to SMS unnecessarily (Rank 
5). Some of the customers (40 customers out of 600) suffered a lot due to loss of their smart 
phone, misuse of their smart phone by strangers, loss of amount from their account due to abuse 
of their smart phones. It is analysed from KS test, Wilcoxon Signed Rank test that the data are 
distributed normally. Both corporate customers and retail banking customers have been suffering 
from problems on mobile banking equally. The relationship by Rank Correlation expresses that 
they are related very strongly at higher level of positive degree (0.92).

Improvement of Mobile Banking Services
 Improvements are the continuous processes. Several improvements were suggested by customers 
on mobile banking development. They are brought to the following table.  

SMS Banking
 Regarding SMS banking, SMS locking by strangers must be informed to alternative mobile 
number of customers. Like this suggestion, several suggestions are made by the customers. They 
are pooled up in the following table.
 Hypothesis: Corporate customers and retail banking customers have been offering suggestions 
for the improvement on SMS banking equally well. The data are distributed uniformly.

Table 7  Attitude on Improvement Expected in SMS 
Banking Services Suggested by the Customers

Mobile banking services
Satisfactory attitude

Total Weightage
points Mean Rank Weightage

Corporate
Weightage 

RetailMNP NP Neu O LN

In the case of savings 
bank account, SMS on 
balance has to come as 
and when transaction 
happens

523 41 36 Nil Nil 600 2887 4.812 2 1401 1486

In the case of current
 account, SMS has to 
come once in a day
(say 9 pm daily)

317 87 36 32 128 600 2233 3.722 10 1433 800

SMS locking aspect 
(by hacker) has to be 
informed to the banker 
or alternative mobile of 
customer immediately

525 43 32 Nil Nil 600 2893 4.722 1 1487 1406

Loss or theft of ATM card 
or credit card has to be 
informed by SMS to the 
banker by a special quick 
code

419 99 82 Nil Nil 600 2737 4.562 5 1431 1306
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In the case of RD and FD, 
the aggregate amount till 
date has to be informed 
by SMS once in a month 
(end of the month)

421 99 82 Nil Nil 600 2737 4.562 4 1432 1307

In the case of loan 
account, the net balance 
payable has to be 
informed as and when
transaction happens

317 187 96 Nil Nil 600 2621 3.368 6 1422 1199

SMS regarding loan 
payment reminder is 
needed, before one week 
of due date

423 97 80 Nil Nil 600 2743 4.572 3 1423 1320

Insurance premium 
deduction has to be 
informed to the customer 
one week before, in order 
to maintain sufficient
balance

320 184 73 23 Nil 600 2601 4.335 7 1400 1201

Cheque dishonor & bill 
dishonor details have 
to be informed to the 
customer as and when 
happens

285 161 84 36 34 600 2427 4.045 8 1429 1998

All the banks must have 
quick codes in SMS 
banking. This eases 
mobile banking

327 97 56 42 78 600 2353 3.922 9 1273 1080

 Source: Primary data
 Note: Weightage points: MNP – Most Necessary and top priority = 5; N – Necessary and 
moderate priority = 4; Neu – Neutrally necessary (moderately) = 3; O – Optional = 2; LN – Least 
necessary = 1
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 

 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.16464 
= + 0.16 (approx.). Lower level positive degree of correlation
 Two tailed p value for rank correlation = 0.6494.
 Therefore, Relationship is very weak, based on p value.

 In the case of paired data (Corporate banking and Retail Banking), we can apply Wilcoxon 
Signed Rank test (based on weightages). By applying this test, we find,
 ∑ R1 =129.5;∑ R2 = 80.5;W value is 11;Z value is 1.6818; Acceptance region of z at α = 0.01 
is 2.56. Calculated value of 1.6818 is < Table value of acceptance region 2.56. Accept hypothesis.
 In the case of paired data (Corporate banking and Retail Banking), we can apply Kruskal Wallis 
Rank test (based on weightages). By applying this test, we find,
∑ R1 =129.5;∑ R2 = 80.5;H value is 3.43; p value is 0.0642; Acceptance region of z at α = 0.05 
is 3.52. Calculated value of H is 3.43 < Table value of acceptance region 3.52. Accept hypothesis

 SMS locking or hacking has to be informed by SMS to an alternative mobile number of the 
customer (Rank 1). Instant SMS for SB account, Account summary SMS at the end of the day for 
Current account (Rank 2) will be enough instead of having frequent SMSes that are horrible. SMS 
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regarding payment reminder is essential to make necessary arrangement in business (Rank 3). It 
is learned by applying various statistical tests namely KS test, Wilcoxon Signed Rank test that the 
data are distributed normally. Corporate customers have been offering more suggestions (because 
of more usage) rather than retail banking customers. The relationship between suggestions offered 
by corporate customers and retail banking customers is lower positive degree (0.16).

Online Banking by using Smart Phones
 Online banking transactions can be done either through bank apps or bank websites, by using 
Smart phones. The suggestions on the improvement of such services are listed in the following 
table.

Table 8  Attitude On Improvement Expected In Online Banking 
By Smart Phones Suggested By The Customers

Mobile banking services
Satisfactory attitude

Total
Weightage

points Mean Rank
MNP NP Neu O LN

Integration of Video Conferencing with bank
officials (Video banking) 425 81 54 33 7 600 2690 4.483 3

Security strength is needed in mobile banking by 
modern technologies 429 85 56 23 7 600 2706 4.510 2

Banker has to conduct meetings with customers 
atleast once in 3 months to teach technological
upgradations done by the banker

317 98 65 42 78 600 2334 3.890 7

Banker has to resolve mobile banking problems 
intime 327 97 56 42 78 600 2353 3.922 6

All the banks need to have satisfactory surveys 
byhaving missed call 285 167 90 34 24 600 2455 4.092 4

Specialised apps need to be developed by all the 
banks and to be launched at the earliest 515 55 30 Nil Nil 600 2885 4.808 1

Need for computer integrated voice by using toll 
free number for each and every bank 275 157 80 54 34 600 2385 3.975 5

 Source: Primary data
 Note: Weightage points: MNP – Most Necessary and top priority = 5; N – Necessary and 
moderate priority = 4; Neu – Neutrally necessary (moderately) = 3; O – Optional = 2; LN – Least 
necessary = 1
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 
 All the banks need to create special apps for mobile banking (Rank 1). Information Security is 
the major necessity (Rank 2), followed by Video banking necessity (Rank 3).

Video Banking
 The corporate customers (125 out of 600) have been using video conferencing with the bank 
officials for accelerating their bank transactions and to do their bank transactions fairly well. The 
following table tells what modes are being utilized by the corporate customers for video banking.
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Table 9 - Mode of Usage of Video Banking Services
Video banking services

modes
Usage of services

Total
Weightage

points Mean Rank
VF F O R VR

Smart phone 83 23 19 Nil Nil 125 564 4.512 1
Tabs 38 37 26 13 11 125 453 3.624 4
Laptops 82 22 21 Nil Nil 125 561 4.488 2
Desktop computers 56 34 23 Nil Nil 125 485 3.880 3

  Source: Primary data
 Note 2: Weightage points: VF -Very Frequently = 5 points; F - Frequently = 4 points;  
O - Occasionally = 3 points; R - Rarely = 2 points; VR – Very Rarely = 1 point
 Please Note: Mean here refers to an average. This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 

 It is understood from the above table that corporate customers have been using Smart phones 
for video banking (Rank 1), followed by Laptops (Rank 2), Desktop computers at their offices or 
homes (Rank 3) and Tabs (Rank 4). Smart phones andLaptops are the major modes used by the 
corporate customers for video banking.

Usage of Video Banking Services and Satisfactory Level
 The usages of video banking services are pooled up in the following table.  
 Hypothesis: The usage level and satisfactory level of video banking services are equal. The data 
are distributed uniformly.

Table 10  Usage and Satisfactory Level of Video Banking Services

Video banking services
Usage of services

Total W1 Rank
Satisfaction on services

W2 Rank
VF F O R VR HS S Neu DS HDS Total

Bank transaction
clarification 124 1 Nil Nil Nil 125 624 1 123 2 Nil Nil Nil 125 623 1

Digital signature approval
and confirmation 121 3 1 Nil Nil 125 620 3 120 4 1 Nil Nil 125 619 3

Bearer chequeconfirmation 111 6 5 3 Nil 125 600 5 112 8 7 Nil Nil 125 613 5

Bill of exchange
clarification and confirmation 35 35 26 15 14 125 437 7 116 6 3 Nil Nil 125 613 6

Loans obtaining and
settlement clarification 36 35 25 14 15 125 438 6 110 9 6 Nil Nil 125 604 8

Documents verification
over 122 2 1 Nil Nil 125 621 2 122 2 1 Nil Nil 125 621 2

Online banking problems -
solutions 118 4 3 Nil Nil 125 615 4 120 3 2 Nil Nil 125 618 4

Complaints lodging and
solutions 34 33 23 14 11 125 410 8 116 4 3 2 Nil 125 609 7

 Source: Primary data
 Note: Percentages are available in brackets
 Note 2: Weightage points: VF -Very Frequently = 5 points; F - Frequently = 4 points; O - 
Occasionally = 3 points; R - Rarely = 2 points; VR – Very Rarely = 1 point
 Spearman’s Rank Correlation (based on weightages) = [1 – (6∑d2 / n2 (n-1))] = R = +0.9102 = 
+ 0.91 (approx.). Higher level positive degree of correlation
 Two tailed p value for rank correlation = 0.00169.
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 Therefore, Relationship is strong, based on p value.
 In the case of paired data, we can apply Wilcoxon Signed Rank test (based on weightages). By 
applying this test, we find, ∑ R1 = 60.5; ∑ R2 = 75.5; W value is 3; Z value is 1.85; Acceptance 
region of z at α = 0.01 is 2.56. Calculated value of 1.85 is < Table value of acceptance region 2.56. 
Accept hypothesis.
 Corporate customers have been using Video banking facility, mainly for clarification of bank 
transactions (Rank 1), followed by documents verification over phone (Rank 2), Digital signature 
approval confirmation (Rank 3), online banking problems and solutions with bank employees (Rank 
4) and complaints lodging and solutions (Rank 5). The data are distributed normally, by analyzing 
by Wilcoxon test. The relationship between the usage level and satisfactory level are correlated 
positively, strongly at higher level positive degree (0.91). Both usage level and satisfactory level 
are at equal level.

Common Problems on Video Banking
 Corporate customers have been facing some problems on video banking commonly. They are 
brought up in the followingtable.

Table 11  Common Problems on Video Banking Services Faced by the Customers

Video banking services
Satisfactory attitude

Total Weightage
points Mean Rank

HF F Neu LF VLF

Light background issues 118 3 2 1 1 125 611 4.888 6
Colour, hue and pixesls issues 114 4 3 2 2 125 601 4.808 8
Mobile software compatibility issues 112 6 5 1 1 125 602 4.816 7
Pass word security issues 123 1 1 Nil Nil 125 622 4.976 2
Hacking problems 121 3 1 Nil Nil 125 620 4.960 4
Blue tooth issues – nearby strangers would 
receive our video clippings 123 1 1 Nil Nil 125 622 4.976 3

Loss of smart phones may be misused for
mishandling bank account 121 2 2 Nil Nil 125 619 4.952 5

Network issues 124 1 Nil Nil Nil 125 624 4.992 1
 Source: Primary data
 Note 1: R1 – Rank 1; R2 – Rank 2; W1 – Weightage for users; W2 – Weightage for non-users
 Note 2: HF – Highly felt; F – Felt; Neu – Neutrally felt; LF – Least felt; VLF – Very least felt 
Weightage points: HF – Highly felt = 5; F – Felt = 4; Neu – Neutrally felt = 3; LF – Least felt = 2; 
VLF – Very least felt = 1
 Please Note: Mean here refers to an average.  This is calculated on total weightage points / 
Number of respondents who told positively for the particular question. 
 It is observed from the above table that network issues are the major worries (Rank 1), followed 
by pass word security issues (Rank 2), Blue tooth issues (Rank 3), Hacking issues (Rank 4), loss of 
smart phone fear issues (Rank 5).

Possible Improvements on Video Banking
 Corporate users who have been using Video banking answered the possible improvements on 
Video Banking. Besides, non-usersof Video banking (but users of Digital Banking) have also 
answered this question. The following table portrays the necessary data.
Hypothesis: The improvements on Video banking expected by users and non-users are at equal 
level. The data are distributed uniformly.
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Table 12  Improvements Expected In Video Banking
(by regular users and non-users, but users of digital banking)

Video banking
servicesusages

Regular users
Tot W1 R1

Non users, but users of
Digitalbanking

W2 R2

MNP NP Neu O LN MNP NP Neu O LN Tot

24/7 Video Banking 
service 120 2 2 1 Nil 125 616 5 442 15 14 3 1 475 2319 6

Usage of Robots for 
banking transactions, 
for video 
conferencing

119 3 2 1 Nil 125 615 6 458 7 5 4 1 475 2342 5

Interactive Teller 
Machines need to 
come (Video 
conferencing
ATMs)

125 Nil Nil Nil Nil 125 625 1 470 4 1 Nil Nil 475 2369 1

Capturing overseas 
customers and 
having banking 
transactions

118 3 2 2 Nil 125 612 7 331 49 32 24 39 475 2334 8

Specialised apps are 
needed for 
videobanking 
separately

124 1 Nil Nil Nil 125 624 2 469 2 2 1 1 475 2362 2

Video conferencing 
may be recorded 
for documentation 
purpose– Paperless 
documentation

36 36 26 25 2 125 454 8 341 38 32 34 30 475 2051 7

Offline mode has to 
be created to avoid-
network issues

123 2 Nil Nil Nil 125 623 3 461 5 4 3 2 475 2345 4

User friendly smart 
phone software’s 
need to be developed 
to avoid mobile 
system compatibility 
issues

122 3 Nil Nil Nil 125 622 4 462 5 4 3 1 475 2349 3

 Source: Primary data
 Note 1: R1 – Rank 1; R2 – Rank 2; W1 – Weightage for users; W2 – Weightage for non-users
 Note 2: Weightage points: MNP – Most Necessary and top priority = 5 Points; N – Necessary 
and moderate priority = 4 Points; Neu – Neutrally necessary (moderately) = 3 points; O – Optional 
= 2 points; LN – Least necessary = 1 point
 Spearman’s Rank Correlation (based on ranks) = [1 – (6∑d2 / n2 (n-1))] = R = +0.92357 = + 
0.92 (approx.). Higher level positive degree of correlation.
 Two tailed p value for rank correlation = 0.00086.
 Therefore, Relationship is very strong, based on p value.
 In the case of paired data, we can apply Wilcoxon Signed Rank test (based on ranks). By applying 
this test, we find,
 ∑ R1 = 68;∑ R2 = 68;W value is 10.5; Z value is 0.001; Acceptance region of z at α = 0.01 is 
2.56. Calculated value of 0.001 is < Table value of acceptance region 2.56. Accept hypothesis
 It is learned from the above table that the users and non-users want to have Interactive Teller 
Machines (ITMs), improved version of ATMs (Rank 1). Such ITMs would capture the videos of 
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persons who use ITMs and we can interact with the machines for withdrawing money or making 
deposits with the money. This will be a boon to all, particularly to computer illiterates. Specialized 
apps are needed for Video Banking (Rank 2). All banks need to develop such apps compulsorily. 
Offline support system is needed (Rank 3). User friendly phone software’s are needed (Rank 4). 
Any time (24/7) Video banking services with the help of Automated computerized Robots will 
facilitate the customers more delighted (Rank 5). Wilcoxon test proves that the data are distributed 
normally. The suggestions of users and non-users are equally made. The relationship between the 
improvements suggested by the users and non-users are correlated positively at higher positive 
degree (0.92). This shows that non users are also willing to invite Video banking whole heartedly.

Conclusion
 Digital Banking has given birth to mobile banking. If mother jumps for 8 feet, child jumps for 
16 feet. Mobile banking has been more popular among various bank customers. Similarly, Mobile 
banking delivers a baby called Video banking. This infant will jump more than 100 feet probably 
in near future. Future banking will be Robot Banking.  Robots started its functioning in City Union 
Bank, T. Nagar, Chennai and ICICI Bank, Bangalore, since 2016. Video banking integrated with 
Robot banking will become more popular here in after. Therefore, so far ignored personalized 
attention will be taken into consideration and integrated with virtual presence. Collaborative 
banking will come very soon, by integrating, Digital banking, Mobile banking, Video banking, 
Robot banking together. Time may come very soon to have Tsunamic techno dynamism in banking 
technologies. People are ready to welcome the new technologies here in after also.
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Introduction
 As per the latest statistics released by the Insurance Regulatory 
and Development Authority (IRDA), the life insurance industry 
collected total new business premium income of Rs 900 billion in 
the 11-month for the period April 2011 to February 2012. During the 
same period the weighted premium collections (measured as 10% 
of single premiums plus 100% of regular premium) were Rs 549.6 
billion. LIC is the largest, with at least Rs.13 trillion in assets, which 
has at least 300 million policies in force and about 250 million people, 
are covered by LIC in a nation of 1.2 billion people. According to 
HDFC Life, quarter ended report, March2012, it had 13% increase in 
total premium to`102 bn.
 Dr. Ganesh Dash and Tulika Soodopines that the penetration 
rates of health and other non-life insurances in India is well below 
the international level. These facts, on the positive note indicate 
growth potential of the insurance sector. With more and more private 
companies coming in to the market, it is expected that the situation 
may change. They predict that India is the fifth largest life insurance 
market in the emerging insurance economies globally and is growing 
at 32-34 per cent annually. They also state, that it is the perception of 
majority of people in India that life insurance products are meant for 
death; and they do not perceive insurance scheme as an investment 
and the same would lead to mitigate risk or these savings would result 
in positive investment in infrastructural creation in the economy.
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 Dr.V.N.Parthiban (2014) in his study on service quality perception and customer satisfaction in 
Pvt sector life insurance companies with special reference to Chennai city concludes that service 
quality and examines the relationship between perceived service quality dimensions and customer 
overall satisfaction.  More specifically the author states that service quality dimensions influence 
on the overall customer satisfaction directly.  He reiterates that service quality has a positive 
relationship with overall customers’ satisfaction.
 Gayathri H; M.C.Vinaya and K.Laishmisha  (2005) in their pilot study aiming dimensions of 
service quality and its relation towards customer satisfaction came to a conclusion that LIC was 
scoring lower in all the five dimensions of service quality.
 Dr.H.S.Sandhu and Ms.Neetu Bala (2011) emphatically concludes in their research study that 
service quality has become an instrumental co-efficient in the aggressive competitive marketing.  
They also stated that LIC had set-up bench marks in enhancing the whole concept of service quality.
 With this back ground the present study has been undertaken with the premise that middle income 
group mitigate their risks by taking insurance policies from private sector insurance companies as 
it provides flexible schemes that suits their requirement.  
 
Before we go to the results and discussion it is imperative to understand what constitute 
middle income group
 Technical Note prepared by Christian Meyer, Nancy Birdsall of Center for Global Development 
gives New Estimates of India’s Middle Class states that: “India’s middle class has been the subject 
of much debate. With rapid economic growth over the last decade, the income of the average house 
hold in urban India has grown by about a third between 1993/1994 and 2009/2010. 
 In this period, economic growth not only lifted millions of households out of poverty, but also 
gave rise to an emerging middle class – with new consumption patterns and, potentially, a strong 
interest in sound and stable political and economic institutions”. 
 It was noted that India’s National Council of Applied Economic Research (NCAER) has been at 
the forefront of mooting the above debate. NCAER’s current definition identifies the middle class 
as comprising of two sub-groups: “seekers” with annual household income between Rs.200,000 
and Rs.500,000, and “strivers” with annual household income between Rs. 500,000 and Rs. 1 
million at 2001/2002 prices. Assuming an average household size of fivepeople and converting into 
constant 2005 purchasing power parity (PPP) dollar, these numbers would be about $8 to $20 per 
capita per day for seekers, and $20 to $40 per capita per day for strivers.
 Keeping the above as the bench mark the present study relates to strivers whose annual income 
is more than Rs.5.00 lakhs. 
 We have conducted a survey to understand how professionals like doctors, engineers, lawyers 
and those who work in the corporate sector plan and mitigate their risks by taking different kinds 
of insurance schemes offered by the private insurance companies.

Objective of the Study
• The present empirical study has been conducted to understand how the middle income group 

(strivers) mitigates their risks by taking insurance policies from private sector insurance 
companies.

• Whether the Private Sector insurance companies provide better service that made them to 
choose the private sector insurance companies.

Scope of the Research
 The sole research question (to be answered) in this study is to understand the respondents plan in 
the insurance activities to mitigate risk by availing the services of the private insurance companies.
The heartthrob of any research activity is the research procedure adopted by the investigator.
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Methodology
 The factors already discussed above were developed from the reviews of related literatures 
(wherever available) / were introduced by the researchers. These elements were put through the 
following statements (as the items in the questionnaire):

I bought this life insurance product, because
 A1: The scheme provided by the company was attractive and comes within my budgetary 
constraints
 A2:  By opting to the insurance scheme I mitigate risk entailing myself and my family
 A3:  By opting to the insurance scheme I also save tax
 A4:  I thereby lead a life of security

Formulating Null Hypotheses
 As per the objectives set above, the following hypotheses were formulated to be tested in this 
study:
 H01: Marital status has no significant impact on the customer preferring particular insurance 
scheme
 H02: Level of education has no significant effect on the customers’ perceptions on the various 
insurance schemes offered by the insurance companies. 
 H03: Income level does play a significant role in determining the type of insurance schemes 
opted by the respondents.
 H04: Type of occupation has no significant impact on the insurance schemes opted by the 
respondents.
 Further, based on these set hypotheses, the respective sub-hypotheses were developed for each 
demographic variables and their specific relationship with the various aspects involved with a 
life insurance product from the customers’ point of view during the period of survey to elicit 
appropriate information for clarity and assurdity of service.

Research Design
 This study was focused more on descriptive type of research. Further, we have chosen survey 
strategy because it seeks the opinion of a set of population who prefer to join insurance schemes 
offered by private insurance companies like Bajaj Alliance, Sri Ram, ICICI Prudential, HDFC, 
Sundaram Finance etc.
 In this type of method, in which the opinions of the sample or population is sought by the 
researcher, usually with a more objective research instrument, say a structured questionnaire. The 
Universe for this study includes the following professionals and those works in the corporate sector. 
Government sector has not been included as the Government servants are compulsorily covered 
with one or the other kind of insurance schemes and are mostly covered with gratuity cum pension 
schemes and thereby assured to lead a secured life while on employment and after retirement:

Doctors; Engineers; Lawyers; Managers; Executives; Sr.Manager; Jr.Manager
A simple random sampling technique was adopted to select the respondents for the following 
reasons
• First the respondents who are mostly professionals and are scattered all over Chennai city, 

which makes it very difficult to contact everyone.
• The number of sample size was restricted to 25 of each category which will adequately represent 

the group.
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• Again, it is difficult to get the exact number of professionals based at Chennai.
• Third, the researchers are working within the demands of an academic schedule so very limited 

time and resources are there to conduct the study. 
 The study focuses on the above group of professionals and those who work in the private sector 
who maximizes their satisfaction and mitigate their risks by taking popular insurance schemes 
offered by the privateinsurance companies such as Bajaj Alliance, Sri Ram,ICICI Prudential, 
HDFC and Sundaram Finance operating in Chennaiwho attracts customers by providing flexible 
insurance schemes. As a result of limited data on the total population, cost and time constraints, 
a convenient sample size of atleast 25 from each groupwas planned. The data that was collected 
through primary sources, through a Structured Questionnaire and Interview method was adopted to 
collect primary data. The questions were modified to suit the context, and sought the respondents’ 
opinions on the various aspects of insurance products sold by the private insurance companies 
(Annexe-II).

Reliability and Validity
 Churchill (1979) has recommended coefficient α to check the internal consistency of items 
placed under a given factor with Heir et al (2006) suggesting the α value to be 0.6. Again, all the 
items under the scale were found to be having a loading of more than 0.6. The details of the sample 
and demographic characteristics are explained in detail in the Table-1
 A questionnaire has been specially prepared for this purpose which is attached along with this 
chapter as (Annexe-II) which would indicate about 15 questions were designed to elicit information 
from the target respondents.The respondents are Doctors, Engineers, Lawyers, Managers, 
Executives, Sr.Managers and Jr.Managers. It has been decided to meet atleast 25 respondents of 
each category that would make the population of the study 175 and it would be representative of the 
samples reflecting Chennai city of the targeted study group. Chennai city is the hub of industries 
and IT corridor and meeting the respondents will not be a problem. Due to brevity of the paper, the 
data so collected are tabulated and shown in a separate integrated single table below:

Sl. No Details

Insurance 
Schemes 

Enrolled by 
them

[Engineers]

Insurance Schemes Enrolled by them
[Lawyers]

Insurance Schemes 
Enrolled by them 

[Doctors]

JeevanSuraksha JeevanSuraksha Money back 
Scheme JeevanSuraksha

No of 
Respon. % No of 

Respon. % No of 
Respon. % No of 

Respon. %

1 Male Adult 18 72 18 72 0 0 0 0

2 Female Adult 7 28 7 28 0 0 0 0

3 Male Child 25 100 25 100 0 0 0 0

4 Female Child 12 48 12 48 0 0 0 0

Monthly income  Resp. %  Resp. % Resp. %  Resp. %

1 20000 - 25000 12 48 15 60 0 0 5 20

2 25001 - 30000 10 40 10 40 0 0 0 0

3 30001- 35000 3 12 0 0 0 0 8 32

4 35001 - 40000 0 0 0 0 0 0 7 28

5 40001 - 45000 0 0 0 0 0 0 5 20

6 45001 - 50000 0 0 0 0 0 0  0  0

Insurance Companies Resp. %  Resp. % Resp. % Resp. %

1 Bajaj Alliance              3 12 1 4 0 0 2 8



53

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

2 Sri Ram                          2 8 1 4 0 0 2 8

3 ICICI Prudential           3 12 3 12 0 0 2 8

4 HDFC                          2 8 3 12 10 40 4 16

5 AVIVA                         4 16 5 20 2 8 3 12

6 Cholamandalam 3 12 3 12 0 0 2 8

7 Sundaram Finance          2 8 2 8 0 0 1 4

8 Kotak Mahindra             3 12 3 12 13 52 4 16

9 Birla Sun Life                1 4 1 4 0 0 2 8

10 Star Health 2 8 3 12 0 0 3 12

11 Private insurance companies honors claims 
speedily 25 100 25 100 0 0 25 100

12 Private insurance companies are more 
reliable 25 100 25 100 0 0 25 100

13

Private insurance companies were aggressive 
in providing quality services  such as the 
following  and satisfy the customers

23 92

25 100 18 72 25 100

a)    They provide installment schemes

(b)   They provide easy loan facility

(c)    They provide NEFT facility through 
Bank a/c

(d)   They provide low rate of interest

(e)They offer:-

(i) Protection Plan; ii) Health Plan; (iii) Chil-
dren Plan; iv) Women Plan; v) Retirement 
Plan, 
(vi) Rural and social plan vii) Group Plan

14
Private insurance companies offers schemes 
in accordance with the needs of the customers 23 92 25 100 18 72 0 0

Total Number of Respondents 25 100 25 100 25 100 25 100

 Engineers in the income group from Rs.25,000 to 35,000 have taken policy under Jeevan Suraksha 
money back and endowment scattering all insurance companies. If we compare the percentage 
share it is Aviva which is slightly edging over other four companies like Bajaji Alliance, ICICI, 
KotakMahendra and Cholamandalam. JeevanSuraksha is life cover and it is found in the study that 
the engineers are not mitigating their risks with health insurance, fire or burglary. 
 Lawyers in the income group from Rs.20,000 to 30,000 have taken policy under 
JeevanmSurakshamendowment and money back in almost all the companies and money back 
scheme scattering from HDFc, AVIVA and KotakMahendra. That means the respondents choose 
the insurance companies in accordance with particular need. JeevanSuraksha is life cover and 
Aviva is slightly penetrated higher percentage when compared to other insurance companies such 
as Bajaji Alliance, ICICI, KotakMahendra and Cholamandalam and money back is a financial plan 
and these group belong to lawyers they are not mitigating their risks with health insurance, fire or 
burglary. 
 The study of doctorsamong the strivers group are interesting these group are earning income 
from the range of 20,000 to 45,000 per month. The percentage of income group from 25,000 to 
40,000 are on the higher side. But majority of the Doctors have taken policy under jeevansuraksha, 
money back and endowment life cover only scattering from all the above insurance companies. 
JeevanSuraksha is life cover. Interestingly these group belong to doctors are not taking up health 
insurance policy and thereby surprisingly did not mitigate risks towards this end. Being Doctors 
perhaps they plan well to take care of their health. They are also not mitigating towards fire and 
burglary insurance and thereby are not mitigating their risks in this regard also.
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 However, all the respondents opined positively about the services rendered by the Private 
insurance companies. 

Sl. 
No Details

Insurance Schemes Enrolled by them
[Managers] Insurance Schemes Enrolled 

by them [Executives]

JeevanSurak-
sha

Health 
Scheme

Money back 
Scheme

JeevanS-
uraksha

Money back 
Scheme

Resp. % Resp.  % Resp. % Resp. % Resp. %

1 Male Adult 20 80 0 0 0 0     

2 Female Adult 5 20 0 0 0 0     

3 Male Child 20 80 0 0 0 0     

4 Female Child 10 40 0 0 0 0     

Monthly income Resp. % Resp.   % Resp. % Resp. % Resp. %

1 20000 - 25000 12 48 10 40 8 32 25 100 0 0

2 25001 - 30000 13 52 15 60 17 68 0 0 0 0

3 30001- 35000 0 0 0 0 0 0 0 0 0 0

4 35001 - 40000 0 0 0 0 0 0 0 0 0 0

5 40001 - 45000 0 0 0 0 0 0 0 0 0 0

6 45001 - 50000 0 0 0 0 0 0 0 0 0 0

Insurance Companies Resp. % Resp.  % Resp. % Resp. % Resp. %

1 Bajaj Alliance              3 12 0 0 0 0 3 12 0 0

2 Sri Ram                          2 8 0 0 0 0 3 12 9 36

3 ICICI Prudential           2 8 0 0 0 0 7 28 16 64

4 HDFC                          4 16 0 0 13 52 3 12 0 0

5 AVIVA                         2 8 0 0 0 0 1 4 0 0

6 Cholamandalam 3 12 0 0 0 0 2 8 0 0

7 Sundaram Finance          1 4 0 0 0 0 2 8 0 0

8 Kotak Mahindra             2 8 0 0 12 48 1 4 0 0

9 Birla Sun Life                2 8 0 0 0 0 1 4 0 0

10 Star Health 4 16 25 100 0 0 2 8 0 0

11 Private insurance companies honors claims 
speedily       25 100   

12 Private insurance companies are more 
reliable 25 100 0 0 0 0 25 100

13

Private insurance companies were 
aggressive in providing quality services  
such as the following  and satisfy the 
customers

25 100 0 0 0 0 25 100

(a)    They provide installment schemes

(b)   They provide easy loan facility

(c)    They provide NEFT facility through 
Bank a/c

(d)   They provide low rate of interest

(e)They offer:-
(i) Protection Plan; ii) Health Plan; (iii) Chil-
dren Plan; iv) Women Plan; v) Retirement 
Plan,  (vi) Rural and social plan vii) Group 
Plan

14

Private insurance companies offers schemes 
in accordance with the needs of the cus-
tomers

      25 100   

Total Number of Respondents 25 100 0 0 0 0 25 100 25 100



55

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

 Managers in the income group from Rs.20,000 to 30,000 have taken policy under 
JeevanSuraksha, in almost all the companies listed above and they had taken Money back scheme 
and Health insurance only with Star Health, HDFC and KotekMahendra. This shows the tendency 
of the respondents in selecting the insurance products as they are well informed about the product 
they want to buy.
 JeevanSuraksha is life cover and money back is a financial plan and Health Insurance implies for 
treatment of ailment this group belong to Managers plan well and mitigating their risks with health 
insurance but they have left fire and burglary insurance and thereby are not mitigating their risks in 
this regard.
 However,all the respondents from this group opined positively about the services rendered by 
the Private insurance companies. 
 Executives in the income group from Rs.20,000 to 25,000 have taken policy under 
JeevanSuraksha, Endowment schemes and money back  from all the above insurance companies 
and money back scheme scattering from Sri Ram and ICICI. 
 JeevanSuraksha is life cover and money back is a financial plan and Health Insurance implies for 
treatment of ailment these group belong to Executives plan well and not mitigating their risks with 
health insurance including fire and burglary insurance and thereby are not mitigating their risks in 
this regard as well. But they have taken money back policy from two insurance companies Sri Ram, 
IC&ICI Prudential.
 However,  all the respondents from this group opined positively about the services rendered by 
the Private insurance companies. 

Sl. 
No Details

Insurance Schemes Enrolled 
by them[Sr. Managers]

Insurance Schemes Enrolled by them
[Jr. Managers]

JeevanS-
uraksha

Money back 
Scheme

JeevanS-
uraksha

Endowment  
Scheme

Money 
back 

Scheme

Resp. % Resp. % Resp. % Resp.  % Resp. %

1 Male Adult     13 52 0 0 0 0

2 Female Adult     12 48 0 0 0 0

3 Male Child     23 92 0 0 0 0

4 Female Child     17 68 0 0 0 0

Monthly income Resp. % Resp. % Resp. %  Resp.  % Resp. %

1 20000 - 25000 0 0 0 0 18 72 0 0 0 0

2 25001 - 30000 10 40 0 0 7 28 0 0 0 0

3 30001- 35000 15 60 0 0       

4 35001 - 40000 0 0 0 0       

5 40001 - 45000 0 0 0 0       

6 45001 - 50000 0 0 0 0       

Insurance Companies  Resp. % Resp. % Resp. %  Resp.  % Resp. %

1 Bajaj Alliance              2 8 2 8 2 8 0 0 0 0

2 Sri Ram                          3 12 0 0 1 4 0 0 0 0

3 ICICI Prudential           3 12 10 40 1 4 0 0 0 0

4 HDFC                          3 12 13 52 2 8 13 52 19 76

5 AVIVA                         2 8 0 0 1 4 0 0 0 0

6 Cholamandalam 2 8 0 0 3 12 0 0 0 0

7 Sundaram Finance          3 12 0 0 2 8 0 0 0 0
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8 Kotak Mahindra             2 8 0 0 5 20 12 48 6 24

9 Birla Sun Life                2 8 0 0 3 12 0 0 0 0

10 Star Health 3 12 0 0 5 20 0 0 0 0

11 Private insurance companies honors 
claims speedily 25 100 0 0   0 0 0 0

12 Private insurance companies are more 
reliable 25 100 0 0 25 100 0 0 0 0

13

Private insurance companies were 
aggressive in providing quality 
services  such as the following  and 
satisfy the customers

25 100   25 100     

(a)  They provide installment schemes

(b) They provide easy loan facility

(c)  They provide NEFT facility 
through Bank a/c

(d)   They provide low rate of interest

(e)They offer:-

(i) Protection Plan; ii) Health Plan; 
(iii) Children Plan; iv) Women Plan; 
v) Retirement Plan, (vi) Rural and 
social plan vii) Group Plan

14

Private insurance 
companies offers schemes in accor-
dance with the needs of the customers

25 100 0 0 25 100 0 0 0 0

Total Number of 
Respondents 25 100 25 100 25 100 25 100 25 100

 Sr. Managersin the income group from Rs.25,000 to 35,000 have taken policy under 
JeevanSuraksha from almost all the insurance companies indicated above and Endowment and 
money back scheme scattering from Bajaji Alliance, Sri Ram and HDFC. 
 Jeevan Suraksha, endowment and money back is life cover and endowment and money back are 
financial plans and these group of respondents are not going for health insurance and not mitigating 
their risks with health insurance including fire and burglary insurance and thereby are not mitigating 
their risks in this regard also.
 Jr. Managersin the income group from Rs.20,000 to 30,000 have taken policy under 
JeevanSurakshaEndowment and Money back schemes from almost all the companies interestingly 
they have taken medical insurance as well as endowment plan from HDFC and KotakMahendra. 
 Jeevan Suraksha is life cover and endowment and money back are financial plans and these 
group of respondents are not going for health insurance and not mitigating their risks with health 
insurance including fire and burglary insurance and thereby are not mitigating their risks in this 
regard also.
 However,all the respondents from this group opined positively about the services rendered by 
the Private insurance companies. 

Results and Discussions
 The above study indicates that the strivers group consisting of doctors, engineers, lawyers, 
managers, executives are mitigating their risk towards life cover and some extent health coverage. 
They are not mitigating risks towards fire or burglary. It is the conclusion of the study that the 
private insurance companies are inducing the respondents to take policy in their companies by 
providing the following user-friendly services:
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• Private insurance companies honors claims speedily and are more reliable and they were 
aggressive in providing quality services such as the following and satisfy the customers:

• They provide installment schemes; easy loan facility; NEFT facility through Bank a/c; low rate 
of interest

• They offer:- Protection Plan; Health Plan; Children Plan;Women Plan; Retirement Plan, Rural 
and social plan; Group Plan

 The above facilities provided by the Private insurance companies makes the researcher come to 
a considered conclusion that Private Insurance Companies offers schemes in accordance with the 
needs of the customers and that induces the customers to take policies in their companies and thus 
results in mutual understanding.
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The Small Business Ideas are 
Origin for Great Business 
Innovations

Dr.Geetha Swaminathan
Manager, Cognizant Technology Solution

Abstract 
In the 21st Century the buzzword is often used in all fields is “Innovation”. We can 
see many start-up companies, which are either product development or Service 
oriented, which are small scale or big scale. The owners of these companies belong to 
various age groups but their business model would be giving solution to our current 
problems or perennial Problems of Society.The new ideas of their business models 
are mostly basic solution of the current problem.  If you look in to their business in 
depth, we can realize that they are solution provider of our everlasting difficulties.  In 
this paper,presentation would like to deal with the ideas are how important and how 
these ideas are tweaked in to business for current scenario and how small business 
with low investment helps to reap maximum benefits. This presentation explains how 
existingideas can be modified in to new ideas according to the context and requirement 
of the consumer. Various ways of generating ideas and how those ideas are basis 
for great innovations. This paper also discusses about various low investment small 
businesses existing in India andthere is an analysis on how these businesses help 
societal problem in day-to-day life. Apart from that, it narrates how our Indian 
constitution helps to promote start-ups, small business, and Woman entrepreneurship 
in coming years.

Keywords: Information Technology: Innovation, Idea generation, tools & techniques.

Introduction
 From the inception of globalization, many start-up companies 
are innumerable in count started by youngsters who are all having 
many new ideas to address social problems. All young students 
interest has been invoked during their school days itself. There are 
many competitions are being conducted among students for creativity 
and implementation of their creative ideas through lot of technology 
exhibitions. Therefore, while they are coming up with their graduation, 
their mind is full of enthusiasm of starting their own business with 
novel ideas. The friends and network nurture their ideas from the seed 
form.The result is those matured ideas become their dream and like 
to start their own business in a small scale. Sinceour Indian culture 
changed in the way that the mind set of young generation also changed. 
In the past few decades, youngsters were interested in investing their 
money in buying houses and buying new cars. Instead, they want to 
start new companies and would like to become entrepreneurs. The 
reasons for their entrepreneurship is would like to give employment 
to few of his known people as well as not having interest in working 
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under somebody. There are many ways for starting small-scale business. But nowadays most of 
our startup companies with low investments is solution to our social problems .From food to digital 
games there are umpteen number of startup companies with small scale investment which   are  
foundation of big business.

Nation level Interest on Small-scale start-ups
 India improved its ranking in the Global Innovation Index (GII) by five places to 52nd in 2019 
from 57th position last year, according to a report released by our Commerce and Industry Minister 
Piyush Goyal.Mr. Modi become our Prime minister successfully second time to our country. His 
government moves to embrace a growth model that follows Japan, South Korea and China in 
innovation and economic growth. India has been flaunted to become third-largest economy of 
the world by 2030 because India possesses democracy, demography as well as largest population 
of youth. Our country is very keen in developing skills of youth. The finance minister Nirmala 
Seetharaman, proposed a scheme during Budget 2019, on fostering talent, entrepreneurship and 
skill updation to youth. She has announced about the starting an exclusive TV channel for start-ups.  
 The success of India’s startups has infused new life into its economy, workplaces, and the 
general entrepreneurial spirit among Indians. These startups have been crucial in solving many 
societal and business problems, including job creation. The government’s laser focus on startups 
in the Budget is a step towards nurturing an enabling ecosystem for startups. The expectation is to 
boost the entrepreneurial spirit and spur innovative ideas, especially pertaining to the agro-rural 
sector that has been facing greater stress.
 The focus on empowering women, especially in rural areas, is commendable. India has taken 
special steps to create enablement of women and special loans for women entrepreneurs to start 
small-scale business with low investment. The loan bearers would repay their loans in monthly 
installment basis as per the profit of the business. The appropriate trainings will be given to them 
to start their own business to be self-reliant.

Small scale Business
 When we start to think about small business there are many fields and diversified businesses. 
They crop up in the world in abundance. We cannot point out only specified area of development 
of small business .There are many businesses in different area that we never think before. The pick 
of that small-scale business is proportional to the need of consumers.New ideas are implemented 
for creation of startup business in various portfolios. I remember one of the quote on Startup is “If 
you want to build a Start-up, you find a problem first”. The best part about problems is that they are 
everywhere and every area, locality, city, country, demographics have their own problems. If you 
are able to spot, the problem you want to solve it will give your idea as solution to the problem.
 Health: Nowadays people are having awareness on their health and very keen on their fitness 
by doing exercises and yoga. Starting yoga sessions is a lucrative method, as not everyone does 
correctly. So you can become an yoga trainer .Recently in our corporate to create health awareness 
to employees, organization arranged ZUMBA session in which everyone involved in dancing in 
the way of exercises to famous cine songs . It was very funny and useful. Anybody who is having 
vast knowledge on exercise equipment, start a shop by keeping all exercises tools. In most of the 
organizations/Schools/ Colleges to propaganda health awareness or any of the noble cause to the 
society Marathon(Running race). Few event management group organizes suchMarathons, which 
is a profitable business.
 Food: If you are really having talent in cooking and great experimenter of new recipes, the 
organizing cooking classes is a great time pass and profitable business for women.
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 In the meantime, thecook should be good at sales and marketing.  These skills will help to expand 
their cooking business.  It is Internet world. You can upload your cooking video in You Tube and 
lot of people subscribe your video, the cook would get lump sum of money from the host. In the 
current generation lot of girls are not able to cook properly because of their employment or any 
other outside responsibilities. In ant festival or occasions, they are in need of good cook to scale up 
their cooking. All cook charge nearly 4000 to 500 per day for cooking 10 people. If you develop, 
your cooking skill along with conserving ingredients is an added advantage.  Delivering food at 
their food steps becomes great business. We are all aware of Uber Eats, Swiggy and Zomato.
Everyone is now concerned about what they eat and when they should eat it. If you have a good 
knowledge about food and its nutrients, you could start giving advice to people and giving them 
health tips as well. This is sure to bring in some cash for you.
 Wow! Momo, is one of the biggest start-up in India. This is Kolkata based Startup Company 
which has fast-food chains in India. It has verity of Momos maze of Corn Cheese, Burgers andverity 
of delicious Momos.This Startup Company started its branches in all main cities such as Bangalore, 
Chennai, Pune, Delhi, Kochi & Noida.

Food Products
 Ice creams are very longer a seasonal treat and most of the people prefer different flavours as per 
their taste. Learning new flavors, of ice creams and selling to different customers according to their 
taste is small-scale industry.
 Famous Achi Masala& Sakthi Masala centers appointed many disabled women for their 
Cooking powder’s preparation. Chocolate is a treat that almost everyone loves. Even most of the 
homemakers during their free time, they used to start small business such as variety of   homemade 
chocolates and Cakes preparations.  This business brings a lump sum of money and their leisure 
time is spent in useful ways.Pappats, Jams, Chips and fries are made available because of many 
start-up companies employed women who are abandoned by their close relatives. Starting Bakery 
shop is an ideal one for fastest profits.
 Grocery Delivery Business: There are many such online booking and home delivery things are 
happening. Amazon & Big basket are very famous online shopping and prices with discounted 
rate. Most of the people are too busy, they do not find time for going to shops in their day-to-day 
life, Since Internet is persuasive, and booking in online is easiest job. So grocery delivery business 
becomes lucrative now.
 One of the interesting blog, I read recently which gives short cut like Amazon book centers 
suggested the following tips. The business model is just Develop a grocery website. Unlike the 
other grocery sites, collect orders from the customers and deliver it only on first weekend of every 
month to meet their monthly requirements. This model has This model we will have following 
advantages   such as no Inventory cost (by taking orders for entire month and purchase in bulk and 
deliver it to customers, No rental cost for storing items and less man hours.
 Catering Services: Not only women but also all educated youth start catering services which 
is common business and easy way of  earning money  double their investment. There is larger 
demands during marriage seasons and all sort of community people prefers arranging catering 
services for their domestic function. It is actually win-win situation for ordering party as well as 
catering service personnel. The famous marriage catering services are Arusuvai, Natarajan,and 
Gnanambika& Vinayaka Catering.
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Events
 The great event such as wedding, the Wedding planner start-up is the best suggestions to go far. 
In this hurry burry world, people do not find time to organize all things on a particular day. The 
wedding planner from the day start of wedding to until end of the function, entire arrangements are 
taken care of by them.
 Nowadays Corporates are also behind event management companies to render their services 
for Summit, Annual day, Family day & Employees recognition day. Inspiring employees for 
participation is also their responsibility. During their event, mostly all employees are involved by 
them and make a memorable event for all employees by engaging them.

Transport
 Recently I have seen in the newspaper that automobile industry is down and the sales of cars 
becomes down. If you look in to the reason,recent past the mindset of youngsters has been changed. 
They do not want to be an owner of cars instead prefer to commute by Ola & Uber. By using 
technology, if you book an Ola or Uber, the next five minutes will get a car for your use, there 
is another new concept is Taxi – application for Independent drivers. Drivers or Car owners can 
fix the rate; it will be helpful for them and fixed neither rates nor minimum rides per day. In the 
perspective of user, they may get lower fares than the other taxi apps. They get taxi during peak 
hours without indirect charges. There are many Car Driving schools in many areas where majority 
of the people do not know to drive. There is another lucrative business is Used Car dealership 
through which many contacts can be developed.

Saree & Boutique 
 The modern girls prefer of clothing business opportunity that would always ensure reasonable 
profits. If they really do the business with so much dedication, it brings lot of customers through 
existing customers. In major metro cities, fashion cloths are sold in boutiques. The modern girls 
like to wear modern dresses and not bothering about its prices.There is another way of doing is 
Garment Distribution. In this business, no need to set-up a shop. Selling garments on credit basis to 
shops as well as individual customers. The pain in this business is following-up them continuously 
for getting payments

Conclusion
 For any start-up companies, ideas are fundamental. Getting ideas is easy from human beings. 
However, execution of ideas is challenging one. I remember one quote from Sue Grafton that “Ideas 
are easy. It’s the execution of ideas that really separates the sheep from the goats”.Therefore, the 
most important part is execution, which requires time and endurance. There is a perception that 
all innovations are only technology innovation. However, it is not true, because above narrated 
all start-up companies are solution providers to society problems or addressing common person’s 
basic requirements. Apart from using Government benefits for starting small-scale business, but 
also advertising their business by using technological media is essential. The entrepreneurs should 
know to market their business by social media such as Facebook, WhatsApp, writing Blogs and 
creating their own website. It is sometimes hard for small businesses, who have a lower budget 
to carry out market research; blog would be great medium for their business. Even small start-up, 
an Entrepreneurship is not as smooth as butter. It takes passion, dedication, hard work, brilliance, 
skills and most important thing, entrepreneur loves his business more than anything does.
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E-Commerce – A Tool for 
Sustainable Business Development

Rithika & Koonani Mohan Sameta
B.Com Accounting and Finance 
Institution: Ethiraj College for Women

Research Topic
This research paper is about E-Commerce, its differences from Traditional commerce 
and how it is a tool for Sustainable Business Development

Introduction
 Innovation in technology and communication has brought 
significant changes in the ways of conducting a business. The invention 
of Internet especially has helped economies to grow significantly due 
to the rapid growth of e-commerce. Bloomenthal in a web article 
of Investopedia titled “E-Commerce (e-commerce)” states that 
“E-Commerce or Electronic Commerce is a business model that lets 
firms and individuals conduct business over electronic networks, most 
notably: the Internet.”Wikipedia further elaborates that “Electronic 
commerce draws on technologies such as mobile commerce, electronic 
funds transfer, supply chain management, Internet marketing, online 
transaction processing, electronic data interchange (EDI), inventory 
management systems and automated data collection systems.”

E-Commerce in Market Segments
 E-commerce currently operates in all four of the following major 
market segments:
1. Business to Business e-commerce (B2B): B2B e-commerce is the 

sale of goods and services between businesses using online sales 
portal. It is used by businesses to improve selling and acquiring 
raw materials and products which are used to provide finished 
goods. It helps businesses to reduce overhead costs.

2. Business to Consumer e-commerce (B2C): B2C e-commerce is 
a business model that enables businesses to sell their goods or 
services to the final and individual consumers using portals and 
websites. It helps businesses to sell their products over a large 
geographical area without having to invest and diversify by the 
means of franchises or outlets. Best examples of B2C websites 
are Amazon, Alibaba, Flipkart, etc.

3. Consumer to Consumer e-commerce (C2C): C2C e-commerce is a 
business model that helps consumers to interact in a market using 
e-commerce. In this market, consumers sell each other goods or 
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services by the means of websites like eBay, Quickr, etc.
4. Consumer to Business e-commerce (C2B): C2B e-commerce is a reverse form of traditional 

business where consumers offer goods or services to businesses. In other words, it refers to 
consumers who create value and businesses consume this value. One of the examples for C2B 
e-commerce is consumers offering reviews and suggestions to businesses using portals and 
businesses adopts these suggestions.

Objectives
• To study the difference between traditional business and e-commerce.
• To study the role played by e-commerce in different aspects of channels of distribution.
• To study the reasons behind how E-Commerce makes business development sustainable.

Traditional Commerce vs. e-Commerce
•  Commerce focuses mainly on the exchange of goods and services and all activities that 

encourage trade and exchange. On the other hand, E-commerce refers to transactions or 
exchange of goods, services or information communicated electronically.

• The exchange of goods and services for money or credit can take place only during business 
hours in traditional commerce whereas, in E-commerce, the transactions can take place at any 
time.

• The geographical scope/extent of traditional business is limited to a particular region of 
operation. On the contrary, businesses using E-commerce have better reach to consumers 
spread over a wide geographical area due to its ease of access.

• Traditional commerce involves the physical inspection of goods before purchasing them, 
whereas it is not the case in E-commerce because there is no physical interaction between the 
buyer and the seller.

• E-Commerce enables the buyers to return the goods as it does not involve a physical inspection. 
On the other hand, as the buyers can inspect the goods before purchase, it does not offer much 
scope to return the product.

• Unlike E-Commerce, traditional businesses have to rely on intermediaries for information 
about the market. Businesses using e-commerce can acquire information using the Internet, 
which reduces the dependency on intermediaries.

• Traditional business has less scope for advertising according to consumer’s preferences as 
they have only one way of marketing their products. E-commerce analyses the interests of a 
particular consumer and offers him the same. 

• The delivery of goods is immediate and direct in the case of traditional commerce but is delayed 
in e-commerce. On the other hand, the product is delivered directly to the consumer’s choice of 
place in the case of e-commerce. 

• In traditional commerce, transactions are made through cash, cheques or credit facilities like 
credit cards, etc. But e-commerce involves no movement of cash physically but instead is 
transferred electronically with the help of credit cards, fund transfers, etc. E-commerce also 
makes it easier to transact larger sums of money electronically rather than having to withdraw 
large sums of money as cash.

• In traditional business, all transactions are processed manually whereas, in e-commerce, all 
transactions are processed electronically.
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Table 1: Global Market Size of Retail Industry vs. E-Commerce (in US$ trillions)
Year Retail Industry % Change E-Commerce % Change
2015 21.19 - 1.548 -
2016 22.49 6.13 1.845 19.19
2017 20.8 -7.51 2.304 24.88
2018 22.05 6.01 2.842 23.35
2019 23.45 6.35 3.453 21.50
2020 24.86 6.01 4.135 19.75

 
 

 From Table 1 and Chart 1, it is observed thatin 2015, the global market size of retail industry was 
estimated at US$21.19 trillion whereas the market size of e-commerce was estimated at US$1.548 
trillion. It is evident that the market size of retail industry is almost 14 times the market size of 
e-commerce. Regardless of this huge difference in market sizes, E-Commerce markets grow at 
an average rate of 21.73% whereas the retail industry grows only at an average of 3.40%. The 
market size of retail industry in 2020 is forecasted at US$ 24.86 trillion whereas the market sizeof 
e-commerce industry for the same year is forecasted at US$4.135 trillion. Here, the market size of 
retail industry is only roughly 6 times the size of e-commerce industry. This shows that the use of 
e-commerce by both consumers and sellers is increasing rapidly and is soon to compete with the 
retail industry.

E-Commerce’s effect on Distribution
 In commerce, distribution is given by supply chain management. According to the web 
article titled “Supply Chain Management” given by Wikipedia, Supply chain management refers 
to “the management of flow of goods and services, involves the movement and storage of raw 
materials, of work-in-process inventory, and of finished goods from point of origin to point of 
consumption.”Channels of distribution have been used by businesses traditionally to provide goods 
and services. The longest channel of distribution is as follows:
 

 
 Goods produced by companies are bought in large lots by wholesalers, who are helped by certain 
agents to sell these goods in smaller lots to the retailers, who in turn sell the goods in individual 
units to the final consumer. With the increase in usage of e-commerce, the channel of distribution 



MADRAS CHRISTIAN COLLEGE, Tambaram, Chennai.

Conference on  Innovation- A Tool for Sustainable Business Development

66

used by businesses that engage in e-commerce has reduced significantly. Instead of using a lengthy 
channel of distribution which involves agents and retailers, businesses can directly deliver goods 
over a large geographical area with the help of proper logistics systems. This also significantly 
reduces the price of the goods sold as agents and retailers do not participate in the channel and 
increase the price to obtain profits, thus making products more attractive due to less price.
 On the other hand, e-commerce has increased the need for proper warehouses and logistics 
providers. This has resulted in large competition amongst logistics providers as they are required to 
provide faster delivery, tracking services of the goods, less hassle and better handling of products 
and better quality of service to the consumers and businesses to survive in the market. 

Advantages of E-Commerce over Traditional Business
• There are no geographical boundaries for businesses engaging in E-commerce, hence 

businesses do not have to invest heavily on expansion and diversification but can use that 
capital to increase production and can improve the quality of goods and services offered.

• A business engaged in E-commerce can use ‘targeted marketing’ with the help of data collected 
from search engines like Google, Yahoo!, thus improves branding efficiently ensuring low 
cost.

• Businesses which use E-commerce require much less initial capital/investment than traditional 
businesses as there is no investment made in retail units. Businesses only need warehouses 
which relatively has less cost of functioning in comparison to a retail store. This encourages 
entrepreneurs to start their businesses with less initial capital and offer their goods or services 
using E-commerce.

• As there is no involvement of agents or retailers in E-commerce, the businesses can sell the 
goods and services at discounted prices and increase sales using promotions, offers, etc. Thus, 
businesses can focus on increasing their profits by selling more quantities rather than exploiting 
consumers by selling fewer quantities.

Conclusion
 “The e-commerce industry is a force that no investor can afford to ignore.”
         -   Cushla Sherlock
 From the above-mentioned points, it is evident that E-Commerce as an innovation is a better 
tool for sustainable business development. E-Commerce enables businesses regardless of their size 
to compete in a market that is easily approachable by the direct and final consumers. This research 
paper believes that E-Commerce will become the norm for the exchange of goods and services in 
the near future.
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Abstract
In the advent of e-commerce many issues have been faced in the development of 
online shopping. Consumer faces different risks in online shopping which decreases 
their interest to purchase products through various online shopping websites. This 
study shows about the customer perceived risk in online shopping. This study aims to 
examine risks in online such as functional risk, financial risk, time risk, social risk, 
physical risk, economic risk, after-sales risk and delivery risk. The network security 
of e-commerce must be strengthened. Customer should feel secure environment in 
online shopping. The study reveals that information risk, product risk and delivery 
risk have an intense effect on online purchase intention. Finally, it is important to 
strengthen integrity management in order to enable consumers to buy goods in online.

Keywords: Perceived Risk, Online Shopping, Behaviour, Purchase Intention

Introduction
 Online shopping enables a customer to purchase goods or services 
from the seller by using internet through web browser. With the 
growth of online shopping new market coverage opportunities 
for stores can increase the demand and supply requirements. In 
the modern technology world people don’t find time to go out and 
purchase products and services, online shopping provides a time 
space for customers to shop wide variety of goods and services in a 
single platform through various websites like flipkart, amazon, e-bay, 
snapdeal, myntra, club factory, first cry etc., these websites saves 
customer time and provides valid method of payment to complete 
the transaction. Once the payment has been accepted the goods 
and services are delivered in the either following ways like digital 
distribution, drop shipping, in store pick up, ticket codes and shipping.

Advantages
1. Convenience
 Online stores are usually available 24 hours in a day and customers 
can buy through web sites at home or at work. In case of return of the 
product they doesn’t need to visit the store. They can either claim for 
refund or return of the product. 
2. Reviews of the product
 Product information, safety procedures, manufacturer specifications 
are provided by online stores which gives advice, background 
information helps the customer to decide about the purchase of the 
product. Reviews are given by customers from all over the world.
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3. Price and selection
 Online shopping enables customers to enjoy unlimited deals provided by various vendors.
shipping cost reduce the price advantage of online transaction. The retailer rapidly switch suppliers 
and vendors without disrupting users shopping experience.

Disadvantages
1. Fraud and security concern
 Consumers face high risk of fraud than in face to face transaction. hackers broke into merchants 
website and steal customers information about their name, address and credit card number through 
the payment card industry. phishing enables the customers to feed their details into a system 
operated by malicious party.
2. Privacy
 The shoppers face identity theft, defective products and the accumulation of spyware. customers 
information are easily available to the hackers who manipulates the system.customers are advised 
about the current technological scams and retailers offers shipping insurance in case of the product 
is lost or damaged.

Perceived Risk
 Perceived risk is the key factor to consumer behaviour which influence the conversion of browsers 
into real buyers of the product. It is the amount of uncertainty perceived by the customers during 
purchase decision. The trust will be improved by increasing the transparency of the transaction 
process and illegal activities like password sniffing, data modification, spoofing and repudiation 
can be reduced. If the customer deals with dishonest merchants their information is stolen and it is 
advised to evaluate the vendor before going for online transaction.

Types of Perceived Risk

     

Research Methodology
 The objective of this paper is to study about the consumer’s perceived risk in online transaction 
and the various eight factors perceived as a risk with the product/service to analyse the various 
threats associatedand to identify the opinion and suggestion about the consumer perceived risk in 
online. The required sample size for this study is 200. These sample respondents are selected by 
systematic random sampling technique. The data analysis procedure is conducted through survey 
questionnaire method, responses are coded and data entered statistical package for social science 
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(SPSS). Factor analysis has been applied to examine the underlying dominant dimensions of risk 
in online shopping.Mean based ranking have been used to find out the online purchaser perception 
on threats considered as a risk in online shopping 

Result Analysis And Discussion
Factor Analysis
Latent Dominant dimensions of Risk in Online Shopping
 Each of the 26 factors influencing Risk in Online shopping are listed out in table.1 and respondent 
perceptions of those influencing factors are ascertained.

S.No Factor Influencing Risk in Online shopping
1 Poor Quality of Product
2 Poor Performance
3 Inability to physically touch, sense or see product
4 Delay On Delivery
5 Time Consuming
6 Damaged Goods
7 Inability to reverse a transaction once the order has been Placed
8 Poor package 
9 Product not worth financial price
10 High shipping cost
11 Net loss of money
12 Disapproval of the product by the family
13 Loss of status in consumer group
14 Misunderstanding due to the absence of human
15 Affect the image of people around me
16 Difficult to find right product
17 Inconvenience during online transaction
18 Waste of time
19 Online shopping makes irritable to return or repair the product
20 Prolonged online shopping causes adverse health effects
21 Buying counterfeit products can damage my health
22 Online payment services will charge an additional fee
23 Online shopping may cost more than the store
24 Delivery service will be charged with additional fee
25 Difficult to solve commercial disputes in online shopping
26 Products purchased online may miss after-sales service guarantee

 The factor Analysis has been applied to table 1 to understand the underlying dominant dimensions 
of 26Risk in online shoppingvariables and reduce them into a limited number of manageable and 
independent factors. The Principal Component Analysis of Extraction model and Rotation method 
of Varimax with Kaiser Normalisation have been used in the factor analysis and the results are 
shown in the table 2. to 5
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Table 2  Descriptive statistics on Risk in Online Shopping
S.No Factor Influencing Risk in Online shopping N Mean Std.Deviation

1 Poor Quality  200 3.87 1.179
2 Poor Performance 200 3.82 1.256
3 Inability to physically touch, sense or see  200 3.37 1.440
4 Delay On Delivery 200 3.24 1.501
5 Time Consuming 200 3.85 1.139
6 Damaged Goods 200 3.37 1.339
7 Inability to reverse a transaction  200 3.65 1.272
8 Poor package 200 4.25 0.554
9 Product not worth financial price 200 4.29 0.527
10 High shipping cost 200 4.35 0.608
11 Net loss of money 200 4.30 0.602
12 Disapproval of the product  200 4.21 0.647
13 Loss of status in consumer group 200 4.10 0.657
14 Misunderstanding due to the absence of human 200 4.11 0.712
15 Affect the image of people around me 200 4.09 0.681
16 Difficult to find right product 200 4.08 0.665
17 Inconvenience during online transaction 200 4.13 0.665
18 Waste of time 200 4.13 0.626
19 Irritable to return or repair the product 200 4.17 0.673
20 Causes adverse health effects 200 4.09 0.659
21 Counterfeit products can damage my health 200 4.10 0.677
22 Online payment services will charge an additional fee 200 4.10 0.673
23 Cost more than the store 200 4.17 0.627
24 Delivery service charged with additional fee 200 4.17 0.556
25 Difficult to solve commercial disputes 200 4.30 0.593
26 Product miss after-sales service guarantee 200 4.36 0.549

 The table 2 shows that with lower standard deviation values, the mean values of Risk in online 
shopping variables are the robust measures of them.

Table 3 Communalities and MSA of Risk in Online Shopping
S.No Factor Influencing Risk in Online shopping Communalities MSA

1 Poor Quality  0.660 0.470
2 Poor Performance 0.519 0.374
3 Inability to physically touch, sense or see  0.618 0.461
4 Delay On Delivery 0.535 0.487
5 Time Consuming 0.638 0.374
6 Damaged Goods 0.479 0.499
7 Inability to reverse a transaction  0.596 0.513
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8 Poor package 0.624 0.449
9 Product not worth financial price 0.712 0.454
10 High shipping cost 0.733 0.428
11 Net loss of money 0.666 0.495
12 Disapproval of the product  0.644 0.507
13 Loss of status in consumer group 0.574 0.501
14 Misunderstanding due to the absence of human 0.570 0.439
15 Affect the image of people around me 0.593 0.500
16 Difficult to find right product 0.530 0.457
17 Inconvenience during online transaction 0.523 0.413
18 Waste of time 0.691 0.376
19 Irritable to return or repair the product 0.667 0.394
20 Causes adverse health effects 0.530 0.535
21 Counterfeit products can damage my health 0.558 0.439
22 Online payment services will charge an additional fee 0.653 0.466
23 Cost more than the store 0.691 0.405
24 Delivery service charged with additional fee 0.606 0.473
25 Difficult to solve commercial disputes 0.565 0.471
26 Product miss after-sales service guarantee 0.623 0.412

 The table 3 reveals that Risk in online shopping variables have Communalities ranging from 
0.479 to 0.733 and MSA values ranging from 0.374 to 0.535. Therefore, those Risk in online 
shopping variables are fit for factorization.

Table 4  KMO and Bartlett’s Test for Factorization of Risk in online shopping
Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.451
Barlett’s Test of Sphericity Approx. Chi-Square 511.517
Df 325
P-Value 0.000

 The Table 4 shows that KMO-MSA test and Barlett’s Test of Sphericity indicates that factor 
analysis can be applied to 26 Risk in online shopping variables.

Table 5  Variance Explained by Risk in online shopping variables
Rotation Sums of Squared Loadings

Component Eigen Values % of Variance Cumulative %
1 1.892 7.278 7.278
2 1.728 6.646 13.923
3 1.687 6.487 20.411
4 1.59 6.114 26.524
5 1.535 5.904 32.428
6 1.449 5.575 38.003
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7 1.331 5.119 43.122
8 1.257 4.833 47.956
9 1.163 4.473 52.429
10 1.125 4.327 56.756
11 1.044 4.016 60.772

Table 6  Factor Loading of Risk in online shopping
Factors Variables Factor Loading

Factor 1
Affect the image of people around me 0.706
Misunderstanding due to the absence of human 0.583

 Social factor (SF)
Loss of status in consumer group 0.480
Disapproval of the product  0.444

Factor 2
 Economic factor (EF)

Difficult to solve commercial disputes 0.689
Online payment services will charge an addi-
tional fee 0.665

Factor 3
Opportunity factor (OF) 

Inconvenience during online transaction 0.693

Difficult to find right product 0.501

Factor 4
Quality factor (QF)

Poor Quality  0.729
Poor package 0.594
Inability to reverse a transaction  0.415

Factor 5
Delivery factor (DF)

Damaged Goods 0.669
Cost more than the store 0.489
Delay On Delivery 0.463

Factor 6
After-sales factor (AF) Irritable to return or repair the product 0.803

Factor 7
Financial factor (FF)

Net loss of money 0.726

High shipping cost 0.718

Factor 8 
Health factor (HF)

Product not worth financial price 0.817

Causes adverse health effects 0.438

Factor 9
Product factor (PF)

Inability to physically touch, sense or see  0.682
Delivery service charged with additional fee 0.603
Product miss after-sales service guarantee 0.467

Factor 10
Functional factor (FF)

Time Consuming 0.739

Counterfeit products can damage my health 0.497

Factor 11
Time factor (TF)

Poor Performance 0.674

Waste of time 0.640

  Table 5 and 6 show 11 independent RIONS factors have been extracted out of 26 RIONS 
variables and they all together explain 60.772% of variance in them
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 The most dominant factor 1 explains 7.278 % of variance in RIONS variables and it is made 
of four RIONS variables of Affect the image of people around me, Misunderstanding due to the 
absence of human, Loss of status in consumer group, Disapproval of the product in the order of 
importance of their relative correlation with it and therefore, it has been labeled as Social factor.
 The second most dominant factor 2 explains 6.46% of variance in RIONS variables and it is 
made  of two RIONS variables of Difficult to solve commercial disputes and Online payment 
services will charge an additional feeing, in the order of importance of their relative correlation 
with it and therefore, it has been named as Economic factor (EF).
 The next dominant factor 3 explains 6.487% of variance in RIONS variables and it is made 
of tow RIONS variables of Inconvenience during online transaction and Difficult to find right 
production, in the order of importance of their relative correlation with it and therefore, it has been 
named as Opportunity factor (OF).
 The next dominant factor 4 explains 6.114% of variance in RIONS variables and it is made of 
three RIONS variables of Poor Quality, Poor package ,Inability to reverse a transaction, in the 
order of importance of their relative correlation with it and therefore, it has been named as Quality 
factor (QF).
 The next dominant factor 5 explains 5.904% of variance in RIONS variables and it made of 
three RIONS variables of Damaged Goods, Cost more than the store and Delay On Delivery, in the 
order of importance of their relative correlation with it and therefore, it has been named as Delivery 
factor (DF).
 The next dominant factor 6 explains 5.375% of variance in RIONS variables and it made of one 
RIONS variables of Irritable to return or repair the product  and it has named as After-sales factor.
 The next dominant factor 7 explains 5.119 % of variance in RIONS variables and it made of tow 
RIONS variables of Net loss of money and High shipping cost, in the order of importance of their 
relative correlation with it and therefore, it has been named as Financial factor (FF).
 The next dominant factor 8 explains 4.833% of variance in RIONS variables and it made of tow 
RIONS variables of Product not worth financial price and Causes adverse health effects, in the 
order of importance of their relative correlation with it and therefore, it has been named as Health 
factor (HF).
 The next dominant factor 9 explains 4.473% of variance in RIONS variables and it made of 
three RIONS variables of Inability to physically touch, sense or see, Delivery service charged with 
additional fee and Product miss after-sales service guarantee, in the order of importance of their 
relative correlation with it and therefore, it has been named as Product factor (PF).
 The next dominant factor 10 explains 4.327 % of variance in RIONS variables and it made of 
two RIONS variables of Time Consuming and Counterfeit products can damage my health, in 
the order of importance of their relative correlation with it and therefore, it has been named as  
Functional factor (FF).
 The last dominant factor 11 explains 4.016% of variance in RIONS variables and it made of 
two RIONS variables of Poor Performance and Waste of time, in the order of importance of their 
relative correlation with it and therefore, it has been named as Time factor (TF).
 
Mean Based Ranking
 Online purchaser perception on threats considered as a risk in online shopping 
 The threats considered as a risk in online shopping by respondent are listed below

S.No Threats considered as a risk

1 E-mail address may be abused by others

2 Phone number may be abused by others
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3 Personal information may be disclosed to other companies
4 Stealing credit card number
5 Digital Signature
6 Data Integrity

 6 threats considered as a risk in online shopping at by respondent with their relative importance 
based on mean values are given in table.
     

Table 7
S.No Threats considered as a risk N Mean Rank

1 E-mail address may be abused by others 200 4.19 3
2 Phone number may be abused by others 200 4.13 4

3 Personal information may be disclosed to other 
companies 200 4.21 2

4 Stealing credit card number 200 4.34 1
5 Digital Signature 200 3.83 5
6 Data Integrity 200 3.77 6

 Table 7 shows Stealing credit card number is the most important risk in online shopping at 
followed by Personal information may be disclosed to other companies.

Conclusion
 From the perspective of a consumer’s perceived risk, the consumer is willing to purchase 
product/service from an online vendor that is perceived low risk, even if the consumer’s perceived 
ease of use on e-Commerce is relatively low.
 From the study we infer that consumers consider the risk related to the online transaction (i.e., 
privacy, security, non repudiation.) as one of the important factors when they purchase on the 
Internet. Thus, diminishing such risk is considerably important to online vendors. There are Eight 
Risk factors perceived by the respondents, who perceived the most risk with the financial aspects 
and time loss of online shopping. Finally we conclude that, thus the respondents perceiving less 
overall risk with online shopping.
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Introduction
 Emotional Intelligence is the ability to perceive emotions, to access 
and generate sentimentsto assist thought, understand feelings and 
psychological knowledge, and to reflectively regulate emotions to 
promote emotional and intellectual growth.
 According to Mayer and Salovey, Emotional Intelligence subsumes 
inter and intrapersonal intelligence. Inter-personal intelligence is 
considered the ability to understand other people, what motivates 
them, how they work, and how to work cooperatively with them. Intra-
personal intelligence, on the other hand, is a correlative ability, turned 
inward. It is the capacity to form an accurate, veridical model of the 
self and to be able to use that to operate effectively.Social scientists are 
just beginning to uncover the relationship of emotional intelligence to 
other phenomena such as leadership, group performance, individual 
performance, inter-personal or social exchange, managing change, 
and conducting performance evaluations. According to Goleman, 
‘Emotional Intelligence, the skills that help people harmonize, should 
become increasingly valued as a workplace asset in the years to come.’
 Emotional Intelligence is a recent behavioural study rising 
to prominence. It plays a big role in the study of organizational 
development of the people as it provides a scientific way to understand 
or assess people’s behaviours, attitudes, strengths and weaknesses and 
interpersonal skills. The term “emotional intelligence” may appear to 
be a paradox because intelligence is the faculty of thought and reason 
associated with mind, and emotions are subjective that come from 
heart, but both are interrelated. Emotional intelligence looks at how 
people can understand each other more completely by developing an 
increased awareness of their own and others’ emotions.Emotional 
Intelligence is considered to be a multidimensional form or subset of 
social intelligence or a form of social literacy. 

OPEN ACCESS

Volume: 7

Special Issue: 1

Month: September

Year: 2019

P-ISSN: 2320-4168

E-ISSN: 2582-0729

Impact Factor: 4.118

Citation: 
Majeetha Parveen, SM, 
and Nirmala Mohan. 
“The Emerging Role of 
Emotional Intelligence 
in the Workplace with 
Special Reference 
to IT/ITeS Sector in 
Chennai City.” Shanlax 
International Journal  
of Commerce, vol. 7,  
no. S1, 2019,  
pp. 77–82.

DOI: 
https://doi.org/10.5281/
zenodo.3412492



MADRAS CHRISTIAN COLLEGE, Tambaram, Chennai.

Conference on  Innovation- A Tool for Sustainable Business Development

78

 According to Goleman (1995), Emotional Intelligence “Is a constellation of abilities, skills, 
and dispositions which, when taken together, can predict a person’s likelihood of future success 
in several areas, including one’s ultimate niche in society.”The description of the dimensions of 
emotional intelligence being presented below:
•  Self-Awareness - Self-awareness means having a deep understanding of one’s emotions, 

strengths, weaknesses, needs, and drives. It indicates the ability to recognize understand and 
accept one’s thoughts, reponses, drives, advantages, and shortcomings as well as to see how 
these affect other people. People with strong self-awareness are neither overly critical nor 
unrealistically hopeful. Instead, they are honest with themselves.

•  Self-Regulation - Self-Regulation refers to managing and handling impulses, distressing 
feelings, and upsets rather than denying or repressing these feelings. It implies choosing as to 
how we express our opinions. Self-Regulation is an on-going inner conversation which helps 
in staying composed, focused, and calm and helps think even under pressure.

•  Self-Motivation - Self-Motivationis an internal state or condition that activates an individualto 
achieve something. Motivation helps in the achievement of goals. It is an ability to pursue 
goals with energy and persistence. It provides the drive and the zeal to shape our thoughts and 
actions.

•  Social Awareness - It refers to the ability to put oneself into another’s shoes and look at things 
or think from his/her point of view. It can be called the foundation skill for all the social 
competencies. Emotionally balanced people are generally empathetic and not sympathetic. 

•  Social skills - Social skill is an ability to build rapport with various sections of society and create 
a network of people.It also refers to the capabilities of handling emotions in relationships well 
and accurately reading social situations and systems, interacting smoothly, using these skills to 
persuade, lead, negotiate and settle disputes, for cooperation and teamwork.

Objectives of the Study
•  To analyze the level of emotional intelligence of employees in the IT/ITeS sector.
•  To test the significant difference among factors of emotional intelligence of employees in the 

IT/ITeS sector.

Review of Literature
•  V. Kalaiarasi, M. Amaravathi, and T. Soniya (2014) attempted to find out the emotional 

intelligence level of managerial employees and the influence of emotional intelligence on 
performance.The Analysis revealed that there is a positive relationship between emotional 
intelligence and job performance. The results indicate that understanding the emotional 
intelligence level of employees helps to perform the desired outcome. The organization should 
provide suitable training to the managers and employees to regulate their emotions to help 
them to achieve the organizational objectives efficiently and effectively.

•  Zare Zardeini Hosein and Ahmad Yousefi (2012) investigated the relationship between 
emotional intelligence and agility of the workforce to determine how indicators of emotional 
intelligence facilitate the coordination at the individual level.The survey results have shown that 
psychological intelligence factors have an impact on workforce agility. The results also have 
revealed that elements which are related to interpersonal competence such as self-awareness, 
self-control, and self-motivation have more effects on the readiness than factors which are 
related to social capabilities such as empathy and relationship management. The interpersonal 
skill also has a more significant role in workforce agility changes.

•  Abhiruchi Singh Verma (2013) explored the extent to which software engineers’ emotional 
adjustment at the workplace is related to emotional intelligence and with its competencies. 
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The research was carried out in various IT organizations across India.The results of correlation 
and regression analysis explain that emotional intelligence has a statistically significant 
relationship with psychological adjustment at the workplace.The positive relationship between 
emotional intelligence and psychological change at the workplace implies that people with 
higher emotional intelligence enjoy better relations with peers and superiors; experience 
working in teams as compared to those with lower emotional intelligence. The reason being 
high emotional intelligence ensures top motivation, great inspiration level, leadership quality, 
high negotiation skills, and a pleasant personality. Thus, individuals with more emotional 
intelligence find themselves in a better position at the workplace irrespective of their place in 
the organizational ladder.

•  Rashmi Bharti and Uma Warrier (2015) aimedto understand the influence of emotional 
intelligence on balancing work and personal demands of employees.The study concludes 
that emotional intelligence has a significant relationship with work-life balance. Emotional 
intelligence seems to help an employee to balance his work and life in a better way. Mostoften, 
the employees sacrifice their personal life for their professional growth,and this unequal 
tradeoff creates work-life imbalance.Emotional intelligence may help them in setting their 
priorities at the right time, make use ofalternative sources of help that bring better balance, be 
more assertive and learn to say no to unreasonabledemands, set realistic goals for self, better 
team harmony, pride in one’s work and makes the employee moreapproachable.

Hypothesis
•  H01: Level of emotional intelligence of employees working in the IT/ITeS sector is equally 

distributed.
•  H02:There is no significant difference among mean rank towards factors of emotional 

intelligence of employees working in the IT/ITeS sector.

Research Methodology
 A research methodology is a way to solve the research problem systematically, and a science of 
studying how research is done scientifically. The scope of research methodology is broader than 
that of research methods.
Sampling Techniques
 Convenient sampling method adopted for collecting data from the respondents.
Sample Units
 In this study, Employees working in various IT/ITeS companies in Chennai approached for 
collecting data. The companies include TCS, Infosys, Wipro, HCL, Cap Gemini, CTS, SourceHOV, 
Mphasis, and HP, etc
Sample Size 
 The Sample Size of the study was 100 respondents.
Statistical Techniques used
•  Chi-square test
•  Friedman test

Limitations of the study
•  Data collected within a short time. 
•  The sample size was limited to 100 respondents. 
•  The respondents may behave or give opinions differently at different times because of their 

psychological temperament, which may affect the research study. 
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Data Analysis and Interpretation
 H01: Level of emotional intelligence of employees working in the IT/ITeS sector is equally 
distributed.

Chi-square test for goodness of fit for Equality of level of Emotional 
Intelligence of Employees working in the IT/ITeS sector

Level of Emotional Intelligence Frequency Percentage Chi-square value P-value
Low 25 25

11.060 0.004**
Moderate 49 49
High 26 26
Total 100 100

  Note: ** denotes significant at 1% level

Inference
 Since the p-value is less than 0.01, the null hypothesis rejected at 1% level, hence the levels 
of emotional intelligence of employees working in the IT/ITeS sector arenot equally distributed. 
Based on percentage, the majority of employees belong to a moderate level.The reason being the 
innate nature of the work environment of the IT/ITeS sector. Most of the employees of the IT/ITeS 
sector report problems of depression and stress disorders. Since the IT/ITeS professionals are more 
achievement-oriented, they do not have much of social life and the time spent with the family is 
also less. These have a significant relation with emotions and their management.

 H02:There is no significant difference among mean rank towards factors of emotional intelligence 
of employees working in the IT/ITeS sector.

Friedman test for significant differences among mean rank towards 
factors of emotional intelligence of employees working in the IT/ITeS sector.

Factors of Emotional 
Intelligence Mean Rank Chi-square value P-value

Self-Awareness 3.24

48.311 <0.001**
Self-Regulation 2.37
Self-Motivation 2.57
Social Awareness 3.62
Social Skills 3.21

 
        Note: ** denotes significant at 1% level

Inference
 Since the p-value is less than 0.01, the null hypothesis rejected at 1% level of significance, hence 
concluded that there is a significant difference among mean rank towards factors of emotional 
intelligence of employees working in the IT/ITeS sector. Based on mean rank, social awareness 
(3.62) is the most crucial factor in emotional intelligence, followed by self-awareness (3.24), 
social skills (3.21). Social awareness can make the difference between success and failure in social 
interactions. When we are attentive to emotional cues and listen well to others, unproductive 
conflicts are reduced and increase the likelihood of mutually beneficial outcomes.



81

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

Findings and Conclusion
Findings
•  The levels of emotional intelligence of employees working in the IT/ITeS sector arenot equally 

distributed.
•  The majority of employees working in the IT/ITeS sector have a moderate level of emotional 

intelligence.
•  There is a significant difference among mean rank towards factors of emotional intelligence of 

employees working in the IT/ITeS sector.
•  Based on mean rank, social awareness is the essential factor of emotional intelligence.

Conclusion
 Emotional Intelligence is the emotional balance and competence that helps to get positive results 
in personal and professional relations. One who is emotionally civilized and competent has less 
interpersonal frictions and enjoys better mental and physical health.
 The IT industry, characterized by phenomenal and increasingly rapid change. The life expectancy 
of many IT products is getting less each year, and the price realized for such technology and 
products continuously fall. Because of the unique set of environmental pressures in the IT industry 
such as continuous re-engineering, outsourcing, more sophisticated markets requiring more creative 
and breakthrough technologies on the other hand more demanding customers, more competition, 
and general information overload, these factors have a negative impact on the well-being of 
employees and the effectiveness of an organization. To deal with these challenges employees need 
not only technical skills but other skills commonly known as emotional skills, as explained by 
Goleman (1998) that the personal and social competencies in Emotional Intelligence (EI) enhance 
an individual’s high technical and functional expertise, and for software engineers Emotional 
Intelligence (EI) means a balance of professional and emotional considerations to problem-solving 
scenarios. Goleman (1995) explains that EI is more critical than Intelligent Quotient (IQ) for 
workplace success. Abhiruchi Singh Verma (2013).
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Introduction
 The consumer behavior is ultimately based on the buying behavior 
of the customer, whereas the customer plays three vital roles of user, 
payer, and buyer. Consumer behavior is not that easy to predict. 
The retailing relationship is the dominating strength of customer 
buying behavior. The key factor of consumer behavior are customer 
retention, customer engagement, customization according to the taste 
of customer, customization, and one to one marketing.
 
Online Markets & Consumer Marketing
 The online market and consumer marketing trends are changing 
in the current era. The earning capacity of every individual has been 
increased gradually amongshoppers. It create an positive impact on 
their way of buying. Most of the women in India are working.The 
structure of the family has changed according to the demand for 
family benefit. Even their way of shopping has completely changed 
and they are looking forward to the mode of purchase through online 
or any other medium of e-marketing. This rapid change is because 
of the time constraint of the consumers. They are looking forward 
to the better service from online retailers and consumer focusing on 
good quality and variety of products and expecting more choice to 
pick one product at the best price. So consumers take e-shopping as 
theirshopping medium.

E-shopping Compulsive Buying Behavior
 The emergence of social media marketing influencing the customers 
to do compulsive shopping without any reason behind the shopping. 
Those days customers shop with the motive. Online shopping is 
alsoone of the stress buster to the customer. Customers do window 
shopping in the middle of their work time. 
 Online shopping considered has hobby and mood lifter for the 
people who fall in stress. If the compulsion is not mentioned then 
in retail terms, it has been jokingly known as retail therapy. Online 
shoppers engage in compulsive buying whenever their mood is not 
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fine, big billion days, exclusive offers etc. And also it happens at the customer’s excitement or 
pressure of buying. They buy huge and they never use the product. This iscalled as oniomania or 
compulsive shopping.

Factors Influencing Compulsive Buying
 Compulsive buying are categorized into socio-cultural, psychological, psychiatric and theological 
domains. Compulsive buying behavior is divided into two categories external and internal.
Consumer buying is rationalized by using the self-regulation mechanism. The potential buyers 
undergoes the process of self-observation, judgment,and self-regulation. The self-observation 
isobserving the one’s action to provide diagnostic information about the collision behavior and 
fulfilling consumer goals. In the process of judgement, the personal standards,social comparisons 
done.Theself-reaction is the process of observing an individual and judged to motivateother things 
from personal or social standards of conduct. Unplanned purchase may cast back ineffective self-
reactive control. The factors are window shopping, purchase addiction, advertisements, offers, 
branded goods, food products, cultural factors, etc.,

Symptoms of Compulsive Shoppers
 Shopaholics, feel sick if they don’t shop often. Shoppers go out and buy, to make them to 
feel high or get a rush just like a drug addict. Shopping addiction affects more women than men. 
Consumers often buy things which they don’t need. Seasonal market and holiday seasons may 
trigger shopping addicts who are not compulsive buyers rest of the year. Purchase addicts go on 
shopping all over the year and may they may feel little compulsive about buying few items such as 
clothes, accessories, sandals, kitchen items etc.,

Ways to Overcome Compulsive Buying
•  Every single individual is potential shopaholic. In times the urge to spend money on shopping 

cannot be controlled. It gives thrill for those moments and then subside as fast as that make to 
realize that bought unwanted things.

•  Most of the women confess that binging on brand new dress or a pair of shoes puts them in a 
fair mood. By that time they return from their shopping binge, they have elapsed the frustration 
or dissatisfactionwhich worried them.

•  Neurotic symptoms mayarise in among people from time to time. Shopping at the smallest 
amountincitement becomes an obsession.

•  Find pleasurablepastimes to work off stress. Music, gardening, painting, writing, yoga are 
some of the happenings that can take your mind off stress.

Statement of Problem
• Compulsive buying is common is materialistic culture andthe behavior can be as different to 

stop as any other compulsion or addiction.
• Compulsive buying is a psychological disorder where one experiences an uncontrollable urge 

to buy.  Failing to act on this urge creates increasing tension that only dissipates with buying.
• Often the urge is triggered by undesirable events in moods. Eventually this behavior leads to 

harmful consequence for this individual.
• Countless compulsive buyers on no occasion they don’t  use the items they buy. Therefore, 

compulsive buying seems to be more about obtaining short-term relief from negative emotional 
state than about a desire for specific goods.
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Objective of the Study
•  To investigate the determinants of compulsive buying behavior of the shoppers
•  To study the age group, qualification, annual income of compulsive buyers.
•  To study the dominating gender of compulsive buyers
•  To investigate the association betweengender and compulsive buying behavior
•  To investigate the association between the occupation and compulsive buying behavior

Review of Literature
 Maria Michelle Morrison (2015) examined the various terminology used to describe deviant 
consumer behavior and distinguishes compulsive buying from the other labels. The research on this 
behavior examines in-store purchasing; the paper recognizes the possible problem of compulsive 
buying behavior occurring through the use of various media, such as the Internet.
 MarjuRaudseppa and Oliver Partsb (2014) found in their research are conducted about 
compulsive buying in Estonia. Compulsive buying can lead consumers into worst consequences: 
rising debts and financial difficulties, bad relations with relatives, and even eating disorders. The 
current research purpose is to find out how many people are affected by compulsive buying in 
Estonia and what factors are influencing that phenomenon. The research revealed that 8% of the 
respondents were compulsive consumers.Obsessivebehavior is mostly influenced by materialistic 
factors.
 Shoham Yossi Gavish Sigal Seg (2014) in his study that they examine a model to study the level 
to which drivers of compulsive and impulsive buying behaviorsoverlay. Investigation results from 
336 Israeli and 595 U.S. customerssignpost the personality experiences envy, low self-confidence, 
and imaginingnormally drive the usercharacters of impulsiveness and compulsiveness, however 
some alterations exist between consumers in the U.S. and Israel. However, artisticalignments were 
originate to be unimportant in lashingqualities of suddenness or compulsiveness.
 Paul Rose and Daniel J. Segrist (2013) says that the study is conjectured both positive and 
negative urgency would independently account for similar amounts of variance in compulsive 
buying. It is high and dry on the forecast of the statement that impetuousactivities can be absolutely 
reinforced (e.g., by feeling exhilarated) nevertheless of whether they are incited by negative or 
rash actions made in response to either positive or negative moods are reinforced, they might be 
recurring and become habitual.
 Rajagopal (2012) analyzed in the research that the motorists of compulsive buying 
behaviorpersuaded by store-based advancementover an pragmaticenquiry in Mexico. The buying 
behavior in position to the point-of-sales promotions existing by transaction firms and the factors 
of sensitivity towards motivating shopping arousal and satisfaction among patrons in command to 
figure store trustworthiness have been conversed in the paper. The researcher also builds influences 
around the convergence of allure of point-of-sales elevations and the effectiveness of customer 
services as a tool for fast a competitive lead in the retail business environment. The results specify 
that point-of-sales promotional programs have develop the principal tool of transaction in Mexico 
in directive to obtain new customers and retain loyal customers. They also found during the study 
that loyal customers are attracted to the store brands during the promotional offers while new 
shoppers are price sensitive and are attracted by the in-store ambiance of sales promotions and 
volume discounts.

Research Methodology
 The research methodology is a way to solvea research problem. The purpose of this section is to 
elucidateapproaches used in carrying out this research, how the research philosophies follow, then 
research Approach, research design, and the chosen research strategy.
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Sources of Data: Primary data and secondary data collection method has been used in this study. 
In this research, the primary data have been collect through a well-designed questionnaire.
Size of Sample: The sample size is 263 respondents.
Sample Unit: In this study, data will be collected from the shoppers. Therefore for the survey, the 
samplingunits were consumers.

Statistical Tools:
Percentage Analysis: Percentage analysis is used in this study to identify the socio-economic 
profiles of the respondents
Chi-Square: X2 analysis applied to determine the association between the influence of e-shopping 
compulsive buying and socio-economic profile of the respondents.

Table 1: Socio-Economic Profile of the Respondents (N = 263)
Socio-Economic Profile Frequency (%)

Age Group
Below 25 Years 166 (63.1)
26 – 40 Years 80 (30.4)
Above 40 Years 17 (6.5)

Gender
Male 135 (51.3)
Female 128 (48.7)

Level of Education
Below SSLC 3 (1.1)
SSLC 2 (0.8)
HSC/Diploma 3 (1.1)
UG 94 (35.7)
PG 127 (48.3)
Professional Degree 34 (12.9)

Marital Status
Single 199 (75.7)
Married 64 (24.3)

Family Annual Income
Below Rs.2,00,000 86 (32.7)
Rs. 2,00,001 – Rs. 5,00,000 140 (53.2)
Above Rs. 5,00,000 37 (14.1)

 The study found that 63.5% belong to the age group below 25 years group, followed by 30.4% 
belongs to above 26-40 years group, 6.5% belongs to above 40 years group.51.3% are male, 
followed by 48.7% female. 48.3% belong to the educational qualification of PG, 35.7% belong 
to UG, 12.9% belong to the professional degree, 1.1% belong to higher secondary/diploma, 1.1% 
belongs to below SSLC, and 0.8% belongs to SSLC educational qualification categories. The 
marital status shows that as75.5% is single and, the remaining 24.3% is married. 53.2% belongs to 
the annual income of 2,00,000-5,00,000, followed by 32.7% belongs to income of below 2,00,000, 
and 14.1% belongs to above 5,00,000.
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Association between gender and E-shopping compulsive buying behavior
 H0:  There is no association between the gender and e-shopping compulsive buying behaviors

Table 2: Association between gender and E-shopping compulsive buying behavior

Gender
Consumer Type

Total Chi-Square 
Value (P-Value)Brand Conscious 

Buyer
Compulsive 

Buyer
Impulsive 

Buyer
Normal 
Buyer

Male 22 
(16.3%)

63 
(46.7%)

27 
(20.0%)

23 
(17.0%)

135 
(100.0%)

4.077
(0.253)Female 14 

(10.9%)
56 

(43.8%)
38 

(29.7%)
20 

(15.6%)
128 

(100.0%)

Total 36 
(13.7%) 119 (45.2%) 65 

(24.7%)
43 

(16.3%)
263 

(100.0%)
Denote: *5% level of Significant and ()denotes percentage

 The above table shows that compulsive buyers are equal in numbers.The study foundthat 51.33% 
of consumers are male and 48.67% consumers are female.
 Since the p-value is larger than 0.05, the null hypothesis is accepted at 5% level of significance. 
Hence it is concluded that there is no association between gender and online consumer compulsive 
buying behavior the calculated chi-square value is 4.077.

Association between age and E-shopping compulsive buying
 H0:  There is no association between the age and E-shopping compulsive buying  behaviors

Table 3: Association between age and E-shopping compulsive buying

Age Group
Consumer Type

Total
Chi-Square 

Value 
(P-Value)

Brand Conscious 
Buyer

Compulsive 
Buyer

Impulsive 
Buyer

Normal 
Buyer

Below 25 years 30 
(18.1%)

66 
(39.8%)

41 
(24.7%)

29 
(17.5%)

166 
(100.0%)

17.847
(0.007)*

Between 
26 - 40 years

4 
(5.0%)

46 
(57.5%)

22 
(27.5%)

8 
(10.0%)

80 
(100.0%)

Above 40 years 2 (11.8%) 7 (41.2%) 2 (11.8%) 6 
(35.3%)

17 
(100.0%)

Total 36 
(13.7%)

119 
(45.2%)

65 
(24.7%)

43 
(16.3%)

263 
(100.0%)

*Denote: 5% level of Significant and ()denotes percentage

 The study found that 166 of a consumer are below 25years, 80 consumers are between 26years-
40years, and 17 consumers are above 40years.
 Since the p-value is less than 0.01 be null hypothesis is rejected at 1% level of significance. 
Hence it is concluded that there is no association between the age of consumers and e-shopping 
compulsive buying. The age group below 25years is 25.09%, 26-40years group is 17.49% and 
above 40years is 15.20%, the study found out that most of the compulsive buyers are below the 
above group of 25years.
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Suggestions
•  The marketers should focus their attention and also the sellers should provide EMI Facilities to 

the buyers. 
•  A Consumer can avoid often going for shopping.
•  The Consumer can make a list before going shopping.
•  The Shopper can reduce the usage of credit cards.
•  Respondents can avoid clicking at online ads which are placed on social networks.
•  Consumers should start to buy their products with self-control
•  E-shoppers can seek some assistance from their family members and friends.Respondents can 

engage themselves by doing some other work instead of going shopping as hobby.

Managerial Implications
 The changeability of promotional reply is different in retail markets, channels and outlets would be 
analyzed for the creationof required modifications in the course of delivery of advertisingprograms 
to the customers. The study shows that the sellers can quintessence on psychological factors of 
consumers. In which consumers are easily influenced in compulsive buying. Marketers can focus 
on both male and female. Both are equally participated in compulsive buying. But as per the study, 
the most of the compulsive buyers are at the age of below 25years. So here the marketer can 
concentrate on students and youngsters. Private employees are highly involved in compulsive 
buying. So the marketer can place a shop near to the private companies. Most of the buyers are 
unmarried.  And those consumers are highlyinvolved in unwanted purchase which was upload to 
purchase addiction. Here the buyers would like to buy the smart phones according to the updated 
version in the market. So the marketers should target these types of customers to promote sales. And 
also window shopping plays a major role in compulsive buying. And the offers and advertisements 
play a vital role in e-shopping compulsive buying behavior. So here marketer should give attractive 
ads and must provide offers like discount sales, yearend sales, and coupons, etc. The main reason 
for e-shopping compulsive buying is where the marketer can create a page in social networks, 
online advertisements, and attractive web designs are can be used to influence the compulsive 
buyer. The other factors are also branded goods, celebrations, packing, and culture. The marketer 
can also cover the customer through packaging by using attractive wrappers and slogans.These 
are some of the factors where a marketer can influence the compulsive buyers and promote sales 
towards compulsive buying.

Conclusion
 The study conducted on the topic “A STUDY ON E-SHOPPING COMPULSIVE BUYING 
BEHAVIOUR”. The research shows that the male and female customers are equal in number 
on e-shopping compulsive buying behavior. The study also states that most of the compulsive 
buyers are unmarried and also they are educated. As per the occupation is concerned the most 
of the compulsive buyers are working people. Especially private employees are highly involved 
in compulsive buying. The most of the compulsive buyers are the middle-class family and upper 
middle-class. It is also said that most of the compulsive buyers family type are nuclear family. The 
factors influencing the compulsive buying are considered in the research are the psychological 
factors,credit facility, product factor, and cultural factors. Most influencing factor in the study 
is psychological factor. This is the ultimate reason which pushes the buyers to buy the product 
under compulsion. And the second most influencing factors are credit facility. And it is followed 
by product factors and online shopping factors. And the least factor is cultural factors.  Therefore 
it states that the compulsive buying behavior are becoming common and also the marketers can 



89

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

promote the sales by knowing the customer shopping attitudes and they can also concentrate factors 
influencing consumer which to endorse the benefit to the marketers.

Limitations of the Study
•  The data from the sample may not reflect the universe. Therefore researcher considered two 

hundred and sixty three samples and there was also a time limit for doing the dissertation.
•  The study did not go for in-depth testing of the tools due the inadequacies of tools.
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Digital Human Reseource 
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Abstract
This research paper analyses the importance of digital transformation within 
public organisations and its impact on related human resource factors like human 
resource development, talent and performance management. Past research also 
indicates that the outcome of innovative HRM practices can be important towards 
retaining employees and their performance. At present, every business must seek to 
improve the quality of its workforce. To get the best human resource, an efficient 
and well planned strategy is required at the workplace. Therefore, technical 
advances are being made in the field of human resource with time and slowly the 
traditional HRM is being replaced by new and technically advanced HRM. Further, 
research articles, conceptual studies, review papers and other relevant content on 
the topic were accessed and reviewed through web sources and databases such as 
Proquest Database, EBSCO host and Google scholar to achieve the objective of 
the study. However, this study contributes to the existing literature by elaborating 
the role of innovative practices and technology in the context of competitive 
digital environment. Further, several implications were discussed for the purpose 
of promoting sustainable development of digital era. Study limitations and future 
research directions are also discussed. Digital HR, however, is more than just 
building apps. It encompasses developing a new mobile platform with a wide range 
of apps built with cloud and analytics technology behind the scenes. This platform 
can be used for hundreds of apps: from time and attendance to employee wellness, 
to recruitment, collaboration, goal-setting, and more. The design is integrated, the 
user experience is location-aware, and integrated data are used to inform and make 
recommendations to users throughout the day. o succeed in this new paradigm, 
HR teams will likely have to partner with IT, adopt design thinking, use integrated 
analytics, and analyze vendor solutions carefully. It represents a new world for HR 
technology and design teams, one that will open up new career opportunities and 
transform the impact HR has on the business.

Keywords: Innovation, HRM practices, Technology, Digital HRM, Design.

HRM and Digital HRM
 In the present day, business is conducted on international scale 
and this involves the transfer ofgoods and services, technology, 
managerial knowledge and capital to other countries or across 
national boundaries. Globalization has made the world smaller 
through fast communication network. The economies of the world 
have become increasingly integrated (Bhagwatti, 2004). Besides, 
we are now in a world where, digital HRM becomes a prominent 
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function of management compared to traditional HRM, because the survival of an organization 
depends on the quality of human resources available to it and/or use. Human resources department 
need to embrace the digital transformation and put good practices at the heart of their HR policy. 
However, there are number of challenges faced by human resource management around the world. 
In order to succeed in the modern world, it is necessary for business concerns to try expanding into 
the global market.

Digital Era
 EBSCO and ProQuest databases are commonly used foreign language databases. Through 
the comparison of the EBSCO database and ProQuest database on the content and the retrieval 
system,it shows that EBSCO database includes much more key periodicals,various journals and 
full text journals which is keeping updating,and the full text journal inclusion has a longer time 
span. Moreover, the search functions and technologies are more powerful,which is better for 
precise retrieval and professional nature of databases. In regard to the use of databases, libraries 
could account their own costs, choose the platform with higher quality on the content and retrieval 
system and more comprehensive advantages.

Literature Review
 HR professionals are already using technology to some extent, but the question of whether it is 
being accepted, maximized, and measured still needs to be answered. There is the imperative need 
to understand how HR can incorporate IT in their strategy to attract and retain the individuals who 
will create the competitive advantage and have the processes that support the business strategy 
(Huselid, 1995). Recent examples among local and companies overseas have shown the importance 
of IT being integrated into HR practices to increase profitability. For example, Deutsche Bank has 
made its human resources component a strategic partner in its business by making each human 
resources person a change agent and defining strategic competency. Development and information 
technology were prime movers in changing Deutsche Bank’s personnel management (Svoboda & 
Schroder, 2001).
 Previous studies have conceptualized “technology” as a useful instrument that may facilitate 
competitive advantage only when combined with existing firm capabilities (Tippins & Sohi, 2003). 
The conventional HRM practices such as recruitment, compensation, performance appraisal, 
retraining, redeployment, and rightsizing (Huselid 1995) are reported to be intentionally adapted 
with innovations, which are defined as innovative HRM practices to adopt skills, behaviors, and 
interactions during the process of organizational re-designing (Som, 2012). The major issue during 
implementation of HR practices was noted that, organizations do not invest much in to IT due to 
the prohibitive costs of doing so.
 Previous  researchers  have  shown  that  innovative  HR practices have various benefits for the adopting 
organization (Agarwala 2003; Bhatnagar and Sandhu 2005; Bhatnagar 2007). In addition, it can enable 
rapid search, access and retrieval of information and can support collaboration and communication 
among organizational members (Wong, 2005). Agarwala (2003) found that among all the dimensions, 
introduction of innovative HR practices explained the maximum amount of variance in organizational 
commitment and thus were most effective in enhancing employee attachment to the organization.
 Further, previous researchers have argued that the nature of relationship of the HR department 
in any organization with top and middle management, and the ways through which the HR strategy 
is linked with the organizational strategy (Ulrich 1997). Som (2007) proposed several factors 
that influence innovative HRM practice adoption in organizations operating in India i.e. national 
environment, or institutional framework, culture and incentive structures for innovative practices; 
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unionization; technological sophistication; organizational size, professionalization, restructuring;  
leadership and style of top management; and role of HR department.

Methodology
 This study presents a thorough analysis of innovative practices in digital human resource
management based on prior research studies. Digitalization and innovation HR practices have
been reviewed and an in-depth analysis of literature related to study constructs has been
conducted following the procedure of systematic review. An information search was made on 
databases with the purpose of accessing content related to study. The key words used for this
search were, HRM practices, digital HRM, technology and innovative HR practices etc.
The criterions for selecting studies were as follows:
•  Articles and other study material were retrieved and sorted on the basis of well specified subject 

i.e. role of digitalization and technology on innovative HR practices.
•  Study material chosen was ranging from 1981 to present.
•  Empirical and theoretical studies conducted in the context of applying HR practices were 

preferred.
•  For better understanding of the concept, studies having “digitalization”, “technology” and “HR 

practices” keywords in the title and/or abstract have been taken.
•  A random bibliographic scan was performed on all the research studies to find out relevant 

study material.
•  Articles were classified into two categories, i.e. literature emphasizing linkages between

a)  Digitalization and HR practices, 
b)  Role of technology in transforming traditional HR
  in to innovative HR practices.

Study Findings and Discussion
 Teece (2005) elicits that firms can achieve sustained competitive advantages by accumulating 
resources that produce economic value, are relatively scarce, and can sustain competitive attempts 
at imitation, acquisition, or substitution (Barney, 1991; Sampler, 1998). Many previous studies 
have relied on the assumption that adoption of IT would enhance performance (Dewettand Jones, 
2001). The present study contributes to previous literature in several ways, particularly relating 
to the applications of technology dimension in implementing human resource practices. Study 
results were consistent with Jain, H., Mathew, M. & Bedi, A. (2012) who studied HRM innovations 
in the context of Indian and foreign MNCs operating in India. Previous empirical works have 
shown reasonably strong, positive relationships between the extent of a firm’s adoption of high-
involvement HRM practices and organizational performance (Mac Duffie 1995; Delery and 
Doty 1996; Youndt, Snell, Dean and Lepak 1996). Study findings have important implications 
for organizations by way of inputting efforts towards HR system renewal. Prior researchers have 
also proven the linkages of innovative HR practices with higher commitment and involvement of 
employees by empirically testing the frameworks. The present study adds to academic knowledge 
by providing deep insights in to evidence pointing towards the significance of continuous renewal 
of HR practices through digitalization.

Conclusion
 From the above literature review, it has been concluded that in today’s scenario there is need 
for transformation not only in terms of policies or structure but also the way it operates. Human 
resource management department has fundamental role for personnel recruiting, orientation and 
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performance appraisal, and compensation management and so on. Performance evaluation is one 
of the important matters for companies getting successful. Broadly speaking, today every firm 
need to include innovative HR practices which is extremely important especially in the process of 
attracting and rewarding employees which are two of the largest challenges they face. With the use 
of social media, virtual media has also become increasingly acceptable to organizations if it means 
that they can retain talent.
 In this paper, digital HRM is essentially viewed as reborn concept for HRM. Gartner’s IT
glossary (2016) defines digitalization on a broad level and adopts a business transformation
viewpoint “Digitalization is the use of digital technologies to change a business model and
provide new revenue and value-producing opportunities; it is the process of moving to a digital business”. 
In the present scenario, human resource professionals started involving in renewing and redesigning 
the digitalized work practices and organizational structures. The digitalization has also enabled to 
organize tasks differently, as the information is no longer attached to the physical paper or location. So 
it has facilitated, organized the work and most importantly concentration which improves efficiency

Limitations and Future Research
 Although this study demonstrates valuable insights of HR managers’ perceptions of the  
challenges of digitalization, we believe it would be interesting to also interview HR professionals 
in other organizations operating in different contexts. As the case company of this study, Digital 
Solutions, was explicitly facing a digital transformation, it would be of value to compare our 
findings to the perceptions of HR managers operating in less ‘digital’organizations, to explore to 
what extent their perceptions of the implications of digitalization correspond with our study. To 
evaluate findings from similar studies conducted in a broader spectrum of organizational contexts, 
would illustrate a more balanced perspective of HRM in a digital era. Lastly, in regards to our own 
reflection concerning that universities might have to update their curriculum of HRM studies, we 
recognize a need for future research to examine this further.
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Incorporating Green Supply Chain 
Management into an Incohate  
Eco-Industrial Developments: A 
Case Study Based on 2 Exemplars
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Abstract
Environment protection is an emerging concept these days. Protecting the depletion 
of the ozone layer, controlling global warming, forest fires are heard  now and 
then. There is a need for Industrial ecology, which is an emerging concept for the 
establishment of ecologically sustainable industrial development in India these days. 
Optimizing materials, use of eco- friendly raw material, conservation of energy and 
green supply chainis a basic industrial ecology strategy. 

The hyperlocal farm in Mumbai has developed an embryonic eco-farming industry 
by delivering freshly-harvested, leafy greens right to doorstep by applying an 
integrated approach to green supply chain management. Another innovation is an 
incubator lab at IIT- Delhi called kriya labs have found an alternative to stubble 
burning in the fields to protect the environment They developed an eco-friendly 
industry that manufactures tableware. This paper describes the hyperlocal farm 
and kriya labs and theirgreen supply chain management. After gathering the facts 
about the two companies, the paper illustrated their green supply chain models and 
arrived at some conclusions.

Keywords: Environment Protection, Green Supply Chain Management, Eco-friendly 
Industrial Developments, Energy Conservation.

Introduction 
1. Green Supply Chain Management 
 SCM is defined as a concept in the material and transportation 
management approach using the traditional purchasing and logistics 
functions. It starts from the earth, then moves to the manufacturers, 
distributors, retailers and end costumers. It involves several activities, 
like planning, product design and improvement, manufacturing, 
assembly, transportation, warehousing, distribution and customer 
service. 
 GSCM has been considered in both environment-focussed and 
SCM literature. The scope of GSCM involves establishing integrated 
green supply chains from the supplier to customer through the 
manufacturer, up to reverse logistics and recycling.
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2. Evolution of Green Supply Chain Management 
2.1 Understanding of Green Supply Chain Management 
 Green supply chain management is an Amalgamatinggreen thinking and  Supply chain 
management right from the product design to the recycling with an aim to protect environment.

2.2 Why Should Companies Go Green?
 Sustainability is the reason why companies go green as resources are to be preserved for future 
generations. Another reason is that the consumers are going back to their roots and they increasingly 
prefer to purchase products that are free of toxins, produced with a minimum of pollution, and with 
a minimal environmental impact. 

3. Major Concepts of the Green Supply Chain Management from the Literature 
Green Supply Chain Management in Business
 Traditional supply chains move from the raw material state to the end product the customer 
receives (cradle to grave). The concept of green is represented by eco-friendliness, social justice 
and economic development and health. The concept of ‘green’ does not only mean reduced waste 
and pollution; rather, it strives toward sustainable industry. Green industry considers energy 
conservation; material purchasing; processing, packaging, delivering and marketing the product; 
and reusing, recycling, usage and the waste cycle. 

3.1 Green Product Design 
 Smart green design creates products that use less energy and natural resources; products that 
can be recycled easily or reused; and products that promote energy and materials efficiency in 
consumers’ lives.

3.2 Green Materials Management 
 Green materials management is a way of substituting less hazardous activities or materials for 
more harmful ones.

3.3 Green Manufacturing Processes 
 Green manufacturing processes consist of three main phases, as follows: resource utilisation 
decrement, waste decrement and emission decrement. The goal of green manufacturing processes 
is the reduction of the consumption of harmful substances and other resources with the aim of 
minimising the total amount of waste in the manufacturing phase indirectly by decreasing energy 
and resource utilisation (Srivastava, 2007). 

3.4 Green Distribution and Marketing 
 Green marketing can be defined as the promotion or advertising of products, changes in 
production processes or packaging changes that are weighed in terms of environmental criteria.

3.5 Reverse Logistics 
 Another significant component of GSCM, has the objective of collecting, distributing and 
managing products until they are delivered to customers. RL have been used in dealing with unsold 
stock and warrantee returns. It includes the recycling, reusing and remanufacturing of materials. 

Literature Review
• Factors for Implementing Green Supply Chain Management in the Construction Industry 

by Mochamad Agung Wibowo, NaniekUtamiHandayani: This paper proposed a conceptual 
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framework for GSCM implementation in the construction industry. By applying the GSCM 
perspective, this study contributes to developing a GSCM standard in the Construction Industry. 

• Green Supply Chain Management – Benefits Challenges and Other Related Concepts by 
Nandini Gajendrum:  Green  Supply  Chain Management  is an  evolving concept  and is  still 
in  its  nascent  stages. The  study of  the  literature  on GSCM and its benefits adds to a better 
understanding  of  the concept while a study  of  the challenges that lay ahead for  the field make 
it very evident that GSCM has major prospects in the industry.

• Green supply chain management: a review and research direction by Noor Aslinda Abu Seman, 
NorhayatiZakuan, Ahmad Jusohand MohdShoki Md Arif :The purpose of this paper is to 
discuss aviewof the incorporation of GSCM literature in a developed countries and developing 
countries.

Research Gap
 The review of literature revealed that there were many studies that have taken place on the 
concept of green supply chain management. The current study is on the 2 companies that have 
integrated green supply chain management method to increase their returns on one side and also 
contribute to the ecology on the other side.

Need and Significance of the Study
 Green supply chain management is an evolving concept and is still in its nascent stages. Though 
it is mandatory for every company to contribute to the ecology, many companies are still in a 
dilemma to integrate the concept of  “Green” in their processes. Hence a study was needed to 
understand 2 companies that integrated green supply chain management in their processes to 
contribute to the ecology.

Objectives
•  To understand the role played by the green supply chain management as a key tool to ease the 

way of doing business.
•  To understand the various concepts involved in the green supply chain management.
•  To understand the green supply chain management that is taking place in the Hyper local farm 

and Kriya labs.
•  To understand the contribution made by the green supply chain management in elimination of 

waste and also the contribution made to the returns. 

Research Methodology
 The research is in the nature of a case study. Facts have been taken from the companies’ websites 
and other reference links. Data is collected and presented as it is. Reference about green supply 
chain management is taken from websites and research articles.

Analysis of the Study
1. Herbivore farm, Mumbai
 Joshua Lewis and Sakina Rajkotwalafrom Mumbai were fed up with the routine IT jobs and 
were concerned about their health in the aspect of the food that they are consuming and the place it 
is coming from Hence, decided to take a big step after a visit to Auroville in Puducherry in 2017.
Inspired by Krishna Mckenzie, a native of England, who’s “honouring Mother Nature through 
local food.”They both got down to business with Herbivore Farms, Mumbai’s first hyperlocal, 
hydroponic farm. Today, the farm grows 2,500 plants, and sells fresh, organic vegetables to 
customers across Mumbai for a monthly subscription of 21 $.
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•  Year of Starting: 2017
•  Location: Andheri East, Mumbai.
•  Produce: Super healthy varieties of leafy green vegetable like Swiss chard, kale, rocket and 

lettuce.
•  Method of cultivation: Hydroponic.
•  Green Supply Chain Management
 Herbivore Farm is spread over 1,000 sq. Ft, and grows over 2,500 kinds of plants in a temperature-
controlled indoor setting. Hydroponic method (growing without the use of soil) is used to grow 
their vegetables which makes them stand out among other farmers.

1.1 Green Product Design 
 The product chosen by this hyper local farm itself is growing Green leafy vegetables that are free 
from harmful chemicals and fertilizers.

1.2 Green Materials Management 
 The vegetables are grown in a clean environment, without  pesticides, to make them 100 percent 
safe. 

1.3 Green Manufacturing Process
 The entire hyperlocal farm uses up to 80 percent lesser water and 0% soil to grow the produce as 
it uses a “recirculating irrigation system”. The water in which the plants are grown contains macro 
and micro-nutrients that facilitate the growth of the plant.

1.4 Green Distribution and Marketing
 Harvested vegetables are delivered to customer’s homes in a few hours, maintaining freshness, 
nutrition, and flavour. To retain the consumers and make sure they like the produce, the farmers 
give leafy vegetables freely.

1.5 Reverse Logistics
 The leafy vegetables are harvested as per the consumer’s requirement every morning and are 
packed in boxes to avoid the polluted air and then sent to the consumers by a delivery boy. In order 
to preserve the freshness in the leafy vegetables and also not to lose its nutrient values, the crops 
are soon delivered to the consumers as soon as they are harvested. 

2. Kriya Labs, Delhi
 Kriya Labs develops products and processes to produce highly affordable, qualitative and eco-
friendly value added products from waste natural materials/fibres.Their strategy, broadly, is to add 
an economic and commercial value to the agricultural residue by making it an asset to the farmers 
while creating markets for rice straw.
 The farmers in Haryana and Punjab burn the straw after the crop is harvested and dried. The 
smoke from the incineration is causing air pollution and is effecting the farmers and their families.
• Year of Starting: 2014
• Location: IIT, Delhi.
• Produce: Eco friendly Tableware.
• Green Supply Chain Management
 The farmers are facing health issues and when approached by the kriya labs, they have agreed to 
sell their straw for a compensation around Rs.4000-Rs.5000 per acre. 



99

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

2.1 Green Product Design 
 The rice straw is a natural waste that comes from the paddy fields after it is dried and the rice is 
beaten out.

2.2 Green Materials Management 
 The material is collected from the fields and taken into the factory to process it which is 100% 
natural.

2.3 Green Manufacturing Process
 The rice straw is chopped down into small pieces and then it reaches the main unit where it will 
be washed  and bleached using bio-degradable chemicalsthen a steam cooking process is done 
for one-two hours and then make a semi solid paste of the straw. The pulp is further processed 
with chemicals to make it ultra-pure. An edible adhesive is mixed to bind the pulp together and 
tableware is made out of it.

2.4 Green Distribution and Marketing
 The finished product is sent to the  tableware dealers for sale.

2.5 Reverse Logistics
 The rice stubble is collected from the fields and then sent to the factory for further processing 
to make it into a finished good. The product is 100% biodegradable hence can be used for any 
purpose. 

Findings
•  Green supply chain management is taking place both at the herbivore farm and also kriya labs 

in terms of green product design, green materials management, green manufacturing process, 
green distribution and marketing and reverse logistics.. The raw material and the processes 
chosen are 100% natural and biodegradable. 

•  The companies are doing grate in terms of profits too and being rewarded for eco-friendly start-
up initiations. 

Conclusion
 In order to contribute to the environment, initiatives were taken by 2 companies by involving 
“Green” into their product and processes. With the aim to control the pollution and promote healthy 
living, more companies like herbivore farms and kriya labs should come forward and take the 
initiation to go green to protect our planet.
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Bank Customers’ Perspective 
on Deposits Mobilized Through 
Digital Marketing

K.Ramya & A.Ranjith, II M.Com B.M
Kumararani Meena Muthiah College of Arts and Science

Introduction
 Deposit mobilization is an integral part of banking activity. It is 
one of the main functions of banking business and so an important 
source of working fund for the bank. Deposit mobilization is the 
collection of cash or funds from the public through its current, 
savings, fixed, recurring accounts and other banks specialized 
schemes. Bank deposits provide secured investment options to the 
investors. Today, the banking sector is adopting new dimensions in 
mobilizing deposits through digital marketing. Digital Marketing 
uses digital channels such as websites, Search Engine, social media, 
mobile apps and email for promoting and advertising bank products 
and services.

Objectives
•  To present an overview about the role of digital marketing in 

deposit mobilization in banks.
•  To analyse the merits and demerits of deposit mobilization 

through digital marketing from the view point of customers.
•  To suggest few strategies to enhance deposit mobilization 

through digital marketing.

Review of Literature
 Bittner et.al. (2007) stated that service innovation is less 
disciplined and less creative in the service sector when compared to 
manufacturing and technology sector. Service innovation in banking 
sector requires involvement of human behaviour.
 Narayana Maharana et.al (2015) inthe article  “Deposit mobilization 
of commercial banks: A Comparative Study of BOB and Axis bank 
in Bhubaneswar City” emphasized that banks should concentrate on 
security issues when deposits are raised through online.

Methodology 
 Literature provides the base about the concept and but effect is 
still unclear. The present analytical study is based on primary data 
collected from 100 respondents who had deposited funds in the 
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form of fixed deposits in banks and are residing in and around Chennai. The primary data was 
collected through questionnaire. The secondary data is collected from Books, journals, magazines 
and websites. Tool like percentageanalysis was used to compute the research analysis.

Role of Digital Marketing in Deposit Mobilization
 Digital marketing is opening a window of opportunities for bank to customer market to promote 
bank products and services. Digital marketing provides varieties of marketing channels like 
websites, e-mail social media, search engine optimization, mobile and display ads for promoting 
banks product and services. Digital marketing has enabled banks to reach customers anytime 
anywhere at nominal costs. It has attracted new prospects for bankers and has boosted up business 
of bankers. It has also enabled the customers to understand the various bank deposit schemes 
without visiting the branch. Social media has also played a vital role in motivating the customers 
to channelize the savings into deposits.

Analysis and Interpretation
Gender Distribution

Gender No.of. Respondents Percentage
Male 65 65
Female 35 35
Total 100 100

 It is inferred from the above table that 65% of the respondent were male and 35% of the 
respondent were female.

 Age Distribution: 33% of the respondents were between the age group of 25- 35 years.  27% of 
the respondents were below 25 years. 12% of the respondents were above 55 yrs.

 Qualification: Majority of the respondents were undergraduates (51%). The respondents who 
were post graduate were 31% and 11% were professionals and 7 % of the respondents did not have 
any collegiate qualification.

Literacy Level In Computer

 

 The respondents literacy levels in computing skills were assessed and it exhibited 62% of the 
respondents were average, 36% of the respondents were above average & 2% were below average.
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Monthly Income
Particulars No.of.respondents Percentage

Below Rs.25,000 20 20
Rs.25, 000 - Rs.50,000 40 40
Rs.50, 000 - Rs.75,000 30 30
Rs.75, 000 - Rs.1,00,000 10 10
Above Rs.1,00,000 10 10

 It is inferred from the above Table  40% of the respondents were between the monthly income 
of  Rs.25,000 to Rs.50,000, 30% of respondents were between Rs.50,000- Rs.75,000 , 20% of 
the respondent were below an income of Rs.25,000 and the rest was equally shared between the 
income groups of Rs.75,000 -  Rs.1,00,000 and above Rs.1,00,000. 

Regular Habit of Saving Income in Bank Deposits

 It was surprising to note that 58% of respondents had  regular habit of saving income in the form 
of bank deposits, 22% of the respondents remained neutral and 20% did not have the a regular habit 
of saving income in the form of bank deposits. 

Nature of Banks

 51% of respondents had deposited in private sector banks, 42% of respondents made deposit in 
public sector Banks and 7% in foreign bank.
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Investements Through Digital Marketing

 62% of the respondents had invested deposit through digital marketing, 8% remained neutral 
and 30% of the respondents had not invested through digital marketing.

Digital Marketing Modes that Attracted Deposits
 Bank websites was the top most digital mode with 33% that attracted the investors to make 
bank deposits. SMS from bank stood next with 20% and E-Mail with 16% motivated the investors 
to make bank deposits. Advertisement through social media ranked next with12%, which was 
followed by search engine optimization with 10%. Pop- up –ads motivated the investors to a very 
less extent in making bank deposits.

Advantages of Depositing Funds Through Digital Marketing
 The top three advantages of making deposits through digital Marketing was time saving with 
29%, any time anywhere banking with 27%, flexibility in deposit schemes with 18%. Quick transfer 
of funds with 16% was considered as the next benefit. It was followed by immediate notification 
from Banks and saving money without wasting time in travelling cost with 4%.

Challenges in Digital Marketing
 The respondents felt technical issues (30%) was the major challenge in depositing funds through 
digital marketing. The respondents stated digital marketing posed cyber frauds with 23% due to 
fraudulent e -mail and hacking. Fear of losing money and lack of trust was next challenge with 
15% in depositing money in digital marketing. The next major challenge was lack of personal 
interactions and face to face conversations with bankers with 10%. Some of the respondents 
considered not possessing adequate computing skills with 9% were the challenge in depositing 
funds through digital marketing. It was followed by difficulty in understanding the deposit schemes 
and lack of awareness by 7% and 6% respectively. 

Findings
•  65% of the respondent were male and 35% of the respondent were female which showed male 

invest in fixed deposit through digital marketing than female.
•  Majority of the respondents who invested through digital mode where between 25-35 years. 
•  Majority of the respondents were undergraduates and their computer literacy level was average.
•  Majority of the respondents 40% of the respondents were between the monthly income of 

Rs.25, 000 to Rs. 50,000 and 30% of respondents were between Rs. 50,000- Rs. 75,000.
•  More than 50% of respondents had regular habit of savings income through fixes deposits and 

62% of the respondents had invested through digital marketing.
•  The depositors stated that the private bank attracted fixed deposits than public sector banks.
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•  Bank websites was the top most digital mode with 33% that attracted the investors to make 
bank deposits. SMS from bank stood next with 20% and E-Mail with 16% motivated the 
investors to make bank deposits.

•  The top three advantages of making deposits through digital Marketing was time saving with 
29%, any time anywhere banking with 27% and flexibility in deposit schemes with 18%.

•  The respondents felt technical issues (30%) was the major challenge in depositing funds 
through digital marketing. The respondents stated digital marketing posed cyber frauds with 
23% due to fraudulent e -mail and hacking. Fear of losing money and lack of trust was next 
challenge with 15% in depositing money in digital marketing.

Suggestions
•  Banks should create awareness about E-banking to the existing customers and to the prospective 

customers.
•  Banks can place few kiosks and carry out few demos in order to attract deposits through digital 

mode.
•  Banks should concentrate on cyber security issues and enhance the confidence of the customers 

to deposit money through digital channels.
•  Banks can organize awareness campaigns, customer day celebration to overcome the fear of 

the customers and motivate them to deposit money through digital mode.
•  Banks should solve complaints regarding technical issues immediately once it receives 

communication from the customers. 
•  Banks can send secured OTPs and create awareness about cyber begging and improve its 

server in order to prevent cyber frauds indulged by fraudsters.
•  Banks can make the apps and websites user friendly so that everyone can access easily without 

any difficulties.
•  Banks can use paid search marketing channels and social media platform like facebook and 

linked in effectively to enhance the customer base of depositing funds through digital mode.
technologies like data analytics, block chain, cognitive banking can be used to attract and 
retain depositors.

•  Cash back schemes and reward points can be introduced to attract depositors through digital 
mode.

Conclusion
 Usage of multiple digital marketing channels, ensuring cyber security, educating bank customers, 
improving online and mobile platform by banks can definitely help in enhancing deposits through 
digital marketing.
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Social Media Marketing

P.R.Shivani
B.com, Sona College of Arts and Science
Salem

Abstract
The scope of this thesis is to show the importance of usage of social media as a tool 
for marketing and expanding the business. Social media is a tool with which internet 
users build a smooth relationship between people around the world. A wide range 
of people are internet users and also the users of social media. As people spend 
their time on social media during their leisure time, this comfort psychology of the 
consumers must be utilized by the business entrepreneurs as an effective marketing 
strategy for the advertisement of their products and promoting their sales. A small 
business started by a single person can emerge out as a large company with the help 
of social media. The main aim of social media for marketing is to create publicity 
for their products and promote their sales.

Introduction 
 In this fast-moving world, there is tremendous growth in 
technologies. People try to update them towards the developed 
technologies. According to statistics, in 2019, it is estimated that 
there will be around 2.77 billion social media users around the 
globe, up from 2.46 billion in 2017. Villages and small towns are 
adapting to the digital revolution. About two-thirds of the global 
internet users access the internet to meet their daily entertainment 
and communication. India is perhaps the second largest country in 
the world for the usage of the internet. One of the primary usages of 
the internet is among the internet users is the usage of social media. 
Most of the companies have started to allocate funds for advertising 
in social media for grabbing the opportunities for branding and 
interaction. The key motivating factor for undertaking the research 
is the growing population of internet users. The social media user 
refers to a person who has a minimum of one social media account. 
Facebook, WhatsApp, youtube, Instagram, Twitter, LinkedIn, etc. are 
the few examples of social media in which facebook tops in the list 
of the most used social media followed by youtube and WhatsApp.

Social Media
 Social Media, as defined by Wikipedia, “Social media are 
computer-mediated technologies that allow the creating and sharing 
of information, ideas, career interests and other forms of expression 
via virtual communities and networks.” Standard features on various 
social media platforms are:
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•  Social media are web 2.0 interactive applications run by the Internet.
•  The key to each social media platform is content generated by its users; it may be photos, 

videos, text comments, or any other online communication.  
•  Each user creates their profile on different social media websites that were taken care of by 

social media organizations. 

Marketing
 Dictionary.com defines marketing as “the action or business of promoting and selling products 
or services, including market research and advertising.”

Marketing Research
 The term “Research” refers to investigating systematically to identify innovative ideas. Marketing 
means promoting the products, increasing sales, generating revenue and enjoying profits. Thus, 
marketing research requires information to analyze the results and interpret the findings.

Social Media Marketing
 Marketing with the help of social media is called social media marketing. The contents are 
created and shared on social media networks to achieve the target of the business. The contents can 
be in the form of images, videos and includes other methods of sharing them. Advertising is also 
done on paid social media platforms for better response.

Digital Marketing
 Digital marketing encompasses all marketing efforts that use an electronic device or the internet. 
Businesses leverage digital channels such as search engines, social media, email, and other 
websites to connect with current and prospective customers to promote their sales and growth of 
the business. 

Objectives
•  To promote the sales of small scale businesses with less or no investment.
•  To promote work-life balance.
•  To earn profits with the help of social media marketing strategies.

 Many people are interested in starting a new business. The barrier of starting a new business is 
no sufficient funds as the capital. But social media can be utilized as a platform for such people 
with no investment and also earn valuable profits for their sales.
 Many people want to balance both their work and life. The standard of living, income, etc. plays 
a vital role in the choice of work. Social media marketing is part of digital marketing. In case, the 
person has no computer with him, a mobile phone with an internet connection is enough to promote 
their sales in social media.
 The quality and the price of the products determine the reputation of the business carried out and 
will result in progressive growth. It helps the B2B chain function most interactively. 

Procedure
•  Open a social media account in any social media.
•  Invite followers to your account.
•  The number of followers, the more will be the promotions for sales.
•  Start posting your products and fix reasonable rates for those products.



107

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

•  The description contains the quality, time of delivery, cost of the products, etc.,
•  The consumers will get all the necessary information about the products. 
•  The description also contains personal contacts such as mobile number, mail id, etc. 

Research Methodology
 The sample size calculated for the study was 200 consumers with the help of social media. The 
primary information was collected with the help of a well-structured questionnaire to different 
online users in Tamilnadu through Email, Facebook, and Whatsapp. Participants were further 
asked to forward the link and draft to other contacts to help me in data collection. The sample 
consists of young people. Their psychology gives a positive review to the online market. Most of 
the answers were in favor of social media marketing as it saves time and energy for the consumers. 
24*7 availability of the products boosts the people to purchase more conveniently. The satisfaction 
of consumers is the key factor in social media marketing. The people with the age group of  
20- 35 are the participants in the survey as the young minds purchase more of products both for 
their children and their grandparents.

Interpretation
1. Whether People Prefer Online or Offline Shopping?
 70% of the people in the survey prefer online shopping, and only 30% prefer offline shopping. 
The reason behind the majority of the vote to online shopping is the time-saving process. 

 

Chart 1. People prefer online shopping or offline shopping

2. Which is the Frequently Used Social Media in Recent Times?
 Facebook tops with 40% usage, followed by YouTube with 30% and Whatsapp with 25% of 
usage. The other social media such as Instagram, Twitter, etc., were also used in minimum numbers. 

Chart 2. Frequently used social media
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3. Whether Men Prefer Online Shopping More or Women?
 Women considerably prefer online shopping more because they prefer to buy their requirements 
from home with their savings. Men are free to reach out to places than women. So comparatively 
women buy more online products. The choice is more in online shopping.

Chart 3. Men prefer online shopping more or Women

4. Reach of Advertising in Social Media
 The people with the age group of 20-25 prefer more online shopping as their requirements are 
more to adapt to recent trends. The people of 25-30 relatively show a lesser preference for online 
shopping. The 30-35 aged people prefer offline shopping due to their traditional way of purchasing 
through direct contact and are unaware of the benefits of online shopping.

 

Chart 4. Reach of advertising in social media

Feedback From Customers 
•  Feedback from our customers will help us to know their tastes and preferences.
•  It will help us to bring products according to their wish and gain a valuable profit.
•  Analyzing market trends is only from the feedback.

At the End of the First Year
•  4 Products x 50 Rs profit = Rs 200 per day. 
•  Rs 200 x 30 days= Rs 6000 per month.
•  Rs 6000 x 12 months= Rs 72000 per annum.

 Assuming a person has sold four products daily through social media marketing without 
investment, then his yearly profit will Rs 72000. A business with no investment to a valuable 
amount at the end of the first year is a great motivation to start a business from homes. 
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Findings and Suggestions
•  The above result of the survey proves that social media provides a platform to start and expand 

our business. All age groups prefer online shopping, and it is the easiest way to promote with 
less or no investment.

•  People being in their homes can start a business with their small savings initially and develop 
their business from prospective profits.

•  The time and energy for both the buyers and sellers will be less and expands the number of 
consumers for the products.

Conclusion
 In recent times, people want to work independently and earn for their own life. Social media 
marketing is one of the mobile marketing strategies which are used to cover a wide range of 
consumers. In short, the offline market is like the tiger chasing its prey. But the online market is 
like a spider that captures its prey with the help of the web. The more promotional ideas, the more 
will be the sales.
 Thus we conclude that a successful business needs proper plans. So plan today, start your own 
business, in your style considering our above thesis and gain more profit from online trading. 
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A Study on Internet Marketing 
and Marketers’ Promotion in 
Tirunelveli

Dr.T.Samson Joe Dhinakaran & P.Prince Hilton 
Guide and Supervisor, PhD Research Scholar 
Assistant Professor of Commerce, St. John’s College, Palayamkottai
Affiliated to Manonmaniam Sundaranar University 

Abstract
Web showcasing, or web-based showcasing, alludes to announcing and advertising 
endeavours that implementationthe Web and email to drive direct deals using 
electronic trade, notwithstanding prospective customers from sites or emails.Here 
I have seen the ten unique frameworks to propel their things and organizations on 
web advancing by the beneficial sponsors in Tirunelveli, Invest in Web Design,Use 
Search Engine Marketing and Optimization, Affiliate and Associate Programs, 
Contract a Coach or Consultant, Use Email Marketing, Build an Opt-In Email List, 
Get Into Articles or News Stories, Write Online Press Releases, Hold Contests and 
Giveaways, Maintain a Blog.Computerized showcasing strategies, for example, 
website streamlining (SEO), web crawler promoting (SEM), content advertising, 
influencer stimulating, content robotization, crusade showcasing, information-
driven advertising, data network business advertising, web-based social networking 
promoting, Webbed life improvement, email direct promoting, Display publicizing, 
digital books, and optical plates and games are ending up progressively basic in 
our propelling innovation. Online to Offline is an expression (usually condensed 
to O2O) that is utilized in auto-electronicallyshowcasing to depict frameworks 
luring shoppers inside as cutting-edgesituation to make buys of merchandise or 
administrations from Corporal Organisation.The motivation behind why numerous 
associations have picked web-based showcasing rather than disconnected promoting 
is decreased expense. The financially savvy is moderately high contrasted with 
papers or outside. Pay-Per-Click is additionally an incredible method to set aside 
cash and watch out for payment as instalment depends on authentication snaps your 
advertisements get.

Keyword: Internet, Marketing, Promotion, Channel, Consumer, Marketer, 
Advancement, Web.

Introduction
 During the 2000s, with increasingly more Internet clients 
and the introduction of iPhone, clients began looking through 
items and settling on choices about their needs online first, rather 
than counselling a sales rep, which made another issue for the 
advertising branch of an organization. What’s more, an overview 
in 2000 in the United Kingdom found that most retailers had not 
enlisted their very own area address. These issues made advertisers 
locate the computerized ways for market advancement. In 2007, 
the idea of promoting computerization was raised to take care 
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of the issue above. Promoting computerization helped organizations fragment clients, dispatch 
multichannel advertising efforts and give customized data to clients. Notwithstanding, the speed 
of its flexibility to buyer gadgets was not quick enough. The spread of data and mindfulness can 
happen over various channels, for example, the blogosphere, YouTube, Facebook, Instagram, 
Snapchat, Pinterest, and an assortment of different stages. Online people group and interpersonal 
organizations enable people to effortlessly make substance and openly distribute their sentiments, 
encounters, and contemplations and emotions about numerous points and items, hyper-quickening 
the dissemination of data. The Nielsen Global Connected Commerce Survey directed meetings in 
26 nations to see how customers are utilizing the Internet to settle on shopping choices in stores 
and on the web. Online customers are progressively hoping to buy universally, with over half in the 
investigation who acquired online over the most recent a half year expressing they purchased from 
an abroad retailer. There are various ways brands can utilize advanced promoting to profit their 
advertising endeavours. The utilization of advanced advertising in the computerized period not 
just takes into consideration brands to showcase their items and administrations, yet additionally 
takes into account online client support through every minute of every day administrations to make 
clients feel upheld and esteemed. The utilization of World Wide Web life connection enables 
brands to get both positive and negative criticism from their clients just as figuring out what media 
stages function admirably for them. In that capacity, computerized showcasing has turned into an 
expanded bit of leeway for brands and organizations. It is currently basic for purchasers to post 
input online through cyberspacelife sources, sites and sites on their involvement with an item or 
brand.

Easy Access to Aware the Products
 A key objective is interfacing with cutting edge advancing customers and empowering them to 
speak with the brand through altering and transport of modernized media. Information is definitely 
not hard to access at a fast rate utilizing propelled correspondences. Customers with access to the 
Internet can use various electronic mediums, for instance, Facebook, YouTube, Forums, and Email, 
etc. Through Digital correspondences it makes a multi-correspondence channel where information 
can be promptly shared far and wide by anyone with no regard to their character.

Upper Hand
 By using Internet stages, associations can make high ground through various strategies. To 
accomplish the most extraordinary ability of cutting edge displaying, firms use online life as its 
essential instrument to make a channel of information. Through this a business can make a structure 
wherein they can pinpoint individual direct models of clients and contribution on their needs. This 
strategies for substance have seemed to have a greater impingement on the people who have a 
long-standing relationship with the firm and with customers who are commonly unique netlife 
customers.

Viability
 Brand care has been exhibited to work with greater feasibility in countries that are high in 
defencelessness avoidance, furthermore these countries that have helplessness evading; internet-
based advancement works adequately. However, brands must be mindful so as not to be extreme 
on theuse of this kind of displaying, just as exclusively depending on it as it might have suggestions 
that could adversely saddletheir image. Brands that address them in an acculturating way will 
undoubtedly win in conditions where a brand is showcasing to this statistic. “Since online life use can 
improve the information of the brand and in this manner decline the vulnerability, it is conceivable 
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that individuals with high vulnerability evasion, for example, the French, will especially welcome 
the high web-based life communication with a humanized brand.”

Statement of the Problem
 An investigation issue is a declaration around a zone of concern, a condition to be improved, an 
inconvenience to be abstained from, or an irritating request that exists in astute composition, on a 
fundamental level, or before long those concentrations to the necessity for vast understanding and 
intentional assessment.

Objectives of the Study
•  To investigate the creative strategies of marketing to reach products and servicesto customers 

and final consumers on the Internet.
•  To regulate the level of satisfaction of marketers and online consumers regarding internet 

marketing.
•  To give suitable suggestions and recommendations to the illiterate people and whoever does 

not know about the importance of OnlineMarketing.

Scope of the Study
 The scope of the study is to analyse “A study on internet marketing and marketers’ promotion in 
Tirunelveli”.

Research Methodology
 Sound condition by green development is the key wellspring of fundamental data isgathered 
from the stars through an overall made review. As the region of study is kept to Tirunelveli and as 
the full-scale masses are numerable, the expert has proposed the discretionary assessing structures 
for the assessmentare used in the research. To see the pros which are other than amazingly solution 
for the get-together of fundamental data the running with method has been understood shrewdly 
by the researcher. Finally, that goad them to wrap up a practical expert, and it is moreover for new 
affiliation peoplewere analysed by 70 respondents.

Collection of Data
 This research paper information is from primary data and secondary data. The structured 
Questionnaire and other secondary details from E-Books and References.

Sample Technique 
 The researcher who has adopted a convenient and random sampling method.

Statistical Data Analysis and Interpretations
Chi-Square Test
 For the calculation, for the chi-square test, the researcher considered the factorseducational 
status of the marketers (10th, +2, UG, PG and Professional) and the awareness of business on the  
internet (high, medium and low)

Calculated value Tabled value

Chi-square 3.0556 10.592

 Hence the Researcher Accepted the Hypothesis because the calculated value is less than the 
table value.
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Ranking Method
Particulars Rank

Website Marketing 2
Pay-Per-Click (PPC) 6
Content Marketing 3
Email Marketing 5
Social Media Marketing 1
Video Marketing 4

 Most of the marketers are using Social Media Marketing(SMM) as a marketing platform to 
reach their product promotions to targeted consumers.

Factors that Influence the Internet Marketing by Marketers
 (SA=strongly agree, A=agree, N=neutral, DA=disagree, SDA=strongly disagree)

Factors SA A N DA SDA Total
Minimal effort for 
operations and a wider 
reach 

42 13 00 06 09 70

Statistic targeting 35 08 15 12 00 70
Capacity to multitask 21 29 04 16 00 70
More Expensive 00 12 23 00 35 70
Web based life 40 21 09 00 00 70
Information collection for 
personalization 

38 20 05 00 07 70

Better sales 
relationships 

00 37 07 26 00 70

Better consumer trust 24 00 00 20 26 70
Increment brand
mindfulness 

47 06 05 12 00 70

Give long time 
presentation

28 16 11 15 00 70

Findings
 From the assessment found that 52% of brokers are female, and their age is between 20-30 and 
70% Online dealers are profoundly consented by advanced showcasing. This assessment reveals 
that 85% of Marketers and online customers are acquiring and outlay more than 20,000, 60% of the 
representatives are employing advanced showcasing for Minimal exertion for activities and a more 
extensive reach. It is decided from the assessment that 51% of businessmen areadequately channel 
the quantifiably centred around buyers, and 60% Capacity to perform various tasks additionally the 
best highlights to get more buyers at the same time in Online Marketing. It is plain from the diagram 
that the considerable part of the sponsors is vehemently varied to increasingly costly factors over the 
table. It is found from the survey winning a piece of the Marketers lives in electronic life for their 
business (58%), (55%) are data accumulation for personalization fundamental elements to arrive at 
conclusive clients, 53% of the advertisers and buyers are using better deals connections in online 
business. From this review reveals that 37% of respondents are concentrating on Web hoisting to 
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search for Better customer trust, 67% online businessmen are getting addition brand care make 
advancement, of products and enterprises to arrive at definite purchasers on advanceshowcasing. 
From this for give 85% of respondents are using web progressing for give long-time introduction 
to declare the items to the clients in on the web.

Suggestions
 Advanced showcasing patterns are changing each day, and there is no real way to monitor them. 
For an influencer and internet-based life advertiser, it is important to watch out for these patterns 
since they are going to shape the up and coming days of the computerized showcasing industry. 
there are more promoters who are contemplating propelling their advanced methodologies and 
afterwards adjusting their substance in like manner, so they don’t need to remain prepared for 
an extreme change. The significant part of corporation will haul out their financial limit from 
other customary advertising sources. It is normal that as a great many people have changed from 
workstations and PCs to portable for perusing, things will soon totally move to pone. Making 
application and sites that are useful for transferable clients will help with the business. Versatile 
spending is required to increment as much as 65 Billion dollars on the future.

Conclusion
 Through advanced advertising, you can be mindful of your clients about your items. If you take 
a better than average adverting technique with online devices, it can assist you with performing 
admirably in the profoundly aggressive market. Online advancement is a decent stunt for the 
present world. It is sufficient because the internet never rests. Along these lines, your item will be 
accessible for the watchers for 24 hours. On the off chance that your fundamental point is to focus 
on an enormous total of individuals, at that point,electronic promoting is a decent method to impart. 
Web-based life advertising has changed the showcasing exercises. There are such a large number 
of web-based life stages. They are on Facebook, Twitter, WhatsApp, WeChat, Skype, Google+, 
Blogs, Instagram, YouTube and so on. Advanced showcasing is financially savvy in correlation 
with the customary promoting channels, for example, TV, radio, Newspapers, Magazine, and flags, 
and so on. Web-based social networking assumes of vital important job in advancing cybernetic 
exercises. This component encourages little associations to advertise their business, focusing on 
the worldwide client. Through automated promoting, you can grow your client reach to different 
nations regardless of land obstructions. It is one of the best advantages of advanced showcasing.
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Abstract
A Mutual Fund is one of the most expedient investment options for the common man 
in India as it provides an opportunity to invest in a broad, professionally managed 
bunch of securities at a relatively low cost. The Mutual Fund industry unfolds as an 
important segment of the financial market of India as it channelizes and mobilizes 
funds from several investors and invest the same in the prominent equity and debt 
instruments. Idle funds are considered dangerous but at the same time investment 
in an ideal option is essential. This risk is borne by the competent fund manager, 
which is its best part. This context helps to have knowledge about the various 
factors influencing the buying behavior of Mutual Fund investors. This study aids 
to understand the attitude of women investors towards investment in Mutual Funds 
and further a brief understanding of how Mutual Fund succours for the sustenance 
of the upward trend of the financial market of India as well as understanding the 
term ‘Green Mutual Funds’, its importance for the longevity of the environment we 
dwell in. 

Keywords: Mutual Funds, Women Investors’ Attitude and Perception, Sustainable 
Development.

Introduction
 Mutual Funds are financial intermediaries that collect funds 
from various small investors (Unit holders) and invest the same in 
large investment avenues on behalf of the investors and issue them 
securities (units). They serve as pure intermediary between small 
investors and the vast financial market. Mutual Funds involve three 
cardinal parties viz Sponsor, the Trust and the Asset Management 
Company (AMC). In short, Mutual Fund has large number of 
investors with one common objective through which the income that 
is generated is then distributed proportionately amongst all investors.

Organisation of Mutual Funds
 Mutual Funds involve three cardinal parties viz Sponsor, the 
Trust and the Asset Management Company (AMC). The one 
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who promotes Mutual Funds is the Sponsor who appoints the Trust which in turn hires Asset 
Management Company (AMC). AMC involves professional managers who conduct research as 
they take responsibility to invest the savings of the small investors in an optimum portfolio. 

Review of Literature
 Desigan et al. (2006) analysed the investment behaviour of women in Mutual Funds and has 
revealed that lack of knowledge and hesitation due to risk involved caused them to rely on other 
investment options but due to change in time women start to prefer Mutual Funds which seem to 
have a growing pace in the mere future.
 T. Devasenathipathi et al. (2007)revealed how awareness plays a pivotal role in pooling funds 
for Mutual Funds and the perception of investors towards investment in these Funds which seem to 
be different once investors have a clear study of the concept of Mutual Funds.
 Rajesh Kumar and R.S.Arora (2013) analyzed on Investor’s perception about Mutual Funds in 
India which helped to understand few important aspects that influenced the investors towards their 
investment in Fund units.
 Rajdeep Kumar Raut and Niladri Das (2015)demonstated the behaviour of investors towards 
decision making process as to how important it is to make correct decision with correct guidance 
when it comes to huge investment.
 T. Velumurugan and N. Vijay Anand (2015) examined the various factors which influence the 
mutual fund investment decision making using Regression analysis.
 S. Neelima and Dr. D. Surya Chandra Rao (2016) has implied factor analysis to study the factors 
influencing the investors investing in mutual funds and various schemes of the investment avenue 
where the study is considered useful for the Asset Management Company for understanding the 
investor’s buying behviour.
 Varun Sagar Singal and Dr.Rishi Manrai (2018) identified factors that prevent the investors 
from investing in Mutual Funds and the ways through which the Companies can improve the same 
to invite many investors. 

Objectives
•  To identify the various factors influencing the buying behaviour of Mutual Fund investors.
•  To understand the attitude of women investors towards investment in Mutual Funds.
•  To develop knowledge of Green Mutual Funds and its increasing importance in the financial 

market.

Factors Influencing the Buying Behaviour of Mutual Fund Investors
 The Unit holders ( at retail level) are highly heterogeneous group who expect to gain regular 
return with low risk. There is immense competition among the Asset Management Companies to 
sustain in the financial market for which they need to understand the changing buying behaviour of 
these investors. There is always a set of factors which will influence the investors in their buying 
behaviour as identified by T.Velmurugan and N.Vijai Anand (2015) because being rational, the 
investors tend to earn well by changing their investment pattern based on their requirements which 
are listed below:

Past Performance of 
the Units Date of Inception 

Current situation of the 
market

Awareness before investing
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Dividend history Rating by rating agency of 
funds

Diversification of risk Fund Type and size
Liquidity options Reputation of Fund 

Manager
Redemption facilities Investor’s grievance and 

redressal facilities
Professional guidance Fund Sustainability

Analysis of the Factors Influencing Buying Behaviour of Mutual Fund Investors
 T. Velumurugan and N.Vijay Anand (2015) analysed that the dependent variable being “Mutual 
Fund Investment” was influenced by independent variables which were divided into relatively 
influencing variables and not relatively influencing variables.
•  Fund Type and Fund Size, Reputation of Fund Manager, Past performance of units in the 

market and Dividend history had a relative influence on the dependent variable. For instance 
for every unit increase in fund size and past performance, the mutual fund investment will go 
up as per the analysis.

•  Current situation of market, Liquidity option, Redemption facility, Rating by rating agency, 
Fund Sustainability and Investor’s grievance and redressal facilities had a non relative influence 
on the dependent variable.

 The researcher concluded that a new investor will be influenced and will intend to know the 
influence of the above said factors before investing in Mutual Funds inorder to get high return with 
low risks.

Analysis of Other Factors
 There are various other factors which may influence the investors towards investment in Mutual 
Funds and they are Risk involved, Diversification of risk, Professional guidance, Date of Inception, 
Awareness before investing which are explained below:

Date of Inception
 Inception date is the date on which the fund has been lauched. This is the effective date from 
which the fund starts to operate. Funds with long track records helps the investors to assess the 
overall performance of the funds.

Professional Guidance
 Buy low and sell high is that being expected by majority of investors. Inorder to achieve this, 
deep understanding of the transaction in funds is essential which will involve expertise in the field, 
time consumption. Hence this can be sorted with proper professional guidance.

Diversification of Risk
 Business is always prone to risk which is the same in case of Mutual Funds too. But proper 
analysis will reduce the risk involved in the investment made. Hence this can be done with the 
support of fund managers who help in diversification of risk.
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Attitude of Women Investors Towards Investment in Mutual Funds
 Women have turned to be breadwinners of their families in the recent times. As they started 
earning, they give more importance for savings inorder to support their retirement life. Women 
normally tend to take less risk interms of long term investments. Considering this mutual funds 
seem to cover every aspect of their satisfaction only through proper assistance. Hence if attitude of 
women investors are to be considered, the following points seem to be convincing.

Parking Funds in Highly Secure Avenues
 Women tend to invest surplus funds in those options which are always secure. They opt for 
minimum risk investment avenues. Hence safty plays a major aspect when it comes to investment.

Preference Towards Option Which Fetches Expected Return
 Investment in made with an intention to earn a return. Hence those schemes which offer a good 
amount of return is given priority when it comes to attitude of women investors towards investment 
in mutual funds.

Updation Through Constant Assistance
 The special feature of Mutual Fund is the assistance provided by the Fund Managers. Hence 
based on the changing requirement of the investors the fund managers need to extend their support 
for which constant updation is essential.

Most Suitable for Small Investments
 Mutual Funds invites small investors in large numbers to mobilize and channalise funds in the 
optimum investment avenue. 

Green Mutual Funds
 Mutual Funds that invest in Green initiatives is refered to as Green Mutual Funds. Green 
initiatives include investment in those companies which are engaged in socially and environmentally 
supportive businesses  using sustainable means such as solar, wind, bio fuels and geothermal 
technology. Investors tend to invest in these type of funds as concern towards these initiatives are 
increasing in their minds in the recent times thus promoting sustainable development. 

Importance of Green Mutual Funds
 Green Mutual Funds are important as
•  It is typically rewarding both the investor and the community
•  The socially responsible company’s reputation reaches a remarkable height in the financial 

market
•  This concept aims at better workplace, concern for its products, consumers and the environment 

thus striving hard for a better future.

Green Funds in India
•  Canara Robeco Mutual Fund in tie up with Switzerland based ‘Sustainable Asset 

Management(SAM) has launched platform to invest in projects concerning water, to efficiently 
consume energy resources and climate changes.

•  UTI Ventures has invested in Pesco Beam Environmental Soultions, a firm which is involved 
in waste oil recycling and in alternate energy system.

•  Canara Bank has invested in Natura Fibretech which finds an alternative for timber used in 
Construction sector.
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Development in Green Mutual Funds
 In India there is increasing concern for sustainability. Hence this concept has entered the financial 
market as well and has induced numerous companies to invest in those green projects which inturn 
has interested majority of general public to invest in these ventures and one such example has been 
briefed below:

Quantum Mutual Fund – Esg Equity Fund
 Quantum Mutual Fund has launched ESG Equity Fund which will primarily invest in Indian 
Companies. This initive has been taken to give importance to Environment, Social and Governance 
(ESG) Funds. Chirag Mehta – Senior Fund Manager – Alternative Investments, Sneha Joshi – 
Associate Fund Manager – Alternative Investments are jointly responsible for this new initiave.

Investment Strategy
 Investment in stocks of Indian Companies will be made after intensively analysing the 
environment, social and governance standards/practices. The fund house intends to recognise and 
invest in clean and green equity funds. They also consider those companies which foresee the 
climatic changes and issues in the society and devise and equip themselves will sustain in the 
long run even during the period of downturn. Further they extend to follow “ESG Framework’ to 
intensively understand the company’s management practices, handling risk and sustainability of 
the business. In this way they intend to help investors to park their surplus funds in sustainable long 
term growth prospects.
 
Concluions and  Implications
 Savings aspect in the minds of women investors is to be encouraged and the small units are 
to be mobilized for investment in the appropriate investment option. Normally women tend to 
concentrate on savings in a higher sense when compared to men. Hence this has to be brought to 
the notice of women to make them aware of the connectivity between period of investment and the 
risk-return part of any investment option to make them take the right choice.
 There is always a scope for further study on Green Mutual Funds as it is the emerging investment 
avenue for those encouraging sustainability. In addition to this we would like to suggest few 
important implications to the Government such as to minimize the lock in period of investment, 
provide tax benefits for those invested in green projects thus encouraging numerous others to invest 
in those projects and ultimately to create awareness to investors to channelise their funds in Mutual 
Funds Schemes.
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Introduction
 In recent times, Public Sector Banks (PSBS) have become a 
subject  matter of  discussion and debate.  Still there is hue and cry 
about the performance of public sector banks, otherwise called State 
run banks. In this backdrop the present paper is an earnest attempt 
on the part of the authors to outline the performance of the PSBs and 
a few grey areas of concern.  Incidentally the authors outline a few 
suggestions.

Nature of Study
 The present  study is mainly descriptive. However, relevant data 
are given to substantiate the theoretical information.  The authors 
have not collected any data afresh.  They have completely relied 
upon the secondary data i.e. published information.  It is, therefore, 
an ex-post facto research.

Banking Sector
 Banking sector plays a vital role in the economic development of 
a nation.  This sector has generated huge employment opportunities.

Types
 In India, there are two primary types of banking sector
•  Public Sector Banks
•  Private Sector Banks

Public Sector Banks
 As implied by name, the government holds a  major share in the 
capital of such banks. They are popularly known as nationalised 
banks  or state run banks. There are 18 nationalised banks in India.
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Private Sector Banks
 As implied by name, the private sector banks are owned and controlled by a few prominent 
promoter groups. During 1990s, they gained momentum as a result of LPG (Liberalisation, 
Privatisation and Globalisation) policy of the government.  They compete with public sector banks 
in India.
 However, there is a common thread.  Both private sector banks and public sector banks are 
regulated by RBI. 

Scope of the Study
 This  paper  gets  itself  confined  to the study of public sector  banks.  For comparative study 
purpose, performance of private sector bank is  briefly outlined.

Historical Perspective of PSBs
 19th July, 1969 marks a milestone in Indian banking sector.  On this day, the then Congress 
Government, headed by Smt. Indira Gandhi took a bold decision to nationalise 14 major scheduled 
commercial banks with  deposits of over Rs.50 crore.
 The primary objective of nationalisation was to break the vice-like grip of leaders of Commerce 
and Industry on commercial banking.  This grip was likely to cause erosion of the capital base of 
such banks.
 Subsequent to nationalisation of these 14 banks, some private sector banks were noticed to 
suffer from governance problems. Accordingly, six banks – Andhra Bank, Corporation Bank, New 
Bank of India, Oriental Bank of Commerce, Punjab and Sind Bank with deposit liability  of Rs. 200 
crore and above were nationalised in April 1980. With the nationalisation of these six banks, the 
number of public sector banks (PSBs) including State Bank of India and the associate banks, rose 
to 28in April 1980.
 
Rationale of Study
 Inspite of the opening up of the banking sector to private  players in the early 1990, PSBs still 
remain formidable players in the banking scene. The market share in overall bank credit and overall 
bank deposits was at 6.32 percent and 66.9 percent respectively at the end of fiscal year 2018-19.
 The efficacy of  bank nationalisation could be seen in the increase in bank branches brought 
about by the 22 public sector banks in just five years.  Half of the 10,543 new branches opened 
between 1969 and  1975 were in the rural areas.  It increased the share of rural branches from 17 
percent to 36 percent.  By 1990, total bank branches numbered 59,752 with over 58 percent share 
of rural branches.  The share of agriculture in total credit went up from 2.2. percent in 1967 to over 
9 percent in 1975.
 There is another interesting information in favour of nationalisation.  Between 1947 and 1955, 
there were 361 instances of bank failures. As such, many depositors lost their life savings and their 
faith in banking system. After 1955, there was a growth in deposit mobilisation.  However, several 
problems persisted. The then private owners of the banks were merely interested in cornering 
the finance mobilised through depositors. They did not even care for running the banks on sound 
commercial principles. This  resulted in a gradual erosion in the capital base of banks with the ratio 
of paid up capital and reserves to deposits declining from 9.7 percent in 1951 to 2.2 percent in 
1969. Hence nationalisation.
 There is another argument in support of public sector banks. They are confronted with 
formidable problems like increase in Non-performing Assets (NPAs), operational inefficiency and 
low profitability. Inspite of this, it is commendable to note that not (even) a single nationalised 
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bank has failed or faced liquidation till date, unlike its pre-1969 predecessors in the private sector.  
Hence the present study.
 
Grey Areas
 Having outlined the importance of PSBs, the authors now  wish to  outline a few areas of concern 
or grey areas. PSBs are not an unmixed blessing. Of late, they face the following formidable  
problems.
•  Competition From Private Sector
•  Regulatory hassles
•  Threat from other agencies
•  Bank charges
•  Frauds
•  Mounting bad loans (NPAs)
•  Threat from Unions

Competition from Private Sector
 Public sector banks cannot be compared with private sector banks.  Recently, C.H.  Venkatachalam, 
General Secretary of All India Bank Employees Association (AIBEA) has observed: “..... One  
cannot compare PSBs with private banks, as profit  is the main objective of private banks while 
public banks have more of a social  responsibility.”
 Recently Shri Uday Kotak, Executive Vice-Chairman and Managing Director of Kotak Mahindra 
Bank has observed. “Private sector banks’ market share will go up significantly.  They will be 
on par with that of public sector banks in the next five years.” The Catholic Syrian Bank Ltd., 
Chairman has observed: “Public sector banks grant loans.  We (private sector banks) sell a loan.” 
Nowadays public sector banks face severe competition from  private sector banks.

Regulatory Hassles
 In India the RBI issues orders, now and then, regulating  banking sector.  Accordingly the banks 
have to reduce the deposit interest rates. This adds fuel to the fire.

Threat From Other Agencies
 Once three C’s were associated with the banking sector. They are “Capital, Capacity and 
Character.” Now the public sector banks have been fearing of 3Cs. They are Comptroller and 
Auditor General of India (CAG), Central Vigilance Commission (CVC) and Central Bureau of 
Investigation (CBI).
 The Commissioner of CVC has recently observed; “CVC is reviewing central statutory reports, 
concurrent auditors’ reports and other audit reports through Central Vigilance Officers of all public 
sector banks and insurance companies.”

Bank Charges
 The  news in Business Line dated 22nd December 2018 is worth reading: “ Twenty one (then) 
public sector banks have collected more than Rs10000 crore in 42 months from the general public 
for not maintaining minimum balance and charges for additional ATM transactions beyond the 
permitted free facility. The following table illustrates this.
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Table:1 Collection Through Charges (Rs. In Crore)

Years
Charges for not 

maintaining minimum
 balance (Rs. in crore)

Charges for ATM use 
beyond  permitted free 
numbers  (Rs. in crore)

Total 
(Rs. in crore)

2015-16 841.41 921.64 1763.05
2016-17 926.36 938.13 1864.49
2017-18 3489.52 1413.29 4902.81
2018-19* 989.45 871.93 1861.38

                                                     Grand Total 10391.73
  Source Lok Sabha * April To September

 These charges contribute to banks’ profitability.  However, the customers of banks are not likely 
to be happy.

Frauds
 Frauds in banking sector have become the order of the day.  A  total of 8,802 frauds were 
reported by scheduled commercial banks and public sector banks in 2017-18 against 7,794 in 2016-
17 and 7,482 in 2015-16. Thus there is an increasing trend.  The amount lost in crores erode the 
profitability of these banks, causing concern to the depositors.
 According to tech major  CISCO, banking and finance, government and critical infrasture  were 
among the most targeted sectors in India by cyber criminals in 2018-19.  This is likely to create 
panic  in the minds of customers.

Mounting Bad Loans
 Recently, the term NPA is occupying central place in all  news papers. It means non-performing 
assets.  If a bank loan is due for more than 6 months, it is termed as non-performing asset.  
 As per RBI provisional data on global operations, as on 31.3.2019, the aggregate amount of 
gross NPAs of PSBs was Rs. 8,06,412 crore.
 The banks have to create provision against such risk which in turn erodes the profitability. This 
is not in the interest of the investors.
 
Threat From Trade Unions 
 The  recent announcement by the Government about merger of  PSBs have been vehemently 
criticised by the trade unions. Recently, Shri Devidas Tuljapurkar, Joint Secretary of All India 
Bank Employees Association (AIBEA) has observed:
 “By kickstarting consolidation among  PSBS and at the same time opening doors to the private 
sector, there is an attempt to undermine PSBs.
 
Suggestions
 Having outlined the problems faced by public sector banks, the authors now outline a few 
remedial measures.

•  To curb the incidence of huge NPAs, the banks can cross check the information by the borrowers 
with some agencies like credit rating agencies.

•  Regarding  vacancies at the top level, the concerned bank should not allow the top post to fall 
vacant for a long period of time.
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•  They should get regular feedback from customers.
•  They must arrange for discussion with trade unions’ representatives at a periodical interval of 

at least one year.

Conclusion
 Public sector banks have made some objectives of nationalisation realistic. Yet they are 
confronted with formidable problems, which they need to be addressed with care and caution.  
Otherwise Public sector banks are likely to become Pathetic Sick Banks.  The RBI must issue 
guidelines in the interest of the nation and gullible investors. The authors still have a ray of hope 
that Public sector banks will become stronger in the near future.
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Abstract
Promoting begins with the requirements of the client and finishes with his fulfillment. 
When everything rotates round the client, at that point the investigation of purchaser 
conduct turns into a need. It begins with the purchasing of merchandise. Merchandise 
can be purchased separately, or in gatherings. This trade is typically between the 
dealer and the purchaser. A procedure of purchasing begins in the brains of the 
purchaser, which prompts the finding of choices between items that can be obtained 
with their relative points of interest and hindrances.  Client conduct study depends 
on shopper purchasing conduct, with the client assuming the three unmistakable 
jobs of client, payer and purchaser. What we purchase, how we purchase, where and 
when we purchase, in how much amount we purchase relies upon our observation, 
self idea, social and social foundation and our age and family cycle, our frames 
of mind, convictions esteems, inspiration, character, social class and numerous 
different variables that are both interior and outside to us. To comprehend the 
preferences of the buyer, broad purchaser research studies are being directed. In an 
utilization domain, an individual picks an item or a brand, which appears to have a 
most extreme probability of the definition or elaboration of his way of life character.

Keywords: Consumer Buying Behavior, Home Appliances, Purchaser.

Introduction
 Buyer conduct is the investigation of the procedures included 
when people or gatherings select, buy, use, or arrange or items, 
administrations, thoughts, or encounters to fulfill needs and wants. 
Purchaser conduct is impacted by a person’s physical and social 
condition, the person’s inspiration to devour, his or her impression 
of the item, brand, administration, or organization, and the objectives 
or requirements that the person in question may acquire through 
utilization. Individuals are may buy because of their state of mind 
and their environment. The investigation of customer conduct is 
concerned with what shoppers purchase, yet additionally with why 
they get it, when and how they get it, and how frequently they get 
it. In a word, the comprehension of shopper inclination and feeling 
are significant determinants for the achievement of the advertisers 
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and all that could vitiate impact the choices identifying with the recognizable proof of chances, 
item strategy, channel of circulation, valuing, individual selling and special methodologies. In this 
manner the showcasing idea is more buyers situated. Subsequently the investigation of customer 
conduct is essential to all advertising exercises.

Objectives of the Study 
1.  To study and dissect the Consumer Buying Behavior towards chose Home Appliance Products 

in Ramanathapuram. 
2.  To comprehend the different elements and its effect on Consumer Buying Decision of Home 

Appliance Products in Ramanathapuram 
3.  To discover wellsprings of data utilized by shopper before settling on choice of explicit brand 

of home apparatus.

Research Methodology
 The sample size of this study is limited to 75 Respondents. 75 home appliance users in different 
places of Tirunelveli. The survey was conducted among the respondents and randomly selected 75 
respondents, using separate well-developed questionnaire. The required primary data for the study 
were collected through questionnaire. The questionnaires were distributed directly by the researcher 
herself to these sample consumers who are nearby. Relevant secondary data were collected from 
the text books and Internet.  While analyzing the primary data statistical tools were used. Statistical 
tools include table, chi-square and simple percentages.

Personal Details of the Respondents 
Demographic Variable Categories Counts Percentage

Gender Male
Female

30
45

40
60

Age

20-30
30-40
40-50
Above50

20
30
15
10

27
40
20
13

Designation 
Student
Private employee 
Government Employee

25
30
20

33
40
27

Marital Status Married
Unmarried

45
30

60
40

 Interpretation: From the above table, there are 30 Male respondents and 45 Female respondents 
in my complete example. The greater part of the 45 respondents are Married.

Ranking Method
Particulars Rank
Television 1
Air Conditioner 4
Microwave Oven 5
Washing Machine 3
Refrigerator 2

 Most of the respondents are prefer Television
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Chi – Square Test
 For the calculation for the chi-square test the researcher considered the factors Gender (male 
and female) and Age

Calculated value Tabled value
Chi-square 3.0556 12.592

 
 Hence the Researcher Accepted the Hypothesis because the calculated value is less than the 
table value

Findings of the Study
1.  60% of the respondents are Female.
2.  40% Most of the respondents age are 30-40.
3.  In my study, 40% of the people are private employee.
4.  60% of the people who are married.
5.  Most of the respondents are prefer to purchase Television
6.  Hypothesis is accepted by the researcher that because the table value is greater than the 

calculated value.

Suggestions
 The organizations need to get ready for sound showcasing procedures to pull in the clients. 
Choice of media,fixing value, offer and so on dependent on the statistic profile of the clients. 
Preparing to the vendors, sales rep at ordinary interims by the organization with the goal that they 
ought to give the normal data and service.To make progress in the market, it has turned out to be 
profoundly unavoidable to create merchandise in such a way as favored by the client, as buyer is 
the ruler around whom the whole showcasing movement spins. It tends to be said that the cutting 
edge market is customer situated and any item achievement or disappointment is resolved uniquely 
by the purchasers.

Conclusion
 The greater part of the respondents known Samsung, Whilpool, LG, and Onida, organization 
brands. In light of rankings given by respondents, the fundamental elements engaged with choosing 
home apparatuses are value at that point brand name, at that point quality, at that point offers, at 
that point administration. For purchasing TV, a large portion of the respondents are offered need 
to picture quality and sound quality. For purchasing Washing machine, the vast majority of the 
respondents given first need to washing limit when contrast with different variables. If there should 
arise an occurrence of Air-conditioner, cooling framework and vitality effectiveness are top most 
highlights considered by the respondents. If there should be an occurrence of microwave the vast 
majority of the respondents are affected by warming arrangement of the microwave. The majority 
of the respondents are inspired by retailers for purchasing home apparatuses.
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Abstract
This paper is purely based on the internet marketing relating to their usage and types 
etc..in which theword internet means needed information, communication and any 
other sources which are done withthe help of the sources called net and which in turn 
termed as internet.

With the rapid growth in the marketing industry in India, marketing through internet 
are also increasing very fast and internet have started using innovative methods as 
compared to last time. As apart of the study, a questionnaire – based survey was 
conducted in 2019 with 100 respondents “toknow their perception towards internet 
marketing and to evaluate the factors influence the higher levelof internet marketing 
to go higher and higher”.

Although customers cannot be 100% secure against unknown threats, during the 
purchase/sale of anyproduct with the help of internet marketing. Some of the other 
improving and promising steps to makethe customers are: duplication, compensation 
of the product offered by customer, misleading of colour display etc..

Keywords: internet marketing, net, communications

Introduction
History of Internet Marketing
 The word “Internet Marketing” introduced in the year of 1990s. 
But it took some years for the marketers and experts to be aware of the 
uses of digital marketing. The time of invention of internet marketing 
has not been widely spread due to the less internet deployment. The 
first e-commerce transaction which is done through the internet was 
made in the year 1994. Later, Yahoo was launched this year within 
one year it hitted more than the target of 1 million e-commerce 
transactions. In the year 1997, the first social media site Sixdegrees.
com was launched. The golden year (1998) of digital marketing is 
by launching Google. The year of social media is 2012 where many 
companies increased their social media budget upto 64%, and they 
realized these sites which will  help them to explore their businesses 
globally and for the promotion of their products and brands on various 
social media channels. The word “internet marketing” is also known 
as “online marketing”, “digital marketing”, “e-marketing”, “web 
marketing”. To conclude with the Internet marketing is not an easy 
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task as it is growing exponentially everyday. As the customers are large in number and they are 
becoming smarter and as their demand increases day to day, companies are trying to come up with 
new strategies of ideas in the internet marketing.

Role of Internet Marketing Modern Marketing
 In earlier days, most businesses are limited and people who reside in the same vicinity of that 
location will know about those businesses. Nowadays the current scenario has entirely changed, 
an organization is visible to millions of people at once through this internet marketing. Hence, it 
increases the visibility of many businesses around the world. The important vital part of this internet 
marketing is that it does many researches about the taste and preferences, habits, demographics of 
consumers based on these research surveys the marketers are able to satisfy the target audience 
i.e., their end consumers. The relationship between business to business (B2B) and business to 
companies (B2C) are made easily possible by way of world wide reach of the internet. Through 
these websites, consumers are able to gather more information about the various brands and 
products.

Advantages of Internet Marketing
 Many organizations prefers internet marketing as a tool as it is far cheaper when compared to 
traditional form of offline marketing to promote their business venture and to make more sales and 
profits. In addition to this, it is time saving for both the consumer and marketers to find variety 
of brands and to sell products by sitting at one location. The major advantage of this internet 
marketing is that it can be able to capture the global consumer (unlike the traditional marketing is 
restricted within the selected locality). To clarify the consumer with the advertisement of a product 
is very easy to access as well as it can be accessed from a single location. The Internet Marketing is 
considered to be an important aspect as it covers the overall communications between consumers 
and marketers.

Disadvantages of Internet Marketing
 When we say the word internet marketing, from the viewpoint of the businessmen it is not so 
easy to do as it does not happen at a free of cost. It incurs some expenses like cost of hardware and 
software, website designing, maintenance of the site and their serves, product distribution cost, 
etc…all of these factors will be taken into consideration while making internet marketing budgets 
and strategies. These marketing techniques will take some time to create trust among the minds of 
customers. Hence, to get an instant trust from the customer is a major drawback. A great deal of 
Skill and knowledge is required for the success of this internet marketing.

Objectives of the Study
1.  To evaluate the awareness of Internet Marketing among customer.
2.  To estimate the popular media app Flip kart.
3.  To find the various types of Internet Marketing.
4.  To order the preferences of customer towards the Internet Marketing.
5.  To understand the need of Internet marketing.

Limitations of the Study
1.  The sample of consumer was not enough to generalize the findings of the study.
2.  The main source of data for the study was primary data with the help of self-administrated 

questionnaire.
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3.  Hence the chance of unbiased information is less.
4.  People were hesitant to disclose the true facts.
5.  The duration of the study is limited to 1 month.

History of Flipkart
  The Flip kart is e-commerce based company. It is founded in the year of 2007 in Bengaluru, 
India. Flip kart has crossed the successful journey of 12 years. Sachin Bansal Binny Bansal is the 
founder and kalyankrishnamurthy is the CEO of flip kart. no.of employees in flip kart is 30000 this 
is as per 2016 survey. As per financial year ending 31st march 2018, the flip kart has reached the 
turnover of $3.8 billion (Rs.26925 crore). Recently Walmart, a US-based giant retailer has acquired 
77% of shares of flip kart on the date of May 9 2018 and the company’s founder holds the balance 
23 %.

Its Business Acquisitions and Plans 
 The Flip kart acquired Myntra whose is online fashion retailer on May 2014 for Rs.20 billion 
(US$290 million). It has been a partner of Motorola, an exclusive India retailer of Moto G 
Smartphone. Subsequently, in July 2014 it partnered with another smartphones launcher Xiaomi. 
In March 2015, it gave access to its websites on mobile devices and it acquired the market by 
providing the facility to users to download the site’s mobile app instead. In 2016, it acquired 
Jabong an online fashion retailer as well as the UPI mobile payments startup PhonePe. Flip kart 
overtook Amazon India by holding 51% share of all Indian smartphone shipments in 2017.

Origin of Flipkart
 India’s first biggest e-commerce startups to achieve such a billion dollar valuation today are made 
possible by Flip kart. Its success story starts with the two friends SachinBansal andBinnyBansal 
who worked in Amazon. They both were techies and had a thought to build something new which 
they won’t want to deal with the marketing and sales. These thoughts made them build a search 
engine for e-commerce. Finally, they left their job at Amazon to give a shape for their thoughts and 
that was the genesis of Flip kart. It is not only an e-commerce site for purchase and sales of products 
of various brands but it also has its own products i.e., in-house products. Flip kart launched its own 
set of mobile phones, tablets etc.,.and  a wide range of personal health care products was launched 
under the name of a brand called “citron”.

Questionnaire Design
 The questionnaire was framed according to the objectives of the study with 13 questions, which 
is enclosed at the end of the project.

Analytical Tool
Table I

Monthly Income of Respondents
X- number of respondents for monthly income

Particulars Percentage
Rs.10000-20000 57
Rs.20000-30000 23
Rs.30000-40000 13
Rs.40000-50000 3

Rs.50000 and above 4
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 Table I shows that the majority of respondents nearly 57 %  falls under the monthly income of 
10000-20000 .

Table II
Criterias for Opting Flip Kart

Y- number of respondents opting Flip kart  for buying
Particulars Percentage

All the above 42
Offers and discounts 24
Time saving 17
Availability of various brands  9
Cost convenient 8

 
 Table II shows that the majority of the respondents nearly 24% opt flip kart because of  their 
offers and discounts.

Karl Pearson’s Coefficient of Correlation
x y X=x-X- y=y-Y- x.y X2 Y2
57 42 37 17 629 1369 289
23 24 3 4.2 12.6 9 17.64
13 17 -7 -2.8 19.6 49 7.84
3 9 -17 -11.9 202.3 289 141.61
4 8 -16 -11.9 190.4 256 141.61

1053.9 1972 597.7

 X= Σ X/NY= ΣY/N
   =100/5          =100/5
   =20               =20
 r= Σ x y/√ Σx2. Σy2
   =1054/1086
   = 0.97053407

Result
 There is a positive relationship between the monthly income and the criteria for opting the 
products in flip kart.

Table  III
Occupation of Respondents

X- number of respondents based on their occupation
Particulars Percentage

Engineering studies 40
Commerce studies 34
School studies 14
Self employed 10
Others 2

 Table III shows that the majority of the respondents nearly 40% are engineering graduates
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Table IV
Comfortable Zones  of Replacment of Products in Flip Kart

Y-number of respondents comfortable zone of 
replacing the products in flip kart

Particulars Percentage
Agree 56
Neutral 21
Strongly  agree 17
Disagree 5
Strongly disagree 1

    
 Table IV shows that the majority of respondents are agreeing with the comfortable zone of 
replacing the products.

x y X=x-X Y=y-Y x.y X2 Y2
40 56 20 36 720 400 1296
34 21 14 1 14 196 1
14 17 -6 -3 18 36 9
10 5 -10 -15 150 100 225

2 1 -18 -19 342 324 361

1244 1056 1892

 X= Σ X/NY= ΣY/N
   =100/5       =100/5
   =20            =20
 r= Σ x y/√ Σx2. Σy2
     =0.8801
 
Result
 There is a positive relationship between the qualification and comfort ability of replacing the 
products in flip kart.  

Conclusion
 This study has helped us to know the level of purchase of the products through flip kart in 
online marketing. Where in there is also some drawbacks in flip kart where that can be made 
a improvement to make it more effective and usefulness for the customer and other who make 
purchase. We also found difficulty in collecting the data since only 57% out of 100% were member 
in the flip kart and wherein others only make payment and are not member of the flip kart and make 
only purchase. They should also be known about the membership provided by the flip kart by being 
so they will get more discounts and offers while making purchase of any products and also may 
know the notification of any products that they are in need of. 
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Abstract 
After the Govt of India’s sudden and shocky announcement of demonetization, Indian 
financial system stood stagnant for a long period, especially banking system. Banks 
are core part of any economy. They channelize money for the smooth functioning 
of different sectors in India. The major function of every bank is accepting deposits 
and lending loans. Growth pattern of deposit and lending is one of the important 
factors which affect the profitability and risk management of bank. The unexpected 
demonetization decision of ruling government has greatly influenced on the accepting 
and lending functions of entire banks in India, especially the scheduled commercial 
banks. This study mainly focuses on the short term impacts of demonetization on 
the growth rate of aggregate bank deposits and gross bank credit i.e. advances 
of scheduled commercial banks. This study adopts a descriptive and analytical 
approach and the study is purely based on secondary data. Data were obtained from 
the annual, monthly and quarterly reports and various publications of RBI. During 
the study various websites, magazines, journals, newspapers and books dealing with 
the current banking scenario are also referred. The data used in the present analysis 
is confined from November 2015 to November 2018.  

Keywords: demonetization, Indian Financial System, Bank Deposits and Advances, 
Scheduled Commercial Banks.

Introduction 
 The term ‘Demonetization’ is an unforgettable, widely debating 
and well experiencing term from November 8th 2016 till now. Every 
nook and corners of India, even every single person of India whether 
it is a politician, bureaucrat, business tycoon, banker, cheap jack, 
hawker, peddler, fisherman, grocer, farmer, laborer, housewife, child, 
etc has experienced the effect of demonetization. After the Govt of 
India’s announcement of demonetization, Indian financial system 
stood stagnant for a long period, especially banking system. Banks 
are core part of any economy. They play vital role in the economic 
development and growth of the Nation. They channelize money for 
the smooth functioning of different sectors in India.The primary 
function of every bank is to accept deposits and grant loans. They 
act as the link between lenders and borrowers i.e. those who have 
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the money to those who needs the money. Growth pattern of deposit and lending is one of the 
important factors which affect the profitability and risk management of a bank. The unexpected 
demonetization decision of Modi Govt. has greatly influenced on the accepting and lending 
functions of entire banks in India especially, the scheduled commercial banks. While celebrating 
the second anniversary of phenomenal decision of demonetization, our Nation never completely 
wakeup from this tremendous currency confiscation. Nowadays every economy of India is trying 
to adjust with this historical moment of demonetization. It will take at least five to six years to 
get the complete and actual results of this demonetization. But today i.e. two years after the 
demonetization, only short-term effects are quite visible.This study mainly focuses on the short-
term impacts of demonetization on the growth rate of aggregate bank deposits and gross bank 
credit i.e. advances of scheduled commercial banks. This study adopts a descriptive and analytical 
approach and it is based on secondary data.Research period is from November 2015 to November 
2018, it is a comparative study which considers pre and post demonetization period.

Concept of ‘Demonetization’, ‘Scheduled Commercial Banks’ and ‘Bank Deposits & 
Advances’ 
A. Demonetization
 Demonetization is the act of stripping a currency unit of its status as legal tender. It is a process 
of removing a currency from general usage or circulation. Demonetization has happened thrice in 
India. The first was on the 12th January 1946, second on 16thJanuary 1978 and third was on 8th 
November 2016. In November 2016, the Indian government demonetizes Rs.500 and Rs. 1000 
notes valued at 15.4 trillion and constituting 86.9 per cent of the value of total notes in circulation 
and issued new Rs.500 and Rs.2000 currency notes in exchange for the discontinued ones. Ruling 
government’s main objective of this note ban is to eradicate counterfeit currency, resist tax evasion, 
destroy the black money and terrorist financing activities, and to encourage the country towards the 
cashless economy. 

B. Scheduled Commercial Banks 
 The scheduled commercial banks are those banks which are included in the second schedule of 
RBI Act 1934 and which carry out the normal business of banking such as accepting deposits, giving 
out loans and other banking services. Banks not under this Schedule are called Non-Scheduled 
Banks. Scheduled Commercial Banks includes Public Sector Banks (SBI, Nationalized Banks, and 
IDBI), Private Sector Banks (old and new), Foreign Banks and Regional Rural Banks.

C. Bank Deposits and Advances-Primary function of banks 
 Accepting deposits and lending advances and loans are the primary function of banks.  

Accepting Deposits
 Banks collect and preserve surplus money from the public and they pay interest to them. The 
depositors are benefited and their amount of money is safe at the banks. In this situation, the banks 
can earn a sum of money on the amount collected by them. The banks create credit on the basis 
of deposits. The level of creation of credit depends upon the amount of deposits. Fixed deposits, 
current deposits, savings deposits and recurring deposit are the important type of bank deposits. 

Lending advances and loans
 The advances of bank may be granted in the form of loans, overdraft, cash credit, credit 
discounting bills of exchange. The bank advances loan more than the amount of deposits, because 
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all the loans are not withdrawn immediately. Therefore the loan creates deposits, while advancing 
loans; the bank gives priority to safety and next profitability. In advancing loans, the principles of 
investment safety, liquidity and profitability, diversification and social objectives are considered.  

Demonetization’s Short Term Impact on Bank Deposits &Advances
 Demonetization is a generations’ memorable experience and is going to be one of the economic 
events of our time. Its impact is felt by whole financial system of the Nation, of which banking 
system is the most affected one. Since the demonetization announcement came on 8th November 
2016, each and every bank branches have been filled with customers. Day to day operations of 
entire banks in India was stagnant.  Every banker has been trying to protect their bank as well as 
their customers. They had to manage their day to day operations with immense stress. During this 
period (November 2016) small and medium sectors were struggling to repay the loans. Majority 
of banks have stopped distributing micro credit to its customers. This means the credit disbursed 
earlier which was related to the same project or work is rendered useless, thus leading to rise 
in Non-Performing Assets. Likewise the sudden demonetization also affects the growth of bank 
credit and bank deposits as well. The growth trend of bank deposits move upwards and lending 
loans and advances (i.e. bank credit) move downwards. Demonetization made the banks to accept 
the deposits without any cost of promotion and it drastically increased liquidity position of the 
banks. The sudden demonetization results was there was an inflow of huge funds, increase in the 
number of customers, expansion of banking activities, increase in the volume of number of bank 
transactions, etc. But this trend took place only for a short period of time. At present i.e. two years 
after the momentous demonetization all these hectic conditions were tremendously changed and 
now everything back to normal. 

Literature Review
 Ambalika Sinha and Divya Rai (2016), the authors highlighted in their research paper titled 
“Aftermath of demonetization on rural population”, the informal sectors of Indian economy 
where cashless transactions are minimal were the major sufferers of demonetization. Here they 
concentrated onthe micro and macroeconomic effects of demonetization. Authors finally concluded 
that compared to macro economic effect, micro economic effects are more beneficial; why because 
of uncollected revenue increased & political move on terror financing was restrained. Whereas 
macro economic effect not beneficial due to the several problems faced by the people. 
 Balamurugan.S and Hemalatha.B.K (2016), the study entitled “Impacts on Demonetization: 
Organized and Unorganized Sector” researchers high lighted the short term as well as long term 
impact of demonetization on the various organized and unorganized sectors depending upon the 
extent of cash availability, credit availability, spending & government finances. Authors also 
opined that compared to small and tiny scale establishments, medium and large scale businesses 
are not much affected by note ban decision of govt. of India. They also emphasized that Small scale 
Establishments were deeply affected by demonetization. 
 Mayilsamy, R (2007), the study entitled “Non-Performing Assets (NPAs) in short term 
cooperative credit structure- An Overview”, he opined that the banks have to participate in recovery 
strategies and plan for recovery management. He also pointed that if banks are failed to manage the 
credit recovery, the huge burden of NPAS breaking the backbone of the short term co-operative 
credit structure in India. 
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Research Gap
 From the above literature, it is found that only limited number of research has been conducted by 
combining demonetization effect and growth of bank deposits and gross bank credit of Scheduled 
Commercial Banks. It is very clear that no study has been focused on the growth trend of aggregate 
bank deposits and gross bank credit of Scheduled Commercial Banks in India during pre and post 
period of demonetization. Most of the studies concentrated on impact of demonetization on the 
various organized and unorganized sectors, its effect on NPAs. Few studies have been conducted 
in the general impact of demonetization on economy with its short term and long term effects on 
banking sectors. 

Significance of the Study
 The present study titled “Demonetization and its effect on growth rate of bank deposits and 
advances: An analytical observation of Scheduled Commercial Banks in India” is an attempt to 
provide a clear picture of growth trend of bank deposits and bank credit of Scheduled Commercial 
Banks in India during pre and post demonetization period. This study mainly concentrated on 
comparing the growth trend of bank deposits and bank credit of entire Scheduled Commercial 
Banks during demonetization period and checking whether the growth trend moves upward or 
downward. For this, last few years’ (November 2015 to November 2018) growth trend of bank 
deposits and bank credit of Scheduled Commercial Banks in India were examined. If we want 
to understand the real progress or changes occurred in entire Indian banking system, it is enough 
to learn progress or changes occurred in Scheduled Commercial Banks. Scheduled Commercial 
Banks are the mirror image of entire banking system in India. Hope, present study will be a good 
reference to those who wants to know more about the immediate effect of demonetization (declared 
on November 8th 2016 -3rd demonetization of India) on the growth rate of aggregate bank deposits 
and gross bank credit of scheduled commercial banks in India. Thus, the present study is relevant 
as per the prevailing scenario.   

Objectives of the Study
 To analyze and compare the growth trend of aggregate bank deposits and gross bank credit i.e. 
advances of scheduled commercial banks in India during pre and post demonetization period. 

Research Question
 Does demonetization has any impact on the growth rate of aggregate bank deposits and gross 
bank credit i.e. advances of scheduled commercial banks in India? 

Research Framework
 PRE- DEMONETIZATION PERIOD 

 

 PRE- DEMONETIZATION PERIOD 
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Research Methodology
 The study is analytical and descriptive in nature. Information needed for the present study is 
obtained from various secondary sources. The present study is mainly based on secondary data 
obtained from the annual, monthly and quarterly reports, and various publications of RBI. During 
the study various websites, magazines, journals, newspapers and books dealing with the current 
banking scenario are also referred. The data used in the present analysis is confined from November 
2015 to November 2018.  

Result and Discussion
 The present study mainly focus on the critical analysis of past and present trend of aggregate 
bank deposits as well as gross bank credit of scheduled commercial banks in India. For this, last 
few years’ (i.e. from November 2015 to November 2018) aggregate bank deposits and gross bank 
credit of scheduled commercial banks in India were collected from annual, monthly, and quarterly 
reports, and various publications of RBI. With the help of these genuine periodical data, a true 
comparison between aggregate bank deposits of scheduled commercial banks from November 
2015 to November 2018 was made. Likewise a true comparison between gross bank credits of 
scheduled commercial banks from November 2015 to November 2018 was also done.

Table 1: Aggregate bank deposits of scheduled commercial banks 

Period

Aggregate bank depos-
its of scheduled 

commercial banks 
( In Billions) 

Change (+/-)  
from the 

Base period 

Change (+/-)  
from the 

previous period 

Percentage 
Change (+/-)  

from the 
Base period 

November 2015 90727.22 -- -- -- 
December 2015 91323.83 596.61 596.61 .658 
January 2016 92182.73 1455.51 858.9 1.60 
February 2016 92994.09 2266.87 811.36 2.50 
March 2016 93272.9 2545.68 278.81 2.81 
April 2016 95253.24 4512.02 1980.34 4.97 
May 2016 95140.87 4413.63 -112.36 4.86 
June 2016 95435.61 4708.39 294.74 5.19 
July 2016 96219.07 5491.85 783.46 6.05 
August 2016 96782.51 6055.29 563.44 6.67 
September 2016 100936.5 10209.28 4153.99 11.25 
October 2016 99317.89 8590.67 -1618.61 9.47 
November 2016 104846.6 14119.38 5528.71 15.56 
December 2016 104698.1 13970.88 -148.5 15.40 
January 2017 104451.1 13723.88 -247 15.13 
February 2017 104398.2 13670.98 -52.9 15.07 
March 2017 107576.6 16849.38 3178.4 18.57 
April 2017 105644.1 14916.88 -19325 16.44 
May 2017 104995.6 14268.38 -6485 15.72 
June 2017 107651.1 16923.88 2655.5 18.65 
July 2017 106114 15386.78 -1537.1 16.96 
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August 2017 105937.1 15209.88 -176.9 16.76 
September 2017 109175.4 18448.18 3238.3 20.33 
October 2017 107975.5 17248.28 -1199.9 19.01 
November 2017 107948.3 17221.08 -27.2 18.98 
December 2017 109521.9 18794.68 1573.6 20.72 
January 2018 109421.8 18694.58 -100.1 20.61 
February 2018 109962.2 19234.98 540.4 21.20 
March 2018 114260.5 23533.28 4298.3 25.94 
April 2018 113814.2 23086.98 -446.3 25.45 
May 2018 113528.2 22800.98 -286 25.13 
June 2018 114982.2 24254.98 1454 26.73 
July 2018 115298.7 24571.48 316.5 27.08 
August 2018 116465.2 25737.98 1166.5 28.37 
September 2018 117998.6 27271.38 1533.4 30.06 
October 2018 117712.6 26985.38 -286 29.74 
November 2018 119602.9 28875.68 1890.3 31.83 

  Source: Annual, Quarterly and Monthly statistical reports from RBI. 

 From the above table it is very clear that, the growth of aggregate bank deposits of scheduled 
commercial banks in India shows an upward trend, Month by month trend goes on increasing 
pace. On November, 2015 aggregate bank deposit shows Rs.90727.22 billion, but after one 
year i.e. November, 2016 it become Rs.104846.6 billion. On November, 2018 the rate increased 
from Rs.107948.3 billion (November, 2017) to Rs. 119602.9 billion that means compared to 
previous year i.e. November 2017, there has been additional increase of Rs.11654.6 billion. While 
comparing November, 2018th aggregate bank deposits of scheduled commercial bankswith base 
year i.e. November, 2015 (Rs.90727.22 billion) there was an increase of at 28875.68 billion; which 
indicates a bombastic growth of bank deposits from previous years. When compared to previous 
periods, on October 2016 i.e. just one month before demonetization there was a negative trend in 
the growth of bank deposits (Rs.-1618.61billion). But on November 2016, during demonetization 
time, a great positive change in the growth of bank deposits of Scheduled Commercial Banks i.e. 
increase of Rs.5528.71 billion was visible, which was the highest change from the previous period 
in a decade. This is the notable surge in the growth of deposits arise in the recent banking era. 
From the base period there has been increase of Rs. 14119.38 billion, that means the percentage 
increase of Rs.15.56 billion. But after the demonetization bonanza, from December 2016 onwards 
there is a glimpse of negative trend in the growth of bank deposits from previous years. But on 
November 2018, from the base period there has been increase of Rs 28875.68 billion, that means 
the percentage increase of Rs. 31.83 billion.  Hence, after comparing the growth of bank deposits, 
from the above table it is clearly found that there is a drastic surge occurred year after year in the 
aggregate growth of bank deposits. This will encourage the liquidity and profitability of entire 
banking system of India. 
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Table 2: Gross Bank credit of Scheduled Commercial Banks 

Period

Gross Bank 
credit of sched-

uled 
commercial 

banks 
( In Billions) 

Change (+/-)  
from the Base 

period 

Change (+/-)  
from the previ-

ous period

Percentage 
Change (+/-)  

from the 
Base period 

November 2015 68391.54 - - - 
December 2015 69882.49 1490.95 1490.95 2.18 
January 2016 70554.77 2163.23 672.28 3.16 
February 2016 71447.78 3056.24 893.01 4.47 
March 2016 72496.15 4104.61 1048.37 6.00 
April 2016 72322.95 3931.41 -173.2 5.75 
May 2016 72264.41 3872.87 -58.54 5.66 
June 2016 72279.6 3888.06 15.19 5.68 
July 2016 72405.48 4013.94 125.88 5.87 
August 2016 72477.19 4085.65 71.71 5.97 
September 2016 74948.68 6557.14 2471.49 9.59 
October 2016 73844.14 5452.6 -1104.54 7.97 
November 2016 72617.54 4226 -1226.6 6.18 
December 2016 73173.91 4782.37 556.37 6.99 
January 2017 73895.28 5503.74 721.37 8.05 
February 2017 74588.5 6196.96 693.22 9.06 
March 2017 78414.66 10023.12 3826.16 14.66 
April 2017 75823.91 7432.37 -2590.75 10.87 
May 2017 75694.58 7303.04 -129.33 10.68 
June 2017 78198.07 9806.53 2503.49 14.34 
July 2017 76702.19 8310.65 -1495.88 12.15 
August 2017 76911.94 8520.4 209.75 12.46 
September 2017 79834.38 11442.84 2922.44 16.73 
October 2017 78846.45 10454.91 -987.93 15.29 
November 2017 79347.15 10955.61 500.7 16.02 
December 2017 81794.6 13403.06 2447.45 19.60 
January 2018 81471.89 13080.35 -322.71 19.13 
February 2018 82374.48 13982.94 902.59 20.44 
March 2018 86254.25 17862.71 3879.77 26.12 
April 2018 85176.25 16784.71 -1078 24.54 
May 2018 85376.55 16985.01 200.3 24.83 
June 2018 86728.07 18336.53 1351.52 26.81 
July 2018 86162.27 17770.73 -565.8 25.98 
August 2018 87807.53 19415.99 1645.26 28.39 
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September 2018 89816.64 21425.1 2009.11 31.33 
October 2018 90339.75 21948.21 523.11 32.09 
November 2018 92218.98 23827.44 1879.23 34.84 

 Source: Annual, Quarterly and Monthly statistical reports from RBI. 

 From the above table, it is found that, on November 2018, recorded its highest gross Bank credit 
of Rs 92218.98 billion from Rs 79347.15 billion by November 2017. From the base period there 
has been increase of Rs. 23827.44 billion, that means the percentage increase of Rs. 34.84 billion. 
While comparing pre-demonetization period with demonetization period (November 2016) there 
was a negative trend in the growth of bank credit i.e. decreases of Rs. 1226.6 billion occurred when 
compared to previous period.  During this period banks were reluctant to lend advance or loans 
to their customers as the entire banking sector was stagnant. But after the demonetization, there 
glimpse a slow growth in the trend of bank deposits from previous years.  

Findings and Conclusion
 After analyzing the growth trend of aggregate bank deposits and gross bank credit of scheduled 
commercial banks in India during pre and post demonetization period, it is found that, the surge 
in the growth of bank deposit during demonetization was temporary in nature; this trend was 
happened only for a short period of time. From the above analysis it is clearly understood that 
from the next month of demonetization i.e. December 2016, the unexpectedly created hike in the 
demand of bank deposit started to decline week by week and eventually went back to normal as 
pre demonetization period. While comparing growth trend of aggregate bank deposits and gross 
bank credit of scheduled commercial banks in India no drastic changes were found as per the 
above data during pre and post period of demonetization. Our Indian banking sector seems to be 
very strong because they can manage hectic unexpected situations within few months or years. 
This is a pleasant alarm to the sustainability of Indian banking sector. But in the case of gross 
bank credit of scheduled commercial banks, there found only minute slippage in lending function 
of banks. It is clearly identified that demonetization resulted heavy stress and work pressure for a 
lot of Small Scale Units as most of them depended on local sales through cash. During the period 
of demonetization, banks are reluctant to grant loans and advances to their customers’ especially 
Small Scale Industrial customers’ as the entire banking sector were stagnant. This hesitation comes 
into sight only for a short period of time, and then everything becomes normal.   
 While celebrating the second anniversary of demonetization, only several controversial talks, 
hot discussions and hectic debates on this area were found.  Till now no one reached the final 
conclusion regarding the relevance of demonetization and its success and failure. At present i.e. 
two years after the demonetization, only short-term effects are quite visible. It will take at least five 
to six years to get the complete and actual results of this demonetization. 
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Abstract
Banking is one of the most essential areas in economy. As the economy changes, the 
development towards each sector changes. Sustainable development in Banking is 
introduced for the welfare of people and the environment. Sustainable development 
in banking focuses on two major areas namely, operations and financing of projects.
Financing environmental friendly projects will increase sustainability in banking. 
On the other hand, Operational sustainability can be initiated by reducing the use 
of cash as printing of cash also leads to carbon foot print.The current era is moving 
forward to highly digitalized economy and one such foremost technique used to 
bring operational sustainability is cashless economy. In order for brighter future in 
technology and development of economy,  the government and RBI, on its part, have 
taken steps like removing the charges for NEFT and RTGS, to encourage the use of 
digital world.There various medium like UPI application, NEFT, RTGS, debit and 
credit cards, ECS etc.One such innovation of digital economy is E- wallet. E- wallet 
is most useful applications in technology used for transferring funds and making 
payments in safest forms. This article focuses on the Evolution of the E- Wallet and 
their contributions towards a cashless economy for a growth in economy of our 
country. Also the implications towards this innovation for sustainable development 
in Banking Sector.

Keywords:  Banking, Digital economy, Sustainable development, E-Wallets.

Introduction
 Banking in simple words, is the system of business activity for 
accepting and safeguarding money owned by other individuals 
and entities and then lending out money in order to earn profit. 
As days passed by, the need of computerization was felt in Indian 
Banking Sector in late 1980’s in order to improve customer service, 
book keeping and MIS reporting. Banks began using Information 
Technology from the year 1988 where RBI set up a committee 
headed by Dr. C. Rangarajan. Introduction of computerization gained 
competition between private and foreign Banks. By introducing newer 
technologies, banks benefited in several ways. Indian government 
was keen in introducing Electronic Banking as it results in generating 
revenue and reducing cost drastically. The topmost agenda for 
Indian Banks in our present lives is Digitalization. Digitalization is 
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the process of converting data into digital format through adopting technology. The process of 
digitalization helped banks in excellent customer service, reduction of costs by using ATM’s and 
cashless transactions through mobile banking, Debit and Credit card payments. One such digital 
banking is E – wallet.

What is E – wallet?
 Wallet is a physical form of storing money and using it for making payments for service received 
or for buying products. A physical wallet turned into an Electronic form is E – wallet. A wallet 
which allows the user to store cash and make payments through digital form. Digital wallets is also 
being used as an alternative payment by many E - business players along with net payments or card 
based payments. 

E – Wallets in India
 Post demonetization, growth of E – wallets has increased. With the powers being conferred 
upon Reserve Bank of India (RBI) for regulating the E- Wallets, under the Payment and Settlement 
Systems Act, 2007, it has issued Prepaid Payment Instruments (PPI) Master Direction. The PPIs 
are tools which aim at making payments easier by acting as an intermediary. It also includes 
financial services. Prior permission should be obtained by companies, which are incorporated and 
registered under the Companies Act 1956, to operate the payment system. E-Wallet is one among 
such various PPIs modes available. As on July 2019, 46 companies have been granted license by 
RBI for offering PPIs.  As per RBI guidelines, E – wallets are categorized into three categories:
• Closed E – wallets: This instrument does not permit cash withdrawal or redemption. Eg: OLA 

cabs create e – wallets for making payments towards purchase of products from their products 
of services.

• Semi – Closed E – wallets: These wallets can be used for purchase of goods and services at 
merchant locations with a specific contract with the issuer. Eg: Airtel money.

• Open wallets: These wallets are with financial services like fund transfer at merchant locations 
and can accept cash withdrawals. Eg: M – Pesa wallet by Vodafone in partnership with ICICI 
Bank.

Review of Literature
 Biswa Ranjan et al (2017) studied about cashless economy and the digitalization of the Indian 
economy.  The benefits and challenges of cashless economy are analyzed in the study. Along with 
net banking and ATM cards, E-Wallet is listed as one of the best cashless payment option in India. 
 Nirupam et al (2018) highlights the usage of E-Wallet post demonetization. Since the users were 
in need of more viable options for digital payments, other than cards and online banking, E-Wallet 
became a notable mode of transaction. The study also identifies the major players in E-Wallet such 
as Paytm, Mobiwik, etc.
 Amir Sohil et al (2018) explores the working of the E-Wallet in detail. The study also touches 
the security issue with the storage of cash in the wallet by recovering the information from the 
server. The study pinpoints safety and traceability of cash as the main advantages of E-Wallet. 
 Raja Sarkar and Sabyasachi Das (2019) explore the process of digitalization and its impact on 
the financial transactions in India. The study discusses about the crucial benefits such as discounts 
and cash back that are passed on to the E-Wallet customer. It also elucidates the factors responsible 
for the increase in digital payments and the steps taken by government and RBI to digitalize the 
payment system.  
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Objectives
1. To study and compare the usage of E-Wallet among various age groups.
2. To identify the level of awareness on E-Wallet.
3. To analyze ways to promote the usage of E-Wallet.
 
Objective 1: To study and compare the usage of E-Wallet among various age groups
 Null Hypothesis (H0): Age group of the respondents have no influence on the usage of E-Wallet.
 Alternative Hypothesis (H1): Age group of the respondents have influence on the usage of 
E-Wallet.

T-Test
Table 1.1 One sample statistics

N Mean Std. Deviation Std. Error Mean
Age of respondents 134 1.49 .956 .083
Usage of e-wallet 134 .03 .210 .018

   Source: Primary data

Table 1.2   One-Sample t- test
Test Value = 0

t df Sig. (2-tailed) Mean Difference
95% Confidence Interval 

of the Difference
Lower

Age of respondents 18.077 133 .000 1.493 1.33
Usage of e-wallet 1.643 133 .103 .030 -.01

 
Data Interpretation
 The table 1.1 has the ‘p’ value 0.018 which is less than 0.05 at 95% confidence level. Thus the 
study proves that H0 is rejected and H1 is accepted indicating that Age group of the respondents 
have influence on the usage of E-Wallet.

Objective 2: To identify the level of awareness on various E-Wallets
 Null Hypothesis (H0): There is no significance difference between Age group of the respondents 
and the awareness of E-Wallet.
 Alternative Hypothesis (H1): There is significance difference between Age group of the 
respondents and the awareness of E-Wallet.

Table 1.3 Chi-square test
Awareness of E-wallet Total

No Yes

Age of respondents

18-25 4 89 93
26-33 0 29 29
34-41 0 5 5
42-49 1 0 1

Above 50 2 4 6
Total 7 127 134

   Source: Primary data
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Table 1.4
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 29.752a 4 .000
Likelihood Ratio 14.321 4 .006
Linear-by-Linear Association 9.411 1 .002
N of Valid Cases 134

 
Most familiar E- Wallet- Paytm

Table 1.5 Chi-Square Test
Value df Asymp. Sig. (2-sided)

Pearson Chi-Square 19.085a 4 .001
Likelihood Ratio 16.530 4 .002
Linear-by-Linear Association 9.064 1 .003
N of Valid Cases 134

 
Data interpretation 
 Since the ‘p’ value is 0.000, the study proves that it is lesser than 0.05 at 95% confidence level 
and signifies that H0 is rejected and H1 is accepted approving that there is significance difference 
between Age group of the respondents and the awareness of E-Wallet.

Objective 3: To analyse ways to promote the usage of E-Wallet
 Around 95% of the respondents are aware of E-Wallet. This awareness can be positively tapped 
by providing the users with correct information about the E-wallet. In order to do so, the following 
steps can be taken:
• A Clear picture regarding the operations should be given to the customer by the banks offering 

E – wallets. For example ICICI bank offers an E- Wallet know as ‘Pockets’. The website 
provides clearinstruction and FAQs about the same.

• Frequent mails or messages should be sent by the banks for awareness to the customers 
regarding E- wallets and the offers provided.

• Companies or banks offering E- wallet should provide secure and good server so that it is in a 
position to process large volume of transactions at one go. During the demonetization, Paytm 
faced a server breakdown as it was not able to handle the sudden increase in transaction.

• One of the major drawbackscited by the respondents was the security of their data. The 
customers must provide KYC information such as PAN number and Aadhar number. Along 
with these crucial numbers, it also seeks the debit/credit card details of the user to transfer 
money to the E- Wallet. Hence, the company is in a position to provide highly encrypted app 
and server, to prevent the data from falling into wrong hands.

• Since most of the respondents between the age of 18-25 years are aware of E-Wallets, 
advertisements through social media can be increased to tap more potential users. 

• Cash back and credits are seen as a lucrative option for the E- Wallet users. So the company 
can have tie up with more merchandise outlets. Puma and Adidas gives up to 50% cash back in 
Paytm. Ola money gives more credit balance to its users as they increase the usage and balance 
in the E- Wallet.
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Conclusion
 As the government laid their emphasis on digitalization, focus turned on the various means to 
execute it. And the National Payments Corporation of India (NPCI) launched BHIM in the year 
2016. The demonetization of the 1000 and 500 rupees notes, left people with little cash to spend. 
This pushed them to take up alternate payments methods. E-Wallet was one such alternative where 
the user need not carry physical cash. The study is based on the primary data collected from 134 
respondents. The study showed that younger people are aware of E-Wallet. And it is more used by 
such younger people. Despite high awareness and usage of E-Wallet, the respondents had expressed 
their insecurities on E-Wallet.  Based on that, study focuses on the various ways to promote them. 
The one main reason for people not using E-Wallet was the security issue. Adding to this there 
are other reasons too. First, table 1.5 shows that majority of the respondents use Paytm. Despite 
that, the negative news about the E- Wallets erodes the customers trust on them.  Recently, Paytm 
mall was in news for ordering an enquiry on their employees. The Paytm employee had joined 
hands with third parties for creating fake orders. This made sure that the cash back given to select 
merchandise came back to them. Therefore, Paytm had to rope in Ernst &Young for investigating 
the fraud. Second, people prefer applications like Google Pay and BHIM which acts as an interface 
between the payer and payee. There is no need for them to store cash in the E-Wallet. Hence, users 
find these applications more convenientwhen compared to E- Wallet. Third, people consider other 
electronic payment modes like internet banking, etc safer. Fourth, there is no equal awareness 
about E-Wallet, among the various age groups especially above the age of 41 years. With the ever 
increasing inflow of smart phone,making the above mentioned age group, use of E-Wallet can be 
done easily.This would help the digitalization of payment and banking system as well as reduce the 
Reliance on cash transactions bringing sustainability in the economy.  
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Abstract
Nowadays most of the people use technology in their daily life due to busy work 
schedule. Saving time is one of the benefits of consumer to purchase the product or 
service through online in their hectic schedule. Ecommerce (electronic commerce) 
denotes the buying and selling of goods or services offered by the e retailers  using 
the internet, and the handover of money and data to perform these transactions. 
Electronic Commerce has emphasised impact on the lives of modern people here 
in the Chennai city. Though E-Commerce helps the consumer to make an easy and 
convenient shopping to save the cost of transportation and time, but there are some 
problems faced by them regarding their own privacy and personal information, 
difficulty in contacting seller etc.  So, the researcher intended to study the problems 
faced by the consumers of e commerce. This study is descriptive in nature, both 
primary and secondary data were used. The researcher has collected data from 150 
online consumer in Chennai by convenience sampling method.  The information was 
gathered with help of structured questionnaire developed by the researcher. The 
statistical tools like simple percentage and garret ranking test were used to analyse 
the collected data. Even though, E-Commerce is popular and used immensely the 
study revealed that consumer has met some difficulties such as Difficult to contact 
Seller, Difficult to change defective product, Delivery conditions changed after 
transaction, Visual differences between picture and received goods and difficulty 
in  getting answers for our queries. From the results it was evident that the main 
problem faced by the consumer is unable to contact seller after getting product. So 
the researcher suggest that e-retailer must pay attention to consumer expectation 
to contact seller. More over product it was suggested to sell a good quality product 
in order to avoid delivering the defective products. Moreover the online shoppers 
must have awareness to take care of their security/privacy and personal information. 
They should avoid buying products from unknown sites to avoid defective product as 
well as wrong goods, to prevent theft of credit and debit card information. Effective 
steps should be taken to enforce laws to ensure consumers security and satisfaction 
towards ecommerce. Care must be taken by the Ecommerce retailers to develop and 
promote trust and relationship among consumers.

Key words: e-commerce, online shopping, damaged products 
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Introduction
 In the last decade e-commerce runs all around over the globe and it has used for business in form 
of electronic with help of computer and Internet. Internet network works as a bridge to connect 
the business people, it is known as business to consumer, Business-to-business and consumer-to-
consumer. Due to the unavailability of time, busy work schedule and  convenience in shopping  it 
has attracted the consumers for  Banking, shopping, payments and Services. Shopping is one of the 
habits. Consumer does not like to heat, humidity, noise and air pollution associated with road-side 
and way side shopping and also for the consumers lacking confidence on bargaining and preferring 
to avoid crowded places. So, that they move on online shopping. Although consumers like to shop 
from a bricks and motor, they feel very convenient to purchase online since it frees and save their 
valuable time from personally visiting the store. The benefits of online shopping to reduce the effort 
of travelling time to store. The convenient of online shopping is consumer can searching products 
from their home or office and wherever they wish to compare and select the product. Ecommerce 
provide the great opportunity for 24/7 means we can purchase no time limitation. And also it offers 
the consumer a huge range of products coupons, gifts etc.  Demand for products that international 
product which not available elsewhere. So consumer searcher their availability of product through 
online. It is one of reason for ecommerce to grow faster. 

Review of Literature
 Vanitha & Prakash  (2016) studied that the common problems faced by customer in online 
shopping Coimbatore and the study has suggested that fake products should be verified before 
delivery and the problems in case of online shopping should be avoided and better service should 
be provided.
 Kumar & Kasthurimeena (2017)  have studied that customer problems towards online shopping 
in Coimbatore. The study has concluded that online shopping the customers should have knowledge 
about usage of internet and computer. Internet has become the centre of not only our personal and 
social lives, but also our business and professional lives
 Ramesh &  Kumar  (2019) have studied that Problems faced by online customers – A Garret 
Ranking Approach. The study has revealed that the respondents’ ranking for the seven factors which 
are mostly confronted by the online buyers at present. It has observed from result that majority of 
the respondents have chosen to give rank 1 to the factor ‘Product Variation’, followed by ‘Faulty 
products’ (rank-2) and Delay in Delivery (rank 3). The respondents have assigned the least rank to 
the factor ‘Payment problems’. The factors delay in delivery and return back the items are ranked 
third and fourth, respectively.
 Sivanesan (2017) has studied that Problems Faced by Customers in Online Shopping in 
Kanyakumari. The studies has revealed that the majority of the customers are faced the problems 
line can’t touch and feel and delivery point is not available to interior. It has also found that the 
customers feel that delivery of the product is one week and more than one week.

Objective of the Study
 To ascertain the problem faced by the consumers of online shopping in Chennai.

Research Methodology
 This study is descriptive in nature, both primary and secondary data were used. The researcher 
has collected data from 150 online consumer in Chennai by convenience sampling method.  The 
information was gathered with help of structured questionnaire developed by the researcher. The 
statistical tools like Simple Percentage and Garret ranking test were used to analyse the collected 
data. The Garret ranking was used to find out the ranking distribution pattern of customers in online 
shopping.
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Significance of the Study
 Electronic Commerce has emphasised impact on the lives of modern people here in the Chennai 
city. Though E-Commerce helps the consumer to make an easy and convenient shopping to save 
the cost of transportation and time, but there are some problems faced by them regarding their own 
privacy and personal information, difficulty in contacting seller etc.  This study has enabled us to 
gather the views of online consumer in Chennai with respect to what are the problems faced by 
consumer in online shopping. 

Table 1 Demographic Variable of the Respondents
Demographic factors Factors No. of Respondents Percentage

Gender
Male 62 41%
Female 88 59%
Total 150 100%

Age

Below 20 41 27%
21-30 Years 58 39%
31-40 Years 32 21%
41-50 Years 14 9%
Above 50 Years 5 3%
Total 150 100%

Educational

Professional Degree 34 23%
Post Graduation 18 12%
Under Graduation 83 55%
Diploma 11 7%
Schooling 4 3%
Total 150 100%

Marital Status
Married 59 39%
Unmarried 91 61%
Total 150 100%

Occupation

Govt employee 26 17%
Private employee 44 29%
Self employee   3 2%
Home Maker 14 9%
Students 63 42%
Total 150 100%

Annual Income

Less than 2 lakh 101 67%
above 2 to 4 lakhs 31 21%
above  4 to 6 lakhs 8 5%
above 6 to 8 lakhs 7 5%
More than 8 lakhs 3 2%
Total 150 100%

  Source: Primary Data
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Inference
 From the above table 1, it can be inferred that 59% of the respondents were female and 41% of 
them male were who gave their experience on online shopping. Majority of the respondents 39% 
of the respondents belong to the age group 21-30 years, 27% of the respondents belongs to the age 
group of below 20, 21% of the respondents belong to the age group 31-40,  9% of the respondents 
belongs to the age group 41-50 and 3% of the respondents belong to the age group of above 50. 
55% were educated in UG level, 23% were educated Professional and 12% were educated PG level 
and followed by 7% and 3% were educated Diploma and Schooling.  61% were unmarried and 39 
% were married. 42% were student, 29% were private company, 17% were Government, 9 % were 
home maker and 2% were self-employee.  67% less than 2 lakh, 21% were earning above 2 lakh – 4 
lakh , 5% earns above 4 lakh to 6 lakh and above 6 to 8 lakh and 2% more than 8 lakh.
 Garrett’s Rank: Garrett’s ranking technique was adopted to analyze the problems faced by the 
consumers who shop through online. The respondents were asked to rank the various constraints 
faced during the purchase. The ranks assigned to the above responses by the consumers were 
converted to scores using the formula : 
 Percent position = 100(Rij-0.5)/Nij Rij = Rank given for the ith factor by jth individual.
 Nj = Number of factors ranked by jth individual 

The rank have been given by the respondents for each factors (problems)

Fa
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th
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th

15
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G
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co

re

R
an
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F1 Difficult 
to contact 
Seller

69 9 5 6 13 6 10 16 1 5 2 1 3 1 3 150

5865 675 345 384 780 342 530 800 47 215 80 35 93 24 45 10260 68.4 I

F2 Delivery 
conditions 
changed after 
transaction

7 36 4 16 2 18 6 7 5 2 7 35 2 2 1 150

595 2700 276 1024 120 1026 318 350 235 86 280 1225 62 48 15 8360 55.73 III

F3 Received 
wrong goods

3 17 37 6 21 3 1 6 5 1 3 9 29 5 4 150

255 1275 2553 384 1260 171 53 300 235 43 120 315 899 120 60 8043 53.62 VI

F4 Received 
damaged 
goods

9 8 13 49 1 1 11 12 4 0 1 2 12 6 21 150

765 600 897 3136 60 57 583 600 188 0 40 70 372 144 315 7827 52.18 VII

F5 Poor 
customer 
service

3 10 19 6 32 13 10 3 9 11 2 1 2 29 0 150

255 750 1311 384 1920 741 530 150 423 473 80 35 62 696 0 7810 52.06 VIII

F6 Difficult 
to change 
defective 
product

1 25 20 6 13 42 11 3 7 6 1 4 2 0 9 150

85 1875 1380 384 780 2394 583 150 329 258 40 140 62 0 135 8595 57.3 II

F7 Difficult 
to get 
answers for 
our queries

5 11 0 13 4 13 37 42 4 1 12 1 6 1 0 150

425 825 0 832 240 741 1961 2100 188 43 480 35 186 24 0 8080 53.86 V

F8 Products 
guarantee is 
not assured

3 23 1 6 14 3 12 24 29 14 0 1 0 3 17 150

255 1725 69 384 840 171 636 1200 1363 602 0 35 0 72 255 7607 50.71 IX

F9 Delivery 
time too 
long for 
purchased 
product

2 2 1 5 4 10 11 7 55 39 6 0 5 2 1 150

170 150 69 320 240 570 583 350 2585 1677 240 0 155 48 15 7172 47.81 X
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F10 Visual 
differences 
between 
picture and 
received 
goods

9 6 35 3 13 8 3 0 7 39 6 13 3 2 3 150

765 450 2415 192 780 456 159 0 329 1677 240 455 93 48 45 8104 54.02 IV

F11 Complex 
process 
of order/
payment

0 4 1 10 2 2 20 8 0 13 61 10 10 3 6 150

0 300 69 640 120 114 1060 400 0 559 2440 350 310 72 90 6524 43.49 XI

F12 Theft of 
credit card 
information 
/ Privacy 
Information.

0 0 6 2 5 25 11 4 11 5 8 42 7 4 20 150

0 0 414 128 300 1425 583 200 517 215 320 1470 217 96 300 6185 41.23 XIII

F13 No after 
sales service 
or inefficient 
after sales 
service

0 10 2 2 0 2 6 2 0 6 23 20 52 22 3 150

0 750 138 128 0 114 318 100 0 258 920 700 1612 528 45 5611 37.40 XV

F14 
Confused by 
over choices

18 3 3 20 5 1 1 1 11 3 8 2 14 42 18 150

1530 225 207 1280 300 57 53 50 517 129 320 70 434 1008 270 6450 43 XII

F15 
Tangibility 
of products

10 0 2 5 21 2 1 14 2 6 10 7 3 27 40 150

850 0 138 320 1260 114 53 700 94 258 400 245 93 648 600 5773 38.48 XIV

 
Table 2 Problems faced by e-Consumer of Online shopping in Chennai

Factors Total Mean Garret’s 
Score Rank

F1 Difficult to contact Seller 10260 68.4 I
F6 Difficult to change defective product 8595 57.3 II
F2 Delivery conditions changed after transaction 8360 55.73 III
F10 Visual differences between picture and received goods 8104 54.02 IV
F7 Difficult to get answers for our queries 8080 53.86 V
F3 Received wrong goods 8043 53.62 VI
F4 Received damaged goods 7827 52.18 VII
F5 Poor customer service 7810 52.06 VIII
F8 Products guarantee is not assured 7607 50.71 IX
F9 Delivery time too long for purchased product 7172 47.81 X
F11 Complex process of order/payment 6524 43.49 XI
F14 Confused by over choices 6450 43 XII
F12 Theft of credit card information / Privacy Information. 6185 41.23 XIII
F15 Tangibility of products 5773 38.48 XIV
F13 No after sales service or inefficient after sales service 5611 37.40 XV

Interpretation 
 There are many factors which affect the consumer behaviour in online purchase.  From the  
table.2 shows analyses the problems faced by the e-consumer in online shopping. The Table reveals 
the respondents’ ranking for the fifteen factors which are mostly confronted by the online buyers 
at resent. It has observed from result  that majority of the respondents have chosen to give rank I to 
the factor ‘Difficult to contact Seller’, followed by ‘Difficult to change defective product’ (rank-II), 
Delivery conditions changed after transaction,(rank-III),  Visual differences between picture and 
received goods  (rank IV) and Difficult to get answers for our queries (rank V).  The factor No after 
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sales service or inefficient after sales service and Tangibility of products are least rank XIV and XV 
respectively

Suggestions
 The majority of the customers have  faced the problems while transacting through Online. From 
the study it was evident  that the main problem faced by the consumer is unable to contact seller 
after getting product. So the researcher suggest that e-retailer must pay attention to consumer 
expectation to contact seller. More over  it was suggested to sell a good quality product in order 
to avoid delivering the defective products. Moreover the online shoppers must have awareness to 
take care of their security/privacy and personal information. They should avoid buying products 
from unknown sites to avoid defective product as well as wrong goods, to prevent theft of credit 
and debit card information. Effective steps should be taken to enforce laws to ensure consumers 
security and satisfaction towards ecommerce. Care must be taken by the Ecommerce retailers to 
develop and promote trust and relationship among consumers.

Conclusion
 The main objective of the study is to ascertain that what are problem faced by the consumers 
of online shopping in Chennai. This study has concluded that there are many problems faced by 
e-consumer online shopping. The benefits of online shopping is gaining popularity among people 
specially the teenage groups but nowadays to become equally popular among all age groups online 
shopping will have to cover a longer distance. The study has revealed that even though online 
shopping has more advantages of most of the customers have favourable attitude towards online 
shopping but it also majority of the consumer suffer due to unnecessary defective product to receive. 
So they should take care to improve their environment to avoid damaged goods before delivery to 
the consumer.
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Abstract
India has always been a booming market for the financial activities of both commercial 
banks and the public sector banks. But have all sects of the Indian society been able 
to access these financial services? With the liberalization policy embarked by the 
government in 1991, private banks started to emerge out and the already existing 
public sector banks started to spread its services to reach out to every part of the 
society. All these efforts helped significantly to remove the myth of banks being a 
place only for the rich and business class people from the minds of commoners. But 
however, such myths were so deep-rooted that its traces can still seem to exist in 
the society in a very subtle manner. Financial inclusion is a key matter of concern 
in our country to achieve a socio-economic development. The government from its 
side initiated several schemes to achieve financial inclusion in India, but however, 
not all efforts of the government seemed to be fruitful. For instance, the Swabhimaan 
scheme introduced ended as an utter failure. To ensure financial inclusion in India, 
our Honorable Prime Minister Dr. Narendra Modi launched the Pradhan Mantri Jan 
Dhan Yojana (PMJDY) on 15 August 2014. Since its initiation, the Pradhan Mantri 
Jan Dhan Yojana has performed significantly to achieve its purpose. This research 
paper is an attempt to study about the Pradhan Mantri Jan Dhan Yojana program 
and its role in ensuring financial inclusion in India. This paper includes a survey 
which was conducted by the researcher with the residents of a slum called Thideer 
Nagar located in Chennai to understand the impact created by the program in their 
area. Also, the data collected from the archives of the official website of the initiative 
has been summarized and interpreted to study the scenario of financial inclusion in 
India after the implementation of Pradhan Mantri Jan Dhan Yojana.

Keywords:  Financial Inclusion, Pradhan Mantri Jan Dhan Yojana, No-frills account, 
Formal financial sector and Informal financial sector, Socio-economic development.

Introduction
 The Government of India launched the Pradhan Mantri Jan Dhan 
Yojana on 15 August 2014 to ensure financial inclusion in India. This 
scheme is applicable to people in the age group of 20 to 65. This 
scheme was launched with an aim to expand and make affordable 
access to financial services such as bank accounts, remittances, credit, 
insurance and pensions. Ever since its initiation, this scheme has 
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enjoyed a wide reach and participation especially, in the rural areas. Benefits of the scheme include 
opening of no-frills accounts, relaxation on know-your-customer (KYC) norms and direct benefit 
transfer such as direct transfer of government subsidies to the beneficiary’s account. This reduces 
delay and leakage to get service. 

Objectives of Study
1.  To understand the concept of financial inclusion and its importance.
2.  To study about the Pradhan Mantri Jan Dhan Yojana program and its role in ensuring financial 

inclusion in India. 
3.  To study the impact created by Pradhan Mantri Jan Dhan Yojana on the residents of the chosen 

place (Thideer Nagar).
4.  To analyze the effectiveness of the program based upon the data collected from the archives of 

the government.

A Survey with the Residents of Thideer Nagar
 A survey was conducted with the residents of a slum area called “Thideer Nagar” in Chennai. 
The idea behind conducting this survey is to study the impact created by the Pradhan Mantri 
Jan Dhan Yojana in their locality. With poor standards of living, slums are the most financially 
excluded places in India. Hence, conducting the survey in this area helped greatly in getting a clear 
picture about the implementation of the Pradhan Mantri Jan Dhan Yojana and thus this place and 
the people residing here best suited the purpose of this survey. 

Research Methodology
 The survey had a total number of 156 respondents. Out of the 156 respondents, 90 of them were 
men and the rest were women. This survey was conducted only with those people who belonged to 
the age group 20-65, as this scheme is applicable to only those who belonged to this particular age 
group. Random sampling method was used for this survey. The data collected was analyzed using 
the percentage analysis method.

Analysis and Interpretation
 The respondents had showed great eager and enthusiasm in responding to the questionnaire 
provided to them. The following are the interpretations drawn from the percentage analysis of 
responses to the questionnaire:

1. Are you aware of the Pradhan Mantri Jan Dhan Yojana?

 

 Pradhan Mantri Jan Dhan Yojana seemed to be quiet popular in this locality just like it is in the 
rest of the nation, as 78% of the respondents were aware of this scheme. The wide scale advertising 
of the scheme led its wide reach.



MADRAS CHRISTIAN COLLEGE, Tambaram, Chennai.

Conference on  Innovation- A Tool for Sustainable Business Development

158

2. Have you opened any bank account under the Pradhan Mantri Jan Dhan Yojana scheme?
 

 This locality had shown good participation towards the scheme as around 70% of the respondents 
had opened a bank account under the Pradhan Mantri Jan Dhan Yojana scheme. Also, the 
respondents felt that opening a bank account now has become a lot easier than the normal process 
prior to this scheme. The people are now relieved from the cumbersome process which prevailed 
earlier.

3. Before the introduction of the scheme, whom did you rely on to meet your financial needs?
 

 Before the introduction of the scheme, more than 70% of the respondents relied on the informal 
financial sector to meet their financial needs. Most of the respondents also admitted that usury was 
commonly practiced in their locality and most of them were even victims of it. Since, the residents 
of this area did not have access to the banking services they often had to rely on such informal 
sources of credit even though it had high interest rates in order to meet their financial needs.

4. Do you maintain zero balance in your bank account
 

 
 Bank account holders under the Pradhan Mantri Jan Dhan Yojana scheme have the option to 
maintain zero balance in their accounts. This bar graph however shows that only a meager number 
of 7% of the respondents have been maintaining zero balance in their bank account. 
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5. How often do you use your bank account?

 The main idea behind this initiative was not just to ensure everyone had opened bank account, 
but to make them use it actively, as simply opening a bank account wouldn’t constitute meaningful 
financial inclusion. This representation shows that more than 60% of the respondents use their bank 
accounts often and some of them even use it almost daily.

Findings from the Survey
 The main motive of conducting this survey was to study the impact created by Pradhan Mantri 
Jan Dhan Yojana in the lives of these people. On analyzing the responses to the questionnaire, it is 
clearly evident that this scheme has created a huge impact in the day-to-day lives of these people. 
Earlier to the introduction of Pradhan Mantri Jan Dhan Yojana only a paltry number of people had 
bank accounts in this slum. However, now a majority of them here have a bank account and it is 
also used quiet often by them. The residents of this slum are now relieved from the high interest 
charged by the loan sharks for their loans as they can now get loans at cheaper rates from the banks. 
Also, these people can now directly avail the government subsidies as it can now be transferred 
directly to their accounts. Apart from opening bank accounts, people in this slum have also now 
started to deposit their savings in bank accounts, which also fetches them a certain amount of 
income in form of interest. This place and these people thus stand as a fine example of a financially 
inclusive India. Thus, it can be concluded that the Pradhan Mantri Jan Dhan Yojana has created a 
huge impact in the lives of these people.

Summary of the Data of Pradhan Mantri Jan Dhan Yojana
 The following is the summary of the data about the Pradhan Mantri Jan Dhan Yojana that 
has been provided by government at https://pmjdy.gov.in/Archive. More than 36 crore accounts 
were opened under the Pradhan Mantri Jan Dhan Yojana (PMJDY) since its implementation and 
over 80 per cent of these are active accounts. Over 15 million bank accounts were opened on 
the inauguration day alone.  Both public sector banks and private sector banks have contributed 
enormously to this scheme. However, the contributions of the public sector banks to this scheme has 
been more significant than the contributions of the private sector banks,  as over 80 percent of the 
bank accounts opened under this scheme were opened in public sector banks. The PMJDY covered 
all the 29 states and 7 union territories in India, of which it was most successfully implemented 
in Chhattisgarh. Women had showed more enthusiastic participation than men, as 53% of the 
accounts opened were by women. Although in the initial years of the scheme, the number of zero 
balance maintained accounts were huge, the data suggests that in the later years, such numbers 
came down drastically. The data also suggests that the participation in rural areas is more than that 
of in urban areas, as around 60 percent of the accounts were opened in the rural places. Thus, with 
these data it can be concluded that the scheme had been a huge success all throughout the country 
although, certain variations can be found in relative comparison of one place to another.
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Conclusion
 For the past three decades, developing countries all around the world have placed greater 
emphasis on financial inclusion as research findings correlate the direct link between the financial 
exclusion and the poverty prevailing in developing nations. The initiation of Pradhan Mantri Jan 
Dhan Yojana in India has been a milestone step in fostering financial inclusion in India. Despite 
the initiative being politicized much, the initiative had still managed to serve the purpose behind 
its initiation effectively. Unlike the previous financial inclusion programs which lacked proper 
implementation, the government has given greater importance to the efficient implementation of 
Pradhan Mantri Jan Dhan Yojana, which has been the key reason for the scheme’s success. On the 
whole it can be concluded that the Pradhan Mantri Jan Dhan Yojana has made a huge impact in the 
lives of the unbanked sects of society, which is now transforming them into a financially literate 
and responsible citizens of India.
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A Study on Customers Awareness 
on E-Commerce through Social 
Media

N.Indhuja, L.N.Shruthi & R.Swathy    
Mop Vaishnav College for Women

Abstract
In this era, social media has become a vital part in our everyday life. E-commerce 
through social media includes activities like posting text and image updates, videos, 
and other content that drives audience engagement. Having said that, it is also a 
powerful tool for all businesses to reach prospects and customers by interacting 
through various mediums like WhatsApp, Facebook, Instagram and so on. E-commerce 
through social media can help with several goals, such as increasing website traffic, 
building conversions, raising brand awareness, creating a brand identity and positive 
brand association, improving communication and interaction with key audiences.Our 
analysis aims at finding out the awareness level among customers regarding social 
media marketing that specifically includes WhatsApp, Facebook and Instagram only 
and the advantages and disadvantages to customers who buys products through 
social media. 

Keywords: E-commerce through social media, customer awareness, advantages and 
disadvantages to customers.

Introduction
Social Media
 Social media refers to the websites and applications that enables 
the users to connect to peopleand facilitates easy and instant sharing 
of messages, pictures, videos and more. It has become inan integral 
part in our daily lives. Social media not only serves the purpose of 
entertainment butin recent days it also plays a significant role in the 
commercial and business platform. Socialmedia marketing is the 
fastest growing marketing trend with a reported 9 out of 10 businesses 
employing some form of a marketing campaign on social media. 
Retailers and small businessowners make use of various social media 
such as WhatsApp, Facebook, Instagram etc. to market their products, 
to attract more customers and thereby promoting sales. Through 
this, the costinvolved in advertising and marketing the products 
on the part of the sellers is reduced. Not onlyit reduces the selling 
expenditure, but also it saves the time and provides the advantage 
ofreaching a wide range of customers. Also, the feedback provided by 
the consumers enables businesses to identify the taste and preferences 
of the customers and there by implanting necessary changes in their 
goods or services. 
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Facebook
 Facebook pages are far more detailed than Twitter accounts. They allow a product to 
providevideos, photos, longer descriptions, and testimonials where followers can comment on 
theproduct pages for others to see.

WhatsApp
 It is used to send personalized promotional messages to individual customers. WhatsApp is 
alsoused to send a series of bulk messages to their targeted customers using broadcast option.
Companies started using this to a large extent because it is a cost-effective promotional optionand 
quick to spread a message.

Instagram
 Instagram has proven itself a powerful platform for marketers to reach their customers 
andprospects through sharing pictures and brief messages. For companies, Instagram can be used 
as a tool to connect and communicate with current andpotential customers. 

Customer Awareness
 Consumer awareness, which refers to a buyer’s knowledge of a product or company, allows 
the buyer to get the most from their purchases. Consumers can make well-informed choices about 
what to buy and how much to spend when they have product information.The understanding by an 
individual of their rights as a consumer concerning available products and services being marketed 
and sold. The concept involves four categories including safety, choice, information, and the right 
to be heard.

Objectives
•  To study about the awareness about e-commerce through social media.
•  To identify the advantages of e-commerce through social media. 
•  To know the customers preferences about different categories of product.
•  To study the customer awareness about the features of social media marketing.

Need and Importance of the Study
 The study was significantly used to determine that buying product through social media was 
better than other online shopping. The need of study was to know the most preferred social media 
for trade and the reason for the preference. Rating of the trade was made based on the features of 
social media.

Scope of the Study
 Customers awareness on e-commerce through social media in Chennai were contacted for study. 
The study could be extended to other parts of India. Social media like WhatsApp, Facebook and 
Instagram was focused but study can be absorbed through other social media also.

Research Methodology
Data collection
 The data had been collected from primary source through questionnaire and alsofrom secondary 
sources that is, from published articles, magazines and books. 
Sample size
 Responses were collected from 70 respondents from different occupations in Chennai city. 
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Research design
 Descriptive research design was employed. The collected data were analyzed using statistical 
techniques to arrive at findings and conclusions. 
Sampling technique
 Stratified random sampling technique was employed to choose the sample based on the predefined 
framework that define the population under study. 
Statistical Tools Used
The following statistical tools were used for the study: 
a)   Percentage Analysis 
b)  Weighted Average 
c)   Garrett’s ranking Technique 

Limitations
1.   Study was focused only on respondents in Chennai city 
2.   Sample size is limited that the findings cannot be generalized to all.
 
Review of Literature
1.  Anukrati Sharma (2012) in her research titled “A Study on E-Commerce and Online 

Shopping: Issueand Influences”determined the changes in buying patterns and analysed the 
growth of e-commerce. Data had been collected by the questionnaire and interviews had been 
taken of 250 respondents. Tabulation,percentage analysis was the tools used. The research 
found out that most of the time customerspreferred to shop clothing and accessories from 
online shoppingwebsites.. It had been concluded that online shopping and e-Commerce were 
an important part of B2B in the present world.

2.  C. Arul Jothi and A. MohmadrajGaffoor (2017) in their research titled “Impact of Social 
Media in Online Shopping” had determined the post purchase behavior of consumers. Data 
was collected from 70 respondents through questionnaires. The analysis was made through 
Percentage Analysis, Cross Tabulation, Chi Square Test and Mean Score. They had found 
thatmale was purchasing higher number of products through online than female. The 
interference of this research wasthat people use the combination of various sources for making 
finalpurchase decision.

3.  Neha Gupta and Dr. Deepali Bhatnagar (2017) in their research titled “A StudyonOline 
Shopping Behavior Among the Students” identified the behavior of the students and factors 
influencing while they buy the product. The data was collected from 100 respondents by 
questionnaire given to students while the secondary data was collected through published 
sources like magazines, journals, etc. and has been analysed through simple random sampling. 
They found that price played an important role and clothing was the highest buying product in 
online. It was concluded that online had truly revolutionized and influenced our society as a 
whole and the internet is often referred to as a borderless market.

4.  Jaimin Kamleshbhai Patel (2018) in his research titled “Study of Consumer Perception on 
Online Shopping”analyzedthe factors affecting consumer perception towards online shopping. 
Asample size of 100 consumers had been taken and primary data had been collected through 
structured questionnaire. The research had been analyzed with the help of factor analysis. It 
revealed that mostly the youngsters are attached to the online shopping. The study concluded 
that the customer found it was very flexible and in case of online shopping it delivered products 
quickly.
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Analysis and Interpretation
1. Gender

Gender No. of Respondents 
(In %)

Female 69
Male 31
Total 100

 

Inference
 Table and chartunfolded that 31%of the respondents are male and 69% of the respondents are 
female.

2.  Occupation
Occupation No. of Respondants Percent

Student 38 54.29
Self employed 9 12.86
Professional 14 20.00
Others 9 12.86
Total 70 100.00

Inference
 The table and diagram showed that 38% of the respondents belong to the student category, 9% 
of the respondents are self-employed, 14% comprises of professionals, and 9% of the respondents 
belong to other kinds of occupation.

3.  Income
Income No. of Respondants

 0-15000 39
15000-30000 10
Above 30000 21
Total 70

Inference
 Table and chart unfolded 39% of the respondents are in the 0-15000 income category, 10% of 
the respondents are 15000-30000 income earning group, and 21% of the respondents are above 
30000 income holders.

4.  Account Holder
Account 
Holder

No. of 
Respondents Percent

Yes 69 98.57
No 1 1.43
Total 70 100
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Inference
 Table and bar chartexposed that 98.57% are account holders and 1.43% ofthe respondents are 
non-account holders.

5.  Most Perferred Social Media
Account 

Perferred
No. of 

Respondents Rank

Whatsapp 37 1
Facebook 23 2
Instagram 9 3
Others 1 4

Inference
 Table and pie chart represented that 37 respondents prefer WhatsApp, 23 prefer Facebook and 
remaining are Instagram and others.

6.  Reason For Perferred Social Media
Reason No. of Respondents Percentage

Easily Accessible 25 35.71
Convenient 27 38.57
Safety 14 20.00
Others 4 5.71
Total 70 100

Inference
 Table and pie chart represented 35.71% of the respondents find it easily accessible, 38.57% find 
it convenient, 20% find itsafer and rest 5.71% opt for other facilities.

7.  Perferred Product
Name of the Product No of Respondents Percent
Clothes 21 30
Gadgets 26 37
Jewelry 8 12
Others 15 21
Total 70 100

 
Inference
 Table and chart showed that 30% of the respondents prefer buying clothes, 37% prefer gadgets, 
12% go for jewellery, and 21% prefer other range of products.
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8.  Factor Affecting Trade Through Social Media
Factor Total Weighted Average Rank

Time On Delivery 422 28.13 1
Saves Time 291 19.40 2
Direct Contact Between Buyer And Seller 288 19.20 3
Budget Friendly 269 17.93 4
Less Risky 245 16.33 5

Inference
 Weighted average unfolded that time on delivery was the most influential factor while other 
factors like time saving, direct contact, budget friendly plays a vital role. Risk less was considered 
as latest factor.

9.  Garrett Ranking For Features of E-Commerce Through Social Media
Factors 1St*79 2nd*66 3rd*57 4th*50 5th*43 Total Average Rank

Social Media Automation 
Using Api Provide Latest 
Updates And Regular 
Promotional Messages

316 330 912 1700 645 3903 55.78 1

Search By Location is a 
Highly Convenient Feature 316 264 570 1800 860 3810 54.43 2

Voice Note Facilitate 
Clarity in Effective 
Communication

0 330 1311 1400 731 3772 53.89 3

Api Integration Facilitates 
the Users to Track the 
Product Delivery Status

0 462 684 1700 860 3706 52.94 4

Wider Range of Products 
are Available for Easy 
Shopping

237 264 399 1050 1634 3584 51.20 5

Inference
 Henry Garrette’s technique was used to rank the preference indicated by respondents on 
different factors. The ranking revealed that respondents rank promotional update by API as the 
most significant criterion. Search by location was ranked second followed by voice note facilities, 
API integration and wide range of product.

Suggestions and Conclusion
Suggestions
1.  Measures must be taken in order to spread awareness among consumers in the form of 

advertisements and other modes of marketing.
2.  Variety of offers and discounts may also pull in customers attention.
3.  Communication plays a very important role in creating awareness.
4.  Increase in the number of users of social media will increase the social media business.
5.  Easily accessible is the most influential factor for trading through social media.



167

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

6.  Social media automation using API provide latest updates and regular promotional messages 
are most preferred factor by the respondents in this study. Therefore, traders most concentrated 
on regular promotional updates.

Conclusion
 This study aims at bringing out the level of awareness among a particulars size of population and 
it clearly concluded that most of the respondents are aware of what is happening in the social media 
business world and they prefer purchasing through social media because of the convenience that it 
provides, less purchasing cost and other facilities that makes their shopping ease. Therefore, it is 
no doubt that social media marketing is also growing rapidly like Amazon, Flipkart etc. and there 
will be better prospects for the social media entrepreneurs.
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Study on the Rise of Co-Working in 
India and its Impacts on Business

Kumudini Rao, Abdul Matin & Bennet Devraj
Department of Commerce, Madras Christian College

Abstract
With the rise in technology and the scarcity of space in cramped urban cities, 
Coworking is the next big thing for business corporates and professionals. Co 
working spaces are shared workplaces by various kinds of business professionals 
and freelancers. 

It is the new age workstyle which has attracted the attention of businesses and 
individuals alike. But do the benefits of this new age practice outweigh that of 
traditional workspaces? This Paper aims at identifying the benefits derived from this 
practice to all the parties involved. With the use of secondary data we aim to analyse 
the growth of coworking industry in India and its future.

Introduction
 Innovation generally refers to changing processes or creating 
more effective processes, products and ideas. For businesses, this 
could mean implementing new ideas, even creating a new a working 
environment for doing business.
 The latest trend in the business or the way of doing Business is the 
Coworking Space or the Co-working Environment. What is a work 
environment? It is the physical environment in which an employee 
works. A Coworking space involves a shared workplace, often an 
office and Independent Activity. How does a work space affect the 
employees? It Can Affect their Well-Being.The current workforce, 
would accept a lower salary if it meant working for a company with a 
strong corporate culture and focus on work-life balance. Culture and 
Balance begin with the values you foster in your workplace.

History
 DeKoven launched the word “coworking” as a way to identify a 
method that would facilitate collaborative work and business meetings 
coordinated by computers. He introduced this in 1999.
 Software engineer Brad Neuberg was the first one who put this idea 
to action in 2005 with the San Francisco Coworking Space. 

How It Works?
 Co working facility is self -employed. Majority business use the 
space to provide employees with equipment, space and services 
that they could not otherwise afford or access. Larger enterprises 
sometimes use coworking facilities to provide office space when they 
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have more than the normal number of employees working at any given time. It provides an office-
like environment but with added flexibility and feasibility.
 Coworking provides workspaces in various ways. Some facilities, are cooperatively managed 
spaces run as non-profit organizations. Other models include flat-rate memberships and fee 
structures based on access for a single visit or a certain number of days per week, month or year. 
Most coworking facilities offer a number of options to suit individual needs. Some organizations 
have multiple locations that members can access. Others provide “coworking visas” that provide 
free access to partnered facilities in different locations.

Objectives
1.  To analyse the benefits of coworking space
2.  To compare market positions of co working space in India
3.  To estimate future trends and growth of coworking in India

Review of Literature
 According to A. Gandini (2015), 52% of coworkers have reported that their earnings went up 
after participating in coworking spaces.
 Moriset’s (2014) study reports 2,498 mapped spaces in 80 countries worldwide. Coworking has 
spread over all continents, and all kinds of economies. Advanced economies take the lion’s share, 
with about 1100 spaces in Europe and 860 in North America, but some emerging countries such as 
Brazil are doing well.
 Capdevila (2013) offers a theory of coworking spaces as ‘microclusters’ that enable knowledge 
transfer among members from a network-based perspective.

Coworking Scenario Abroad
 Around the world coworking has been picking up pace and has grown exponentially.
The number of spaces has grown by 3050% since 2010 and the number of people working in these 
space have grown by 8000% .

 

 In London, a new coworking space opens every 5 days and every 7.5 days one opens in New 
York. This shows the speed at which these spaces are coming up.
 Europe is forecast to see 255 million square feet of flexible space in 2019,  which represents a 
12% increase. As of 2019, Asia Pacific has the largest number of coworking spaces. 

Coworking in India
 India is one of the fastest growing economies in the world. The past decade has seen a remarkable 
growth in the number of startups in our country. But to add to this growth is the high rate of 
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rent inflation in metropolitan cities with Mumbai at the top at 18%, followed by Chennai and 
Bangalore at 15% and 14% respectively. Coworking Spaces eliminates the operating cost incurred 
for procuring an office. These costs ae said to be approximately 9% - 12% of total costs. It helps 
businesses focus on core activities rather than real estate. Coworking improves the networking of 
people. Their social circle grows with people from diverse backgrounds but common ideals and 
goals. 83% have reported an increase in their business network. 74% of coworkers have claimed a 
rise in their productivity owing to flexible and diverse working conditions.
 

   Source: Deskwanted

 This further proves the positive impact it makes on the coworkers, improving their interpersonal 
skills and making them more productive. 
 The Coworking Industry is one of the fastest growing sectors. It is expected to grow 4 to 8 times 
the size of the current industry in 2019. Currentlythere are 18700 Coworking spaces around the 
world and around 450 spaces all over India.
 Some of the prominent players in India are shown in the table below. They account to nearly 
60% of spaces in the country.

Name No. of Cities No. of Centres

Regus 14 113

Wework 3 9
Springboard 7 17
Social 3 15
Bhive 1 6
Awfis 3 28
Innov8 2 10
Insta Office 4 10
MYHQ 1 60
Total 38 268
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 This growth is visible in all Tier I and Tier II cities across the country. These companies are 
using big-data generated from their existing facilities to better understand their facilities There is 
constant feedback helping the operator understand the needs of the occupier and also make smart 
investment decisions. Awfis is the first of many to have an App that enables people to book office 
spaces on real-time basis. This data- driven method helps these spaces to expand at high rates with 
greater chances of success.

Findings and Suggestions
 Our study shows that coworking spaces have grown exponentially over the past few years. 
The reason behind more and more people choosing coworking spaces is increased productivity, 
flexibility, expansion of social and business network. Coworking helps improve the health and 
well being of the coworkers. Also it is cost efficient pushing more startups and corporate giants to 
opt for this as it is better for their balance sheet. The future would see a rise in the number of large 
companies going for coworking rather than traditional offices to give their employees an upper 
hand and to diversify their work culture through the networking that these spaces provide. The 
next few years would see a new era of coworking in India. With government schemes like Make in 
India, there is an increase in the number of MSMEs. The office requirements of these companies 
will be catered by the coworking industry. The coworking market in India is being dominate by a 
few large players currently, however the growth aspects of these industries would promote more 
investments and many more operators to flourish in the next few years.
 In our opinion, support from the government can lower the cost involved in procuring coworking 
spaces. It can also boost the industry and improve and regulate participation from private players. 
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Beginning of a New Era: With  
AI-based CHATBOTS

Benett Varghese Thomas, J.Juanita Anabel & Nia James
Department of Commerce, Madras Christian College

Abstract
Communication, as the word itself denotes, is all about common understanding. 
Problems arise due to ineffective communication. Common understanding is required 
in every field. Especially for business, it is very important that they bend according 
to the needs of the customers in order to satisfy them. And so, the customer service 
industry has come up with an innovation of theirs-CHATBOTS. Chatbots are a form 
of computer application based on AI (artificial intelligence) which provides a real 
conversation with the users. This paper analyses the working of chatbots and its future 
scope. Primary data were collected using questionnaire from about 121 respondents 
which included students (male and female) from Madras Christian college and their 
parents who were working in Chennai. And the data was analysed using statistical 
tools like pie diagrams and graphs. This research would analyse the presence of 
chatbots in the present generation along with its benefits in order to measure its 
extent of growth in the future.

Introduction
 Chatbots are a form of computer application which provides real 
conversation with users. They carry out conversations with its users, 
convincing them that they were conversing with humans and not 
machines.
 The early life of chatbots begins from Joseph Weizenbaum’s ELIZA 
program (1966). He was a professor at the Massachusetts Institute of 
Technology (MIT). He named the program as Eliza, a character in 
Pygmalion. (It’s a play about a Cockney girl who learns to speak and 
think like an upper-class lady.) Also, he was successful in making 
his users believe that they were talking to humans and not machines.
The term chatbot comes from “chatterbot,” a name given by inventor 
Michael Mauldi (1994). The creator of Julia, the first chatbot made 
with Verbot, a popular software program and development kit. Today, 
AI chatbots are also known by different other names such as talkbot, 
bot, IM bot, intelligent chatbot, conversation bot, AI conversation 
bot, talking bot, interactive agent, artificial conversation entity, or 
virtual talk chatbot.Chatbots are already part of virtual assistants, in 
Customer Care Services.
 Artificial intelligence (in the form of natural-language processing, 
machine learning etc) makes it possible for chatbots to “learn” 
by discovering patterns in data. Without training, these chatbots 
can apply the pattern to similar problems. This ability gives them 
the “intelligence” to perform tasks, solve problems, and manage 
information without human intervention.
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Objectives
1.   To identify the awareness about chatbot assistance included in customer services.
2.   To analyse its benefits to the users.
3.   To know the extent of customer satisfaction offered by chatbots.

Review of Literature
 According to “A Tool of Conversation: Chatbot” by M. Dahiya, Chatbot helps the user by 
answering the questions asked by them and they can easily type their query in natural language and 
retrieve information. The development and improvement of chatbot design grow at an unpredictable 
rate due to variety of methods and approaches used to design a chatbot. 
 In Amir Shevat’s “The bot rulebook” (slack platform blog) his guiding mission is about: “A 
bot’s mission is to make human life better, to provide a helping hand, and to do so proficiently and 
courteously.”
 According to “A nice and friendly chat with a bot: User perceptions of ai based service agents” 
by Nancy  and Stefanie,AI-based service agents interact in a similar way as humans in human-
to-human chat conversations, but instead of a live person on the other end, a chat bot steers the 
communication based on artificial intelligence and Natural Language Interaction.

Methodology
 The study is conducted to grasp the potential of chatbots, understand how they work, what their 
capabilities are and its future scope. Survey method is used for collecting data with the help of 
questionnaire. The study is conducted in Chennai, Tambaram region. A sample of 121 was selected 
using the convenience sampling method. It shows response rate of 100%. The sample includes 
students from Madras Christian college and other working-class individuals, who gave their 
view on chatbots, its performance, popularity and progress. Their valuable response determines 
the reliability of this survey. The primary data collected was interpreted into pie diagrams and 
graphs. The source for secondary data includes journals and articles from, articles, internet and 
other sources.

Data and Interpretation
The data collected to identify the awareness of chatbots included in 

Customer Services are as follows:
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 The above chart states that majority of the samples are aware of chatbots and are aware of 
chatbot being included in customer services. This concludes that consumers have used the aid of 
chatbots and are more familiar with chatbots through customer services.

The data collected to analyse the benefits of chatbots to the customers are as follows: 
 
 

 

 The above data collected, indicates that the customer is willing to get quick, accurate and 
actionable solutions that highlights the various benefits that customers had gained, using chatbots. 

The data collected to know the Customer Satisfaction is as follows:
 

 The above charts explain that 46% to 49% of customers are moderate about their satisfaction 
towards chatbot assistance in customer services and 41% to 49% of customers satisfied towards 
chatbot assistance in customer services.
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Finding
 According to the data collected and interpreted we see that people have accepted the assistance 
of chatbots in customer services. Majority of the samples feel neutral about its assistance which 
denotes the beginning of this new era with Chatbots in customer services and marketing. The 
following is the summary of the data collected.
They all agree that instant, time saving and accurate solutions are needed in the Customer Care 
Services. 
• As chatbot can cater a huge amount of target audience 24/7, people are aided anytime which is 

appreciated among customers.
• Multilingual chatbots reduce the hiring expenses of different language resources.

Conclusion
 The research shows that inclusion of chatbots in customer care services has begun as a good start. 
It has developed the way customer problems and queries are rectified to the optimumsatisfaction of 
consumers. However, this new start has been neutral among customers in view of its future scope 
in E-commerce.
 Thus, we conclude that among the samples, 43.6% of them are neutral, 39.7% agree and 8.3% 
strongly agree about chatbot’s future in E-Commerce. However, they still feel the need of human 
assistance in various grounds. Thus, the entrepreneurs have to take various steps in emphasising 
improvements in these AI based Chatbot assistance in customer services for the fullest of customer 
satisfaction.
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A Study on Digital Recruitment 
Strategies

Maria Sekhose & Johana Blessy 
Department of Commerce
Self-Financed Stream Madras Christian College, Chennai

Abstract 
The world exists at the interaction between the old world and new, the crosswords 
of human interaction and daily digital advancement. Digital recruitment is a part 
of the sector leading to charge, offering enticing hikes of 30-40% for in-demand 
talent, around half a dozen headhunters  and  recruitment  firms.  Digital  recruitment  
plays  the  role  of  the  middleman connecting job seekers and employers in a time 
efficient manner in the comfort of their own space. The main purpose of the paper is 
to analyze how new technology has influenced the recruitment process as a whole.

Introduction
 If one wants to buy a mobile phone, how would he proceed? He 
would not run an advertisement in the newspaper telling people he’s 
looking for a mobile phone and wait for a good one to turn up at his 
house. He would visit a variety of local showrooms where the mobile 
phones are, to find what he’s looking for. He’d identify where the 
phones he’s interested in are located and visit those locations. This 
analogy is applicable to how human resource departments  attract  and  
recruit agile talent to  their organizations. Recruitment refers to  the 
overall process of attracting, short listing, selecting and appointing 
suitable candidates for jobs within an organization. One of the most 
current methods of recruiting  is digital recruiting, accessible 24 
hours a day and 7 days a week. Digital recruitment is when modern 
technology is used to hire human resources. “Twenty years ago the 
resume was just a piece of paper. But now it is a collection of all data 
that can be found online” says Jon Bischke, CEO of Entelo. Nearly 
30%  of  all  Google  searches  are  employment  related.  E-recruiting  
is  not  just  a  fad.  It  is embedded, ensuring that we are moving with 
the time.

Methods of Digital Recruitment
Direct Digital Recruitment
 Direct recruitment eliminates any middlemen in the process of 
sourcing new talent for an organization, the paradigm case being  
on-campus recruitment by an employer’s in-house recruiters.
1.  Social network: Many companies hire through social networking 

websites such as LinkedIn, Twitter, YouTube and Facebook. 
Social network recruiting demonstrates that companies can find 
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the best talent quickly without vast financial investment. It allows employers to screen potential 
employees without being screened. When a candidate who interests the employer is active on 
social networks, he can glean a lot about how the candidate works with others, how he handles 
customers, conflicts and much more. All of which helps the employer see who may be a great 
fit for the company, thereby increasing the chances of longer retention.

2.  Recruiting blogs: Recruiting blogs allow the company to show a potential employee what it, 
as an organization is like. Blogs conversely allow job seekers to check companies out, rather 
than the other way round. They allow employers to exhibit their zeal. While a company website 
simply serves up an often unchanging chunk of information, a Blog on the other hand, gives 
the employers the chance to embark their take on the issues of the day, giving a candid view of 
what the company actually is.

Indirect Digital Recruitment
 In  indirect  digital  recruitment,  employers  rely  on  consultancy  firms  to  recruit  potential 
employees using the digital platform. The companies put to use the services of third parties to enjoy 
hassle-free recruitment process. The third parties are experts that provide professional feedback on 
potential candidates to an organization for a fee.
1.  Virtual job fairs: Virtual job fairs offer an intuitive, engaging and interactive process exactly 

like a traditional job fair but within a virtual environment. They allow employers to interact 
with job seekers on a virtual level without the time and expense of travel and it enables the 
company to reach a larger number of potential employees from a larger geographical area.

2.  Online recruitment sites: These is the most well known of the digital recruitment methods but it 
continues to improve on its offering day by day to ensure its service stands head and shoulders 
above the rest. Monster for instance is the leading provider of online careers and recruitment 
resources, connecting organizations in every segment of the market with individuals at every 
career level globally.

Literature Review- Methods Of Literature
 Lievens F. and Harris M. (2003) acknowledged that for practitioners and researchers, the 
application of new technologies such as internet recruitment and testing is both exciting and 
challenging.
 Prabjot Kaur (2015) concluded that as the use of internet is indispensible, physical boundaries 
are blending and when it comes to professional mobility and the hunt for talented and skilled 
workforce at peak level in regional economics, the medium is definitely here to stay for long.
 Rozy Rani (2016) stated that it is a time saving and cost effective method and that the internet 
has been accepted as most convenient tool to find jobs
 Pikala and Jussi-Pekka (2017) concluded that it seemed that the actual HR professionals had a 
better knowledge of the digital tools and small companies with the actual HR department not being 
familiar with the digital tools.
 Piana Monsur Minda and Md. Kazimul Hoque (2018) stated that as an initial step of 
improvement,  the  management  should  also  train  the  recruiters  adequately  for  building  an 
effective system for online recruitment in the organizations

Digital Recruiting Strategies
1.  Establish company’s online reputation: A company can influence its reputation positively by 

being active on social media, writing a blog with professional and inspirational content. Sharing 
the company’s achievements and awards on social media is also a boost in the company’s 
reputation as candidates are attracted to experienced, successful and award-winning companies.
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2.  Leverage social media: Employers who used social media to hire found a 49% improvement in 
candidate quality over candidates sourced only through traditional recruiting channels. Social 
media is also an excellent channel to spread brand awareness. Apart from scouring websites, 
millennials look to social media channels to gather more information about the company. The 
first step to social recruiting is to create the company’s own social recruiting universe and 
discern where the targeted candidates are present. Creating a recruiting strategy to engage and 
convert active and passive talent on these channels escalates the leverage of the company in 
social media.

3.  LinkedIn profile: 87% of recruiters use LinkedIn, which makes it the top social network of 
choice in terms of finding skilled candidates. Though LinkedIn is a somewhat specialized 
platform, its prominence in the world of recruiting top talent will continue being high throughout

4.  2019. Participation in LinkedIn groups is important. The social network has a huge number of 
specialized communities that attract experts in specific fields. When the company is active in 
relevant groups it is much easier to identify both top talent and influencers. Such information 
can be invaluable when it comes to attracting the right professionals in a highly competitive 
niche.

5.  Artificial Intelligence: When it comes to recruiting techniques Artificial Intelligence is already 
playing a huge role in the way businesses find new talent. AI for recruitment is an emerging 
strategy in the human resource technology to shortlist the candidates automatically, rather than 
screening  it  manually.  AI  startups  are  significantly  reducing  the  operational  burden  by 
automating low level tasks and providing better information for decision makers.

6.  Mobile friendly career website: It’s more important than ever to not only have a visible 
presence via the career site, but also to make it user-friendly and a notable part of enhancing 
that user experience is ensuring the career site is mobile friendly. Candidates use an average 
of 16 different sources to search for jobs and 4 in 5 of those candidates will visit a company’s 
career site during their job search process. More than half of companies have websites that are 
not optimized for mobile devices, which could work against them. The best way to ensure a 
quality mobile experience and keep candidates engaged on the company’s career site is through 
responsive design.

7.  Video Interviews: Video interviews are an increasingly popular tool in talent acquisition 
because of their ability to save time and money involved in traditional, in-person interviews; 
remove geographic constraints; automate candidates screening; and improve the quality of 
data. They are used at many stages of the hiring process. Synchronous interviews are conducted 
live over the internet and are often used as an alternative to an in-person interview. In contrast 
asynchronous video interviews are recorded by the job seeker at the time convenient to them. 
This is the least expensive approach and generally easy to set up.

Research Objectives
Objective of the Study
 In this study we propose the different strategies used for employing people through the digital 
platform.
Scope of the Study
•    It is time and cost effective
•    It helps to reach a bigger audience
•    The job ad can be made more dynamic
•    It expedites the hiring process
•    It helps to shortlist qualified candidates the globe
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Limitations
•    It attracts bad candidates and fraudulent applicants
•    The major drawback is people in rural areas are unaware of it
•    There is a lot of competition forcing the company to pay more for extra exposure

Research Methodology
 A Questionnaire was prepared for the primary data collection. Multiple choices were given 
below the questions that were framed relevant to the topic. A sample size of 60 respondents has 
been used for this research. Normal sampling technique was used for analyzing the data.

Findings and Analysis
Q1) Are you aware of digital recruitment?

Q2) Have you ever visited an online recruitment site?
 

Yes 48.3%
No 51.7%

   

Q3)Which method of digital recruitment do you prefer? 

Social media 36.7%
Recruiting blogs 8.3%
Virtual job fairs 15%
Online      recruitment sites 38.3%
others 1.7%
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Q4) What is your overall opinion on digital recruitment?

Q5) If you were to choose between digital and non digital recruitment, which would you choose?

 

Findings
 Through this research it is found that 81.7% of the respondents encourage digital recruitment 
which indicates that recruiters are slowly migrating into the digital realm, digital recruitment is 
growing to become the preferred means of talent scouting. From the above data analysis, it has also 
been interpreted that 55% of the respondents go for digital recruitment and their overall opinion 
on digital recruitment is beyond average. Digital recruiting methods used to hire has found an 
improvement in candidate quality over candidates sourced only through traditional recruiting 
channels and a time and cost effective method for job seekers as they can find the advertisements 
easily on websites, job boards and portals. Amongst the strategies, online recruitment sites followed 
by social media were found to be the prominent ones.

Conclusion
 Traditional recruiting has passed the baton to digital. The time has come to adapt to transition 
from dinosaur recruiting strategies to technology-backed modern ones. The use of modern 
technologies in the recruitment processes is not just another trend in the changing environment, 
it will permanently appear in the area of human resources.The significant potential in the field of 
artificial intelligence and machine learning has been proven many times, HR industry still has a 
long way to go inorder to fully utilise them. By not utilizing them, companies are not only letting 
go of the opportunity to attract quality talent but also relinquishing the chance to reduce the burden 
on recruiters.
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Customer Satisfaction towards 
Digital banking in Chennai

N.Sudha
Assistant Professor
Meenakshi Academy of Higher Education and Research

Abstract
In olden days please used to go banks to withdraw money by way of cheques, draft , 
order or otherwise. They go to the banks for depositing money. They can do all banking 
functions only at particular date and time. Especially during holidays customers 
will not be able to perform any banking functions. But nowadays,customers will be 
able to withdraw money from anywhere and at any time by way of debit cards. They 
need not carry money for shopping. They can pay the amount for the goods by way 
of debit cards and credit cards or scan the or code and pay through pay tym. They 
can transfer the money by way of cash deposit machines, NEFT, RTGS, Google pay, 
pay tym. In those days banks also perform transactions manually. It used to take lot 
of time to perform the transactions. But nowadays with the help of computerized 
banking,the transactions in the bank takes place very quickly. 

Keywords:Debit cards, credit cards, NEFT, RTGS

Introduction
 Banks play an important role in economic development of the 
country. these days customers will do the banking services from their 
home itself. Their transactions can happen terribly quickly. they have 
not move from their homes to try and do all transactions of banking. 
they’ll transfer the quantity to alternative accounts simply by manner 
of assorted functions of transfer in web banking like NEFT, RTGS, 
fast transfer etc. Even whereas creating purchase through on-line 
searching of assorted sites like amazon,flipkart,myntra,jabong they’ll 
build use of on-line facilities of banking. they’ll pay the quantity by 
manner of web banking. they’ll additionally build use of debit and 
mastercard facilities for payment whereas searching on-line. Even 
Customers will transfer app of that specific bank in their mobiles 
and build use of the power of mobile banking. Even once we quit 
we’d like not carry profit our hands for searching. we will swipe 
our cards for searching. these days several retailers use the facilities 
of paytym,phonepe etc. Even withdraw of money are often done 
quickly manner of ATM. Even money are often deposited simply 
through money deposit machines. Even pass book entry are often 
done simply by manner of pass book entry machine simply. you 
would like not change queue of the banks.
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Review of Literature
 V.K.Chopra (2001) in his analysis article entitled “Emerging challenges, ways and solutions 
in Indian public sector banks” highlighted Post VRS situation, shrinking of profitableness, new 
merchandise like tele-banking, mobile banking, net banking, e-commerce connected merchandise 
& non-performing assets. He discerned the activity of Mergers & Acquisitions and a few of the 
challenges before the Indian Public Sector Banks.
 Mohammed, Al-Hawari, Nicole Hartley and Tony ward (2005 in their research work on 
“Measuring Banks’ Automated Service quality: A confirmatory Factor Analysis” strived to develop 
a comprehensive model of banking automated service quality taking into consideration the unique 
attributes of consisting of ATM Service Quality, Tele Banking Service Quality, Internet Banking 
Service Quality, Core service Quality and Price
 Dr. Ganti Subrahmanyam (2006 in his article entitled “Technological Divide and way forward 
for Retail Banking” mentioned a number of the problems relating implications of E-Commerce 
for industry. The author finished that banking will give customers a seamless route to access 
retail monetary services with low group action value. He felt that it’s common solely in net an 
exceedingly   few elements of the planet. consistent with him, with the growing use of  alternative 
electronic channels in Republic of India, scope for selling through these channels is increasing
 Rajesh Kumar Srivastava (India) (2007) in his article on “Customers’ Perception on Usage of 
net Banking” targeted on the problems like customer’s perception concerning net banking and the 
way to boost the usage rate. The study discovered that education, gender and financial gain play 
a crucial role within the usage of net banking.each delivery channel and alternative variables that 
have a possible influence on quality issue. The model discovered that the machine-driven service 
quality in banks is conceptualized as a 5 factors structure
 Neha Dixit, Dr. Saroj K. Datta (2010) in their study on “Acceptance of E- Banking among Adult 
Customer: AN Empirical Investigation in India” investigated the factors poignant the acceptance 
of e-banking services among adult customers and therefore the level of concern relating to the 
protection and privacy problems. The study found that adult customers area unit willing to adopt 
on-line banking if banks give them necessary steering and it suggested that the bank ought to 
phase the market on the idea getting on cluster and supply them necessary steering relating to the 
employment of on-line banking.
 Dr N.B.Jadhav, Mrs.Poonam R. Lohana and Mr. Rupesh Dargad (2011) in their research article 
on “Customer perception and attitude towards e-banking” determined the consumer’s perspective 
on the adoption of E-banking
 K.T. Geetha & V.Malarvizhi (2011 in their analysis paper on “Acceptance of E-Banking Among 
Customers” investigated the factors that are moving the acceptance of e-banking services and 
guarantee safety of their accounts, customers are willing to adopt e-banking among the purchasers 
and additionally indicate the amount of concern relating to security and privacy problems in 
Indian context. The finding portrayed several factors like security and privacy and awareness 
level accumulated the acceptance of e-banking services among Indian customers. The finding 
additionally showed that if banks offer them necessary guidance ease and adaptability in banking 
operations that profit the purchasers

Objectives of the Research 
• To find out how  customers are satisfied with Using of ATM Devices. 
• To find out how customers are satisfied with banking in online services 
• To find out how customers are satisfied with mobile banking services
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Research methodology 
 The detailed methodology of the research has been described on the basis of research design, 
sampling design, data collection method and analysis. From the view point of function, it is a 
descriptive as well as analytical research because here we discuss the Customer satisfaction 
towards digital banking in Chennai. From the view point of data nature, it is both qualitative and 
quantitative research.

Research type- Descriptive and Analytical
•  Nature of Research- Qualitative and Quantitative Research 
•  Research Approach- Exploratory Research 
•  Population- Customers of banks in Chennai city 
•  Sample size- 50 Customers 
•  Sampling Area -Chennai 
•  Sampling Method- Non — Probability Sampling — Convenient Sampling 
•  Research Method Survey -Data type Primary (Majority of the data) and Secondary Data 
•  Sources of Primary -Data Questionnaire and Personal Interview 
•  Sources of Secondary Data- Newspapers, Journals, Magazines, Reports, Books, Research 

Articles, Internet, etc. 
•  Research instrument -Structured Questionnaire Statistical Tools applied Percentage Analysis 

and Weighted Average Software used for data feeding and analysis MS Excel (2010) and SPSS 
(Version 20)

Hypothesis of the Research 
 Hypothesis is usually considered as the principal instrument in research. Hypothesis means a 
mere assumption or some supposition to be proved or disproved. Hypothesis may be defined as a 
proposition or a set of propositions set forth as an explanation for the occurrence of some specified 
group of phenomena either asserted merely as a provisional conjecture to guide some investigation 
or accepted as highly probable in the light of established facts. Hypothesis states what we are 
looking for and it is a proposition which can be put to a test to determine its validity. Keeping in 
view the under theoretical framework and objectives of the study, the researcher has formulated 
and tested the hypotheses which also address the research problem. 
 The following hypotheses are formulated and tested to achieve the objectives. 
 There is no significant difference among the demographic variables of the respondents with 
respect to customer satisfaction with using of ATM devices. 
 There is no significant difference among the demographic variables of the respondents with 
respect to Customer Satisfaction on banking with online services. 
 There is no significant difference among the demographic variables of the respondents with 
respect to Customer satisfaction towards mobile banking. 
 Perception on ATM services, banking services and mobile banking services has no significant 
influence on Customer Satisfaction towards Banks. 
 Customer Satisfaction has no significant relationship with digital banking towards banks.

Research Model 
 In order to understand better how the customers are satisfied towards digital banking in Chennai 
the proposed research framework/model is developed. The proposed research model is as follows:
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Analysis and Interpretations
Percentage Analysis

Table 1 Age
S.no Age No.of respondents Percentage

1 26-35 15 30
2 36-45 21 42
3 More than 46 14 28

Total 50 100

Chart 1 : Age

Interpretation
 It is clear from the above tablet hat 42% respondents were of the age group between 36-45, 30% 
of the respondents were of the age group between 26-35 and rest of the respondents of 28% were 
of the age group of more than 46.

Table 2 Gender
S.no Gender No of respondents Percentage

1 Male 31 62
2 Female 19 38

Total 50 100

Chart 2 : Gender
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Interpretation  
 It is clear from the above table that 62% of the respondents were male and 38% of the respondents 
were female.

Table 3 Marital Status
S.no Marital status No of Respondents Percentage

1 Married 38 76
2 Single 12 24

Total 50 100

Chart 3:Marital Status
 

Interpretation
 It is clear from the above table that 76% of the respondents were married and 24% of the 
respondents were single.

Table 4 Number of Dependents
S.no Number of dependents Number of respondents Percentage

1 Less than 2 23 46
2 Greater than 2 27 54

Total 50 100

Chart 4 : Number of Dependents
 

Interpretation
 It is clear from the above table that 54% of the respondents had dependents of greater than 2 and 
46% of the respondents had dependents of less than 2
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Table 5 Income P.M
S.no Income P.M. No of respondents Percentage

1 40000-50000 20 40
2 Greater than 50000 30 60

Total 50 100

 Chart 5 :Income P.M.
  

Interpretation
 It is clear from the above table that 60% of the respondents had income of greater than 50000 
p.m and 40 % of the respondents had income of 40000-50000

Table 6 Satisfied towards ATM Services
 The respondents were asked about whether they are satisfied towards ATM services.

S.no Satisfied towards ATM Services No of respondents Percentage
1 Yes 32 64
2 No 18 36

Total 50 100

Chart 6:Satisfied towards ATM Services
 

Interpretation
 It is clear from the above table that 64% of the respondents were satisfied towards ATM Services 
and 36% of the respondents were not satisfied towards ATM Services

Table 7 Satisfied towards Mobile Banking and Transfer of Funds
 The respondents were asked about whether they are satisfied towards mobile banking and 
transfer of funds
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S.no Satisfied towards mobile banking and transfer of funds No of respondents Percentage
1 Yes 32 64
2 No 18 36

Total 50 100

 Chart 7 Satisfied towards Mobile Banking and Transfer of Funds
 

Interpretation
 It is clear from the above table that 64% of the respondents were satisfied towards mobile banking 
and transfer of funds.and 36% of the respondents were not satisfied towards mobile banking and 
transfer of funds.

Table 8 Satisfied towards Website Services
 The respondents were asked about whether they are satisfied towards website services.

S.no Satisfied towards website services No of respondents Percentage
1 Yes 32 64
2 No 18 36

Total 50 100

Chart 7:Satisfied towards  website Services
 

Interpretation
 It is clear from the above table that 64% of the respondents were satisfied towards website 
services and 36% of the respondents were not satisfied towards website services.

Conclusion
 Finally, technologies in banking have paved the way for banking transactions to be in a faster 
way. People can do the banking transactions from their home itself. They need not go to the banks 
and stand in queues. Various banks have developed with various technologies like core banking 
solutions etc.
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Annexure
Questionnaire
Customer satisfaction towards digital banking in Chennai
Questionnaire
1)  Name:
2)  Age:
 a) <25   b) 26-45  c) 36-45  d) 46>
3)  Gender:
 a) Male b) Female
4)  Marital Status:
     a) Married b) Single
5)  No. of Dependents:
      a)  < 2 b) < 3 c) < 5 d) 7> 
6)  Income P.M.  
      a) < 10000 b) 10000-20000 c) 20000-30000  
7) Satisfied towards ATM  Services
 (a) Yes  (b)No
8) Satisfied towards mobile banking and transfer of funds
 (a)Yes  (b)No
9) Satisifed towards website services
 (a)Yes   (b)No
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Abstract
The principle of this study is to assess the level of job satisfaction of faculty members 
working in engineering colleges in Tirunelveli district.The satisfaction of college 
towards their job is remarkably positive and therefore it enables the society to 
reap the benefits. The job satisfaction level is different from person to person. The 
important factorsthat have a blow on job satisfaction levels are pay, promotion 
opportunities, workingconditions, job security, and relationship with coworkers and 
fringe benefits. A sample of 75 faculties’ members wasselected by random sampling 
from the five engineering colleges in Tirunelveli district. Most of the respondents  
are  female,  M.Phil, and doing Ph.D.20 -30  years  of  age,  single  and  had  job 
experience of 3-5 years. Data wereanalyzed by simple percentage and weighted 
mean. The apt suggestions were provided based on the major findings in this study. 
Finally, this study presumed that the maximum numbers of respondents are highly 
satisfied with their job, especiallyinfrastructure in their working condition.

Keywords:Faculties, Job Satisfaction, Attitude 

Introduction
 Job satisfaction is a notableissue in the field of education because 
it affects the system in many ways and may affect efficiency and 
achievements of the institute. Job Satisfaction raises the spirit and 
motivates the human  resources to indulge at work and achieve  
their career goals. Teachers are important link in the transmission 
of educational opportunity tostudents. Teacher pledge may also be 
an important factor determining the successful implementation of 
educational reforms in colleges.  The implementation of these chances 
will likely require greater levels of teacher initiativeand innovation, 
making teacher commitment and motivation increasingly important. 
Dissatisfied teachers are not involve in institute intensively. They 
do not inspire student for engagement instudies and motivates them 
for academic achievement.They experience personal stress, physical 
ailment, and interpersonal conflicts with co-workers. As a result of 
dissatisfaction performance of the institution can be badly affected.
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Review of Literature
 Leelavathi.K (2012) in her study on job satisfaction of women teachers stated that self- financing 
colleges are remarkably increasing in decades in Tamil Nadu state as well as other parts in India. 
The study concluded that there is a dissatisfaction away teacher and the educational institution 
should focus on the satisfaction of teachers. 

Objectives of the Research
1.   To study the socioeconomic condition of college teachers in Tirunelveli district.
2.  To study the factor influencing the job satisfaction of college teachers.
3.   To find out the satisfaction of college teachers towards the organizational climate.

Research Methodology
 In this study, 75 samples of self- financing teaching faculties are taken from the population of 
Tirunelveli district. A questionnaire was the tool used for data collection. The Descriptive research 
designs were used. The statistical tools are weighted average and  Percentage.

Limitation of the Study
1. The study is restricted to the selected sample of Tirunelveli district.
2. The statistical methods used to analyze the data of their limitation.

Analysis and Interpretation
   Table 1 Demographic Profile of theRespondents

Factors Number of Respondents N=100 Percentages
Gender
Male 25 33.33
Female 50  66.66
Age (Years)
25-30 22 29.33
31 To 40 33 44
Above 40  20 26.66
Educational Qualification
M.Phil and Doing Ph.D 26 34.66
Ph.D 34 45.33
SLET or NET 15 20
Experience
3-5 28 37.33
6-10 36 48
10-15 11 14.66
Monthly Income
Upto Rs 10,000 12 16
Rs 10,001 to 20,000 48 64
Rs 20,001 to 30.000 15 20
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 Table no.1 describes the demographic profile of the respondents for the study. Out of 75  
respondents who were taken for the study: it have been identified that most (66.66%) of the 
respondents are female, (44%) whose age  group  is  under  31  to  40  years,  most  (45.33%)  of  
the  respondents  are  completed Ph.D.  (48%) of the respondents are 6-10 year teaching experience 
and the monthly incomeof (64%) respondents are Rs10, 001to 20,000.

Job Satisfaction of the Respondents
Table 2 Job Satisfactions

S.No Statements HS S N DS HDS Mean Rank
1 Infrastructure 225 60 36 12 - 4.44 I
2 Working Condition 185 100 30 12 - 4.36 IV
3 Personal Growth 215 68 24 20 2 4.38 III
4 Increment 100 168 18 16 3 4.06 V
5 Job Security 165 92 30 10 4 4.01 VI
6 Leave Restrictions 175 104 36 15 - 4.40 II

 This table explains the job satisfaction level among women faculties in this study. From the 
weighted mean score, it is found that engineering college teaching faculty’s satisfaction depends 
on infrastructures and leave restriction followed by personal growth and job security and increment 
etc.

Suggestions
1.  The increments of the staff should be based on their job performance.
2.  Faculty members should be encouraged by their recovered performance. The successful faculty 

members showing good results in their subjects should be given incentives which may enhance 
their job satisfaction. The education institutions need to make attempts to offer good salary or 
other benefits.

3.  It is highly suggested that the faculty members must attend a workshop and seminar to improve 
their talents, skills and knowledge.

4.  More leave facilities should be provided to the faculties to enable them to maintain health.
5.  Engineering colleges should concentrate on developing addition toilet facilities s for women 

staff.

Conclusion
 The Teaching profession is the majestic one.  Every faculty their jobs very keen.  This study 
analyzed the satisfaction level about their jobs in engineering collage.  This study terminated that 
the woman faculties are highly satisfied with their job, especially infrastructure facility of their 
working environment.  This study gives a positive result because the majority of the respondents 
satisfied with the various aspects of their jobs. The college teaching faculty should be providing 
sufficient training to update their knowledge to improve their performance and face the challenges 
and stress during job. The teaching staff should also be provided latest trainings for improvement of 
their performance, and there should also be a better relationship with administrative authoritiesand 
sufficient freedom for decision making in their teachings for attaining higher satisfaction level. 
Faculty members should be encouraged by their recovered performance. The successful faculty 
members showing good results in their subjects should be given incentives which may enhance 
their job satisfaction. The education institutions need to make attempts to offer a good salary or 
other benefits. 
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Introduction
 Gold has a deep-rooted significance in Indian history, alluring 
people with its beauty, charm, and as a sign of wealth. The mindset of 
Indians investing in gold has increased some time. This may be due 
to cultural significance, sentimental values, and appreciations in the 
value of gold. Gold is considered as an auspicious symbol of wealth. 
Gold monetization scheme was launched on 5th November 2015 
by the Prime Minister of India Mr. Narendra Modi to bring out the 
idle gold from the households and organization. Gold monetization 
scheme provides an opportunity for individuals to make a profit from 
the old jewelry lying in bank lockers and safety boxes. This scheme 
is useful for both government and gold holders, as the gold deposit 
account holders can earn interest from the idle assets lying either 
in their houses or in safety lockers. As far as, the Government of 
India is concerned, this scheme enables the government to reduce the 
import of gold.

Objectives
 This research paper attempts to explore the awareness level of 
investors towards gold monetization scheme. An overview of gold 
monetization scheme is presented, and suggestions are offered to 
promote gold monetization scheme amongst the investors.

Methodology
 The study is based on primary and secondary data. The primary 
data is collected from 100 respondents and secondary data is taken 
through websites, journals and, magazines.

An Overview of Gold Monetization Scheme
 Gold Monetization Scheme (GMS) is the modification of ‘Gold 
Deposit Scheme’ (GDS) and ‘Gold Metal Loan Scheme (GML). The 
scheme was introduced to mobilize idle gold held by individuals and 
institutions of our country. It will help to reduce import of gold by 
our Government.
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 Gold Deposit Account- A gold deposit account has to be opened with the designated bank for 
depositing gold under Gold Monetization Scheme. All the Scheduled Commercial Banks excluding 
RRBs will be eligible to implement the Scheme. The opening of gold deposit accounts will be 
subject to the same rules with regard to customer identification as are applied   to any other deposit 
account. The customer should hold Savings / Current Account with a Bank before opening Gold 
deposit account for the credit of interest on the gold deposit.
 Eligibility - This scheme is open to resident Indians, Hindu Undivided Families, Partnership 
firms, Proprietorship, Companies and Charitable institutions. It is also open to Central Government, 
State Government or Government - owned organizations.  
 Collection and Purity Testing Center (CPTC) – Gold shall be deposited at collection and purity 
testing center which are certified by the Bureau of Indian Standards (BIS). The purity of the gold 
deposited will be assessed, and certificate will be issued after testing the purity. 
 Acceptance of deposits - The minimum deposit of the gold under GMS at any one time shall 
be 30 grams of raw gold (bars, coins, jewelry excluding stones and other metals). There is no 
maximum limit for depositing gold under gold monetization scheme.
 Short Term Bank Deposit (STBD) - Gold can be deposited under the GMS with a designated 
bank for a short term period of 1-3 years.
 Medium and long term government deposit (MLTGD) - Medium term deposit can be made for 
a period ranging for 5 to 7 years, and the long term deposits can be made for a period ranging from 
12 to 15 years or for such a period decided by the central government.
 Interest Rates- The designated banks are free to fix the interest rates on these deposits. The 
interest shall be credited in the deposit accounts on the respective due dates and will be with 
drawable periodically or at maturity as per the terms of the deposit. The current rates of interest as 
notified by the Central Government are as under:
(i)  On medium - term deposit – 2.25% p.a.
(ii)  On long term- deposit – 2.50% p.a.

Benefits to Investors
1.  Depositors in gold monetization scheme can earn interest on idle gold.
2.  The scheme offers flexibility and, the investors can withdraw the investment when required.
3.  Choice is given to the gold depositor to redeem in the form of cash or gold.  However that the 

gold depositor needs to state the redemption preference at the time of gold deposit.
4.  It helps to eliminate locker rent but at the same time provides safe maintenance of gold.
5.  The earning on gold monetization scheme is exempted from capital gain tax, wealth tax and 

income tax.

    Analysis And Interpretation
Gender Distribution

Gender No.of Respondents Percentage

Male 60 60
Female 40 40

Total 100 100

 It is inferred from the above table, 60% of the respondents were male, and 40% of the respondents 
were female. 
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Age Distribution
 15% of the respondents were between the age group of 25 – 35years, 38% of the respondents 
were between 35 – 45 years, 16% of the respondents were between 45 – 55 years, 10% were below 
25 years, and 21% were above 55 years. 

Qualification   
 37% of the respondents were professionals, 29% were under graduates, 23% were post graduates, 
and 11% of the respondents did not have collegiate education.

Income Distribution

 Majority of the respondents (40%) were within the monthly income of Rs. 25,000 – Rs. 50,000, 
and 30% of the respondents were within the monthly income of Rs. 50,000 – Rs. 75,000. 20% of 
the respondent were earning below Rs.25, 000. 8% of the respondent were earning income between 
Rs.75, 000 – Rs.1, 00,000 and 2% of the respondents earn income above Rs. 1, 00,000.

Frequency of Investment
 Majority of the respondents (48%) saved income through the purchase of gold annually, 32% 
of the respondent saved monthly, 12% of the respondent saved quarterly, and remaining 8% saved 
half-yearly in gold.

Mode of Investment in Gold
 
   

 50% of the respondent invested in jewelry, 40% invested in the form of bars and coins and, 10% 
in the form of E-Gold.
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Awareness on Gold Monetization Scheme
 

 30% of the respondents were aware of gold monetization scheme, 60% of the respondents were 
not aware of gold monetization scheme and, 10% remained neutral concerning  awareness level of 
gold monetization scheme.  

Minimum Investment in GMS

 

 Majority of the respondents (47%) were not aware of the minimum investment that shall be made 
in gold monetization scheme. 31% of the respondent stated that 30 grams, 12% stated 90 grams, 
and 10% stated 120 grams as the minimum level of investment in gold monetization scheme.

Benefits of Gold Monetization Scheme

 
             

 Majority of the respondents (48%) felt gold monetization scheme helps to earn interest on 
idle gold, 36% of the respondents felt it was safe to maintain gold in gold, monetization scheme. 
Avoidance of safety locker rent was the next reason for choosing gold monetization scheme.
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Factors that Demotivate in Investment in Gold
 

 Dislike in the conversion of gold (43%) was the major reason that demotivated the respondents 
from investing in gold monetization scheme. Respondents stated that they did not have awareness 
(40%) about GMS. The next reason stated was a lower rate of interest (12%) that was offered on gold 
monetization scheme. Fear of tax with 5% was the least factor that demotivated the respondents.

Suggestions
•  The Central government and commercial banks must create awareness about gold monetization 

scheme to the customers and, the investors
•  Transparency must be introduced in the process of conversion of gold, and it is better to 

standardize the gold bar that is produced during the process.
•  The return offered by banks as interest can be enhanced to attract depositors.
•  CPTC can be more customers friendly to attract uneducated investors.
•  An option to redeem on Akshaya Tritiya or festivals time can promote more investors to invest 

in gold monetization scheme
•  Financial literacy programs can be organized to overcome the fear of tax that exists in the mind 

of investors.

Conclusion
 Gold monetization scheme is very novel scheme can help to mobilize idle gold and thereby can 
help in the reduction of gold imports.
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Abstract
Internet marketing is rising in India at the fast pace. Many Indian companies are 
using internet marketing for competitive advantages. The success of a marketing 
campaign cannot entirely be achieved by internet marketing only. Moderately 
for the success of only marketing campaign, it should fully strap the capabilities 
of various marketing techniques available within both traditional and modern 
marketing. Startups that use internet marketing many times get neglected.

This study shows protection to be taken for effective execution of internet marketing 
to harvest enormous potential to accession the sales.

Keywords: Internet marketing, Social network, Neglected, Online retail, accession. 

Introduction
 Internet Marketing is any form of marketing products or services, 
which involves electronic devices. It can be both online and offline. 
According to CAM Foundation, -“Online marketing is a set of tools 
and methodologies used for promoting and services through the 
internet.”
 The internet marketing hue cycle fluctuates under dodge 
preconditions. This internet marketing connects organizations with 
qualified potential customers and takes business development to a 
much higher level than conventional marketing. Online marketing 
fuse the internet ingenious and technical tools, including pattern, 
expansion, sale, and advertising,  while concentrating on the primary 
business design such as E-Commerce, Lead-based websites, Affiliate 
marketing, and Local Search. In internet marketing, harem audience 
is reachable at a bridge of traditional advertising budgets, allowing 
the business to create appealing consumes ads. Consumers will 
research and purchase products and service at the license as the 
internet market is flexible and convenient. Here consumers can 
be demographically targeted much more adequately in an online 
rather than an offline process. The main online plat form used here 
is Google, Face book, Twitter, YouTube, etc., in recent Instagram 
is also popular are they are undulating out more advertises friendly 
products that are beguiling smalls as well as large players to market 
with high efficiency to early adopters.  The advertises investment 
depends on how fast the emerging digital content industry endorses 
scientific measurement tool. Mostly brand is an experiment to a large 
extent with expressing themselves through online and youth content.
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Interesting Facts about Internet Marketing
 These days’ people spend more time on the internet than on the service. The liability is quite 
wide on the internet as correlated to other media of marketing. The various forms of internet 
marketing such as sites, social media, etc., make it a lot easier for the players to convey with 
people. Customers get to know about each new product in the market instantaneously. Thus it 
fascinates more attention of people. 
 The marketing scenario enables to share advertisement campaign together on different plat forms. 
Millions of customers are handled simultaneously. The way the tasks are less time consuming and 
exhausting. Internet marketing does not need much capital investment. All it needs is some good 
site writing skill. 
 Internet marketing is available on 24/7 basis. Which means internet marketing doesn’t work 
based on the schedule. It is available on the net from the moment you upload it on internet. In 
internet marketing, everything is available just one click away. Whether its fashion or home 
appliances or gadgets, etc., select your choice and go on. Internet marketing gave a track to internet 
banking to enter into the digital world. Which made payment methods digital. The ensures quick 
and instant payment services over the net. The services start one the ads are raise online. Even after 
the products sold, the campaign remains which attract more use demand. There is no time limit for 
how long the service can last in Internet marketing. It provides long lasting and continues to affect 
on the customers and attracts them by its way.

Reasons for rising in Internet Marketing in India
 Internet penetration will increase around 900 million Indians by 2022. Latest trends in internet 
marketing in India in web usage, mobile and search, social networking, shopping, and online video 
are shaping the Indian internet marketplace and what it holds for the years to come. 

 

Fig 1 India is now world second largest internet population 

 By adding 627 million users in 2018 and exhibiting a year-over-year increase of 47.54 % India 
becomes to be the world second-largest internet population leaving behind China. While in 2017, 
Mobile Internet grew 5 billion users during 2018 the growth was 63 percent. India registered a 
YoYo of 28 percent in 2018 and a YoY growth of 39 percent in 2018 as far as the number of 
internet users is concerned.
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Fig 2 Maximum of Social media users
 
•  86% of Social Media users in India. 
•  217 minutes are spent on Face book by minimum user. 
•  Face book audience are increase 28% in the last year. 
•  59,642,000 users visited Face book on their laptops.
•  Pinterest and Instagram are the fastest growing networks. 

Fig 3 Entertainment and online video continues to grow
 

•  74% of entertainment site visitors in India.
•  31.5 million Viewers watched YouTube videos in India. 
•  27% increase in the India online video Audience over a year.
•  54,025,000 people watched an online video on their laptops.

Indian Government promotes Digital India
 From 69 million online shoppers in 2018 and more than 100 million in 2019, India has seen a 
stark rise in the internet population. Ever since the launch of Digital India in 2015 as an initiative 
to improve online infrastructure and digital empowerment, there has been mushrooming of a whole 
market of start-ups, services, and more than connect people globally! It has resulted in a rise of 
active internet users, mobile connections, social media traffic, and more.
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Commandments of Internet Marketing
 Digital method is created in a complete void from the overall brand strategy, or worse, no digital 
strategy is crafted at all. Since digital is the glue that ties the entirety of a marketing plan and 
campaign together, anything that happens online needs to ladder up to the higher objectives of the 
brand. An effective digital strategy is typically composed of a group of sub-strategies to effectively 
plan and accounts for owned, earned, shared, and paid assets.
 Majority of brands have some sort of goal around innovation. And that’s important because 
creation drive the business forward, But innovation means better, not new. Your strategy should 
help you select your campaign, not the other way around. If you’re seeking to use a tool or platform 
as a result of you think that it’s innovative, and can’t identify how or why it works for your audience, 
you’re worshiping the shiny object and area unit destined to fail.

Conclusion
 Internet marketing has increased in last few years in India. People have different views about 
it. But the fact is this Internet marketing has amazing probable to increase in sales provided 
businesses should have the knowledge to implement it in the right way. Benefits like increased 
brand appreciation and better brand reliability can be gained by effective Internet media plan. 
Internet marketing campaign help in reduction in costs, boost in inbound traffic, and better ranking 
in search engines.
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Abstract
The Banking industry is facing so many challenges today. Many banks in the public 
sector are in trouble with the increase in Non Performing Assets. Neo Banks is the 
type of banks which provide digital services. Some banks have started their own 
neo banking operations. Many start-ups have collaborated to a banking licensee to 
launch digital start-ups. The neo bank market is growing at a Compound Annual 
Growth Rate (CAGR) of 50.6% during the period 2017-2020. So, this study aims to 
have an understanding of  the new trend in the banking industry- Neo Banks.

Keywords: Neo Banks, Fin Tech enterprises, banking. 

Introduction
 Neo bank is a type of direct bank that is 100% digital and reaches 
customers on mobile applications and personal computer platforms 
only. They are Fin-Tech enterprises which provide banking services 
in collaboration with an existing bank. They do not have a banking 
license. They are also known as challenger banks.
 According to a survey conducted by Tech Foliance (a business 
intelligence service provider), there are about 50 Fin-Tech 
organizations all over the world.
 Atom Bank (Britain),  Buddy bank(Italy), Civilized Bank (Britain), 
Go Bank (USA), Loot bank(USA), We bank (China),  N26 (Europe) 
Yono by SBI (India), Open (India) are major neo banks operating in 
the world.

Objectives of the Study
• To understand the concept of Neo Banking
• To understand the new trends in neo banking in India.

History of Indian Banking Sector
 The banking system has drastically changed, leaving no trace of 
the old ways. Fourteen major commercial banks accounting for 70 
percent of the resources of the banking system had been nationalized 
in 1969. In the second phase, six banks were nationalized. Today 91 
commercial banks with 141756 branches are functioning in India. 
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 The nationalization brought tremendous changes in the banking industry of India. The loans 
and advances which are available only for the socially forwarded people had become available 
for lower sections, including rural areas. Pradhan Mantri Jandhan Yojana is the World’s largest 
financial inclusion program; where 36.06 crore new accounts were opened (28.65 in the public 
sector and 1.25 in the private sector). Many banks in the public sector are in trouble with the 
increase in Non Performing Assets. Small banks are merging with big ones. All the subsidiary 
banks of State Bank of India and Mahila Bank were amalgamated with State Bank of India.  The 
new industrial policy of 1991 has increased competition in the banking industry. Public sector 
banks are facing high competition with private sector new generation banks. Government is taking 
measures to reduce participation in public sector banks. Government participation in State Bank of 
India is only 57.88% now.

Neo Banking
 As per Global Fin-Tech Report, 28% of the traditional banking transactions are now carrying 
through Fin-Tech companies. The term Neo Bank first became prominent in 2017 to describe Fin-
Tech based financial service providers that were challenging the traditional banking system. There 
were two main types of neo banking companies, that provide the services digitally and applied for 
their banking license; and companies that have a partnership with a traditional bank to provide 
those types of financial services.  
 Today, major global banks have been experimenting with neo banking.
 Venture capitalists are investing in this sector by understanding the trends in new generation neo 
banks. The funds in 2018 are four times higher than that of 2017. 
 Neo bank has been started by the author of the book named “Breaking Banks” Bright King; he 
started a neo bank named ‘Moven’.

Major Functions of Neo Banks
 A Neo-Bank is a digital bank which offers a different and, most of the time, broader user 
experience than traditional banks. Although the financial product offered is often similar, the 
interaction with it is different. It is the main value proposition for the client.
 Neo-Banks are real competitors to the “traditional” banks on the market due to their reduced 
costs, advanced features, very user-friendly interfaces, user customization, and new technologies. 
Following are the innovative components of Neo-Banks.
•  Fast Account Opening: - Most of the neo banks provide an account opening about 3 to 10 

minutes; starting from a simple form to a video call.
•  Free debit card: - Most of the neo banks offer a free debit card to the customer, and it can be 

managed by a mobile application fastly; blocking, changing passwords, etc.
•  International Payment:- Neo banks offer to use their debit cards abroad for no fees and with a 

live exchange rate.
•  Instant payment:- Most of the neo banks offer instant payments among their customers.
•  Crypto currencies: - Some of the neo banks offer to open an account with Crypto currencies.
•  Multicurrency accounts:- Some of the neo banks offer to operate an account with multiple 

currencies and transfer within these accounts.
•  User-friendly interfaces: - Neo bank applications are user-friendly, responsive, and well 

designed.
•  24/7 support: - Most of the neo banks offer 24/7 international support through their app instant 

message system.



205

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

•  Expense analytics: - Neo bank applications provide expense analytics for their customers; such 
as spending habits, advice on future spending, changes taken in the plans, spending meter, etc.

•  Instant balance:- On the application the customer will always see an up to date balance.
•  Vaults: - Neo bank helps the customer to save money for an objective. The customer can round 

up all the transactions and put the spare change in the vaults.

Challenges
 The customer’s acquisition is quite a challenge because it can be hard to convince someone to 
change from a regular bank to a new kind of bank. The marketing to overcome is very expensive. 
A lot of customers are not interested in a mobile solution and would rather have a face to face 
interaction or a telephone call. The major challenge for the Neo-Banks is revenue. Most if not all 
of the services provided by a Neo-Bank are free. Consequently, they have to find their earnings 
elsewhere.

Neo banks in India
1. NiYO
 It offers digital banking solutions especially for salaried employees. Presently, it claims that 
the fin-tech start-ups cater to over five lakh customers and has partnered with 3000 corporate. Last 
year, the start- up launched a global card canceling the need to buy a forex card during international 
trips. Last month, it was collaborated with a technology- enabled financial advisory start-up, to 
provide investment solutions for its customers. The neo bank has also raised a little over 14 million 
from Prime Ventures and other investors.

2. 811 by Kotak
 It is a digital bank account product by Kotak Mahindra Bank and was launched in March 2017 
and is named after the day demonetization was announced in India on 8th November 2016. It is a 
zero maintenance bank account, along with a virtual card. The customer can earn a 6% interest on 
their savings. The bank has doubled its customers to 16 million with-in two years.

3. Open
 Open was founded in 2017 by Mr.Anish Achuthan and Mr.Mabel Chacko with the idea of 
serving the underserved especially in the SME segment. The neo-bank launched its services in 
collaboration with ICICI bank. Now it has almost 11 banks as partners. 

4. Yono by SBI
 YONO (You Only Need One) is State Bank of India’s digital banking platform. It was launched 
in November 2017. It provides not only banking services, but also lifestyle services like cab booking 
and online shopping. Yono launched a card less cash withdrawal facility recently. The process can 
be initiated using the mobile app by using a pin.  Once the process is initiated from the phone, the 
customer can visit any of the SBI’s ATM which is marked as YONO Cash and withdraw within 30 
minutes of receiving the reference number on your mobile phone.

5. Instant Pay
 It has started in the beginning of the Financial Year 2019-20, Instant Pay launched its neo 
banking solutions targeting to the SMEs sector. It will help SMEs to manage their payments, 
collections and financial requirements on a single interface. 
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Conclusion
 There is a tremendous change in the banking industry in India after the entry of Neo banks.  Old 
bankers are transferring to this type of new generation banking system by understanding the fact 
that there will be a changing storm in all the aspects of traditional banking. Merging and takeovers 
are increasing in the field of banking too, so as in the case of Whatsapp- Facebook and Flipkart-
Amazon. Vadal committee appointed by Government of India recommended that the mainstream 
banks have to level the playing ground for the Fin- Tech Companies. 
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Medium Enterprises in Raising 
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Abstract
SME’s are playing a vital role in economic development and also for the growth 
of India’s economic growth. SME’s contribution to Indian economy development 
is at large.According to Micro Small and Medium Enterprise (MSME) Act 2006 
in India, considers investment rationing for both the manufacturing sectors and 
the service sectors. Government of India have introduced many industrial estates, 
industrial parks, special economic zones for enhancing SME’s status. With the onset 
of the globalization process, SMEs are lagging behind the rival firms. Those firms 
originate from the neighboring countries in terms of export competitiveness.

This study will help to identify the challenges faced by SME’s about lack of finance, 
lack of infrastructure, lack of networking, lack of information, lack of production 
facilities, lack of marketing skills and many more.

Keywords: Economic growth, credit facilities, risk, and uncertainty, SME, Finance.

Introduction
The term SMEs may be defined asunder
•  Small – SMEs are small either in terms of the number of 

employees - 10 persons for ‘small’ to 200 persons for ‘medium’ 
depending on the country’s laws, and with limited working 
capital and assets, and the overall turnover of the enterprise is 
small, compared to larger businesses.

•  Single–Most SMEs are owner-managed businesses. Any 
enterprise with 250 to 500 employees as the limit is termed as an 
SME. The term ‘single’ also refers to single products produced 
or services provided.

•  Local–SMEs are primarily local astheir market is usually 
localized to the area where they are located (same city, district or 
state), andto that, they operate from a place of residence called 
Small Office Home Office (SOHO)

Statistics
1.  No of SMEs in India: Both registered and unregistered sums up 

to 4.25 crores.
2.  Percentage in the  total industry: 95%
3.  GDP contribution- manufacturingsector: 6.11%
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4.  GDP contribution- service sector: 24.63%
5.  Export contribution: 40% of total exports.
6.  Bank lending: 16% of total bank lending.

Development of SMEs
 Early 90s Middle-class people were engaged in the “working class” by themselves in Government 
or PSU jobs instead ofgetting out and build something for their own. Some socio-economic factors 
affected start-ups.
 At this time,many the IT (Information Technology) companies were boosted up and increased 
the demand for fund flow and thereby reducing the manual work.
 More people were leaving their corporate jobs to either return to their family business or to start 
on their own business with their creative ideas. It had an impact onthe employee’s retention rate in 
the corporate sector.This factor boosted the growth of SMEs.

Role of SMEs
•  For a developing country like India, SMEs contribution becomes vital for bridging the gap 

between the rich and poor.
•  They act as a powerhouse for creating a number of employment opportunities demanding 

comparatively less capital investment.
•  It nurtures the local economies through growth and innovations. 
•  Industrializing the rural and backward areas by uplifting and moving them towards progressive 

state condition; in turn,thereby reducing the gap of income across different regions, and 
bringing in the balance in the income of people across the country.

•  A push for big corporates to invest in the country and thereby increasing the Gross Domestic 
Product (GDP) of nation, which is one of the key indicators of economic development.

•  Contributing massively to the socio-economic growth of India.Thus,reducing the Poverty, 
Inequality, and Unemployment contributes to the development of the country’s economy.

•  SME’s also contribute to the promotion of balanced economic development.
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Objectives of the Study
•  To analyze the turnover earned by SMEs.
•  To examine and analyze the issues faced by Indian SMEs in raising funds.
•  To provide solutions to overcome the problems faced by SMEs in raising finance.

Research Questions
•  What do you see as the key limiting factor or constraint to get enhanced finance from various 

sources?
•  What was the annual turnover of your firm during the financial year 2018?
•  Among various sources of financing, which of the following sources have been used by your 

firm?

Analysis
Reasons for Poor Smes Credit Total Number of Response Percentage
Lack of Experience 4 10
Poor Financials of Enterprises 24 60
No Collaterals 2 5
Lack of Infrastructure Facilities 4 10
Low Managerial Skills 4 10
Others 2 5

  

 
 

Total number of response
Bank loan 8
Retained earnings 12
Friends and family 4
Equity funding 0
Trade credit 0
Capital subsidy 0
NBFCs 6
Factoring Leasing or Hiring 10
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Turnover (In Lakhs) Total Number of Response
100-500 0
500-1000 8
1000-3000 14
3000-5000 16
5000 and Above 2

 

Suggestions to the Problems Faced by the SMEs in Raising Funds
Here is the list of problems faced by the Indian SMEs in raising their funds for the requirements
1.  Inadequate collateral securities.
2.  Lower technical and management skills.
3.  Competition from large enterprises.
4.  Inadequate capacity to afford long term financing.
5.  Entrepreneur’s financial literacy.
6.  Personal credit is linked or correlated with business credit.
7.  No venture capital.
8.  Depends on supplier’s credit, factoring and discounting.
9.  Lower concentration on working capital and poor working capital management.
10. Ambiguous project.

• Inadequate Collateral Securities
 The SMEs process less number of assets, which is insufficient to pledge for raising funds. 
Financial organizations demand collateral securities, which are not sufficient in the hands of SMEs. 
Thus it becomes a major drawback for them to raise funds.
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• Low level of technical skills
 Entrepreneurs were not equipped with the technical skills, and they are unaware of technology 
used in raising funds, which becomes a drawback for them to access real-time process.
• Competition from large enterprises
 SMEs face the competition from the large enterprises as they lack popularity in the market. 
Every distinct person would not be aware of the SMEs; rather; they would concentrate on more 
branded and well-known enterprises.
• Inadequate capacity to afford long term financing
 The sources of long term finance are capital market, bank loans, leasing, and retained earnings. 
SMEs suffer to their inability to secure long term financing even in such markets. SMEs rely upon 
the organized financing techniques, for example, family, friends, customer advances.
• Entrepreneur’s financial literacy
 Indian entrepreneurs lack financial literacy as they are unaware of the available financial 
instruments to raise funds in the enterprise. Socio-economic factors act as a hindrance to expand 
and adopt the new updates in the financial world.
• Personal credits werelinked with business credit
 Personal credit history will factor heavily in the approval and in determining the amount of credit 
extended to entrepreneurs. The Credit scores are mostly used by lenders to decide regarding a loan 
application or even a credit card. A Credit score of the entrepreneur determines if he can avail the 
loan or not. A poor credit score can mean that his loan application is rejected and he would have to 
look elsewhere to raise finance. A credit score is used to determine the rate of interest offered by 
financial institutions. He may get a loan, but if his credit score is not good, he will be considered 
risky, and his interest rate would be higher.
• Ambiguous project
 The lending institutions assess the cost and risk of lending based on several factors, which is 
why; the eligibility criteria for individual business loan products differ. The lenders evaluate the 
business proposals or projects submitted by the borrower based on numerous key factors. But they 
do not follow predefined rules or pre-set standards for project appraisal. The lack of standards 
makes it challenging for lenders to evaluate business plans and, borrowers to prepare business 
plans.
 On the whole, the latest financial technologies help lending institutions to address common 
challenges in SME lending. But the entrepreneurs must be financially literate and adopt the latest 
technologies to access credit without any hassle and delay. Hence, both lenders and borrowers have 
to resolve any issues to become a part of the growing SME lending market.
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Consumer Preference on Internet 
Marketing -A Study

Cornelius Devapriam & T.Prasanna Kumar
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Abstract
Internet marketing refers to promotion and selling hard work that utilizes the Web 
and email to compel straight sales via electronic commerce, in accumulation to 
sales leads from websites or emails. Internet selling and online advertising pains 
are generally used in combination with conventional types of publicity such as 
broadcasting, small screen, the media, and magazines. In this process of learning, 
we are trying to explore the mindset of youth towards internet marketing. Find out 
what products do youth purchase through internet marketing and try to analyze the 
advantages and disadvantages of internet marketing. Significance of the study is to 
see further how to develop internet marketing and thereby satisfying the customers. 
Data collection for the current study is done through Google forms developed by the 
researcher, which was circulated among the youth. Collected data were analyzed 
using graphical representation and simple statistics, namely percentage.

Keywords: Consumer preference, Internet marketing.

Introduction
 Consumer preference is as the personal tastes of the human being 
who are customers, considered by their contentment with individual’s 
objects after they’ve purchased them. This fulfillment is referred to 
as usefulness. Purchaser importance can be brave by how end- user 
effectiveness compares between unusual things.
 Internet marketing refers to publicity and promotion hard work to 
utilize the Web and email to constrain straight sales via an electronic 
exchange, in adding up to sales leads as of websites or emails.

Factors Influencing Consumer Preference
•  Cost
•  Consumer income
•  Available substitutes
•  Advertising
•  Social institutions 
•  Consumer accessibility

How to Determine Consumer Preference?
 To determine what consumer prefers, you have to give them similar 
products to compare. When giving them two or more products to 
compare, each product should be in equal amount. For example, you 
are asking a person to compare apple with oranges is reasonable, but 
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asking them to compare six apples with two oranges is not fair. One preference that doesn’t change 
when evaluating commodities is that consumers always prefer more to less.  

Types of Internet Marketing:
• Search Engine Marketing (SEM) & Pay-Per-Click advertising (PPC)
 SEM (Search Engine Marketing) is the procedure of fast website interchange by purchasing 
ads on exploration engines. Google AdWords is by many methods the most accepted paid search 
policy used by investigative marketers, followed by Bing Ads. Beyond that, there are several “2nd 
tier PPC platforms” as well as PPC (Digital Marketing: The 7 Different Types of Online Marketing 
https://webstrategies.com/digital - marketing-7-different-types/) publicity options on the major 
social networks.
 Typically, SEM and PPC advertising are approved out during search engines, which charge 
advertisers a programmed amount every time their ads are clicked. While the search engines 
profit considerably from this model, site owners promote from being able to aim their impending 
customers accurately.
• Content Marketing
 According to the Content Marketing Institute, content marketing is “a premeditated marketing 
approach paying attention to creating and distributing valuable, relevant, and dependable content 
to attract and retain a clearly-defined audience — and, ultimately, to drive profitable customer 
action.” (Digital Marketing: The 7 Different Types of Online marketing https://webstrategies.com/
digital-marketing-7-different-types/)
• Social media marketing
 As an end- user, many people already know a lot about social media, but their information about 
social media marketing is naturally more limited. If companies can create social media content 
that provides value to others, they can successfully connect with clientele. (Digital Marketing: The 
7 Different Types of Online Marketing https://webstrategies.com/digital -marketing-7-different-
types/)
• Affiliate marketing
 Affiliate marketing is the process of earning a payment by promoting other people, or company’s 
goods. You find a product you like, promote it to others (usually through your blog), and earn a 
piece of the profit for each sale that you make. (Digital Marketing: The 7 Different Types of Online 
Marketinghttps://webstrategies.com/digital -marketing-7-different-types/)
• Email marketing
 Email marketing has long been a pillar for any selling attempting to generate sales via the 
internet. It provides direct contact with clients and allows you to drive probable customers to your 
website. In a few simple steps, you can provide updates, exciting news, reminders, etc. to your 
customers in a matter of minutes. At the same time, you can use these newsletters as printable, 
direct mail pieces or even flyers. (Digital Marketing: The 7 Different Types of Online marketing 
https://webstrategies.com/digital-marketing-7-different-types/)

Advantages of Internet Marketing
•  Shallow risk
•  Reduction in cost through automation and use of electronic media
•  Faster response to both marketers and the end- user
•  Increased ability to measure and collect data
•  Opens the possibility to a market of one through personalization
•  Increased interactivity
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• Increased exposure to products and services
• Boundless universal accessibility 
 (Advantages and disadvantages of Digital Marketing ... https://sinansoft.com/blog/advan
tages-and-disadvantages-ofdigital-marketing/)

Disadvantages of Internet Marketing
•  Dependability on technology
•  Security, privacy issues
•  Maintenance cost due to the constantly evolving environment
•  Higher transparency of pricing, and increased price competition
•  Worldwide competition through globalization.
 (Advantages and disadvantages of Digital Marketing ...https://sinansoft.com/blog/advantages-
and-disadvantages-ofdigital-marketing/)

Specialized Areas of Internet Marketing
•  Internet marketing can also be broken down into more specialized areas such as Web marketing, 

email marketing, and social media marketing:
•  Web marketing includes e-commerce Web sites, affiliate marketing Web sites, promotional or 

informative Web sites, online advertising on search engines, and organic search engine results 
via search engine optimization (SEO).

•  Email marketing involves both advertising and promotional marketing efforts via e-mail 
messages to current and prospective customers.

•  Social media marketing involves both advertising and marketing (including viral marketing) 
efforts via social networking sites like Face book, Twitter, YouTube and Digg.

•  Search Engine Optimization (SEO) involves the optimization of landing pages within your 
website to increase the number of visitors. 

 (What is Internet Marketing? Webopedia Definition https://www.webopedia.com/TERM/I/
internet_marketing.html)

Need for the study
 The researcher, having gone through several reviews relating to the current research, felt that 
there is a great need to study about the consumer preference on internet marketing. As we are aware 
that these days, youth are more in internet marketing rather than direct physical marketing. Hence 
the researcher wanted to find out what products do youth purchase through internet marketing and 
try to investigate the reward and disadvantages of internet marketing through this study.
 Significance of the study is to see further how to develop internet marketing and thereby to 
satisfy the customers.

Objectives
•  To find out if youth are aware of internet marketing.
•  To assess what products the customers prefer to purchase through internet marketing.
•  To analyze the customer satisfaction and 
•  To evaluate further how to develop internet marketing.

Methodology
 Sample selection: A total number of 103 samples were randomly selected for the current research 
based on their willingness to respond to the Google form. The researcher developed ten items scale 



215

SHANLAX
International Journal of Commerce shanlax

# S I N C E 1 9 9 0

http://www.shanlaxjournals.in

to measure the consumer preference on internet marketing, which was formulated in the type of 
Google forms and administrated online to the respondents. The data thus collected was analyzed 
using graphical representation and simple statistics, namely percentage.

Results and discussion

Fig.1 Pie chart showing the distribution of respondents based on gender.
 

Fig.2 Pie chart showing the awareness level among respondents.
 
 It can be observed from the above fig. 2 that 86.4% of the respondents are aware of internet 
marketing.

What Products were Advertised Online?
 The following are the reactions received relating to the products marketed online by the 
Respondents:
Food
Phone
Shoes, bags, watches
A - Z
Cosmetics, books, dress,
Electronic products, online courses, etc
Dress
Ornaments, electrical appliances
Cosmetics
Groceries, books, etc
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Portrait
Accessories and cosmetics
Devices etc
Watches, mobiles.
Stationery products, Home appliances
Perfume
Fabrics.
Medicines, luxury and premium goods
Grocery, 
Shoes, toys
Products which r available in offline stores and even which r not available in offline stores r 
marketed in online markets
Commercial Products
Cooking products
Groceries and beauty products
Consumer products
Consumer goods, durable goods, from pin to ship

What Products do you Purchase through Online Marketing? 
 The responses received relating to the products purchased through online marketing are quite 
similar to that of the responses given above.

Fig 3 Pie chart shows the proportion of respondents who were contented with e-marketing
 From the above fig 3, it is observed that 77.7% of the respondents are satisfied with internet 
marketing.

Reasons why respondents are satisfied with internet marketing are as follows
Quality brand
Low- cost Efficiency Quick transaction Easy online payment Warranty
Repayment option, no need to stand in line, time- consuming
More comfortable
Home delivery
Trusted brands Affordable price 
 Consumes less time No need to go to the shop directly Availability of information regarding 
products Goods return policy delivered at doorstep 
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Reasons why respondents are not satisfied with internet marketing are as follows
 1. Products won’t last long, 2. They are somewhat local, 3. Late delivery, 4. Differential products
Showing is one and delivered another one, 5. Return is irregular. 

Fig 4 Pie chart showing how frequently customers shop online
  From the above figure, we observe that majority of the respondents i.e. 71% of them buy 
quarterly. 5% of them buy weekly. 

What more services do you hope from e-marketing? 
The following are the services that respondents hope from online marketing:
Less money for better marketing
Quality
I expect the exact product of a delivery
Delivery should be quick.
Discounts
Need quick delivery in remote areas Debit card offers to all Banks
More employment opportunities
It must be user-friendly.
Better customer service, fast delivery
1. Easy delivery 2. No second-hand products 3. Freshly new ones should be provided
Less expensive free delivery right products 
Improvement in the quality of products
Sales at a cheaper rate
Easy returning correct size measurement for clothes and shoes Quick delivery
Perfect security in payment
Safe packaging
Perfect fit for the dresses Durability of the goods Delivery condition should be the same as in the 
demo pictures

Give suggestions to improve e-marketing? 
 The suggestions received from the respondents regarding improvement in e-marketing are as 
follows:
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 Can have more collections
 Easy accessibility Fast transportation
 Suggest the better offers
 Customer service has to be improved
 The e-marketing agent should check the supplier...so customers get a good product
 Discounts, offers, Best customer care, Customer service
 Recruiting more employees with sufficient pay, Quick response to the returned good
 It should spread across rural and village areas, Easy return
 Give more offers for weekend sale; they can connect with their customer online. They can 
consider consumer grievances.
 Can also provide the negative aspects of the commodities
 Delivery time to be more accurate *Phone talks with human rather than speaking with a machine, 
Built a loyal customer base and analyzed the customer and sell the product through e-marketing.
 Have a forever lasting first impression Create social media graphics Realities of bloggers should 
be understood Connect with employees online Have a good rapport with customers and employees
 Give more details about the product which should be right because sometimes the product 
features are different.
 Cash on delivery with a choice of selection and exchange facilities will enhance the sale of 
products.
 Track the location where the delivery is, as soon as possible.
 
Conclusion
•  The majority (86.4%) of the respondents are aware of internet marketing.
•  Customers prefer to purchase (A-Z) all the products essential for livelihood purpose through  

internet marketing.
•  Most of the customers are satisfied because of Quality brand, Low- cost efficiency, Quick 

transaction, Easy online payment etc.
•  Some of the suggestions put forth to evaluate further how to develop internet marketing are 

Easy accessibility, Fast transportation, Suggest the better offers, Have a forever lasting first 
impression etc.

Suggestions and Implication
 From the above study, we come to know that internet marketing is good, but from some individual 
point of view, it is not. The primary thing to be changed is to avoid poor contact with the customer 
and to have direct communication with the customer, which will increase the usage of internet 
marketing. Secondly, internet marketing does not cover the rural areas; hence, many people in rural 
areas are not aware of using internet marketing. To avoid; this they should cover rural areas where 
they can reach more people; this will increase usage of internet marketing.  
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Using it Model (Engel-Kollat-
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Abstract
Consumersare the core of marketing. They only buy product that they strongly desire. 
To understand the needs of the consumer you need to understand the behaviour of the 
consumer. Consumer behaviour means how individuals make decisions to spend their 
available resources like time, money, effort on consumption of different products 
and services. It includes what they buy,  why they buy, the product and when they 
buy them, how often they buy and use it. This paper will analyse the perspective of 
consumer and their behaviourusing Engel-Kollat-Blackwell model.  This particular 
study is empirical in nature.  It states how information technology models help us to 
find factors influencingconsumers in buying a particular product. This IT model is 
briefly explained in this paper with the help of taking mobile phone as an example. 
This research work will help us in understanding different market segments and 
evolve strategies to effect penetration in these markets.

Keywords: consumer behaviour, marketers, IT models.

Introduction
 Consumers make buying decisions every day for many types of 
purchases. As a marketer we study consumer behaviour to find what, 
where and how much they buy. However, learning about consumer 
behaviour isn’t so easy because the answers we seek are locked deep 
within the minds of the consumer. We don’t know what influences 
their purchases. Ninety-five present of thoughts and emotions that 
drive our purchase occur in unconscious mind, which is without our 
awareness the consumer decision making is said to occur in black 
box. Marketers absorb stimuli to which the consumer is exposed 
to, such as advertising and the response that an individual makes.
The central question for marketers is how consumer will respond 
to variousmarketing actions a companymight take. This paper 
presentation mainly focuses on how the consumer behaviour is 
evaluated with the help of IT models.

Factors Influencing Consumer Behavior
 To fully understand how consumer behaviour affects marketing, it 
is essential to know the factors and how it affects.
Psychological Factors
 Buying behaviour of individual depends upon his mindset and need 
at the point of time.the psychological factors includes motivation, 
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learning, beliefs and attitude. These factors cannot be measured and valued because these are 
internal emotion but has a huge impact on consumer behaviour towards the product. As a marketer, 
the consumer requirements are to be measured with the help of knowing what they prefer, how they 
prefer and in what form they prefer.
Personal Factors
 Personal factors affect individuals buying decision. This factors depends upon individual traits 
which includes his personality, self actualization needs, age etc. Besides this, his education also 
forms apart of personal factors. Since India has diversified cultural practices and customs which 
lead to differences in tastes and preferences to the life style they belong to.
Social Factors
 Social factors are those factors which affects the consumer behaviour through their response 
towards their product, brand and company. These factors are influenced mainly by family, roles 
and statuses. Apart from the social background they belong to, the income level of the consumer 
also constitutes major part. It is mainly because the preferences and needs of rich and poor is 
different. In marketers point of view they have to analyze these factors of their target market so as 
to satisfy their needs efficiently and effectively.

Engel- Kollat-Blackwell  Model
 Engel kollat Blackwell model also referred as EKB model was proposed to analyse the decision 
making process of a consumer and the factors that influence him to buy that product. It was 
first developed in 1968; it is a conscious problem solving and learning model. It involves four 
components.
•  Information processing 
•  Decision processing 
•  Decisional variables
•  External factors

Information Processing
 Information processing is a mechanism through which learning occurs. Just like a computer 
the human mind takes in information, organizes and stores it to be retrieved at a later time. The 
consumer acknowledges himself about that product through the exposure, attention, comprehension, 
acceptance and retention. Thereafter he will interpret and comprehendit.

Decision Processing
 Decision making is a process of identifying and choosing alternatives based on the values, 
preferences and their beliefs. At first the consumer will recognize the problem and will research to 
find a best alternative. His choice of purchase will result in an action which may or may not satisfy 
him.

Decisional variable
 Decision variables are the sub component that influences a consumer to make decisions on 
buying a product. It is a set of quantities that has to be determined in order to solve the problem. 
The decisional variables include believes, motives, attitude, lifestyle, intentions, evaluative criteria 
and the normative compliance.

External Factors
 What a consumer buys and why he wants buy are mostly influence by their culture, values, their 
family and their social environment. People always wish to be social will make decisions that will 
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increase their social standard and esteem. Some decisions will also be influenced by unexpected 
circumstances, norms, reference groups, and family influences. These components collectively 
called as the external factors.  

Research Objectives
 In this study we propose the elements that influence the consumer to buy a product using 
ENGEL-KOLLAT-BLACKWELL model.

Scope of the Study
•  To help the marketing companies by finding out the components that influences consumer to 

buy a product.
•  To help manufacturers to make changes in their products accordingly.
•  To find out which element plays the key role in influencing the consumers.
•  To analyse consumer behaviour using EKB model since it is the most effective IT model.
•  To find out the consumer preferences.

Research Methodology
Method of Data Collection
 A questionnaire was prepared for the primary data. Multiple choices were given below the 
questions that are frames relevant to the topic. A sample size of 100 respondents has been used for 
this research. Data was analysed by simple mathematics called percentages. And the responses of 
the respondents are given below through graphical pie charts.

Findings and Analysis
Question: Gender
 

Question: Age Group
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Question: Income Per Month
 

Question: How Long You Have Been Using this Phone

 

Question: What do you Like about the Brand You Chose Above?
 

Question: Where did you See the Mobile Advertisement
 

Findings
 Findings were drawn by analysing the responses obtained from the questionnaire with 
consideration of Engel-Kollat-Blackwell model.
•  Income plays important role in buying a product (mobile phones).
•  Age is directly proportional to the usage span of the product (mobile phones). Young consumers 

will use for a shorter span unlike other consumers.
•  Quality plays a vital role in decision of the consumer to buy a product
•  Majority of the consumers acknowledge themselves about the product through online 

advertisements.
•  Working people buy more products when compared to non-working people.
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Conclusion
 Consumer behaviour is comparatively a new field of study in marketing. All marketing decisions 
are based on the assumption of consumer behaviour. The Engel-Kollat-Blackwell model is the most 
effective IT model. It helps in problem recognition, information research, alternative evaluation, 
choices and to find the outcomes. It has a good description of active information seeking. 
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Assistant Professor, Department of Business Administration 
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Dr.B.Anbazhagan
Associate Professor, Department of Business Administration
Sourashtra College, Madurai

Introduction
 Innovation- a process of creating new ideas, Workflow or Methods 
and translating or transforming these ideas into products or services. 
The successful implementation of innovative ideas in business is 
crucial for successful sustainability of organization. Bringing New 
Ideas in the Market increases the profitability and efficiency of the 
Business.

Innovation is a creative Process and it can be from either
1.  Inside the Organization (Employees, Managers, or from internal 

R&D). 
2.  It can be form Outside the Organization (Suppliers, Media 

Reports, and Market Research)
 Success of the Organization comes from implementing the 
selective innovative ideas in the Business. Electric Vehicles are the 
main focus of Indian Government from the year 2025. It also started 
announcing various schemes to boost the usage of EV’s in India other 
than Gasoline Cars. EV’s has already in use in other countries like 
UK, USA and China Etc. Till date, EV’s has its own advantage and 
disadvantage in other markets. Now, India is focusing to control the 
import of crude oil as it is trying to shift to EV’s for which it has to 
overcome many barriers on the way. Autonomous EV Cars are future 
of World’s Auto Market. Tesla, Uber, Google’s Waymo are working 
on Autnomous cars. Google is hoping to introduce 100 Prototype 
subimpact Autonomous cars in a year. Autonomous cars works on 
Sensors and would focus on providing more comfort to Human. 
Introducing Self-Driven cars in the market is more complicated as it 
deals with public roads which if it goes wrong would cost human life. 
Considering slowdown in Automobile sector, itis becoming mandate 
for Automobile companies to come with Innovative Ideas.
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Indian Auto Sector
 India is the fourth largest producer of passenger cars in the world. The Two wheeler segment too 
dominates the market in terms of volume, thanks to growing middle class and young population. 
India is also strong in exporting the Automobiles to other countries, in the year 2014 it has exported 
around 14.5 Billion$ Worth Units. Premium Motorbike sales in India have crossed 1 million units 
in the year 2018. Chennai is home for around 35% to 40% of India’s total automobile Industry.
After the Good run in April-June 2018, rising Crude oil prices affected the demands of Auto sector 
as India uses majority of variants as Petrol/ Diesel. Rural Demand which was growing at a higher 
rate earlier too slowed down. Researchers predict that the slowdown in the sector may be due to 1. 
Crude oil prices 2. GST 3. Commercial vehicles sales declined as Government gave to permission 
to carry high loads.

Electric Vehicles (EV)
 Indian auto sector is witnessing a change as many Manufacturers and government is shifting 
the focus towards EV. Battery Electric Vehicles use electricity to function. It can be recharged 
again using grid electricity from a wall socket or Wall unit. Analysts say that EV vehicles emit 
less pollution than gasoline powered vehicles. As an initiative, Union Heavy Industries Ministry of 
India sanctioned 525 electric buses for Tamil Nadu. Additionally Government has announced Rs 
1.5 Lakh income tax exemption for buying electric vehicles.
 Hyundai, Country’s second largest vehicle manufacturer has introduced electric sport vehicle 
on 9th July named Hyundai KONA Electric. It can cover till 450 Km and costs aroung 25.30 Lakh 
rupees. As the demand is expected to rise, EV Market might grow to about 300 Billion $ by 2030. 
Government is aiming to make 7 Million vehicles by 2020.

Automated e-cars future of Indian Auto Industry
 Autonomous Vehicles are believed to be one of the innovative and future of Auto Industry. 
Autonomous vehicles can guide themselves without human intervention to drive. It is also known 
as Self Driven car or Driverless Car. These cars work based on Radar sensors dotted around the 
car monitor to position the vehicles. Lidar(Camera)help to detect the edge of roads and it simply 
works like a Human eye. In 2015, UK Government announced new laws for testing Driverless 
cars and is targeting the investment of 20 Million Euros in to the technology. Car-to-infrastructure 
Communication is essential for enabling autonomous driving.Waymo, surpassed 9 million miles 
driven autonomously which started working on it form 2009.
 According to SAE International Standards, Autonomous cars are rated from Level 0 to Level 5.
 Level 0- No Automation
 Level 1- Driver Assistance (Vehicle is controlled by the driver, but some driving assist features 
may be included)
 Level 2- Partial Automation (Vehicle has combined Automated Functions, Like Acceleration 
and steering will be controlled automatically but the driver must monitor the environment)
 Level 3- Conditional Automation (Vehicle can perform driving activities by itself but driver 
should always be ready to control the vehicle)
 Level 4- High Automation (Vehicle is capable of driving on its own under certain conditions 
without human intervention. The driver may have the option to control the vehicle)
 Level 5- Full Automation (Vehicle is capable of performing the driving activities on its own)
 Tesla has launched thousands of Semi-Autonomous cars which is considered to be at Level 2 
or Level 3. These cars allow you to take your hands off the wheel while your car can maintain the 
constant speed. The Autonomous car market has been valued at 5.68 Billion USD in 2018 and it 
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is expected to grow to 10 Billion USD by 2024. In India, Intel has started to gather data on traffic 
patterns, Infrastructure conditions and roadside behaviour.
 
EV Cars in India- Challenges
 To bring the EV cars to usage in India has many challenges. 
1. Cost
 Cost of one of the main factor in market like India as majority of the Population falls under Mid 
Income Sector. Battery is one of the important  component in EV Cars. Lithium batteries costs 
around 275$/ KWh in India. GST also hovers around 28% for the batteries. Hyundai’s recently 
launched EV car costs around 26 Lakhs which is on the higher side for the salaried group.
2. Time
 Charging time for the car plays a Major role as it might create traffic in Charging stations. It is 
said that it normally takes 6 -8 hours to fully charge a EV car. This imposes a challenge in time 
management as each car can’t wait for 6 hours to charge in EV charge stations.
3. Distance
 It is claimed that a normal e-car can travel up to 150 KM to 200 KM after full Charge, Which 
is very low when compared to Gasoline cars where a car can full its tank within 5 minutes and can 
drive for more than 500 KM.
4. Infrastructure
 As the waiting time for charging the Battery is high, It is important to set up more charging 
stations to facilitate recharging. Setting up Fast Charging stations is one of the important factor in 
EV segment. Currently in India there are more than 200 Charging stations which won’t be enough 
to manage. Many also don’t have proper power supply of 230V in their homes which also gets 
added to the difficulty.
5. Power
 Another foremost thing to be considered is producing the Energy to light up these vehicles. 
Currently India produces it energy from various sources like Coal, Windmills, Hydro power, 
Nuclear Power Plant etc. As Coal is the main source, It requires more coals to produce power as it 
emits more Carbon while burned which adds to pollution.

Automated Cars- Challenges
 Self-Driven Cars have more challenges to overcome. In 2018, a pedestrian Herzberg was killed 
by self-driven car of Uber where the car failed to stop. 

Weather Conditions
 Weather poses a major challenge. Unlike our eyes car sensors don’t work well in fog or in rain. 
Self-Driven Cars should work well in all the climates.

Road Conditions 
 Not everywhere we find a clear and smooth road, we might see a bumpy road with more obstacles 
and also frequent pedestrians may cross over. In Mountains or even we have tunnels to crossover 
during highways where getting signal is a challenge.

Traffic Conditions
 Autonomous Cars may have to drive with other Autonomous cars or even with humans who 
drive other cars. Humans deal with emotions and there is no guarantee that everyone follows traffic 
rules to precise. One can’t wait for traffic to automatically clear as It may take more time which 
results in traffic deadlock.
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Conclusion
 To Conclude, In a Dynamic environment where we can see more innovative techniques emerging 
frequently, It is a must for an Organization to bring innovative ideas in the business to stay 
competitive. Implementation of EV might boost Indian Auto sector and it will benefit the society. 
EV cars also saves world’s Non renewable energies like Gasoline and it also helps in reducing 
the pollution. But at the same time there are many challenges which are discussed above must be 
considered. Government should reduce taxes and increase the exemption in taxes for buying EV 
Cars or Bikes. It also should act quickly in keeping more EV Charging stations. Company’s should 
also look into fast charging options to reduce the charging time which is considered as a major 
concern in using Electric Vehicles.

 Automated Cars are the future for Automobile Sectors. This is an exciting Technology which has 
its own risk involved in it. While Autonomous cars creates more excitement, They still have a long 
way ahead before it is safe and regulated. While these cars will be more useful for transportation 
and increases human comfort, It works on Internet which is subjected to be hacked or jammed. Intel 
has launched its foot on collecting data for launch Self-Driven cars in India. It is to conclude that 
Self Driven cars combines the Auto Market with AI and brings in more advantages, At the same 
time Safety becomes priority where a middle aged driver scores more.
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Abstract 
The concept of Green Marketing is still in the stage of infancy. Even till date, it 
has not been inculcated as a subject in identifying the key ideas in relation to 
the awareness of green products that may be most relevant to the eco-friendly 
environment. This paper will attempt to identify the extent to which consumers are 
concerned to purchase green products, to study the various factors which affect 
consumers purchasing green products, to evaluate attitudes of consumers regarding 
green products, to analyze the demographics of the consumers inclined to purchase 
green products and to evaluate perceptions of consumers. Green products are eco-
friendly products that are presumed to be environmentally preferable. This type of 
marketing incorporates a broad range of activities involving product modifications, 
changes in the production process and as well as the type of machines used while 
manufacturing. Green marketing is never a simple task to take on and lead the 
market. It is to be tried, practiced and inculcated by the society to set the trend. 
Green marketing is also known as environmental marketing or eco marketing which 
is healthy and contains some powerful green features which can reduce diseases in 
large number. Let us hopefully believe that green markets flourish and take a stand.

Introduction
 The business environment is ever-changing. To compete in 
this dynamic environment, businesses have to constantly upgrade 
themselves to keep up with the most attractive trends. One such trend 
that has been hitting the headlines recently is the concept of green 
marketing. With the words such as global warming, ozone depletion, 
and carbon footprints becoming common terminology, it is natural 
for the society to become more and more environmentally conscious 
resulting in businesses entering the ‘green market’. Although 
organizations see Green Marketing as a new business strategy, the 
term came into prominence a few decades ago in the 1980s. Green 
Marketing refers to the process of marketing products based on their 
environmental benefits. The product itself can be an eco-friendly 
one or can involve an eco-friendly production process, sustainable 
packaging or advertising. The world is rapidly changing where there 
are substitutes for everything. We have started banning plastics, 
but still, we are dependent on it in our daily life. The profit-minded 
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manufacturers are putting nil efforts, but those who think or those who are environmentally active 
are trying to bring in some awareness to the people regarding the Green products. 
 The chaos is how the prices of the different products are going to vary while we hit green. How 
far the consumers are going to accept the product, the process, the promotion and importantly the 
prices? Will the customers be satisfied with all the marketing elements of a Green Product? Is this 
really a problem in the economy?
 Let us look into this to analyze how different groups of people have reacted on this:

History of Green Marketing
 Only in the eighties and early nineties, the term Green Marketing came into prominence, whose 
proceedings resulted in one of the first books on green marketing titled “Ecological Marketing”.
 Ice cream seller Ben & Jerry’s financial report was supplemented by a greater view on the 
company’s environmental impact. This led to the start of the Corporate Social Responsibility 
Reports.
 A document prepared by the World Commission on Environment and Development in 1987 
defined sustainable development as meeting “the needs of the present without compromising the 
ability of future generations to meet their own need”. This was another step towards widespread 
thinking on sustainability in everyday activity and became known as the Brundtland Report. 
 Two remarkable milestones for the primary wave of green marketing came in the form of 
published books: Green Marketing by Ken Peattie, 1992, in the United Kingdom and Green 
Marketing: Challenges & Opportunities for the New Marketing Age by Jacquelyn Ottman, 1993 in 
the United States of America.
 According to Jacquelyn Ottman, author of “The New Rules of Green Marketing: Strategies, Tools, 
and Inspiration for Sustainable Branding”, from an organizational point of view, environmental 
considerations should be integrated into all aspects of marketing, being new product development, 
communications and all points in between.
 Although the “Green consumerism” movements in the U.S. and other countries have struggled 
to reach critical mass and influence, public opinion polls taken since the late 1980s have shown 
consistently that a significant percentage of consumers worldwide profess a strong willingness 
to favor environmentally conscious and beneficial products and organizations. According to Joel 
Makower, a writer on green marketing, one of green marketing’s challenges is the lack of standards 
or public consensus about what constitutes “green” .This lack of consensus by consumers, 
marketers, activists, regulators, and influential people has hindered the growth of green products 
because companies are often reluctant to promote their green attributes, and consumers are often 
skeptical about claims.
 Irrespective of these challenges, there seems to be an increase in the no. of enthusiasts for Green 
Marketing, particularly due to growing global concern about climate change. This concern has led 
more companies to advertise their commitment to curtail the impacts on climate, and the impact 
that it is having on their merchandise and services.

Objectives
1.   To study the awareness of consumers about the Green initiatives. 
2.   To analyze consumer behavior if green features are established.
3.   To determine the willingness of people to Go Green.
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Opportunities
1.   Free from pollution 
2.   Profitable environment
3.   Diseases can be reduced
4.   Conservation of resources

Challenges
1.   High in prices
2.   Lack of standardization
3.   People are unaware
4.   Water treatment technology is required

Review of Literature
Author: Ken Peattie in the year 1993
 In the last two decades, the burgeoning environmental movement was termed as the 
“green movement”. The author also called the consumers who are environmentally aware 
as”greenconsumers”. According to him, the “green products” were produced to protect the 
environment. He also mentioned that green marketing has replaced conventional marketing.
Author:Polonsky and Rosenberger in the year 2001
 According to the author, Green marketing covers the entire marketing activities undertaken by 
firms as they develop the manufacturing of products that have a positive impact on the environment. 
They also reduce the negative side of the environment. Green marketing has grown widely by 
adopting the techniques of packaging and presentation of products. 
Author: Kim in the year 2011
 According to Kim, the study shows that environmental attitude is a significant determinant of 
green purchase behavior. The ecological consumption of consumers is actually determined by their 
involvement in rectifying the environmental problems. The research also shows that consumers are 
willing to pay the premium price or extra cost to purchase wood products.

Research Methodology
 Convenient sampling technique has been used to collect the samples. Various sectors like the 
employed, the unemployed, the retired and the students have been considered for the study. The 
data is collected through a questionnaire, which was circulated among different age groups and 
statuses. 

Analysis, Interpretation and Further Findings
 The data collected represents respondents of various sections namely employed, unemployed, 
students and retired people of whom 59% are male respondents and 41% are female respondents.
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 Female respondents are more fully aware of the green products than male respondents. It is 
found that social networking plays an important role in creating awareness about green products.

 
 Most of the respondents’ willingness to pay a high price for green features depends mainly on 
the product. However, a respectable amount of employed sector is willing to pay high irrespective 
of other factors.
 

 Although the majority of the respondents feel neutral about whether enough information about 
green features is provided to them while purchasing a product, a decent number of respondents feel 
that adequate information is not provided to them. 
 

 Where, on the whole, the majority seem to cite a reason for their willingness to pay high, as these 
products being pollution-free there seems to be a slight difference of opinion among the various 
sectors. Most of the students cite the reason as being pollution-free while most employed also cite 
conservation of resources as the main reason. 
 

 In general, themajority seems to be neutral on what makes them unwilling to pay more, but the 
employed sector firmly believes that unawareness of people is the main reason for the same, which 
is also supported by the retired and the students who are following them. 
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 Respondents at a certain level, believe, on the whole, that green products have been headlines 
for really bringing a change while the student sector alone by a slight margin believe that it is 
plastics being slowly banned across the country.
 

 
 People to an adequate extent credit the product itself as the high influence element for the buying 
behavior shown regarding the green products.
 

 
 An overwhelming majority of the people accept that green products are healthy and are of good 
quality. They are neutral about the fragrance of the products and regarding their reasonability in 
pricing.
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 While the students seem to be satisfied with the available eco-friendly products on a superior 
level, the employed and the other sectors show just a competent level of satisfaction as many feel 
neutral about the situation.
 

 The entire population shows a strong affirmation regarding their readiness to GO GREEN, 
irrespective of the income level of the sector they belong to.

 

Suggestions
1.   Print on Recycled Paper
2.   Invest in Online Marketing
3.   Promote Local Vendors
4.   Operate Fuel Efficient Vehicles
5.   Environmental Donations and Charities

Conclusion
 Being in the phase where societal marketing is of utmost importance, the organization considers 
what the society actually requires and what will be accepted now and in the future. According to 
the research, we can conclude that consumers are ready to Go Green. The business owners can also 
involve themselves in bringing a change in the society by taking a few more steps in reaching the 
ecological succession. 

The steps can be
1.   Taking eco-friendly papers and inks for printing the needed.
2.   Practicing responsible waste disposal 
3.   Making the package process eco-friendly
4.   Using eco-friendly power sources 
5.   Keeping the production environment clean 
6.   Effective and efficient shipping methods 
7.   Establishing steps to offset the environmental impact

 Instead of considering Green marketing as another approach to marketing, it should be pursued 
with greater vigor as it has societal and environmental dimensions. The new mantra of success 
and growth is Sustainable development through Green marketing. Let us all join hands together to 
protect not only our country but also the earth.


