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ABOUT ETHIRAJ COLLEGE FOR WOMEN (AUTONOMOUS) 
 

 Ethiraj College for Women was founded by the illustrious Barrister- 

at-Law, ThiruV.L.Ethiraj in the year 1948. The College has made impressive 

strides in the realm of higher education for women over the last 70 years.  

The College is centrally located in the heart of Chennai City and is well 

connected by both road and rail. It is spread over 9 acres and has adequate 

infrastructure for the academic and administrative functions. Today, this College 

is one of the select Colleges in India recognized with the Award of “College with 

Potential for Excellence”. A premier institution dedicated to the cause of 

women’s education, the college was ranked number one in the internal quality 

audit conducted by the IQAC of the University of Madras in 2005. The College 

was re-accredited with the highest grade ‘A’ by NAAC in 2013. The College was 

conferred with the “Excellence in Higher Education Award, 2015” by the VIT 

University and “Educational Excellence Award” from the Indus Foundation at 

the Indo-American Education Summit,2016. The College is awarded the 16th 

rank at all India level by the National Institutional Ranking Frameworks, 

Ministry of Human Resources Development (2016-17). All the endeavours of the 

College are inspired by its motto – to strive, to seek, to find and not to yield.  

The high standards of academic excellence and varied activities help in the 

integrated development of the Ethirajians, enabling them to face the future with 

courage and confidence. 

 
DEPARTMENT 

 The Department of Bank Management, established in 1994, has grown over 

the years into an invaluable centre for developing expertise in the area of 

Commerce with specialisation in Banking. A Post Graduate course in Banking 

and Insurance Management furthered the progress of the Department by 

ensuring varied avenues to the holistic growth of young minds. After about 23 

years of educational journey, the Department now proudly boasts of 500 

students, 13 faculty and distinguished alumni in different fields. The Department 

maintains its relevance by organising Conferences, Workshops and Seminars at 

International and National levels every year so as to delve into timely issues and 

insights. 

 

 



 

 

THEME OF THE CONFERENCE 

 
 Social Innovation and Social Responsibility have been gaining importance 

from the political, social, and economic standpoint. Social innovations bring 

about new references or processes to improve the quality of life of individuals 

and communities. The central theme of this conference is to sensitize new 

solutions to sustainability which revolves around the concepts of social 

innovation and social responsibility. These two concepts necessitate a sense of 

social consciousness and responsible behaviour on the part of different 

players—Government, Policy Makers, Public Services, Business, Social 

Enterprises, Academicians, Non-Profit Organizations and NGOs towards 

sustainable development to ensure healthy ecosystems, social equity and good 

organizational governance. Against this background, the conference has been 

organized. 

 
PURPOSE OF THE CONFERENCE 

 This conference intends to bring forth the importance and impact of social 

innovation, to highlight the inter-link between social innovation and social 

responsibility, new development models and new ways of thinking, which would 

create conditions suitable for long-term sustainable development. 

 
ABOUT CHARTERED INSTITUTE OF MANAGEMENT ACCOUNTANTS (CIMA) 

 The Chartered Institute of Management Accountants (CIMA), founded in 

1919, is the world’s leading and largest professional body of management 

accountants offering the most relevant accounting qualification for a career in 

business. CIMA helps individuals and businesses to succeed by harnessing the 

full power of management accounting – not just accounting for the balance 

sheet, but accounting for business. Together with the American Institute of 

Certified Public Accountants (AICPA), CIMA established the Chartered Global 

Management Accountant (CGMA) designation in 2012 to provide members with 

a new level of resources and recognition. Chartered Global Management 

Accountants play a vital role in managing business opportunities using evidence 

to develop dynamic solutions. 



  

 

ABOUT STANDARD CHARTERED 

 Standard Chartered bank is a leading international banking group, with 

more than 80,000 employees and a 150- year history in some of the world’s 

most dynamic markets. They bank the people and companies during investment, 

trade and the creation of wealth across Asia, Africa and the Middle East. Their 

heritage and values are expressed in their brand promise, “Here for good”. 

Standard Chartered PLC is listed on the London and Hong Kong Stock Exchange 

as well as Bombay and National Stock Exchanges in India. 

 
ABOUT BHARAT TRAVELS 

 Bharat Travels is an award winning 70-year-old educational travel company, 

rated by Condé Nast Traveller as the most innovative travel house in India. They 

specialise in outfitting and delivering outstanding learning experiences in India 

and around the world – for discerning students, researchers and educators. 

Their educational programs typically cover social sciences, business and arts. 

Some of the recent clientele include names like HEC Paris, Dartmouth 

University, Asian Art Museum and Rolls Royce Learning Centre. 

 

ABOUT Yi & CII 

Young Indians (Yi) is an integral part of the Confederation of Indian 

Industry (CII), a non-government, not-for-profit, industry led and industry 

managed organisation playing a proactive role in India's development process. 

Yi was formed in the year 2002 with an objective of creating a platform for 

young Indians to realise the dream of a developed nation. Yi has around 1837 

direct members in 37 chapters, and engages around 10500 students through 

chaupals, under the brand ‘Yuva’. The Yi membership includes young 

progressive Indians between the age group of 21 & 40 and achievers from 

different walks of life. Yi's work is divided primarily into three groups; "Youth 

Leadership", "Nation Building” and “International Engagements”. With twelve 

years of glorious past and decades ahead that promise nothing short, Yi intends 

to become a larger movement of young people and promote the attitude of "We 

Can, We Will". 
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A STUDY ON EMPLOYEE`S SATISFACTION LEVEL WITH SPECIAL  

REFERENCE TO E-CARE (INDIA) PVT LTD, TIRUNELVELI BRANCH 

  

 
K.Ahamed Anis Fathima, M.Com .,M.Phil .,M.B.A.., 

Research Scholar, Assistant Professor Department of Commerce, Sadakathullah Appa College, Tirunelveli  

 
Abstract  
 HRM is relatively modern concept which involved a range of human ideas and practice in management people.  
It is the organisational function that deals with issues related to people such as competition, performance, 
Management, organisation development, safety, wellness, benefits, employee, motivation, communication, 
administration and training. Employee satisfaction is essential to the success of any business. Thus keeping employees 
satisfied with their careers should be a major priority for every employer. Being employee`s satisfaction has given 
utmost importance in any kind of industries in the economy; E-Care India is a well –established health care industry in 
India, one of the leading medical billing companies started in 2000. About a decade and half later, E-Care has grown to 
be one among the global leaders in providing quality medical billing offshore services to united states. This study is 
made to know satisfaction level and the factors motivates the employees. 
Keywords: Employees, Motivation, Satisfaction, attitude 
 
Introduction  

 E-care India is one of the leading medical billing companies in India that provides complete medical 

billing solutions and coding services. E-care is a pioneer in offshore medical billing, having started in the 

year 2000 – one of the first few to offer medical billing from India at that time. Today, E-care has grown 

to 1,000+ people and 3 delivery centres that provide Disaster Recovery and Business Continuity 

provisions-care possesses twin ISO certifications – ISO 9001:2008 for our operational processes; and 

ISO 27001:2013 for ISMS (Information Security and Management systems) that together assure some of 

the highest security levels in the way PHI is handled, making e-care compliant with the latest HIPAA 

rules. E-care is unique amongst offshore medical billing and medical coding companies, in that it works 

with clients of all sizes-no client is too small or too large and they all get the same level of attention. 

While we have the scale and resources of a large offshore medical billing company, we also ensure that 

we have the agility and flexibility of a small company to provide dedicated and focused services for all 

our clients.  

 
Objectives 

 To measure the satisfaction level of the employees. 
 To study the employees perception towards organization. 
 To study the attitude of the employees towards their work. 
 

Statement of the Problem 

 Employee are the assets of any organization. It is through the employees the organization achieves 

its objectives. It is very important from the organization point of view keep them satisfied. The purpose 

of study is to understand the level of satisfaction among the employees E-care India Pvt ltd. Tirunelveli 

branch and suggest the area for improvement if any. 
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Area of the Study 

 The study was conducted in E-care India Pvt ltd. Tirunelveli. Each respondents from the company in 

Tirunelveli has been selected as data source for primary data. 

 
Reviews 

 In a study by Goyal (1995) on Labour Welfare and Job Satisfaction undertaken on six cotton textile 

industries in Punjab (two units each of the public, cooperative and private sectors) on a random sample 

of 350 workers (50 workers form every unit studied) representing all the departments from blow room 

to packing, found that only few of the workers were highly satisfied with their job, majority of them 

were satisfied, while some of them were not satisfied with their job. The satisfied workers out 

numbered the workers who are not satisfied. The private sector has the maximum number of workers 

(80.67 percent) satisfied with their jobs. 

 A study by Nazir (1998) on Perceived Importance of Job Facets and Overall Job Satisfaction of Bank 

Employees conducted on a randomly selected sample of 193 clerks in a private sector Jammu and 

Kashmir bank revealed that majority of the clerks were satisfied with their job (76 percent) whereas a 

few of them (24 percent) were dissatisfied. Results of the study by Tyagi and Tripathi (1996) concluded 

that maximum number of both scientists and extension personal expressed medium level of satisfaction 

with their profession, followed by low and high profession satisfaction.  

 
Source of Data 

 The study is based on both primary and secondary data.  

 
Services 

E-Care performing the following services: 

 Revenue Cycle Management 

 Physician Credentialing 

 Insurance Eligibility Verification 

 Indexing Medical Records Data conversion 

 
Definition of Employee 

 Employee State Insurance (General Provident Fund) Rules, 1950 2(e) “Employee means a person 

appointed to or borne on the cadre of the staff of the Corporation, other than persons on deputation”. 

Employee’s Provident Fund and Miscellaneous Provisions Act, 1952 -2F Any person who is employed 

for wages in any kind of work, manual or otherwise, in or in connection with the work of an 

establishment, and who gets his wages directly or indirectly from the employer, and includes any 

person- 

 Employed by or through a contractor in or in connection with the work of the establishment; 

 Engaged as an apprentice, not being an apprentice engaged under the Apprentices Act, 1961, or 

under the standing orders of the establishment 

 
Definition of Job Satisfaction 

 The term job satisfaction figures prominently in any discussions on management of human 

resources. Job satisfaction refers to a person’s feeling of satisfaction on the job, which acts as a 
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motivation to work. It is not the self-satisfaction, happiness of self-contentment but the satisfaction on 

the job. 

 Job satisfaction was brought to limelight by Hoppock (1935). Hoppock describes job satisfaction as, 

“any combination of psychological, physiological and environmental circumstances that cause and 

person truthfully to say I am satisfied with my job”. 

 
Importance of Employee Satisfaction 

 Purpose / benefits of employee satisfaction include as follows: 

 
Importance of Employee Satisfaction for Organization 

 Enhance employee retention. 

 Increase productivity. 

 Increase customer satisfaction. 

 Reduce turnover, recruiting and training costs. 

 Enhance customer satisfaction and loyalty. 

 More energetic employees. 

 Improve teamwork. 

 Higher quality products and / or services due to more competent, energized employees. 

 
Importance of Employees Satisfaction for Employee 

 Employee will believe that the organization will be satisfying in the long run. 

 They will care about the quality of their work. 

 They will create and deliver superior value to the customer. 

 They are more committed to the organization. 

 Their works are more productive. 

 
Determinants of Job Satisfaction 

 According to Abrahan.A.Korman, there are two types of variables which determine the job 

satisfaction of an individual. These are a) Organisational Variables. b) Personal Variables. 

 
Organizational Variable 

1. Occupational Level: The higher level of the job, the greater is the satisfaction of the individual. This 

is because higher level jobs carry greater prestige and self-control. 

2. Job Content: Greater the variation in job content and the less repetitiveness with which the tasks 

must be performed, the greater is the satisfaction of the individual involved. 

3. Considerate Leadership: People like to be treated with consideration. Hence considerate leadership 

results in higher job satisfaction than inconsiderate leadership. 

4. Pay and Promotional Opportunities: All other things being equal these two variables are positively 

related to job satisfaction. 

5.  Interaction in the work group: Interaction is most satisfying when- 

 It results in the cognition that other person’s attitudes are similar to one’s own. Since this 

permits the ready calculability of the others behaviour and constitutes a validation of one’s self; 

 It results in being accepted by others; and  

 It facilitates the achievements of goals. 



 
 
 

 

4 | P a g e  

International Conference on Social Innovation and Social Responsibility A Key to Sustainable Development and Solutions 

Ethiraj College for Women (Autonomous), Chennai 

Personal Variables 

 For some people, it appears most jobs will be dissatisfying irrespective of the organisational 

condition involved, whereas for others, most jobs will be satisfying. Personal variables like age, 

educational level, sex, etc. are responsible for this difference age, educational Level, role Perception 

 
Factors Influencing Job Satisfaction 

 An employee is going to be highly satisfied with his or her job if the balance between formal and 

informal approach is strictly maintained. Suppose, in an organization, seniors and the boss is too strict, 

they don’t even allow employees to have a friendly chat tool lenient. Boss is over friendly, everyone 

keeps on chit chatting. Deadlines are hardly met. Now, both the cases are wrong. In an environment 

where everything is too formal, an employee is going to feel suffocated. Whereas on the contrary in an 

informal environment where there is no completion and pressure, nothing would motive him or her. In 

both the cases job satisfaction would be lesser. 

 
Anticipated Growth 

 Every employee works hard to get better day after day. If he or she is kept in one place for longer 

period of time, then, it is natural that the employee won’t feel good. The seed of bitterness towards the 

organization would get sown. The chances of no growth even after years of service would makes the 

morale of the person fall drastically down. Employee must be recognized for his or her hard work, his or 

her promotion or increment is done, he or she will feel satisfied with their jobs. They will see to it as if 

they are getting the fruits of their hard work which will further inspire them to do more. 

 
Adequate Working Conditions 

 There are more than just monetary benefits when it comes to having a career or getting job. If an 

organization fails to provide an appropriate working condition, then it is natural for employees to feel 

dissatisfied and unhappy about the same. If adequate facilities are provided to each and every employee 

it assures that there won’t be any complaint from the employee’s side. Having a proper working 

condition adds up to the level of job satisfactions. 

 
Addressing Grievances 

 In an Organization when a group of people work together, the complaints are ought to rise on either 

of the sides. Be its management or workforce most of the time they are into tassels. Due to Some reason 

the management cannot satisfy the demand of the workforce Whatever the case may be, if the grief of an 

employee is heard and addressed by the authorities, it restores the faith in the organization. This is 

another factor that completely contributes to the job satisfaction. In an organization where the 

workforce is always blamed and their grievances are never answered, chances of low job satisfaction 

are more amongst the employees. 

 
Initiation and Leadership 

 When an employee is given an equal number of opportunities to showcase their talent, take the lead 

and initiate then the chances of having a higher level of job satisfaction is more. Suppose in an 

organization, no employee is asked to give suggestions, nobody is bothered to inform them about the 

decision. There are only few figures who lead the team always. In such conditions any employee 

wouldn’t feel satisfied for whatever job he or she is currently doing. It will seem to them as if they are 

just machines to follow orders and not to give any opinion to the organization. 
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Analysis and Interpretation  
Table 1 Satisfaction Level 

S. 
No 

Statement Score level 
Weighted 

Scores 
Weighted 
Average 

Rank 

  
HS 
(5) 

S 
(4) 

N 
(3) 

DS 
(2) 

HDS 
(1) 

   

1 
System of pay is clear and 
fair 

1 
(50) 

12 
(48) 

11 
(33) 

8 
(16) 

9 
(9) 

156/5 31.2 III 

2 Work schedule 
12 

(60) 
10 

(40) 
8 

(24) 
6 

(12) 
14 

(14) 
132/5 30.4 V 

3 Work security 
15 

(75) 
10 

(40) 
8 

(24) 
8 

(16) 
9 

(9) 
164/5 33 I 

4 
The physical working 
condition 

9 
(45) 

8 
(32) 

15 
(45) 

13 
(26) 

5 
(5) 

153/5 31 IV 

5 Work content 
10 

(45) 
9 

(36) 
15 

(45) 
15 

(30) 
1 

(1) 
162/5 32.4 II 

Source: Primary Data 

 
Interpretation 

 The above table explain the ranking on the above statement. Rank I goes to the statement system of 

pay is clear and fair, Rank II - work schedule, Rank III goes to work security, Rank IV - The physical 

working condition, Rank V - work content 

 
Table 2 Rating (1-5) with the Below Factors that are Increasing Employees Job Satisfaction Level 

Factors I II III IV V Mean Score Garatte Ranking 
Welfare facilities 8 8 14 13 7 48.5 II 
Training program 5 3 10 19 13 41.56 V 
Relationship between co-workers 8 4 45 16 12 42.3 IV 
Bonus/annual increment 8 14 10 7 11 49.54 I 
The process used to determine 
promotions 

4 5 11 18 12 42.8 III 

Source: Primary Data 

 
Interpretation  

 The respondents feels that bonus and annual increment will increase their satisfaction  

level. Secondly welfare facility will improve their satisfaction level. Third rank goes to the process used 

to determine promotion, the fourth rank goes to relationship between co-workers. Finally training 

programs improve their satisfaction level.  

Findings 

 48 percentage of the respondents are between the age of 25-30. 

 52% of the respondents are male. 

 48 percentage of the respondents completed their UG degree. 

 32 percentage of the respondents are earning Rs5000-10000. 

 44 percentage of the respondents are working till 4 years  

 36 percentage of the respondents feels meeting should be conducted and feedback must be 

collected  

 36 percentage of the respondents agree with the their promotion system. 

 Only 32 percentage of the respondents are satisfied with their work. 
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 34 percentage of the respondents are agreed that their superior supporting them to do their job 

well  

 38 percentage of the respondents are Highly Dissatisfied with their work atmosphere  

 66 percentage of the respondents said that Supervisor motivates regarding rewards 

Suggestions 

 Management have to make effective communication channels in the firm. 

 Management should take remedial measures to improve general working condition of the firm 

there by employees will be satisfied in their job. 

 Management should take proper care to maintain employee-employer relationship. 

 Management should provide proper safety measures in the organization, so the employees will be 

secured in the job. 

 Management should provide promotional facilities to the employees then only they will be 

motivated in the job. 

 Management should provide proper leave to the employees. 

 Management should provide more opportunities to employees in order to participate in decision 

making. 

 The organization can concentrate to reduce the work expecting from the employee. 

 It is suggested that by opening up channels for feedback and assessing employee satisfaction, 

management can make informed decisions that will allow for increased productivity, job 

satisfaction and loyalty by targeting key areas of concern. 

Conclusion 

 As organizations focus on customer relationship management, they should not forget that 

employees are also internal customers. Organizations have satisfied their customers only if they have 

also satisfied their employees. Businesses generally determine enhancement priorities based on the low 

satisfaction items, rather than considering actual employee requirements. Although this approach 

improved some dissatisfied quality attributes, these attributes are not the main focuses of employees. 

Consequently, considerable money is spent on improvement of dissatisfied quality attributes without 

improving employee satisfaction. This study proposed the improvement priority based on the 

perspectives of importance and satisfaction. This study can helps to identify improving job satisfaction 

of levels of employees.  
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FACTORS WHICH CONTRIBUTE TO THE EFFECTIVENESS OF MARKETING AUTOMATION 

STRATEGIES: A STUDY ON THE ONLINE FOOD INDUSTRY IN CHENNAI 

  

 
Ms.Rahimunisa Begam 

Assistant Professor, Madras Christian College 

 
Abstract  

 Understanding and communicating to prospective consumers has become one of the key concerns of every modern 
day business. Consumer’s consumption patterns are drastically changing as a result of selective buying behavior both 
in terms of consumption and information search. It has become essential for businesses to work on their marketing 
strategies in order to increase order frequency, expand their consumer base and enhance consumer relationship. The 
current market scenario requires marketing strategies which help communicate to consumers in such a way that they 
are able to win their way into a consumer’s mind rather than feeding them with irrelevant information which is often 
ignored. Marketing automation helps cover a wider consumer base in a short span of time and when used effectively 
can help constantly communicate to this addressable market. With a rapidly growing online food industry in Chennai 
there is a rise of well-designed self-service ordering systems which are preferred by consumers. Marketing automation 
helps by providing customer specific content for different segments at an efficient operating cost. This study intends to 
identify the key factors which help increase the effectiveness of marketing automation strategies and channels which 
are adopted by the industry to communicate with these consumers. 
Keywords: Marketing automation, online food industry, marketing strategies, marketing communication 
 
Introduction 

 Understanding and communicating to prospective consumers has become one of the key concerns 

of every modern day business. With a rapidly growing online food industry in Chennai there is a rise of 

well-designed self-service ordering systems which are preferred by consumers which has influenced 

their buying behavior. Marketing automation helps by providing different segments of customers, 

specific content at an efficient operating cost. Customer retention can be achieved throughgood and 

differentiated product and service quality, relationship commitment, customer satisfaction and 

customer trust. Customer retention in relation to online food delivery requires a very strategic 

approach as the online portal has heavy competition in terms of what they have to offer to their 

customers. The common retention strategies of companies deal with creating bonds especially at a 

social level by providing personalized products, services and communication; monitoring relationship 

with customers; and by focusing and analyzing customer engagement in relation to marketing 

communication. Marketing automation plays a vital role in delivering high level of customer care with 

dedicated resources; and helps provide added-value to customers through sharing valuable knowledge 

to customers. Marketing automation is an enabling tool for marketers. It is proven to increase 

marketing efficiency; allowing marketers to plan ahead, work smarter, and react faster to measurable 

results in relation to sales. The technology can bring financial profit, however it is highly dependent on 

organization’s strategies and practices. Companies can use marketing automation to overcome 

problems with the help of strategies which are more focused. If not utilized, it only leads to 

disappointment and financial waste.  

Objectives 

 The study examines the marketing automation channel which is more appreciated and widespread 

among the consumers. It also deals with identifying the factors which contribute to the effectiveness of 

marketing automation strategies that are utilised by the growing online food industry in Chennai. 
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Research Methodology 

 The study is based on primary data which was collected in the form of a well-structured 

questionnaire. The questionnaire consisted of multiple choice and Likert scale questions to study the 

factors which contributed to the effectiveness of marketing automation strategies that are utilised by 

the online food industry in Chennai. A convenience sampling method was used and a sample size of 155 

was considered to be fit for analysis out of 161 respondents. Data was collected from various 

individuals belonging to the age group 18-25who are residing in Chennai. The statistical techniques 

used for analysing the data are Simple Mean Test and Explorative Factor Analysis.  

 
Review of Literature 

 (Dabholka.P,1996)The study states that a customer’s evaluation of automated service options and 

their intention to use a particular option are influenced and directly affected by the perceptions of the 

customer in relation to various attributes that are associated with a particular option. 

 (Stanley, 2017)Analyses about how customers are enticed by mobile apps and shrinking delivery 

fees, many consumers are increasingly dining in on any kind of food they desire—not just pizza—via 

direct delivery. As a result of which more restaurants, which includes large fast food chains, are now 

making delivery a part of their marketing strategies. 

 (Putkinen, 2014)Views marketing automation as an opportunity within the changed paradigm 

which helps respond to the needs of the marketplace and to re-shape the whole marketing and sales 

function of a modern B2B organization. It aids the by truly integrating marketing and sales together and 

shifts the sales -departments focus to the bottom of the sales funnel. 

 
Analysis and Findings 

Cronbach's Alpha 

 Cronbach's Alpha is a measure of internal consistency, it is considered to be a measure of scale 

reliability. It acts as a coefficient of reliability or consistency. 

 
Table 1 - Cronbach’s Alpha as  
Reliability tool to Validate the Data 
Source: Computed Data 

 Table 1 shows the reliability for 20 items is 0.839, suggesting that 

the items have relatively high internal consistency. Even if one of the 

20 items is deleted the Cronbach’s Alpha value will be reduced. This 

indicates that the reliability for all items is higher. In order to identify 

the various factors which contribute to the effectiveness of marketing automation strategies that are 

utilised by the growing online food industry, twenty factors were identified and listed using single and 

multiple choices. Multivariate factor analysis was conducted on these factors in order to reduce them 

into prominent factors. The principal component method is used to group the variables.  

 
KMO and Bartlett's Test 

 The Kaiser-Meyer-Olkin (KMO) and Bartlett's Test measure the strength of the relationship among 

variables. The KMO measures the sampling adequacy which should be greater than 0.5 for a satisfactory 

factor analysis.Bartlett’s Test relates to the significance of the study and thereby shows the validity and 

suitability of the responses which were collected during the study in order to comprehend the problem.  

 

Reliability Statistics 

Cronbach's Alpha No of Items 

.839 20 
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   Table 2 - KMO and Bartlett's Test 
Source: Computed Data 

 From Table 2, it can be noted 

that Kaiser-MeyerOlkin measure 

of sampling adequacy is 0.802 and 

Bartlett’s Test of Sphericity and 

approximate Chi Square value is 704.410 which are statistically significant at 5% level. Therefore, it can 

be concluded that the sample size is adequate to derive the factors that contribute towards the 

effectiveness of marketing automation strategies among the online food industry in Chennai. 

 
Communalities  

Table 3 – Communalities for the Factors that  

Help Increase the Effectiveness of Marketing Automation Strategies 

Source: Computed Data 

  

 

 

 
 Table 3 shows the communalities of the 20 

factors ranging from 48% to 61%. This shows 

that the variance for the factors that help 

increase the effectiveness of marketing 

automation strategies contributes significantly 

in explaining the factors.  

 The next table displays the amount of 

variance accounted for in the items’ variance-

covariance matrix by each of the factors and 

cumulatively by all the factors. 

 
 
 
 
 
 
 

 Table 4 depicts that all 6 extracted factors which are those with an eigen value greater than 1 

account for 58.618% of the variance in the items' variance-covariance matrix. It can be noted that the 20 

variables are reduced to six predominant factors with cumulative values percentage of 14.491, 24.443, 

34.385, 43.255, 51.048 and 58.618. The rotated factor matrix table shows which item load on which 

factors after rotation. The idea of rotation is to reduce the number factors on which the variables under 

investigation have high loadings. 

  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .802 

Bartlett's Test of Sphericity 
Approx. Chi-Square 704.410 

df 190 
Sig. .000 

Variables Initial Extraction 
Knowledge 1.000 .618 
Personalized Profiles 1.000 .680 
Credibility 1.000 .474 
Ease of navigation 1.000 .621 
Customized information 1.000 .663 
Marketing Sequence 1.000 .409 
Search Functions 1.000 .602 
Automation Frequency 1.000 .681 
Loyalty Programs 1.000 .612 
Usage Frequency 1.000 .641 
Consistency 1.000 .470 
Tools Utilized 1.000 .651 
User Friendly 1.000 .616 
Creativity 1.000 .512 
Multi-Channel Marketing 1.000 .617 
Updated Information 1.000 .532 
End User Experience 1.000 .639 
Timing 1.000 .614 
Reputation and Trust 1.000 .572 
Visual Characteristics 1.000 .498 
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Table 4 - Total Variance Explained for the Factors that Help Increase the Effectiveness of 

Marketing Automation Strategies 
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1 5.242 26.210 26.210 5.242 26.210 26.210 2.898 14.491 14.491 
2 1.619 8.094 34.304 1.619 8.094 34.304 1.990 9.952 24.443 
3 1.455 7.275 41.578 1.455 7.275 41.578 1.988 9.942 34.385 
4 1.247 6.237 47.815 1.247 6.237 47.815 1.774 8.870 43.255 
5 1.124 5.621 53.437 1.124 5.621 53.437 1.559 7.794 51.048 
6 1.036 5.181 58.618 1.036 5.181 58.618 1.514 7.569 58.618 
7 .948 4.738 63.356       
8 .917 4.585 67.941       
9 .874 4.372 72.313       

10 .811 4.056 76.369       
11 .720 3.600 79.969       
12 .637 3.183 83.152       
13 .590 2.949 86.101       
14 .493 2.463 88.564       
15 .457 2.287 90.851       
16 .449 2.243 93.093       
17 .395 1.976 95.069       
18 .380 1.898 96.967       
19 .315 1.577 98.544       

   20 .291 1.456 100.000       

Extraction Method: Principal Component Analysis. 

Source: Computed Data 

 
Table 5 - Rotated Component Matrix 

Variables 
Component 

1 2 3 4 5 6 
End User Experience .747      
Visual Characteristics .713      
Search Functions .685      
Credibility .520      
Updated Information .485      
Customized Information  .727     
Creativity  .644     
Loyalty Programs   .698    

Reputation and Trust   .682    
Timing  . .442    
Marketing Sequence   .434    
Personalized Profiles    .780   
Knowledge    .610   
Usage Frequency    .592   
Tools Utilized     .786  
Automation Frequency     .515  
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User Friendly     .498  
Multi-Channel Marketing      .726 
Ease of Navigation      .466 
Consistency      .401 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 9 iterations. 

 
Component 

1 2 3 4 5 6 
End User 

Experience 
Customized 
Information 

Loyalty 
Programs 

Personalized 
Profiles 

Tools Utilized Multi-Channel 
Marketing 

Visual 
Characteristics 

Creativity Reputation 
and Trust 

Knowledge Automation 
Frequency 

Ease of 
Navigation 

Search 
Functions 
Credibility 

 
Updated 

Information 

 Timing 
 
 
 

Marketing 
Sequence 

Usage 
Frequency 

User Friendly Consistency 

 
Recommendation of the Study 

 Before putting the marketing automation tool to use, companies must understand and review their 

business and marketing strategies so that it doesn’t fail to capture a customer’s attention. Problems 

with data quality and information that has to disseminated require planning. It is necessary to 

understand demographics, income, consumption patterns, lifestyle changes, convenience of ordering 

and combine it with aggressive marketing strategies as it is driving the growth of the online food 

delivery industry. 

 
Conclusion 

 In terms of technology, companies should choose marketing automation inorder to increase 

efficiency as it helps to send better targeted messages which helps enhance their communication with 

the targeted customers. Marketing automation helps cater to increased customer expectations by 

providing them the information they need and by improving their end user experience. This can be done 

by improving the visual characteristics, search function and the creditability of information that is 

provided to customers. Customers are constantly on the search for new information and this can be 

provided easily through marketing automation as it helps reduce the cost incurred. 

 Communication creativity is essential in relation to the content that is being provided to the 

customers in order to get their attention which helps in customer retention. and helps increase brand 

value. This customized information should have a strategically planned marketing sequence at which 

communication takes place without agitating the customers. 

 Credibility of the channel utilised for marketing automation is influenced by the reputation and 

trust held by the customers. However utilising multiple channels of marketing communication ensures a 

higher level of customer retention. Referral programs and loyalty programs help grab a customer’s 

attention more easily. Marketing automation aims at targeting potential customers by constantly 

keeping in touch with the customer, filling up the communication gap and improving customer 

relationship. 
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Abstract 

 An online shop, e-shop, e-store, internet shop, webshop, webstore, online store or virtual store evokes the physical 
analogy of buying products Services at bricksandmortar retailer or in as hopping centre. Growing internet literacy and 
online access has enabled people from all walks of life to buy everything from gifts, gadgets, groceries, clothing, cars 
and cruises online through a single click from their desktops, workplaces and smartphones. The rising influence of 
Social media, e-tailing, and mobile web had impacted the buying behavior of consumers. In this context, the changing 
and the demanding roles of Indian women gives her a very less time to each activity and there is need for multitasking, 
hence online buying adds advantage to women buyers in terms of privacy, at home shopping experience, home delivery, 
time saving , discounts, offers wide choices and nominal prices. Women are the Primary shoppers for their households, 
which mean they are buying not only for themselves but also for everyone else – spouses, Kids, friends, Family, 
Colleagues and often older parents which multiply their buying power and influence. Hence it becomes necessary for 
the online retailers to understand the online buying behavior of women in specific as compared to men shoppers and 
devise marketing strategies to tap the female segment This study attempts to examine the female consumer as an 
online payer, user, and buyer, it also concentrates on the various factors that influence their online buying behavior, 
buying preferences and buying motives and drawbacks in online buying from the perspective of Indian women. 
Keywords: Online Buying, Female consumers, buying behavior. 
 
Introduction 

 Declining broadband subscription prices and the launch of 4G service have become the driving 

forces of e-commerce in the country. From buying groceries to furniture, from apparel to accessories, 

and beauty products and jewellery to ticketing – e-commerce has greatly empowered the Indian 

consumer. Online buying is catching up among Indian women and women consumers constitute the key 

target audience for online marketers , though men outnumber at this point of time, the fairer sex is 

taking on to online shopping at a faster rate. Of the 100 million online buyers in 2016, 40 million are 

expected to be women, which means that women will take on to online spending in a big way in the 

coming years and spend more than double their male counterparts. The changing demographics, 

psychographics and social factors of Indian women in the current scenario has major stake in their 

buying behavior irrespective of whether it is traditional shopping or online shopping. Online buying 

gives women convenience and they can finish their shopping list in the workplaces preferably. It caters 

to the multiple roles played by women as moms, wives and care takers. Online buying has gained 

momentum among Indian women and it is essential to gain insight in to what they want from online 

stores to give them a delightful shopping experience as compared to the Physical stores. 

 
Online buying Process 

 The online buying process involves factors that motivate customers to buy products or services 

online. They divided them into two categories: external and internal. The external factors are the ones 
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beyond the control of the customers. They can divide into five sectors: Demographics, socio-economics, 

technology and public policy; culture; sub- culture; reference groups; and marketing. Internal factors 

are personal traits or behaviours and include attitudes, learning, perception, motivation, Self-image, and 

semiotics. Based on such factors customer defined as two distinct types of buying motives: functional 

and non-functional. The functional motives relate to consumer needs and could include things like 

time, convenience of shopping online, price, the environment of shopping place (i.e. couch buying)and 

selection of products .The non-functional motives relate more to the culture or social values like the 

brand of the store or product for instance. 

 
Filtering Elements 

 Security, Privacy and trust are the three hurdles to online purchases Customers use these three 

factors to filter their buying choices and decide on the final selection of stores they are willing to buy 

from. In other words, if the online store doesn’t pass customers’ security, privacy and trustworthiness 

criteria, they won’t buy, even if the products are cheaper compared to traditional brick and mortar 

shops, online shopping carries more risk during the purchase process. Customers recognise online as a 

high level risk purchase and have become aware of what might happen with their data online. They use 

that knowledge now to filter their purchase options  

 
Significance of the Study 

 It is a proven fact that Indian women are shopaholics and spend more time on making buying 

decisions and shopping and also for any Indian women shopping is a favorite activity, a social release 

and a medium to spend their leisure time with friends, peers and Hence it is a challenging task for online 

marketers to converge Indian women from traditional shopping to online shopping. It becomes 

necessary for online marketers to understand the female buying behavior to give a better online 

marketing experience to women consumer and increasing the women spending on online shopping.  

 
Statement of the Problem 

 The present study is carried out to identify the key factors influencing the online purchase decisions 

of women and their perception on online buying experience as there is gender differences in the buying 

behavior, hence to update the online retailers and revise their strategies that will be more appealing to 

female consumers on board. 

 
Objectives of the Study 

1. To identify the most preferred websites female consumers use for online Purchase 

2. To find out the type of products most preferred by female consumers to buy online 

3. To identify the most influencing factor of the online Purchase decision of women 

4. To find out the barriers of online buying for female consumers 

 
Review of Literature 

 The study on online shopping behaviour of consumer concluded that it is mainly preferred by 

employed females because buying online can be of great benefit to the consumer in terms of 

convenience and time saving. Higher income group of female respondents were more inclined towards 

online purchases. Females had positive attitude towards online purchases as compared to males (Preeti 

Singh & Prof. Radha Kashyap, 2015) 
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 The study on online buying behaviour of homemakers in western suburbs in Mumbai and social 

media influence indicates that though women do most of the shopping, online shopping is dominated by 

male shoppers. They are still not confident with online shopping and it does not satisfy their emotional 

and social needs. E-tailers can address their concerns by making e-shopping more interactive have 

dedicated salesperson for consultation in real time, make website more user friendly, include say an in 

store music or create a technologically advanced 3D ambience, simulating real store experience. 

Marketers can build confidence in their consumers through initializing secure, reliable, and safe 

marketing platform and offering attractive proposition. (Indrila Goswami Varma &Ms. Rupa Agarwal, 

2014) 

 A study on general buying pattern of women consumers in Mumbai for certain products states that 

women consumers are of utmost importance due to shift in their demographics women are 

independent, ,educated, hold responsible positions in jobs and women possess a lot of dispensable 

income which they can spend freely on the products they consume themselves for their self-

gratification. In the olden times, women used to just limit themselves to purchasing groceries and food 

items andpresent day woman makes the final decisions regarding 80% of family’s monthly/annual 

purchase.(Vidya Panicker & Mohammed Khalil Ahmed, 2015) 

  
Materials and Methods 

Locale of the Study 

 The respondents involved in this research study were selected from various areas of Chennai city 

 
Population and Sample Size  

 The population of this study includes female buyers who have purchased different products from 

online and The Sample included only 75 female respondents confined to Chennai city 

 
Data Collection 

 Primary data was collected with a structured questionnaire formulated by the researcher and 

administered among female consumers buying online in various areas of Chennai city. Secondary data 

was collected from articles in e journals related to online shopping. Convenient sampling technique was 

used to identify women having online shopping experience. Weighted average, Ranking method and 

percentage analysis is used to analyse the data collected. 

 
Analysis and Interpretation 

Table 1(a) Frequency of buying online 

 Once a fortnight Once a month Once in 3 months 

Number of respondents 6 43 26 

Interpretation: Majority of the female respondents purchase online once a month for their needs. 

 
Table 1 (b) Amount spend on single online Purchase by female buyers 

 1000-2000 2001-5000  Above 5000 
Number of respondents 40 14  11 

Interpretation: Majority of female Consumers spend Rs 1000-2000 for a single Online Purchase 
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Table 2 E-tailersused for online Purchase by female buyers 

 
Interpretation 

 Amazon is the top e-tailer Preferred by women in 

Chennai because of its trustworthiness and on time delivery 

and quality products. Flip kart is the most popular e-tailer 

among Chennai women for their better offers and wide 

variety of products followed by Myntra and Jabong 

 
 

 
Table 3 Products Purchased Online by Female Buyers 

 
Interpretation 

 Electronic goods and home and kitchen 

appliances are the products Chennai women most 

prefer to buy online followed by clothes and books, 

cosmetics. Groceries and fashion Jewelry are least 

preferred as they comfortable buying in a Physical 

store 

 
 

Table 4 Factors Influencing the online Purchase Decision of Female Buyers 
 
Interpretation 

 Convenience, Privacy and security 

are the most influencing factors based 

on which women make their online 

buying decisions followed by return 

policy and discount and deals offered 

by the e-tailers 

 
 

 
      Table 5 Barriers of online purchase 

Interpretation 
 Female buyers feel that e-tailers 
tend to deliver incorrect merchandise 
in terms of Product specifications (size, 
color, length, width, product features) 
especially in apparels and shoes which 
acts as major hindrance for making an 
Online Purchase decision 

 
  

E-tailers 
Usage 

Weighted Average Rank 

Amazon 20.8 1 

Flip kart 16.26 2 

Myntra 13.73 3 

Jabong 12.13 4 

Ebay 11.73 5 

Snapdeal 11.13 6 

Products 
Quantum of purchase 

Weighted Average Rank 
Electronic goods 15.66 1 
Home and kitchen 12 2 
Clothes 10.53 3 
Books 10.26 4 
Cosmetics 10.06 5 
Groceries 9.6 6 
Travel 8.53 7 
Fashion Jewelry 8.13 8 

Factors 
Quantum of Influence 

Weighted average Rank 
Convenience 22.26 1 
Privacy 21.86 2 
Secure Payment Process 21.93 3 
Return policy 20.73 4 
Discount and deals 20.46 5 
Comparison of product variety 20 6 
Personal Internet Access 18.33 7 
Home delivery 17.46 8 
Product reviews 16 9 

Barriers 
Number of  

Respondents 
% 

Incorrect Merchandise 25 33.33% 
Product Risk 18 24% 
Refund policy 15 20% 
Low trust level of the online store 9 12% 
Security 8 10.66% 
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Table 6 Stage of Consumer buying Process Impacted by Social Media and Websites 

Exposure to 
products & 

services 

Problem 
recognition 

Search for the 
alternatives 

Evaluation of 
information 

Post Purchase 
evaluation 

22.66% 6.66% 40% 24% 6.66% 

 
Interpretation 

 Online retail websites are primarily used by women for searching alternatives in various products 

and evaluating them based on the information available with regard to price, Product features and 

quality. 

 
Table 7 website related factors influencing online purchase of female buyers 

Easy navigation 
Banner ads & pop 

ups 
Attractive colors, theme 

&fonts 
Interactiveness of the 

websites 
14% 17% 39% 30% 

 
Interpretation 

 Female buyers are drawn towards a website because of its attractive colors, themes and fonts and 

also the Interactiveness of the websites 

 
Discussions and Suggestions 

 The study reveals that young women who are students prefer online shopping than traditional 

shopping compared to women of other age groups. Hence web retailers can tap this segment with best 

offers, Products, discount and deals that will appeal to this age group 

 Most female buyers revealed that the Color, size and quality of Products delivered varies from the 

Products that are ordered. Websites should reduce the delivery of incorrect merchandise as a means to 

cover up the unavailability of stocks ordered and should not take advantage of non-Personal Contact. 

Instead a web store Consultant can contact the buyers communicate the unavailability of the specified 

Products and suggest alternatives to the female buyers 

 Female buyers also suggested that websites should be trustworthy to deliver the exact Products as 

they show up as images in the websites and also suggested that the time taken for refund should be 

shorter and it is also emphasized by the Female buyers that the shipping costs should be reduced. 

 Female buyers give more importance to the visual appeal of the websites, attractive color and fonts, 

female intensive themes encourage them to visit the website and shop. They felt that websites with 

female appeal stimulates the buying Process 

 The study revealed that women are mostly hedonic shoppers, to reach and engage women, web 

stores will have to create emotive shopping experiences that resonate with them. A purely functional 

approach can fall flat pretty quickly. Women want to know more about the web store, brand, and how 

the products are going to make them feel. 

 
Conclusion 

 Women are complex buyers to be understood and the needs and wants of today‘s women has 

changed from the past decades which can be attributed to their changes in the demographics, lifestyle, 

attitudes and habits. They are the potential markets for any business. It is key for any because to 

understand that Products and marketing strategies designed to sell to the male dominant markets 
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cannot be applied to women. Women as buyers are quite different from men. Their buying motives and 

patterns differ from the opposite gender. Online retailers should have feministic approach and 

understand the female psychology to market the Products and increase their online Spending. 
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Abstract 

 Women play a major role both in family and workplace. Police work for women considered to be quite dangerous 
compared to other job. Police personnel considered to be responsible for the activities of the society as a whole. The aim 
of this study is to evaluate organisational climate of women police personnel. The sample size of the empirical study 
consists of 150 women police in Chennai city. The result shows the relationship between demographic profile (age, 
marital status, educational qualification, designation, years of experience and annual income) and the factors 
influencing organisational climate (salary structure, welfare measures, supportive environment, good management 
system). The major determinants of organisational climate have been identified and the measures to improve 
satisfaction level have been highlighted. The researcher concluded that yoga, exercise and better time management 
helps to overcome discomfort in job.  
Keywords: Organisational climate, Women police, Job satisfaction. 
 
Introduction 

 Organisational climate is a set of characteristics which explains about organisation and influenced 

by the behaviour of different individuals work towards the goals of the organisation. Organisational 

climate is “the pleasurable emotional state resulting from the appraisal of one’s job as achieving or 

facilitating the achievement of one’s job values”.1 Organisational climate explains how an individual is 

gratified with her or his job. Individual naturally more engaged in work that puts their talents to good 

use. If an employee feels disrespected, undervalued, and underappreciated in work place will likely 

cause dissatisfied with work. Organisational climate is more important especially for women, though 

they take care of the job along with the additional responsibilities at home like child care, old parent 

care etc. Women face mental pressure if the work place is not flexible and supportive.   

 Though the technology made our life simple, organisations are supported by human capital 

resource. Organizational climate provided by the employer for the comfort of employees and work 

passion is helps to measure the employee behaviour and organizational commitment. The success and 

growth of an organization decided by performance of the human capital and the organizations are 

willing to provide good remuneration and other benefits. Good organisational climate motivates the 

employees positively. A good working climate helps to increase employee morale, loyalty and 

productivity 

 
Literature Review 

 Litwin and Stringer (1968)2 identified factors influence organisational climate were organisational 

Structure, individual responsibility, rewards, risk and risk taking, warmth and support and tolerance 

and conflict. 

 Smith, Kendall, and Hulin (1969)3 identified 72 items which assess the different aspects of 

organisational culture and emphasised mainly on work, pay, promotions, supervision and co-workers, 

work atmosphere, job content and work technology. Stress creators among the employee arepay 
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structure, job task, co-workers, sense of purpose, career path opportunity, work atmosphere, autonomy 

and workload. Stress management Programmes can relieve employees from dissatisfaction. 

 Kasim, Randeree& Abdul, GhaffarChaudhry (2012)4 studied the relationship between level of stress 

and satisfaction level based on their demographic variables. There is no significant relationship 

between job satisfaction and overall occupational stress; converse relationship is found between the 

occupational stress and overall job satisfaction. And also determined job stress which included, role 

overload, role ambiguity, role conflict, unreasonable group and political pressures, responsibility for 

person, under participation, powerlessness, poor peer relation, intrinsic destitution, low status, 

vigorous working conditions, work, pay, co-workers, supervision, promotion, job in general. The study 

proved that there is a significant relationship between job stressors and job satisfaction. 

 Haarr (2005)5 stated that women police resign their job due to gender discrimination at work and 

also they are affected by many factors.  

 Subha.S and Devika Rani Dhivya.K (2014)6 discussed the various factors influencing an employee 

towards job. Work load, work atmosphere affects the job satisfaction. This study suggested meditation, 

yoga and entertainment to overcome stress. 

 
Objectives 

1. To understand whether organisational climate influences women police constables. 

2. To find out the relationship between demographic variables and organisational climate. 

3. To bring out the various measures to overcome the problems faced by the women employees due to 

work climate. 

 
Methodology 

 The study is exploratory and descriptive in nature. This research is based on the police constables 

in Chennai city. A random sampling technique was used for the selection of sample and adopted 

convenience sampling techniques for the primary data collection. The sample size is 150. 

 
Scope for the Study 

 The study is to explore the factors with relate to organisational climate of women police constables. 

This study helps to analyse the factors influence women police based on work culture and provides 

various measures to improve the lives of the police personnel. 

  
Limitations 

 Due to time limitation the study confined to Chennai city only. Since, the researcher focused 

towards the police constables, arrived result may not be applicable to other sectors. Primary data has 

been collected through structured questionnaire and the result has been reached based on the 

respondents’ honesty in filling the questionnaire.  

 
Analysis and Interpretation 

Frequency Distribution for Demographic Variable 

  
Frequency Percentage 

Age of the respondent 

20-30 49 32.7 
30-40 69 46 
40-50 19 12.7 
Above 50 13 8.7 

Total 150 100 
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Marital status 

Single 46 30.7 
Married 96 64 
Widow 5 3.3 
Divorced 3 2 

Total 150 100 

Educational qualification 

Secondary 8 5.3 
High Secondary 85 56.7 
Graduate 44 29.3 
Post Graduate 13 8.7 

Total 150 100 

Years of experience 

Less Than 1 Year 9 6 
1 -3 Years 24 16 
3 - 5 Years 45 30 
5-10 Years 55 36.7 
Above 10 Years 17 11.3 

Total 150 100 

Designation 
Grade II Constable 59 39.3 
Grade I Constable 91 60.7 

Total 150 100 

Annual income 

Less Than 2 Lakhs 72 48 
2-5 Lakhs 65 43.3 
5-10 Lakhs 10 6.7 
Above 10 Lakhs 3 2 

Total 150 100 

Number of working hours 
10-12 hours 5 3.3 
More than 12 hours 145 96.7 

Total 150 100 

Source: Primary data 
 The frequency analysis reveals that 46% of the respondents are belong to 30-40 years of age group. 

64% of the respondents are married. 56.7% of the respondents have the educational qualification as 

higher secondary. With regard to experience, 36.7% of the respondents have 5 – 10 years. Most of the 

respondents (60.7%) designations are falls under the category of grade I constable. 48% of the 

respondent’s annual incomes are lies in the category of less than 2 lakhs. 96.7% of the employees stated 

that they are working for more than 12 hours. 
 

Reliability Test 
Reliability Statistics 

Cronbach's Alpha N of Items 
0.928 21 

Since the Cronbach’s Alpha value > 0.7, the data collected is considered to be highly reliable. 
 

Factors analysis on Organisational Climate of Police Personnel 

 The researcher analyzed 14 variables of organisational climate and applied factor analysis, in order 

to reduce these factors and principal component analysis with varimax rotation was also conducted. 

The application of factor analysis is given below.  
 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.927 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1794.501 

Df 91 

Sig. 0 

Source: Computed data 



 
 
 

 

22 | P a g e  

International Conference on Social Innovation and Social Responsibility A Key to Sustainable Development and Solutions 

Ethiraj College for Women (Autonomous), Chennai 

 The KMO and Barlett’s test shows that Kaiser-Meyer-Olkin Measure of sampling adequacy is 0.927, 

Bartlett’s test of sphericity with approximate chi-square value is 1794.501are statistically significant at 

5% level and there is a relationship between the variables. This shows that 14 variables of 

organisational climate are normally distributed and adequate to form major dimensions. The below 

given communalities table specifies the range of variances of 14variables 

 
Communalities 

 
Initial Extraction 

Salary structure 1 0.787 

Work culture 1 0.821 

Recognition 1 0.801 

Non- monetary benefits 1 0.685 

Adequate leave facilities 1 0.508 

Administration support 1 0.755 

Department rules and regulations 1 0.768 

Promotion policies and strategies 1 0.688 

Adequate training 1 0.689 

Co-workers are very supportive 1 0.692 
Welfare measures 1 0.625 

Cordial relationship with supervisor 1 0.723 

Good management system 1 0.708 

Workplace safety 1 0.77 
Source: Computed data 

 The above given communalities table shows that all the 14 variables possess the variance ranging 

from 0.508 to 0.821 i.e. these 14 variables have their variances ranging from 50.8% to 82.1% and are 

statistically significant in formulation of factors. This leads to factor extraction as given in the below 

table. 

Total Variance Explained 

Component 
Initial Eigen values Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 
1 8.563 61.165 61.165 8.563 61.165 61.165 
2 1.458 10.411 71.576 1.458 10.411 71.576 
3 0.661 4.723 76.299 

   
4 0.622 4.443 80.742 

   
5 0.522 3.728 84.47 

   
6 0.426 3.045 87.516 

   
7 0.383 2.733 90.249 

   
8 0.301 2.149 92.398 

   
9 0.23 1.644 94.042 

   
10 0.205 1.463 95.505 

   
11 0.18 1.285 96.789 

   
12 0.164 1.172 97.961 

   
13 0.153 1.09 99.051 

   
14 0.133 0.949 100 

   
Source: Computed data 

 In order to interpret the values in a better way, factor rotation has been performed. It has been 

clearly given in the table that 14 variables are condensed into2 main factors with cumulative variance 
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71%. 576%. The individual variances of the 2 factors are given by 61.165 and 10.411 of variables 

respectively. This leads to construct loadings on each factor as given in the rotated component matrix. 

Rotated Component Matrixa 
Component 

1 2 
Salary structure 0.852 

 
Work culture 0.828 

 
Recognition 0.801 

 
Non- monetary benefits 0.794 

 
Adequate leave facilities 0.789 

 
Administration support 0.775 

 
Department rules and regulations 0.772 

 
Promotion policies and strategies 0.77 

 
Adequate training 0.686 

 
Co-workers are very supportive 0.63 

 
Welfare measures 0.621 

 
Cordial relationship with supervisor 

 
0.878 

Good management system 
 

0.858 
Work place safety 

 
0.826 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 3 iterations. 
Source: Computed data 

 14 variables of organizational climate are grouped into two factors on the basis of their 

interrelationship. Factor 1 is loaded with 11 variables and explains most of the variance. Therefore, it 

reveals that they are the major factors of organizational climate. 

1. Salary structure (.852) 

2. Work culture (.828) 

3. Recognition (.801) 

4. Non-monetary benefits(.794) 

5. Adequate leave facilities (.789) 

6. Administration support (.775) 

7. Department rules and regulations (.772) 

8. Promotion policies and strategies (.770) 

9. Adequate training (.686) 

10. Co-workers are very supportive (.630) 

11. Welfare measures (.621) 

These factors can be labeled as “Work life stimulators”.  

Factor 2 is loaded with 3 variables: 

1. Cordial relationship with supervisor (0.878) 

2. Good management system (0.858) 

3. Work place safety (0.826) 

Hence, factor 2 can be named as “Job stability”. 

 Women police employees feel that they are unstable due to interruptions by means of frequent 

transfer, responsibility and commitment involved in job, insufficient leave facilities and poor health 

conditions and inability to avail leave or permission. 
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Hypothesis: 

H01 -There is no relationship between age and factors determining organisational climate. 

H02 -There is no relationship between marital status and factors determining organisational climate. 

H03-There is no relationship between Educational qualification and factors determining organisational 

climate. 

H04- There is no relationship between designation and factors determining organisational climate. 

H05- There is no relationship between annual income and factors determining organisational climate. 

H06 - There is no relationship between experience and factors determining organisational climate. 

H07 -There is no relationship between number of working hours and factors determining organisational 

climate. 

Variables Correlation P Value 

Age and factors determining organisational climate 0.037 0.171 

Marital status and factors determining organisational climate 0.617 0.041 

Educational qualification and factors determining organisational climate 0.779 0.023 

Designation and factors determining organisational climate 0.13 0.124 

Annual income and factors determining organisational climate 0.727 0.029 

Years of experience and factors determining organisational climate 0.488 0.057 

Number of working hours and factors determining organisational climate 0.324 0.081 

Source: Computed data 

 Since P value (0.171) greater than table value (.05), null hypothesis is accepted. There is no 

relationship between age and factors determining organisational climate. 

 Since the P value (.041) lesser than table value (.05), null hypothesis is rejected. There is a 

relationship between marital status and factors determining organisational climate. 

 Since the P value (.023) lesser than table value (.05), null hypothesis is rejected. There is a 

relationship between educational qualification and factors determining organisational climate. 

 Since the P value (.124) greater than table value (.05), null hypothesis is accepted. There is no 

relationship between designation and factors determining organisational climate. 

 Since the P value (.029) lesser than table value (.05), null hypothesis is rejected. There is a 

relationship between annual income and factors determining organisational climate.  

 Since the P value (.057) greater than table value (.05), null hypothesis is accepted. There is no 

relationship between years of experience and factors determining organisational climate. 

 Since the P value (.081) greater than table value (.05), null hypothesis is accepted. There is no 

relationship between number of working hours and factors determining organisational climate. 

 
Findings and Interpretations 

 The frequency analysis shows that 46% of the respondents are belong to 30-40 years of age group.  

 Out of 150 employees, 64% of the respondents are married.  

 Majority (56.7%) of the respondents have the educational qualification as higher secondary. 

 36.7% of the respondents have 5 – 10 years of experience in police service. 

 Most of the respondents (60.7%) designations are falls under the category of grade I constable.  

 48% of the respondent’s annual incomes are lies in the category of less than 2 lakhs.  

 96.7% of the employees stated that they are working for more than 12 hours in a day. 

 In factor analysis 11 factors formed together and they are named as “Work life stimulators”. The 

second group formed with 3 factors and labeled as “Job stability”. 
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 Since the P value (.041) lesser than table value (.05), null hypothesis is rejected. There is a 

relationship between marital status and factors determining organisational climate. Marital status 

influenced by various factors of organisational climate. 

  Since the P value (.023) lesser than table value (.05), null hypothesis is rejected. There is a 

relationship between educational qualification and factors determining organisational climate.  

 Since the P value (.029) lesser than table value (.05), null hypothesis is rejected. There is a 

relationship between annual income and factors determining organisational climate. Level of 

income determines the factors of organisational climate. 

 
Conclusions and Suggestions 

 Organisational climate is more important for women employees. It depends upon the marital status, 

educational qualification, and annual income of the women police constables. Married women police 

constables are comfort with their job where as supportive work environment plays a vital role. Income 

level and education level also determines the factors of work culture. Good work environment is more 

important for peaceful work life. The researcher suggested the women police to involve themselves in 

interested activities; attending time management programs, doing yoga and exercise can relieve them 

from various discomforts in job. Employees engaging themselves in social gathering programs and 

public contact programs help to reduce the mental pressure in the work place. 
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Abstract 

 Bundling, typically has been defined as the system of marketing multiple products in a single package, or a bundle 
at a discount. The advantages of bundling has been identified across many of the activities of the value chain in the 
form of increased sales, better capacity utilization, faster inventory turnovers and profits. But in the traditional 
bundling models, there exists a minimum purchase quantity requirement which may discourage some of the consumers 
from pursuing the purchase. In this context, recent research has found out a novel bundling method called “Social 
bundling” to reduce customer apprehensions and to increase their intention to purchase bundles.The advent of social 
network has impacted the way of doing business and selling products. Social bundling leverages the strengths of these 
social networks to instate costumers’ control while purchasing bundles. This is done by reducing the minimum 
purchase quantity requirement in traditional bundling while offering consumers similar discounts. In social bundling, a 
bundle comprises a large variety of heterogeneous products (goods/services), wherein a group of customers can 
collaborate in purchasing what they need from the bundle. In doing so, a consumer does not have to buy more than 
what he/she needs to get the bundle discount. The paper takes a game theoretic approach to prove how both the 
customer and the sellers would be better off with social bundling. It also describes the pricing model suitable to be 
applied to a social bundle, derived from existing models. Finally, the challenges involved in administering this strategy 
is also discussed. These challenges need to be considered by the firms while developing social bundling system such that 
the end customers can utilize their social networks. 
Keywords: traditional bundling, social networks, social bundling, pricing, consumer control, intention to purchase 
 
Introduction 

 Bundling is a marketing strategy that combinestwo or more products or services together in order 

to sell them as a single combined unit. It allows the convenient purchase of several products and/or 

services from one company. Bundling benefits both consumers and retailers if the product combination 

of the bundle is right. Customers can benefit from a single, value-oriented purchase of complementary 

offerings. If purchased in larger volumes or from a single supplier, the customer might enjoy additional 

discounts. Retailers generally benefit by higher unit sales volume, higher margins. They offer new 

channels, cross industry opportunities, and expose their products to new potential customers. There are 

certain shortcomings of traditional bundling such as minimum purchase requirement. Customers are 

forced to buy all the products of a bundle to avail the discount that reduces the utility of the purchase.  

 Bundles can consist of homogeneous products or heterogeneous products depending upon factors 

such as the type of products involved, the firm’s portfolio, market demand etc. Here, in the paper, we 

consider the strategy of bundling complementary products together. Pricing of bundles is an extremely 

challenging task due to issues like segmented customer demand, product specific costs and customer’s 

multiple options. Complementary product bundling can offer economies of scale. The cross-elasticity of 

demand for complementary goods is negative i.e. the demand for one good creates a demand for 

another. Hence, firms gain additional marketing power and gain optimal price through bundling. 

 In this paper, we first study the literature for an optimal pricing strategy for a traditional bundle 

and then extend that model to price a social bundle. Finally, we derive the necessary conditions to be 

met for bundling strategy to be more profitable than no bundling. The future work to be carried out to 

validate the findings are also mentioned briefly. 
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Literature Review 

 Yan R et al. [1] hasanalyzeda firm’s pricing strategy for individual products without bundling. 

Consider a single firm that sells two complementary products to consumers. Using the basic demand 

price relationship, demand for each product depends on its own price and the price of the other 

product. We assume that the demand functions are linear with regard to self and cross price 

sensitivities.  

 Let the demand for each of the products be 𝐷1  and 𝐷1  and the price of individual products be 𝑝1and 

𝑝2 . The associated costs for the products are 𝑐1and 𝑐2and profit of the firm is π. The demand equation 

for the products are  

        𝐷1 = 𝑎 − 𝑏𝑝1 − 𝑏𝜃𝑝2  (1) 

        𝐷1 = 𝑎 − 𝑏𝑝2 − 𝑏𝜃𝑝1   

  (2) 

 Here, a is the market base (i.e., potential demand if offered free of charge) and b is self-price 

sensitivity and 𝜽 reflects the degree of complementarity between two products (larger 𝜃 indicates a 

higher degree of complementarity). We assume that 0 ≤  𝜃 ≤ 1 , so that a product’s self-price 

sensitivity is greater than or equal to its cross-price sensitivity. When θ equals to zero, two products are 

independent or identical. We expect all parameters in this model to be positive.  

The profit function of the firm without a bundling policy is  

 𝜋 =  𝑝1 − 𝑐1 ∗ 𝐷1 +  𝑝2 − 𝑐2 ∗ 𝐷2  (3) 

To get the optimal pricing strategy, we differentiate the profit with respect to 𝑝1  and 𝑝2 . On solving the 

equation, we get the optimal prices as  

 𝑝1 =  
𝑎+𝑏𝑐1 1+𝜃 

2𝑏+2𝑏𝜃
 (4) 

 𝑝2 =  
𝑎+𝑏𝑐2 1+𝜃 

2𝑏+2𝑏𝜃
 (5)  

 As the degree of complementary increases, the optimal pricing strategy decreases. Hence, when 

there is no bundling policy, the optimal strategy for the firm to adopt is (𝑝1 , 𝑝2). The firm charges a 

lower price for the two products when their degree of complementarity increases, because when the 

degree of complementarity is high, a price increase for one product significantly decreases the demand 

for the other product.  

 
Pricing Strategy with Bundling 

 Now consider a bundling policy, such that the firm sells the two complementary products at a 

bundling price 𝑝3 . The bundling price 𝑝3  is lower than the total price if a consumer buys the two 

products separately, or 𝑝1+𝑝2 . Since there is a large bundle discount, the firm generates a higher 

demand for the bundled products. The demand for the bundled product is 𝐷3 , which takes the form 

 𝐷3 = 𝑎 − 𝑏𝑝3 + ⋋ (𝑝1 + 𝑝2 + 𝑝3) (6) 

 Here, ⋋ (b ≥⋋> 0) is the bundling discount price sensitivity, which indicates the efficacy of the 

bundling policy for stimulating demand. The greater the value of ⋋, the more the bundling policy 

contributes to the demand. The profit earned by the firm with a bundling policy is  

 ∏𝑏 =  𝑝3 − 𝑐1 − 𝑐2 ∗ 𝐷3  (7) 

 By different this equation with respect to 𝑝3 , we get the optimal price of the traditional bundle 

 𝑝3 =  
2𝑎 𝑏+𝑏𝜃 +⋋ +𝑏(𝑐1+𝑐2)(1+𝜃)(2𝑏+3⋋)

4𝑏(1+𝜃)(𝑏+⋋)
 (8) 
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 When a firm sells a product using the bundling strategy, the optimal pricing strategy of the firm to 

employ is 𝑝3 . The firm charges a lower price for a bundled product with a higher degree of 

complementarity, because the lower bundling price effectively stimulates market demand when the two 

products are close complements.  

 When a firm sells complementary products through bundled pricing, the bundle discount (𝑝1+𝑝2-

𝑝3) decreases as the products’ complementarity increases. Therefore, when the degree of 

complementarity between two products increases, the firm should offer a greater discount in its 

bundled price, because larger discount is more likely to simulate market demand.  

 
Comparing Pricing Strategy with and Without Bundling 

 The firm’s profit with a bundling price strategy is ∏𝒃 and without a bundling strategy is π. On 

solving the equations, for ∏𝒃to be greater than π the necessary condition is  

 ⋋2+ 𝑏2 𝜃2 − 1 > 0  (9) 

 The value of the bundling increases with the degree of complementarity between two products. The 

firm can profit from a bundling price strategy only when the degree of complementarity between the 

two products is greater than a certain threshold value.  

 The value of the bundling increases with the bundling discount price sensitivity. When the firm uses 

bundling to sell products, it wants customers to be sensitive to the bundle discount because sensitivity 

increases both product demand and firm profitability.  

 
Novel Method of Social Bundling 

 Social bundling is a new method of bundling products and services using social media and e-

commerce platforms. It would remove the minimum purchase requirement in traditional bundling 

while providing customers similar discounts. At the same time, it increases sales volume by attracting 

those customers who might have been unwilling to purchase a traditional bundle. A social bundle 

essentially consists of a number of heterogeneous products wherein customers can collaborate in 

purchasing what they need from the bundle. Thus, customers buy only what they require but still get 

the discount. Social bundling can, thus, be used to alleviate consumers’ barrier to purchase traditional 

bundles.  

Table 1 Comparison of social and traditional bundling 

 Traditional Bundling Social Bundling 
Bundle size Small Large 
Buyer of the bundle Individual customer Collaborating group of customers 
Purchase method Instantaneous Conditional 
 
Game Theoretic Approach to Social Bundling 

 Depending on the relative pricing of the two complementary products and the relative elasticities, 

the customers might wish to select a traditional bundle over a social bundle. In this paper, game theory 

based approach has been used to identify the conditions under which a social bundle would be chosen 

over a traditional bundle. 

 Consider the following model 

 Let there be two players: player 1 and player 2.  

 Player 1 is interested to buy Item A.  

 The present price of item A is 𝑃𝐴 .  

 The value for player 1 when he buys only item A is 𝑉𝐴
1.  
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 Similarly, 

 Player 2 is interested to buy Item B.  

 The present price of item B is 𝑃𝐵 .  

 The value for player 2 when he buys only item B is 𝑉𝐵
2.  

 Traditional Bundling of A and B 

Suppose, due to the complementarity of the two products, the firm decides to bundle them together. 

A traditional bundle of A and B is available at a discounted price 𝑃𝑇  such that 𝑃𝑇 < 𝑃𝐴 + 𝑃𝐵  

 Now, if player 1 buys a traditional bundle, his value is 𝑉𝑇
1 such that 

 𝑉1
𝑇 > 𝑉1

𝐴  assuming that player 1 has a small value for item B. 

 The same for player 2 is 𝑉𝑇
2.  

 𝑉2
𝑇 > 𝑉2

𝐵  assuming that player 2 has a small value for item A. 

 Assuming the discount is proportionately spread between items A and B,  

 Price paid for item A is 
𝑃𝐴

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑇  

 Price paid for item B is 
𝑃𝐵

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑇  

 Social Bundling of A and B 

 Applying the concept of social bundling for this simplistic situation, assume that player A is the first 

mover and has expressed interest to purchase item A. Her purchase would be complete only when B 

expresses her interest to buy item B.  

 Let the price of the bundle be 𝑃𝑆  such that 

 𝑃𝑆 < 𝑃𝐴 + 𝑃𝐵  

 Assuming proportionality,  

 Price paid by player 1 for item A is 
𝑃𝐴

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑆  

 Price paid by player 2 for item B is 
𝑃𝐵

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑆  

 Value for player 1 if he buys only item A by social bundling is 𝑉𝑆
1. 

 Value for player 2 if he buys only item B by social bundling is 𝑉𝑆
2. 

 The values can be arranged in decreasing order as 

 𝑉𝐵
1 < 𝑉𝑆

1 < 𝑉𝐴
1 < 𝑉𝑇

1 

 𝑉𝐴
2 < 𝑉𝑆

2 < 𝑉𝐵
2 < 𝑉𝑇

2 

 The value derived by player 1/player 2 by buying item A/B from a social bundle is assumed to be 

less than the value derived from buying these items independently because of the uncertainty involved 

in social bundling. 

 Let the difference in values for player 1 be, 𝑉𝐴
1 −  𝑉𝑆

1 =  𝛼1 and 𝑉𝐵
2 −  𝑉𝑆

2 =  𝛼2 

 Similarly for player 2, 𝑉𝑇
1 −  𝑉𝑆

1 =  𝛽1  and 𝑉𝑇
2 −  𝑉𝑆

2 =  𝛽2 

 This situation can be modelled in the form of a sequential game.  
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Solving by backward induction. 

 
Player 2 

 She will opt for social bundle only if her payoff is maximum in this case 

Case 1: Payoff from buying social bundle > Payoff from buying only B 

 𝑉𝑆
2 −  

𝑃𝐵

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑆 > 𝑉𝐵

2 −  𝑃𝐵  (10) 

Case 2: Payoff from social bundle > Payoff from traditional bundle 

 𝑉𝑆
2 −  

𝑃𝐵

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑆 > 𝑉𝑇

2 −  𝑃𝑇  (11) 

On solving equations (1) and (2), the price of a social bundle can be obtained as a function of the price of 

traditional bundle and the values attributed to the social and traditional bundle. 

 𝑃𝑆 <  1 −  
𝛼2

𝑃𝐵
  𝑃𝐴 + 𝑃𝐵  (12) 

 𝑃𝑆 <  𝑃𝑇 −  𝛽2  
𝑃𝐴+ 𝑃𝐵

𝑃𝐵
  (13) 

 
Player 1 
 If player 2 decides to use social bundle, player 1 will go for social bundling if her payoffs are 

maximized 

Case 3: Payoff from buying social bundle > Payoff from buying only A 

 𝑉𝑆
1 −  

𝑃𝐴

𝑃𝐴+ 𝑃𝐵
∗  𝑃𝑆 > 𝑉𝐴

1 −  𝑃𝐴  (14) 

Case 4: Payoff from social bundle > Payoff from traditional bundle 

 𝑉𝑆
1 −  

𝑃𝐴

𝑃𝐴+ 𝑃𝐵
> 𝑉𝑇

1 −  𝑃𝑇  (15) 

 On solving equations (5) and (6), the price of a social bundle can be obtained as a function of the 

price of traditional bundle and the values attributed to the social and traditional bundle. 

 𝑃𝑆 <  1 −  
𝛼1

𝑃𝐴
  𝑃𝐴 +  𝑃𝐵  (16) 

 𝑃𝑆 <  𝑃𝑇 −  𝛽1  
𝑃𝐴+ 𝑃𝐵

𝑃𝐴
  (17) 

On solving (3) and (7), we get the upper limit for the pricing of our social bundle, 

𝑷𝑺 <  𝑷𝑨 + 𝑷𝑩  𝟏 −  
𝟏

𝟐
 
𝜶𝟏

𝑷𝑨

+  
𝜶𝟐

𝑷𝑩
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 The lower limit for the price of social bundle will depend on the extent of discounts which the 

supplier wishes to give based on his expected sales from social bundling and cannibalization of 

traditional bundle. 

Challenges in Pricing of Social Bundle 

 The model was developed based on the assumption that social and traditional bundling are offered 

in silos on different portals and are kept separate. Due to this, social bundle comes onto the top position 

where the seller can capture a portion of consumer surplus very easily. But in real life, traditional and 

social bundles maybe kept at the same time on the same portal and not in silos. 

We believe, the theoretical limits derived earlier might not stand true due to the following main reasons 

1. Arbitrage: In a scenario where social bundle is priced more than traditional bundle, there is a 

possibility of arbitrage. People may buy the traditional bundle and sell the items as a social bundle 

at a price less than our social bundle, thus destroying our market for social bundle. The ease of 

doing such transactions online will increase the probability of arbitrage. Hence, there is a high 

chance of competitive pricing where we price our social bundle at the same price as our 

competitors or even less to gain market share. The price war may go up to a level where the price of 

social bundle is equal to the price of traditional bundle. Social bundle can also be priced less than 

traditional bundle if the firm expects to reap higher margins from increased sales. This might also 

lead to a situation with no market for traditional bundle as the ones who earlier bought traditional 

bundle will buy the entire social bundle. This will leave the firm offering only one social bundle 

which can be bought together as a bundle or individual products with uncertainty.  

2. Behavioral Economics: The concepts of reference pricing and fairness come into play while 

pricing a social bundle. The existence of a traditional bundle gives customers a reference point to 

compare with. Any price above this reference price might be considered unfair by the potential 

customers. Due to the above reasons, the upper limit for social bundle becomes the price of the 

traditional bundle instead of the derived theoretical limit.  

Conclusion and Future Work 

 This paper is based on the novel concept of social bundle which is still being explored theoretically. 

Using the concepts of game theory we derived a theoretical expression for social bundle price. We fine-

tuned the model using the concepts of behavioral economics and concluded that while the lower limit of 

the bundle depends on the firm’s risk taking ability, the upper limit should be the traditional bundle 

price. Further work in the direction of social bundling should be aimed at creating awareness among 

customers about the existence of such a system. Since most of the firms these days have developed their 

own online shopping website or have strong associations with existing e-marketplaces, they can test 

this concept by giving social bundling offers for traditionally bundled products. The response to the test 

can be gauged to understand the initial reactions. Later, market surveys can be conducted to evaluate 

the customer responses on social bundle and the prices they would be willing to pay for such an 

arrangement. These studies can give an idea on the long term viability of this novel marketing concept. 
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Abstract 

 Purpose: The purpose of this study is to analyse the environmental knowledge, environmental concerns and 
environmental responsibilities of consumers and to examine the association between environmental concerns of 
consumer and eco-friendly product purchase intention. The paper also analyzes the factors that influence that resist 
consumers to purchase eco-friendly products.The study explores different variable with relevance to the demographic 
factors and shows that certain variables like Environmental concerns, and environmental responsibilities to an extent 
have positive effect on the eco-friendly product purchase behaviour while price has negative effect on eco-friendly 
product purchase intention. The factors that affect the eco-friendly product purchase behaviour most were high prices, 
the risk of green claims, non-availability of eco-friendly products, Limited range, accessibility, not trendy and the risk of 
green claims. Based on the results, suggestions are provided. This study can be further extended to specific eco-friendly 
products to check the responsiveness of consumers’ eco-friendly product purchase intention. 
 Methodology/Research Limitations: Primary data collected through questionnaire. Quantitative method was 
used for analysis of the data. Sample size is 115 and research findings are presented in the paper. This study examines 
Environmental Knowledge, environmental concerns and environmental responsibilities and its impact on eco-friendly 
product purchase intention. The study also analyses the factors that resist consumers to purchase eco-friendly 
products. 
 Findings/ Analysis/Recommendation: Survey result shows that variables like perceived trust and perceived 
value of eco-friendly products have positive effect on the eco-friendly product purchase behaviour while perceived risk 
has negative effect on purchase intention. The factors that affect the eco-friendly product purchase behaviour most 
were high prices, the risk of green claims and non-availability of eco-friendly products, Limited range and accessibility. 
Awareness should be created in consumers’ mind and companies should use advertisement to position themselves as a 
socially responsible. 
Keyword: Environmental knowledge and Concerns, Environmental Responsibilities Eco-friendly Products, Purchase 
Intention. 

 
Introduction 

 Climate change is one of the most serious threats to sustainable development, with antagonistic 

impacts on the environment, human health, food security, economic activity and natural resources. 

According to the Inter-Governmental Panel on Climate Change (IPCC), the effects of climate change have 

already been observed, and scientific findings indicate that precautionary and prompt action is 

necessary. Adapting to climate change entails taking the right measures to reduce the negative effects of 

climate change by bringing in the appropriate changes at every level from community to national and 

international. Because of the speed at which climate change is happening due to global temperature rise, 

it is urgent that the all the stake holders of the society together contribute towards preserving the 

environment. Over the last decade, consumer consumption of goods and services has increased 

tremendously across the world, leading to depletion of natural resources and severe damage to the 

environment. Various countries across the globe are beginning to realize this threat and have started 
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working towards minimizing the harmful impact of their business activities on the environment. This 

realization and concern towards the environment and society has led to the emergence of ‘sustainable 

development’, which emphasizes the need to promote sustainability, and advocates that form of 

development which minimizes negative impact on the environment and society. Sustainable 

development further encourages eco innovation and green consumption. Eco innovation focuses on 

incorporating environmental sustainability practices at every stage of creation of goods and services. 

Green consumption refers to environmentally responsible consumption where consumers consider the 

environmental impact of purchasing, using, and disposing of various products. In view of the growing 

concern over the environment related aspects across the world the marketers are attempting to address 

the green issues by way of increased attention to 'cradle to cradle' products instead of 'cradle to grave' 

products. The need for green products is gradually increasing on account of persistent raise in the 

concern for eco friendliness.The need to protect and preserve environment for sustainable development 

has kindled the idea of conducting research on the environmental knowledge, environmental concerns 

and environmental responsibilities of consumers and to examine the association between 

environmental concerns of consumer and eco-friendly product purchase intention. The paper also 

analyzes the factors that resist consumers to purchase eco-friendly products. 

 
Environment knowledge & Concerns 

 Environmental Knowledge and concerns reflects the consumers’ awareness and knowledge about 

the environmental issues and environmental concerns refers to the collection of beliefs, attitude, values 

and self-efficacy a person holds regarding environmentally related activities or issues. It refers to the 

degree that an individual perceives himself or herself to be an integral part of the natural Environment. 

 
Environmental Responsibilities 

 The choices and actions that consumers make to protect the environment by practicing recycling, 

reducing, refusing, reusing products and services.  

 
Eco-friendly Products 

 Eco-friendly Products is a term that describes a product that protects the environment and replaces 

artificial ingredients with natural ones. Eco-friendly Products are less harmful to human health and they 

conserve energy. Some of these going green products when in use, help conserve energy, minimize 

carbon footprint or the emission of greenhouse gases, and does not lead to substantial toxicity or 

pollution to the environment.  

 
Eco-friendly product Purchase Intention 

 Purchase intention indicates an emotional reaction resulting from consumers’ overall evaluation of 

a product and also indicates the possibility that consumers would like to purchase the product and 

whether they will recommend the product to their relatives and friends.  

 
Problem Statement 

 To examine the impact of environmental knowledge, environmental concern, environmental 

responsibilities and eco-friendly product awareness on the buying intention of the consumers in 

Chennai city.  
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Significance of the Research 

 Environmental issues are one of the major concerns faced all over the world, triggering the need to 

live in a safe and healthy environment. Today, every country is participating towards safe 

environmental culture by finding out ways and means to create awareness and combat harmful 

substances to protect the environment. One such way is the advent of eco-friendly products. There has 

been numerous research carried out to study the factors influencing consumers to buy eco-friendly 

products. This study focuses to analyse the association between consumers’ environmental knowledge, 

concern, responsibilities and purchase intention of environmentally safe products. 

 
Objectives of the Study  

 To study the environmental knowledge, environmental concerns and environmental 

responsibilities of consumers.  

 To examine the association between environmental concerns of consumer and eco-friendly product 

purchase intention. 

 To analyze the factors that influence that resist consumers to purchase eco-friendly products. 

 
Research Hypotheses  

 H1: There is no significant difference between male and female with respect to Environmental 

Knowledge, Environmental Concerned Beliefs, Attitude, Values Environmental Responsibilities. 

 H2: There is no significant difference among Educational qualification of consumers with respect to 

Environmental Knowledge, Environmental Concerned Beliefs, Attitude Values Environmental 

Responsibilities. 

 H3: There is no association between Consumers environment concerns, attitude & values and 

consumers’ eco-friendly product purchase intention. 

 H4: There is no association between Consumers environment responsibility and consumers’ eco-

friendly product purchase intention. 

 H5: There is no significant difference among mean ranks towards factors that resist Consumers to 

Purchase Eco-friendly Products. 

 
Research Methodology, Data Collection and Sample Size 

 Data Collection: Both primary and secondary data has been collected; Structured Questionnaire 

was constructed and survey was conducted to study the concern and attitude of consumers’ towards 

environment and its impact on the purchase and consumption of eco-friendly products. 

 Primary Data: Structured Questionnaire was prepared and validated through Reliability Analysis. 

The Cronbach’s Alpha Value is 0.9629. Secondary Data: Environmental Marketing, Green Marketing, 

Sustainable Consumption Books, Journals, magazines, articles, Newsletters etc. Sample Size: 115 

 Research Methodology: Collected data were analysed with the help of Software Package for Social 

Sciences (SPSS) 18.0. Statistical tools like descriptive analysis, Reliability analysis, t test, ANOVA, Chi-

square and Friedman rank test. 

 
Literature Review 

 Jason D Oliver (2007) analyzed the factors that affect the adoption of green products. The study 

categorized consumers based on the extent of their environmental values and environmental self-

efficacy, creating the Environmental Propensity Framework and examined the trade-offs consumers are 
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willing to pay for a specific type of environmentally friendly product. This research demonstrated 

through the Environmental Propensity Framework, that environmental self-efficacy and environmental 

values moderates the relationship between the traditional drivers of product adoption and intentions. 

The findings indicate that environmental values and environmental self-efficacy affect consumer 

willingness to trade-off environmental friendliness, environmental visibility, price, and performance.  

 Passent Tantawi, Nicholas O’Shaughnessy, Khaled Gad, Mohamed Abdel Salam Ragheb 

(2009) This study empirically investigates the attitude of Egyptian consumers towards the 

environment in general i.e. consumers’ concern about the quality of the environment. The focus was to 

study the state of the environment in Egypt. The findings inferred were majority of respondents have a 

positive attitude towards the environment i.e. they have a high level of concern about quality of the 

environment. The study enumerated that Egypt was experiencing multiple environmental problems and 

consumers were just starting to understand the urge and need for going green.  

 Usama Awan and Muhammad Aamer Raza (2010) identified the factors affecting consumers 

while taking decision towards electricity providing company. The study concluded that lower Price, 

quality of Service and green Marketing efforts influence and develop the consumer behavior towards 

choosing the green energy. Survey result shows that consumers were willing to pay more for 

sustainability of environment. 

 Marius Christopher Carl Claudy (2011) theoretically and empirically comprehended consumer 

resistance towards green innovation and also investigated empirically the attitude–behavior gap. The 

study established Active resistance; Passive Resistance and Willingness to pay are the reasons in 

relation to consumer resistance towards green product Innovation. The study highlighted strategic 

implications for marketers and policy makers to address in order to overcome consumer resistance and 

accelerate the diffusion of micro-generation technologies into mainstream markets.  

 Rajyalaxmi Donikini (2013) discussed and examined issues and trends to develop better 

understanding of what is a green product? The study empirically examined consumer perceptions, 

attitudes towards green products and the factors affecting consumer purchase behavior among college 

faculty/staff and students. The study determined attitudes, perceptions, and beliefs & knowledge of 

consumers have toward green products and green marketing. The results indicated that majority of 

respondents are well aware of green products and green marketing; however their attitudes, 

perceptions, and knowledge varied among the departments, especially their level of awareness of green 

products, and of environmental concerns.  

 Muhammad Rizwan, Usman Mahmood, Hammad Siddiqui and Arham Tahir (2014) aimed to 

find if marketing and branding methods can help set up green brands and initiate green intention into 

modern lifestyles and also analyzed the impact of Green perceived risk, Green perceived trust, value, 

brand image, Green advertisement and awareness on green purchase intention of customer. The 

findings give information regarding customers’ perceptions on environmental concerns and green 

products. Most of the consumers have shown great interest in the protection of the environment and 

they are strongly concerned about the environment. The paper suggested a stepping approach to 

consumer purchasing intention for greener products could be exploited more within consumer groups 

that have strong environmental concerns and beliefs. 
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Analysis & Interpretation 
Table 1: Demographic Profile of the Consumers 

Characteristics Categories Frequency Percentage 

Gender 
Male 30 26.1 
Female 85 73.9 

Marital Status 
Married 82 71.3 

Unmarried 33 28.7 

Nature of Family 
Joint 37 32.2 

Nuclear 78 67.8 

Age 

Upto 30 35 30.4 
31-40 38 33.0 
41-50 23 20.0 
Above 50 19 16.5 

Educational Qualification 

Upto HSC 22 19.1 
UG 23 20.0 
PG 43 37.4 
Professional 27 23.5 

Occupation 
Business 28 24.3 
Employed 59 51.3 
Professional 28 24.3 

Monthly Income 

Below 20000 21 18.3 
20000-30000 37 32.2 
30000-40000 35 30.4 

Above 40000 22 19.1 

Total  115 100.0 

 Profile of the Consumers: Table 1 shows the demographic profile of the consumers involved in 

this study. As per the Table 1, out of 115 customers, 26.1% were male and 73.9% were female. 71.3% of 

consumers were married and 28.7% were single. With reference to nature of family 32.2% belonged to 

joint family and 67.8% belonged to nuclear family. With reference to age, 30.4% of respondents were up 

to the age of 30, 33% were between the age group of 31-40, and 20% of respondents were between the 

age group of 41-50, and 16.5% above the age of 50. With regard to the level of education, 19.1% of 

customers had completed high school qualification,20% of them were graduates, 37.4% of customers 

were postgraduates and 23.5% of customers were Professionals. With reference to the Occupation, 

24.3% belonged to business community, 51.3% were employed, and 24.3% of customers were 

practicing profession. With reference to monthly income of the customers, 18.3% of the consumers’ 

monthly income was below 20,000, 32.2% of respondents income were in the range of 20,000 to 30,000 

and 19.1% of respondents monthly income was above 40,000. 

Inferential Analysis 

 Hypothesis 1: There is no significant difference between male and female with respect to 

Environmental Knowledge, Concerned Beliefs, Attitude, Values and Responsibilities 

Table 2: t test to study the significant difference between male and female with respect to 
Environmental Knowledge, Concerned Beliefs, Attitude, Values and Responsibilities 

 Gender 
t value P Value Male Female 

Mean SD Mean SD 
Environmental Knowledge 34.02 4.22 34.85 3.46 2.927 0.004** 

Environmental Concerned Beliefs, Attitude and 
Values 

30.31 3.77 31.58 3.13 
5.000 

<0.001** 

Environmental Responsibilities 37.43 6.32 38.41 5.66 2.190 0.029* 

Note: 1. ** denotes significant at 1% level 

 2. * denotes significant at 5% level 
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 There is significant difference between male and female consumers with regard to the 

Environmental Knowledge, Environmental Concerned Beliefs, Attitude and Values and, since P value is 

less than 0.01. Hence null hypothesis is rejected at 1% level with regard to Environmental Knowledge, 

Environmental Concerned Beliefs, Attitude and Values. Based on mean score, the male knowledge 

differs on Environmental Knowledge, and females Environmental Concerned Beliefs, Attitude and 

Values are higher than that of male. There is significant difference between male and female consumers 

with regard to the Environmental Responsibilities since P value is less than 0.05. Hence null hypothesis 

is rejected at 5% level with regard Environmental Responsibilities. 

 Hypothesis 2: There is no significant difference among Educational qualification of consumers 

with respect to Environmental Knowledge, Environmental Concerned Beliefs, Attitude Values and 

Environmental Responsibilities. 

Table 3: ANOVA to study the significant difference between among educational qualification with 
respect to Environmental Knowledge, Concerned Beliefs, Attitude and Values Responsibilities 

 
Educational Qualification  

F value 
 

P value 
Upto HSc UG PG Professional 

Environmental Knowledge 
34.04 
(3.65) 

34.59 
(3.95) 

34.55 
(3.46) 

35.49 
(3.69) 

3.362 0.018* 

Environmental Concerned Beliefs, 
Attitude and Values 

30.64 
(3.47) 

31.26 
(3.35) 

31.10 
(3.27) 

32.12 
(3.42) 

4.395 0.004** 

Environmental Responsibilities 
37.97 
(6.01) 

38.14 
(6.18) 

37.65 
(5.57) 

39.51 
(5.55) 

2.872 0.035* 

 1. ** denotes significant at 1% level 

 2. * denotes significant at 5% level. 

 3. The value within bracket refers to SD 

 Since P value is less than 0.01, null hypothesis is rejected at 1% level with regard to environmental 

Concerned Beliefs, Attitude and Values. Hence there is significance difference between educational 

qualification of consumers with regard to environmental Concerned Beliefs, Attitude and Values. There 

is significant difference among educational qualification of consumers with regard to environmental 

knowledge and environmental responsibilities since P value is less than 0.05. Hence the null hypothesis 

rejected at 5% level with regard to environmental Knowledge and environmental responsibilities.  

 Hypothesis 3: There is no association between Consumers environment concerns, attitude & 

values and consumers’ eco-friendly product purchase intention. 

Table 4: Chi Square Test for Association between Level of Environmental Concerned Beliefs, 
Attitude and Values and Level of Purchase Intention 

Level of Environmental 
Concerned Beliefs, Attitude and 

Values 

Level of Purchase Intention  
Total 

 

Chi-
Square 
value 

P value 
Low Moderate High 

Low 
11 

(34.3%) 
[32.4%] 

15 
(46.8%) 
[31.9%] 

6 
(18.7%) 
[18.2%] 

32 

43.912 <0.001** 
Moderate 

15 
(33.9%) 
[44.1%] 

19 
(41.4%) 
[40.5%] 

11 
(23.9%) 
[33.3%] 

46 
 

High 
 
 

8 
(21.6%) 
[23.5%] 

13 
(35.1%) 
[27.6%] 

16 
(43.2%) 
[48.5%] 

37 
 

Total 34 47 33 115 

Note:  
1. The value within () refers to Row Percentage 
2. The value within [] refers to Column Percentage  
3. ** Denotes significant at 1% level  
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 Table 4 reveals Chi Square Test for association between Level of environmental concerned beliefs, 

values and attitude and Level of purchase intention. It is observed from the table that P value is less 

than 0.01, hence null hypothesis is rejected at 1% level, and therefore it is found that there is association 

between Level of environmental concerned beliefs, values and attitude and Level of purchase intention. 

The higher the level of environmental concerned beliefs, values and attitude, the greater is Level of 

purchase intention of consumers towards eco-friendly products. 

 Hypothesis 4: There is no association between Consumers environment responsibility and 

consumers’ eco-friendly product purchase intention. 

 
Table 5: Chi Square Test for Association between Level of Environmental Responsibilities and 

Level of Purchase Intention 

Level of Environmental 
Responsibilities 

Level of Purchase Intention 
Total 

Chi-Square 
value 

P value 
Low Moderate High 

Low 
12 

(38.7%) 
[33.3%] 

11 
(35.5%) 
[23.9%] 

8 
(25.8%) 
[24.2%] 

31 

19.702 0.001** 
Moderate 

17 
(33.3%) 
[47.2%] 

21 
(41.2%) 
[45.6%] 

13 
(25.5%) 
[39.4%] 

51 

High 
7 

(21.2%) 
[19.5%] 

14 
(42.4%) 
[30.5%] 

12 
(36.4%) 
[36.4%] 

33 
 

Total 36 46 33 115 

Note:  1. The value within () refers to Row Percentage   

     2. The value within [] refers to Column Percentage  

     3. ** Denotes significant at 1% level  

 Table 5 reveals Chi Square Test for association between Level of environmental responsibilities and 

Level of purchase intention. It is observed from the table that P value is less than 0.01, hence null 

hypothesis is rejected at 1% level, and therefore it is found that there is association between Level of 

environmental responsibilities and purchase intention. The higher the Level of environmental 

responsibilities, the greater is and Level of purchase intention of consumers towards eco-friendly 

products. Hypothesis 5: There is no significant difference among mean ranks towards factors that 

resist Consumers to Purchase Eco-friendly Products. 

 
Table 6: Friedman test for significant difference among mean ranks towards factors that Resist 

Consumers to Purchase Eco-friendly Products 

Factors that Resist Consumers to  
Purchase Eco-friendly Products 

Mean Rank 
Chi-Square 

value 
P value 

Higher price of eco-friendly products 3.30 

429.876 < 0.001** 

Non availability of eco-friendly products 3.64 

Limited range 3.43 

Accessibility 3.77 

Benefits derived in the long run 4.40 

Green claims are not trustworthy 4.49 

Not trendy 4.97 

Note: 1. ** Denotes significant at 1% level  
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 Table 6 enumerates factors that resist consumers to purchase eco-friendly products. Since P value 

is less than 0.01, the null hypothesis is rejected at 1 percent level of significance. Hence it is concluded 

that there is significant difference among mean ranks towards factors that resist consumers to purchase 

eco-friendly products. Based on mean rank it is known that ‘higher prices of eco-friendly products’ 

(3.30), is the most important factor that resist consumers to purchase eco-friendly products, followed 

by ‘Limited Range’ (3.43), Non-Availability of eco-friendly products’ (3.64), ‘Accessibility’ (3.77), 

‘benefits derived in the long run’ (4.40), ‘green claims made by the companies are not trustworthy’ 

(4.49), and ‘eco-friendly products are not trendy’ (4.97) emerged as other barriers towards purchase of 

green products. Thus consumers feel that selling green is a marketing strategy and companies make 

profits in the name of eco-friendly products and even if they are willing to buy for health benefits they 

feel that eco-friendly are overpriced, products are not trendy, only limited ranges of products are 

available and its accessibility are yet another factors that resist consumers to purchase eco-friendly 

products.  

 
Practical Implications 

 This study is useful for businesses and marketers because it provides insight about green market 

potentials and helps them to target environmental conscious consumers. It contributes to the following 

areas: Increasing awareness about the factors that can affect the purchase intention of consumers, 

provide assistance to businesses to increase understanding of the green market potential and increase 

their market share  and Postulate assistance to increase the understanding of the purchase behavior of 

environment conscious consumers.  

 
Conclusion 

 Environmental Knowledge reflects that respondents feel that Air, water and environmental 

pollution are the major environmental issue, followed by Global warming and climate change and 

Plastic bag takes hundreds of years to decompose. Environmental Concerned Beliefs, Attitude and 

Values depicts that respondents agree that Natural resources must be preserved for future generations, 

followed by Government should allocate more funds toward supporting conservation and 

environmental programs, they value environment and give importance to environmental issues 

Environmental Responsibilities indicate majority of consumers practice 3 R’s, they turn off lights/ fans 

and other electrical appliances when not in use and few consumers exhibited that they purchase eco-

friendly products to protect the environment. The results of this study show that consumers who buy 

green products do so for specific reasons. Despite their support for policies designed to improve the 

environment, do not translate their concerns into actions: they rarely join environmentalist associations 

and they do not take part in policy-making. Their participation is often based on protecting the 

environment by saving electricity and water shows that these concerns may be more closely related 

with economic factors than with an environmental consciousness. It can be concluded that the 

consumers sampled here understand the challenges currently placed before the environment, and that 

they are aware of the existence of environmental problems, even though their concerns are not always 

translated into environmentally friendly behavior. It was also noted that there are consumers who are 

prepared to base their buying decisions on purchasing products that do not harm the environment. It is 

therefore to be concluded that those firms that do not retort to the ‘green challenge’ with products that 

are safer for the environment will risk losing some credibility in the eyes of those consumers who are 

more concerned with environmental issues. In turn, those firms that use green marketing strategies will 
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be able to take advantage of the countless opportunities presented by environmental consumerism. 

Thus, though consumers reflect high level of environmental concern and environmental responsibilities 

they feel that selling green is a marketing strategy and companies make profits in the name of eco-

friendly products and even if they are willing to buy for environmental well-being and health benefits 

they feel that eco-friendly are overpriced, products are not trendy, only limited ranges of products are 

available and its accessibility are yet another factors that resist consumers to purchase eco-friendly 

products. Increasing the eco-friendly product mix will increase the adoption of eco-friendly products.  
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Abstract 

 With the advent of information technology, 21st century would be a cellular age going by the phenomenal 
increase in cell phones worldwide. The growth in customers’ use of mobile service has been accompanied by an 
increase in the sophistication of mobile technology device. The Indian telecom sector is not only battling debts but also 
intense competition. The ultimate beneficiaries, however, are consumers who are getting spoilt for choice. Bharti 
Airtel, Vodafone India and Reliance Jio are rolling out aggressively-priced prepaid and postpaid plans one after 
another.  This paper focuses on key drivers of satisfaction with network quality and determination of relative order of 
importance in the selection of cellular service network providers. 
Keywords: Cellular service, mobile networks, 3G, 4G. 
 
Introduction 

 India has become the key hub of the world’s mobile and telecom market with 957.61 million users 

as on September 30, 2014. In the wireless segment, 5.88 million subscribers were added in September 

2014 and the wire line segment subscriber base stood at 27.41 million. In the last few years, the demand 

for the new telecom services has grown to a great extent.  

 In very competitive markets, signing up new customers becomes more difficult and more expensive 

than retaining current customers, in part because the carriers already have information on the 

preferences and behaviours of their users, thereby facilitating the adaptation of their strategies to 

specific needs. Such arguments emphasize the importance of understanding the information so 

switching intention and its dynamics in consumer behaviour.  

 
Review of Earlier Research Studies 

 In the literature review, an effort was made to widen the conceptual model to include other key 

physical and nonphysical attributes of cellular network that could prove to be significant to customer 

satisfaction with network performance. The dimensions that will be referenced in the literature review 

are based on leading wireless industry research, customer satisfaction research, and commonly 

recognized engineering attributes. The case study consisted of actual data collected from a random 

sample of users that were related to network quality in a particular market. 

 There was an increase in conducting customer satisfaction surveys by many service industries 

(Danaher and Haddrell, 1996)1. Increased research into customer satisfaction has been influenced 

dramatically by the variety of measurement scales used in customer satisfaction instruments tests.  

 (Devlin et al., 1993)2 Customer satisfaction is defined generally as the feelings or judgments of the 

customer towards products or services after they have been used.  

 (Jamal and Naser, 2003)3 Customer satisfactions in service industries has been approached 

differently by equity theory, attribution theory, the confirmation and disconfirmation paradigm, and 

satisfaction as a function of perception. 

https://www.ndtv.com/business/airtel-geared-to-spend-3-9-billion-this-fiscal-on-4g-mobile-broadband-network-expansion-to-take-on-r-1770200
https://www.ndtv.com/business/airtel-geared-to-spend-3-9-billion-this-fiscal-on-4g-mobile-broadband-network-expansion-to-take-on-r-1770200
https://www.ndtv.com/business/airtel-geared-to-spend-3-9-billion-this-fiscal-on-4g-mobile-broadband-network-expansion-to-take-on-r-1770200
https://www.ndtv.com/business/vodafone-offers-prepaid-recharge-plans-rs-148-plan-vs-rs-198-plan-vs-rs-348-plan-vs-rs-398-plan-1770335
https://www.ndtv.com/business/latest-reliance-jio-recharge-rs-19-v-s-52-v-s-rs-98-v-s-rs-149-1771302
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 (Parker and Mathews, 2001)4 Equity theory is essentially a social comparison theory in which an 

individual evaluates his 'inputs into' versus outputs derived from a given situation relative to those of 

another, where this may be another person, a class of people, an organization, or the individual himself 

relative to his experiences from an earlier point in time. 

 (Jacoby, 1976)5 Such theory deals with exchange relationships and the fairness or equity of these 

exchange relationships. One way to operationalize equity theory is to measure the fairness of each facet 

or attribute in the decision process. 

 (Campbell and Pritchard, 1976)6 Attribution theory is a social psychology theory developed in 

1958. The theory is concerned with the ways in which people explain (or attribute) the behaviour of 

others or themselves (self attribution) with something else. It explores how individuals "attribute" 

causes to events and how this cognitive perception affects their usefulness in an organization. The 

confirmation/disconfirmation paradigms provide the grounding for the vast majority of satisfaction 

studies. 
 

Filling the Research Gap 

 It is clear from the above discussion that, the previous studies have not concentrated on cellular 

network switchovers confronted by the Cellular network service providers in Virudhunagar district. 

The present study on “A study on users’ switchover preference network service providers with special 

reference to ` 399 to ` 499 with I GB Data (Daily) in Virudhunagar district” fills this gap.  
 

Objectives 

1. To identify the relationship between age and coverage. 

2. To understand the educational level and its influence on the choice of mobile service providers. 
 

Research Methodology 

 The present study has mainly depended on primary data. The primary data collected from a well 

conceived questionnaire administered to the customers, were used to perform chi-square analysis, and 

to calculate values of weights of sample customers ‘kinds of services offered by cellular network service 

providers in cellular industry. There was an absence of concrete sampling frame as thousands of 

customers use different cellular network service providers in the study area. Considering the cost, time, 

and the application of the statistical tools, it was thought fit to have a reasonable sample size of 200 

customers. In the absence of sampling frame, a non-probability sampling method of quota sampling was 

used based on the control variable of occupation of respondents. Accordingly, quotas were fixed and 

samples were selected in the order of 26 customers in the age category age of 15-20 school 

students/111 customers in the category age of 20-35 College students and 37 customers in the category 

age of 35-40 self employed / professionals and 11 customers in the category age of 40-55 business man. 

To ascertain the appropriate quotas of samples, earlier a pilot study was conducted in December 2016. 

Percentage Calculation, Weighted average, Chi-square analysis and Anova were applied for the analysis 

of survey data obtained from 200 sample customers. 

 
Results and Discussion 

Anova Analysis 

 The analysis of variance, frequently referred by the contraction ANOVA, is statistical technique 

specially designed to determine whether the means of more than two quantitative populations are 

equal. 
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One-way ANOVA 

 ANOVA technique is used when an independent variable is of nominal scale with more than two 

categories and dependent variable is metric or at least on interval scale.  

 Hypothesis testing by Chi-square analysis 

 In the present study to find out the relationship between the age and coverage of services of 

respondents by chi-square analysis is made. 

 H0: There is no association between age and coverage. 

 Ha: There is association between age and coverage. 

 
Table 1 Age and Coverage 

ANOVA 
Coverage 

 Sum of Squares df Mean Square F Sig. 
Between Groups 15.863 4 3.966 10.131 .000 
Within Groups 76.332 195 .391   

Total 92.195 199    
 ANOVA table shows that the results of overall analysis of variance including the variation between 

groups, within groups, total sum of squares and mean square. The F-ratio for this analysis is 10.131 with 

probability of .000 at 5% level of significance. This analysis does not support the null hypothesis of 

association in the sample means that is homogeneity of means of educational level of the respondents 

for the net banking.  

 
Chi-Square Test  

 A chi-squared test, also written as X2 test, is any statistical hypothesis test wherein the sampling 

distribution of the test statistic is a chi-squared distribution when the null hypothesis is true. Without 

other qualification, 'chi-squared test' often is used as short for Pearson's chi-squared test. The chi-

squared test is used to determine whether there is a significant difference between the expected 

frequencies and the observed frequencies in one or more categories. 

 Here the Chi-Square analysis was made to test the following null hypothesis. 

 Null hypothesis H0: There is no association between education status of the respondents and 

service provider. 

 Alternative hypothesis Ha: There is association between education status of the respondents and 

service provider. 

 
Table 2: Educational qualification and choice of Service providers 

Educational Qualification*Service providers cross tabulation 
Education * service provider Cross tabulation 

 

Service Provider 

Total 
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Count 1 21 0 2 0 0 12 0 36 

% within education 2.8% 58.3% 0.0% 5.6% 0.0% 0.0% 33.3% 0.0% 100.0% 

% within service 
provider 

3.6% 24.1% 0.0% 50.0% 0.0% 0.0% 92.3% 0.0% 18.0% 

% of Total 0.5% 10.5% 0.0% 1.0% 0.0% 0.0% 6.0% 0.0% 18.0% 

https://en.wikipedia.org/wiki/Statistical
https://en.wikipedia.org/wiki/Hypothesis_test
https://en.wikipedia.org/wiki/Sampling_distribution
https://en.wikipedia.org/wiki/Sampling_distribution
https://en.wikipedia.org/wiki/Sampling_distribution
https://en.wikipedia.org/wiki/Chi-squared_distribution
https://en.wikipedia.org/wiki/Null_hypothesis
https://en.wikipedia.org/wiki/Pearson%27s_chi-squared_test
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UG 

Count 12 35 3 1 1 13 0 1 66 

% within education 18.2% 53.0% 4.5% 1.5% 1.5% 19.7% 0.0% 1.5% 100.0% 

% within service 
provider 

42.9% 40.2% 42.9% 25.0% 7.1% 28.3% 0.0% 100.0% 33.0% 

% of Total 6.0% 17.5% 1.5% 0.5% 0.5% 6.5% 0.0% 0.5% 33.0% 

PG 

Count 4 31 4 1 13 33 1 0 87 

% within education 4.6% 35.6% 4.6% 1.1% 14.9% 37.9% 1.1% 0.0% 100.0% 

% within service 
provider 

14.3% 35.6% 57.1% 25.0% 92.9% 71.7% 7.7% 0.0% 43.5% 

% of Total 2.0% 15.5% 2.0% 0.5% 6.5% 16.5% 0.5% 0.0% 43.5% 

Others 

Count 11 0 0 0 0 0 0 0 11 

% within education 100.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 100.0% 

% within service 
provider 

39.3% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 5.5% 

% of Total 5.5% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 5.5% 

Total 

Count 28 87 7 4 14 46 13 1 200 

% within education 14.0% 43.5% 3.5% 2.0% 7.0% 23.0% 6.5% 0.5% 100.0% 

% within service 
provider 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 14.0% 43.5% 3.5% 2.0% 7.0% 23.0% 6.5% 0.5% 100.0% 

Source: Primary Data  

 
Chi-square tests for education status vs. using of service provider. 

Table: 3 Education Status Vs Service Providers 

Chi-Square Tests 
 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 166.197a 21 .000 
Likelihood Ratio 141.008 21 .000 
Linear-by-Linear Association 1.701 1 .192 
N of Valid Cases 200   

a. 21 cells (65.6%) have expected count less than 5. The minimum expected count is .06. 
 
Inference 

 The ‘p’ value that is Pearson Chi-square test reads a significant level of 0.000 at 5% level of 

significance. This value of 0.000 being less than the significance level of 0.05, the null hypothesis is 

rejected. Hence, there is association between education status of the respondents and using of service 

provider. 

Weighted Average Mean 

 Weighted average was made to identify the respondents’ ranking the different service features of 

service providers. 

Table 4 Ranking the Respondents’ Service  

Features of Service Providers 

Service Features Weighted Mean 

Coverage 3.25 

Group chat 7.90 

Signal level 4.37 

Free SMS 7.52 
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 Source: Primary Data 

 It is found that respondents’ accorded 1st rank to feature 

‘Group chat’ (7.90), followed by ‘Free Sms’(7.52), and 

‘Hidden charges’ (7.42).  

Suggestions 

The service provider must also realize the fact that with 

revenue from voice service dripping, therefore, they should 

look at newer avenues for mobile Value Added Service (VAS). Because in India, the ARPU (Average 

Revenue Per User) is the lowest in the world and hence the scope for innovative VAS is immense. 

Further it is suggested to the service providers that they could make the best use of the below 

mentioned factors for framing constructive strategies.  

 New promotional and competitive tariffs like Rs.399 or 499 with 1GB or 2GB data schemes should 

be informed to the customers in a attractive way. 

 Cellular service providers should try to create tie-up with e-tailing firms to enable their promotions 

schemes in the name of promotional coupons.  

 The service provider should ensure superior delivery if the basic core service benefits of mobile 

telecom services such as voice clarity, geographical network, coverage and congestion networks to 

have a lead role in the cellular network service provider. 

 The service provider should ensure excellent roaming facility to attract and retain the segment of 

travelling customers outside the state. The roaming services of BSNL can be taken as a model for 

other service provider. 

 The service provider would like to attract the internet savvy customers especially youngsters in the 

area of whatsapp and common bookings.  

 
Conclusion 

 The cellular network service providers are the lifeblood of the modern world. The advancement of 

mobile networks revolutionized the lives of people. The interplay of continuous innovations in 

technology and marketing generated new horizons of amazing services. There is ample scope for all 

service providers to further improve their service benefits such as voice clarity, geographical network 

coverage and congestion free networks. All service providers especially the private sector providers 

should abstain from the unethical business practices towards customers. The BSNL should 

substantively improve their 3G customer support services. They can take the leading private sector 

mobile networks service provider as a model in this aspect. 

 The value of rating in respect of transparent billing is the lowest for the service provider Idea. 

Therefore the service provider Idea should take care to enhance their image on transparency in billing.  

In future 4G and 5G cellular services may be available at affordable prices to meet the requirement of 

the customers. Hence, the cellular service providers should take high concern and make the tie-ups with 

all mobile users’ applications usage areas.  
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Abstract 

 The present study aims to find decision- making styles of young Adult consumers because the young consumers 
have their own way of spending patterns and styles. The Marketers always target young adults, need to understand 
their behavior as a consumer to set up a long- term relationship between the consumers. In this research paper six 
decision- making styles namely recreational, brand conscious, novelty fashion conscious, perfectionist-high quality 
conscious, Habitual brand-loyal consumer orientation and confused by over choice. Shopping avoidance-Time savers 
all these factors is combined used as a variable.This study was empirical in nature and The reliability and the construct 
validity of the scales were tested through by Cronbach's Alpha analysis. Then chi-square test and F-test was conducted 
in order to identify the decision making styles of young consumers. The implication of the study are discussed and 
findings are provided with the basis of analysis. 
Keywords: Young adults, consumer decision-making styles, College students, 
 
Introduction 

 A marketer needs to be aware of the factors affecting the purchase decision on the consumers in 

order to implement effective market segment strategies. In the present scenario young-adult consumers 

in the age range 18 to 35 years form a major part of the market segmentation and which factors affect 

their shopping behaviour and understand their decision making styles. This Research paper focuses on 

consumer decision-making processes of the young adults. Young consumers are recognized a 

specialized market segment (Moschis and Moore, 1979) and often influence purchased decisions on 

others also they are agents of consumer socialization which is defined as a process by which young 

people acquire skills, knowledge and attitudes relevant to their functioning as consumers in the 

marketplace (Ward, 1974), it is important to draw the profile of young adults. In this paper, the young 

adults were identified with their underlying decision making styles. The appearance is important to the 

young adults and the young adults play an active role in the purchasing process 

 
Definitions 

 Decision making can be defined as the cognitive process which results in the selection of a course 

of action among several alternative scenarios. Your decision making style can be intellectual or 

emotional, rational or irrational.  

 Youth marketing is a term used in the marketing and advertising industry to describe activities to 

communicate with young people, typically in the age range of 13 to 35. More specifically, there is the 

teen marketing, college marketing, and young adult marketing. The youth market is critical because of 

the demographics’ buying power and its members' influence on the spending of family members. In 

addition, teens and young adults often set trends that are adopted by other demographic groups. 

https://en.wikipedia.org/wiki/Marketing
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Buying_power
https://en.wikipedia.org/wiki/Teens
https://en.wikipedia.org/wiki/Young_adult_%28psychology%29
https://en.wikipedia.org/wiki/Trendsetter
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Literature Review 
 Deepa Tanksale, Netra Neelam and Rama Venkatachalam (2014) studied that Consumer 

decision making styles of young adult consumers in India. The researchers examine the decision making 

styles of young Indian consumers in the age range 18 to 21 years and also investiaged the six factors 

namely recreational, brand conscious, novelty- fashion conscious ,perfectionist-high quality conscious, 

Habitual brand-loyal consumer orientation and confused by over choice to be taken as sample. The 

study is concluded that Shopping Avoidance-Time Savers these factors are newly found by the 

researchers,therefore Strategies should be designed to motivate them towards buying by making their 

shopping experience enjoyable pleasant and full of fun. 

 Ulun Akturan and Nuray Tezcan (2007) studied that Profiling young adults: decision making 

styles of college students for apparel products. The researchers reveal those young adults’ consumption 

patterns of the apparel products of their decision-making styles. The study is concluded that some of the 

consumer decision-making dimensions were also consistent with Turkish young adults like in the other 

different cultures. 
 

Objectives 
1. To Study the Demographic Profile influencing the Young Adult Consumers. 

2. To Identify the Factors Affecting Decision Making Style of Young Adult Consumers. 

3. To Suggest Measures to Improve the Decision Making Style of Consumers. 

 
Hypotheses of the Study 
1. There is no significant association between the age of the respondents and their level of 

decisiveness. 

2. There is no significant association between the educational qualification of the respondents and 

their level of decisiveness. 

3. There is no significant association between the family income of the respondents and their level of 

decisiveness. 

 

Research Methodology 
 The research work is empirical in nature. The primary source of data was collected by the 

researcher using the questionnaire method. The primary data is collected from college students in 

Chennai city. The researcher has adopted convenient sampling technique to select the sample of the 

universe. The researcher used factor analysis and chi-square test to analyze the findings. The sample 

size is 100 questionnaires, Personnel records, journals, books, periodicals and web sites constitute the 

secondary source of data for the study. 

 
Data Analysis and Interpretation 
 The data analysis is completely done with the help of SPSS (15th version). The reliability of the data 

per Cronbach’s Alpha is 82.9%. In order to achieve the objectives of the study statistical tools Chi-square 

test and Factor analysis are used and the results are presented below. 

 
Chi-Square Test 

Table: 1 showing the association between the age of the respondents and their level of 
decisiveness 

  Value Df Asymp. Sig. (2-sided) 
Pearson Chi-Square 17.195(a) 6 0.009 
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 From the above table it is inferred that the p-value 0.009 is less than 0.05 at 5% level of significance. 

Hence, null hypothesis rejected. So, it is concluded that there is significant association between the age 

of the respondents and their level of decisiveness. 

 
Table: 2 showing the association between the educational qualification of the respondents and 

their level of decisiveness 

  Value Df Asymp. Sig. (2-sided) 
Pearson Chi-Square 17.866(a) 6 0.007 

 From the above table it is inferred that the p-value 0.007 is less than 0.05 at 5% level of significance. 

Hence, null hypothesis rejected. So, it is concluded that there is significant association between the 

educational qualification of the respondents and their level of decisiveness. 

 
Table: 3 showing the association between the family income of the respondents and their level of 

decisiveness 

  Value Df Asymp. Sig. (2-sided) 
Pearson Chi-Square 22.264(a) 6 0.001 

 From the above table it is inferred that the p-value 0.001 is less than 0.05 at 5% level of significance. 

Hence, null hypothesis rejected. So, it is concluded that there is significant association between the 

family income of the respondents and their level of decisiveness. 

 
Factor Analysis 

 An exploratory factor analysis was performed on the 21 variables included in the questionnaire in 

order to determine the Factors Affecting decision making style of young adult consumers. Principal 

component analysis with varimax rotation was conducted. The factor loading matrix is presented in the 

below tables through, and also includes tables on KMO and Bartlett’s Test, Communalities, Total 

Variance Explained, Component Matrix and Rotated Component Matrix. The analysis of the data is 

presented below in Table no.1. 

 In this context of the present study, Principal component analysis is performed for the Factors 

Affecting decision making style of young adult consumers to verify it is possible to reduce the variables 

into few significant variables. The Eigen value associated with each linear factor is given in table. 

Initially before extraction there are 21 linear components and the first factor explains 13.377%of the 

variance whereas subsequent factors explain small amount of variance. It is clear that seven factors can 

be extracted. Before rotation factor 1 accounted for considerably more variance than the remaining one 

(22.620% compared to 13.377%). 

 The communalities of 21 variables range from 0.505 to 0.838 indicating large amount of variance 

has been extracted by the factor solution. Using varimax orthogonal criterion and by suppressing the 

factor loadings less than 0.5 the rotated component matrix is obtained and is given in table. It is evident 

that all the variables are highly loaded into the first 7 components. In other words, 21 variables are 

grouped into seven factors on the basis of the inter relationship among themselves. 

 The KMO statistic indicates that correlations are relatively compact. Bartlett test to signify that 

there is relationship between the variables.  
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Table 4: Factors Affecting decision making style of young adult consumers 

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.681 

Bartlett's Test of Sphericity 
Approx. Chi-Square 923.406 

df 210 
Sig. 0.000 

Total Variance Explained 

Component 
Initial Eigenvalues Rotation Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

1 4.75 22.62 22.62 2.809 13.377 13.377 
2 2.753 13.11 35.73 2.397 11.415 24.793 
3 2.367 11.273 47.002 2.248 10.703 35.496 
4 1.6 7.62 54.623 2.234 10.638 46.134 
5 1.268 6.038 60.661 2.186 10.41 56.544 
6 1.081 5.149 65.81 1.486 7.078 63.622 
7 1.003 4.778 70.588 1.463 6.966 70.588 

Extraction Method: Principal Component Analysis. 
Source: Computed Data 
 

Table 5 Communalities and Factors 

Variables Communalities Component Factor 

I prefer to buy fashionable and attractive styles of 
clothing 

0.781 0.708 

Brand 
Conscious 

Consumers 

I prefer to buy most advertised brands 0.772 0.704 

I feel sales people influences my choice of 
purchase. 

0.565 0.684 

I like to keep my wardrobe up-to-date with the 
latest trends 

0.703 0.601 

Departmental stores are always offers the best 
products 

0.668 0.573 

I feel confused to choose the best products 0.748 0.831 

Confused by 
Over choice 

I think that different information about products 
confuses me. 

0.703 0.721 

I feel difficult to choose stores for shopping 0.611 0.625 

I feel that more expensive brands are very good 
choices 

0.757 0.779 Recreational 
Consumers 

I am continuously prefer to buy favourite brands 0.505 0.657 

Going Shopping is one of the enjoyable activities to 
me 

0.724 0.811 
Novelty-
Fashion 

Consumers 
I usually prefer to buy one or more outfits to me 0.633 0.662 

I like to go Shopping to buy something new and 
exciting 

0.718 0.642 

I feel Shopping is not a pleasant activity to me 0.716 0.511 

Habitual 
Consumers 

Iam always like to stick with a particular brand or 
product 

0.681 0.783 

I Feel that Shopping wastes my time 0.804 0.755 

I like to go to the same stores at each time 
shopping. 

0.59 0.693 
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Advice from family and friends influence my choice 
of goods and brands. 

0.82 0.813 
Traditional 
Consumers Better quality products are always sold for high 

prices 
0.812 0.522 

I am often willing to buy the recommended 
products. 

0.838 0.817 Influenced 
by others 

I like to prefer the best- selling brands 0.676 0.52 

Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 13 iterations. 

Source: Computed Data 

 
 Factor 1 consist of variables such as I prefer to buy fashionable and attractive styles of clothing, I 

prefer to buy most advertised brands, I feel sales people influences my choice of purchase, I like to keep 

my wardrobe up-to-date with the latest trends and Departmental stores are always offers the best 

products. It is named as Brand Conscious Consumers. 

 Factor 2 consist of variables such as I feel confused to choose the best products, I think that 

different information about products confuses me and I feel difficult to choose stores for shopping. It is 

named as Confused by Over- choice. 

 Factor 3 consist of variables such as I feel that more expensive brands are very good choices and I 

am continuously prefer to buy favourite brands. It is named as Recreational Consumers 

 Factor 4 consist of variables such as Going Shopping is one of the enjoyable activities to me, I 

usually prefer to buy one or more outfits to me and I like to go Shopping to buy something new and 

exciting. It is named as Novelty-Fashion Consumers. 

 Factor 5 consist of variables such as I feel Shopping is not a pleasant activity to me, I am always like 

to stick with a particular brand or product, I Feel that Shopping wastes my time and I like to go to the 

same stores at each time shopping. It is named as Habitual Consumers. 

 Factor 6 consist of variables such as Advice from family and friends influence my choice of goods 

and brands and Better quality products are always sold for high prices. It is named as Traditional 

Consumers. 

 Factor 7 consists of variables such as I am often willing to buy the recommended products and I like 

to prefer the best- selling brands. It is named as Influenced by others. 

 Therefore, Factor 1 contains maximum number of variables and explains most of the variance. Thus 

it is revealed that Brand Conscious Consumers is the major important Factors Affecting decision making 

style of young adult consumers.  

 
Research Findings 

1. There is significant association between the age of the respondents and their level of decisiveness. 

2. There is significant difference between the Educational Qualification of the respondents and their 

level of decisiveness.  

3. There is significant association between the family income of the respondents and their level of 

decisiveness. 
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4. Brand Conscious Consumers is the important Factors Affecting decision making style of young adult 

consumers because youngsters prefer most advertised and latest trends and also attracted by 

fashionable clothes moreover they go for branded products.  

 
Suggestions and Conclusion 

 Consumer decision-making style refers to the mental orientation or approach a consumer has 

towards making choices. Therefore, the firms that define their target market as young adults should 

take into consideration the decision making styles of consumers developing strategies. In this study, 

young adults were clustered through their decision-making styles and socio-demographic 

characteristics.These are the factors like brand conscious consumers, recreational consumers, fashion-

quality conscious consumers, Habitual consumers and confused by over choice are mostly influenced by 

young adult consumers. In relation to these identifications, the firms can develop insights about their 

target markets and formulate marketing strategies. 
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Abstract 

 The study analysed the impact of corporate social responsibility (CSR) on brand image, customer satisfaction and 
repurchase intention. The indirect effect of CSR on repurchase intention was tested by introducing consumer support 
for responsible business (CSRB) as the mediating variable. Customers of Titan watch served as the sample population. 
183 respondents were chosen for the 40 items questionnaire. 5 items measured CSRB, 15 items measured perception of 
CSR, 12 items measured brand image, 4 items measured customer satisfaction and 4 items measured repurchase 
intention. Date was analysed using SPSS 20.0. Statistical tools such as Pearson’s correlation, Regression analysis and 
Sobel test were used. The results revealed that there is a positive association between CSR and brand image, customer 
satisfaction and repurchase intention. CSRB did not mediate the relationship between CSR and repurchase intention. 
Keywords: corporate social responsibility, brand image, customer satisfaction, repurchase intention. 
 
Introduction 

 Corporate social responsibility (CSR) has the potential to bridge the gap in countries where there is 

a huge divide between the ‘haves’ and ‘have nots’. It provides equal access to opportunities and paves 

way for negating disparities in the economy. Prior to the introduction of CSR clause in Indian Companies 

Act, 2013, not many companies were willing to engage in CSR activities. However, the mandate has 

brought several companies within its ambit necessitating, execution of CSR projects worth several 

crores. With the burgeoning number of players in the market, CSR provides an easy access to plethora of 

marketing opportunities for companies and helps them to reinvent strategies to cement their place in 

the minds of the consumers.  

 
Background of the Study 

 CSR envisions a business model that provides a unique platform for companies to woo their 

customers. It enhances the visibility of a company (Kotler and Lee, 2005) and has a positive effect on 

company reputation (Simic and Stimac, 2013). Research by Schiefelbein (2013) reveals several direct 

positive effects of CSR on purchase behaviour of consumers. There are several other studies to prove 

that, consumers have made their purchase decisions based on the CSR practices and ethical reputation 

of a company (Grimmer & Bingham, 2013). On the contrary, there are few studies leaning toward the 

theory that, CSR has a negligible impact on buying decisions(Mohr, Webb, & Harris, 2001). The current 

study purports to bridge this gap in literature by studying the role of CSR as an antecedent to brand 

image, customer satisfaction and repurchase intention. To further assess if CSR has an indirect effect on 

repurchase intention, customer support for responsible business was tested for its role as a mediating 

variable. Titan watches is the target for the study as, its manufacturer, Titan Company limitedis known 

for its strong CSR orientation. 
 

Review of Literature 
Customer Perception of CSR 
 Customers Perceive a company as one that works for the welfare of the society only if it is willing to 

move beyond the realm of its balance sheet. Consumers’ perception of a firm depends upon the extent to 
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which their expectations are met by the firm (David,Kline, & Dai, 2005). Typically, companies are 

expected to fulfil substantial responsibilities in the spheres of stakeholder management (Lozano, 2002) 

business ethics (Solomon,1993), corporate governance (Freeman andEvans, 1990) and social contract 

(Donaldson and Dunfee, 2002). For the purpose of this study, CSR has been categorised into four 

constructs as legal orientation, ethical orientation, customer orientation and employee orientation.  

 Legal orientation - A three-item scale, adapted from Salmones et al (2005), measured the extent to 

which respondents perceive that, the company adheres to laws, complies with government and industry 

regulations and is consistent with the expectations of the government.  

 Ethical orientation - A four-item scale, adapted from Salmones et al. (2005), measured the extent 

to which respondents perceive that, the company adopts ethical practices, protects environment, 

supports social causes and contributes to economic development by adhering to ethical standards. 

 Customer orientation - A four-item scale, adapted from Maignan (2001), measured the extent to 

which respondents perceive that, the company meets its needs, has the right attitude, thinks from the 

customers’ point of view and undertakes product liability. 

 Employee orientation - A four-item scale, adapted from Maignan (2001), measured the extent to 

which respondents perceive the employees of the company to be efficient, passionate, customer-

friendly and service-oriented. The study uses these four constructs to measure consumer perception of 

CSR. 

 
Brand Image 

 Brand image is the extent to which consumers can recall their collective association with the brand. 

A firm’s ethical behaviour and support for social concerns strengthens this association. For the purpose 

of this study, brand image is considered as a combination of three constructs, developed by Park, 

Jaworski&Macinnis (1986) namely, functional brand image, symbolic brand image and experiential 

brand image. 

 Functional brand image – It is formed due to consumers’ perception about the physical 

performance of the product. In the study, a four-item scale measured perception in terms of price, 

quality, service provided and choice of the product.  

 Symbolic brand image - It satisfies the need for status and recognition. In the study, a four-item 

scale measured perception in terms of trendiness, social status, brand reputation and parity with the 

individual’s image.  

 Experiential brand image – It provides an opportunity to customers to live in the brand through 

their emotional experience. In the study, a four-item scale measured perception in terms of interest, 

comfort, joy, fulfilment of needs. Firm’s CSR activities is said to have a significant and positive effect on 

its brand image (Ker-Tah, 2012). Hence it was hypothesised that-      

  There is a positive relationship between perception of CSR and functional brand image (H1). There 

is a positive relationship between perception of CSR and symbolic brand image (H2).There is a positive 

relationship between perception of CSR and experiential brand image(H3). 

 
Customer Satisfaction 

 Satisfaction arises if the customer perceives that, his positive feelings have resulted from 

consumption of a product (Rust & Oliver, 1994). Equity theory proposes that, customers’ interest goes 

beyond getting economic value for their consumption to the overall well-being of the company. Based 

on this theory, Luo and Bhattacharya (2006) found that, higher the orientation of the company towards 
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CSR, higher was the customer satisfaction. A four-item scale was used to measure customer satisfaction 

for which it was hypothesised that- There is a positive relationship between perception of CSR and 

customer satisfaction (H4). 

 
Repurchase Intention 

 Repurchase intention measures the likelihood that a consumer will continue patronising a 

particular brand. Lee and Shin (2010) noted that corporate social contribution affects consumers’ 

repurchase intention. Sweet in et al. (2013) found that consumers of socially responsible company had 

higher repurchase intention than an irresponsible company. A four-item scale developed by David et al. 

(2005) was used to measure repurchase intention and it was hypothesised that- There is a positive 

relationship between perception of CSR and repurchase intention (H5). 

 
Consumer Support for Responsible Business (CSRB) 

 It refers to the extent to which consumers extend their support to social welfare projects while 

deciding to choose a product. A five-item scale of Maignan (2001) measured the buying behaviour of the 

respondents in the context of lending support to firms with strong CSR orientation. The relationship 

between CSR and purchase intention may not be directive. Hence, it was tested if, CSR indirectly 

influenced repurchase intention through the mediator – CSRB and it was hypothesised that-  CSRB 

mediates the relationship between perception of CSR and repurchase intention (H6). 

 
Methodology 

Research Framework 

Based on the literature review the study proposes the research framework as mentioned in Figure 1. 

   Figure 1 Research Framework 

 

Questionnaire Design and Sampling 

 In order to carry out the study, the 

questionnaire was divided into three 

sections. The first section collected data 

about the demographical characteristics. 

The second section measured the buying 

behaviour of the respondents in the 

context of lending support to firms with 

strong CSR orientation. The third section 

measured perception of CSR activities, 

brand image, customer satisfaction and 

repurchase intention. Most of the 

instruments used in the study are 

considered as well established based on previous research work. The respondent’s perception about the 

variables used in the study were measured using a five-point Likert scale with anchors ranging from 1 

for strongly disagree to 5 for strongly agree. Titan watches was selected as the target for this study as, 

its manufacturer, Titan Company limited has a strong reputation for its diverse CSR initiatives in the 

fields of women empowerment, education, employment opportunities for differently-abled and 

environment management programmes. The study used convenience sampling to collect data. The 
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questionnaire was distributed to 200 customers of Titan watches and 189 filled questionnaires were 

received. Excluding 6 invalid questionnaires, 183 questionnaires were used, indicating an effective 

response rate of 91.5%.The data was analysed using SPSS 20.0. 

 
Data Analysis 
Profile of the Respondents 
 Table 1 shows that the gender of the respondents is more or less evenly distributed. Majority of the 

respondents are in the age group of 15-25 with a post-graduate degree. 

  Table 1Profile of the respondents 

 
Reliability Test 
 In order to measure the internal consistency, 

reliability test was conducted and Cronbach’s alpha 

coefficients for all the constructs were in the 

acceptable range between 0.783 and 0.856. This 

indicates that, all the instruments have good internal 

consistency and is reliable.  

Testing of Hypothesis 
Pearson’s Correlation Coefficient 

 Hypothesis H1 to H5, have been operationalised 

by using Pearson’s correlation co-efficient to test the 

association between the variables. The results (Table 2) reveal that, perception of CSR is positively and 

strongly associated with functional brand image and positively and moderately associated with 

symbolic brand image, experiential brand image, customer satisfaction and purchase intention. 

 
Table 2 Pearson’s correlation coefficients 

Regression Analysis 

 Linear regression was done separately to test the 

hypothesis H1 to H5 with perception of CSR as the 

independent variable. The results (Table 3) show that 

perception of CSR can significantly predict functional, 

symbolic and experiential brand image. CSR accounted for 

52.1% variability in functional, 28.8% in symbolic and 34.4% in experiential brand image. Therefore, 

hypothesis H1 to H3 is sustained. Further, perception of CSR can significantly predict customer 

satisfaction and repurchase intention. CSR accounted for 25.9% variability in customer satisfaction and 

8.1% variability in purchase intention. Hence, hypothesis H and H5are sustained.  

 
Table 3: Regression analysis of CSR on brand image, satisfaction and repurchase intention 
Hypothesis Dependent Variable R R2 ADJ. R2 

H1 FBIM .722 .521 .519 
H2 SBIM .537 .288 .284 
H3 EXIM .587 .344 .340 
H4 CSAT .508 .259 .254 
H5 RPINT .285 .081 .076 

 
  

Profile Frequency Percentage 
Gender: Male 90 49.2% 

Female 93 50.8% 
Age: 15-25 120 65.6% 

26-35 33 18% 
36-45 18 9.8% 
46-55 9 4.9% 
56-65 3 1.6% 

Education : UG 9 4.9% 
PG 135 73.8% 

Ph.D 16 8.7% 
Diploma 23 12.6% 

 CSR 
Functional brand image (FBIM) 0.722 
Symbolic brand image (SBIM) 0.537 
Experiential brand image (EXIM) 0.587 
Customer satisfaction (CSAT) 0.508 
Repurchase intention (RPINT) 0.574 
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Test for Mediation 

 In order to test hypothesis H6, association between CSR, CSRB and purchase intention were 

measured initially by applying Pearson’s correlation. Statistically significant correlations indicated that, 

at the bi-variate level, each of the conditions necessary to test for the possible role of the mediator has 

been met. In the second step, Linear regression was done to test if CSR (independent variable) predicted 

CSRB (mediator). Since the results were significant (β=0.213, R2=0.345, adj.R2=0.342), regression was 

done between CSRB (mediator) and purchase intention (dependent variable) adjusting for CSR 

(independent variable). Here again, the results were significant (β=0.085, R2=0.333, adj.R2=0.326). 

Therefore, Sobel test was done, which gave a p-value of 1.05. The observed value does not fall below the 

established alpha level of .05 indicating that the association between CSR and purchase intention is not 

reduced significantly by the inclusion of CSRB as a mediator. Hence, the hypothesis that CSRB mediates 

the relationship between CSR and purchase intention is rejected.  

 
Conclusion  

 The study examined perception of CSR as an antecedent to brand image, customer satisfaction and 

repurchase intention. The indirect effect of CSR on repurchase intention was also tested by introducing 

CSRB as the mediating variable. CSR had an influence on all the dimensions of brand image, namely, 

functional, symbolic and experiential brand image. The influence was maximum in case of functional 

brand image as compared to the symbolic and experiential brand image. CSR had an influence on 

customer satisfaction and repurchase intention. However, CSRB did not mediate the relationship 

between CSR and repurchase intention. 

 Based on the findings it is recommended that, companies should explore the potential of CSR as a 

marketing tool. Increasing investments in CSR projects is bound to yield returns in the form of improved 

brand image, especially the functional brand image. Companies that value customer satisfaction should 

make their customers perceive that, the price they pay for their product can also serve a social cause. 

This perception can also build a loyal consumer base, which can drive the future sales of companies. 

Hence, it is concluded that,companies need to make a tectonic shift from viewing CSR through the prism 

of legal obligation to channelizing its resources towards key social issues as a marketing opportunity. 
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Abstract 

 There has been a need to analyse the financial performance of banks from time to time since banks not only cater 
to the development of individuals but also contribute to the growth of the economy as a whole. Financial Performance 
Analysis helps not only the banks to know their financial strengths and weaknesses but also enables them to overcome 
their weaknesses for the betterment of the services rendered to their customers. This paper analyses the financial 
performance of State Bank of India and Punjab National Bank for three financial years by using CAMEL 
analysis.CAMEL analysis was evolved exclusively to The acronym CAMEL stands for Capital adequacy, Asset quality, 
Management, Earnings, Liquidity which analysis the position of the banks from various angles such as investment 
concentration, risk control, earnings of the institution, interest rate risk sensitivity, liquidity. The research brought out 
that SBI must improve its investment in Government securities and liquid assets whereas it has a very strong lending 
policy due to which the NPAs are lesser than PNBs NPAs. Thus the research has brought to light the areas which need 
to be improved by both the banks and the areas in which the banks are strong. 
Keywords: CAMEL, NPA, financial performance 
 
Introduction 

 Financial Analysis reveals the financial strengths and weakness of a business by establishing 

relationship between the components of balance sheet and the profit and loss account. There are many 

users of a company's financial statement like trade creditors, lenders, investors and management who 

analyse the financial statement according to their need. A financial analysis is the process of selection, 

relation and evaluation of relevant data from the financial statement. 

 The financial statement, comprising the balance sheet and profit and loss account, does not give all 

the information related to the financial operation of firm. Nevertheless, when appropriate tools are 

applied, they provide some extremely useful information to the extent that the balance sheet mirrors 

the exact financial position on a particular data in terms of the structure of assets, liabilities and owners’ 

equity and so on profit and loss account. 

 
Financial Performance Analysis 
 Financial performance analysis is quite different from financial analysis. Financial performance 

analysis includes analysis and interpretation of financial statements in such a way that it undertakes 

complete assessment of the profitability and financial soundness of the business. The financial analyst 

suggests vital methodologies for financial analysis. 

 
Areas of Financial Performance Analysis 
 Financial analysts often assesses the firm's production and productivity performance (total 

business performance), profitability performance, liquidity performance, working capital performance, 

fixed assets performance, fund flow performance and social performance through the computation of 

various financial ratios which includes 

1. Working capital Analysis 
2. Financial structure Analysis 
3. Activity Analysis 
4. Profitability Analysis 
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Banking Industry 

 Banking sector plays vital role in the economic development of the country. It is also considered as 

an integral part of the financial system of the modern developing economy. Banks are basically service-

rendering institution that render service. The existence of the banks depends on their ability to meet the 

various needs and wants of the customers. The new millennium has brought with it challenges as well 

as opportunities in various fields of the economic activities including banking. In this scenario, the 

research study mainly focuses on the financial performance of the selected public sector banks. 

 
Camel Rating System 

 The CAMEL rating system is as recognised International rating system that bank supervisory 

authorities use in order to rate financial institutions according to five factors represented by the 

acronym ''CAMEL''. The CAMEL rating system was first developed in the 1970s by the 3federal banking 

supervisors of the US (The Federal Reserve, FDIC and OCC) to provide a convenient summary of bank 

condition at the time of its on-site examination. The acronym CAMEL stands for the following factors: 

 C- Capital Adequacy 

 A- Asset quality 

 M- Management 

 E-Earnings 

 L-Liquidity 

1. Capital Adequacy: Trend analysis is adopted for evaluating the capital adequacy and other factors 

considered for assessing the capital adequacy are the bank’s growth plans, economic environment and 

ability to control risk and loan and investment concentrations. The following ratios measure capital 

adequacy: 

i) Capital Risk Adequacy Ratio (CRAR) 

ii) Debt Equity Ratio 

iii) Advance to Total Asset Ratio 

iv) Government Securities toTotal Investments 

2.  Asset Quality: It covers institutional loan’s quality which determines the earnings of the institution. 

The efficiency of the institution’s investment policies and practices is also considered. The following 

ratios measure Asset quality 

i) Net NPA to Net Advance Ratio 

ii) Total Investments to Total Assets 

iii) Net NPA to Total Assets 

iv) Percentage change in Net NPAs 

3.  Management: Management of financial institution is generally evaluated in terms of capital 

adequacy, asset quality, earnings and profitability, liquidity and risk sensitivity ratings. The ratios used 

to evaluate management efficiency are: 

i) Total Advance to Total Deposit Ratio\ 

ii) Business per Employee 

iii) Profit per Employee 

iv) Return on net worth 

4.  Earnings: Earnings and profitability, the prime source of increase in capital base, is examined with 

regards to interest rate policies and adequacy of provisioning. In addition, it also helps to support 
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present and future operations of the institutions. The following ratios try to assess the quality of income 

in terms of income generated by core activity – income from landing operations: 

i) Operating Profit to average working funds 

ii) Percentage growth in net profit 

iii) Net Profit to Average Asset 

5.  Liquidity: An adequate liquidity position refers to a situation, where institution can obtain sufficient 

funds, either by increasing liabilities or by converting its assets quickly at a reasonable cost. The ratios 

suggested to measure liquidity under CAMEL Model are as follows: 

i) Liquid Asset to Total Asset 

ii) Government Securities to Total Asset 

iii) Approved Securities to Total Asset 

iv) Liquid Asset to Demand Deposit 

v) Liquid Asset to Total Deposit 

 
Objectives of the Study 

1. To evaluate the financial performance of selected public sector banks using the CAMEL model 

approach 

2. To compare the performance of the selected public sector banks for 3 years. 

 
Statement of the Problem 

 In the recent years the financial system especially the banks have undergone numerous changes in 

the form of reforms, regulations and stringent norms. The financial analysis of banks has been studied 

over the years using various tools and techniques. CAMEL framework for the performance evaluation of 

banks is an addition to this. The CAMEL framework has been adopted in this study in order to have an 

in-depth analysis of the performance of the banks taken up for the study. The study is conducted to 

analyze the strength of using CAMEL framework as a tool for performance evaluation of Punjab National 

Bank and State Bank of India. 

 
Scope of the Study 

 The scope of the study is to employ CAMEL framework as a tool of performance evaluation for 

banking institutions in order to identify their strengths and weaknesses and take corrective measures. 

This also helps the prospective investors as they can evaluate the performance of the banks based on 

this study and take decision about their investment. 

 
Research Methodology 

Sources of data 

 The secondary data has been used for the study was taken from the annual reports of the banks 

from their respective websites and various other websites. 

Secondary data 

 Secondary data has been used for the study which has been collected from 

a) Annual reports of PNB and SBI 

b) Bulletins 

c) Periodicals and 

d) Websites 
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Sample Size 

 For conducting this research, two public sector banks has been selected namely Punjab National 

Bank and State Bank of India. 

 
Period of the Study 

 Data for three years starting from 2014-2015 to 2016-2017 has been selected for the purpose of 

analysis. 

 
Parameters for Measuring Financial Performance 

 CAMEL model has been used to conduct the research. 

 
Limitations of the Study 

1. The study was limited to two public sector banks. 

2. The period of study was limited to three years due to time constraint. 

3. The study was completely done on the basis of ratios calculated from the Balance Sheets and Profit 

and Loss account available in the websites of the respective banks. 

 
Review of Literature 

 Mishra (2012)1analyzed the performance of different Indian public and private sector banks over 

the decade 2000-2011 using CAMEL approach and found that private sector banks are at the top of the 

list, with their performances in terms of soundness being the best. 

 Anita Makkar (2013)2 undertook a comparative analysis of the financial performance of Indian 

commercial banks. The study considered a sample of 37 banks (22 public sector banks and 15 private 

sector banks) for the period from 2006-07 to 2010-11. CAMELS rating methodology was used in the 

study to measure the performance of the considered banks. The study found that the IDBI Bank was the 

best performing bank followed by Kotak Mahindra Bank and ICICI Bank. Dhanalaxmi Bank had the 

worst performance followed by J & K Bank and Karnataka Bank Ltd. 

 Gupta (2014)3analyzed public banks in India and found that there is a statistically significant 

difference between the CAMEL ratios and the performance of all the public financial institutions. 

 
Analysis, Interpretation and Findings 

Table No 1 CAMEL Ratings (2014-17) – Capital Adequacy 

Banks 

CRAR 
(%) 

D/E 
(Times) 

ADV/AST 
(%) 

G-Sec/INV 
(%) 

Group Average 

Average Rank Average Rank Average Rank Average Rank Average Rank 

PNB 13.33 1 14.2 1 63.38 1 80.31 1 42.80 1 

SBI 12.69 2 14.05 2 53.84 2 76.36 2 39.23 2 

The following can be understood from the above table: 

1. Punjab National bank has the highest ranking in CRAR with an average of 13.33per cent while State 

Bank of India has an average of 12.96 per cent. 

2. Debt-equity ratio of PNB is 14.2per cent which is slightly more than SBI (14.05). 

3. Advances to Asset ratio of PNB are higher with an average 63.38per cent when compare to SBI 

average 53.84per cent. 
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4. Punjab National Bank has invested 80.31 percent amount of money in Government securities in 

proportion to its total investments whereas State Bank of India has secured 76.36 per cent.  

5. PNB holds first position with a group average of 42.80 per centin the Advance to Asset and 

Government Securities Ratio when compared to SBI with an average of 39.23 per cent. 

 
Table No 2 Camel Rating (2014-17) – Asset Quality 

Banks 
NNPS/NA 

(%) 
TI/TA 

(%) 
NNPs/TA 

(%) 
Ch.in NPAs 

(%) 
Group Average 

 Average Rank Average Rank Average Rank Average Rank Average Rank 
PNB 5.33 2 24.63 2 3.22 2 74.12 2 26.82 2 
SBI 3.00 1 24.56 1 1.85 1 44.21 1 18.40 1 

The above table presents the following interpretation: 

1. SBI has the first position with lower NPA of 3 percent against Net Advances followed by PNB with 

5.33 percent. 

2. State Bank of India stands at first position in Investments to Assets ratio with 24.56 percent 

followed by Punjab National Bank with 24.63 percent. 

3. State Bank of India holds the lowest NPA to Total Asset ratio of 1.85 percent when compared to 

Punjab National Bank which holds the NPA of 3.22 percent which denotes that SBI has better credit 

policies and are able to recover their loans in a better manner when compared to PNB.  

4. Percentage Change in NPAs measure the movement in Net NPAs over the previous years. The 

variation in NPA’s on a year-to-year basis can be measured with help of this ratio. The percentage 

change in NPA has constantly decreased for PNB in all the three years but SBI’s decline is far better 

than PNB and obtains a better position than PNB since SBI’s average is 44.21% where as PNB’s 

average is 74.12%. 

5. On the basis of group averages of the sub-parameters of Assets Quality Ratio, State Bank of India 

was at the top position with group average 18.40%. Punjab National Bank was positioned second 

with a group average of 26.82%. 

 
Table No 3 Camel Rating (2014-17)—Management efficiency 

Banks 
TA/TT 

(%) 
BPE 

(Crores) 
PPE 

(Crores) 
RONW 

(%) 
Group Average 

 Average Rank Average Rank Average Rank Average Rank Average Rank 
PNB 83.74 1 75.35 2 0.013 2 2.20 2 40.32 2 
SBI 78.69 2 81.38 1 0.052 1 8.76 1 42.22 1 

The following can be understood from the above table: 

1. Punjab National Bank had an average of 83.74percent with Advances to Deposits ratio as compared 

to State Bank of India with 78.69 percent. 

2. State Bank of India stands at leading position in case of Business per Employee i.e. having a good 

amount of business per individual worker with 81.38crores. 

3. State Bank of India has a highest ratio with Profit per Employee of 2.2 lakhs as compared to Punjab 

National Bank with 1.3 lakhs. 

4. State Bank of India has maximum average with 8.76 percent of Return on Net worth when 

compared to Punjab National Bank with 2.20 percent. 

5. The management Efficiency ratios average reveals that SBI was in the first position with a group 

average of 42.22% because of its high Profit per Employee and Return on Net worth 

6. Ratios. PNB was at second place with a group average of 40.32%. 
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Table No 4 Camel Rating (2014-17)— Earning Quality 

The above table portrays the following: 

1. Punjab National Bank has properly utilized the money invested in the assets and thus leads in 

operating profit to assets ratio with 1.143 percent as compared to State Bank of India with 0.856 

percent. 

2. State Bank of India leads in Average change in Net profit with the highest ratio of 

3. -8.84 percent. Punjab National Banks got big fluctuation and has least average ratio of -89.89 

percent. 

4. State Bank of India is leading in Net Profit to Assets Ratio with 0.60 compared to Punjab National 

Bank with 0.18. 

 
Table No 5 Camel Rating (2014-17)—Liquidity 

B
a

n
k

s L
A

/T
A

 

(%
) 

L
A

 t
o

 T
D

 

(%
) 

L
A

 t
o

 

D
D

 

(%
) 

G
-

S
e

c/
T

A
 

(%
) 

A
S

/
T

A
 

(%
) 

G
ro

u
p

 

A
v

e
ra

g
e

 

(%
) 

A
V

E
R

A
G

E
 

R
a

n
k

 

A
v

e
ra

g
e

 

R
a

n
k

 

A
v

e
ra

g
e

 

R
a

n
k

 

A
v

e
ra

g
e

 

R
a

n
k

 

A
v

e
ra

g
e

 

R
a

n
k

 

A
v

e
ra

g
e

 

R
a

n
k

 

PNB 9.39 1 171.646 1 0.11 1 19.8 1 0.21 1 40.23 1 

SBI 7.19 2 120..45 2 0.09 2 18.74 2 0.14 2 29.32 2 

The above table presents the following information: 

1. Punjab National Bank stands at the first position with Liquid assets of 9.39 percent and State Bank 

of India has low liquid asset average with 7.19 

2. Punjab National Bank has invested more in Government securities of 19.8 percent in proportion of 

total assets. State Bank of India has less investment in Government securities with 18.74 percent of 

assets. 

3. Punjab National Bank has Approved Securities of 0.21 percent in proportion of Total Assets. It 

states that Assets of PNB banks are in safe hands, State Bank of India has less Approved securities 

with 0.14 percent of its total assets. 

4. Punjab national Bank has an average of 171.64 percent in the Liquid Asset to Demand Deposits 

Ratio which shows that PNB has greater ability to fulfil the demand of the depositors. On the other 

hand, State Bank of India has low liquidity ratio of 120.45 percent which implies that implies that it 

must take measures to improve its satisfaction of claims to its depositors. 

5. Higher the Liquid Assets to Total Deposits, higher is the amount of cashavailable for the depositors 

of the banks. Punjab National Bank is keeping this ratio at 11 percent or 0.11 times of the money for 

their depositors to fulfil their demand, whereas State Bank of India has kept this ratio at 9percent. 

6. Punjab National Bank is leading in Total Liquidity with a group average of 40.23 per cent when 

compared to State Bank of India’s group average 29.32per cent. 

 

Banks 

OP/AWF 
(%) 

PAT Growth 
(%) 

NO TO AA 
(%) 

Group average 
(%) 

Average Rank Average Rank Average Rank Average Rank 

PNB 1.143 1 -89.23 2 0.18 2 -29.31 2 

SBI 0.856 2 -8.84 1 0.60 1 -2.46 1 
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Suggestions 

1. SBI should improve its investment in government section as the government section toinverses 

ratio of SBI was 76.36per cent. Government securities are usually considered to be safedebt 

instruments due to which it carries lower returns. Since Government securities are risk free, SBI 

should consider improving their inverse in government section rather than investing in other debt 

instruments. 

2. Loans and advances monitor the quality of banks portfolio. The non- performing assets to net 

advance ratio reflects the lending policy framed by banks. The study revealed that SBI had a better 

policy than PNB. Hence it is suggested that PNB must adopt stringent credit lending policies in 

order to improve its net worth profitability. 

3. From the research, it can be suggested that PNB should reduce their assets developed in 

investments and improve their advances. This will have an impact on the credit off-take in the 

market. 

4. The investment in liquid assets has to be enhanced for SBI to enable it to satisfy the claims of its 

demand depositors. It should try to maintain equilibrium in investing in illiquid and liquid assets. 

5. The investment in government section and approved securities is higher for PNB than SBI. Hence 

SBI should prefer to be on the safer side by improvising these investment avenues and try to reduce 

the risk. 

6. The employee’s productivity is an area of concern for PNB since the average was Rs. 75.35 crores 

when compared to SBI’s average of Rs.81.38 crores. Hence it is suggested that the PNB should find 

ways to squeeze more revenue out of each employee. 

7. Similarly the profit per employee of SBI was more than double than that of PNB. Hence the surplus 

earned by each employee has to be improved in PNB by retaining the high performers and reduce 

the various costs incurred on hiring employees and decreasing marginal reduction in cost per 

employee. 

 
Conclusion 

 The development of the banking industry paves way for the economic development of any country. 

The economic feasibility can be examined with the help of the present study done in relation to the 

CAMEL analysis of the two public sector banks. Due to constriction of time only two public sector banks 

were taken up for the study but the research work will serve as a guideline to these banks to review 

their financial performance and adopt suitable measures for improving the efficiency in the forthcoming 

years. The research would also enable the banks to strengthen their strengths and weaken their 

weakness for the betterment of the bank and the economy as a whole. 
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Abstract  

 Social innovation is the process of finding effective solutions to the problems facing our society. The migration of 
people from rural to the urban areas has been propelled in the modern times with the onset on liberalisation, 
privatisation and globalisation. The cities are unable to take the burden of the booming population. Smart city project 
is viewed to be the answer to the ever burgeoning cities. It is accepted internationally as the ideal sustainable solution 
to preserve natural resources while ensuring inclusive economic and social growth. The smart cities use digital 
technologies to provide better services to the public and improve the quality of living for the residents.  
 Corporates have through their CSR initiatives proved their social commitment to the betterment of the 
community. This paper looks at the smart city mission as a social innovation endeavour and the prospect of CSR 
initiatives to augment the Government of India’s smart city mission.  
Keywords: social innovation, CSR, smart city  
 
Introduction 

 Social innovation is the practice of evolving constructive and functional solutions to exigent social 

and environmental issues. It is the process of finding unique ideas that promise to address the social 

needs and concerns. It acts as a catalyst to combat the social problems facing the society. It aims to bring 

about and establish equity, equitable justice and also empower the citizens. Any approach to 

overcoming societal issues in the present day necessarily involves not only the government sector but 

also the private sector. The most pressing social challenge in the world in the present day is to balance 

the needs of the people and the planet through economic prosperity, social equity while also conserving 

natural resources. Nations have increasingly recognised the importance of adhering to this concept of 

sustainable growth to preserve the earth for the future generations. It is this realisation that has 

propelled the concept of smart cities. 

 
Need for Social Innovation in the Cities 

 Cities are vital constituents in the administrative structure of a nation. They are the power centres 

propelling progress and advancement. They are the epicentres of growth as they provide avenues for 

personal growth to the citizens through abundant opportunities for education, business, employment, 

healthcare, and also entertainment. The elements of wealth creation and better life prospects are 

compelling reasons for the migration of the population from rural areas to the urban centres. The 

phenomenon of liberalisation, privatisation and globalisation has proven to have caused a huge exodus 

of people from the rural areas in search of greener pastures to the city. This migration tendency has 

been witnessed world over and statistics reveal that by 2050, 70% of the world population will be living 

in the cities. Indian cities are also experiencing increasing growth of population. According to census 

2011 report the population in urban areas has increased from 27.81% in 2001 Census to 31.16% in 

2011 Census and correspondingly the proportion of rural population has declined from 72.19% to 

68.84%. During the period from 2001 to 2011 the population of the country has increased by 181.4 

million and the increase in rural areas is 90.4 million, whereas the increase in urban areas is 91.0 
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million. In India, over the next 20 years, 350 million people are expected to move to cities and by 2050, 

this number would approximately touch 700 million. 

 The population living in urban areas contribute to about 63% of the country’s GDP and by 2030 it is 

predicted that they would constitute about 75% of the GDP of India. It has to be pointed at this juncture, 

that the exponential growth of urban population has laid bare the inadequacies and insufficient 

infrastructure and other facilities in the cities which are unable to bear the burden of the increased 

population. Social, economic and environmental concerns are the priority of the administration as the 

cities are characterised by congestion, pollution and poor waste management facilities, lack of proper 

housing facilities and proliferation of slums. They are also characteristically the power guzzlers 

accounting world-wide to about 60-80% of power consumers and account to 70% of the carbon di oxide 

emissions. The pathetic conditions in which the poor live on the pavements and slums does not augur 

well for a nation and is evidence of the growing divide between the various sections of the society being 

propelled by the globalisation. Apart from the issue of social equity, the environmental concerns due to 

improper planning of the cities has led to the emergence of a consensus internationally to the concept of 

smart cities. It is accepted unanimously as a viable alternative to augur inclusive economic growth 

wherein the environmental concerns of over exploitation of energy is also addressed. 

 
Smart Cities- The Way Forward 

 Smart city concept is acknowledged world wide as a sustainable model of a city with all its 

advantages without causing any of the environmental concerns. They are cities which adapt to the 

changes that accompany the population increase while stimulating inclusive economic growth and 

promoting energy conservation techniques. They employ smart systems to provide economic, social 

development with thrust on social inclusion. These initiatives make use of digital technologies such as 

cloud computing etc., to enhance the delivery systems and improve the quality of life of the citizens. To 

put it in a nut shell a smart city envisages sustainable development in all spheres. The economy of a 

smart city is robust and responsible. The social dimension is characterised by social equity and 

improved quality of life accessible to all the residents. The ecology is preserved as the city takes 

proactive measures to conserve energy and prevent wasteful exploitation of natural resources. On the 

administrative level there is transparency in governance and citizen participation. There is urban 

planning which serves the public cause and provides for electricity, water, waste management and other 

utilities including proper transport infrastructure, educational facilities all of which are crucial to the 

success to this smart city mission. 

 In India, the government has initiated steps to create 100 smart cities across the length and breadth 

of the country. The Ministry of Urban Development, Government of India envisages the mission to cover 

100 cities. The mission guidelines outlines the purpose as to enhance economic development and 

promote local area growth through optimum use of technology. The local area development is aimed at 

improving the living conditions in the cities by redeveloping or retrofitting the area into a better 

planned city. The smart city is intended to anticipate the growth of the city in future and provide for the 

same. The social emancipation target is to be achieved through employment opportunities that would 

result from the economic growth. The Smart City Mission is a central government sponsored scheme 

and the scheme provides for approximately Rs. 100 crore per city per year by the Central Government. 

An equal amount is expected to be contributed by the State. 

 Some of the features to be incorporated in the smart city mission of India includes flexibility in laws 

to promote efficient land use, housing facilities to all residents, reduction of congestion in localities, 
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avoidance of resource depletion, boosting of local economy and creation of unique identity to the city 

based on its main economic activity, enhanced connectivity throughout the city by efficient public 

transport system including last mile connectivity, expansion of road network for use of public transport 

and other vehicles and more specifically for the use of pedestrians and cyclists. More provision for green 

and open spaces to enhance the quality of living and also bring in ecological balance. Digital and citizen 

friendly governance of the cities would be made resilient with effective disaster management. 

 
Social Responsibility and Business Enterprises 

 Businesses have established their commitment to social causes through their CSR 

activities.According to World Business Council for Sustainable Development “Corporate Social 

Responsibility is the continuing commitment by business to be ethical in their conduct and contribute to 

economic development while improving the quality of life of the workers, their families as well as of the 

local community and society at large.” 

 Internationally, there is a noticeable change in the perception of the role of business from being 

purely economical and profit oriented to the shouldering of wider societal and environmental 

obligations along with its traditional financial commitments. This has brought to the centre stage the 

concept of corporate social responsibility. CSR helps business to be responsive to the changing needs of 

the society. 

 Indian Corporate law provides for mandatory CSR provisions. These provisions include that 

companies with a networth of 500 crores or more, or a turnover of 100 crores or more, or a net profit of 

5 crore or more have to spend two percent of average profit of immediate preceding three years on CSR 

activities The companies are also allowed to implement their CSR Policy through trusts or societies or 

Section 8 companies etc. Schedule VII of the Act specifies the activities in which a company can engage 

to fulfil their CSR commitments.  

 CSR expenditure of BSE listed companies shows an increase of 47 per cent since it became 

mandatory in the year 2014, with 300 BSE listed companies spending Rs 6,871 crore in 2016-17, 

according to a report. The official data reveals that the CSR expenditure of top 50 CSR spending 

companies for the years 2014-15 and2015-16 was 4634 crore and 6538 crore respectively. The amount 

of money available to be spent for CSR activities provides an opportunity for the companies to shoulder 

some of the responsibilities of the Government in ensuring social and economic equity in tune with the 

international view of global businesses acting responsibly in the societies they engage in. 

 Corporate partnership would augment the Government’s efforts to usher in sustainable 

development especially through the smart city mission and to meet the 7.5 trillion INR amount required 

over 20 years to bring in the desired change in the social, economic and environment sectors of the 

society.  

 The private sector has always been considered a repositories of innovation and efficiency. 

Businesses can leverage their knowledge and wealth and bring in innovative technological solutions and 

services and develop standardised yet customisable solutions. Not just large global companies but also 

start-ups and local players who can leverage on their understanding of local circumstances will also 

play a crucial role Public-private partnership (PPP) has been hailed as the preferred route for 

developing smart and sustainable city projects around the world. The corporates can contribute to the 

‘smart economy’ component of the smart city mission by investing in research and development, 

collaborating with the universities and encouraging innovation and entrepreneurship. The companies 

can significantly invest in the education sector to raise the standards of education and also help quality 

http://www.business-standard.com/search?type=news&q=companies
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education to reach all segments of the population which is an essential key to empowering the citizens 

of a smart city. The companies can also assist the government with the ICT technology enabled 

infrastructure for easy access of information and management of the city. The CSR initiatives can be 

directed to augment the government’s efforts to implement efficient transport systems across the cities 

through ICT enabled technologies and also to encourage the public to use public transport. Companies 

can contribute to ecological preservation through the efficient use of resources and energy and also by 

creating and maintaining green spaces like parks in the city. To improve the quality of living of the 

residents of a smart city the Corporates can also invest in the creation of standard health centres where 

medical services are made available to all the residents. The CSR initiatives may also be directed to 

provide specific paramedical and other necessary services particularly to the aged and the children to 

enhance their quality of life.  

 The private sector have undeniably a pivotal role in assisting cities realise their smart and 

sustainable objectives. A global project was undertaken by the World Business Council for Sustainable 

Development between 2010 and 2014, in which 14 leading global companies worked with 10 cities 

around the world. The project involved the partnership of a city and the business from the initial stages 

of developing the city’s smart and sustainable plan right through till the stages of implementation.  

 
Conclusion 

 The route to smart and sustainable cities will invariably require coordinated action by the multiple 

stakeholders of the city. CSR initiatives made mandatory in India come as a boon to the successful 

realisation of the smart city project. The role of business enterprises in the success of smart city project 

elsewhere in the world is encouraging. The Government of India must take the cue from these 

successful ventures and involve the corporates actively in the smart city Mission. The smart city mission 

is veritably the social innovation endeavour of India. The intention and the final outcome of this project 

is for the good of the society and it would transform the cities as a haven of economic and social justice. 

Consequently, its success is the collective responsibility of the people of India, the Government and 

businesses and the non- profit groups. All stakeholders, the people, the community groups and 

organisations, businesses and the authorities must recognise that the decisions they make affect the 

sustainability of our community. From this realisation will be born the responsibility to contribute to 

the successful fruition of the smart city mission and make our cities a better place to live in. 

This City is what it is because our citizens are what they are. Plato 
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Abstract 

 The social responsibility which can be traced from the church has been shifted to the State, as religious 
institutions were replaced by the government as the society‘s main force which had occurred four hundred years ago to 
deal with various systems of governance. At the beginning of the twenty-first century, business appears to be the next 
possible applicant to carry this responsibility. As we all know it is the business which is an economic activity, carried 
out on a regular basis to earn some profit. Industrial development and extraction of natural resources also is 
unavoidable, as the planet Earth has to provide nourishment to all the living beings. In the name of Industrialization 
the environment is damaged and factories are responsible for air pollution, industrial waste generation which affects 
the society directly. The planners, head of institutions, departments, corporate and the heads of the governing bodies 
need to contribute in this effort to save the environment which has brought the attention of the public on numerous 
social and ethical issues that have framed the business/society relationship. The types of issues and stories one can find 
in the daily newspapers, mass media- on internet and television about today‘s prevailing business and society tensions 
that occur on an almost daily basis is the need of the hour. 
Keywords: Society, Innovation, Responsibility, Business. 
 
Introduction 
 Trade in India started in ancient period where man tried exchange of commodities which is called 

as “Barter System”. Later they started inventing coins namely the punch marked coins which are 

considered as the oldest coins in the economic history of world. There were merchant guilds that were 

responsible for dealing with the trade money matters. The rulers of India minted coins in all three 

metals namely Gold, Silver and Copper coins which came under the direct supervision of the State 

authority. 

 People started living a civilized life transforming themselves from the nomadic barbarous life 

starting from the invention of wheel till the latest technological advancement what we are witnessing 

today we can very well say that innovations have played a major role in all fields. These innovations 

have been done by the society and for the society which can be said as social innovation. 

 
Evolution of Industrial Policy During British Period 

 The early industrial policy in India that evolved during British Period resulted in the slow growth of 

industries and crafts, because the British rulers wanted to retain India as a permanent market for their 

products and they were not serious about the development of Indian industries. The industrial history 

of India had a turning point in the year 1905 because in Uttar Pradesh, Bombay Madras, Bengal, Punjab, 

and Central provinces a few Director of Industries were appointed. 

 
Pre and Post Independence Period 

 During the time of Second World War in 1939, a few consumer goods industries had developed in 

India. The first attempt made by the Government to formulate a clear-cut policy regarding the role of 

the state and the private sector was in the industrial development of the country and it should be 

started in the public sector within a year of the attainment of Independence by the Government of India. 
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Traditional Business 

 The main idea of traditional business was to maximize their profit which was the sole criteria. But 

as years pass by, business had undergone vast changes which has changed the social requirements and 

forced the modern business to think about their requirement towards multiple masters.During the 

modern times a business unit has not only to look after its economic aims, but also it has to care of itself 

with social objectives as well. So the idea of social responsibility has to be accepted as the main aim of 

business. The idea behind such a change is that, a business unit is not only an economic object; it is also 

a social association. It will be a growth that, formations of large scale business units in the public part 

have highlighted this aspect of social objectives of the business units. Social change has resulted in 

increasing concern towards the social responsibilities of business which has raised the public demand 

for social responsibility on the part of business as well as other institutions in society. 

 
Social Innovations 

 We can very well say when new ideas meet the society’s needs by creating new social relationship 

and form new associations they become Social innovations which can be applied for all the fields 

whether it is science ,technology, Art, business , administration, product, service or any fields. The main 

aim of these innovations is to encourage the market curiosity which has to take up innovative 

explanations and motivate employment in the relevant field. 

 Each individual has the tendency of doing things in new ways in their own style, especially new 

structural plans, new rules, new living activities, which can change the direction of society by achieving 

goals much faster and better compared to the older methods, which becomes well-known and prove to 

be worth. Measures of activities and procedures that differ from previous adapted forms and that have 

broad social values. All business elements are likely to work with an objective to contribute to the 

welfare of the people. 

 
Historical Evolution of Social Responsibility 

 The concept of social responsibility in India is very old and in olden times Businessmen used to 

build temples, mosques and wells because these were the things that society was expecting from the 

business besides giving financial and economic benefits. With the passes of time business became more 

powerful and consequently societal expectations also increased. It became an ethical concept, where 

business was supposed to be responsible for its impact and behave like a responsible citizen. 

Traditional ethical theories are useful to understand the role of ethics in corporate social Responsibility 

businessmen in India have respect and care for the society. Social initiatives apart from the business 

activities have been taken by the traders and merchants but developments were seen only after 1950s. 

The purpose of trade and industry is maximization of profit which is achieved only through 

understanding of social aspect that is customer satisfaction. The organizations need to serve the wishes 

and demands of the society while ensuring their organizational goal of maximization of profit and to 

have a pleasant balance between profit maximization and social welfares like high employment, and 

high wages. 

 
Social Entrepreneurs 

 In developing countries many social entrepreneurs, try to create social value by expanding basic 

skills for exact local and helpless target groups. The improvement of conversion factors by the Social 

entrepreneurs who seek to expand complex capabilities often focus on the facility of essential goods and 
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resources. India is a country with fast growing economy and is growing with national and multinational 

firms. At the same time, the India is a land that also faces social challenges like poverty, population 

growth, corruption, and illiteracy.  

 
Responsibility of Business 

  “Business as a whole has responsibility to itself, and also to its customers, workers, shareholders 

and the public, and also enjoys confidence, respect and responsibilities in all directions, and not to one 

or two groups, such as shareholders or workers. Business must be fair, caring, efficient and dynamic. 

Business cannot succeed in a society that has failed in these aspects. 

 
Social Responsibility 

 The small and large business involves social responsibility that involves principles which must be 

reflected in the business organization. Top management should create clear policies that encourage 

ethical behavior and a cordial culture of the organization. Management must accept responsibility for 

disciplining wrong doers. Members should voluntarily accept it. Right leadership, integrity, proficiency, 

commitment to social values of a manager can change the expected behavior of individuals. These are 

the types of issues and stories one can find in the daily newspapers, mass media- on internet and 

television about today‘s prevailing business and society tensions. The public opinion is that one day or 

the other, a business firm or the other have committed wrong or treated unfairly major legal offences 

are also committed knowingly or unknowingly the business organizations even when the company faces 

with hardship should have social responsibility. It is the duty of the business organization to be more 

responsible to the society because the business cannot survive without the society. 

 
Ethics 

 Ethics is essentially an activity-based idea. Ethics is person specific, context specific and culture 

specific. It is also important to differentiate between ‘managerial ethics’ and ‘business ethics.’ The 

former is a micro view of individual level performance. The latter is a macro view of organizational 

performance. The managers make those decisions which are desirable in terms of the aims and the 

values of our society. Ethics deal with issues pertaining to organizations and its stakeholders in day-to-

day business transactions. Ethics tends to be more internal in orientation, while social responsibility is 

more external. Good ethics may be good business in majority of the cases. We can very well say that 

business has affected the value of life of the people. Quality of life is the supposed quality of an 

individual’s life that is a valuation of their well-being. This includes all emotional, social and physical 

aspects of the individual’s life. Thus, it is a moral duty of the business to improve the emotional, social 

and physical aspects of the individual’s life. 

 
Importance of Business Ethics 

 Business’s functioning must contribute to the welfare of the society. The business must earn social 

approval of the society where it exists and functions in order to stay alive develop and shine. Business 

cannot get loyal customers or cannot operate in the market place without earning social sanctions. The 

public takes more interest and will lead to a greater impact on the community if business grows larger. 

An ethically responsible company is one which has developed a culture of caring for people and for the 

environment; a culture which follows downwards from the top managers and leaders. Actually the 

Business person should be a trend setter who can implement winning strategies to maximize his profits. 
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Business is a part of larger external situation. It is a sub-system of the society. There cent business 

appliessize able impact on the civil society, polity and the economy of the nation especially developing 

country like India. 

 
Conclusion 

 The barter system of trade to exchange the people goods for something more useful to them from 

the ancient time itself. From that time business became the important part of the society. It served the 

society as a means to satisfy their needs by exchanging there goods. Business became the medium of 

social contact, as exchange was possible only by interacting with other peoples, who were living in the 

same society. The Concept of neighborhood grew when people started going out in search of better deal. 

This was the first phase of the relationship between business and society where business became the 

platform for social interaction and fulfillment of personal needs. Personal needs were limited to the 

extent of food clothing and shelter. Gradually, business grown wider, new inventions took place, money 

came into existence and business became a medium to earn livelihood, it started providing employment 

and creating wealth in the nation. People started considering business as an independent unit, but in 

reality it it is not like that. Company form of organization was not there in ancient times instead small 

family owned business and sole proprietors were the common which continues even today. 

 Social elements became the part of the business. The execution of the business policies shall not be 

limited to the firm's business interests only rather it should also cater for the sociologic aspects as well 

social responsibility goes beyond technical, economical and legal requirement of the firm that has 

become an ethical concept .The relationship between the business and society should be smooth and 

balanced. Actually the social responsibility of business is not a stationary term; it keeps on changing its 

meaning and scope from time to time. Social condition, corporate image, business impact and societal 

expectations are few driving forces that motivate the people to find out new paths in the business field. 
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Introduction 

Social Competence 

 Social competence is a part of Emotional competence framework. Emotional competence can be 

classified as Personal and Social competence. Social competence is a complex, multidimensional concept 

consisting of social, emotional (e.g., affect regulation), cognitive (e.g., fund of information, skills for 

processing/acquisition, perspective taking), and behavioural (e.g., conversation skills, prosocial 

behaviour) skills, as well as motivational and expectancy sets (e.g., moral development, self-efficacy) 

needed for successful social adaptation. Social competence consists of Social awareness and Social skills. 

 
Social Awareness consists of the following elements: 

 Empathy: Sensing others’ feelings and perspectives, and taking an active interest in their concerns.  

 Service orientation: Anticipating, recognizing and meeting customers’ needs. 

 Developing others: Sensing what others need in order to develop, and bolstering their abilities. 

 Leveraging diversity: Cultivating opportunities through diverse people. 

 Political awareness: Reading a group’s emotional currents and power relationships. 

 
Social Skills consists of the following elements: 

 Influence: Wielding effective tactics for persuasion. 

 Communication: Sending clear and convincing messages. 

 Leadership: Inspiring and guiding groups and people. 

 Change catalyst: Initiating or managing change. 

 Conflict Management: Negotiating and resolving agreements. 

 Building bonds: Nurturing instrumental relationships. 

 Collaboration and co-operation: Working with others towards shared goals. 

 Team capabilities: Creating group synergy in pursuing collective goals. 
 

Employee Job Performance 

 In terms of performance at work, how individuals perform habitually means the degree to which 

they help their organizations to achieve organizational strategic goals. Employee Performance is defined 

as the tasks that comprise standard job descriptions, and declares that it is affected by variables such as 

maintaining good interpersonal relations, absenteeism, and withdrawal behaviours, substance abuse 

and other behaviours that increase hazards at the workplace. Job performance relies on the demands of 

the job, the goals and the mission of the organization and the beliefs of the organization about which 

https://en.wikipedia.org/wiki/Social
https://en.wikipedia.org/wiki/Emotional
https://en.wikipedia.org/wiki/Cognitive
https://en.wikipedia.org/wiki/Prosocial_behavior
https://en.wikipedia.org/wiki/Prosocial_behavior
https://en.wikipedia.org/wiki/Prosocial_behavior
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behaviours are mostly valued. Job performance, most commonly refers to the degree a person performs 

his job well. Performance is an extremely important criterion that relates to organizational outcomes 

and success. 

 
Social Competence and Employee Job Performance 

 Campbell describes job performance as an individual level variable. That is performance is person's 

behaviour and something a single person does. Performance is not outcomes.  Outcomes are the result 

of an individual's performance. Social competence deals with how one handles relationships. Social 

competence also refers to social interaction with groups and a sense of belonging among the groups. 

Therefore, this study focuses on how social competence of an individual at work influences the job 

performance. 

 
Objectives of the Study 

 To analyse the impact of social competence on employee job performance. 

 To identify the factors of social competence and employee job performance. 

 
Review of Literature 

 Rebecca Abraham (2004) [1]found that employees in a state of flow that is, those who find 

psychological safety and meaningfulness in their work will be motivated to be superior performers. 

Employee feel cognitively and emotionally connected to the job when they perceive management 

support, clear expectations, freedom of expression, coherence between their work and 

organizational goals, and recognition for their efforts. Such emotional connection leads motivated 

employees to respond to psychological meaningfulness and safety with deeper job involvement. 

Thus motivated employees will demonstrate greater job involvement and superior performance. 

 Nishad Nawaz (2015) [2]investigated the impact of the elements of emotional competence such as 

self-awareness, self-motivation, self-regulation, social awareness, social skills and emotional 

receptivity on employee competence. The study revealed that self-awareness, self-motivation and 

self-regulation help to get rid of any difficulty which is considered as personal competence in the 

work place. Social awareness, social skills and emotional receptivity help to get solutions for any 

problem and they represent social competence in the work place. Thus the study shows a positive 

significance between emotional competence and employee competence. 

 Ioannidou. F and Konstantikaki. V (2008) [3]aimed at describing the concept of empathy and 

emotional intelligence, compare it to other similar concepts and clarify their importance as vital 

parts of effective social functioning. Emotional understanding, respect, authenticity, self-exposure 

and resolution are some of the basic conditions to be fulfilled for effective social communication. 

 M. Uma and L. Uma Devi (2005)[4]determined that gender has positive significant relationship 

with social responsibility dimension, which indicates that male is more socially responsible than 

female. 

 Muhammad WaqasChughtai and Khadeejah Lateef (2015)[5]analysed that there is a strong 

correlation between social awareness and employee performance and found that social awareness 

is a good predictor of employee performance, because with knowing behaviour of seniors who 

guide those with positive attitude may lead to success in shape of better performance. 
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Hypothesis 

 H01: There is no significant association between social competence and employee job performance. 

 H02: There is no significant association between factors of employee job performance and social 

competence. 

 H03: There is no significant association between factors of social competence and employee job 

performance. 

 
Research Methodology 

 Research methodology is a way to systematically solve the research problem. It may be understood 

as a science of studying how research is done scientifically. The scope of research methodology is wider 

than that of research methods. 

 
Sampling Techniques 

 The Convenient Sampling method was used for collecting data from the respondents. 

 
Sample Units 

 In this study, Employees working in various domain were targeted for collecting data. Therefore, for 

the survey, the sampling units were Employees from Banking, Information technology, Logistics, 

Manufacturing, Telecommunications etc. 

 
Sample Size  

 The Sample Size of the study is 81 respondents who work in various domain such as Banking, 

Information technology, Logistics, Manufacturing, Telecommunications etc. 

 
Statistical Techniques used 

 Percentage Analysis 

 Reliability Test 

 Factor Analysis 

 Correlation Analysis 

 
Limitations of the Study 

 Data had to be collected within a short time.  

 The sample size was limited to 81 respondents.  

 The respondents may behave or give opinions differently at different times because of their 

psychological temperament. This may affect the research study.  

 Validity and Reliability of the data obtained depends on the responses from the respondents. 

 
Data Analysis and Interpretation 
Percentage Analysis 

Distribution of Demographic Variables of the Respondents 

Demographic Variables Classification No. of Respondents Percentage 

 

Gender 

Male 41 50.6 

Female 40 49.4 

Total 81 100.0 
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Age 

20 Years – 25 Years 15 18.5 

26 Years – 30 Years 55 67.9 

31 Years – 35 Years 8 9.9 

36 Years – 40 Years 1 1.2 

Above 40 Years  2 2.5 

Total 81 100.0 

 

Level of Education 

Graduation 19 23.5 

Post-Graduation 41 50.6 

Professional Course 14 17.3 

Others 7 8.6 

Total 81 100.0 

 

 

Work Experience 

Below 1 Year 7 8.6 

1 Years - 2 Years 6 7.4 

2 Years - 3 Years 14 17.3 

3 Years - 4 Years 20 24.7 

Above 4 Years 34 42.0 

Total 81 100.0 

 

 

Monthly Income 

Below Rs. 10,000 4 4.9 

Rs. 10,001-Rs. 25,000 36 44.4 

Rs. 25,001-Rs. 50,000 32 39.5 

More than Rs. 50,000 9 11.1 

Total 81 100.0 

 

Family Type 

Nuclear family 58 71.6 

Joint family 23 28.4 

Total 81 100.0 

Source: Primary data 

 
Inference 

 The above table shows the result of respondents demographic which includes gender, age, 

education, experience, monthly income and family type. Most of the respondents are between the age 

group of 26 years to 30 years (67.9%). 50.6% are male respondents, 42% respondents have experience 

above 4 years, 44.4% respondents earn monthly income between Rs. 10,001 to Rs. 25,000, 50.6% 

respondents have done post-graduation and 71.6% belong to nuclear family. 

 
Reliability Test 

 To measure the internal consistency and reliability of the instrument developed for measuring 

Social competence and Employee job performance, Cronbach's Alpha Coefficient was calculated by using 

SPSS 20. The value of Cronbach’s Alpha is summarized below in table: 

 
Reliability Statistics 

Cronbach's Alpha Number of Items 

.938 39 

Source: Primary data 
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Inference 

 It can be observed that the instrument for Social competence and Employee job performance has 

attained Cronbach Alpha value of 0.938. For the purpose of basic research, the Cronbach alpha values 

should be higher than 0.7. The Cronbach Alpha is 0.938 hence it can be proved that there is consistency 

in responses. Therefore 93.8% data are reliable in the study. 

 
Factor Analysis for Employee Job Performance 

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.813 

Bartlett's Test of Sphericity 
Approx. Chi-Square 735.213 

Df 253 
Sig. 0.000 

Source: Primary data 

 
Inference  

 The appropriateness of data set for factor model was tested using Kaiser Meyer Olkin (KMO). The 

value of KMO statistic 0.813 was found which is greater than the desirable value of 0.5. Thus the 

correlation between the pairs of variables is explained by other variables and hence factor analysis was 

found to be an appropriate analysis technique. 

 Bartlett’s test of Sphericity was used to test correlation of the variables are uncorrelated, thus the 

correlation matrix is identity matrix. It is observed from the above table that the views of the value of 

Bartlett 's Test demonstrates the value of 735.213 with a significance of 0.000, it can be concluded that 

there is a highly significant correlation between the statement, so it can be stated that the research 

instruments are qualified validity. Null hypothesis is rejected. These tests provide a minimum standard 

which should be passed before a principal component analysis or a factor analysis. A significant result 

(Sig. < 0.05) indicates matrix is not an identity matrix; i.e., the variables do relate to one another enough 

to run a meaningful Factor analysis. 

Source: Primary data 

Inference 

Rotation sum of Squared loadings  

 The matrix of factor loadings is rotated 

orthogonally using Varimax rotation. Total 

amount of variance accounted for its 

redistributed over the two extracted factors. 

This helps making the factors distinct. In the 

above table, total 67.505% variance is 

redistributed over the 7 factors. 

 
 

Rotated Component Matrixa 
Dimension of Employee Job Performance 

Employee Job 
Performance 
Dimensions 

Scales of Employees Job Performance Loadings Variance 

Component – 1 
I plan the steps need to complete tasks 0.708 

15.058 I take the initiatives in solving job-related problems 0.699 
I don’t hesitate in making decisions 0.691 

Total Variance Explained 

Component 
Rotation Sums of Squared Loadings 
Total % of Variance Cumulative % 

1 3.463 15.058 15.058 
2 3.350 14.566 29.624 
3 2.209 9.605 39.229 
4 1.832 7.966 47.196 
5 1.611 7.003 54.198 
6 1.606 6.981 61.179 
7 1.455 6.326 67.505 

Extraction Method: Principal Component Analysis. 
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I undertake routine duties with energy and optimism 0.665 
I complete my duties and responsibilities 0.532 
I monitor current work progress 0.462 

Component – 2 

I am a volunteer for extra assignments / tasks 0.813 

14.566 

I offer ideas for improving the work unit or organization 0.670 
I openly demonstrate public support for the company 0.654 
I have technical knowledge to complete job task 0.633 
I can work well under pressure 0.544 
I stay late to complete a job if necessary 0.494 
I inspire others to achieve company goals 0.480 

Component – 3 
I defend supervisor decisions 0.768 

9.605 I communicate clearly and effectively 0.709 
I keen to seek information related to my job 0.453 

Component – 4 
I meet deadlines 0.744 

7.966 
I identify work-related problems 0.640 

Component – 5 
I can work well with little supervision 0.864 

7.003 
I clearly specify to others what needs to be done 0.452 

Component – 6 
I have the ability to work independently 0.817 

6.981 
I have the ability to grow in the job 0.593 

Component – 7 I am coming to work on time 0.816 6.326 
* Reliability Statistics –Validity - Cronbach's Alpha Value 0.884 (88.4 %) of 23 items 
** Communalities range between 0.506 (EJP 15) to 0.789 (EJP 21) 
*** Total Variance Explained 67.505 Percent 
**** KMO and Bartlett's Test Explained = 0.813; Approx. Chi-Square 735.213; Df 253; Sig. 0.000 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 20 iterations. 

Source: Primary data 
 
Inference 

From the above table the following factors of Employee job performance are identified: 

 Factor 1: Task Performance 

 Factor 2: Contextual Performance 

 Factor 3: Communication 

 Factor 4: Dedication 

 Factor 5: Supervision 

 Factor 6: Job Enrichment 

 Factor 7: Punctuality 

Therefore, the above factors describe an Employees’ performance in a particular job. 
 

Factor Analysis for Social Competence 
KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.861 

Bartlett's Test of Sphericity 
Approx. Chi-Square 735.274 
Df 120 
Sig. 0.000 

Source: Primary data 

Inference 

 The appropriateness of data set for factor model was tested using Kaiser Meyer Olkin (KMO). The 

value of KMO statistic 0.861 was found which is greater than the desirable value of 0.5. Thus the 

correlation between the pairs of variables is explained by other variables and hence factor analysis was 

found to be an appropriate analysis technique. 
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Total Variance Explained 

Component 
Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % 
1 3.965 24.778 24.778 
2 3.448 21.547 46.326 
3 2.796 17.477 63.803 

Extraction Method: Principal Component Analysis. 
Source: Primary data 

 
Inference 

Rotation sum of Squared loadings  

 The matrix of factor loadings is rotated orthogonally using Varimax rotation. Total amount  of 

variance accounted for its redistributed over the two extracted factors. This helps making the factors 

distinct. In the above table, total 63.803% variance is redistributed over the 3 factors. 

Rotated Component Matrixa 
Dimension of Social Competence 

Social 
Competence 

Scales of Social Competence Loadings Variance 

Component – 
1 

Actively promotes a friendly climate, good morale and co-
operation 

0.759 

24.778 

Identifies and encourages opportunities for collaboration 
across and within groups 

0.736 

Respects, treats with courtesy and relates well to people of 
diverse backgrounds 

0.730 

Accurately reads key relationships and social networks in 
groups, organisation or the wider world 

0.621 

Pays attention and listens 0.605 
Demonstrates an ability to see things from someone else’s 
perspective 

0.601 

Understands the underlying causes for someone’s feelings, 
behaviour or concerns 

0.586 

Component – 
2 

Maintains co-operative working relationships 0.819 

21.547 
Understands the organisation’s values and culture 0.811 
Expresses positive expectations or respect for others at work 0.700 
Asks questions to understand another person 0.480 

Component – 
3 

Brings disagreements and grievances into the open 0.833 

17.477 

Focuses disagreements on the issues or actions involved rather 
than on the person 

0.696 

Finds a common idea to which all parties in a conflict can 
endorse 

0.609 

Understands political forces at work in the organisation 0.574 
Helps reduce conflicts 0.538 

* Reliability Statistics –Validity - Cronbach's Alpha Value 0.921 (92.1 %) of 16 items 
** Communalities range between 0.481(SC3) to 0.777(SC 14) 
*** Total Variance Explained 63.803 Percent 
**** KMO and Bartlett's Test Explained = 0.861; Approx. Chi-Square 735.274; Df120; Sig. 0.000 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 8 iterations. 

Source: Primary data 
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Inference 

 From the above table the following factors of Social competence are identified: 

 Factor 1: Social Awareness 

 Factor 2: Social Skills 

 Factor 3: Conflict Management 

 Therefore, the above factors describe Social competence an Employee should possess to excel in 

his/her performance. 

 
Correlation Analysis 

 H01: There is no significant association between employee job performance and social competence. 

Correlations 

 
Employee Job 
Performance 

Social Competence 

Employee Job 
Performance 

Pearson Correlation 1 .701** 
Sig. (2-tailed)  .000 

N 81 81 

Social 
Competence 

Pearson Correlation .701** 1 
Sig. (2-tailed) .000  

N 81 81 
**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary data 

 
Inference 

 In the above table, the Pearson correlation co-efficient value is 0.701 which shows positive 

correlation between employee job performance and social competence. In the above table, p value is 

less than the significance level of 1%, hence the null hypothesis is rejected and alternate hypothesis is 

accepted and it is concluded that there is significant association between employee job performance 

and social competence. 

 H02: There is no significant association between factors of employee job performance and social 

competence. 

Correlations 

Factors 
Social Competence 

Pearson Correlation Sig. (2-tailed) N 
Task Performance .562** .000 81 
Contextual Performance .596** .000 81 
Communication .552** .000 81 
Dedication .451** .000 81 
Supervision .407** .000 81 
Job Enrichment .335** .002 81 
Punctuality .115 .309 81 
Social Competence 1  81 

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

 
Inference 

 In the above table, contextual performance is highly and positively significant with social 

competence, whereas punctuality is positive but not significantly correlating with social competence. 
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Therefore, all factors of employee job performance except punctuality have significant association with 

social competence. 

 H03: There is no significant association between factors of social competence and employee job 

performance. 

Correlations 

Factors 
Social 

Awareness 
Social 
Skills 

Conflict 
Management 

Employee Job 
Performance 

Employee Job 
Performance 

Pearson Correlation .653** .578** .635** 1 
Sig. (2-tailed) .000 .000 .000  
N 81 81 81 81 

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

 
Inference 

 In the above table, social awareness is highly and positively correlated with employee job 

performance. Therefore, all factors of social competence have significant association with employee job 

performance and hence we reject the null hypothesis and accept the alternate hypothesis. 

 
Findings, Suggestions and Conclusion 

Findings 

 Factors identified for employee job performance are task performance, contextual performance, 

communication, dedication, supervision, job Enrichment and punctuality. 

 Factors identified for social Competence are social awareness, social skills and conflict 

management. 

 Contextual performance is positively correlated with social competence and social awareness is 

positively correlated with employee job performance. 

 
Suggestions 

 Training programmes should be organised by the management to improve employees’ social 

competence which in turn contributes to work performance. 

 Ideas and suggestions given by employees should be recognised. 

 Employees should be socially responsible to become socially competent. 

 Every employee should be made part of the corporate social group and must not be isolated which 

will affect their performance. 

 Development of social competence will help to reduce conflicts in work place. 

 
Conclusion  

 This study is designed to understand the role of social competence in determining the employee job 

performance. After testing the hypothesis related to social competence and employee job performance, 

it is found that the contextual performance factor of employee job performance contributes significantly 

to social competence. Social awareness factor of social competence contributes significantly to 

employee job performance. Contextual performance implies extra tasks, effort, initiative, enthusiasm, 

attention to duty, resourcefulness, industriousness etc. Hence employees should possess the above 

mentioned elements to be more socially competent. Social awareness consists of empathy, service 
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orientation, developing others, leveraging diversity and political awareness. Therefore, to perform well 

in a job the employee should be socially efficient.  
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Abstract 

 The rapidly increasing numbers of consumers use various websites for both pre-purchase information 
search and online shopping. But very little is known about how consumers make purchase decisions in such 
settings. A unique characteristic of online shopping is that they allow vendors to create retail interfaces 
with various features. Consumers’ perspective is the implementation of sophisticated tools designed to 
assist shoppers in making their purchase decisions customizing the online shopping environment to their 
individual preferences. This paper examines the most important decision making factors in online shopping 
from the customers’ perception. 
Keywords: online shopping, decision making and customers’ perception. 

 
Introduction 

 An online shop, e-shop, e-store, internet shop, web shop, webstore, online store, or virtual store 

evokes the physical analogy of buying products or services at a bricks-and-mortar retailer or in a 

shopping Centre. The process is called Business-to-Consumer (B2C) online shopping. This is the type of 

electronic commerce conducted by companies such as Amazon.com. When a business buys from 

another business it is called Business-to-Business (B2B) online shopping. The rapidly increasing 

numbers of consumers use various websites for both pre-purchase information search and online 

shopping. But very little is known about how consumers make purchase decisions in such settings. A 

unique characteristic of online shopping is that they allow vendors to create retail interfaces with 

various features. Consumers’ perspective is the implementation of sophisticated tools designed to assist 

shoppers in making their purchase decisions customizing the online shopping environment to their 

individual preferences. Perceptions are viewed as consumers’ preference for this research work. This 

paper examines the most important decision making factors in online shopping from the customers’ 

perception. This paper is a part of my major Ph.D., research work. 

 
Review of Literature 

 Webcheck’s (1999)1 study shows that convenience factor is one of the biggest advantages of 

online shopping. Through online purchase clients can easily compare the price than the outdated 

purchase. So price comparison is also another convenience factor of online shopping.  

 Alfredo Vellido, et al (2000)2 had suggested that management decision making process may be 

focused on factors like consumer risk awareness, shopping knowledge, customer provisions and 

environmental control. These factors influence prospective customers to outweigh the effects of 

demographic, socioeconomic or web usage variables.  
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Objectives of the Study 

 To analyze the consumers’ perceptions in decision making factors in online shopping environment. 

 
Research Methodology 

a. Research Design: This is a scientific and systematic study. The basic information is obtained 

through the survey method by administering a questionnaire through personal enquiries. Statistical 

tools are used to identify the different factors affecting consumers’ decision making when they do 

online shopping. 

b. Data for the study: The data have been collected from the following sources of information for the 

purpose of this study. Primary data and secondary data used for this research work. This study is 

confined to Chennai city only, since Chennai is a prominent metropolitan city in not only in the state 

of Tamil Nadu and fast developing in India.  

c. Questionnaire Design: The study depends upon both independent and dependent variables. In the 

present study, the demographics of consumers are considered as independent variables and the 

variables in Likert’s five point scale are dependent variables. 

d. Sample Size and Sample Criteria: The secondary data revealed that there are around eighty arts 

and science colleges in and around Chennai district. Students pursuing various courses and 

different levels of graduation in these colleges account for more than two lakh population. 

Therefore the research indent is circulated at least .5% of the total population. Convenient sampling 

technique is also adopted. The sample size is 558. 

 
Limitations of the Study 

 The sample size of the study is restricted to 558 and it covers consumers of Chennai city only due to 

time and cost factors. The study takes into account only limited factors influencing the consumers’ 

perception and expectations in online shopping. The study assumes information given by the consumers 

as valid and reliable. This study is not a comparative study between different online shopping websites. 

The study focuses mainly on the factors influencing the consumers’ perception in decision making 

factors online shopping environment.  

 
Analysis of Consumers Perception in Decision Making Factors in Online Shopping Environment 

Factors of Decision making towards online shopping 

 The Decision making factors of the consumers comprises 17 variables in Likert’s five point scale, 

which ranges from ‘extremely helpful’ to ‘not at all helpful’. The application of factor analysis is 

presented in the following table. 

 
Table No 1 KMO and Bartlett’s Test of Consumer Decision making 

Kaiser-Meyer-Olkin measure of Sampling Adequacy .795 

Bartlett’s Test of Sphericity 
Approx. Chi-Square 11475.734 

Df 91 
 Source: Computed data 

 From the table no.1, it is found that the KMO value point is .795 and Bartlett’s Test of Sphericity is 

approximately is 11475.734 which are statistically significant. This indicates that the sample size is 

adjustable for data reducing. 
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 From the table no. 2, it is found that the variance ranges from .667 to .931. This indicates that the 

variance of 17 variables ranges from 66.7% to 93.1%. This implies that the variance is sufficient for 

grouping the variables. The 17 variables are reduced into three predominant factors with its underlined 

variances of 34.157, 24.991 and 24.236 along with cumulative variance of 83.385 which is statistically 

significant to carry on the data reduction process. 

 
Table No 2 Total Variance and Communalities of Consumers Decision making 

 
Com-

ponent 

Initial Eigen values 
Rotation Sums of Squared 

Loadings Communalities 
(Extraction) 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

1 8.478 60.557 60.557 4.782 34.157 34.157 .882 

2 1.835 13.110 73.667 3.499 24.991 59.149 .914 
3 1.361 9.718 83.385 3.393 24.236 83.385 .905 
4 .745 5.324 88.709    .747 
5 .489 3.494 92.203    .838 
6 .350 2.498 94.700    .858 
7 .221 1.582 96.282    .873 
8 .197 1.410 97.693    .864 
9 .122 .873 98.565    .793 

10 .059 .424 98.990    .667 
11 .058 .414 99.404    .670 
12 .036 .259 99.664    .886 
13 .030 .217 99.880    .931 

14 .017 .120 100.000    .845 

Source: Computed data 

 From the above table, it is found that Factor One comprises six variables: Privacy of information 

(.870), Safety and security (.870), Guarantees and warrantees (.836), Good description of goods (.780), 

Options of discounts (.748), Promotions and advertisements (.707). Therefore, this factor can be rightly 

named as “Protection”. Factor Two comprises four variables: Latest products (.922), Brand name 

(.896), Attractive Price and quantity (.864), Return policies (.640), Therefore, the factor can be named as 

“Product Variety”. Factor Three comprises four variables: Ordering surprise gift (.893), Comparison of 

products (.893), Options of payment (like EMI) (.841), Variety of global products (.653), Therefore, the 

factor can be called as “Product Assessment”. 

 The consumers’ decision making process towards online shopping directly links with ‘Protection of 

the consumers’. The consumers’ decision making is also influenced by Product Variety. The primary 

data reveals that Product Assessment is the predominant inducing factors of the consumers who do 

online shopping. 

 
Regression Analysis 

 A parametric relationship among the factors of consumers’ perceptions in online shopping 

decisions. 

 
Influence of Consumers Perception on Decision Making 

 The factor analysis reveal five factors of consumers preference like Innovative Features, 

Attractiveness, Price Value, Easy shopping and Quality time, 3 factors of decision making namely 
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Protection, Product variety and Product Assessment. The linear multiple regression analysis is applied 

and the following results are applied. Anupriya Kaur and Y. Medury, had revealed “that urban Indian 

adolescents have a significant influence on the family decision making process. They used two sub-

decisions categories like high-technology products and vacation planning. This examination states that 

teenage children’s role in decision making was found to be more than the mid-value in all cases except 

in the commercial decision-how much to spend for both product categories. Also, they suggest that 

engaging with the internet and gaining consumption related knowledge significantly impacts the 

teenager’s role in family decision making.” 

(a)  First decision making factor ‘Protection’ depends on consumers preference 

  From the below table, it is found that, R2=.224, adjusted R2=.217 with std. Error of estimate .884. 

This implies consumer preference influence 22.4% variance over decision making like Protection, 

Product variety and Product Assessment. This leads to regression fit as shown in above table. The 

F=31.908, P=.000 are statistically significant at 5% level of significant. 

Table No 3 Model Summary, ANOVAa and Co-efficientsa for Protection on Consumers Preference 

R 
Square 

Adjusted 
R Square 

F 
ANOVA 

Sig. 
Model 

Standardized 
Coefficients t 

Co-
efficient 

Sig. Beta 

.224 .217 31.908 .000b 

Constant  .000 1.000 
Innovative 
features 

.449 11.968 .000 

Attractiveness -.005 -.134 .893 
Price value -.020 -.545 .586 
Easy shopping .122 3.245 .001 
Quality time .088 2.339 .020 

a. Dependent Variable: Protection 

b. Predictors: (Constant), Quality time, Easy shopping, Price value, attractiveness and innovative 

features. 

Source: Computed data 

 The ‘Innovative features’ less than 0.05% (β=.449, t=11.968, P=.000) are statistically significant at 

5% level. This implies that the respondents while exercising prudence in their spending, relies in the 

‘protection’ of online shopping features which has a direct co-relation with innovative features. 

Similarly, ‘Easy shopping’ and ‘Quality Time’ are less than 0.05% (β=.112 and .088, t=3.245 & 2.339, 

p=.001&.020 respectively) are statistically significant at 5% level. This clearly states that easy shopping 

and quality time of the respondents highly depends on the protection factor provided by the online 

shopping websites.  

(b) Second decision making factor ‘Product variety’ depends on consumers preference  

 From the below table, it is clear that, R2=.537, adjusted R2=.532 with std. Error of estimate .683. 

This implies consumer preference influence 53.7% variance over decision making like Protection, 

Product variety and Product Assessment.  

Table no 4 Model Summary, ANOVAa, Coefficienta for Product Variety on Consumers Preference 

R 
Square 

Adjusted 
R Square 

F 
ANOVA 

Sig. 
Model 

Standardized 
Coefficients t 

Co-
efficient 

Sig. Beta 

.537 .532 127.807 .000b 

Constant  .000 1.000 

Innovative 
features 

-.155 -5.357 .000 
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Attractiveness -.097 -3.345 .001 
Price value .045 1.566 .118 
Easy shopping .260 8.956 .000 
Quality time .659 22.726 .000 

a. Dependent Variable: Product Variety 

b. Predictors: (Constant), Quality time, Easy shopping, Price value, attractiveness and innovative 

features. 

Source: Computed data 

 From the above table, it is found that, F=127.807, P=.000 are statistically significant at 5% level of 

significant. The ‘Innovative features’ and ‘Attractiveness’ less than 0.05% (β=-.155&-.097, t=-5.357&-

3.345, P=.000&.001 respectively) are statistically significant at 5% level. This implies that the 

respondents with variety seeking buying behavior rely on ‘Innovative features’ and ‘attractiveness 

regardless’ of the price of the product. Similarly, ‘Easy shopping’ and ‘Quality time’ are less than 0.05% 

(β=.260 & .659, t=8.956 & 22.726, p=.000 & .000 respectively) are statistically significant at 5% level. 

This clearly states that easy shopping and quality time of the respondents have to depend on the 

product variety so that they can have an easy shopping with their quality time. 

 
(c)  Third decision making factor ‘Product Assessment’ depends on consumers preference 

 From the below table, it is found that, R2=.343, adjusted R2=.337 with std. Error of estimate .814. 

This implies consumer preference influence 34.3% variance over decision making like Protection, 

Product variety and Product Assessment.  

 
Table No 5 Model Summary, ANOVAa, Coefficienta for  

Product Assessment on Consumers Preference 

R 
Square 

Adjusted 
R Square 

F 
ANOVA 

Sig. 
Model 

Standardized 
Coefficients t 

Co-
efficient 

Sig. Beta 

.343 .337 57.516 .000b 

Constant  .000 1.000 

Innovative 
features 

.213 6.175 .000 

Attractiveness .110 3.175 .002 
Price value .462 13.377 .000 
Easy shopping -.198 -5.726 .000 
Quality time .181 5.257 .000 

a. Dependent Variable: Product Assessment 

b. Predictors: (Constant), Quality time, Easy shopping, Price value, attractiveness and innovative 

features. 

 Source: Computed data 

 The above table shows, F=57.516, P=.000 are statistically significant at 5% level of significant. It is 

found that all the consumers preference factors like Innovative features, attractiveness, price value, easy 

shopping and quality time are less than 0.05% (β=.213, .110, .462, -.198 & .181 , t=6.175, 3.175, 13.377, 

-5.726 & 5.257, P=.000, .002, .000, .000 and .00 are respectively ) are statistically significant at 5% level. 

This implies that the respondents who generally evaluate each and every product service take into their 

account the above mentioned consumers preference factors in their product assessment. This clearly 

states that ‘product assessment’ has to depend on all the five factors of consumers’ preference.  
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 H0: There is no significant influence of preference of online consumers on their decision making.  

 The application of linear multiple regression analysis on the independent factors of consumer 

preference and the dependent factors of purchase decision clearly ascertained significant R square 

values and F values at 5% level. Therefore, the null hypothesis is rejected at 5% level and concluded that 

there is a significant preference of online consumers on their decision making.  

 
ANOVA for Consumers Perception of Decision Making towards Online Shopping Environment 

 Influence of independent variables on the factors of perception of consumer preference, decision 

making,. The present researches consider the factors relating to the consumer perception towards the 

online shopping. The literature review identifies the predominant factors influencing the purchase. In 

this juncture, it is important to establish the relationship between demographic and purchase details. 

Therefore, One Way Analysis of Variance is applied for the independent variables age, Krishnamurthy S. 

Raman, et.al, have investigated “the special effects of the demographic variables of femininity, phase, 

salary and learning, based on the models of media sincerity and shopper trait and involvement.” 

 
Influence of Age on Consumer Perception towards online shopping 

 
Table No 6 One Way Analysis of Variance of Factors of Consumer perception with Regards to Age 

Factors  
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

Consumer 
preference 

Between Groups 76.819 8 9.602 
30.877 .000 Within Groups 170.734 549 .311 

Total 247.554 557  

Decision 
making 

Between Groups 123.400 8 15.425 
68.961 .000 Within Groups 122.799 549 .224 

Total 189.554 557  
 Source: Computed data 

 Different age groups of consumers and their perceptual difference with the factors of consumer 

perception is established in the following table Analysis of Variance (ANOVA)  From the above table it is 

found that consumer preference (F = 30.877), Decision Making (F = 68.961), differ significantly with 

regard to age at 5% level. This lead to mean wise comparison of the factors which revealed that the 

consumers age of 20 years and 22 years strongly disagree with their consumer preference 

(Mean=1.5704), decision making (Mean=1.3378) towards online shopping. It is also identified that the 

age of 19 years disagree with their perceived risk (Mean = 3.9726), towards online shopping. 

 
Findings from the Study 

  It is found that Easy Shopping and Quality Time of the respondents highly depend on the Protection 

and Product Variety factor provided by the online shopping websites. It is also revealed that Product 

Assessment has to depend on all the five factors namely Innovative Features, Attractiveness, Price 

Value, Easy Shopping and Quality Time factors provided by the online shopping websites. It is proved 

that there is a significant association between the influences on preference of online shopping 

consumers on their decision making. 

 
Conclusion 

  The present study is aimed at examining the consumers’ perception in decision making factors in 

online shipping environment with the help of background literature and survey method, it is found that 
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the consumers perception has direct link with Protection and Product Variety. Product Assessment 

highly influences the online shoppers.  

 
Scope for Further Research 

 The present work is a study on consumers’ perception in decision making factors in online 

shopping environment with special reference to Arts and Science college students in Chennai city. 

Further research on the following lines will be useful in reinforcing the present findings as there are so 

many changes have been taking place in the IT sectors, engineering and medical college students 

perceptions in decision making of online shopping environment. 

 
References 

1. Abhigyan Sarkar (2011), “Impact of Utilitarian and Hedonic Shopping Values on Individual’s 

Perceived Benefits and Risks in Online Shopping”, International Management Review. 

2. Adam P. Vrechopoulos, Robert M. O’Keefe, Georgios I. Doukidis, George J. Siomkos, (2004), “Virtual 

store layout: an experimental comparison in the context of grocery retail, Journal of retailing, Vol.80. 

3. Alfredo Vellido, Paulo J. G. Lisboa and Karon Meehan (2000), “Quantitative characterization and 

prediction of on-line purchasing behaviour: A latent variable approach”, International Journal of 

Electronic Commerce, Summer, Vol.1, No.1, Pp.83. 

4. ArunThamizhvanan, M.J. Xavier, (2013) “Determinants of customers’online purchase intention:an 

empirical study in India”, Journal of Indian Business Research. 

5. Chee Wei Phang, AtreyiKankanhalli, Karthik Ramakrishnan and Krishnamurthy S. Raman (2010), 

“Customers’ preference of online store visit strategies: an investigation of demographic variables”, 

European Journal of Information Systems. 

6. Despina A. Karayanni,(2003), “Web shoppers and non-shoppers: Compatibility, relative advantage 

and demographics”, European Journal review, Vol.15, No.3. 

7. Sherila and Stanford, “Comparing online and non-online shoppers”, International journal of 

consumer studies, March 2003, Vol.27, No.2. 

8. UpakulSarmah, Mrinmoy K. Sarma (2013), “E-Service Quality: Preferences of Online Shoppers in 

Five Indian Cities”, International Journal of Marketing and Business Communication. 

9. Webcheck, ”Marketing and selling to the South African web user”, 1999, online: 

http://www.webckeck.co.za, (Retrieved 2011-25-03). 

10. Wolfinbarger, Mary;Gilly, Mary C, (2001), “Shopping online for freedom, control, and fun”, California 

Management Review. 

 
Websites 

1. www.anamikas.hubpages.com 

2. www.BlogHug.com 

3. www.ecommercetimes.com 

4. www.emerald.com 

5. www.eshoppy.biz 

6. www.etailers.co.uk 

 

 

http://www.anamikas.hubpages.com/
http://www.bloghug.com/
http://www.ecommercetimes.com/
http://www.emerald.com/
http://www.eshoppy.biz/
http://www.etailers.co.uk/


 
 
 

 

94 | P a g e  

International Conference on Social Innovation and Social Responsibility A Key to Sustainable Development and Solutions 

Ethiraj College for Women (Autonomous), Chennai 

 

 

INFLUENCE OF CORPORATE SOCIAL RESPONSIBILITY ON JOB HOPPERS  

IN PRIVATE SECTOR COMPANIES 

  

 
Dr.Hannah Frederick, Ph.D.,  

Associate Professor, Department of Commerce, Madras Christian College (Autonomous), Tambaram, Chennai 

 
Joy Christy Hemema 

  Research Scholar, Department of Commerce, Madras Christian College (Autonomous), Tambaram, Chennai  

 

Abstract  
 Corporate social responsibility (CSR) is regarded as voluntary behavior towards the welfare of the society. 
Corporate social responsibility has received a great deal of attention lately in order to make companies responsible to 
the society. Companies therefore engage in corporate social responsibility as they feel that some kind of competitive 
advantage accrues to them. Companies having good reputation of CSR are able to improve their relationship with the 
society. They are able to attract skilled employees and motivate them, thereby improving their morale, commitment 
and loyalty to the company. Job seeker’s feel it prestigious to work in companies following CSR. They feel that if the 
organization cares for the environment and community they will probably also care for their employees. Job hopping 
is now a present trend among the employees especially in private sector. The paper therefore studies the 
attraction of job hoppers towards companies following CSR with special reference to CS R practiced for the 
benefit of the employees in the organization and also CSR practiced in the organization. Appropriate statistical 
technique has been applied to find the influence of corporate social responsibility on job hoppers in the private 
sectors with special reference to Chennai city.  
Keywords: Corporate social responsibility, Employees, Job hopping, Attraction 

 
Introduction 

 The Corporate social responsibility (CSR) is one of the hotly debated topics in today’s highly 

competitive business world. The concept has long evolved from being merely a “nice but optional 

activity” to virtually mandatory for many companies, and as such, these companies nowadays exercise 

increased willingness to act responsible towards key social issues. Corporate social responsibility (CSR) 

refers to a business entity’s attention to the fulfillment of responsibilities to multiple stakeholders 

which exist at various levels: economic, legal, ethical, and philanthropic (Carroll, 1991a).  

 Corporate Social Responsibility is about an organization taking responsibility for the impacts of its 

decisions and activities on all aspects of society, the community and the environment. It’s about 

contributing to the health and welfare of society, operating transparently and ethically (Muir, 2015). 

Both organization and society gain when a business actively strives to be socially responsible 

(Adeyanju, & David, O 2012.). Employees now want more from their employer than a paycheck.  

They seek a sense of pride and fulfillment from their work, and hence seek a company’s whose values 

match their own (Meister, J. 2012). Being environmentally and socially responsible can therefore be an 

important factor for recruiting the best and the brightest.  

 CSR-attraction relationship is partly due to the perception that these companies are more 

prestigious. Job seekers want to be affiliated with positively viewed organizations which indicate 

organizations adopting CSR because this will enable them to be perceived positively by others. CSR is a 

evidence for a kind of “signaling” effect. A company’s positive CSR reputation may signal to job 

applicants that the organization cares about the environment or the community, thus they probably 

care about their employees, too (Double the Donation.com). Working at these companies is appealing 



 
 
 

 
95 | P a g e  

Vol. 5                   Special Issue 1                  January 2018              ISSN: 2321-4643 

 

Shanlax International Journal of Management 

 

because job seekers expect they will be treated well. Years of recruitment, research, demonstrates that 

applicants are more attracted to firms when they perceive a fit between the organization’s values and 

their own (Willness, C.R 2010).  

 Research suggests that involvement in the company’s CSR teaches workers valuable new skills that 

they bring back to their regular roles for the company (Meister, J. 2012). According to a Nielsen survey, 

67 percent of employees prefer to work for a socially responsible company. Attracting and engaging 

your employees is no longer about the perks of a ping-pong table or free food; it’s about connecting 

them to your core mission — why you exist. Authentic CSR has the potential to provide a sense of higher 

purpose that your employees are looking for and infuse meaningful work into the organization (Minuk, 

A. 2015.) Which helps in the future development of the organization. Integration between the two parts 

of employees lives is enhanced when the organization encourages employer’s socially responsible 

behavior towards the employees, which makes them to depict the importance on employees personal 

values lives (Gallagher, M . 2016 ). 

 The basic objective in devising effective CSR strategies should be to increase CSR offering to 

employees. Thus employees must be made to be involved in the planning, design and implementation of 

CSR programs, thereby making them participants rather than onlookers (Strandberg ,C. 2009). Since 

employees know their own needs best, their involvement in CSR programs can be expected to develop 

programs that give them the most meaning and purpose. Involving employees in such ways can greatly 

assist managers in fulfilling needs that might otherwise be difficult to identify. 

 Employees see themselves as closer to their community programs of their interest and therefore 

willingly lead in designing and implementing CSR programs. For example, rather than matching 

employee donations at a charity of the company’s choice, employees prefer it when the company 

matches their donations to charities of their choice (Bhattacharya C.B, Sen. S and Korschun. D 2009). 

However, shifting the primary responsibility for CSR programs to employees does not absolve the 

company of its responsibility to be an effective enabler (Bhattacharya C.B. et al, 2007).  

 This research is therefore conducted to study the influence of corporate social responsibility on job 

hoppers in private sector companies. 

 
Review of Literature 

 Carroll (1991a) suggested that an organization must meet its responsibilities at all levels, meaning 

not only its responsibilities to generate profitable returns for shareholders and to obey laws at the 

economic and legal levels, but also its responsibilities to protect the moral rights and meet the 

expectations of consumers, employees, and the community while promoting welfare and goodwill at the 

ethical and philanthropic levels. According to (Kotler and Lee, 2004) CSR strengthens brand positioning, 

enhances corporate image and clout, increases the ability to attract employees. A Study by Davis, (1973) 

referred to CSR as “the corporate considerations of, and response to, issues beyond the narrow 

economic, technical, and legal requirements of the corporate to accomplish social and environmental 

benefits along with the traditional economic gains which the corporate seeks”.  

 According to Strautmanis. J (2008) as employees become more socially responsible, they would like 

to work for a company that is a good corporate social citizen. Hurst & Good (2009, p.574) is of the view 

that “this globally aware, socially conscious, and volunteer-minded generation is likely to perform best 

when their abilities are identified and matched with challenging work that encourages them to reach 

their full potential".  

 

http://www.nielsen.com/content/dam/nielsenglobal/apac/docs/reports/2014/Nielsen-Global-Corporate-Social-Responsibility-Report-June-2014.pdf
http://www.businessinsider.com/google-laszlo-bock-how-to-retain-employees-2015-4?utm_content=buffer39379&utm_medium=social&utm_source=linkedin.com&utm_campaign=buffer
https://philanthropost.wordpress.com/2016/03/31/brand-image-and-the-importance-of-csr-in-the-new-digital-age-part-2/
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Methodology 

 This study was conducted among employees of private sector in Chennai city who had job hopped 

from one company to another at least once in their carrier. Snowballing sampling method was used.  

The type of research used for this study is descriptive research where 150 questionnaires was administered 

to the employees in private sector, out of which the researcher obtained reliable 120 questionnaires 

with no missing data. Questions were framed on Likert 7 point rating scale. Data was entered in 

Statistical Package for Social Sciences (SPSS) ver. 20.0 for analysis and analysed. Reliability of the data 

was tested using Cronbach’s alpha for importance given to various aspects of CSR by job hoppers and 

the data was found to be reliable with an alpha value as 0.898 which is within the acceptable limit of 

0.70 and 0.90 (Panayides P. 2013). 

 
Objectives of the Study 

 To identify the interest shown by the job hoppers towards CSR. 

 To identify the CSR factors that the job hoppers consider important. 

 
Results and Discussions 

Identifying the interest shown by the job hoppers towards CSR 

 As the interest shown by the job hoppers towards CSR varies among job hoppers, the researcher 

found it compelling to apply cluster analysis, whereby K means cluster analysis was adapted to 

categorise the job hoppers based on the interest shown towards CSR. 
 

Table: 1 Final Cluster Centers 

 Cluster 

1 2 3 

Identifying and developing talents from socially and economically poor background 7 6 2 

Donating time to charity and local community  6 5 2 

Proper disposal of electrical and electronic waste to keep out of landfills 6 5 2 

Eco friendly office 6 5 2 

Holding campaigns to create awareness 6 5 2 

Rising funds for noble cause like cancer, HIV 6 4 4 

Waste management in campus 6 4 4 

Focusing on human rights 6 5 4 

Providing proper security system 6 6 5 

Respecting government rules and regulations 7 5 4 

Source: Computed 

From the above table based on the rating scale, the job hoppers were classified into 3 categories.  

Table: 2 Cluster 

Job hoppers 

 1 Showing high interest towards CSR 81.000 

 2 Showing moderate interest towards CSR 29.00 

 2 Not showing interest towards CSR  10.000 

Valid 120.000 

Missing .000 

Source: Computed 
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 To check if the groups determined by cluster analysis are statistically significant and if the variables 

significantly discriminate between the groups discriminant analysis was applied. Predictor variables 

were the various variables of CSR activities and the dependent variables were the groups determined by 

K-means algorithm in cluster analysis.  

 
Table: 3 Summary of Canonical Discriminant Functions 

Eigenvalues 

Function Eigenvalues % of Variance Cumulative % Canonical 
Correlation 1 6.121a 85.5 85.5 .927 

2 1.037a 14.5 100.0 .714 

a. First 2 canonical discriminant functions were used in the analysis. 

 The Summary of Canonical Discriminant Functions shows the canonical relation which is the 

correlation between the discriminant scores and the levels of the dependent variable. The present 

correlation of 0.927 and .714 which shows a high correlation which indicates that the function 

discriminates well.  

 
  Table : 4 Wilks' Lambda 

The Wilks’ lambda indicates the significance of the 
discriminant function. The above table indicates a highly 
significant function (p=.000) and provides the proportion 
of total variability not explained, i.e. it is the converse of 
the squared canonical correlation.  

Table : 5 Classification Resultsa,c 

 Cluster Number  
of Case 

Predicted Group Membership 
Total 

1 2 3 
Original Count 1 80 1 0 81 

2 0 28 1 29 
3 0 1 9 10 

% 1 98.8 1.2 .0 100.0 
2 .0 96.6 3.4 100.0 
3 .0 10.0 90.0 100.0 

Cross-validatedb Count 1 80 1 0 81 
2 2 25 2 29 
3 0 1 9 10 

% 1 98.8 1.2 .0 100.0 
2 6.9 86.2 6.9 100.0 
3 .0 10.0 90.0 100.0 

a. 97.5% of original grouped cases correctly classified. 
b. Cross validation is done only for those cases in the analysis. In cross validation, each case is 
classified by the functions derived from all cases other than that case. 
c. 95.0% of cross-validated grouped cases correctly classified. 

  
 The classification results reveal that 97.5% of respondents were classified correctly as job hoppers 

showing interest towards CSR, job hoppers showing moderate interest towards CSR and job hoppers 

showing no interest towards CSR. The cross validated classification showed that overall 95.0% were 

correctly classified. Thus, the final classification is shown in the below Table  

 

 

Test of 
Function(s) 

Wilks' 
Lambda 

Chi- 
square 

df Sig. 

1 through 2 .069 300.883 20 .000 
2 .491 80.047 9 .000 
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Table: 6 Classification of Job hoppers based on their interest towards CSR 

Source; Computed 

 From the above table it is clear that 
67.5% of the job hoppers show high 
interest towards CSR, 24.17 % of the 
job hoppers show moderate interest 
towards CSR and 8.33% of the job 
hoppers show no interest towards CSR.  

Inference: 

 The above table it is seen that majority (67.5%) of job hoppers show high interest towards CSR 

activities undertaken by the company. 

 
Identifying the CSR factors that the job hoppers consider important  

 To identify the CSR factors that job hoppers consider important, Exploratory Factor analysis was 

applied. 10 variables relating to job hoppers towards CSR activates that companies normally adopt was 

identified from previous research works and Factor analysis is applied using Principal Component 

method and Varimax (orthogonal) rotation with factor loading based on Eigen values greater than 1. 

Kaiser-Meyer-Olkin Statistic for measuring sampling adequacy was 0.856 which supports Factor analysis. 

Another indicator of the strength of relationship among variables is the Barlett's test of Spericity  

(2 =694.886, p =0.000) which is found significant. Thus the test results confirm the feasibility of factor 

analysis. The variance in the variables that have been accounted for in the extracted factors as shown in 

the Communalities table ranges from 0.521 to 0.810. These variables are reduced to 2 predominant 

factors with a total cumulative variance of 66.737%. These two factors loadings are reported in the 

table below.  

Table: 7 Rotated Component Matrixa Factors contributing towards CSR variables that the job 

hoppers consider important 

 Component 
1 2 

Donating time to charity and local community .873  
Identifying and developing talents from socially and economically poor background .814  
Proper disposal of electrical and electronic waste to keep out of landfills .811  
Ecofriendly office .769  
Conducting campaign for aforestation by providing free sapling to the public .729  
Respecting government rules and regulations .513  
Waste management in campus  .835 
Focusing on human rights  .790 
Rising funds for noble cause like cancer, HIV  .740 
Providing proper security system  .696 
Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser Normalization .a. 
Rotation converged in 3 iterations. 

 From the above table it is found that the most significant factor present in component 1 that the job 

hoppers consider as important consists of variables such as, donating time to charity and local community, 

identifying and developing talents from socially and economically poor background, proper disposal of 

electrical and electronic waste to keep out of landfills, ecofriendly office, conducting campaign for 

aforestation by providing free sapling to the public, respecting government rules and regulations.  

The variables for the less significant factor present in component 2 that job hoppers don’t consider that 

important are waste management in campus, focusing on human rights, raising funds for noble cause like 

cancer, HIV, and providing proper security system. 

Job hoppers % 

 1 Showing high interest towards CSR 81.000 67.50 

 2 Showing moderate interest towards CSR 29.00  24.17 

 2 Not showing interest towards CSR  10.000  8.33 

Total 120.000  100.00 
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Conclusion 

 Corporate social responsibility is considered as the need of the hour not only by companies but also 

by employees. Job hopping has become a trend especially among the youth in order to climb up the 

ladder. But majority of job hoppers (67.5%) when they seek for new jobs, in addition to their carrier 

advancement prospects, are also interested in CSR activities followed by organizations. They are 

interested in joining companies that donate time to charity and local community, identifying and 

developing talents from socially and economically poor background, proper disposal of electrical and 

electronic waste to keep out of landfills, ecofriendly office, conducting campaign for aforestation by 

providing free sapling to the public, respecting government rules and regulations. But, issues relating to 

waste management in campus, focusing on human rights, raising funds for noble cause like cancer, HIV, and 

providing proper security system they don’t seem to give importance. Hence, steps should be taken to 

create awareness on these issues as they too acts an an integral part of CSR.  
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Abstract 

 Over the past decades, sellers have followed various unethical practices to gain profits. This has been done by 
inducing consumers towards impulse buying, who later regret for having purchased the product. The sellers should 
therefore feel that they are part of the society with obligations and responsibilities. They should therefore be held 
socially responsible as per Caveat Venditor. It is high time the sellers adopt marketing strategies that will induce the 
buyers to do impulse buying on a fair and reasonable manner. A study is therefore made to elicit the opinion of the 
consumers as to how far sellers adopt unethical strategies and the role played by the consumers to become a prey to 
these impulse buying strategies adopted by the sellers. Appropriate statistical tools are adopted in order to derive at 
suitable conclusions.  
Keywords: Impulse buying, Unethical strategies, Sellers, Social responsibility, Sales promotion strategies. 
 
Introduction 

 Due to change in lifestyle and change in the consumption pattern, consumers tend to act in an 

irrational manner while purchasing goods for their consumption. Sellers have therefore tried to take 

advantage of this situation and have induced the consumers to shift their buying pattern from the 

traditional buying to Impulse buying.  

 Impulse buying is defined as relatively extraordinary and exciting consumer experience that is 

characterized by “sudden, often powerful and persistent urge to buy something immediately” (Rook, 

1987). Stern (1962), in his studies refers the term “Impulse buying" as "unplanned buying"-that is, it 

describes any purchase which a shopper makes but has not planned in advance.  

According to Choudhary.S. (2014), impulsive buying is a psychological phenomenon & the culture of 

consumption trigger buyers to succumb to temptation resulting them to buy anything without 

consideration of its consequences. Sharma, Sivakumaran, & Marshall (2010), is of the view that, in this 

hedonically complex buying behaviour, the rapidity of the impulse buying decisions prevents any 

conscious consideration of alternatives or future consequences. Bajaj et al (as cited in Dave Sumitha & 

Sondhi Shikha , 2011) in his study stated that more than 60 per cent of purchases in an organized retail 

outlet are unplanned i.e. impulsive. Sellers use various tactics to induce consumers into impulse buying. 

According to Abratt and Goodey (1990) In-store stimuli affect unplanned purchases due to promotional 

techniques like point-of-sale, shelf signs, end-of-aisles displays and special displays. 

 As sellers have started to involve in unethical strategies, American Marketing Association has 

introduced a code of ethics (Code of ethics’, n.d) to protect the consumers. They insist that marketers 

must accept responsibility for the consequences of their activities and make every effort to ensure that 

their decisions, recommendations and actions function to identify, serve and satisfy all relevant publics: 

consumers, organizations and society. Marketers shall uphold and advance the integrity, honor and 

dignity of the marketing profession by being honest in serving consumers, clients, employees, suppliers, 
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distributors, and the public, not knowingly participating in conflict of interest without prior notice to all 

parties involved and establishing equitable fee schedules including the payment or receipt of usual, 

customary and/or legal compensation for marketing exchanges. Participants in the marketing exchange 

process should be able to expect that the products and services offered are safe and fit for their 

intended uses, communications about offered products and services are not deceptive, all parties intend 

to discharge their obligations, financial and otherwise, in good faith and appropriate internal methods 

exist for equitable adjustment and/or redress of grievances concerning purchases. In the area of 

product development and management marketers must disclosure of all substantial risks associated 

with product or service usage, identify any product component substitution that might materially 

change the product or impact on the buyer's purchase decision and identify extra cost-added features. 

In case of promotion of the product the marketers should avoid false and misleading advertising, reject 

high-pressure manipulations, or misleading sales tactics and avoid sales promotions that use deception 

or manipulation. With regard to distribution of products marketers must not manipulate the availability 

of a product for the purpose of exploitation, not use coercion in the marketing channel and not exert 

undue influence over the reseller's choice to handle a product. With respect to pricing the marketers 

must not engage in price fixing, they must not practice predatory pricing and they should disclose the 

full price associated with any purchase. Marketers who involve in marketing research must prohibit 

selling or fund raising under the guise of conducting research, maintain research integrity by avoiding 

misrepresentation and omission of pertinent research data and treat outside clients and suppliers fairly.  

 
Review of Literature 

 Angela. H. (2000), in his study on “A multi‐method investigation of consumer motivations in 

impulse buying behaviour” revealed that impulse buying is a common method of product selection, in 

part, because the shopping act and impulsive product selection provide hedonic rewards. 

Information‐processing overload confounds product selection, reinforcing the rewards to be obtained 

from alternative section heuristics, like impulse buying. 

 Irtiza. M. S, (2017) study revealed the influence of self-confidence on impulse buying mediated by 

positive emotional response with moderating role of unexpected price discount. 

Barnes, James, Dotson & Michael (1990) discussed offensive television advertising and identified two 

different dimensions: offensive products and offensive execution. 

 Ferrell et al., 2007 is of the view that “Even if individual factors influenced the ethical decision 

making of sales force, social interaction with key stakeholders may change the dynamics and provide 

alternatives. Management and co-workers are the significant actors within the organization who can 

influence the ethical decision making and behaviour of sales persons”. 

 
Research Methodology  

 The researcher circulated 150 questionnaires on a simple random sampling method, to consumers 

in Chennai, out of which 120 questionnaires were considered fit for analysis. Questions were framed on 

Likert 9 point rating scale. Data was entered into the Statistical Package for Social Sciences (SPSS) ver. 

20.0 for analysis. Statistical techniques used for analysis is step wise linear regression. 

 
Objectives of the study  

i. To study the relationship between impulse buying trait of the consumers and impact of unethical 

strategies by sellers on consumers due to impulse buying. 

http://www.emeraldinsight.com/author/Hausman%2C+Angela
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ii. To study the relationship between impulse buying by consumers in spite of awareness of unethical 

strategies and impact of unethical strategies by sellers on consumers due to impulse buying. 

 
Hypothesis of the study 

i. There is significant relationship between impulse buying trait of the consumers and impact of 

unethical strategies by sellers on consumers to induce them towards impulse buying.  

ii. There is significant relationship between impulse buying by consumers in spite of awareness of 

unethical strategies and impact of unethical strategies by sellers on consumers to induce them 

towards impulse buying. 

 
Analysis and Interpretation 

In commensurate with our research objectives, 10 unethical strategies adopted by sellers was 

identified through pilot study and through previous researches. They are Products sold are not worth 

the price, Products sold are not worth the quality, Products sold are of less quantity than expected, 

Products sold are not tasty according to the standards, Products sold are not as per appearance, 

Products sold are not as per the description of the contents on the package, Sales promotion through 

shelf/ window display are misleading, Products purchased at counter are really not useful, 

Demonstrations at shops is not as per what is demonstrated and Sales promoters pass on wrong 

messages of the product to induce consumers.  

Stepwise linear regression method was adopted to study the objectives. Stepwise linear regression 

method is a method of regressing multiple variables while simultaneously removing those that are not 

important. It essentially does multiple regressions a number of times, each time removing the weakest 

correlated variable. At the end, only variables that explain the distribution best are used to find the 

result.  

 
Impulse buying trait of the consumers and impact of unethical strategies by sellers on 

consumers to induce them towards impulse buying 

 The researcher intends to study the relationship between impulse buying trait of the consumers 

and impact of unethical strategies adopted by sellers on consumers to induce them towards impulse 

buying. The dependent variable was the consumers response about their impulse buying trait which 

was asked on a 7 point rating scale ranging from 7 to 1. The independent variables were the 10 

unethical strategies adopted by sellers on consumers to induce them towards impulse buying. Applying 

Stepwise linear regression method the results reveal the following.  

Table 1: Variables entered to build the model 

Model Variables Entered 
1 Products sold are not worth the price 
2 Products sold are not as per the description of the contents on the package 
3 Sales promotion through shelf/ window display are misleading 
4 Products sold are not as per the appearance 

  
 Looking at the above table ‘Products sold are not worth the price’, Products sold are not as per the 

description of the contents on the package’, ‘Sales promotion through shelf/ window display are 

misleading’ and ‘ Products sold are not as per the appearance’, has been used to build the model after 

excluding 6 other variables.  
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Table 2: Model Summarye 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 
1 .467a .218 .211 1.698  
2 .572b .328 .316 1.581  

3 .628c .395 .379 1.506  

4 .651d .424 .404 1.476 1.589 

 Table 2 gives details of the overall correlation between the variables left in the models and the 

dependent variable (impulse buying trait of the consumers). The Durbin-Watson d = 1.589, is  

between the two critical values of 1 < d < 3 and therefore, it can be assumed that there is  

no auto-correlation in our multiple linear regression data. Looking at the R square value for 

all the 4 independent variables implies that 42.4% of the variation in the dependent variable can be 

explained using the independent variables. This suggests the notion that Products sold are not worth 

the price’, Products sold are not as per the description of the contents on the package’, ‘Sales promotion 

through shelf/ window display are misleading’ and ‘ Products sold are not as per the appearance’ is 

42.4% while the rest (100% -42.4% = 57.6%) can be explained by other causes.  

Table 3: ANOVA 

Model Sum of Squares df Mean Square F Sig. 
1 Regression 94.627 1 94.627 32.825 .000 

Residual 340.164 118 2.883   
Total 434.792 119    

2 Regression 142.465 2 71.233 28.510 .000 
Residual 292.326 117 2.499   

Total 434.792 119    
3 Regression 171.609 3 57.203 25.213 .000 

Residual 263.182 116 2.269   
Total 434.792 119    

4 Regression 184.239 4 46.060 21.141 .000 
Residual 250.552 115 2.179   

Total 434.792 119    
 The regression fit between independent and dependent variables is ascertained through the F-value 

and P (Sig.) value. As the P value is less than 0.01, these values are statistically significant.  

Table 4: Coefficient 

Model 
Standardized 
Coefficients t Sig. 

Beta 
4 (Constant)  -1.994 .048 

Products sold are not worth the price .313 4.124 .000 
Products sold are not as per the description of 
the contents on the package 

.290 3.985 .000 

Sales promotion through shelf/ window display 
are misleading 

.253 3.481 .001 

Products sold are not as per the appearance .182 2.408 .018 
Source: Computed 

Inference 

 The coefficients output table displays a significance value < 0.05 in Model 4. Hence the hypothesis 

‘there is significant relationship between impulse buying trait of the consumers and impact of unethical 

strategies by sellers on consumers to induce them towards impulse buying’ is proved with respect to 
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the variables i.e. ‘Products sold are not worth the price’, Products sold are not as per the description of 

the contents on the package’, ‘Sales promotion through shelf/ window display are misleading’ and‘ 

Products sold are not as per the appearance’. We can therefore conclude that unethical strategies by 

sellers on consumers to induce them towards impulse buying such as ‘Products sold are not worth the 

price’, Products sold are not as per the description of the contents on the package’, ‘Sales promotion 

through shelf/ window display are misleading’ and ‘Products sold are not as per the appearance’ has a 

significant relationship with ‘impulse buying traits of the consumers’.  

 Looking at the B value in Model 4 in the above table, a positive B value implies a positive effect on 

‘impulse buying traits of the consumers’. Thus as the impulse buying traits of the consumers increases 

the unethical strategies by sellers on consumers to induce them towards impulse buying consumers 

such as ‘Products sold are not worth the price’, Products sold are not as per the description of the 

contents on the package’, ‘Sales promotion through shelf/ window display are misleading’ and ‘Products 

sold are not as per the appearance’ also increases.  

 Impulse buying by consumers in spite of awareness of unethical strategies and impact of 

unethical strategies on consumers to induce them towards impulse buying 

 The researcher intends to study the relationship between impulse buying by consumers inspite of 

awareness of unethical strategies and impact of unethical strategies on consumers to induce them 

towards impulse buying. The dependent variable was the consumers response about their impulse 

buying inspite of awareness of unethical strategies which was asked on a 7 point rating scale ranging 

from 7 to 1. The independent variable were the 10 unethical strategies adopted by sellers on consumers 

to induce them towards impulse buying. Applying Stepwise linear regression method the results reveal 

the following.  

Table 5: Variables entered to build the model 

Model Variables Entered 
1 Products sold are not as per the appearance 
2 Products sold at counter are not really useful.  

3 Products sold are not as per the description on the package. 

a.Dependent Variable: Impulse buying by consumers inspite of awareness of unethical strategies 

 Looking at the above table ‘Products sold are not as per the appearance’, Products sold at counter 

are not really useful’, and Products sold are not as per the description on the package. has been used to 

build the model after excluding 7 other variables.  

Table 6 Model Summarye 

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 
Durbin-
Watson 

1 .385a .148 .141 .901  
2 .477b .227 .316 .862  
3 .530c .281 .379 .836 1.889 

 Table 6 gives details of the overall correlation between the variables left in the models and the 

dependent variable (impulse buying trait of the consumers). The Durbin-Watson d = 1.889, is  

between the two critical values of 1< d < 3 and therefore, it can be assumed that there is  

no auto-correlation in our multiple linear reg ression data. Looking at the R square value for 

all the 3 independent variables implies that 53% of the variation in the dependent variable can be 

explained using the independent variables. This suggests the notion that ‘Products sold are not as per 



 
 
 

 

106 | P a g e  

International Conference on Social Innovation and Social Responsibility A Key to Sustainable Development and Solutions 

Ethiraj College for Women (Autonomous), Chennai 

the appearance’, Products sold at counter are not really useful’, and Products sold are not as per the 

description on the package’ is 53% while the rest (100% -53% = 47%) can be explained by other causes.  

Table 7 ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
1 Regression 16.710 1 16.710 20.564 .000b 

Residual 95.882 118 .813   
Total 112.592 119    

2 Regression 25.566 2 12.783 17.186 .000c 
Residual 87.026 117 .744   
Total 112.592 119    

3 Regression 31.600 3 10.533 15.086 .000d 
Residual 80.992 116 .698   
Total 112.592 119    

The regression fit between independent and dependent variables is ascertained through the F-value 

and P (Sig.) value. As the P value is less than 0.01, these values are statistically significant.  

 
Table 8: Coefficient 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 
B 

Std. 
Error 

Beta 

3 (Constant) 1.603 .358  4.473 .000 
Products sold are not as per the 
appearance 

.246 .061 .323 4.026 .000 

Products sold at counter are not 
really useful.  

.152 .046 .262 3.313 .001 

Products sold are not as per the 
description on the package. .178 .061 .237 2.940 .004 

Source: Computed 

 
Inference: 

The coefficients output table displays a significance value < 0.05 in Model 3. Hence the hypothesis 

‘there is significant relationship between impulse buying by consumers inspite of awareness of 

unethical strategies and impact of unethical strategies on consumers to induce them towards impulse 

buying with regards to ie. ‘Products sold are not as per the appearance’, Products sold at counter are not 

really useful.’, and ‘Products sold are not as per the description on the package’. We can therefore 

conclude that unethical strategies by sellers on consumers to induce them towards impulse buying such 

as Products sold are not as per the appearance’, Products sold at counter are not really useful.’, and 

‘Products sold are not as per the description on the package’ has a significant relationship with ‘impulse 

buying by consumers inspite of awareness of unethical strategies’.  

Looking at the B value in Model 3 in the above table, a positive B value implies a positive effect on 

‘impulse buying by consumers inspite of awareness of unethical strategies’. Thus as the impulse buying 

by consumers inspite of awareness of unethical strategies increases the impact of unethical strategies 

on consumers to induce them towards impulse buying with regards to ie. ‘Products sold are not as per 

the appearance’, Products sold at counter are not really useful.’, and ‘Products sold are not as per the 

description on the package’ also increases.  
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Conclusion 

 In this fast moving world, impulse buying is seen to be a part of the buying behaviour by the 

consumers. Sellers try to take advantage of this situation and have adopted unethical strategies to 

induce consumers through impulse buying. Consumers feel helpless about the unethical strategies 

adopted by the sellers especially when they sell products not worth the price, sell products not as per 

the description on the package, adopt to misleading shelf/ window display and sell products not as per 

their appearance. But, unfortunately in spite of the sellers adopting to unethical practices, consumers 

still go for impulse buying and are aware that they becoming a pray to sellers unethical strategies such 

as purchasing products which are not as per their appearance, purchasing useless products at the 

counter and purchasing products not as per the description on the package. Steps therefore need to be 

taken to stop sellers adopting to unethical practices. Awareness among consumers must also be created 

about the unethical strategies adopted by sellers so that they don’t assist through impulse buying to 

continue unethical selling strategies. 
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Abstract 

 In this paper, we indulge in understanding the technical revolution arrived in the banking industry in the form 
Open Banking APIs. The Open Banking revolution under which Bank products, services, functions and data (including 
customer data) are shared using APIs for use with 3rd parties, is thoroughly changing the banking landscape with 
giving more power to fintech startups to better cater to customer needs while banks shifting from their traditional 
roles to more of a platforms. The major impact of this is visible in the payments sector and with the issue of PSD2 
directive by the UK government, will prove to be game changing for Retail Banking. This paper includes introduction of 
the Open Banking Platform and the current technological improvements in it, followed by detailed analysis of the PSD2 
directive leading to its impact on the credit card industry and its major players. The paper attempts to introduce the 
possible changes in the credit card product itself so to be more aligned with the PSD2 directive, this also involves the 
potential revenue and cost decreases for the banks and the merchants respectively while removal of the card network 
parties out of the picture. 
 
Introduction 

 Financial Services and Banking Sector has always been the early adopters of technology. In current 

heydays, technology has gone a level up in this sector and for people too. It has been making banking 

works easy and its usage has been highly accurate and game changing at every aspect. The result of 

technology is that we can transfer money one place to another. NEFT system has gone through changes 

providing easy access to the banks anytime and anywhere while RTGS reduced the risk of transacting 

huge amounts. We can be shopping online and pay money in a second through internet banking. 

Nowadays there is no need to go to the bank and stand in a long queue.  

 Banks are no stranger to competition and have faced incursions from credit unions, post offices, 

brokerages, internet only banks and other entities [1].However, the arrival of disruptive technologies 

has introduced a new set of competition for banks in the form of financial technology start-ups, which 

are able to reach to the customer through non-traditional channels. They are highly focussed on 

improving customer experience and have identified narrow, specific areas where there is a potential 

room for improvement. In the UK, app-based Atom Bank uses gaming software to make customer 

interactions engaging [2]. Mobile only Starling Bank in UK asks customer to record talking videos of 

themselves for biometric identification [3].  

 The focus of these firms on convenience, lower fees and innovation driven by technology is paying 

off. These firms are performing extremely well in the North American region even after the fact that 

40% of banks are spending at least 25% of their IT budget on digital transformation [4]. Across the 

world, the strength of the FinTech movement tends to correlate with positive customer experience in a 

country. 

 In India, the government is pushing financial innovation through its mobile-based money transfer 

system known as Bhim App and even the banks have been able to recognize the need of the hour and 

heavily involved in teaming up with start-ups. For example, Yes Bank is working on designing a chat 
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based payment service, while Axis Bank has established a social networking space for start-ups [5]. DBS 

Bank has launched mobile-only Digibank that leverages biometrics and artificial intelligence [6].  

 As banks face increased pressure to reduce costs and drive stickier, more profitable relationships 

with their customers, larger technology and platform players may offer a more attractive set of rails on 

which to deliver services to customers. As such, incumbent banks are increasingly looking to fintech to 

enable them to continue operating a vertically integrated model, or find a specialist role as a platform 

service provider. Arrival of APIs with the new regulation force behind them, made them imperative for 

the banking industry to adopt them and this paper focusses on introducing a new credit based product 

in parallel with the technology and the regulations that can revolutionise the industry. 

 
Materials and Method 

 The study performed focus on evaluating the impact of the arrival of the Open Banking APIs in the 

financial industry. Open Banking is the shift from closed to open banking models. Bank products, 

services, functions and data (including customer data) are shared using APIs for use with third parties 

to add additional value and create new business models and better customer experience.  

 It is a system that provides a user with a network of financial institutions’ data through the use of 

application programming interfaces, better known as APIs. Open banking regulations require banks to 

publish, both online and inside their branches, accurate and unbiased information that lets consumers 

evaluate their service quality, a move towards transparency designed to motivate banks to provide the 

best possible customer experience. Using APIs means that banking data will be available in real-time, 

providing consumers with better ways to conduct transactions, save, and invest their money. 

Consumers may also have access to better loan terms since lenders will be able to look at historical 

transactional data to determine a borrower’s risk level. Open banking also aims to give consumers 

better and more personalized information for making sound financial decisions. 

 For example, open banking APIs can facilitate the sometimes onerous process of switching from 

using one bank’s checking account service to another bank’s service. The API can also look at 

consumers’ transaction data to identify the best financial products and services for them, such as a new 

savings account that would earn a higher interest rate than the current savings account or a different 

credit card with a lower interest rate [7]. 

 The primary impact of Open Banking is visible on the Payment landscape in FinTech industry with 

multiple players providing variety of services. With the arrival of PSD2 directive by the European Union 

[8], the gatekeepers firms like VISA and MasterCard are seeing a threat to their existing business 

models.  

 PSD2 is a data and technology-driven directive that aims to drive increased competition, innovation 

and transparency across the European payments market, while also enhancing the security of Internet 

payments and account access. At the core of PSD2 is a requirement for banks to grant third-party 

providers access to a customer’s online account/payment services in a regulated and secure way.  

This “access to account” rule mandates banks and other account-holding payment service providers to 

facilitate secure access, most likely to be delivered via Application Programming Interfaces (APIs).  

 To support this requirement, the PSD2 framework defines the roles of Account Information Service 

Provider (AISP) and Payment Initiation Service Provider (PISP). While these services are yet to be 

launched to the market, many providers are already in the process of defining their strategies to 

capitalise on the opportunities that the new payments ecosystem will create. The contenders for AISP 

and PISP services include not only traditional and challenger banks, but a broad spectrum of other 
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potential service providers including retailers, social media networks, telecommunications and FinTech 

companies [9].  

 For credit cards, real-time payments, combined with smartphones, are a big threat. With PSD2, 

consumers can bypass the merchant acquirer and avoid paying fees to credit card scheme operator. 

However, account-to-account payments has a catch, as they do not allow a customer to spend beyond 

the money in the account and leads to overdraft charges, if the customer goes overboard. Therefore, this 

creates an opportunity to create bank accounts that provide real credit facilities to the customers using 

PSD2 and Open API [10]. 

 We propose an amalgam of existing credit card mechanism and PSD2 directive to create a new form 

of retail product as credit accounts. These are accounts that provide credit facilities to a customer 

similar to a credit card using PSD2 based protocol while replacing card network parties out of the 

picture. Banks with their APIs can create new credit product which allows it earn a larger share of 

revenue from their cardholders while making the whole transaction process much easier and safe. 

These accounts will function as regular checking accounts used for account to account payments with 

providing an account number rather than using a card number. Open API will provide an opportunity 

for fintech start-ups and other partners to use them for providing a platform to the customer to use 

single app to handle their multiple credit accounts.  

 
Results and Discussion 

 A basic financial model has been created to evaluate the profitability of such accounts by using the 

existing customer base of Citi Bank as a case. Citibank having 80 million credit card customers who can 

be converted to credit account holders. These cards generated purchase sales of $ 80 billion. Let us 

assume the bank charges the merchant 60 basis points for an ecommerce transaction. On a $ 100 

transaction, the bank would gross $ 0.60. This is twice the revenue the bank would earn on interchange 

(30 basis points) from an equivalent credit card transaction [11]. The bank can also benefit from the 

additional value generated by the higher conversion rates associated with a better customer experience 

and reductions in fraud thanks to enhanced digital security. So, with the removal of card networks from 

the picture, the interchange will double up for Citi, earning them $ 480 million annually while providing 

cost savings for the merchant. 

 A credit account can remove the hassle of overdraft a customer faces if he or she uses only checking 

account to do payments. With banks charging $ 34 of transaction fees for overdraft facility, a customer 

on average pays $ 450 as a penalty for this facility. Back of the envelope calculation shows that with 40 

million checking accounts of which 9% are frequent over drafters, responsible for 79% of overdraft 

penalty leads to customers paying $ 2.05 billion annually in USA. 

 
Conclusion 

 There is a belief in the banking industry that PSD2 access has to be provided free. This is not true. 

Crucially, PSD2 says nothing about whether the bank may charge the PISP for these services – it only 

mandates that PISPs be entitled to the same pricing as the bank’s retail customers. If the bank usually 

charges its retail customer for initiating payment orders, it can also charge the PISP. This new payment 

network offers banks and merchants the best of both worlds. 

 As Credit accounts are going to be truly digital in existence with no physical plastic card and 

function through apps, which can be provided, by fin techs and other partners who will use Open APIs 



 
 
 

 
111 | P a g e  

Vol. 5                   Special Issue 1                  January 2018              ISSN: 2321-4643 

 

Shanlax International Journal of Management 

 

to integrate them. This will allow a customer to have any number of such accounts without worrying 

about security issues attached to a credit card for example losing a credit card. 
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Abstract 

 Land Acquisition policy in our nation has always been a vexing problem for both the politicians and the people.  
The need to grow our manufacturing sector requires easy access to land but this creates large number of situations of 
potential clash between the three parties involved in this transaction i.e. the landowners, the industrialists and the 
government. Each player has a role to play with a potential set of actions available in hand. This paper attempts to 
create an abstract view of the whole problem so to construct an economic model to understand the relations and 
develop solutions. The underlying idea of this work is to analyse the relationships between the stakeholders by setting 
up a game by defining players, their strategies and payoffs and to study existing market based solutions, which has a 
potential to solve the problem. The market-based solution demonstrated a land acquisition system, whichis based on 
the principles of Clarke – Groves’ method and uses Vickrey auction model. The paper also provides possible pitfalls 
might arise due to its practical implementation and their solutions through market based policies itself. 
Keywords: Land Acquisition, Game Theory, Market mechanism, Vickrey auction, Clarke Groves’ method, Public policy 
 
Introduction 

 Land Acquisition policy in our nation has always been a vexing problem for both the politicians and 

the people. The need to grow our manufacturing sector requires easy access to land but with close to 

60% of population dependent on agriculture using 60.4% of land available in the country (as per the 

FAO database), it’s not an easy job. This creates large number of situations of potential clash between 

the three parties involved in this transaction i.e. the landowners, the industrialists and the government. 

Each player has a role to play with a potential set of actions available in hand.  

 Using game theory, an abstract view of the whole problem can be created to construct an economic 

model to understand the relations and develop solutions. The underlying idea of this work is to analyse 

the relationships between the stakeholders and to study an existing market based solution which has a 

potential solution in its midst [1]. 

 
Materials and Methods 

Framework for the game 

 For this study, we have used extensive form or a game tree analysis for the analysis of a game.  

By using backward induction and probable revenues, the steady-state situation can be found to find the 

best strategy for all players, i.e. the equilibrium of the game and so to find best outcome for all  

players [2]. 

 
Players 

In line with the introduction, there are generally three stakeholders or players in this game 

1. The government who is responsible for acquiring the land (Gov) 

2. The industrialist i.e. buyer of the land (I) 

3. The land owner who is usually a farmer in these cases (O) 
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 While there are more number of actors involved in a land acquisition process like the labourers 

who work on the land being acquired etc. but to keep the model simple we have only considered these 

three main players? 

 
Relationships 

 To define the available strategies and payoff, it is essential to understand the relationships among 

different stakeholders.  

 Game between government and buyers– While the government and buyer play different roles in 

the acquisition process but the two stakeholders have a mutually influencing behaviour. In view of their 

own interests, the buyer would take various measures to earn profit within the framework of 

government regulations and reduce costs as much as possible, making every effort to expand business 

interests. Government, as an agent of the public interest, owns the land acquisition decision rights as 

well as policy-making power. In order to achieve the purpose of enhancing the overall welfare of 

society, the government often influences buyers leading to the rules of the game being developed jointly 

by the government and buyers [3]. 

 Game between buyers and landowners – In the process of land acquisition, buyers will try to drive 

down the cost of land acquisition as much as possible. However, the higher "ask price" of landowners, 

the higher the cost of investment for buyers. Therefore, the game between buyers and landowners is a 

zero-sum game, that is, a non-cooperative game. 

 Game between government and landowners – If one takes the bird’s eye view of the whole land 

acquisition exercise; the government will always be on top of the food chain with a dominant position, 

while the buyers with their rent seeking habits and extensive relationship with government are in a 

strong position. The landowners are at the bottom and so in a relatively weak position. Due to buyers’ 

rent-seeking activities for the government, the game between buyers and government is always 

converted into that between government and landowners.  

 
Strategies 

 After evaluating the relationships between three players, the land acquisition model we are going to 

develop will have two players only i.e. government and landowners. Now for the government there are 

two strategies available to acquire land: one is high-level land acquisition guaranteeing the interests of 

landowners (legitimate land acquisition); another is the low-level land acquisition damaging the 

interests of land owners (illegal land acquisition). For land-contributing units and citizens, there are two 

strategies: obedience or boycott.  

 
Payoffs 

 Now, when the government uses high-level land acquisition, the land owners will obey the orders 

and so will get compensation in return of their land which we call it as A while government gets B in the 

form of revenue when the project gets completed for which the land is being acquired. 

 When government gives into the rent seeking activities of buyers and goes out for forcible land 

acquisition from landowners, which we call as illegal land acquisition, then landowners will have two 

options: obedience or boycott. When the landowners obey the government ruling then they are given 

compensation C (C will always be less than A), the revenue for government will be (B+D) (here D is 

generated through rent seeking activities of buyers). Now if government faces resistance from the 

landowners, the payoffs change. Landowners will get the rightful compensation as A but they will have 
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to bear legal and other costs in form of E, so the payoff turns out to be (A-E). For the government, the 

payoff will include the revenue from the project B, the rent from buyers as D but will also include loss in 

the form of G, which is due to delay in the project and F, which are legal, and other costs. Therefore, the 

overall payoff for the government is (B+D-F-G). However, these payoffs come into place when the 

boycott turns out to be successful to subdue the government, if not then the payoff changes. For 

government its (B+D-G) while for landowners its (C-E). While the probability of first condition to 

happen be p and for other is (1-p). 

 One important assumption to be taken into consideration is that landowners are ready to give up 

their land in favour of fair compensation and no one is against the land acquisition. 

 
Game Tree 

 
Results and Discussion 

 Following backward induction to solve the tree, when the government adopts the low standard and 

forced land acquisition, the choice of landowners depends on their expected benefits. Their choice has 

an impact on the government's choice as well as the solutions of the entire game model. 

Q1 = p(A-E) + (1-p)(C-E) = p(A-C)+C-E (Expected revenue of land owners after boycott) 

Q2 = p(B+D-G-F) + (1-p)(B+D-G) = B+D-G-pF (Expected revenue of government after boycott) 

1. When p(A-C)+C-E<C, the government will choose low standard and forced land acquisition. Now, the 

 Nash equilibrium is “low standard, forced land acquisition and obedience”.  

2. When p(A-C)+C-E>C, 

a. When B+D-G-pF > B, the government will choose low-standard, forced land acquisition. Now 

the Nash equilibrium is “low standard, forced land acquisition, boycott”.  

b. When B+D-G-pF < B, the government will choose high-standard land acquisition. Now the Nash 

equilibrium is “high-standards land acquisition, obedience”.  

 To sum up, the factors restricting the government choice and landowners are different. Government 

mainly considers the “rent-seeking” revenue of buyers (D), the loss of duration delay (F), as well as legal 

and other costs (G). While the land-contributing units and citizens may consider different factors, 
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including the legal and other costs due to boycott (E) and difference between different standards (A-C). 

Therefore, in the land acquisition process, the government may not pay much attention to the interests 

of land-contributing units and citizens. 

 Now for social stability and harmonious growth, the optimal Nash equilibrium is obviously “high-

standard land acquisition, obedience”, while the other two Nash equilibriums will increase the illegal 

land acquisition and corruption. 

 To solve the problem a market-based mechanismis proposed which follows two famous models 

proposed in the field of game theory i.e. Clarke-Groves method and Vickrey auction [4]. 

The highlights of our proposed solution are:  

(a) The transfer price is determined by a land auction and not left to the State’s discretion. 

(b) Displaced farmers get an option to choose compensation in cash or compensation in land. 

(c) The area of intervention is extended beyond the project area to surrounding farmland. 

 The basic idea is very simple. The government should hold an auction and buy up the cheapest land 

on offer at the project site and its surrounding region. Landowners whose plots fall within the project 

site, but who have not sold in the auction, can then be compensated with equal sized plots of land 

acquired outside the site through the auction. 

 This proposed solution has an elegance of its own but has flaws on ground level implementation. 

Starting with the implicit assumption that the land for auction is homogeneous. Since this is impossible 

to happen, it will cause the farmers who do not want compensation to get inferior quality of land in the 

land exchange. This automatically brings us to another problem as this exchange method violates the 

Individual Rationality Constraint. To put it differently, if the landowners were given an option to 

participate in the auction, not all of them would. Owners, who value their lands higher than most others, 

would rightly infer that post the acquisition, most likely they will have to settle for a different piece of 

land, which in all likelihood will be valued less than their current plot. Therefore, landowners who now 

have a land swap; they may no longer bid truthfully implying that they might inflate their bids. In 

addition, cost of acquiring the core site may now be unusually high. This is because; all the landowners 

whose lands are now bought will have to be paid a much higher price than they demand (higher than 

the highest anyone had asked for). The final problem with the mechanism is that it crucially depends 

upon the assumption that the landowners cannot coordinate among themselves. If coordination was 

allowed, landowners would have incentive to inflate their bids collectively thereby making to things- (a) 

the bids are no longer “truthful” and (b) they may be so highly inflated that the firm is unable to have 

enough. 

 A solution to collusion problem is by allowing the landowners to communicate with each other.  

A non-linear compensation structure, which depends on the number of landowners who said yes. 

Because, every landowner now knows that they can increase their compensation by voting in favour of 

the acquisition if they believe that others have a reasonable chance of voting in favour [5]. 

 
Conclusion 

 The game tree model implemented initially shows that the most important requirement to achieve 

an efficient equilibrium is to have proper communication channels between the government and 

landowners. They should be able to get the public information and data about the existing or possible 

significant impact of the construction of major projects. Such disclosure can effectively inhibit the  

"rent-seeking" behaviour of buyers. The market mechanism proposed also has similar requirements as 

the landowners need better valuation mechanism so that they can ask for better prices. Overall, for a 
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harmonious and equitable growth of the nation it’s essential to have a proper mechanism to acquire 

land. 
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Abstract 

 Uninformed and ignorant people tend to lose the strings of democracy which in the course of time evolves into 
tyranny. This article addresses upon the phases in which the right to access public information was achieved by the 
people of India and highlights the significance of the Right to Information Act, 2005 as a social innovation which 
inculcated a sense of social responsibility and accountability in the minds of the otherwise autocratic bureaucrats, in 
the trepidation of social persecution and judicial prosecution. 
Keywords: Right to Information; Access to Information, Transparency in Governance. 

 
Introduction  

 India is a celebrated democracy, but Indians still languish around their colonial past and carry their 

feudal behaviour with pride and utmost temerity. Autocratic bureaucracy supporting the elected 

leadership intoxicated with the imperial hangover, has been a bane to the development of the people 

and has long denied the being ruled to question the unbridled authority of the rulers. The etymological 

perception about the concept of democracy was the participation of the people in the governing 

machinery. But the bureaucratic mechanism prevailing in India has been for long shielding its face from 

the questions of the people and shying away from active social audit by hiding its records under opaque 

procedures and denying access to information.  

 This administrative smog in the process of providing access to information to the people at large 

was becoming a matter of concern and the procedural lacuna paved way for the successful denial of this 

right by the executive machinery. This phenomenon prevailed because the Indian law which then 

prevailed failed to recognize the right to access to information either as a fundamental right or as a 

statutory right. 

 
Right to Information Recognised 

 The notion of ‘freedom of information’ was recognised early on by the UN. In 1946, during its first 

session, the UN General Assembly adopted Resolution 59(1), which stated; “Freedom of information is a 

fundamental human right and it is the touchstone of all the freedoms to which the UN is consecrated.” 

 In the international arena recognition was given to the Right to information. The Article 19 of the 

Universal Declaration of Human Rights, 1948 runs as follows  

 “Everyone has the right to freedom of opinion and expression; this right includes freedom to hold 

opinions without interference and to seek, receive and impart information and ideas through any media 

and regardless of frontiers.” 

 Article 19(2) of the International Covenant on Civil and Political Rightsstates that “Everyone 

shall have the Right to freedom of expression; this right shall include freedom to seek, receive and 
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impart information and ideas of all kinds, regard less of frontiers, either orally, in writing or in print, in 

the form of art, or through any other media of his choice” 

 Access to information though considered as an essential prerogative for a citizen of a Democratic 

Government, the concept was alien to the Indian system of democratic administration until the mid-

seventies, until the Hon’ble Supreme Court for the first time in State of Uttar Pradesh Vs. Raj Narain; in 

very categorical terms held as follows; 

 “In a government of responsibility like ours, where all the agents of the public must be responsible for 

their conduct, there can but few secrets. The people of this country have a right to know every public act, 

everything, that is done in a public way, by their public functionaries. They are entitled to know the 

particulars of every public transaction in all its bearing. The right to know, which is derived from the 

concept of freedom of speech, though not absolute, is a factor which should make one wary, when secrecy is 

claimed for transactions which can, at any rate, have no repercussion on public security. To cover with veil 

secrecy the common routine business, is not in the interest of the public. Such secrecy can seldom be 

legitimately desired. It is generally desired for the purpose of parties and politics or personal self-interest 

or bureaucratic routine. The responsibility of officials to explain and to justify their acts is the chief 

safeguard against oppression and corruption.” 

 In Bennett Coleman & Co Vs Union of India the Hon’ble Supreme Court has held that the Right to 

Information and the Freedom of Press are concomitant rights enshrined in Article 19(1)(a) of the 

Constitution of India. Through this decision of the Hon’ble Apex Court the word ‘Right to Information’ 

though not specifically incorporated in the Article 19(1)(a) of the Constitution of India, the right of 

Freedom of Speech and Expression is interpreted comprehensively and ‘Right to Information’ is brought 

within the ambit of Article 19(1)(a).  

 In Reliance Petrochemicals Ltd. v. Proprietors of Indian Express Newspapers Bombay Pvt. Ltd. &amp; 

others - the Hon’ble Supreme Court recognized that the Right to Information is a fundamental right 

under Article 21 of the Constitution. 

 In Civil Liberties and Anr. v. Union of India and Ors. the Hon’ble Supreme Court held that the right to 

information is a facet of the right to freedom of speech and expression; as contained in Article 19(1)(a) 

of the Constitution of India and also held that right to information is definitely a fundamental right.  

In coming to such conclusion, the Supreme Court traced the origin of the said right from the Universal 

Declaration of Human Rights, 1948 and also Article 19 of the International Covenant on Civil and 

Political Rights, which was ratified by India in 1978.  

 In People's Union for Civil Liberties Vs Union of Indian the Hon’ble Supreme Court has held that 

Democracy is a part of the basic structure of our Constitution and rule of law and free and fair election 

are basic features of democracy. Democracy postulates that there should be periodical elections so that 

people may be in a position either to re-elect the same representatives or choose new representatives. 

Democracy also contemplates that elections should be free and fair and the voters should be in a 

position to vote for the candidates of their choice. The pre-requisite of this is that the elections are not 

rigged and manipulated and the candidates or their agents are not able to resort to unfair means and 

malpractices. Right of information is a fundamental right under Article 19(1)(a) of the Constitution.  

The State under Clause (2) of Article 19 of the Constitution, however, is entitled to impose reasonable 

restrictions inter alia in the interest of the State. 

 However, despite these judgments, the right to access to information could not be successfully 

enforced as it lacked a statutory force to be enforced against the administrative machinery. 
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Statutory Recognition of the Right to Information in India 

In India, the process of formulating a law relating to right to information gained momentum in the 

1990s. The Law Commission of India in its 179th Report of 2001 and several other committees 

emphasized upon the need of a meaningful law to ensure access to information, which eventually 

resulted in enacting of the Freedom of Information Act, 2002. The Freedom of Information Act, 2002, 

was enacted to provide for freedom to every citizen to secure access to information under the control of 

public authorities in order to promote openness, transparency and accountability in the working of 

public offices. 

The National Advisory Council, however, suggested certain significant changes to be made in the 

law to ensure smoother, effective and greater access to information. The changes related to the 

following: 

(a) Establishment of an appellate authority with investigating powers; 

(b) Penal provisions for failure to provide information; 

(c) Provisions to ensure maximum disclosure and minimum exemptions. 

 Incorporating these changes, Indian Parliament has enacted the Right to Information Act, 2005.  

It has replaced and repealed the Freedom of Information Act, 2002. Thus, the Right to Information Act, 

2005, is an important weapon in the hands of Indian citizens, empowering them to seek any accessible 

information from a public authority. It makes the Government and its functionaries accountable and 

responsible to the public. The aim of the Right to Information Act, 2005, as set out in its Preamble, is to 

secure information under the control of public authorities, to promote transparency and accountability 

in the working of public authorities and also to contain corruption and to hold Governments and 

their instrumentalities accountable to the governed. 

 
The Right to Information Act and Transperancy in Governance: 

 The Right to information Act, 2005 is a comprehensive enactment which provides for a stable 

statutory framework for the functioning of the Right to Information machinery. The Act defines what 

information is, it categorizes between what information can be revealed and what cannot be, it provides 

for a separate Information officers and appellate authorities and also establishes Central and State 

Information Commissions, and also prescribes their powers, duties and the manner and time frame 

within which it has to be implemented. The Act further casts a duty on the authorities to secure third 

party information and also provides for a procedure to reveal information after hearing the concerned 

third party. The Act provides for a penalty to be imposed on the public authorities if they do not comply 

with the mandate of the Act. Thus, the Act has many prospects to successfully protect the right to 

information of the citizens. 

 However, the concept of a perfect law still remains an unachievable factor even in the case of the 

Right to Information Act. The Act provides for suo-motto declaration of public information by the 

authorities in the websites and other mediums. But, since no penalty is attracted by the non-compliance 

of the said provisions as prescribed under Sec.4, the authorities still show a reluctant attitude towards 

such proactive disclosures. As a consequence, the people are still compelled to use the provisions of the 

Act for even the basic welfare declarations proclaimed by the government. Another important aspect 

which leaves the public unprotected is in the case of ‘Third Party Information’, where under Sec.11, the 

Public Information Officer has a duty to seek for the views of the third party concerned about disclosing 

the information, but the law does not prescribe any duty on the officer to protect the details of the 

person who has sought for the information. Since such a duty of fidelity is absent, there are high chances 
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that the information seeker might fall prey to the fury of the Third Party whose information is sought. 

Furthermore, the concept of ‘life and liberty’ as envisaged in the proviso to Sec.7(1) is not clearly 

defined and the result is that it is left to the discretion of the authorities concerned to decide if there is 

an imminent issue concerning the life and liberty of an individual. Though the Act suffers from some 

corrigible defects, it is still a proficient weapon in the hands of the general public to seek for information 

from the various government departments, without going to the government offices, where they are 

treated as uninvited, underprivileged guests, who seem to encroach upon the time of the elite 

government servants whose extraneous perks are more than that the Kings of the democracy could pay 

them.  

 
Conclusion 

 The Right to Information Act is definitely a boon to the lay man who unaware of his rights fears to 

speak to the servants of the public. The Act definitely paves way for transparency in governance, but it 

could be achieved only when the people become vigilant and knock the door of the government for even 

the basic of information that is suppressed from them. The path to Transparency in governance, with 

the present state of affairs is only translucent and achieved due to the fear of punishment which would 

ensue if some vigilant citizen seeks for the critical information and the fourth estate rejoices on its new 

found sensational debate topic. Rather than working towards active disclosure of public information, 

the officer are now lingering upon discovering loopholes in the Act, to deny the disclosure of 

information to the public. But whatsoever be the deficiencies that the Act suffers from, it is still a 

doorway for the general public to access information which was otherwise denied. Therefore, it can be 

undoubtedly proclaimed that the Right to Information Act, 2005 is a Social Innovation which inculcated 

a sense of social responsibility in the minds of the executive which drives the government machinery 

and made it accountable to the vigilant citizens, in the trepidation of social persecution and judicial 

prosecution. 
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Abstract 

 There seems to be a general agreement in the psychological literature that individuals do differ in the ways in 
which they prefer to gather and absorb data and in how they process with such data. Learning shapes the world. 
Learning can occur in multiple ways. People learn their own way. Each individual have their own unique style of 
learning. While some understand better if information is conveyed visually, there are others who learn better if 
conveyed through figures and some others verbally. There are internal and external influences that have an impact on 
how individuals absorb and evaluate any information for understanding and interpretation. Externally, the influences 
of society and environmental forces have an impact on the effectiveness of learning. Internally, the characteristics of an 
individual determine the way information is gathered and comprehended. Their learning style is primarily linked to 
their personality type. There are a number of theories on personality type and learning styles. Some of these theories 
clearly indicate a link between the way individuals learn and the type of person they are. Each personality type has a 
particular style of learning and better learning can take place if information is also transmitted through a medium 
that suits his personality type and learning style. 
Keywords: Learning Styles, Personality  
 
Introduction 

 Everyone learns differently. Personality could reflect the way one can learn. Personality affects the 

way people respond to stimuli and the way that they prefer to learn (Carrel &Monroe, 1993; Ehrman & 

Oxford, 1990; Myers & Myers, 1993). 

 The term ‘Personality’ is used by R.S, Peters to refer to what he describes as “the mask or 

appearance which a man presents to others. Bernard Mayo while discussing about the concept of 

personality points out that Personality is a special case of particularity and individuality and that 

individuality is roughly synonymous with uniqueness. Personality is what makes a particular person the 

person he is and thereby differentiates him from other persons, thereby, unrepeatable by nature.  

 Personality is very often understood in the context of traits possessed by a person. Traits are the 

characteristic of a person in which he or she differs from another. They are the enduring patterns of 

thoughts, feelings and behaviour that distinguish individuals from one another. It is in this context that 

some of the prominent personality theories have been developed.  

 
Personality Models 

 Carl Jung (1971), a swiss psychologist, developed a theory of psychological type based on three 

dimensions-extraversion-introversion, sensing-intuiting and thinking-feeling. The instrument 

developed to operationalise Jung’s theory, the MBTI, added a fourth dimension, judging-perceiving 

(Myers, McCaulley, 1985). These four dimensions, therefore, produce 16 psychological types. However, 

researchers often use the more parsimonious construct of cognitive style, which focuses on sensing-

intuiting and thinking-feeling (Frisbie, 1988). 
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Extraversion – Intraversion 

 The extravert – introvert scale indicates a person’s source of energy. Extraverts find energy in the 

external environment (Lawrence, 1997). They enjoy involvement with people and their natural 

curiosity and lack of self-consciousness make them to appear more concerned and caring. They are 

energetic, interactive and comfortable working in groups (Lawrence, 1997). Introverts find energy 

flowing unto themselves. Introverts find energy internally in ideas and thoughts (Lawrence, 1997).  

They appear detached or reserved when dealing with people but in fact are able to listen and focus on 

client issues. They prefer to process ideas within themselves and think about concepts before actually 

discussing them. They often avoid group activities, dislike interruptions, preferring to work steadily on 

tasks or projects (Hirsch &Kise, 2000). 
 

Sensing-Intuition 

 These are information intake function and refer to how people find out about the world.  

This perception function denotes how we perceive reality: the process we use to become aware of 

things, people, occurrences and ideas. For the sensing type, something is real only when it can be 

explored through one of the five physical senses. In contrast, the intuitive type experiences sensation 

but uses it only as a starting point for perceiving patterns of personality apprehended through the 

unconscious. 
 

Thinking- Feeling 

 Thinking function – People with Thinking type personality rely on logic to reach conclusions. They 

are more tasks oriented and hence are more likely to make tough decisions that adversely impact 

people. Rely on impersonal values in making decisions. They are generally perceived as firm minded. 

Feeling function – People with Feeling type seek harmony in work place, are more sympathetic to 

people’s work and are viewed as people oriented. They have an aversion to telling people unpleasant 

news to a fault. 
 

Judging – Perceiving 

 Judging is a process used for decision making, for determining how we can make choices and 

judgements about our reality. While some people prefer to use their thinking function, an objective 

reasoning process that sharply defines a situation by weighing its pros and cons, others preferred 

decision making process that comes from the feeling function where a more personal process is used, 

that is, a subjective criterion for acceptance or rejection based upon individual likes and dislikes is 

embellished. In recent years, the FFM of personality (Neuroticism, Extraversion, Openness to 

experience, Agreeableness, Conscientiousness) has emerged as a unifying framework to understand the 

complete domain of normal personality and more research is appearing that explores the influence of 

these five general personality dimensions on organisational behaviour (Bartone et al 2009:499). 

 
Neuroticism (N) 

 People high on this factor are worrying, nervous, emotionally insecure, inadequate hypo while 

those low on this factor are calm, relaxed, unemotional, secure, self satisfied (Costa et al; 1986;641). 

 
Extraversion 

 In their review, wats and Clark identified 7 components of E: Venturesome, affiliation, positive 

affectivity, energy, ascendance and ambition. Individuals low in E can be described as quiet, reserved, 
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retiring, shy, silent, withdrawn(McCrae and John ,1992:196). Extraversion is in general linked with a 

tendency to be optimistic and a tendency to revaluate the problems positively (Bakker et al., 2006:34). 

That is why, they tend to engage in more support seeking, positive thinking, substitution and restraint 

(McCrae and Costa, 1986:392) but use less self-blame, wishful thinking and avoidance than those low on 

E(O’Brien and Delongis, 1996:777).  

 
Agreeableness (A) 

 Individuals scoring high on this personality type are soft hearted, good natured, trusting, helpful, 

forgiving, gullible, straight forward. While those low scoring are cynical, rude, suspicious, 

uncooperative, vengeful, ruthless, irritable, manipulative (Costa et al., 1986: 641). This trait is described 

to be the opposite side of antagonism. It reflects proclivity to be good natured, acquiescent, courteous, 

helpful and trusting (O’Brien and Delongis, 1996: 778).  

 
Conscientiousness(C) 

 High scorers are organised, reliable, hardworking, self-disciplined, punctual, scrupulous, neat, 

ambitious, persevering. The low scorers are aimless, unreliable, lazy, careless, lax, negligent, weak 

willed, hedonistic (Costa et al., 1986:641). Those high on C have been classified as having a tendency to 

be habitually careful, reliable, hardworking, well organised, and purposeful (O’Brien and Delongis, 

1996:778). Besides, Costa et al (1986) and McCrae and Costa (1986, 2003) have linked 

conscientiousness with self-discipline, achievement, striving, compliance and competence.  

The conscientious individual’s personality and self-discipline will probably also lead a person to finish 

tasks and to achieve things (Bakker et al., 2006:1225). 

 
Openness to Experience (O) 

 Those high on O are inclined to be curious, imaginative, creative, original, broad interests and 

untraditional. Those low on O are inclined to be conventional, down to earth, narrow interests, 

unartistic and unanalyticalCosta et al., 1986:641). Open individuals are more likely to use humour in 

dealing with stress. Closed individuals are more likely to use faith (McCrae and Costa, 1986:392). 

Openness may be linked with stress reduction because situations are evaluated less threatening by the 

individuals who score high on this factor (Bakker et al., 2006:37). 

 Learning is envisioned as a development of progressive sophistication in understanding skills and 

skills within a domain. (Heritage 2008, p.3).As learning occurs, increasingly well-structured and 

qualitatively different organisations of knowledge develop. These structures enable individuals to build 

a representation or mental model that guides problem solution and further learning, avoid trial and 

error solution strategies and formulates analogies and draw inferences that readily result in new 

learning and effective problem solving (Glaser and Baxter 1999, p.16). Learning entails more than 

simply filling minds with information; it requires the transformation of naïve understanding into more 

complete and accurate comprehension (Pellegrino, Chudowski and Glaser 2001, p.83). 

 The use of computer in education has long been considered as a viable delivery mode of learning. As 

new learning technologies evolve, it becomes more feasible to present more customised learning 

materials to address the differences of each individual without developing many different versions of 

learning content (e.g.Curilem et al.,2007). 

 There are specific ways by which individual’slearn. This is referred to as ‘Learning style’. Learning 

styles is the characteristic ways in which a person gathers, identifies and process information. If the way 
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the material is prescribed corresponds to a person’s natural learning style, then learning becomes 

easier and more enjoyable. 

 Also known as cognitive style, it is the preferred or habitual patterns of mental functioning, 

information processing and the formation of ideas and judgements such that within a learner’s style, the 

patterns of attitudes and interests influence what a person will attend to in a potential learning 

situation. (Provost and Anchors 1987, p.182). 

 Learning styles are characterised as cognitive, affective and psychological behaviours that indicate 

how learners perceive, interact with and respond to the learning environment (NASSP, 1979). Learning 

styles may also be defined as ‘the tendency to adopt a particular strategy in learning. Most students 

have a preferred Learning style but some may adapt their Learning style according to the tasks.  

Those who adapt are referred to as having a ‘versatile Learning style’ (Pask et al: 1977). The term 

learning styles was first used by Thelen (1954) in discovering the dynamics of groups at work. 

 Learning style preferences can be useful to the fields of academia and trainers in a professional 

setting. Understanding how a person chooses, (or prefers) to learn can indicate the best methods to 

teach and train individuals. Several learning styles exist each emphasising a distinctly different way of 

learning.A person can function with different learning styles in different situations and need not 

necessarily adopt a single preferred learning style. 

 Previous research says that a learning style is as unique as a signature (Dunn, Beaudry and Klavas, 

1989). Recognising the influence of these preferences not only sheds light on understanding how people 

absorb information but also how they choose to learn. In effect, learning style preferences both describe 

and prescribe implications. 

 According to McCarthy (1990.p.3), “people have major learning styles and hemispheric (right mode 

/ left mode) processing preferences. All of us feel, reflect, think and do, but we linger at different places 

along the way. These lingering forms our learning styles preferences: complex patterns of individuality 

developed overtime that bias what we see and how we see it”. 

 In addition to what is commonly known as Learning style, research is beginning to appear that 

discusses learning style of some emerging groups that haven’t been widely studied before. Two of these 

groups are the Global learners and the Millennials. 

 
Global learners 

 Literature suggests that Global learners prefer to follow an almost random sequence through 

material. They are likely to benefit from exploratory links that provide practical examples of course 

material to help them make connections. Internet appears to provide the ideal environment for global 

learners, allowing them to explore a course in any sequence they want, although they still may look for 

connections between topics and sources of information provided. 

 
Millennials 

 Also referred to as Generation, the Net generation, Echo boomers and the Google generation, the 

millennials have been immersed in the digital environment from a very young age. They are used to 

multi-tasking, tend to be visual learners and benefit from lots of tactile experiences. They prefer a lot of 

interactivity, the use of mobile tools and social networking.  
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Learning Style Models 

 There are several different learning style models and popular among them are the ‘Experiential 

learning theory’ from Kolb and the ‘Index of Learning style inventory’ from Felder- Silverman. Each 

proposes different descriptions and classifications of learning styles. 

  Learning style model developed in the 1970’s by Kolb forms a solid theoretical basis emphasising 

experiential components of learning and remains one of the most commonly used. This model has been 

tested in a variety of professional learning context such as medicine, business and management 

education. Kolb’s model has been cited in over 1000 references ([C14] of Field et al., 2000). 

 Kolb (1971) was interested in how individuals learn and interact daily. He proposed that learning is 

a cyclical process comprised of four different learning modes: Concrete Experience (CE), Reflective 

Observation (RO), Abstract Conceptualisation (AC) and Active Experimentation (AE) (Kolb, 1988). 

 Kolb’s learning style inventory(LSI) is based upon John Dewey’s emphasis on the need for learning 

to be grounded in experiences and John Piaget’s theory of intelligence resulting from the interaction of 

the person with the environment ([50] Wolfe et al., 2005). Kolb in 1984 describes how learners see and 

interpret information. The theory proposes that there are two dimensions to learning. A learner first 

perceives information received from concrete experiences or abstract conceptualisation. Second, the 

way this information is processed is based upon active experimentation or reflective observation.  

These dimensions form four quadrants and have been categorised as Divergers, Assimilators, 

Convergers and Accommodators ([32] Kolb; 2005). While he makes these distinctions, Kolb believed 

that no one learns in one exclusive style and no learning style is better or worse than another. Learning 

style is not absolute and all learners can function in all learning styles when necessary. 

 The core of Kolb’s four stage model is a simple description of a learning cycle that shows how 

experience is translated through reflection into concepts, which in turn are used as guides for active 

experimentation and the choice of new experiences.  

 Kolb hypothesised that learning requires abilities that are opposites and he delineated two primary 

dimensions of the learning process with concrete experience at one end and abstract conceptualisation 

on the other. The other extreme represents active experimentation at one extreme and reflective 

observation on the other. The learner tends to emphasise one aspect of each of the two dimensions, 

which – when combined, yield the individuals learning style.  

 Kolb (1999) explains that learning styles are because of hereditary equipment, life experience and 

present conditions that most develop an emphasis on the utility of a certain learning style over another. 

Kolb’s well established experiential learning model (ELM) has attracted much interest and application. 

His model is found on Jung’s concept of type or styles through which the individual develops using 

higher level integration and expression of non-dominant modes of dealing with the world (Kolb, 1984). 

Learning is conceived as a four-stage cycle starting with concrete experience which forms the basis for 

observation and reflection on experiences. The model reflects two independent dimensions based on (a) 

Perceiving, which involves concrete experience (feeling) and abstract conceptualisation (thinking) and 

(b) processing, which involves active experimentation (doing) and reflective observation (watching). 

Kolb (1985) described accommodators as people who learn primarily from “hands on experience” and 

“gut” feelings rather than from logical analysis. Divergers are best at viewing concrete situations from 

many different points of view. Assimilators are best at understanding a wide range of information and 

putting it into a concise and logical form and Convergers are best at finding practical uses for ideas and 

theories. Of the 4 Learning styles described by Kolb, accommodators seem to be the most at risk in 

online learning environment. They are least likely to succeed in an online learning environment that is 
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abstract and reflective. Moeller found that “the most dominant Learning style in the traditional learning 

environment was the accommodator style. 

 The effective learner can use each of the four styles in different learning situations rather than only 

relying on his or her preferred style. Kolb (1976) developed the twelve itemself reported LSI to assess 

the learning style. Twelve short statements concerning learning situations are presented and 

respondents are required to rank order four sentence ----------------- that correspond to the four learning 

styles. Kolb (1985) later refined the LSI, resulting in the LSI-1985 version, which incorporated some 

improvements (i.e. the internal consistency reliabilities).Learning styles concepts that has started 

growing in managerial circles were mostly based on David Kolb theories. 

 Honey and Mumford (1986) extended David Kolb’s theories into a psychological framework of 4 

basic learning styles: activist, reflector, theorist and pragmatist. An activist is a dynamic learner, a 

reflector an imaginative learner, a pragmatist a common-sense learner and a theorist an analytical 

learner. Reflectors and theorists tend to be best in online environment partly because an online 

environment might provide them more time to think about their tasks. Activists and pragmatists also 

have various characteristics that benefit from online instruction but do well in face to face instruction as 

well. Activists like to be involved in new experiences and problem solving. They enjoy doing things and 

tend to act first and consider the implications afterwards. They like working with others but prefer 

being leaders where they can direct the course. Pragmatists are keen to try things out. They want 

concepts that can be applied to their job or life. They tend to be impatient with lengthy discussions and 

are practical and down to earth. They learn best when they have the chance to try out techniques with 

feedback (for e.g. role playing), are shown techniques with obvious advantage (for e.g. saving time) and 

are shown a model they can apply. Reflectors like to stand back and look at a situation from different 

perspective. They like to collect data and think about them carefully before coming to any conclusions. 

They enjoy observing others and will listen to their views before offering their own.  

 Felder – Silverman learning style model (FSLSM) (Felder & Silverman, 1988), a learning style model 

is often used in technology-enhanced learning. 

 FSLSM is used very often in research related to learning style in advanced learning technologies. 

There are four dimensions in FSLSM. Each learner is characterised by a specific preference for each of 

these dimensions. The first dimension distinguishes between an active and a reflective way of 

processing information. Active learners learn best by working actively with the learning material, by 

applying the material and by trying things out. Furthermore, they tend to be more interested in 

communication with others and prefer to learn by working in groups where they can discuss about the 

learned material. In contrast, reflective learners prefer to think about and reflect on the 

material.Sensing learners are practical oriented towards facts and procedures. They like to solve 

problems with standard approaches and also tend to be more patient with details. Furthermore, sensing 

learners are considered to be more realistic and sensible and like relate the learned material to the real 

world. In contrast, intuitive learners are more conceptual innovative and oriented towards theories and 

meanings. They prefer to learn abstract learning material; they are more able to discover possibilities 

and relationships and tend to be more creative and innovative than sensing learners. The third 

dimension is visual-verbal learners. Visual learners prefer visual representation of the presented 

material such as pictures, diagrams or flow charts compared to verbal learners who prefer written and 

spoken explanations. In the fourth dimension, learners are characterised according to their 

understanding. Sequential learners learn in small incremental steps and therefore have a linear learning 

progress. They tend to follow logical stepwise paths in finding solutions; in contrast, global learners use 
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a holistic thinking process and learn in large leaps. They tend to absorb learning material almost 

randomly without seeing connections but after they have learned enough material, they suddenly get 

the whole picture. Then they are able to solve complex problems, find connections between areas and 

put things together in novel ways but they have difficulty in explaining how they did it. Because the 

whole picture is important for global learners, they tend to be more interested in over views and in a 

broad knowledge whereas sequential learners are more interested in details. Felder (1996) also refers 

to a fifth dimension in which inductive learners who prefer to move from the specific to the general are 

compared with deductive learners who go from general to the specific. 

 An important variable that shows a significant body of background of research (in relation to 

learning) is ‘Individual differences’. Individual differences include areas such as genetic makeup and 

environmental influences. Some of these differences are found within brain structures. Studies done on 

perceptual differences in the right and left hemispheres of the brain can show how individuals form 

learning preferences. Individual differences are closely related to personality. Knowing one’s 

personality helps in understanding one’s learning style.Understanding components of one’s personality 

would likely lead to explanations in their learning behaviour. This trend is emphasised in the literature  

(Nuby& Oxford, 1996; Busato, Prins, Elshout & Hamaker, 1998; Kolb, Buyatzis& Mainemelis, 1999) has 

shown evidence of personality traits being related to learning style preferences. Specifically, research 

suggests that certain personality traits are predictors of certain leadership qualities. This research is 

vital to the success of future generation of trainers in the corporate world in predicting who may be 

successful future leaders. 

 Briggs and Myers (1985) reported positive relationship between personality and preferred 

learning. It has been found that personality traits including (e,g) neuroticism, extroversion, openness, 

agreeableness and consciousness have relevance with chosen learning style(Boylan,2002 ; Furnham, 

Premuzic and Batey, 2009; Zhang and Sternberg,2005. 

 There are many proposed model inventories, measures and questionnaires that help to determine 

learning styles from personality types, such as the Big Five theory, learning style inventory and the 

MBTI. Prior research grounded on the Big Five theory indicates that core aspect of human personality 

tends to have strong influence on learning behaviours motivation and the reasoning process (Costa & 

McCrae, 1992). Entwistle and Entwistle (1970) found that stable introverts using good study methods 

achieve higher learning performance than extroverts. 

 MBTI (Myers et al 1998) has been widely used and validated extensively in the education domain. 

MBTI classifies personality into 4 dichotomies: extroverts – introverts, sensing - intuitive, thinking – 

feeling and judging – perceiving. MBTI has provided many guiding principles to improve learners 

performance in a learning activity design (e,g.Felder et al,2002; Soles & Moller ,2001). Many MBTI based 

studies from a pedagogical stance are thus worthy of note. 

 Furnham (1992) found that extraverts tend to be more active whereas introverts are more 

reflective. Individuals high in intuitiveness prefer to evaluate information more intuitively, whereas 

individuals low in this (i.e. sensing people) used systematic information processing. Zhang (2003) 

demonstrated that thinking and perceiving individuals preferred a deep learning style, whereas, feeling 

- judging ones preferred a superficial learning style. 

 Interestingly, the learning style theories are much in common to specify the types of personality. 

For instance, the two dimensions of Kolb’s learning style inventory and MBTI are quite closely 

replicated. Perception (abstract-concrete) in the learning style inventory relates to the feeling-thinking 
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mode of MBTI and processing (active- reflective)is correlated with the extroverted-introverted type of 

MBTI. The MBTI has been proposed as a robust tool for the assessment of learning style. 

 To understand better the interwoven relationship between personality traits and learning styles, 

Brown (cited in Cohen,1996) argues that learning strategies do not operate by themselves, but rather 

are directly tied to the learner’s underlying learning style (i.e.general approaches to learning) and other 

personality- related variables( such as anxiety and self-concept) in the learner. Furthermore, Schmede 

(1998) exhorts researchers to view learning style and learning strategies in the context of general 

personality factors such as the following: Introversion and Extroversion, reflectiveness and 

impulsiveness, field independence- field dependence, self-confidence and self-concept, self-efficacy and 

creativity, anxiety and motivation (intrinsic and extrinsic). According to Schmick (1998), a learning 

strategy (learning style) disembodied from personality related factors is only a short-term prop for 

learning. 

 Ehrmen (2003) indicates the fact that in recent years the influence of personality variables on 

learning styles has increased greatly. Every individual uses a series of learning strategies and styles that 

are grounded in his / her personality to handle linguistic tasks and better to say language learning 

performance. Likewise, researchers make use of learning style research with personality and cognitive 

styles to determine ability, predict performance e.g. in speaking or reading comprehension and improve 

classroom teaching and learning (Reiff , 1992 ; Ehrman , 2001 ; Ehrman& Oxford , 1995). 

 Learners depending on the type of their personality resort to different learning styles which affect 

their learning performance. Studies have implied that learning styles may have mediator/moderator 

effects between personality and learning achievements (Blickle, 1996; Diseth,2003). 

 In its presentation of scales as bipolar, the ILS has obvious parallels with instruments such as the 

MBTI and Kolb’s models. To be specific, the perception dimension (sensing/intuitive) is analogous to 

the perception of both MBTI &Kolb; the processing dimension (active / reflective)is also found in Kolb’s 

model. 

 From the existing literature, it is evident that, individuals exhibit differences in the learning process 

due to differences in cognitive processing styles, learning styles and personality styles. 

 Considerable research has also been conducted between gender and learning styles and the impact 

on the learning process. Research by Belenky, Clinchy, Goldberger and Tarule (1986) provides evidence 

to suggest that many women tend to approach learning in more connected ways (i.e. the emphasis of 

empathy, collaboration and careful listening). Another study by Kroger and Thuesen (1988) 

demonstrated a consistent gender differences when using Kolb’s Learning styles. The results of this 

study revealed that approximately two – thirds of women have profiles in which Feeling dominates 

while two-thirds of men have profiles in which Thinking dominates. As Montgomery and Groat (2002) 

note this gender difference may pose problems for learner’ sgender-dominated disciplines. 

 Again, using Kolb’ Learning styles, Phil bin, Meier, Huffman and Bouverie (1995) also found 

evidence that male and female students have different Learning styles. It was found that in this study 

nearly half of the male respondents (48%) preferred the Assimilator (abstract/reflective) style, 

whereas, only 20% of the women exhibited preferred the assimilator style. Moreover, women’s 

Learning style preferences were more evenly distributed across the four styles while the predominant 

modes being the Diverger (concrete / reflective) and Converger (abstract/active).  

 With respect to the learning process, this would mean that most females are more likely to respond 

to instruction that adopts the motivator or coach stance – whereas male students are more likely to 

prefer instruction where the teacher adopts the role of expert. 
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 Support for the argument of a relationship between Learning preferences and personality styles 

arises predominantly from research that has used various personality inventories with the intent to 

predict individual Learning preferences (e.g., Myers-Briggs, McCaulley, 1985). Based on the assumption 

that once a learner’s personality type is identified , instructors can then predict how and under what 

conditions , their learner’s will learn best. In turn, it has been argued that, based on this knowledge, 

instructors should plan their learning activities to match their learner’s learning preferences. 

 Literature which focuses on the relationship between Learning styles and Personality types arises 

predominantly from research using MBTI as an instrument to measure personality with the intent to 

predict individual’s Learning style. However, as Jensen (1987) notes the MBTI instrument does not have 

the ability to identify preferences for visual, auditory or kinaesthetic perception and communication 

processes. 
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Abstract 

 There is a rise in awareness of corporate social responsibility at the global level after its emergence with an aim to 
connect business with society. The term corporate social responsibility refers to the approaches that firms adopt to 
conduct their business in an ethical and society friendly way. Apart from the motto of profit earning and growth, 
business organizations that shows a keen interest in the welfare of stakeholders, society and environment achieves 
sustainable success and growth. CSR activities of banking companies create trust among its customers and in turn 
resulting in positive attitude of customers towards banking services. This paper hypothesize that customer trust 
mediates the relationship between perceived CSR activities and attitudinal loyalty. A questionnaire was framed and 
administered among fifty customers of banks operating Chennai.  
Keywords: Customer trust, corporate social responsibility, attitudinal loyalty, banking sector, Business practice CSR 
and Philanthropic CSR activities.  
 
Introduction 

 The term stakeholder was introduced by MNCs during the year 1960 which means those who are 

affected by the activities of corporations. CSR came in to common use after the introduction of the term 

stakeholders. The activities of CSR range from focusing on stakeholders, charity, society, environment 

and other volunteering efforts. CSR activities are basically classified as business practice CSR and 

corporate philanthropy. Business practice CSR is concerned with corporate activities towards 

stakeholders and philanthropy CSR is concerned with welfare of the society and environment. Now a 

days, CSR is an important element of many mission statements of corporations and explains to what a 

firm should stand for and how it plans to aspire. Consumers are one of the most important stakeholders, 

who expect basic social responsibility from companies, they are highly important in deciding the long-

term success of any company. In this context, this paper attempts to investigate the mediation effect of 

customer trust on perceived corporate responsibility and attitudinal loyalty. 

 
Corporate Social Responsibility Practices in Indian Banks 

 The CSR in Indian banking sector focuses on addressing the financial inclusion, socio-economic 

development of Indian country, providing financial services to unbanked areas, providing financial 

literacy trainings, education, infrastructure development etc. Reserve bank of India insists on the 

necessity to integrate interactions with stakeholders, social and environmental concerns of banking 

companies with business operations. Indian public sector banks aims at promoting rural development, 

women empowerment, community welfare, vocational training etc. Private sector banks prominently 

concentrate on education and employment, child welfare, environment, community welfare etc.  
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Types of Corporate Social Responsibility 

 Corporate social responsibility activities of any company can be divided in to philanthropic CSR 

activities and Business practice CSR. Philanthropy CSR means all those activities of a company that 

target at philanthropic interaction with the community. The aim of these activities is to develop the 

overall quality of life of people. Business practice CSR activities are those which target the welfare of 

stakeholders.  

 
Customer Trust  

 Customer trust is defined as a belief of a customer on banks that it will meet their long term 

expectations and interest. It is a belief that all banking products are for the benefit of the customer in 

order to create a positive customer outcome.  

 
Attitudinal loyalty  

 Attitudinal loyalty is the expressed liking for a company through positive word-of-mouth, cross 

buying intention and the level of commitment towards a company’s product. 

 
Research objectives 

 To investigate the relationship between perceived corporate social responsibility on customer trust 

 To examine the mediation effect of customer trust on perceived CSR and attitudinal loyalty 

 To make recommendations to the banks based on the findings of the study 

 
Literature review 

 Laveena et al (2015) analyzed the strength, weaknesses, opportunities and threats of Indian 

companies and recommended that companies can overcome the challenges by reviewing its policies, 

arranging seminars to create awareness among the public, effort of media in providing information to 

the public and strong budgetary support of the government will also help the banking companies to 

improve its CSR activities.  

 Nidhi (2016) conducted a case study on HDFC bank and unfolded the different CSR activities of the 

bank. The author observed that now-a-days, the banking industry provides more importance to the 

social responsibility by catering to the needs of the society in terms of focusing on health, sanitation, 

education etc.  

 Rujirutana and Yaowalak (2011) aimed to investigate the effect of CSR and perceived service 

quality on behavioral and attitudinal loyalty of customers. 275 bank customers participated in the 

study. The results of the study signified that CSR has a positive relationship with attitudinal loyalty and 

perceived service quality mediated the relationship between the CSR and customer loyalty. 

 Beomjoon Choi (2013) studied the effect of perceived corporate social responsibility on recovery 

satisfaction, customer trust and loyalty in the context of service failure and recovery. SEM analysis was 

conducted to test the hypothesis. Results showed that perceived CSR has a vital effect on customer trust 

and loyalty. 

 Muzammal Ilyas et al (2017) investigated the link between value relevance and ethical standards as 

factors of CSR activities and customer loyalty with the mediating effect of customer satisfaction, trust 

and corporate reputation. SEM was applied to examine the relationships between the variables.  

The results revealed that commitment to CSR has a positive impact on trust, corporate reputation, 
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customer satisfaction and customer loyalty. It was identified that customer trust, corporate reputation 

and customer satisfaction are the interveners of commitment to CSR activities and customer loyalty.  

 
Research model 

 Corporate social responsibility activities of a bank could bring good reputation for banks and 

positive financial performance. Many studies were carried out to establish the relationship between CSR 

activities on trust and loyalty but there have been quite a number of studies on the mediating effect of 

trust on the relationship between perceived CSR and attitudinal loyalty. Homburg et al (2013) refines 

CSR in to two major components namely, business practices CSR and philanthropic CSR. These two 

components form the constructs of the study along with trust and attitudinal loyalty. Further, only few 

studies attempted to explore the effect of CSR and trust on attitudinal loyalty of customers in banking 

industry. Realizing the gap in research, this paper explores the effect of CSR on trust and the mediation 

effect of trust on perceived CSR and attitudinal loyalty. The model identified to test the mediation effect 

is named as “Mediation model of Corporate Social Responsibility, trust and attitudinal loyalty.  

The identified model is partially adopted from the conceptual framework of Muzammal Ilyas et al 

(2017). 

 
Mediation Model of Corporate Social Responsibility, Trust and Attitudinal Loyalty 

 
Source: Muzammal et al (2017) 

 
 In the above mentioned model, the effect of independent variable “perceived corporate social 

responsibility” on a dependent variable “attitudinal loyalty” is transmitted through a third intervening 

variable “customer trust”. Perceived CSR activities impacts customer trust and customer trust 

influences customer loyalty. This conceptual framework explains that the indirect effect of Perceived 

CSR on Attitudinal loyalty through customer trust and the direct effect of perceived corporate social 

responsibility on attitudinal loyalty controlling for Customer trust.  

 
Data Analysis and Interpretation 

 Data was collected from fifty customers of both public and private sector banks. Simple random 

sampling technique was used to select the customers. Around 65 questionnaires were administered for 

the study, out of which only fifty was valid to carry out the study. SPSS package and Quantpsy 

calculation tool for mediation tests were used for the study to investigate the mediation effect.  

 
SOBEL Test 

 Sobel test is based on the research work of Michael E.Sobel, a professor at Columbia University and 

the test was named after him. Sobel test analyzes the significance of a mediation effect. In a mediation 

analysis, the association between the independent variable and the dependent variable is assumed as an 

indirect effect that prevails due to the influential effect of a third variable called the mediator. A variable 

 Business 

practice CSR 

Philanthropic 

CSR 

Customer trust 

Attitudinal loyalty 

Perceived 

CSR 
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is determined as a mediator variable if it influences the relationship between independent and 

dependent variable. Generally, mediation effect happens when the independent variable influences the 

mediating variable, the independent variable has an influential effect on the dependent variable in the 

absence of the mediator variable, the mediating variable has a significant impact on the dependent 

variable and the influence of the independent variable decreases upon the inclusion of the mediating 

variable to the model. To conduct the test, two regression analyses were carried out. A regression 

analysis to predict the effect of independent variable on mediating variable was carried out initially. 

After obtaining unstandardized regression coefficient and standard error, another regression analysis 

was done to determine the effect of independent variable and mediating variable on dependent variable 

to get unstandardized coefficient for the relationship between the mediating variable and the 

dependent variable and its standard error.  

 Independent variable: Perceived CSR 

 Dependent variable: Attitudinal loyalty 

 Mediating variable: Customer trust 

 
Regression Analysis to examine the Influence of Perceived Corporate Social Responsibility on 

Customer Trust 

 The following results show the effect of perceived CSR on customer trust with model summary, 

ANOVA and coefficients table.  

Table 1: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .603a .364 .351 .60003 

 In the above table, R represents the multiple correlation coefficients which should be in between -1 

and +1. R value of 0.603 indicates that there is a positive relationship between perceived CSR and 

customer trust. R square in the above table points out that 36.4% of the variation in the customer trust 

is explained by perceived CSR. 

 
Table 2: ANOVAa 

Model Sum of Squares df Mean Square F Sig. 
1 Regression 9.897 1 9.897 27.488 .000b 

Residual 17.282 48 .360   
Total 27.178 49    

Anova table signifies ( p value less than 0.05) that “customer trust” is more reliable. 

 
Table 3: Coefficientsa 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 
1 (Constant) .750 .514  1.458 .151 

Corporate_Social_Responsibility .791 .151 .603 5.243 .000 
 The coefficient table shows the coefficients for perceived corporate responsibility. P value in the 

above table is less than 0.05 representing the impact of perceived CSR on customer trust with beta value 

of 0.603. 
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Regression analysis to predict the influence of perceived corporate social responsibility, 

customer trust on attitudinal loyalty 

 The following results show the effect of perceived CSR on customer trust and attitudinal loyalty 

with model summary, ANOVA and coefficients table.  

 
Table 4: Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .767a .589 .571 .44994 

 In the above table, R represents the multiple correlation coefficients which should be in between -1 

and +1. R value of 0.767 indicates that there is a positive relationship between perceived CSR , customer 

trust and attitudinal loyalty. R square in the above table points out that 58.9% of the variation in the 

customer trust is explained by perceived CSR. 

Table 5: ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 13.625 2 6.813 33.651 .000b 

Residual 9.515 47 .202   
Total 23.140 49    

Anova table signifies (p value less than 0.05) that “Attitudinal loyalty” is more reliable. 

 
Table 6: Coefficientsa 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .744 .394  1.887 .065 

Perceived CSR .213 .142 .177 1.505 .139 

Trust .598 .108 .648 5.522 .000 

 The coefficient table shows the coefficients for perceived corporate responsibility and customer 

trust. P value in the above table is less than 0.05 for mediating variable “Customer trust” with beta value 

of 0.648 but the p value of Perceived CSR is higher than 0.05 with beta value of 0.177 indicating the 

shrinkage of its effect on the dependent variable “Attitudinal loyalty”. Hence, the result of the above 

table unfolds the fact that there is an influence of customer trust on attitudinal loyalty.  

 
Table 7: SOBEL TEST 

 
 The results of SOBEL test show that the p value is less than 0.05 indicating the mediating effect of 

customer trust on perceived CSR and attitudinal loyalty. Hence, it could be interpreted that CSR 

activities of a bank have a positive impact in building customer trust and increasing attitudinal loyalty.  
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Recommendations 

 To gain reputation from the customers, banking companies can enhance CSR strategies according to 

the requirements of the customer.  

 Lack of communication of CSR practices to customers is a major weakness of the banks therefore, it 

is essential to actively communicate the CSR initiatives from time to time to its customers. 

 
Conclusion 

 The research set out to examine the importance of CSR activities on customer trust and its influence 

on attitudinal loyalty. Business practice CSR and Philanthropic CSR activities of a bank can make a 

significant contribution to customer trust and attitudinal loyalty.CSR activities of a bank improve its 

financial performance in terms of gaining reputation and social image. Banking companies with good 

CSR activities can communicate to its customers to increase its value. Future research can be carried out 

in examining the effect of CSR activities of the bank on other stakeholder group.  
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Abstract 

 Demonetization refers to an act by which the government of a nation withdraws the circulation of one or more 
than one currency unit of its status as a legal tender. It affects the economy’s liquidity. Demonetization by any country 
is a part of several measures shouldered by the Government to address the economic issues of funding for illegal 
activities, counterfeit currencies and tax evasion. Further the demonetization process is an effort to shift to cashless 
economy intending to soar the use of debit/ credit cards, online payments and net banking mechanisms etc. The 
Government of India declared that the 500 and 1000 rupee notes in circulation will no longer be legal tender from 
midnight, 8th November 2016. At the time of first demonetization in India in the year 1946 and another one in the year 
1978, the currency notes of higher denomination constituted only 3% of the total currency in the circulation. So the 
inconvenience caused to the nation's citizens was minimal. But the current situation is such that the above mentioned 
high denomination notes constitute an extensive 86% of the notes in circulation in 2016. This has caused a widespread 
anguish and household disturbance putting the day to day operations into a complete chaos. This paper attempts to 
determine the areas of impact of Demonetization on common man. 
Keywords: Demonetization, Digital transaction, Liquidity, Cashless economy, online payment, counterfeit notes. 

 
Introduction 

 Demonetization of Rs 1000 and Rs 500 banknotes in India has affected the day to day life of 

common man making them to wait in long queues for new currency across varied banks all over the 

country. From the political point of view, the move was called as a decisive leadership in tackling black 

money which was later addressed as a means of making India cashless and giving digital India a boost. 

There were also implicit sayings that anyone criticizing the demonetization decision has been at the 

receiving end for hoarding black money. The question here is whether the demonetization move had 

any impact on black money or it was just one of the tactical efforts of the Government aimed at shifting 

attention from more pressing issues facing the country. Gone are the days when people hoarded wealth 

in gunny banks filled with currency notes. In today’s world refined ways of money laundering like 

opening offshore bank accounts, illegal dealing with foreign currencies, saving properties in benami 

names have emerged. Only an insignificant population which keeps their ill- gotten wealth in the form of 

bank notes can be tracked leading to limited impact on black money in this exercise. The move of 

demonetization has both pros and cons. The reason for demonetization can be many like addressing the 

issues of tax evasion, counterfeit currency, funding of illegal activities etc. but the success of achieving 

these goals lies with the way in which the implementation is done. 

 
Review of Literature 

 K. Veerakumar (2017) in her paper ‘A study on people impact on demonetization’ stated that the 

demonetization had a significant and instant impact on the state of the Indian economy. An attempt was 

made to find the impact of demonetization on the public with Samples of 100 respondents who were 

chosen randomly from Coimbatore District. It was found that fourvariables namely age, gender, 
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occupation, annual income had significant relationship with the impact of demonetization. When the 

respondents were asked to rank the priority of the impact of demonetization, the results were in the 

sequence of firstly it helps to destroy black money followed by corruption, terrorism etc. 

 R. Rajendra Kumar (2016) in his paper titled Demonetization and its effect on life of common 

people in India concluded that demonetization had a deeper impact on the life of the common people 

by making them to suffer a lot. People silently accept this move and withstood the suffering with the 

expectation that this temporary uneasiness will soon eradicate the corruption and make their lives 

comfortable. He further stated that if the implementation is not done properly and if the desired 

objectives are not achieved, the ultimate sufferers will be crores of common people. The Government 

promised to restore normalcy within 50 days of implementation of the scheme but has failed. Thus he 

concluded that the scheme of demonetization is a good concept but implemented with flaws. 

 Suprabha (2017) in her paper titled Impact of demonetization on Indian economy and common 

man stated that the Demonetization of Rs 500 and 1000 Rs notes may be beneficial to the economy in 

long run but it is essential to reduce its mentioned demerits and ill effects in existing version if not this 

will have adverse impacts on economy's GDP. The success of the Government's demonetization 

measure depends on its policies and strategies on how well they are planned and executed especially 

at ground level. This process will also forcibly bring in huge amount of money from the informal 

sector, which was kept unaccounted. This will help in the growth and therefore GDP would not face a 

negative impact. 

 Ayash Yousuf Shah (2017) in his paper Impact of Demonetization on Rural India concluded that 

Demonetization is a one of the many steps in fighting corruption, financing insurgency and black 

marketing. However he stated that since the preparation for demonetization was lop-sided, it has 

impacted the Indian public terribly. 86% of cash was taken out of the economy, with a meager amount 

available, killing all market transactions. Those people, who were targeted, did not come on streets, 

but the common folk were out from their work places as well as homes causing a complete chaos.  

This move is likely to have a major impact on the parallel economy but sudden announcement the 

general public. Common Men are finding difficulty in purchasing with no money in pocket and 

straining and failure on the part of the Government to prepare in advance has caused more discomfort 

among themselves by wasting hours in queues which could have been avoided if planned well in 

advance. 

 Taru Baswan(2016) in his study on Demonetization-An Initiative Towards Cashless Economy said 

that in order to eradicate the problem of corruption, black money and to convert the economy into 

cashless, it’s the duty of the general public to work on one’s own ethics, morality, and values. 

Awareness should be created among the People about their fundamental rights and duties.  

There should be no gap in the law and systems, giving space for the discretionary desires and powers 

to the bureaucrats and politicians. He further stated that the policy Implementation should be left with 

the independent authorities, and their decisions can only be challenged in the courts. Many reforms 

like making the accounts of political parties audited from time to time and electronically filing income-

tax returns, funding of election expenditure for candidates, should be brought in. Responsiveness, 

transparency and accountability are a must for a clean system. To achieve this, there is a need to 

develop a strong and exhaustive judicial system which can deliver speedy and inexpensive justice to 

people. 

 The above literature reviews are few among the articles that were researched. From the literature 

review it is seen that researchers have stated that the demonetization move had a significant impact 
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on the state of the Indian economy creating a complete chaos. People have accepted the move and 

withstood the suffering thinking that this temporary uneasiness will soon eradicate the corruption and 

make their lives comfortable. Further the success of the Government's demonetization measure 

depends on its policies and strategies on how well they are planned and executed especially at ground 

level. The scheme of demonetization is obviously a good concept the success of which lies in its 

implementation. This paper is intended to study the areas of impact of demonetization on common 

man. 

 
Objective of the Study 

 Demonetization is obviously one of the biggest cleanliness drives against all illegal activities in the 

history of Indian economy. And this move is not free from consequences. This paper intends to know the 

areas of impact of demonetization on common man. 

 
Research Methodology 

 Data for the study was collected through primary data and secondary data. A sample population of 

100 respondents was selected for the survey. The primary data for the study was collected with the help 

of a well-structured questionnaire, framed on the basis of the areas of impact of demonetization on 

common man. The target population was individuals in the city of Chennai. Different books, journals, 

newspapers and relevant websites have been consulted so as to make the study an effective one.  

 
Statistical Techniques and Analysis 

 Primary data was collected and entered into Statistical Package for Social Sciences (SPSS) Version 

15 for analysis. The statistical technique used is Factor Analysis. In order to identify the areas of 

impact of demonetization on common man, factor analysis has been conducted with the data 

collected. 

Reliability 

 Cronbach's alpha is the most common measure of internal consistency ie., Reliability. It is most 

commonly used when we have multiple Likert questions in a questionnaire that form a scale and when 

we wish to determine if the scale is reliable. 

 
Cronbach’s alpha 

 Cronbach’s alpha is a measure of internal consistency, that is, how closely related a set of items are 

as a group. It is considered to be a measure of scale reliability.  

Table 1 Cronbach’s Alpha as reliability  

      tool to validate the data 

Source: Primary Data 

 Table 1 shows the reliability for 30 items is 0.817, suggesting 

that anything above .80 is respectable. Whereby in this case, the 

items have relatively high internal consistency. Even if one of the 

30 items is deleted the Cronbach’s Alpha value will be reduced. 

This indicates that the reliability for all items is higher. 

KMO and Bartlett's Test 

 Kaiser-Meyer-Olkin (KMO) Test is a measure of how suited the data is for Factor Analysis. The test 

measures sampling adequacy for each variable in the model and for the complete model. The statistic is 

Reliability Statistics 

Cronbach's Alpha No. of Items 

.817 30 
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a measure of the proportion of variance among variables that might be common variance. The lower the 

proportion, the more suited the data is to Factor Analysis. The Kaiser-Meyer-Olkin (KMO) and Bartlett's 

test measures strength of the relationship among variables. The KMO measures the sampling adequacy 

which should be greater than 0.5 for a satisfactory factor analysis to proceed. 

   Table 2 KMO and Bartlett’s Test  
Source: Computed Data 
*denotes significance at .05 level 

 From Table 2, it can be noted 

that Kaiser-Meyer-Olkin measure of 

sampling adequacy is 0.730 and 

Bartlett’s Test of Sphericity and 

approximate Chi-Square value is 1922.264 which are statistically significant at 5% level. Therefore, it 

can be concluded that the sample size is adequate to derive the areas of impact of demonetization on 

common man. 

Analysis and Interpretation 

 Factor analysis has been used for identifying the areas of impact of demonetization on common 

man. 

Table 3 Total Variance Explained for the areas of impact of demonetization on common man 

Component Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 
 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

Total 
% of 

Variance 
Cumulative 

% 
1 5.999 19.996 19.996 5.999 19.996 19.996 3.675 12.249 12.249 
2 4.700 15.666 35.662 4.700 15.666 35.662 3.104 10.347 22.596 
3 2.312 7.707 43.369 2.312 7.707 43.369 2.757 9.188 31.784 
4 1.731 5.769 49.138 1.731 5.769 49.138 2.623 8.744 40.528 
5 1.487 4.957 54.094 1.487 4.957 54.094 2.266 7.554 48.082 
6 1.424 4.746 58.841 1.424 4.746 58.841 2.127 7.090 55.172 
7 1.244 4.145 62.986 1.244 4.145 62.986 1.985 6.615 61.787 
8 1.090 3.634 66.620 1.090 3.634 66.620 1.450 4.833 66.620 
9 .960 3.201 69.820       

10 .907 3.025 72.845       
11 .790 2.634 75.479       
12 .778 2.595 78.074       
13 .757 2.523 80.597       
14 .676 2.253 82.850       
15 .598 1.992 84.841       
16 .583 1.942 86.784       
17 .505 1.685 88.468       
18 .470 1.567 90.036       
19 .434 1.447 91.482       
20 .398 1.327 92.809       
21 .362 1.207 94.016       
22 .359 1.196 95.213       
23 .331 1.105 96.318       
24 .285 .952 97.269       
25 .261 .870 98.139       
26 .180 .600 98.739       
27 .168 .561 99.300       
28 .142 .472 99.771       
29 .061 .203 99.975       
30 .008 .025 100.000       

Extraction Method: Principal Component Analysis 

Source: Computed Data 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .730 
Bartlett's Test of Sphericity Approx. Chi-Square 1922.264 

 Df. 435 
 Sig. .000* 

http://www.statisticshowto.com/proportion-of-variance/
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 From table 3 we see that all 8 extracted factors which are those with an eigen value greater than  

1 account for 66.620 of the variance in the items' variance-covariance matrix. It can be noted that the  

30 items are reduced to eight predominant factors with cumulative values percentage of12.249, 22.596, 

31.784, 40.528, 48.082, 55.172, 61.787 and 66.620. 

 The rotated factor matrix table 4 shows which items load on which factors after rotation. The idea 

of rotation is to reduce the number factors on which the variables under investigation have high 

loadings. The Rotated Component Matrix for the demonetization Factors impacting the common man. 

 

Table 4Rotated Component Matrixa 

 Component 
 1 2 3 4 5 
Disorganized work to move to organized sector. .753     
Food inflation will come down. .694     
Tax rates will come down as more people will be in tax net. .688     
Business will be able to borrow at cheaper rates. .671     
Loans will become cheaper. .664     
Bonds and shares prices to increase in the near future. .537     
Higher education and healthcare in the common man’s reach. .527     
A taxpayer has to stand in queues to withdraw his hard-earned money.  .921    
People with large amount of black money use unscrupulous means to 
convert it into legitimate currency. 

 .921    

Online companies will have their time as most of the white income class is 
resorting to online 

 .717    

Gem and Jewellery business will be hard hit.  .671    
Most of the white income class is resorting to online  .626    
Businesses relying on cash transactions are seeing a total demand collapse.  .547 .   
Low-income people are impacted due to delayed payments.   .782   
Some people may commit suicide.   .767   
The society will become more equitable with lesser class distinction.   .642   
Some slum dwellers may actually have to pay taxes and lose their BPL 
status. 

  631   

Demonetization is the Government’s tactical effort to shift attention from 
more pressing issues facing the country. 

   .763  

Demonetization is implemented with the view of upcoming elections.    .690  
The ruling political party has gained popularity.    .601  
Opposition parties will join hands in picturing demonetization as a scam.    517  
Marriages to become cheap and dowry is abolished.     .814 
Prosecution for people who are engaging in black money.     668 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

A Rotation converged in 13 iterations.  

  
 From Table 4 it can be noted that five factor components have been generated. The first factor 

which can suitably named as “The impact on the Economy”. The second factor with grouping of 6 

variables can be named as “The impact on Business”. The third factor is formed with 4 variables which 

can be named as “The impact on Society”. The fourth factor can be named as “Political Impact” 

consisting of 4 variables. The fifth factor with grouping of 2 variables can be named as “Legal Impact”. 

This reveals the factor analysis results in 5 predominant factors. 
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Table 5 The areas of impact of Demonetization on common man 

Impact on the 
Economy 

Impact on Business 
Impact on 

Society 
Political Impact Legal Impact 

Disorganized work 
to move to 
organized sector 

 

A taxpayer has to stand 
in queues to withdraw 
his hard-earned money. 
 

Low-income 
people are 
impacted due to 
delayed 
payments. 

Demonetization is the 
Government’s tactical 
effort to shift attention 
from more pressing 
issues facing the country. 

Marriages to 
become cheap 
and dowry is 
abolished 
 

Food inflation will 
come down 
 

People with large 
amount of black money 
use unscrupulous means 
to convert it into 
legitimate currency 

Some people 
may commit 
suicide. 
 

Demonetization is 
implemented with the 
view of upcoming 
elections 
 

Prosecution for 
people who are 
engaging in black 
money. 
 

Tax rates will 
come down as 
more people will 
be in tax net 
 

Online companies will 
have their time as most 
of the white income class 
is resorting to online 

The society will 
become more 
equitable with 
lesser class 
distinction. 

The ruling political party 
has gained popularity  
 

 

Business will be 
able to borrow at 
cheaper rates 
 

Gem and Jewellery 
business will be hard hit. 

 

Some slum 
dwellers may 
actually have to 
pay taxes and 
lose their BPL 
status 

Opposition parties will 
join hands in picturing 
demonetization as a 
scam 
 

 

Loans will become 
cheaper. 
 

Most of the white income 
class is resorting to 
online. 

 
 

 

Bonds and shares 
prices to increase 
in the near future 
 

Businesses relying on 
cash transactions are 
seeing a total demand 
collapse. 

   

Higher education 
and healthcare in 
the common man’s 
reach 

    

Source: Computed Data 

 Table 5 presents the five factor loadings that were derived from the factor analysis. The first 

grouping has seven statements under it all of which has an impact on the Economy. The economy will 

become cleaner with no unaccounted money in circulation. Every transaction will be electronically 

monitored and every business will become legalized. Tax rates will come down, better control over 

stock prices, PDS will be well regulated with affordable prices, and the banks will have adequate cash to 

offer loan to business and other institutions.  

 The second grouping has six statements which has an impact on business/ finance. Due to 

demonetization the small businesses which relies heavily on cash is affected. The sudden move has put 

the citizens of the country into trouble in withdrawing their hard earned money. With the introduction 

of higher denomination currency of 2000 rupees, people may use unscrupulous means to convert black 

money into legitimate currency.  

 The third group consists of four statementsall of which has an impact on the society. The inability to 

earn their day to day wages by the poor has made people to commit suicide. Low income work group 

were affected due to delayed payments because of cash crunch. Since every transaction is monitored, 

there are no chances of keeping unaccounted money which in turn will make some slum dwellers to pay 

tax and lose their BPL status. 
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 The forth group consists of four statements having an impact on the politics of the country.  

From the political point of view, there is a implicit sayings that anyone criticizing the demonetization 

decision has been at the receiving end for hoarding black money. The move of demonetization gives an 

opportunity for the opposition parties to call it a scam or an eye wash, thereby creating popularity for 

the ruling party in focus of the upcoming elections. 

 The fifth group consists of two statements which has legal impacts of Abolishment of Dowry system 

and punishment for those involving in illegal activities. 

 
Recommendations of the Study 

 From the study of identifying the areas of impact of demonetization, we were able to identify that 

the move of demonetization by the Government has affected every area and every individual in the 

country. There are both positive and negative impacts from this move. This study is intended to identify 

the areas of impact of demonetization move on common man. Further studies can be done by taking 

every single area separately to have an in depth idea about the intensity of impact of demonetization. 

Due to time constrains the study is limited to only Chennai area. Surveys can also be done on National 

level to get a holistic picture of how demonetization has impacted the whole nation. 

 
Conclusion 

 The respondents in this study have many positive expectations from this move like fall in food 

inflation, lower tax rates, and availability of loans at cheaper rates for individuals as well as business. 

Further, higher education and healthcare will become easily accessible to common man, work to move 

to organized sector and the society to become more equitable with equal distribution of money and 

wealth resulting in bringing out the people from the below poverty line. From the study it is found that 

the move of demonetization on society has been severe causing some people to commit suicide, putting 

the citizens under mental and physical trauma by making them stand in queues for hours and days to 

withdraw their hard earned money caused many small businesses which rely on cash to collapse 

affecting their livelihood. From political aspect, on one hand this move is seen by the common man as an 

opportunity for the ruling parties to gain popularity by creating a history, provided a tactical chance to 

shift the public’s attention from more pressing issues facing the country. In today’s world refined ways 

of money laundering like opening offshore bank accounts, illegal dealing with foreign currencies, saving 

properties in benami names have emerged. With the emergence of high value denomination currency of 

2000 rupee note there are chances of people engaging in illegal activities. The People with large amount 

of black money may still use unscrupulous means to convert it into legitimate currency. The reason for 

demonetization can be many like addressing the issues of tax evasion, counterfeit currency, funding of 

illegal activities etc. but the success of achieving these goals lies with the way in which the 

implementation is done. Thus through the study it is found that the major areas where this cleanliness 

drive of demonetization has impacted are the economy, the business, society, legal and politics. 
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Abstract 

 The study deals with challenges faced due to implementation of IT and benefits of IT to customers. The research 
methodology of primary and secondary data has been adopted along with objectives of the study has also been clearly 
defined. The framework was made to proceed with the work and to bring the study to a conclusion. An elaborate 
discussion on the concept of IT is presented. This study summarizes the findings emerged from analysis of the results 
pertaining to various aspects on the information technology in banking industry. Few suggestions have been 
recommended for the efficient functioning and effective management of the banking industry in today's competitive 
environment. 
Keywords: Skimming, Phishing, Cyber fraud. 
 
Introduction 

 Information technology brought a complete paradigm shift on the bank’s performance and on the 

customer service delivery in the banking industry. In a bid to catch up with global development, 

improve the quality of customer service delivery, and reduce transaction cost, banks have invested 

heavily in IT, and have widely adopted IT networks for delivering a wide range of value added products 

and services. The IT development has a significant effect on development of more flexible and user 

friendly banking services. Banking industry in India has also achieved a new height with the changing 

times. Customer services and customer satisfaction are prime responsibilities of banks now days. IT has 

given rise to new innovations in the product designing and their delivery in the banking industries. 

Technology offers a chance for banks to build new systems that address a wide range of customer needs 

including many that may not be imaginable today. Banking industries through internet has emerged as a 

strategic resource for achieving higher efficiency, control of operations and reduction of cost by 

replacing paper based and labor intensive methods with automated processes thus leading to higher 

productivity and profitability. Financial innovation associated with IT changed the banking philosophy 

and that is further tuned by the competition in the banking industry. Challenging business environment 

within the banking system create more innovation in the fields of product, process and market. 

 
Review of Literature 

 According to Pratibha Maurya [2016]states thatICICI Bank has been at the forefront in leveraging 

technology including the current and emerging transformational trends of mobility, digitization and 

rapid growth of social media, to bring value to its customers. The innovations in recent years have 

enhanced the customer franchise and improved the overall customer experience.  

 R. Srikanth & Dr. Kankipati Srinivasa Rao [2016] states that by designing and offering simple, safe 

and secure technology, banks reach at the doorsteps of the customers with an objective of “delight 

customer satisfaction”. In fact, Information technology has succeeded in creating a win- win situation 

for all concerned segments in India. At the same time there is a serious concern about cyber crimes with 
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regard to accounts hacking, since the majority of the transactions are being carried out by internet and 

online. 

 Dr. J. Mala Jayashree [2015] states that banks must create performance measurement systems to 

assure the mix products and services they offer are beneficial to both the customer and the bank.  

They must also determine whether to deploy new technologies themselves or with other service 

providers. It also needs to support a clearly defined and well communicated business strategy to 

enhance the core banking value, revamping the digital agenda, moving from information to insight, 

dealing with a changing risk from cash to electronic modes of payment, grappling with financial 

inclusion, empowering employees, and accelerating innovation. 

 Dr.V. Vimala [2015] revealed that Information Technology led to increase customer satisfaction, 

improved operational efficiency, reduced transaction time, better competitive edge, reduced the 

running cost and ushered in swift response in service delivery. 

 
Objective 

 In the present study, an endeavor has been made to assess and evaluate the challenges and benefits 

of information technology in banking industry with special reference to customers of different banks. 

The objectives of the study were therefore set as follows: 

 To identify the challenges faced by banks and customers due to implementations of IT. 

 To assess the benefit of IT services to the customer. 

 
Research Methodology 

 For the present research, the project is based on Descriptive Research. The major emphasis of 

Descriptive Research is on the discovery of ideas. In this research convenience sample method is used 

and a sample size of 100 respondents participated in the research. The study is concerned with banking 

industry in India. To achieve the noted objectives the study is based on primary and secondary data. 

This study is primarily based on customer satisfaction of banks with the introduction of information 

technology equipments. Therefore, primary data has been collected through questionnaires. 

Questionnaires were distributed to different customers of various banks in Chennai. Secondary data has 

been collected from various periodical books, journals, magazines, newspapers, theses, memorial 

lectures, banking summits and various websites for making an analysis and interpretation of data. 

Percentage method is used for analyzing the data collected.  

 
Challenges of Adopting Information Technology 

 Latest Developments in Information Technology have also brought along a whole set of challenges 

to deal with. Speedy changes in technology, complexities, high costs, security and data privacy issues, 

new rules and regulations and lack of trained manpower are some challenges faced by commercial 

banks in India. 

 Mindset of employees: Information technology revolution changes are creating challenges for 

banks and employees have to adapt to changing conditions. The employees resist to change and the 

seller market mindset is yet to be born. These problems, in addition to fear of uncertainty and control 

orientation are adding more problems for the banks. In addition to that, banking industry is adopting 

the latest technology but its utilization is far below satisfactory level. 
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 Language and literacy barrier: Unfamiliar language and illiteracy could be barriers in using e-

banking service. Currently, all the websites of banks providing internet banking service are mostly in 

English language. It is difficult to be operated by those individuals who are residing in rural areas, 

especially those who do not know English language. 

 Skimming: Skim the information off the cards is another method of accessing customer’s private 

information. It is a most commonly used method to obtain illegally any consumer's card information. 

Skimmers are electronic device that is used by the criminals to capture the data stored on the magnetic 

strip of the ATM card. 

 Phishing: Phishing is just one of the many frauds on the Internet, trying to fool people into parting 

with their money. Phishing refers to the receipt of unsolicited emails by customers of financial 

institutions, requesting them to enter their username, password or other personal information to access 

their account for some reason. Customers are directed to a lookalike replica of the original institution's 

website. They click on the links to enter their information and remain unaware that fraud has occurred. 

The fraudster then can access the customer's online bank account and to the funds contained in that 

account. 

 International boundary risk: Internet banking is totally based on information technology. So it 

can be operated from any place in any country. Since it is difficult to check the application for a loan 

from a customer abroad as compared to familiar customer base. Acceptance of foreign currencies in 

payment of electronic money may be subject to market risk due to ups and down in foreign exchange 

rates. 

 Cyber fraud: Banks are asking their customers to adopt newer service delivery electronic 

platforms like mobile, internet, ATM's for delivering service efficiently and further it helps in cost 

cutting. While the customers are becoming more tech-savvy and had started using electronic channels, 

the fraudsters are using newer ways of doing frauds by exploiting the loopholes in information 

technology systems and processes. There have been many frauds of low value where the fraudster has 

used software programs, malware attacks, phishing, emailing and through SMS etc. 

 Money laundering risk: Internet banking can be done remotely, banks may find it difficult to apply 

traditional methods for preventing and detecting undesirable criminal activities like money laundering. 

Application of money laundering rules may not be adequate for some forms of e-payments. 

 Holes: Hole is any defect in hardware, software or privacy policy that allows hackers to have 

unauthorized access to personal computers/ laptops/smart phones. The network tools that can be 

affected by holes are routers, server software, operating system, firewalls and client. 

 
Data Analysis and Interpretation 

 This analysis deals with customer aspects pertaining to information technology in banks.  

The research methodology of primary data has been adopted along with objectives of the study. The 

present interpretation is devoted to present an overview of benefits of IT services to the customer. 

Primary Data was collected from customers of various public sector and private sector banks. Then the 

collected data was analyzed and interpreted in line with the aims of the study. 
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Table and figure 1 explains different types of IT services used by the respondents  

sometimes or frequently 

Particulars Sometimes Frequently Total 
ATM 31 31% 69 69% 100 100% 
Direct Deposit & Withdrawal 50 50% 50 50% 100 100% 
Pay by phone system 59 59% 41 41% 100 100% 
Point of sale 30 30% 70 70% 100 100% 
Internet Banking 60 60% 40 40% 100 100% 
Branch Networking 21 21% 79 79% 100 100% 
EFTPOS 80 80% 20 20% 100 100% 
Electronic Cheque 80 80% 20 20% 100 100% 
Personal Computer Banking 50 50% 50 50%  100 100% 
Source: Primary Data 

 

 
 As a result ATM service used by 31% of respondents sometimes and 69% of respondents 

frequently, direct deposit and withdrawal service used by 50% of respondents sometimes and 50% of 

respondents frequently, pay by phone system service used by 59% of respondents sometimes and 41% 

of respondents frequently, point of sale service used by 30% of respondentssometimes and 70% of 

respondents frequently, internet banking service used by 60% of respondents sometimes and 40% of 

respondents frequently, branch networking service used by 21% of respondents sometimes and 79% of 

respondents frequently, EFTPOS service used by 80% of respondents sometimes and 20% of 

respondents frequently, Electronic cheque conversion service used by 80% of respondents sometimes 

and 20% of respondents frequently and personal computer banking service used by 50% of 

respondents sometimes and 50% of respondents frequently. Thus it can be inferred from the above 

table that customers use IT services frequently at branch networking, ATM and point of sale.  

Table and figure 2 explains benefits of IT services according to different respondents 

Particulars Number of Respondents Total Percentage 

Accessibility of account  9 9 % 

Proper management of finance 11 11% 
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Cost reduction 6 6% 

Ensuring security 5 5% 

Time saving 40 40% 

Speed & easy access to account 29 29 % 

Total 100 100% 

            Source: Primary Data 

 
As a result 40% of respondents choose 
Time saving, 29% of respondents choose 
Speed & easy access to account,11% of 
respondents chooseProper management 
of finance 9% of respondents choose 
Accessibility of account, 6% of 
respondents choose cost reduction and 
5% of respondents choose ensuring 
security. Thus it can be inferred from the 
above table that most of the customers 
feel time saving, speed and easy access to 
account are the benefits of IT services.  

Tables and figure 3 explains different types of problems due to  

IT services faced by the respondents 

Particulars Yes No Total 

ATM cards sometimes stuck in the ATM 2 2% 98 98% 100 100% 

Shortage of cash in the ATM 40 40% 60 60% 100 100% 

Internet Connectivity Problems 3 3% 97 97% 100 100% 

Withdrawal of bigger amount from ATM 12 12% 88 88% 100 100% 

Internet Fraud 97 97% 3 3% 100 100% 

No Personal Interaction 50 50% 50 50% 100 100% 

Source: Primary Data 
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 As a result ATM cards sometimes stuck in the ATM is faced by 2% of respondents and not faced by 

98% of respondents, shortage of cash in the ATM is faced by 40% of respondents and not faced by 60% 

of respondents, the ATM may not function well due to internet connectivity problem is faced by 3% of 

respondents and not faced by 97% of respondents, you cannot withdrew bigger amount with the ATM is 

faced by12% of respondents and not faced by 88% of respondents, Internet fraud is faced by 97% of 

respondents and not faced by 3% of respondents and No personal interaction , making it difficult to get 

instant solutions to problems is faced by 50% of respondents and not faced by 50% of respondents. 

Thus it can be inferred from the above table that internet fraud, no personal interaction and shortage of 

cash in the ATM are the problems faced by most of the customers. 

 
Conclusion 

 The banking sector is now using new technologies to provide better services to customers.  

The banking sector realizes that customers’ needs have changed with the advancements in technology 

and their own needs. Customers need to be informed on suitable precautionary measures for safety. 

Frequent messages about use of IT equipments for committing frauds like phishing, data base hacking, 

server hacking, card cloning etc should directly be sent to the customers either by Reserve Bank of India 

or from the respective banks of the customer. Customer should adopt various security precautions and 

practices in protecting their devices and computers. They should avoid conducting financial 

transactions from public or internet cafe. Customer contact information is critical for verifying the 

authenticity of any financial transaction or for stopping a fraud. Updated full information about the 

customer will be useful in fraud detection and timely action by the banks against the fraudster. IT has 

brought-in enormous benefits to customers and banks particularly in terms of increase in productivity, 

speedy and efficient service delivery, cost reduction and increased profits. The IT developers and the 

operating software providers need to design more advanced technologies. The developers of the IT 

applications need to be aware of security, risk and trust issues that customers have. Solutions need to be 

developed to solve security and trust issues customers may have with IT services issues. 
 

References 

1. Dr. J. Mala Jayashree [2015]. A study on the information technology in banking sector.vol. 1, no. 2, 

2015, pp. 26–31. 

2. Dr.V. Vimala [2015].The impact of information technology adoption on the customers of bank of 

India, Bangalore urban – an evaluative study. vol. 17, no. 3, 2015, pp. 39–44. 

3. Pratibha Maurya [2016].The changing role of information technology in business process 

reengineering- a case study of ICICI bank. vol. 6, no. 5, 2016, pp. 391–395. 

4. R. Srikanth & Dr. Kankipati Srinivasa Rao [2016]. Impact of information technology in select banks- 

a case study of Ranga Reddy District, Telangana State.vol. 6, No. 2, 2016, pp. 1-13. 

 
Websites 

1. http://nation.com.pk/business/09-Jun-2014/role-of-it-in-banking-sector 
2. http://www.bankersadda.com/2014/06/essay-role-of-technology-in-banking.html 
3. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2151162 
4. https://googleweblight.com/i?u=https://www.capitaworld.com/information-technology-banking-

industry-india/&grqid=AzgT3xyG&hl=en-IN 
5. https://www.anz.com.au/security/fraud-detection/types/ 
6. https://www.customerxps.com/blog/types-of-fraud-in-banking/ 

http://nation.com.pk/business/09-Jun-2014/role-of-it-in-banking-sector
http://www.bankersadda.com/2014/06/essay-role-of-technology-in-banking.html
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2151162
https://googleweblight.com/i?u=https://www.capitaworld.com/information-technology-banking-industry-india/&grqid=AzgT3xyG&hl=en-IN
https://googleweblight.com/i?u=https://www.capitaworld.com/information-technology-banking-industry-india/&grqid=AzgT3xyG&hl=en-IN
https://www.anz.com.au/security/fraud-detection/types/
https://www.customerxps.com/blog/types-of-fraud-in-banking/


 
 
 

 

150 | P a g e  

International Conference on Social Innovation and Social Responsibility A Key to Sustainable Development and Solutions 

Ethiraj College for Women (Autonomous), Chennai 

 
 

A STUDY ON THE DETERMINANTS OF CUSTOMER LOYALTY TOWARDS  

E-BANKING SERVICES 

  

 
Mrs.R.Anupama 

Assistant Professor, Department of Bank Management (SS), Ethiraj College for Women, Chennai 

 
Abstract 

 E-Banking services is a social innovation that altogether changed the customer view-point towards banking 
services. However, this innovation has inculcated a huge sense of social responsibility on the banks towards ensuring 
the service quality, improving fidelity in on-line transactions, and other aspects to be improved to strengthen the 
customer loyalty towards the bank. The scope of the study was to analyse the customers perception towards the e-
banking services. The present study aims to identify and investigate into the factors that affect customer loyalty 
towards e-banking, with greater emphasis on Service quality. 
Keywords: Customer Loyalty, E-Banking Services, Service Quality 

 
Introduction 

 Competition and the constant changes in technology and lifestyles have changed the face of banking. 

Nowadays, banks are seeking alternative ways to provide and differentiate amongst their varied 

services. Customers, both corporate as well as retail, are no longer willing to queue in banks, or wait on 

the phone, for the most basic of services. They wish to perform their financial transactions without the 

barriers of time and place.With the number of computers increasing every year, the electronic delivery 

of banking services is becoming the ideal way for banks to meet their clients ‘expectations. Banks in 

order to gain a greater share of competitive market, it should attract customers and their loyalty to act. 

The present study aims to identify and investigate into the factors that affect customer loyalty towards 

e- banking, with greater emphasis on Service quality.  

 In India e-banking is of fairly recent origin. The traditional model for banking has been through 

branch banking. Only in the early 1990s there has been start of non-branch banking services. The good 

old manual systems on which Indian Banking depended upon for centuries seem to have no place today. 

The credit of launching internet banking in India goes to ICICI Bank. Citibank and HDFC Bank followed 

with internet banking services in 1999. Several initiatives have been taken by the Government of India 

as well as the Reserve Bank to facilitate the development of e- banking in India. The Government of 

India enacted the IT Act, 2000 with effect from October 17, 2000 which provided legal recognition to 

electronic transactions and other means of electronic commerce. The Reserve Bank is monitoring and 

reviewing the legal and other requirements of e-banking on a continuous basis to ensure that e-banking 

would develop on sound lines and e-banking related challenges would not pose a threat to financial 

stability. A high-level Committee under chairmanship of Dr. K.C. Chakrabarty and members from IIT, 

IIM, IDRBT, Banks and the Reserve Bank prepared the ―IT Vision Document- 2011-17‖, for the Reserve 

Bank and banks which provides an indicative road map for enhanced usage of IT in the banking sector. 

To cope with the pressure of growing competition, Indian commercial banks have adopted several 

initiatives and e-banking is one of them. The competition has been especially tough for the public-sector 

banks, as the newly established private sector and foreign banks are leaders in the adoption of  

e-banking.  
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 E-Banking can be classified into following forms they are: Telephone Banking (The Oldest & Poorest 

one), Internet Banking (or Online Banking), Mobile Banking (Including SMS Banking) and Automated 

Teller Machines (ATMs) 

 
Review of Literature 

 Gefen (2002) in his research paper, service quality dimensions may be divided into three 

categories that are tangibles, a combined dimension of responsiveness, reliability and assurance, and 

empathy. These three categories are analyzed on the online shopping websites.  

 Yang and Fang (2004) in his research paper, describes Service quality is a significant instrument 

to measure customer satisfaction. There is a close relationship between customer satisfaction and 

service quality. Customer satisfaction can be given by providing quality of products and services to 

customers. For accessing customer satisfaction, SERVQUAL model is used to know the different services 

provided by banks and customer perceptions about the services. This tool is used to overcome problems 

with related to customer satisfaction and quality of services offered to customers. As now most banks 

are offering e-services there is a need to understand difference in services from the point of access, 

availability and even adaptability. This needs to be identified and empirically verified.  

 Parasuraman et al. (2005) in his research paper, the Internet service quality of online shopping 

websites resulted in the development of a service quality scale, the e-SQ scale, consisting of seven 

dimensions: efficiency, system availability, fulfilment, privacy, responsiveness, compensation and 

contact. It is slightly different from the e-SQ scale developed by Zeithaml et al. (2001) identifies 11 

dimensions: reliability, responsibility, ease of navigation, access, flexibility efficiency, assurance, 

security, price knowledge, site aesthetics and customization / personalization. Furthermore, a study by 

Ribbink et al. (2004) in an e-commerce context (online book and CD stores) the service quality 

dimensions consisted of: ease of use, escape, responsiveness and customization. Cristobal et al. (2007) 

further developed a service quality scale which consists of multidimensional constructs of web design, 

customer service, assurance and order management. 

 
Objective of the Study 

 To understand and identify the factors that affect customer loyalty towards e-banking services 

 
Methodology 
 The present study is descriptive in nature. Toanalyse the factors that affect customer loyalty 

towards E-Banking service viz; Service quality, perceived value, trust, reputation and customer loyalty. 

Convenience sampling method is used to collect data. The size of the sample is 200, and factors to be 

considered are time, cost and effectiveness etc. Both primary and secondary data is used in this study in 

order to meet requirement of the purpose. Under this study primary data was collected by using 

structured questionnaire. The structured questionnaire consists of closed –ended questions.  

The primary data was collected from E-Banking users residing in Chennai city. The secondary data are 

sourced from various bank websites, Wikipedia, Magazines, Books, Pamphlets and Periodical surveys 

etc. The statistical tools used for the study is Percentage Method, Weighted Average Method and 

Ranking Method. 

 
Data Analysis 
 Respondents’ distribution based on Gender, Age, MaritalStatus, Occupation, Education Qualification, 

Number of Banks that the respondents deal with, frequency of visiting the bank for transaction in a 
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month after introducing of e-banking service, the type of e-banking service the respondents used more 

and number of years there spondentusinge - banking service. 

 
Table No: 1 Demographic Profile 

Particular Frequency % 

Gender 
Male 115 57.5 
Female 85 42.5 

Age 

Below 25 76 38 
25-35 90 45 
36-50 25 12.5 
51-60 6 3 
Above 60 3 1.5 

Marital status 
Single 107 53.5 
Married 93 46.5 

 
Occupation 

Student 72 36 
Professional 24 12 
Business 41 20.5 
Employed 63 31.5 

Educational qualification 
UG 95 47.5 
PG 23 11.5 
Others 82 41 

Numberof banks 
One 81 40.5 
More than one 119 59.5 

Monthly frequency of visiting the bank After 
introduction of e-banking service 

Never 70 35 
Once 93 46.5 
Twice 29 14.5 
Thrice or more 8 4 

The typeof e-banking service the Respondents 
frequently use 

ATM 128 64 
Internet banking 43 21.5 
Mobile banking 21 10.5 
Phone banking 8 4 

Number of years the Respondent using  
E-Banking Service 

Less than 1 year 25 12.5 
1-3 year 84 42 
More than 3 years up to 6 years 63 31.5 
More than 6 to 9 years 28 14 

(Source: Primary Data) 

 Outofthetotalsamplesstrengthof200membersfromwhomdata were collected, the majority were 

male (57.5%) within the age of 25 to30 years (45%), of which most of them were students with a Under 

Graduate Degree (47.5%) and mostly unmarried (53.5%). About 59.50% of the samples replied that 

they utilizing the e- banking services of only one bank. After the introduction of the e-banking services, 

the frequency of 46.50% of the samples visiting the bank has been reduced to a mere once a month and 

35% replied that they never visited the banks. Thus, introductionofe-banking services have 

predominantly reduced the customer‘s direct visit to the bank, there by reducing the hardship of the 

customer and the work load of the bank. 64% of the samples have chosen use of ATM‘s as the most 

preferred and used e-banking service when compared to internet banking, mobile banking and phone 

banking. Almost 42% of the samples have been using thee-banking services for more than a year and up 

to 3 years.  
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Descriptive Statistics of Service quality 

 The table 2 analyze the level of agreement of respondents towards the service quality offered by  

E-Banking Services. For the research variables, there are 14 statements are considered for Service 

Quality. 

Table No: 2 Descriptive Statistics of Service Quality 

(Source: Primary Data) 

 The above table 2 shows the descriptive statistic of service quality. It is identified from the above 

table that the preference of the customers if illustrated ordinally, the preference is firstly  

“E-banking is user friendly interface;” secondly “Privacy can be easily maintained;” thirdly,  

“E-Banking Services provides accuracy in billing” and “An E-Banking service reduces the waiting time to 

receive the service”. The factors “Password facility provides confidentiality to transaction”, “E- banking 

ensures physical safety of the transaction” and “E-Banking Services also increases the financial security” 

received less level of agreement by the respondents towards the service quality offered by E-Banking 

Services. 

Descriptive Statistic of Customer loyalty 

 The table 3 analyze the level of agreement of respondent loyalty towards the E-Banking Services. 

For there search variables, there are 7 statements are considered forloyalty. 

 
Table No: 3 Descriptive Statistics of Customer Loyalty 

S. 
No 

Factors 
Weighted 

Average Score 
Rank 

1. I try to use e – banking services because it is the best choice for me. 4.31 4 
2. I consider myself to be a loyal customer of bank. 3.94 6 
3. I say positive things about using e-banking services to other people. 4.275 5 
4. I will regularly use e- banking services in the future. 4.46 1 

S. 
No 

Factors 
Weighted Average 

Score 
 

Rank 
1. E-Banking Services provides accuracy in billing. 4.225 3 

2. E-Banking Services helps in keeping records correctly 4.035 9 

3. E-Banking Services performs the service at designated time. 4.13 7 

4. E-banking is very necessary for the development of new 
economy of India. 

4.215 4 

5. Response of service through e-banking is very prompt and 
quick. 

4.13 7 

6. E-Banking Services improves the quality of customer service. 4.105 8 

7. Availability of service is faster in e banking as compare to 
manual banking. 

4.18 6 

8. E-banking ensures physical safety of the transaction. 3.96 11 

9. Password facility provides confidentiality to transaction. 4.01 10 

10. E-Banking Services also increases the financial security. 3.955 12 

11. Privacy can be easily maintained. 4.275 2 

12. E-banking is user friendly interface. 4.285 1 

13. E-Banking services are accessible via Internet banking, Mobile 
banking, ECS, EFT, ATM. 

4.195 5 

14. An E-Banking service reduces the waiting time to receive the 
service. 

4.225 3 
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5. Iistend to continue to do business and banking transactions by  
e-services. 

4.44 2 

6. Even if close friends recommended another banking service, I will not 
change my preference for e- banking services. 

4.375 3 

7. I would encourage friends and relatives to use e–banking services banking 
service. 

4.46 1 

(Source: Primary Data) 

 The above table 3 shows the descriptive statistic of customer loyalty. It is identified from the above 

table that the factors “I will regularly use e- banking services in the future” and “I would encourage 

friends and relatives to use e – banking services banking service” gets the first rank. The second rank 

and third rank goes to the factors “Iintend to continue to do business and banking transactions by  

e-services” and “Even if close friends recommended another banking service, I will not change my 

preference for e- banking services”. The fourth rank and fifth rank goes to the factors ―I try to use  

e – banking services because it is the best choice for me” and “I say positive things about using  

e-banking services to other people”. The last rank goes to the factor “I consider myself to be a loyal 

customer of bank”. 

Conclusion 

 The fore mentioned analysis it is observed that e- banking services have gained impeccable 

popularity among the dynamic youth in the society. This has led to a situation where the frequency of 

visiting the bank during a month has reduced to once or never, there by the inconvenience of going to 

the bank is greatly reduced to the customers and the hide oust ask of handling customers is reduced for 

the banks. This has led to a situation where there has been a significant increase in the business 

competition among the banking companies in retaining existing customers and bringing up new 

customers. Thus, it is of grave relevance to analyse the factors that influence the customer loyalty 

towards an e-banking service. From the response received from the samples, it could be seen that “user 

friendly interface” and “privacy” were the factors which customers using e-banking services mostly care 

about. Lastly it could be observed that customers are loyal towards banks which satisfy the above 

requisites when it comes to e-banking services and that they would also encourage their family 

members to use e-banking services. Therefore, e-banking is a social innovation causinga phenomenal 

change in the banking sector and has highlighted the social responsibility of the banks to ensure good 

quality service to its customers to ensure its very existence in the competitive banking sector. 
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Abstract 

 Agriculture is the backbone of human civilization and as such no community can under rate its significance. The 
farmer plays a crucial role in the social and economic context of India. Thanks to the work of agricultural experts and 
dedicated farmers India witnessed an agricultural revolution called ‘Green Revolution’. However the average Indian 
farmer even today faces several challenges. The farmers thus, usually a quiet set of people, are forced to come together 
to bargain so as to save themselves and their products. By the advent of agriculture, the face of world and humanity 
has undergone tremendous changes. It is agriculture which created the institution of family, villages and cities. The last 
six decades have amply demonstrated the strong correlation between agricultural growth and economic prosperity. 
Although in the post economic reform period, India has grown economically faster, her performance in the reduction of 
poverty and socio economic disparity in the rural area has remained miserable .Such situation reflects that there is a 
need of scholarly work and more attention of social scientists and policy makers to focus on policy analysis on concrete 
measures for socio-economic growth and benefits of such disadvantaged societies in the countries. The present 
research was undertaken to study the impact of Green management on socio-economic conditions of farmers in Thane 
district Maharashtra and also examine the role of Government programme to improving the socio-economic conditions 
of Farmers. 
Keywords: Green Management, Socio-Economic Condition, Thane district 

 
Introduction 

 Maharashtra is considered as one of the progressive states in the country. The state has achieved 

the massive success in the field of agriculture particularly after the green revolution. The contribution of 

agriculture and allied sector to the net state domestic product at current prices declined from 40 per 

cent in 1960-61 to 13 per cent in 2004-05.According to census 2011 around 55 per cent of the total 

work force was either cultivators or agricultural labourers. Averagely 60.23 per cent of the gross 

cropped area was under the food-grains. It proves the fundamental principle of Indian agriculture of 

‘livelihood agriculture’. Though the new agriculture policy government measures have been initiated in 

India, the farmers are not receiving the benefit from it and still practicing livelihood agriculture. Most of 

the farmers are preferred subsistence farming so the less amount of surplus is remaining for selling 

purpose. Not only this farmers are facing numbers of problem such as high cost of labour, high cost of 

inputs, lack of market information and lack of awareness about the Government scheme. But still  

57.9 per cent of the total cultivable area is under food-grains, means the large portion of the farming 

community is engaged in food-grains production. The state farmers are facing the deep economic strain 

in the cultivation of the food-grains. This has been the root cause of the growing indebtedness of 

farmers of the state of Maharashtra. However, the present study mainly focuses on the socio economic 

conditions of farmers in Maharashtra with reference to Thane district, where farmers constitute about 

one fourth of the total work force. 

 
Objective 

 The aim of the research is to find and identify the regional development of Thane district of 

Maharashtra. And its impact on socio economic condition of the farmers of Thane district.  
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Methodology 

 The research paper is based upon the secondary data. Information is collected from various 

reference book, Journals and various Government report. 

 
Profile of Thane district, Maharashtra 

 The Thane district forms a part of the traditional 

‘Konkan Plain’, lies between 18042’and 20020’ 

North latitudes and between 72037’and 73045’ East 

longitudes, forms a distinct unit covering 9,558 sq. 

km area. Thane is one of the developing district of 

Maharashtra. Thane district is divided between  

15 tehsil sucha Dahanu, Jawar, Vikarmagad, Wada, 

MokadaPalghr, Kalyan, Bhiwndi, Shahapur, Murbad, 

Vasai, Ambernath, Ulhasnagar, Thane. Ulhasnagar 

and Thane are not having rural population. But the 

Mokada and Vikramgad are comparatively 

underdeveloped tehsils. Total rural population of 

Thane district is 2545 Thousand. Total literacy rate 

is 70.60%.  

 According to district census report 2009-10, 

forest land 38.68%, barren land which is not suitable 

for cultivation6.45%, grazing land 1.81%, and cultivable land 50.03%. In 2009-10 Out of total cultivable 

land 99.31% area is used for cultivation. Paddy is the main crop. Horticulture is one of the sector for 

farmers income in Thane district. cucurbits are the major crops grown in the district, especially ridge 

gourds, smooth gourds, bitter gourds, are being grown by farmers traditionally. The Nagli and varai 

crops traditionally grown in the tribal belt of the district. Product of both of these crops is highly 

nutritious and demanded and is only food for many tribal families. The atmosphere of Thane district is 

also favourable to produce wide range of medicinal plants like Jamun, BhuiAwala, Safed Musali, Gulwel, 

Bramha etc. 

 
Challenges and Opportunities for Farmers in thane 

 Structure of land holdings: The share of marginal and small farmers accounted for around 81% of 

operational holdings in 2010-11 as compared to about 62% in 1960-61.Due to the small holding 

farmers find difficult to cover the cost of production and take least interest to produce surplus 

production. Farmers next generation took least interest in farming activities and attracted towards 

the other sectors for income earning. Thus, the small holding character of Indian agriculture is 

much more prominent today than even before.  

 Access to Irrigation: Out of total cultivable area 11424 ha area is under irrigation. The district is 

having two major project i.e. Bhatsa project having command area of 9000 Ha. In addition wells, 

bore wells, farm ponds etc are used for irrigation. Irrigation facility is not enough for entire district. 

Majority of the farmers depends upon monsoon for agricultural activity.so it is seasonal activity for 

them. They only take one crop in a year.  
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 Access to Fertilizers and Area under HYV: The use of fertilizers is related to productivity of crops. 

In Thane district fertilizers are provided by State Co-operative Marketing Federation, Co-operative 

Societies & private dealers. The consumption of chemical fertilizer during 2014-15 was 10595 M. 

Ton. The average chemical fertilizer consumption of the district was 110.64 kg/Ha. Still farmers are 

not trained in this district they are preferred to used chemical fertilizers whis affected the soil 

fertility. 

 Cropping Patterns: Under the thane district Paddy, Nagli and Warai are the majourcrops .During 

the Rabi season farmers used their land for cultivation af vegetables and flower. No. of farmers also 

used their land for fruits such as Mangos, Chikos, Papai etc. 

 
Issues and problem faced by the farmers 

There are many issues and challenges for farmers in Thane district 

 Low level of formal education and skills: Education and skills are important for improving farming 

practices, investment and productivity. literacy levels and mean years of education for unorganized 

self employed agriculture workers by farm size. It shows that literacy and means years of education 

are lower for small holding farmers compared to medium and large farmers. The NSS farmers’ 

Survey clearly shows that awareness about bio-fertilizers, minimum support prices and WTO is 

associated with education levels which are lower for marginal and small farmers.  

 Credit and Indebtedness: Small holdings need credit for both consumption and investment purposes. 

Increasing indebtedness is one of the reasons for indebtedness among these farmers in recent 

years. Overall indebtedness is not higher for small and marginal farmers compared to large farmers.  

 Impact of climate change: Climate change is a major challenge for agriculture, food security and 

rural livelihoods for millions of people including the poor in India. Adverse impact will be more on 

small holding farmers. Climate change is expected to have adverse impact on the living conditions of 

farmers, fishers and forest-dependent people who are already vulnerable and food insecure. Rural 

communities, particularly those living in already fragile environments, face an immediate and ever-

growing risk of increased crop failure, loss of livestock, and reduced availability of marine, 

aquaculture and forest products.  

 Diversification: There has been diversification of Indian diets away from foodgrains to high value 

products like milk and meat products and vegetables and fruits. The increasing middle-class due to 

rapid urbanization, increasing per-capita income, increased participation of women in urban jobs 

and impact of globalization has been largely responsible for the diet diversification in India. There is 

growing demand for non-food grain items in India. Per capita consumption of fruits and vegetables 

showed the highest growth followed by edible oils. Diversification to high value crops and allied 

activities is one of the important sources for raising agricultural growth. 

 
 Opportunities for Farmer And Innovative Schemes - 

A) Creation of stone fencing around horticultural gardens: The stray cattle is major problem & main 

constraints in Horticulture Development. This cans be overcome by creating traditional stone fencing 

around horticulture crops.  

B) Assistances to tribal for Nagli and varai processing: The Nagli and varai crops traditionally grown 

in the tribal belt of the district. Product of both of these crops is highly nutritious and demanded and is 

only food for many tribal families. It is proposed to promote making naglisatva, papad and other 

products.  
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C) Fisheries: For increasing production and productivity in inland fisheries, brackish water, marine 

fisheries, various trainings and extension methods will be adopted and assistance will be given for 

mechanization  

D) Extension activities: There is a wide scope for increasing the allied activities in this district. 

Farmers can start their own small business such as Dairy, Poultry, Animal Husbandry etc. This helps 

them to earn fixed income and help to improve their standard of living 

E) Public Private Partnership for Integrated Agriculture development: Public private partnership 

finds to be an alternative with regard to. Value addition & contract farming, processing & packing units, 

Promotion of crop diversification, Involvement on NGO’S in production, procurement, processing & 

marketing of fruits/Exotic/Vegetables, at village level. Promotion of organic farming, Establishment of 

cold storages & ware houses facility. 

F) Encouragingnon-farming activities: Thane district as in numerous natural diversity & global 

connectivity. The concept of Agro – eco tourism is becoming popular. So it is necessary to encourage and 

support the agro tourism concept, which will be helpful in mitigating the farmer’s day to day need 

 
Conclusion 

 India is agricultural country. Farmers play an important role in economic development of the 

country. But still the researcher find that Majority of the farmers in Thane districts are small and 

marginal farmers their land holding capacity is less than two hectors. Due to this their production and 

productivity is also very low. This affect their total income. Low income is root cause of all problem. 

They work hard in the whole year but income is the less due to high cost of labour, input cost , problem 

of water, marketing problem etc. so the .Government should take initiative to form the policy and give 

more attention towards implementation than only the condition of farmers will improved.  
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Abstract 

 Corporate social responsibility is yet another topic which exactly suits the topic for the day, ie., social innovations 
and social responsibility – a key to sustainable development and solutions. Corporate social responsibility is a 
responsibility which aims to meet the sustainability. On the other hand, if we see it in human rights angle, the very first 
word ‘corporate’ gives us an odd picture of being violative in nature. It has been formed so because of the corporate 
behaviour towards the people, the worker, the individual and the society as a whole and including the environment  
(ie., air water and land)and even have not left the atmosphere as well. Thus, corporate social responsibility makes the 
corporate, increase their responsibility and accountability towards society which in turn on the other hand makes 
them think and act responsible and thus lead to sustainable development. 
Keywords: Corporate Social Responsibility, Corporate Behaviour, Sustainable Development 

 
Introduction 

 “The Corporate Social Responsibility is the continuing commitment by business to behave ethically 

and contribute to economic development, while improving the quality of life of the workforce and their 

families as well as of the local community and society at large”  

by Lord Holme and Richard Watts 

 Corporate social responsibility is the process by which an organisation thinks about and evolves its 

relationships with stakeholders for the common good, and demonstrates its commitment in this regard 

by adoption of appropriate business processes and strategies. Thus CSR is not charity or mere 

donations. 

 It is the responsibility of the corporate with a sense of accountability towards the society which 

contributes to the community and environment development. Corporate social responsibility is not a 

new word but has definitely caught fire only after it has been made into law which makes the corporate 

world to contribute 2% if its profit to corporate social responsibility and India stands first in its own 

kind. 

 The term corporate social responsibility (CSR) came into use in early 1970’s. Due to the 

introduction of Globalisation, many multinational companies have entered into several countries and 

the profit making goals make them go out of their ethics. This has resulted in unsustainable 

development. 

 At the same time the last decade of the twentieth century has witnessed a shift in focus from charity 

and traditional philanthropy towards a more direct engagement of business in mainstream 

development, and concern for disadvantaged groups in society 

 This “new” capitalism, though focused on the profit motive, also incorporates the essence of 

cooperation, accountability, and values in the social context. Such an idea of modern capitalism is 

reflected in corporates, too. For the new generation of corporate leaders, profit optimisation is more 

important than only profit maximisation. Hence there is a shift in accountability from shareholders to 

stakeholders (including employees, consumers and affected communities), and a growing realisation 
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that long-term business success can be achieved only by companies that recognise that the economy is 

an “open subsystem of the earth’s ecosystem which is finite, non-growing and materially closed.”  

 There are three perspective of corporate social responsibility that is business perspective,  

Eco- social perspective and Right based perspective. The business perspective is purely concerned with 

the reputation and the Right based perspective focuses on the accountability, transparency, and social 

and environmental investment whereas the Eco- Social perspective throws light on the social and 

environmental stability and sustainability. 

 India being the pioneer of bringing corporate social responsibility in laws, has tried to make 

corporate social responsibility mandate to the companies. In 2013, a separate section and clauses has 

been introduced to incorporate CSR in their activities. 

 The New Companies Act of 2013, makes it mandatory to those Corporates having net worth of 

rupees five hundred crore or more, or turnover of rupees one thousand crore or more or a net profit of 

rupees five crore or more during any financial year shall constitute a Corporate Social Responsibility 

Committee of the Board consisting of three or more directors, out of which at least one director shall be 

an independent director.  

1. The Board's report under sub-section (3) of section 134 (Report) shall disclose the composition of 

the Corporate Social Responsibility Committee. 

2. The Corporate Social Responsibility Committee shall,—  

(a) Formulate and recommend to the Board, a Corporate Social Responsibility Policy which shall 

indicate the activities to be undertaken by the company as specified in Schedule VII;  

(b) Recommend the amount of expenditure to be incurred on the activities referred to in clause (a); 

and (c) monitor the Corporate Social Responsibility Policy of the company from time to time.  

3. The Board of every company referred to in sub-section (1) shall,— 

(a) after taking into account the recommendations made by the Corporate Social Responsibility 

Committee, approve the Corporate Social Responsibility Policy for the company and disclose 

contents of such Policy in its report and also place it on the company's website, if any, in such 

manner as may be prescribed; and 

(b) ensure that the activities as are included in Corporate Social Responsibility Policy of the 

company are undertaken by the company.  

4. The Board of every company referred to in sub-section (1), shall ensure that the company spends, in 

every financial year, at least two per cent. of the average net profits of the company made during the 

three immediately preceding financial years, in pursuance of its Corporate Social Responsibility 

Policy: Provided that the company shall give preference to the local area and areas around it where 

it operates, for spending the amount earmarked for Corporate Social Responsibility activities: 

Provided further that if the company fails to spend such amount, the Board shall, in its report made 

under clause (o) of sub-section (3) of section 134, specify the reasons for not spending the amount 

5. Explanation. For the purposes of this section ―average net profit‖ shall be calculated in accordance 

with the provisions of section 198. 

 
Trends in Corporate social responsibility 

 The New Companies Act makes the corporate to work for corporate social responsibility and has 

made it mandatory that they contribute a sum to the corporate social responsibility. The broad areas 

where corporate world contributed for the past three years are the philanthropy (donating money and 
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products), Environment protection, rural development, conducting health campaigns, rehabilitation 

programmes, providing family assistance and school assistance programmes etc.,  

 As a new trend, Corporate Social Responsibility and Compliance Trainings centres provide trainings 

for your employees and managers as well aiming at the solutions and the current needs for sustainable 

development. 

 
Pioneers of Corporate Social Responsibility in India 

 The Tata culture of giving back flows from the tradition of nation and community building sowed 

more than a century back by Jamsetji Tata, the Founder of the group. 

 The Tata group aims reaching at local, national and global level, keeping in mind the disadvantage 

groups and focus on universally accepted sustainable development principles. The Tata group 

contribute in the fields of education and development, health and hygiene, skills training and 

development, livelihoods, women and empowerment and for the disabled people. They try to 

implement all these programmes in cooperation with the governments and non- governmental 

organisations and others.  

 Over the decades, the Reliance Company through their Reliance Foundation has involved 

themselves in corporate social responsibility, since they believe that corporate social responsibility is 

embedded in their long-term business strategy. They prioritise social commitment for the development 

of the people and the community. 

 Reliance Company through their corporate social responsibilities tries to transform people’s life 

through healthcare, education and employment opportunities. It also supports inclusive development. 

 Unilever is a multinational corporation, in the food and beverage sector, with a comprehensive CSR 

strategy. The company has been ranked ‘Food Industry leader’ in the Dow Jones Sustainability World 

Indexes for the 11 consecutive years and ranked 7th in the ‘Global 100 Most Sustainable Corporations in 

the World’. 

 There are also few other companies which works for CSR and for the sustainable development.  

But only few companies act with some conscience and follow ethical norms. Sometimes it is felt that it is 

enough that the companies follow their norms and principles and follow their ethics. Because most of 

the time we see that the careless work and not concern about the environment results in various 

problems and pollutions. Their act not only pollutes the environment, it affects the innocent people and 

leads to unsustainable development as well. Therefore the implementation of the laws has to be made 

strong and stringent actions may be taken in case of impeachment of the laws.  

 A Research has been conducted for presenting this paper and the objective is to evaluate the 

awareness level of corporate social responsibility as well as aimed at creating a sense of responsibility. 

Materials for this paper are books on corporate social responsibility and journals and newspaper 

articles and few website articles. 

 Questionnaire method is followed. A questionnaire which contained 12 questions related to 

corporate social responsibility is distributed among 120 samples in a stratified random sampling 

method to arrive the results and discussions for the paper. The objective is to evaluate the awareness 

level of corporate social responsibility among the samples. The samples are the commerce students of a 

college in Chennai. Commerce students were selected as samples, since they are the people who target 

to get into corporates and will be working in corporates in future. These are the right people to be 

educated about the corporate social responsibility in an effective manner so that they act responsibly 
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and contribute to the sustainable development. Hence both primary and secondary data sources are 

used for the preparation of this paper. 

 
Results and Discussions 

 Questions related to Corporate social Responsibility has been provided to evaluate the awareness 

level of the corporate social responsibility. The first question try to know whether they know India is 

the pioneer country to incorporate CSR in law. Only half of the respondents answer it right.  

 The second question was why do we need CSR, for which the respondents believed that it is because 

most of the corporates violate the whole environment including the atmosphere and rest felt it is 

because many corporates never bothered to act ethically and very few answered that it is because 

corporates do not contribute to the societal responsibility. 

 Few questions targeting the New Companies Act were asked. 3/4 of the respondents were aware of 

the 2% contribution by the corporates for CSR and very few respondents felt that we should motivate 

the corporate sector rather than levying extra responsibilities like CSR as major part of our GDP is 

contributed by the corporate sector. 2/3 of the respondents accepted that the corporates are violative in 

nature because of the profit making goals respectively. 

 The respondents were told to arrange in order the fields of CSR, in which environmental 

development numbered top and second stood the adoption of villages/ rural development and third 

numbered the health development programmes and next education development and last the 

rehabilitation programmes.  

 They were also asked to list in order the corporates whom they know for CSR, among which 

Reliance stood first and then TATA and third the Wipro and fourth stood the Infosys and fifth the HCL 

and then the Tech-Mahindra. 

 One third of the respondents felt that it is enough that the corporates follow their business ethics 

and then no need for CSR whereas the rest 2/3 of the respondents felt that both business ethics and CSR 

has to be followed. Almost everyone felt that to survive in the modern business world, a company needs 

to take a social stand since the consumers prioritize corporate social responsibility.  

 
Conclusion 

 There is been time to time laws proposed or imposed by the government to protect all the above 

said, so that there occurs a timely and regular check in the corporate. But there arise a question on how 

well is all the laws and the policies implemented. The corporate never bother to see or check that they 

too live in this same society which they pollute. Corruption is also one of the major causes for all the 

violations. Hence the corporate social responsibility law tries to turn the corporate towards 

responsibility which otherwise only aims at profit making.  

 In few big concerns, they create their own corporate social responsibility wing and employ people 

to execute it in a very meaningful way for the welfare of the people and also for the community service 

which preserves the environment and contributes to the sustainable development. Few pioneers of 

corporate social responsibility are Ray Anderson, Paul Polman, Lee Scott, Jamshedji Tata etc., therefore 

corporate social responsibility makes the corporate look after the society with some sort of 

responsibility which could provide them development through education and through poverty 

elimination and social rehabilitation etc. Thus corporate social responsibility makes the corporate, 

increase their responsibility and accountability towards society which in turn helps for the 

development of the community and environment as well. Therefore lead to sustainable development. 
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 Therefore stringent lawhas to followed, so that the corporate do not forget their business ethics and 

proper CSR implementation process are the need of the hour. Every individual have to be educated 

about the corporate social responsibility. If every individual realise the efficiency and effectiveness of 

CSR, then only one can expect the real sustainable development. 
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