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1. Introduction 
Strategic planning is the lifeblood of any organization. A well conceptualized and executed strategy provides 
an organization with a competitive advantage relative to competition. Well defined industry boundaries 
enabled organizations to identify their primary competitors and engage in strategies that adaptedto external 
environmental requirements.This assumption is increasingly being tested in current market conditions in 
four industries where boundaries have become permeable and fuzzy. This paper describes how innovation 
(via artificial intelligence, data analytics, and new apps, platforms and software) has “disrupted” strategic 
planning, formulation, and execution for the automobile, hotel, retail, and health care industry. New 
competitors with no prior industry knowledge or experience have emerged as serious entrants due to 
innovation. Strategists have to factor these changing conditions and situations in their quest to frame a 
viable and long-term strategy for their firms. 
The automobile industry’s goal was to build and sell cars operated by drivers. Auto makers honed their skills 
in areas such as supply-chain activities, achieving economies of scale, compliance with safety and 
environmental standards, implementing quality initiatives, etc. Google, Apple, Uber and others with bases in 
IT, data analytics, electronics, software, etc. have entered the automobile industry with the notion thatself-
driving carsand ride sharingare the ways of the future. Uber plans to share its vast repository of traffic 
pattern data with city and urban planners that will influence road and highway constructions, new housing 
subdivisions, and traffic routing among others applications. Increasing urbanization will result in ride-
sharing becoming more widespread compared to owning cars. These innovations are likely to reduce the 
demand for car ownership impacting automobile production. Automakers have to include firms like Uber, 
Apple, and Google as their partners and or competitors in their strategic planning. 
Tourists who traveled to other cities and countries usually stayedin hotels that are part of a chain. Hotels 
competed on the basis of attributes such as location, luxury, comfort, amenities, affordability, service, spas 
and restaurants, and brand reputation etc. Airbnb was formed in 2008 and has quickly emerged as a major 
competitor for the hotel industry.Airbnb is an online platform (it owns no property) that matches people 
who wish to rent out their houses, apartments, or spare rooms to guests and offers 4 million listings in 191 
countries. When accommodation costs were analyzed across eight major cities, Airbnb’s rates were cheaper 
by an average of $68. Beyond cost, millennials prefer staying in an Airbnb property as they like to experience 
a city “the way locals do”. Airbnb hosts quickly respond to changing market conditions and seasonal changes. 
The hotel industry on the other hand is saddled with fixed costs and is slow to respond to market conditions, 
Experts estimate that with a 10% increase in Airbnb usage, hotel revenues fall by 2-3%. The hotel industry 
has to come up with newer strategies to cope with lost revenue not only from lesser room occupancy but 
also from food and beverage sales that are being spent elsewhere.  
The rapid expansion of online technology, smart phones, and banking innovations have boosted online 
retailing. In 2017, about 1.66 billion people worldwide purchased goods online and global online sales 
amounted to $2.3 trillion dollars. In the U.S., Amazon is the market leader in online retailing with 43.5% of 
the market followed by EBay, Apple, Walmart, Home Depot and Best Buy. The Chinese market is dominated 
by Alibaba with 58.2% followed by JD.Com and Pinduduo-Amazon China is a distant 7th with less than 1% of 
the market share. The Indian market place is dominated by Amazon India, Flipkart, Snapdeal, and ShopClues. 
In the United States, Amazon’s (which started as an online bookseller) sales volume has been highest in in 
computers, consumer electronics, apparel, accessories, and books-the fastest growing new categories are in 
in food, beverages and toys. This is a wake-up call for grocery stores who woke up to the fact that 
Amazonacquired Whole Foods, a retail food chain and is currently in the business of selling and delivering 
grocery staples in both face-to-face and online formats. Many book stores and electronic chains (Borders and 
Circuit City) went bankrupt as they could not complete with Amazon’s variety and ease of delivery. The 
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challenge for the brick-and-mortar part of the retail industry is to offer an effective competitive strategy to 
ward off e-commerce giants who have gained market share and sales across a variety of products at the 
expense of traditional store retailers.  
With respect to health care, the United States has witnessed an increase in consolidation across various 
stakeholders. In an effort to exert more control over price and achieve cost efficiencies, CVS a 
pharmaceutical retailer acquired Aetna (an insurance company) for $69 billion dollars. The motives behind 
this related diversification were to achieve synergies in technology, data analytics and identify innovative 
practices to enhance patient health and wellness. The acquisition facilitates the increase in the number of 
primary care clinics staffed by physician assistants and nurses who are able to offer affordable health care 
services of a basic nature (shots, sutures, cleaning abrasions, etc.). These primary clinics are owned by 
pharmaceutical retail giants like CVS who dispense prescriptions and other medical supplies.Such merging 
of heath care activities blurs the distinction between retail pharmaceutical operators who are also health 
care providers. It is likely that CVS may consider acquiring a hospital system as its next strategic move (with 
hospitals located across several states) as it seeks to gain control over all key activities in the health care 
value chain which currently includes being an insurance payer, pharmacy benefit manager and operating a 
nation-wide retail pharmaceutical store network.  
The implications for strategic planning is clear. Strategists have to think beyond traditional industry 
boundaries and take a broader look at current and potential competitors. Additionally, organizations must 
build data analytics and predictive analysis resources and capabilities that will assist in the planning, 
formulation, and execution of strategy. The applications using the internet are rapidly evolving and users 
expect products and services to be “inter-connected.” Successful organizations must combine distinct 
differentiation features while simultaneously showcasing their value to the consumers 
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ABSTRACT: The use of the Internet and other information and communication technologies (ICTs) in higher 
education locally and globally has been phenomenal. The paper attempts to study the benefits and difficulties 
faced by students in usage of Technology in education. Descriptive statistics were used to assess the 
demographic variables of students  and to know the frequently used technology in Learning. The Factor analysis 
and also weighted average also were used in this paper. 

 

  Keywords:Benefit ,Difficulties and most frequently used technology.  

 
1. Introduction 
Information and Communication Technologies (ICT) is fundamental in the promotion and development of 
growth in Education. Inventions and innovation have led to the increase in tools that are available as 
educational tools. The tools come in handy in collection of relevant material, storage and dissemination of 
educational material and improvement of quality of delivery and learning. 
Information and Communications Technology (ICT) are a diverse set of technological tools and resources 
used for creating, storing, managing and communicating information, and to support teaching and learning 
and research activities. A technology- based learning offers various interesting ways which includes 
educational videos, stimulation, and storage of data, the usage of databases, mind-mapping, guided 
discovery, brainstorming, music, World Wide Web (www) that will make the learning process more fulfilling 
and meaningful. On the other hand, students will benefit from ICT tools where they are not bounded to the 
limited curriculum and resources, instead hands-on activities in a technology-based course is designed to 
help them to stimulate their understanding about the subject. The ICT technology changes the learning style 
by making the complex subject and dry units more clear. 
This rapid migration into the digital age calls for the adoption of ICT by higher educational institutions due 
to its potential effect on educational, social and economic dynamics. The educational benefits of ICTs in 
teaching and learning are well catalogued .Such benefits include their impact on catalyzing teaching practice 
thoughts; language acquisition; motivating learners; enhancing students’ academic performance . 
 
1.2.  STATEMENT OF THE PROBLEM 
In todays modern world learning and teaching methods have transformed in a massive way due to 
advancement in the information technology . The purpose  of this study is to examine the students 
perception on usage in  ICT tools in learning practice. The study attempts to identify the benefits and 
problems faced while using ICT tools. 
 
1.3.OBJECTIVE OF THE STUDY: 
 To find the frequently used tool in education for learning. 
 To find the benefits of technology usage in education. 
 To find the difficulties in usage of technology in education. 
 
1.4. LIMITATION OF THE STUDY: 
 The study is limited to Chennai city  
 The study was based on the perception of the students in the current scenario which might change in the 

future.  
 
2. REVIEW OF LITERATURE  
Vigina Carbonilla Gorra and Shyam S Bhati (2016) [1] made a  study on “Students Perception on Use of 
Technology in the Classroom at Higher Education Institution in Philippines” and examined the consequences 
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of use of technology in classroom by students. They identified that most of the students were accessing 
social websites like facebook, twitter etc, & playing games, music during the class hours. Thus the author has 
suggested the management & staffs should take necessary steps to control the students from their deviation 
in using technology. 
Alfred Henry Makura (2014)[2] has investigated “The Students Perceptions of the Use of ICT in a Higher 
Education Teaching & Learning Context: The Case Of A South African University” has analyzed the 
perception of university students regarding ICT availability & the pedagogical practices of academics 
relating to ICT usage in South Africa University and found that the students are very much benefited in using 
ICT Technology , Thus the author has recommended the lecturers to work through students assistants in 
their quest to diversify ICT usage  
 
3. RESEARCH METHODOLOGY: 
This chapter deals with the research methodology performed in this paper.  
 
3.1. Research Design: 
A descriptive research design was carried out to study the Advantage and difficulties faced in Technology for 
learning. 
 
3.2. Sampling and sample size: 
A sample of 220  students  from various colleges and schools were selected by using random sampling 
method. 
 
3.3. Data Collection and Analysis: 
A well structured questionnaire were used to collect the data  from sample respondents and likert scale is 
used to access their opinions and attitude.  
Both Descriptive and Inferential statistical tools were used to analyze the collected data. 
 
4. ANALYSIS & INTERPRETATION: 
In this chapter deals with an analysis of the responses received from 220 sample units. The objective of the 
report is to find out the perception of students on usage and difficulties of technology in learning with 
reference to Chennai city. 
 
4.0 . Demographic Factors: 
The following diagram shows the distribution of the demographic factors of sample respondents. 
 

 
 
The above diagram reveals that most of the respondents are female and unmarried. And also it is noted that 
most of the respondents are belongs to the age group 20 – 25 and are studying UG. 
 
4.1 Frequently  Used technology in Learning: 
Students were asked to give their response on which technology is most used and preferred  in learning. The 
following table shows the distribution of  most preferred and used technology in learning. 
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Table 4.1.1. Frequently used ICT tools in Learning 

 
ICT Tools No. of Respondents Percentage 

Google 116 52.5 
Google and YouTube 28 12.7 

YouTube 24 10.9 
Social Media 12 5.4 

Others 40 18 
It is found from the above table that Majority of the students are used Google for learning and it is followed 
YouTube and Social media. 
 
4.2.Benefit of Technology usage in Education: 
In this section, Factor analysis has been performed to find the usage of Technology in Exam Preparation and 
Career Planning. 
 

Table 4.1.1  KMO and Bartlett's Test 
 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .857 

Bartlett's Test of Sphericity 
Approx. Chi-Square 636.530 

Df 55 
Sig. .000 

 
From the above table, it is found that KMO measure of sampling adequacy is 0.857, Bartlett’s test of 
Sphericity with approximate Chi-square value is 636.5 is statistically significant at 5% level. This shows that 
sample size is adequate to group the variable of Technology in Exam Preparation and Career Planning. 
 
Table No. 4.2 Total Variance Explained for Usage of Technology in Exam Preparation and Career Planning 
 

Component 
Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % 
1 2.972 27.014 27.014 
2 2.447 22.245 49.259 

From the above table it is noted that two components are extracted from out of 11 Components. The first 
component explains 27.014 % of total variance and second component explains 22.245% of Total variance. 
 

Table 4.1.3 Rotated Component Matrixa 

 
Rotated Component Matrixa 

 
Component 

1 2 
It improves the standard in preparation of exam notes  .647 

It keeps updating  to thecompetitive world   
It saves time in preparation of notes  .739 

It helps to secure high marks in exams  .764 
It reduces  preparation cost .525  

It helps to cover up missing classes  .658 
It has enhanced  career plan .669  

It helps in implementing  theoretical knowledge into 
practice 

.791  

It assists  to interact more with your class/staffs .519  
It supports  to think out of the box .737  

It aids  to do multitasking .682  
Extraction Method: Principal Component Analysis. 
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Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 3 iterations. 

 
It is observed that, the ICT tools are mostly used to implement theoretical knowledge into Practical ,it 
supports to think out of box ,Multitasking and enhance the career plan and followed by exam preparation 
and marks. 
 
4.2.Difficulties faced by the Students on Usage of Technology in Learning: 
The weighted Average method has been performed to find the difficulties faced on usage of technology in 
learning.  
 

Table 4.2.1 Difficulties Faced on Usage of Technology in Learning 
 

Difficulties W.A Rank 
language barrier in using 

technology 
3.94 1 

often get distracted by using 
technology 

3.90 2 

difficult to adapt  as compared to 
chalk and board 

3.87 3 

practical difficulties in accessing 
technology 

3.82 4 

 
From the Above table, it is inferred that the language is the one of the main difficulty in usage of ICT tools in 
learning and it is followed by the factor “Often Get Distracted while Using 0Technology”. 
 
5. FINDINGS ,SUGGESTIONS AND CONCLUSION 
 
5.1. FINDINGS 
 It is found that that Majority of the students are used Google for learning and it is followed YouTube and 

Social media. 
 It is found that, the ICT tools are mostly used to implement theoretical knowledge into Practical ,it 

supports students  to think out of box ,Multitasking and enhance the career plan and followed by exam 
preparation and marks. 

 it is found  that the language is the one of the main difficulty in usage of ICT tools in learning and it is 
followed by the factor “Often Get Distracted while Using Technology”. 

  
5.2. SUGGESTIONS 
In this study, it is found that the students were get distracted while using technology for learning. It is 
suggested that even though ICT tools are more effective in students learning, they have to use the tools in 
proper way.  
 
5.3.CONCLUSION 
From this study , it can be concluded that the frequently used ICT tools are  Google and YouTube. And also it 
is concluded that the technology used to develop the cognitive skills among students which include practical 
knowledge, multitasking and career plan followed by their exam preparation and marks. 
 
6. REFERENCES 
1. https://en.wikibooks.org/wiki/ICT_in_Education/The_Uses_of_ICTs_in_Education 
2. ww.infodev.org/articles/impact-icts-learning-achievement 
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ABSTRACT: In the era of innovation and creativity, sensual marketing is the paradigm shift from traditional 
marketing. Sensory Marketing is based on the idea that one is most likely to form, retain and revisit memory 
when all five senses are engaged. The study presents an interesting and fascinating area for consumer research 
and this study will attempt to provide a deeper understanding of the interaction between consumers buying 
behaviour and in-store stimuli with respect to Sensory marketing activities. It was proved that visual 
characteristics of an establishment and product may have an influence on customer’s behaviour within the 
retail environment. A display in a shop window and the interior design are the first encounter of a customer 
with a product or a brand, and therefore, the display should include all the attributes and strengths of the 
company.When the sensory experience is maximized, the store atmosphere creates a compelling experience that 
consumers will want to repeat through repeated visits. Therefore, it can be concluded that adequate visual 
manipulation is important for business and marketing activities. 

 

Keywords:Sensory Marketing, Five Senses, Consumer Behaviour, Emotion, Sensory Experience 

 
1. Introduction 
Sensory elements are the latest fashion found in every corporate wardrobe suppressing the four P's of 
marketing to develop strategic positioning and communication.Surprisingly, only a handful of them are 
using complete sensory marketing. The question is why? Thus, the formulation of the research problem will 
be done in respecting the general problem which is “how the Retail industry can use sensorymarketing as a 
promotional advantage?”The new type of emotional branding via sensory marketing has been embraced by 
the vast majority of companies. They now seek not only to build relationships with their customers but to 
involve them by appealing to their senses. Sensory Marketing: "The purposeful design and deployment of the 
interaction between the senses in order to stimulate a consumer’s relationship with a brand; and to foster a 
lasting emotional connection that optimizes purchasing and brand loyalty” (Kahn Consulting, 2007). In order 
to overwhelm customers beyond mere features and benefits, there is an urgent need to engage customers 
through a more effective strategy. 
 
REVIEW OF LITERATURE 
A study based on senses done by Sonali Banerjee, SunetraSaha (2012), in their article “Impulse 
Buying Behaviour in Retail Stores –Triggering the Senses” discovers what triggers impulse buying and 
how does sensory marketing aid impulse buying behaviour. Impulse buying is defined as an unplanned, on 
the spot purchase triggered by stimulus. The objective of the study is to evaluate the stimuli that trigger 
impulse buying and to examine the effect of sensory cues in impulse buying behaviour. It is a descriptive 
research with a sample size of 100, using random sampling technique. Questionnaires were distributed to 
the customers going to retail stores in a region of Delhi.The tools used for the study are frequency analysis, 
rating analysis, chi square, and factor analysis. It was found that “Sight” was the most important in 
influencing the buying behaviour of consumers  
A study based on the senses which influence the decision of the customer is done by M. Grzybowska-
Brzezińska, A. Rudzewicz, A. Kowalkowski (2013)in their article “Sensory Marketing And Customers’ 
Decisions on the Food Market”, it explores the functions of the recipient senses such as sight, hearing, taste 
and touch, in fulfilling the purchasing process. The principal focus of this research was to present the 
influence of the sensory marketing tools on buyers’ behaviour on the food market. The sense of hearing was 
not used when evaluating food products although they indicate music is an important factor in creating the 
attractive atmosphere of the place. In this research the attempt was made to prove how important the decor 
is when choosing the retailer. The decor of the shop, and especially light, is the most important factor in the 
opinion of the majority of the respondents as it creates a friendly atmosphere. 
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RESEARCH METHODOLOGY 
The present study is a descriptive and quantitative study. The data was collected using Questionnaire 
method. The period of the study was August 2017 to August 2018. 
 
OBJECTIVES OF THE STUDY: 
 To find out variousstimuli (environment cues) that trigger consumer buying behaviour 
 To identify the most effective Sensory cues used in the process of decision-making when purchasing a 

product in an organised retail store. 
 
SAMPLE DESIGN: 
The survey was based on primary data collected through a questionnaire administered to the consumers. A 
sample of 240 retail customers were surveyed taking 80 sample units with different socioeconomic 
background from each store format of randomly selected three organised retail stores in Chennai namely Big 
Bazaar in Express Avenue, Star Bazaar in Ampa Skywalk Mall and Spar in Forum Vijaya Mall. There was a 
94% response rate. The sample was selected using Convenience Sampling Technique.The data collected 
through the questionnaire was tested for reliability using Cronbach Alpha test of reliability. The test was 
done on SPSS 21.0 software. The Alpha value was 0.802 which implies that the questionnaire was reliable 
and will yield consistent results across samples and time.  
 
DATA COLLECTION: 
The study is based on primary and secondary data. The questionnaire consisted of close-ended questions 
and was divided into two partsThe first part contained twenty-five self-structured questions which was 
designed on one dependent variable i.e. consumer behaviour and five independent variables i.e. vision, 
sound, smell, touch and taste. Each independent variable comprised of five questions designed to measure 
those variable items such as Layout, Information rate, merchandise evaluation, lighting, colour, signs and 
symbols etc. Responses were recorded using five-point Likert scale with choice options of strongly 
disagree=1 to strongly agree=5. The second part contained questions assessing Demographic and personal 
details like age, gender, educational qualification and other socio-demographic information of the 
respondents.  
 
TOOLS FOR INTERPRETATION:The analysis was done on SPSS 21.0 software. Various tools used for 
analysis were Percentage analysis,Reliability analysis,Descriptive statistical Analysis,Chi-square. 
 
ANALYSIS AND INTERPRETATION 
Sensory Marketingis based on the idea that one is most likely to form, retain and revisit memory when all 
five senses are engaged. This part deals with finding the most effective sense among the five senses and the 
highly preferred factor among each sense separately of vision, sound, smell, taste and touch which is 
measured using Central Tendency (Mean), Dispersion (standard deviation) and coefficient of variance.  
 
SENSE OF VISION:  
Sight or Vision is the capability of the eyes to focus and detect images.Sight contributes to increasing the 
brand awareness and creating its image by means of visualizations.  
 

TABLE-3.2SENSE OF VISION 
 

S.NO FACTORS MEAN S.D C.V% 
1. Layout of the store 4.68 0.68 15 
2. Information Rate 4.66 0.64 14 
3. Merchandise evaluation 4.63 0.71 15 
4. Lightingand Colour 4.81 0.50 10 
5. Signs and symbols 4.59 0.71 15 
 OVERALL SCORE 4.67 0.65 13.8 

   
 
Inference: 
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The above table shows the Mean, Standard Deviation and coefficient of variation for each item under Sense 
of Vision, the mean is found to be highest for the Lighting and Colour at 4.81 and a corresponding lowest 
coefficient of variation of 10%, followed by the ‘Layout of the store’ with second highest mean of 4.68 and a 
corresponding coefficient of variation of 15%, finally the ‘Signs and symbols’has a lowest mean of 4.59 and a 
corresponding highest coefficient of variation of 15%. Thus the respondent makes his first impression 
within 90 seconds on the initial viewing and between 62%-92% of that impression is based on colour alone 
say studies. Supermarkets preferred bright light to soft light, perhaps, due to the fact that bright light 
enhanced chances of clear merchandize view Signs and symbols has a lowest mean of 4.59 because people 
observe that most of the screens are actually placed at the exit of the outlet, so it becomes too late because 
the purchase has already  been made.  
 
SENSE OF SOUND: 
Hearing or Audition is the sense of sound perception. Hearing is all about Vibration that travel through the 
air or another medium and can be heard when they reach a person’s ear.  
 

TABLE-3.3SENSE OF SOUND 
 

S.NO FACTORS MEAN S.D C.V% 
1. Music enhance shopping attitude. 3.73 1.10 30 
2. Type of Background Music 4.41 0.76 17 
3. Customer attention and Revisit 3.58 1.27 36 
4. Money spending and Consumption 3.68 1.12 30 
`5. Length of stay 4.12 0.83 20 

 OVERALL SCORE 3.90 1.02 26.6 
 
Inference: 
The above table shows the Mean, Standard Deviation and coefficient of variation for each item under Sense 
of Sound, the mean of ‘Type of Background Music’ is found to be highest at 4.41 and a corresponding lowest 
coefficient of variation of 17%, followed by the ‘Length of stay’ with second highest mean of 4.12 and a 
corresponding coefficient of variation of 20%, finally the factor ‘Customer attention and revisit’ has a lowest 
mean of 3.58 and  a corresponding highest coefficient of variation of 36%. Thus the results indicate that Soft 
tones are characteristic of welcoming mood, as the nature of music is neither irritative nor harsh. ‘Customer 
attention and Revisit’ has the lowest mean because behaviour of every shopper of retail markets cannot be 
expected to return again based on the background music played in the supermarkets. 
 
SENSE OF SMELL:  
Sense of smell reaches the brain directly and much faster than any other sense. Human organism reacts to 
these senses promptly and unconsciously.. 
 

TABLE-3.4SENSE OF SMELL 
 

S.NO FACTORS MEAN S.D C.V% 
1. Customer’s emotional response 3.34 1.13 34 
2. Evaluation of the Product 3.08 1.19 39 
3. Duration of Stay 3.22 0.98 31 
4. Money spending 3.00 1.13 38 
5. Revisiting the store 3.21 1.12 35 
 OVERALL SCORE 3.17 1.11 35.4 

 
Inference: 
The above table shows the Mean, Standard Deviation and coefficient of variation for each item under sense 
of scent, the mean of Customer’s emotional response is found to be highest at 3.34 and a corresponding low 
coefficient of variation of 34%, followed by Duration of stay with second highest mean of 3.22 and a 
corresponding coefficient of variation of 31%, finally the factor ‘Money spending.’ has a lowest mean of 3.00 
and a corresponding highest coefficient of variation of 38%. Thus the results indicate that the sense of smell 
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is very close to one’s emotions and behaviour and it has great influence on one’s behaviour .From the mean 
scores, ‘Duration of stay’ is low compared to other scores; this means that the scent in supermarket stores 
did not influence customers to spend more money in the store.  
 
SENSE OF TOUCH: 
Touch is a perception resulting from activation of neural receptors, generally in the skin. Touch is an 
important factor in customers’ perception of products and their quality, especially in case of buying food 
products when the decision is often based on the physical contact with the product 
 

TABLE-3.5SENSE OF TOUCH 
 

S.NO FACTORS MEAN S.D C.V % 
1. Customer perception 4.53 0.60 13 
2. Product Evaluation 4.57 0.70 15 
3. Familiarity with the store. 4.50 0.66 15 
4. Comfortable ground (Floor) 4.47 0.72 16 
5. Temperature 4.51 0.68 15 
 OVERALL SCORE 4.51 0.67 14.8 

 
Inference: 
The above table shows the Mean, Standard Deviation and coefficient of variation for each item under sense 
of scent, the mean of ‘Product Evaluation’ is found to be highest at 4.57 and a corresponding lowest 
coefficient of variation of 15%, followed by ‘Customer perception’ with second highest mean of 4.53 and 
corresponding coefficient of variation of 13% finally the ‘Comfortable ground (Floor)’ has a lowest mean of 
4.47 and a corresponding highest coefficient of variation of 16%.Thus the results indicate that Sense of 
Touch is an important aspect for product evaluation. Customers have a preference for the products in stores 
they are allowed to touch. This means that if sensory stimuli make customers closer to products, he/she will 
probably touch it.Comfortable Ground has lowest mean because the people might not purchase a product 
based on the Floor’s texture. 
 
SENSE OF TASTE: 
Taste is perceived through taste buds concentrated on the tongue Taste buds recognize four basic tastes: 
sweetness, saltiness, sourness and bitterness.  
 

TABLE-3.6SENSE OF TASTE 
 

S.NO FACTORS MEAN S.D C.V % 
1. Trying food offerings 2.50 1.08 43 
2. Impact on the purchase 2.81 1.30 46 
3. Customer Buying Experience. 3.02 1.33 44 
4. Increase in Product consumption 3.12 1.36 47 
5. Purchase renewal 2.80 1.14 41 
 OVERALL MEAN 2.85 1.24 44.2 

 
Inference: 
The above table shows the mean of ‘Increase in Product consumption’is found to be highest at 3.12 with a 
corresponding coefficient of variation of 47%, followed by ‘Customer Buying Experience’ with second 
highest mean of 3.02 with a corresponding coefficient of variation of 44% finally the factor ‘Trying food 
offerings’ has a lowest mean 2.50 with a corresponding coefficient of variation of 43%. Thus Food offering, in 
supermarket for example, improve buying experience, and has a real impact on the sales” because customers 
are coming to buy food more than planned supporting to the results of this study.  
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TABLE 3.7MEAN SCORES OF OVERALL SENSES 
 

S.NO FACTORS MEAN S.D C.V% RANK 
1. Sense of Vision 4.67 0.65 13.8 1 
2. Sense of Sound 3.90 1.02 26.6 3 
3. Sense of Smell 3.17 1.11 35.4 4 
4. Sense of Touch 4.15 0.67 14.8 2 
5. Sense of Taste 2.85 1.24 44.2 5 

 
Inference: 
From the above table it is seen that the overall mean scores of all the senses and is ranked accordingly. 
Based on the scores Sense of Vision is ranked first with a highest mean at 4.67 and a corresponding lowest 
coefficient of variation 13.8 which shows that consumers, without access to other information, positively or 
negatively, are affected by the sight stimuli and in addition to being attracted by them, they show emotional 
response. Followed by Vision, Sense of Touch is ranked second with an overall mean at 4.15 which shows 
that respondents show importance to the touch sense.Sound has long been recognized as an important 
driver of positive effects on mood, preferences and consumer behaviour.The sense of Smell is ranked fourth 
because the retail market customers did not consider secondary factors like scent in maintaining customer 
loyalty.Regarding the Sense of Taste it is important to consider the type of sector, if it is a restaurant then the 
Taste Sense plays a major role in influencing the food provided. So in the retail sector sense of taste has a 
less impact when compared to the other senses. 
 
CONCLUSION: 
The competitive environment and growing expectations of customers force the companies to search for new 
methods and tools of customers’ value creation. The principles and models of traditional marketing became 
insufficient and they should be completed by new solutions. To attract customers and affect their 
behaviours, companies can use some experimental solutions proposed by sensory marketing. The study 
presents an interesting and fascinating area for consumer research and this study will attempt to provide a 
deeper understanding of the interaction between consumers buying behaviour and in-store stimuli with 
respect to Sensory marketing activities. It was proved that visual characteristics of an establishment and 
product may have an influence on customer’s behaviour within the retail environment. A display in a shop 
window and the interior design are the first encounter of a customer with a product or a brand, and 
therefore, the display should include all the attributes and strengths of the company. Therefore, it can be 
concluded that adequate visual manipulation is important for business and marketing activities. Sensory 
marketing influences the buyer’s behaviour in the market, making the purchasing process more interesting 
and creating positive and long-lasting relations between the customer and the product or a customer with a 
shopping venue.  
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ABSTRACT: The Social media has transformed the concept of a brand. They have forced companies to change 
they create awareness about their products or services. In the present scenario where decisions are strongly 
affected by the public opinion in the social media, a brand has to be transparent in their approach to the 
consumers. The study attempts to find out the reliability of social media in selecting their brand. Social media 
has emerged as a extensive platform where people are free to express their views, opinions, suggestions about 
the products and services. It gives valuable and reliable inputs to the companies directly from the consumers 
giving no way to intermediaries. In spite of companies spending crores of money in experimenting various 
marketing strategies the brands could not diagnose the mindset of the consumers. Social media proves to be the 
most effective medium for the development and improvisation of the products and services by the companies. 
Brands used other channels of media in the form of printed ads or commercials. Social media being challenged 
to be more honest. Consumers trust on the brands supported by social media. The consumers are influenced by 
the likes and comments given by the people. The study tries to find out the most preferred products among the 
social media users. 

 

Keywords: Social Media, Branding, Marketing 

 
1. Introduction 
Marketing is an inevitable process of reaching the product to the customer. Today most of the companies are 
spending lakhs and lakhs of money in creating their marketing strategies and establishing their brands in 
the minds of the people. Most of the marketers  use the contemporary methods of advertising such as print 
media, audio media, and audio visual media to advertise their products and services. In today’s scenario, yet 
another strong and effective media has emerged during the recent decade – the social media. The social 
media such as facebook, twitter, instagram, you tube etc., is considered to be an innovative platform in the 
marketing field. All the contemporary methods of marketing are only one way communication but the social 
media is a two way communication channel. That is the viewers give instant feedback on the brands 
advertised through social media.   Social media has transformed the concept of a brand. In the present 
context, where decisions are strongly affected by the public opinion in the social media, a brand has to be 
transparent in their approach to the consumers.  Brands are now much more connected to people and their 
audiences and they are compelled to offer something which the people really prefer.  
 
Objectives of the Study: 

1. To find out the most reliable social media among the consumers in brand selection. 
2. To study the most significant factor which induces to trust social media in brand selection among the 

consumers. 
3. To find out the most maximum time spent by the consumers in social media. 

 
Limitation of the study:  
The samples considered for the study is limited to Chennai city only. Therefore the results may vary if the 
same study is conducted using samples from different geographical areas. Since the perception of the 
respondents may vary according to the lifestyle of the people in various regions.  
 
2. REVIEW OF LITERATURE 
Tomi Jokinen 2016 Branding in Social Media and the Impact of Social Media on Brand Image has  examined 
how social media can be used for branding purposes The results indicated that the significance of social 
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media for branding and its brand image is equivalent to those of traditional media and the  differences 
depended on the targeted segment of consumers.  
Nikunj Kumar Jain, 2017, Examined consumer-brand relationship on social media Findings of the  study 
revealed that brand trust partially mediated between the involvement and commitment variables of 
customer-brand relationships, and brand loyalty and word of mouth. The link between satisfaction variable 
of customer-brand relationships, and brand loyalty and word of mouth via brand trust was found 
insignificant. 
As'ad, H. Abu-Rumman, 2014, The Impact of Social Media Marketing on Brand Equity: An Empirical Study on 
Mobile Service Providers in Jordan the results showed that there is a statistically significant impact of the 
dimensions of social media marketing on the brand equity for the Jordanian mobile service providers and 
after performing a stepwise regression the results showed that the Accessibility and Credibility affects the 
brand equity 
Syed Zeeshan Zahoor, et al., 2016, Impact of social media marketing on brand equity, study the impact of 
social media marketing on brand equity and develop a framework for its descriptive understanding.  The 
framework presented various components linking social media marketing and brand equity for conceptual 
model. 
Madhusmita Choudhry, 2016, leveraging branding through social media: a study on marketing professionals 
Social media helps in enhance brand image of the products for companies, gives millage to top brand 
products & creates word of mouth for companies. 
 
3. RESEARCH METHODOLOGY 
The data necessary for the research is obtained from primary source. A structured questionnaire is framed 
based on the objectives and it is circulated to the respondents through google forms. Sampling is done 
through random sampling method.110 responses were obtained out of which 100 responses were 
considered valid. 
 
4. ANALYSIS AND INTEPRETATIONS 
Data analysis and interpretation is considered to be very important step and in the process of research. The 
data analysis for the present research was done quantitatively with the help both descriptive and inferential 
statistics. 
 

4.1 TABLE SHOWING THE GENDER OF THE RESPONDENTS 
 

Gender Frequency Percent 
Male 26 26.3 

Female 73 73.7 
Total 99 100.0 

From the above table it is noted that maximum of 73.7% are female respondents 26.3% of the respondents 
are male. 
 
 

4.2 TABLE SHOWING THE AGE CLASS OF THE RESPONDENTS 
 

Age class Frequency Percent 
0 – 20 years 34 34.3 

20 – 40 years 58 58.6 
Above 40 years 7 7.1 

Total 99 100 
 
From the above table it is noted that maximum respondents belong to the age group of 20 – 40 years, 
followed by below 20 years. 
 
 
 
 



Organized by PG & Research Dept. of Commerce Ethiraj College for Women  & Madras Chamber of 

 Commerce & Industry 

   14          IJRAR- International Journal of Research and Analytical Reviews                                                      Special Issue 

4.3 TABLE SHOWING THE TIME SPENT IN SOCIAL MEDIA BY THE REPONDENTS 
Time spent per day Frequency Percent 

< 1 HOUR 27 27.3 
1 - 2 HRS 28 28.3 
2 - 3 HRS 22 22.2 

MORE THAN 3 HRS 22 22.2 
Total 99 100.0 

The above table shows the time spent by the respondents in social media. It is noted that maximum of the 
respondents spent 1 – 2 hours in the social media followed by less than 1 hour. 
 
Factor Analysis: 
 

4.4 TABLE SHOWING KMO AND BARLETT’S TEST 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .830 

Bartlett's Test of Sphericity 
Approx. Chi-Square 311.266 

Df 28 
Sig. .000 

From the above table, it is found that KMO measure of sampling adequacy is 0.830, Barlett’s Test of 
Sphericity with approximate chi-square value 311.266 are statistically significant at 5% level. This shows 
that the sample size is adequate to group the variables into meaningful factors. 
 
4.5 TABLE SHOWING TOTAL VARIANCE EXPLAINED FOR FACTORS THAT INDUCES TRUST ON SOCIAL 

MEDIA IN BRAND SELECTION 

Component 
Initial Eigen values Rotation Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

1 3.832 47.906 47.906 3.318 41.469 41.469 
2 1.497 18.713 66.619 2.012 25.150 66.619 
3 .805 10.065 76.684    
4 .482 6.019 82.703    
5 .406 5.077 87.780    
6 .366 4.581 92.361    
7 .317 3.961 96.322    
8 .294 3.678 100.000    

 
From the above table, 8 variables are reduced to 2 factors with total cumulative variance 66.62%.The first 
component possess 41.469%  as individual variance and the second component possess 25.150% as 
individual variance. The variable loading in each factor can be obtained from the rotated matrix. 
 

4.6 Rotated Component Matrixa 

Factors Influencing to trust social media for brand selection 
Component 
1 2 

Brand Popularity .688  
Loyalty .836  

Quality of Product .876  
Brand Visibility .830  

Clear Demo on product description .722  
 

Affordable Price 
 .851 

Life Time of the product  .710 
Exploring New Brands  .802 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 3 iterations. 
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From The above table, component 1 named as the brand reliability and product information shows a 
maximum percentage of variance (41.469%).  Brand reliability, includes quality of product, brand loyalty, 
brand popularity, and Product information includes brand visibility and clear demo of product description. 
Component 2 named as cost and brand sustainability shows a variance percentage (25.150%). Cost includes 
affordable price and brand sustainability includes life time of the product and exploring new brands. 
 

Test Statisticsa 
 

N 99 
Chi-Square 126.180 

Df 5 
Asymp. Sig. .000 

 
From the above table it is inferred that there is a significant difference among the mean rank of the most 
frequently used social media among the consumers. 
 
 

4.7 TABLE SHOWING THE MEAN RANK OF THE MOST RELIABLE SOCIAL MEDIA IN CHOOSING THE 
BRAND OF PRODUCT 

 
Social Media Mean Rank Rank 

Facebook 2.36 1 

Twitter 
Youtube 

3.05 
3.08 

 
2 
3 
 

Instagram 3.24 4 
Snapchat 4.34 5 

Others 4.92 6 
 
From the above table it is inferred that facebook is the most reliable social media among the consumers in 
choosing the brand. Twitter is ranked second. Youtube is ranked third. 
 
5. FINDINGS & SUGGESSION 
From the study it is found that Brand reliability including quality of product, brand loyalty and brand 
popularity and product information which includes brand visibility and clear demo of product description 
are the most influencing factor among the social media consumers which induces brand trust. From the 
study it is inferred that facebook is the most reliable social media among the consumers in choosing the 
brand. Twitter is ranked second. Youtube is ranked third. 
Maximum of the respondents are female, Maximum of the respondents belong to the age group of 20 -40 
years. Maximum of the respondents spend 1 – 2 hours in a day in social media. 
 
6. CONCLUSION 
Social media has emerged as a new opportunity for the start ups as well as big companies to popularize their 
product or services among the consumers. It is also the cheapest form of marketing therefore it gives a wide 
opportunity to the new entrepreneurs to establish their business. If they are able make their brand reach the 
consumers in the right sense, they themselves will spread the message to other consumers by viewing the 
post, liking and sharing the posts. Social media is considered to be an innovative method of marketing 
because the feedback comes spontaneously from the consumers. This enables the marketers and 
entrepreneurs to improvise their products and services very quickly. Therefore social media is a boon to the 
marketing industry. 
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ABSTRACT: Education is one of the better ways to alleviate Poverty. Productive Education using effective 
technologies is to support and enhance the experience of learning among students. Average Annual HDI growth 
in India for the period 1990-2017 is 1.5%. The main Objectives of the Study are (i) To examine the challenges 
and issues of Technology Enabled Education, (ii) To study the Digital Content and learning technologies in 
Schools in Chennai, (iii) To analyze the interaction of technology, Learning and Teaching among School 
Children (iv) To give an analytical approach towards the Impact of Technology based education among School 
Children in Chennai. Statistical tools like Chi – Square Test, Multiple Regression Analysis, F-test, will be used to 
test the Hypothesis and to fulfill the Study. 

 

Keywords:Flipped Class, Google Class room, Teaching Methodology 

 
1. Introduction 
Education leads to the development of Economy, which enables individual to make decisions with greater 
freedom that empowers their lives. As Education is holistic technology needs to be functional. Trends in 
technology will help an individual to develop his intellectual and technical skill. This trend has opened up 
immense possibilities for creating access to education as Social environment; competitive learning, carrier 
information and counseling are important parts of an education system. The nature of technology enabled 
education and training in developing countries offers good opportunities to face this competitive world.  
 
1.1 OBJECTIVES OF THE STUDY 
(i) To examine the challenges and issues of Technology Enabled Education,  
(ii) To study the Digital Content and learning technologies in Schools in Chennai,  
(iii) To analyze the interaction of technology, Learning and Teaching among School Children  
(iv) To give an analytical approach towards the Impact of Technology based education among School 
Children in Chennai 
 
1.2 METHODOLGY OF THE STUDY 
The study involves both Primary and Secondary Data. The source material for secondary data is collected 
from Books, Journal, Magazine and Internet. Primary Data is collected by distributing Questionnaire to 
Public and Private Schools in Chennai. The present study is focused on two aspects (i) Usage of Digital 
content and Learning Technologies in School (ii) Impact of Technology enabled Education among students. 
Target group are school children of 10thstd from Government and Private Schools. Study is based on Random 
Sampling.  The Sample size is restricted to 200. Study is confined to in and around Chennai. 
 
1.3 HYPOTHESES OF THE STUDY 
(i) There is no association between the awareness level of technology with respect to the schools of the 

respondents 
(ii) There is no strong influence of Independent Variables (Infra Structure Provided by School, Socio 

Economic Status of the Student, and Teacher Involvement in Technology Enabled Education) on 
Dependent Variable Usage of Technology in Education. 

(iii) There is no significant relationship between Satisfaction Level of Teaching Methodology with 
respect to the Schools. (Government School, Private School) 
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2 REVIEW OF LITERATURE 
Kayalar (2016) asserted that education must now place more importance on students’ personalized 
learning, rather than on teaching and that students can and should benefit from an education combined with 
modern technology. 
 Keppler (2014) expanded upon this same view of the necessity of technology in schools by stating that even 
the, “students desire a technology-rich learning environment, [one] which provides them opportunities to 
explore, learn, and take responsibility for their progress”  
Roworth, (2012)Amid the growing trend of computers in the classroom, various justifications for their use 
have been made, some of which include increasing students’ technological proficiency, improving academic 
performance, focusing on student-centered activities, allowing for use in and outside of the classroom, 
promoting collaborative learning, and preparing students for life after their K-12 education William (2002), 
provided a literature review study on the use of internet based technologies in education concentrating on 
key issues and existing problem when transferring courses to an electronic environment. 
 
3 CHALLENGES AND ISSUES OF TECHNOLOGY ENABLED EDUCATION 
 

 
 
3.1 FLIPPED CLASSROON 
A Flipped classroom is an instructional strategy and a type of blended learning that reverses the traditional 
learning environment by delivering instructional content outside the classroom. It moves activities, 
including those that may have traditional learning.  
Dan Recaz founded Flipped Classroom in the year 2007. 
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3.2 GOOGLE CLASSROOM 
Google Classroom was announced on May 6, 2014. It was released on August 12, 2014.  On August 7,2018 
Google announced a classroom, adding a class work section, improving the grading interface, allowing reuse 
of class work from other classes and adding features for teachers to organize content by syllabus. 
 
3. 3 FEATURES OF GOOGLE CLASS ROOM 
 

 
 
 
4.1 ANALYSIS AND DATA INTERPRETATION 
 

4.1.1 Table Showing  The  Awareness Level Of Technology Enabled Education Among Respondents 
 

School of the 
Respondents 

Awareness level of Technology enabled Education 
among respondents Total 

Aware Not Aware 
Government School 30 70 100 

Private Schools 80 20 100 
Total 110 90 200 

Source: Primary Data 
 
Interpretation: From the above table it is clear that Majority of the students from the Private school are 
aware of the Technology enabled education. Government Schools should focus on technology so that it will 
be productive for the students to meet the challenges in this competitive world. 
 

4.1.2 Classification Of Teaching Methidology Prefered By The Students 
 

School of the Respondents 
Mention the teaching methodology you prefer 

Total 
Traditional Learning 

Technology Enabled 
Learning 

Government School 85 15 100 
Private Schools 61 39 100 

Total 146 54 200 
                                               Source: Primary Data 
Interpretation: Majority of the children from both the schools still prefer Traditional teaching than 
Technology enabled education. This is because of their regular practice of Traditional teaching. Schools 
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should concentrate and focus on Technology based education which will enhance their intellectual 
Knowledge.  
 
4.2 APPLICATIONS OF STATISTICAL TOOLS 
 Chi-Square, Multiple Regression and Friedman Test are used to test the hypotheses and to fulfill the 
Objectives of the study. 
 
HYPOTHESIS I 
COMPARISON OF AWARENESS LEVEL WITH THE SCHOOLS OF THE STUDENTS USING CHISQUARE 
H0 : There is no association between the awareness level of technology with respect to the schools of the 
respondents.  
H1 : There an association between the awareness level of technology with respect to the schools of the 
respondents.  
 

Table 4.2.1 Chi-Square Test 
 

Awareness Level with Schools of the 
students 

Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 50.505a 1 .000 
Likelihood Ratio 53.002 1 .000 

Linear-by-Linear Association 50.253 1 .000 
N of Valid Cases 200   

Source: Computed Data 
 
Interpretation: Test result indicates that the calculated Pearson Chi-square value is statistically significant 
at 5 per cent level and thus the null hypothesis is rejected. This suggests that the level of awareness of the 
Students regarding  Technology enabled education  varies significantly according to their School. 
 
HYPOTHESIS II 
MULTIPLE REGRESSION 
Y = β1 X + β2 X 2 + β3 X 3 + β4 X 4+ µi 
Y = Usage of Technology, X2 = Infra Structure Provided by the School,X3 = Teachers Involvement in 
Technology based Education, X4 = Socio Economic Status of the Students . Test of normality is used to test the 
normal distribution of the variables, only if the variables are normally distributed, the model will fit. To test 
the normality the researcher has used Statistics of Kolmogorov and Shapirov. 
Ho: Independent variables are not normally distributed  
H1:Independent variables are normally distributed 
 

Table 4.2.2Test Of Normality 

 
Kolmogorov – Smirnov Shapiro – Wilk 

Statistics Df Sig Statistics df Sig 
Independent Variables .924 200 .000 .800 200 .000 

Source: Computed Data 
 
Since the value is significant at 5 per cent significance level, null hypothesis is rejected, hence the 
independent variables are normally distributed 
 

Table 4.2.3 Model Summaryb 
 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .705a .797 .790 .771 

a. Predictors: (Constant),  , Infra structure provided, Involvement of Teacher, Socio Economic Status of the 
child, 
b. Dependent Variable: Usage of technology, 
Source: Computed Data 
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An important property of R2 is that it is a non decreasing function of the number of explanatory variables or 
regressor present in the model, unless the added variable is perfectly collinear with the other regressor; as 
the number of regressor increases, R2 almost invariably increase and never decreases. 
 

Table 4.2.4 Anovaa 
 

Model 
Sum of 

Squares 
Df 

Mean 
Square 

F Sig. 

1 
Regression 115.230 3 38.410 64.608 .000b 

Residual 116.525 196 .595   
Total 231.755 199    

a. Dependent Variable: Usage of Tecnbology,   
b. Predictors: (Constant), Infra Structure Provided, Involvement of Teacher, Socio economic Status,  
Source: Computed Data 
 
Since F test is significant at 5 per cent significance level, it is understood that Predictors of  the sample 
respondents has an influence on the Usage of Technology in Education 
 

Table 4.2.5 Coefficientsa 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -.377 .251  -1.503 .134 
Infra Structure Provided .695 .053 .691 13.137 .000 
Involvement of Teacher .053 .051 -.054 -1.037 .301 

Socio economic Status of the 
respondent 

.043 .054 -.042 -.780 .436 

A. Dependent Variable: Usage of Technology,   
Source: Computed Data 
 
Hence model is significant at 5% , the β value of   Infra structure provided by the schools (.695), Involvement 
of the Teacher (0.53) Socio economic Status of the respondents (.043) were greater  than the table value 
since the calculated value is greater  than the table value the so null hypothesis is rejected alternative 
hypothesis accepted. The results indicated that all the independent variables have strong influence on 
dependent variables at 5 per cent significance.  The Infrastructure provided by the School would facilitate 
the students to make use of it enhance their academic performance. 
 
HYPOTHESIS III 
COMPARISON OF SATISFACTION LEVEL OF TEACHING METHODOLGY WITH SCHOOLS USING ANOVA 
H0 : There is no significant relationship between the Satisfaction level of  teaching methodology with respect 
to the schools of the respondents.  
H1 : There is significant relationship between the Satisfaction level of  teaching methodology with respect to 
the schools of the respondents 
 

Table 4.2.6 Anova Table 
 

School of the 
Respondents 

Sum of Squares Df Mean Square F Sig. 

Between Groups 5.490 3 1.830 8.059 .000 
Within Groups 44.510 196 .227   

Total 50.000 199    
Source: Computed Data 
Interpretation: Since F test is significant at 5 per cent significance level, it is proved that There is significant 
relationship between the Satisfaction level of teaching methodology with respect to the schools of the 
respondents 
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FRIEDMEN TEST FOR RANKING THE SATISFACTION LEVEL IN TEACHING METHODOLOGY 
 

Table 4.2.7 Descriptive Statistics 
 

 N Mean 
Std. 

Deviation 
Ranks 

Satisfaction Level on Lecture 
with Text book 

200 1.59 1.009 Satisfactory Variables Mean Rank 

Satisfaction on Talk and 
Board 

200 4.12 .970 
Satisfaction Level on Lecture with 

Text book 
1.71 

Satisfaction on Chalk and 
Board 

200 4.13 1.299 Satisfaction on Talk and Board 3.93 

Satisfaction on Flipped Class 200 2.67 1.346 Satisfaction on Chalk and Board 4.11 
Satisfaction on Google Class 

room 
200 2.19 1.014 Satisfaction on Flipped Class 2.82 

    Satisfaction on Google Class room 2.44 
Source: Computed Data 
 
Interpretation: 
Friedman test predicts that Students are more satisfied with Chalk and Board  with Mean rank (4.11), then 
Talk and Board with Mean Rank (3.93), Flipped Class (2.82), Google Class room with Mean Rank (2.44) and 
Last rank for Lecture with Text Book. The reason behind it is they are not much aware of Technology 
enabled education, it is not in regular practice, Infra structure of the school is not technologically equipped 
and finally the School of the Children influence the Technological enabled education 
 
5. CONCLUSION:  
Today, it is evident that rate of Information technology is growing almost in every part of our Life. 
Technological progress is the extent of quality and holistic education.  The digital resource development 
should be turned into Quality certified programmes. The government of India uses the technological 
resources to make Higher education accessible to all the deserving students. It has launched National 
Mission on Education through Information and Communication Technology (NMEICT) IN 2009 to provide 
opportunity for all the teachers and experts to group their knowledge for the benefit of every individual. 
This Mission acts as a balance between content generation and research in critical areas relating to 
imparting of education and connectivity for integrating our knowledge. It is the schools where children 
should be educated technologically which turn will be extended in Colleges.  
 
6 SUGGESTIONS OF THE STUDY 
1. Awareness level of Technology enabled education should be created among Students, especially in 

Government Schools 
2. Regularity in Flipped and Google Classroom should be implemented in Schools 
3. Involvement of Teacher in educating the students with enhancement of  technology is required. 
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ABSTRACT: The concept of Omni-channel is the latest shift in retail, driven by new technological advancements 
and changes in consumer behavior. Omni-channel marketing is a multi-channel approach to sales that seeks to 
provide customers with a seamless shopping experience, whether they are shopping online from a desktop or 
mobile device, by telephone, or in a brick-and-mortar store. Consumer purchase path has become increasingly 
fragmented, as consumers now shop across various online and offline channels to complete a single transaction. 
This study focuses on how consumers prefer between online and offline channel for purchase and the customer 
values that leads to customer satisfaction. The objective of the study is to examine shopping habits of the 
respondents, to examine customer preferences with respect to traditional and online stores, to analyze 
consumer value dimensions, to analyze the relationship between consumer value dimension and customer 
satisfaction and to analyze the cause and effect relationship between consumer value dimension and customer 
satisfaction. This study uses both primary and secondary data to collect the information about Omni-channel 
purchase behavior of consumers. A structured questionnaire focusing on the customer preference, consumer 
value dimensions frequency of purchase of both online and offline channels are used. 

 

Keywords:Omni-channel, multi-channel, customer preferences, consumer purchase behavior, seamless shopping 
experienceand consumer value dimensions. 

 
1. Introduction 
The world of retailing is shifting from multi-channel to Omni-channel because it is increasingly important to 
manage customers the right way across different channels. Multi-channel retailing mainly focuses on 
different channel but Omni-channel focuses mainly on the consumer-brand interaction. The retailing 
industry is currently facing largest transformation since the emergence of the Internet. The technology is 
continuing to move forward, the self-indulgent motives associated with shopping only in brick and mortar 
stores or the online retail marketplace have started to converge. This convergence has caused the traditional 
customer-buying model to move from linear and discrete to non-linear and continuous. Convenience and 
accessibility are more personalized to the individual rather than specific to online or brick and mortar 
consumption.As in-store and online technologies are being unified, channel integration is key to a smooth 
and seamless consumer experience. Modern consumers are becoming increasingly fastidious; they want to 
be able to shop anywhere, at any time and from the location of their choice. They demand personalized 
shopping journeys to suit their needs as they move around and across numerous channels in the online and 
offline paths. Consumers and retailers are going through a tough and complex situation driven by 
technology. Now the shopping journey is across multitude of channels from stores to connected devices, 
everything and all interconnected. Consumers now are more technology savvy and price conscious, on one 
hand , most consumers own high-end mobile gadgets and on the other hand, they use a lot of online and 
offline channels which allow them to shop everywhere and anytime. Consumer in-store and online 
experiences complimented by technology across the entire purchase route. Tablets and smartphones are 
becoming universal tools for shopping, as it is easier for consumers to access information, compare prices 
and make purchases in-store or online.  
 
REVIEW OF LITERATURE 
Rosa Arnone (2017) conducted a study on The Omni-channel Marketplace: A look at Modern Consumers. 
The findings of the study were i) no significant difference between online and brick-and-mortar purchases, 
ii) age was negatively correlated with online and brick-and-mortar purchases and iii) no significant 
difference between satisfaction level in purchasing online and traditional store.Dilip Lalwani (2016) 
conducted a study on Young Consumer Online and Offline Channel Purchase Behavior. The findings of the 
study were young consumer’s preferred online channels for information search, offline channels for product 
acquisition and circular motion for purchase journey. In addition, value dimensions plays an important role 
in motivating the young consumers in deciding the channel during their purchase journey. August Ejnarsson 
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(2016) conducted a study on Omni-channel development within the Swedish Fashion Retail Industry. The 
findings of the study were the overall Omni-channel development is still in the early stages, the retailers are 
keen to transform but the journey is complex and time consuming. Also regarding the attitudes of the 
Swedish Retailers towards Omni-channel retailing when it comes to business transformation, organizational 
influence and adoption of data and analytics, majority of retailers have positive attitude towards all the three 
areas because if they have to survive in the market they have to adapt to all the technologies, channel 
integration and consumer purchase behavior.Anna Savisaari (2016) conducted a study on Supply Chain 
Effects in Creation of Omni-channel Customer Experience in Grocery Retail. The findings of the study was 
Omni-channel grocery retail had a relatively small share in the market both globally and in the Finnish 
market. However, grocery retailers were increasingly investing in Omni-channel business and they are 
generating more revenue to the retailers.Lea Margarethe Brandhofer andAntonia LeonieReinauer (2016) 
conducted a study on The Formation of Customer Experience through Offline-Online Channel Integration: A 
study on Customer Experience in a New Physical Retail Format. The findings of the study were customer 
value both offline and online channels but they still use them separately and independently from each other. 
Customers appreciate restructuring the physical stores through the integration of the online channel. 
Therefore, it clearly shows that customers have high interest in channel integration approach. In addition, 
the offline-online channel integration is the future of retailing. 
 
NEED FOR THE STUDY 
The purpose of the study is to understand the consumer preferencesfor online and offline channels and to 
examine consumer online and traditional channel purchase behavior for their shopping purpose.  
 
OBJECTIVES OF THE STUDY 
 To examine shopping habits of the respondents. 
 To examine customer preferences with respect to traditional and online store. 
 To analyze consumer value dimensions. 
 To analyze the relationship between consumer value dimensions and customer satisfaction. 
 To analyze the cause and effect relationship between consumer value dimension and customer 

satisfaction. 
 
RESEARCH METHODOLOGY 
A structured questionnaire used to collect primary data. Sample size consist of 50 respondents based on 
convenience sampling technique. 
 
LIMITATIONS 
This study has a number of limitations. Sample size is limited. Geographical area covered for this study is 
limited. 
 
ANALYSIS AND INTERPRETATION 
 

Table 1:Demographic Profile 
 

S.No. Gender Percentage S.No. Age Percentage 
1. Male 24 1. 15 – 25 78 
2. Female 76 2. 25 – 35 22 
   3. 35 – 45 Nil 
   4. 45 – 55 Nil 
   5. Above 55 Nil 

S.No. 
Educational 
qualification 

Percentage S.No. Occupation Percentage 

1. SSLC Nil 1. Private sector 54 
2. HSC Nil 2. Public sector 2 
3. Diploma Nil 3. Self employed 2 
4. Undergraduate 38 4. Student 34 
5. Postgraduate 60 5. Others 8 
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6. Professionals 22    
7. Others     

S.No. Family size Percentage S.No. Monthly income Percentage 
1. 3 members 12 1. >rs.25000 34 
2. 4 members 68 2. Rs.25000 – 50000 40 
3. 5 members 18 3. Rs.50000 – 75000 20 
4. 6 members 2 4. Rs.75000 – 100000 2 
5. 7 members Nil 5. <rs.100000 4 

 
The above table 1 shows that 76% of the respondents are female, 78% of them fall under the age group of 
15-25, 60% of the respondents are postgraduates, 54% of them are working in private sector, 68% of them 
belong to the family size of 4 members and 40% of them having a monthly income of Rs.25,000-Rs.50,000. 
 

Table 2:Shopping Habits 
 

S.No. Mode of purchase Percentage S.No. Shopping Habit Percentage 

1. Store 52 1. 
Research and buy 

in traditional store 
30 

2. Computer 6 2. 
Research online 

but buy in 
traditional store 

40 

3. Mobile devices 42 3. 
Research in 

traditional store 
but buy online 

8 

   4. 
Research and buy 

in online store 
22 

 
The above table shows that majority of the respondents go to store for shopping (52%) and they research 
products online but buy in a traditional store (40%). 
 

Table 3:Frequency of Purchase Both In-Store and Online Store 
 

 Traditional stores (Percentage) Online (Percentage) 

Products 
Dail

y 
Weekl

y 
Monthl

y 

Quarterl
y 

3 months 

Neve
r 

Dail
y 

Weekl
y 

Monthl
y 

Quarterl
y 

3 months 

Neve
r 

Books & 
Magazines 

8 6 12 28 46 0 2 8 26 64 

Music & 
Videos 

6 0 14 12 68 4 2 10 14 70 

Electronic
s 

0 2 16 58 24 0 2 16 58 24 

Clothing 0 8 48 40 4 2 2 22 38 36 
Footwear 10 4 32 54 0 4 2 12 34 48 
Eatables 28 46 14 10 2 6 10 6 12 66 
Grocery 18 44 28 8 2 2 6 8 10 74 

Medicines 6 14 40 32 8 2 6 6 6 80 
Other 

Products 
6 18 32 30 14 2 6 24 22 46 

 
The above table shows the frequency of purchases made by customer in both traditional store and online 
store for various products.   
With respect to Traditional stores, respondents have stated that 46% of them never purchase books and 
magazines, 68% of them never purchase music and videos,58% of them quarterly purchase electronics, 48% 
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of them monthly purchase clothing, 54% of them quarterly purchase footwear, 46% of them weekly 
purchase eatables, 44% of them weekly purchase grocery, 40% of them monthly purchase medicines 
and32% of them monthly purchase other products. 
With respect to Online stores, respondents have stated that 64% of them never purchase books and 
magazines, 70% of them never purchase music and videos, 58% of them quarterly purchase electronics, 
38% of them quarterly purchase clothing, 48% of them never purchase footwear, 66% of them never 
purchase eatables, 74% of them never purchase grocery, 80% of them never purchase medicines and 46% of 
them never purchase other products. 
 

Table 4:Customer Preferences – Traditional Stores 
 

S.No. Statements Mean SD 
1. I enjoy going to traditional stores and shopping around 3.96 0.90 
2. I like interacting with sales people 2.96 1.16 
3. I have an idea of what I want before I go shopping to traditional stores 3.82 0.87 
4. There are specific stores that I prefer (loyal) 3.94 0.84 
5. I look for discounts when I shop in traditional stores 3.88 0.96 
6. I prefer to try things on when I go shopping offline 4.02 0.94 
7. I buy in a traditional store because I trust the seller 3.74 0.88 
8. I buy in a traditional store because I can check the quality of the product 4.44 0.67 
9. I don’t mind visiting traditional stores even though it is time consuming 3.92 0.99 

10. I buy in traditional stores so I can get better deals and offers 3.72 0.78 
 
The above table shows the ten statements about customer preferences towards traditional stores of which, I 
buy in a traditional store because I can check the quality of the product has the highest weighted mean 
(4.44), followed by I prefer to try things on when I go shopping offline (4.02) and I enjoy going to traditional 
stores and shopping around (3.96). 
 

Table 5:Customer Preferences – Online Stores 
 

S.No. Statements Mean SD 
1. I shop in websites that are easy to navigate 3.92 0.85 
2. I shop for specific products online 3.98 0.89 
3. I know what products I am looking for before I shop online 4.06 0.84 
4. I am a brand loyal consumer 3.54 0.89 
5. I look for discounts when I shop online 4.36 0.83 
6. I expect the products to suit my needs 4.42 0.57 
7. I buy online because it is time saving 3.74 1.01 
8. Shopping online offers better prices than shopping in traditional stores 3.64 1.05 
9. I buy online only when I am sure about the product quality 4.10 0.71 

10. I buy online when I trust the seller 3.78 0.79 
 
The above table shows the ten statements about consumer preferences towards online stores of which, I 
expect the products to suit my needs with the highest weighted mean (4.42), followed by I look for discounts 
when I shop online (4.36) and I buy online only when I am sure about the product quality (4.10). 
 

Table 6:Consumer Value Dimensions 
Table 6.1: Economic Value 

S.No. Statements Mean SD 

1. 
I can get loyalty points, special offers and discounts while shopping in 

traditional stores 
3.48 0.99 

2. I do not need to wait for delivery as I can acquire the product immediately 3.96 0.97 
3. I can exchange or return the product easily 3.82 1.08 
4. My friends and relatives use the same traditional store and recommend it 3.62 0.95 
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The above table shows four statements about economic value of which, I do not need to wait for delivery as I 
can acquire the product immediately has the highest weighted mean 3.96 
 

Table 6.2: Technical Value 
 

S. No. Statements Mean SD 
1. I can get product advice and relevant information from the sales staff 3.40 0.93 
2. It is easy to follow instructions on the website 3.62 0.99 

 
The above table shows two statements about technical value of which, It is easy to follow instructions on the 
website has the highest weighted mean 3.62 
 

Table 6.3: Service Value 
 

S.No. Statements Mean SD 
1. It is easy to find and compare products and their prices online 4.02 0.84 
2. It clearly indicates if the product is available online 3.98 0.89 
3. It is clear what the delivery options are and what they cost 3.90 0.99 

4. 
It is important to be able to read reviews, customer recommendations and ask 

for more information 
4.06 1.04 

 
The above table shows four statements about service value of which, It is important to be able to read 
reviews, customer recommendations and ask for more information has the highest weighted mean 4.06.  
 

Table 6.4: Social Value 
 

S.No. Statements Mean SD 
1. I should be able to compare and buy the products at the lowest price 4.02 0.96 
2. I should be able to purchase at my convenience 4.20 0.86 
3. The risk involved in purchase transaction should be minimum 4.06 0.93 
4. The seller should not charge me any additional money for product deliveries 4.22 0.91 
5. I should be able to interact with other buyers on social media 3.34 1.00 

 
The above table shows five statements about social value of which, The seller should not charge me any 
additional money for product deliveries has the highest weighted mean 4.22. 
 

Table 7:Correlation Between EV, TV, SV, SV and CS 
 

S.No. Factors ‘r’ value 
1. Economic Value 0.641** 
2. Technical Value 0.510** 
3. Service Value 0.740** 
4. Social Value 0.679** 

Note: **-significant at 0.01 level (2 tailed) 
 
The above Table shows that there exists a positive relationship between Economic Value, Technical Value, 
Service Value and Social Value with Customer Satisfaction at 1%level of significance. Out of the above four 
factors, Service Value (r-value = 0.740) is highly correlated with Customer Satisfaction, followed by SV 
(r=0.679), EV (r=0.641) and TV (r=0.510). 
The cause and effect relationship between economic value, technical value, service value, social value and 
customer satisfaction are depicted in Table: 8 as given below, 
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Table 8: REGRESSION TABLE 
Model Summary 

 
  Change Statistics 

Durbin-
Watson 

 
Model R 

R -
square 

Adjusted 
R square 

Std. 
Error of 

the 
Estimate 

R 
Square 
change 

F-
change 

df 1 df 2 Sig. F 

1 0.821 0.674 0.645 0.41835 0.674 23.241 4 45 0.000 1.904 
a. Predictors: (constant), SV, EV, SV, TV 
b. Dependent variable: Customer Satisfaction 
 

Co-efficient 
 

Model 
Unstandardized coefficients Standardized coefficient 

t sig 
B Std. Error Beta 

1 (constant) .761 .344  2.211 .032 
EV .360 .116 .386 3.110 .003 
TV -.441 .147 -.468 -2.998 .004 
SV .487 .127 .576 3.824 .000 
SV .323 .136 .351 2.379 .022 

a. Dependent Variable: CS 
 
The adjusted R square is 0.674 which indicates the amount of variance explained in this study for whichThe 
regression equation is CS=0.761+0.360 EV+ -0.441 TV+0.487 SV+0.323 SV.The above table shows that out of 
the four variables namely, economic value, technical value, service value and social value it revealed that the 
most important variable is service value (0.487) which has a significant impact on customer satisfaction. The 
next important factor is Economic Value (0.360), Social Value (0.323) which has also emerged a significant at 
1% level whereas Technical Value (-0.441) has least impact on consumer satisfaction. 
 
CONCLUSION 
The aim of the study is to examine the shopping habits of the respondents, to examine customer preferences 
with respect to traditional and online stores, to analyze consumer value dimensions, to analyze the 
relationship between consumer value dimension and customer satisfaction and to analyze the cause and 
effect relationship between consumer value dimensions and customer satisfaction. The result shows that 
with respect to shopping habits of the respondents, they generally prefer to go to a store for purchase. 
Majority of the respondent’s research products online but buy in a traditional store this shows the online 
and offline channel integration of the customers. With respect to frequency of purchase, majority of 
respondents still prefer traditional stores to purchase their requirements either weekly, monthly or 
quarterly. However, they use online stores to make quarterly purchase of electronics and clothing. Majority 
of the respondents prefer traditional stores because they can check the quality of the product. In addition, 
they prefer online stores to purchase because they expect the products to suit their needs.Consumer value 
dimensions plays a motivating role in consumer purchase behavior. Economic value, Technical value, Social 
value and Service value were the four values examined. Then with respect to relationship between consumer 
value dimension and customer satisfaction, of the four consumer values, service value is highly correlated 
with customer satisfaction because it is important for the consumers to read the review, customer 
recommendation and ask for more information. Then the cause and effect relationship between consumer 
value dimension and customer satisfaction reveals that service value has an impact on customer satisfaction. 
On the whole, the study reveals that consumers are still in the early stage of Omni-channel marketing so 
more research have to be done to contribute to the development of Omni-channel. 
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ABSTRACT: Internet is a new communicating and interactive medium,the adoption of the Internet in the field of 
marketing has influence the consumers buying behavior. Online shopping is the process where consumers 
purchase through internet.Consumers are convenient using online shopping because of its certain 
characteristics such as 24/7 accessibility and availability of various products. Nowadays consumers prefer 
online marketing than traditional marketing because it is less time consuming, requires no effort and easy to 
access. The frequency of the usage of these online shopping is been increasing day by day. These factors 
influences the consumers to be more biased towards online shopping.The attitude towards the online shopping 
sites depends upon the consumer’s perception. Three main attributes are been discussed in this study namely 
advertisement, brand and buying. The study aims to analyze the attitude, frequency of usage and factors 
influencing the online buying behavior of the consumers. 

 

Keywords:Online shopping, Consumer behavior, Frequency and attributes. 

 
1. Introduction 
Ubiquitous means present everywhere. These days the marketers want their products or services to be 
identified everywhere by their consumers. With the arrival of smartphone technology, it has become easier 
for the marketers to reach the consumers.  Online marketing is one vast area to make ubiquitous marketing 
possible. Thus, online shopping sites enables the consumers to purchase products or services through 
internet at anytime, from anywhere around the world. People are found using internet very frequently in the 
recent years and it has become easy to access the internet with the invention of smart phones. Thus, 
business organizations have been shifted from the traditional methods of selling goods to electronic 
methods. The rapid growth of online shopping in India has been increasing over the last decade.  
 
2. REVIEW OF LITERATURE 
Nemat (2011) in his study explains that Business to Consumer (B2C) is a process where business provides 
goods or services to the consumers. This type of online shopping which is applicable to any organization that 
allows the consumers to purchase their products through internet for their own use. Donal Rogan (2007) in 
his study explains that the relationship between consumer buying behavior and marketing strategies. These 
strategies are increasing the profitability and frequency of buyer’s behavior through online shopping. Kotler 
and Amstrong (2007) has reviewed that online shopping has been growing very fast because of many 
advantages associated with buying through internet because of lower transaction and cost comparison 
towards other types of shopping. Online shopping consumers can buy faster, number of alternatives and can 
order any products from the lowest price to the highest price. 
 
3. NEED FOR THE STUDY 
The principal purpose of this study is to develop a research framework that marketers need to know the 
consumers behavior towards online shopping sites. The study further examines the awareness, usage 
pattern and various attributes of factors influencing online buying decision of consumers.  
 
4. OBJECTIVES OF THE STUDY 
1. To examine the awareness of the respondents towards online shopping sites. 
2. To examine the usage pattern of the respondents towards online shopping sites. 
3. To analyze advertisement, brand and shopping attributes which influences online buying decision of the 
respondents. 
4. To examine the nature of relationship between the attributes (advertisements, brand and shopping)and 
online buying decision. 
5. To examine the cause effect relationship between the attributes (advertisements, brand and shopping) 
and online buying decision. 
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5. RESEARCH METHEDOLOGY 
The sample size is fifty. Simple random sampling technique is used to collect data from the respondents 
through a structured questionnaire. The data collected was interpreted and analyzed statistically. The 
statistical tools used were percentage, weighted mean, correlation and regression. 
 
6. LIMITATION OF THE STUDY  
1. The survey was restricted to 50 samples. 
2. The perception of the respondents may vary with time. 
 
 
7. ANALYSIS AND INTERPRETATION 
 

Table No 1:Demographic Information of The Respondents 
 

S.No. Age Percentage S.No. Education Percentage 
1 Upto 25 64 1 Diploma/12thstd 6 
2 25-35 24 2 Graduate 18 
3 35-45 6 3 Post graduate 60 
4 Above 45 6 4 professional 16 

S.NO. Occupation Percentage S.No. Monthly Income Percentage 
1 Student 50 1 Upto 20,000 22 
2 Business 2 2 20,001-40,000 42 
3 Employee 30 3 40,001-60,000 22 
4 Professional 18 4 Above 60,000 14 

S.NO. Gender Percentage S.No. Marital Status Percentage 
1 Male 18 1 Married 11 
2 Female 82 2 Unmarried 56 

 
From the above table it is inferred that majority (64%) of the respondents are upto the 25 years of age, 
(60%) of the respondents are post graduates, (50%) of the respondents are students, (42%) of the 
respondents have monthly income between Rs 20,001 and 40,000, (82%) of the respondents are female and 
(56%) of the respondents are unmarried. 
 

Table No 2:Usage Pattern of The Respondents 
 

S.No. Internet Services Percentage 
1 Less than 1 year 24 
2 1-10 years 64 
3 More than 10 years 12 

S.No. Place of Access Percentage 
1 Home 54 
2 Workplace 26 
3 College 18 
4 Others (specify) 2 

S.No. Visited OSS Percentage 
1 Yes 84 
2 No 16 

S.No. Frequency of Visiting OSS Percentage 
1 Very often 24 
2 Often 32 
3 Sometimes 36 
4 Rarely 6 
5 Never 2 

S.No. Time Spent Percentage 
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1 Less than 1 hour 64 
2 1-5 hours 30 
3 Above 5 hours 6 

S.No. Frequency of Buying Percentage 
1 Once in a month 24 
2 2 – 3  months 18 
3 4 – 5 months 20 
4 5 – 6 months 28 
5 once in 6 months 10 

S.No. Modes Of Payment Percentage 
1 Credit/Debit card 32 
2 Net banking 12 
3 Cash on delivery 56 

 
From the above table it is inferred that majority (64%) of the respondents use internet service from 1 to 10 
years, majority (54%) of the respondents access internet at home, majority (84%) of the respondents have 
visited online shopping sites, majority (36%) of the respondents sometimes visit online shopping sites, 
majority (64%) of the respondents spend less than 1 hour in online shopping sites, majority (28%) of the 
respondents buy products at the intervals of 5 to 6 months and majority (56%) of the respondents prefer 
cash on delivery. 
 

Table No 3:Preferential Products 
 

S.No. Statements Rank 
1 Electronic gadgets II 
2 Clothes III 
3 Household appliances I 
4 Beauty and health IV 
5 Books V 

 
From the above table it is inferred that the respondents rank household appliances (I) as the most 
preferential products, followed by the electronic gadgets (II), clothes (III) and beauty and health (IV). The 
respondent shave ranked books (V) as the least preferential products. 
 

Table No 4:Awareness of The Respondents Towards OSS 
 

S.No. Statements Mean S.D. 
1 OSS are very useful 4.08 0.695 
2 OSS can be adapted to meet a variety of needs. 4.12 0.593 
3 OSS is trustworthy. 3.24 0.916 
4 The information provided by OSS is accurate. 3.14 0.857 
5 The information from OSS is always up to date. 3.58 0.835 
6 I find OSS easy to access/buy products. 3.84 0.865 
7 I use OSS to learn more about other people in my classes/works. 3.16 1.075 

 
The above table depicts that all the seven statements which measures customers awareness towards online 
shopping sites having the highest weighted mean (4.12) which indicates online shopping sites can be 
adapted to meet variety of need, followed by the weighted mean (4.08) indicating that online shopping sites 
are useful, the weighted mean (3.84) indicates online shopping sites are easy to access and buy the products, 
the weighted mean (3.58) indicates that information from online shopping sites is always up to date and the 
least weighted mean score (3.14) indicated that information provided by online shopping site is accurate. 
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Table No 5:Factors Influencing Online Buying Decision 
 

S.No. Statements Mean S.D. 
1 Transaction security 3.54 0.838 
2 Price and quality of products 3.84 0.791 
3 Convenient and time saving 4.20 0.728 
4 24/7 shopping accessibility 4.38 0.602 
5 Promotions and advertisements 3.94 0.739 
6 Easy comparison of price and quality of  products 4.10 0.707 
7 Availability of variety of products 4.22 0.840 
8 Reviews available for the product 3.98 0.769 
9 Sufficient information about products 3.90 0.789 

10 On time delivery of products 3.62 1.085 
11 Guarantees and Warrantees 3.34 1.135 

 
The above table depicts that all the eleven statements which measures consumers’ online buying decision 
having the highest weighted mean (4.38) indicates 24/7 shopping accessibility, followed by the weighted 
mean (4.22) indicates availability of variety of products, the weighted mean (4.10) indicates easy 
comparison of price and quality of products, the weighted mean (3.98, 3.94, 3.90 and 3.84) indicates reviews 
available for the product, promotion and advertisements, sufficient amount of information about the product 
and price and quality of the product and the least weighted mean score (3.34) which indicates guarantees 
and warrantees. 
 

Table No 6:Advertisement Attributes 
 

S.No. Statements Mean S.D. 
1 I pay attention to advertisements shown in OSS. 3.30 0.909 
2 Advertisements in OSS are reliable. 3.24 0.796 
3 Advertisements in OSS are honest. 3.10 0.953 

4 
Advertisements in OSS inform me about the latest products and 

information available in the market. 
3.50 0.735 

5 Advertisements in OSS are more interesting than media. 3.24 0.870 
6 Advertisements in OSS are confusing. 2.80 0.989 
7 Advertisements in OSS are irritating. 3.08 0.965 

 
The above table shows that all the seven statements which measures customer’s advertisement attributes 
towards online shopping having the highest weighted mean (3.50) which indicates the advertisements in 
online sites inform the consumers about the latest products and information available in the market, 
followed by the weighted mean (3.30) indicating that they give importance to the advertisements which are 
shown in the online sites, the weighted mean (3.24) which indicates both  the advertisements shown in OSS 
are reliable and are more interesting than media and the least weighted mean score (2.80) indicates that the 
advertisements shown in OSS are irritating.  
 

Table No 7:Brand Attributes 
 
S.No. Statements Mean S.D. 

1 I easily recognize brands in OSS. 3.70 0.814 

2 
Several characteristics of brandsinstantly come to my mind when I see it in 

OSS. 
3.58 0.859 

3 Brands that are sold throughOSS are reliable. 3.46 0.838 
4 I trust the brands that are sold throughOSS. 3.46 0.930 
5 Brands that I have seen in OSS are attractive. 3.68 0.978 
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The above table depicts that all the 5 statements which measures consumers brand attributes towards 
online shopping sites having the highest weighted mean (3.70) which indicates that the consumers can 
easily identify the brands in online shopping sites, followed by the weighted mean (3.68) which indicates the 
brands that they have seen in online sites are attractive and the least weighted mean (3.46) which indicates 
both that the brands are sold through online sites are reliable and they trust the brands that are sold 
through online shopping sites. 
 

Table No 8:Shopping Attributes 
 

S.No. Statements Mean S.D. 
1 Shopping in OSS is easy for me. 3.94 0.956 
2 It is not difficult to do shopping in OSS. 4.06 0.711 
3 Shopping in OSS is useful to me. 3.86 0.880 
4 Shopping in OSS makes my life easier. 3.66 0.960 
5 I find shopping in OSS enjoyable. 3.62 0.966 
6 I find shopping in OSS interesting. 3.50 0.994 
7 I feel safe using credit/debit cards to make purchases on OSS. 3.02 1.133 
8 I feel safe only by using ‘cash on delivery’ method to make payments. 3.78 1.055 
9 It is possible for me to buy a product in OSS in future. 3.64 0.875 

10 The probability that I would consider buying product in OSS is high. 3.32 1.038 

11 
I purchase the product through OSS if the price of the product is 

comparatively high. 
2.40 0.989 

 
From the above table it is inferred that all the eleven statements which measures the consumers shopping 
attributes towards online shopping sites having the highest weighted mean (4.06) which indicates that the 
consumers do not face that much difficulty to do shopping on online sites, followed by the weighted mean 
(3.94) which indicates that shopping through online sites are easy for them, weighted mean (3.86) indicates 
shopping through online sites are useful to the consumers and the least weighted mean score (2.40) which 
indicated that consumers do not purchase the product through online shopping sites if the price of the 
product is comparatively high. 
The correlation between online buying decision and the attributes studiedare given in the tablebelow.  
 

Table No 9:Correlation Between Advertisement, Brand and Shopping Attributes 
 

S.No. Factors “r” Value 
1 Advertisement attribute 0.169** 
2 Brand attribute 0.579** 
3 Shopping attribute 0.584** 

Note: ** - significant at the 0.01 level (2 tailed) 
 
The above Table depicts that there is a strong relationship between advertisement attribute, brand attribute 
and shopping attribute. Out of the above three factors, shopping attribute (r value = 0.584) is highly 
correlated with the online buying decision, followed by Brand attribute (r value = 0.579) and Advertisement 
attribute (r value = 0.169). 
The cause and effect relationship between the Advertisement Attribute, Brand Attribute and Shopping 
Attribute are depicted in Table No: 10 as given below. 
 

Table No 10:Regression Table 
Model summary 

Model R 
R – 

square 
Adjusted 
R square 

Std. Error 
of the 

estimate 

Change statistics 
R 

square 
change 

F 
change 

df1 df2 
Sig. F 

change 
Durbin 
Watson 

1 .676* .458 .422 .40070 .458 12.938 3 46 .000 1.708 
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a. Dependent Variable: Online_Buying _Decision 
b. Predictors: (constant), Shopping_Attributes, Advertisement_Attributes, Brand_Attributes 
 

Coefficients 
 

Model 
Unstandardized 

coefficients 
Standardized 
coefficients t sig. 

B Std. Error Beta 
1 (constant) 2.516 .538  4.679 .000 

Advertisement_Attributes - .361 .190 - .246 - 1.897 .064 
Brand_Attributes .344 .113 .459 3.038 .004 

Shopping_Attributes .373 .132 .400 2.838 .007 
a) Dependent Variable: Online_Buying_Decision 
 
The adjusted R square is 0.458 which indicates the amount of variance is explained in this study for which, 
the regression equation is BI = 2.516+ -0.361AA+0.344BA+0.373SA 
The above Table depicts that out of three variables namely Advertisement Attribute, Brand Attribute and 
Shopping Attribute and it was revealed that shopping attribute (0.373) which has a significant on online 
buying decisions. The next x factor is Advertisement Attribute (-.361) and Brand attributes(.344). 
 
8. CONCLUSION  
The study concludes that the customers are aware of online shopping sites and they also frequently use 
online shopping sites to purchase products and to avail their services. The correlation analysis revealed that 
the factors such as advertisement, brand and shopping influence online buying decision. 
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ABSTRACT: Service quality is the value of work delivered by an individual, team or organization. This can 
include the quality of task completion, interactions and deliverables. Service quality is a common consideration 
in managing the performance of programs, projects, vendors and individuals. As we all have many resources 
and technologies around us still we struggle to get quality products and services in our own country. In my point 
of view, it is because of the poor job commitment and dedication of work deliverers (Professionals as well as Job 
holders).Committed employees give a big contribution to organizations because they perform and behave on 
achieving both organization and self goals. Furthermore, workers who are committed to their organization are 
happy to be members of it, they believe in and feel good about the organization and what it stands for, and 
intend to do what is good for the organization and society. The main objective of this research paper is to 
investigate the relation of dimensions of organizational commitment and service quality among various 
Customer Contact employees in Chennai region. About 50 questionnaires were collected from various Customer 
Contact employees working in retail industry in Chennai region. The various job holders selected for this 
research includes service as well as product oriented people. Multiple Regressions analysis was used to know the 
results and it is found that Affective, Normative Commitment positively related with service quality and 
Continuance commitment has no effect on service quality. This paper also suggests the ways to improve job 
commitment in order to deliver good quality of work. The findings are analyzed and discussed and conclusions 
are drawn at the end of the paper. 

 

Keywords:Work Quality, Commitment, Performance, Competitive advantage, Customer Satisfaction. 

 
1. Introduction 
Service quality is the fundamental theme of this research, so it is important to identify its meaning, the 
benefits are associated and it is importance to measure service quality. There has been broad literature 
available on service quality and in its measurement in various private and public sectors across the globe. 
Most of the literature is available on either banking, airlines, hotels and restaurant sectors. But In my 
research paper through light on fast food Industry located at Kancheepuram region. Customer satisfaction, 
service quality and loyalty are most important factors in today global economic downturn for retention, 
profitability and productivity of the business as a whole. Service quality contribution is the most important 
factor to investigate the outcome of the customer expected and perceived service attributes of any business, 
particularly for food industry. The Indian food and grocery market is the world’s sixth largest, with retail 
contributing 70% of the sales. The Indian fast food processing industry accounts for 32%of the country’s 
total food market. The study therefore seeks to determine the effect of job commitment on service quality. 
 
Research objectives 
• To find out the relationship between job commitment and service quality. 
• To find out the reasons for poor service quality. 
• To provide suggestions to improve customer satisfaction. 
 
HYPOTHESIS 
 In order to achieve the primary objective the following hypothesis were framed and tested: 
1) Hypothesis One 
H0: Affective commitment has no impact on service quality. 
 H1: Affective commitment has impact on service quality. 
2) Hypothesis Two 
H0: Continuance commitment has no significant impact on service quality. 
 H1: Continuance commitment has a significant impact on service quality.  
3) Hypothesis Three 
H0: Normative commitment has no significant impact on service quality. 
H1: Normative commitment has a significant impact on service quality. 
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Literature Review 
Conceptual framework  
• Organizational Commitment 
The concept of commitment in the workplace is still one of the most challenging and researched concepts in 
the fields of Management, Organizational Behaviour, and Human Resource Management. The following are 
the definitions of the term Organizational Commitment:  
Hall, Schneider & Nygren (1970)defined Organizational Commitment as the “process by which the goals of 
the organizations and those of the individual become increasingly integrated and congruent”[1].   
Sheldon (1971) defined organizational commitment as “an attitude or an orientation towards the 
organizations, which links or attracts the identity of the person to the organizations”[2].   
Porter, Steers, Mowday & Boulian (1974), defined organizational commitment as “the strength of an 
individual’s identification with and involvement in a particular organization”. They characterized. It by three 
psychological factors: desire to remain in an organization, willingness to exert considerable efforts on its 
behalf and belief in and acceptance of its goals and values hold [3]. 
Meyer and Allen (1984) initially viewed organisational commitment as two dimensional namely, Affective 
and Continuance. Affective Commitment is “positive feelings of identification with, attachment to and 
involvement in the work organisation”, Continuance Commitment as “the extent which employees feel 
committed to their organisation by virtue of the costs that they feel are associated with leaving”. After 
further research, Allen and Meyer (1990) added a third dimension and defined it as Normative Commitment 
as “the employee’s feelings of obligation to remain with the organisation”. Consequently, the concept 
organisational commitment is described as a tri-dimensional concept, characterised by the Affective, 
Continuance and Normative dimensions [4]. Meyer and Allen's (1991) three-component model of 
commitment has three different components that correspond with different psychological states. 
 
Affective Commitment - Affection for Your Job 
Affection for the job occurs when the employee feels a strong emotional attachment to their organization, 
and to the work that they do and subsequently the employees can identify the organization's goals and 
values.  
 
Continuance Commitment - Fear of Loss 
This type of Commitment occurs when the employees weigh up the pros and cons of leaving the 
organization. They may feel that they need to stay at the company, because the loss they would experience 
by leaving it is greater than the benefit they expect that they might gain in new role.  
 
Normative Commitment - Sense of Obligation to Stay 
This type of commitment occurs when the employee feels a sense of obligation to their organization, even if 
they are unhappy in their role, or even if they want to pursue better opportunities. The employee may feel 
that they should stay with the organization, because it is the right thing to do. This obligation can also result 
from the employee upbringing.  
 
• Service Quality 
One of the most important contributions in the field of service quality is by Parasuraman et al. (1998),) his 
study proves that the companies need to use the technology for gathering data for customer demand and 
improve service quality if they want to be competitive. They also said that for a better-quality service, it is 
necessary to understand and take action as per the customer’s expectation. [5] 

Wisniewski (2001, p.380) explained service quality is a "concept that has arouse as an  considerable topic 
and debate in the research because of the difficulties in both defining it and measuring it with no overall 
consequences emerging on either". [6] 

According to Sidin et al. (2001) service quality is the understanding of the customers, and meet their needs 
accordingly by managing service and delivery to satisfy customers. [7] 

According to Caruana (2002) service quality is the comparison between what the customers expect and the 
perception of the service they received. It is how a customer receives the service at the end of the final 
shopping in the store. The perception of service quality has both positive and negative effects on the 
shopping attitude of the consumers. The service quality is the evaluation of what was expected and what 
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was experienced, by considering the image of an organization. The theory of service quality, customer 
satisfaction and service loyalty are linked to each other.[8] 

According to Nath and Zheng (2004) service quality is the measurement of an organization serves their 
customers and the outcome or the expectations of the perceived service.[9] 

According to Haq and Muhammad (2012) one of the main elements of customer service quality is customer 
satisfaction and their aim to buy. It is also one of the considerable strategic weapons for an organisation with 
developing need to facilitate the service quality. Service quality is also considered as an intermediary aspect 
in evaluating previous and current perception. In retail industries service quality is one of the most 
important factor to achieve the organisation goals, which out which organisation may not be able to succeed 
in today global economy as well as competitive. That is why some organisation asks customers at the till 
point to fill online questionnaire of the service they receive during their shopping at the store.[10] 

 

Methodology 
The study is focused on the effect of organizational commitment on service quality and also attempts to 
identify the impact on customer satisfaction. The study is limited to customer contact employees of various 
retail industries at kancheepuram district, Chennai. The study was carried through the three components of 
organizational commitment, hypothesis were developed and test in order to determine the effect of each of 
them on overall service quality of the customer contact employees. Multiple regressions were employed to 
test each of the hypotheses. It is a statistical technique that can be used to analyze the relationship between 
single dependent (criterion) variable and several independent (predictor) variables. It is the study of how 
dependent variable is related to two or more independent variables. It was used to determine the predictor 
variables of Organizational Commitment. 
The questionnaire developed for the study consists of 35 items covering profile of the sample, organizational 
commitment, and service quality and customer satisfaction. The legitimacy of the instrument was tested 
using Content validity method. It was found to be reliable and Cronbach alpha was 0.84. The questionnaire 
was found to be complete and understandable and hence no modifications were made in the final 
questionnaire. 
 
Method of sampling 
Convenient sampling method was employed. A total of 60 copies of questionnaire were administered and 
distributed to all the identified customer contact employees of the fast food industries in Kancheepuram 
district, Chennai. However, only 50 copies of the questionnaire were found complete and useable for the 
study. 
 
DATA ANALYSIS AND FINDINGS 
Profile of the sample            
 

Table 1 
 

Age 
Fast food industry Gender  
Nos %  Nos. % 

21-30 27 24.8 Male 32 21.9 
31-40 23 35.2 Female 18 78.1 
Total 50 100% Total 50 100 

 
Table 2 

 

Marital 
Status 

 Experience 
Nos. % Exp. In yrs Nos. % 

Single 16 9.5 3-5 years 15  
Married 24 72.4 6-7 years 16  
Others 10 19 8-9 years 19  
Total 50 100 Total 50  
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Table 3 
 

Education 
Qual. 

 Income Working Hours Per Day 
Nos. % Slry/Month Nos % Workhours/day Nos % 

UG 27 48.6 10,000-20,000 28 56 8-10 13 89.5 
PG 10 41.9 21,000-30,000 12 24 10-12 26 10.5 

Professionals 13 9.5 31,000-40,000 10 20 12-14 11 0 
Total 50 100 Total 50 100 Total 50 100 

 
Hypotheses Testing 
• Hypothesis One: 
H0 : Affective commitment has no Impact on service quality. 
 H1: Affective commitment has Impact on service quality. 
 

Table 4: Showing the Impact of commitment components on service quality 
Summary 

Model R R Square 
Adjusted R 

Square 
Std. error of  the 

Estimate 
1 .205(a) .042 -.02 .56654 

• Predictors :( constant) Affective Commitment 
 

Anova (B) 

Model  
Sum of 

Squares 
Df 

Mean 
Square 

F Sig. 

1 Regression .760 3 .329 .607 .562(a) 
 Residual 13.172 31 .365   
 Total 13.933 34    

b) Dependent Variable: Service Quality 
 
Interpretation of the result 
From the data shown above, the decision is to accept the alternative hypothesis (H1) and reject the null 
hypothesis (Ho). The result above discovered that the extent to which the discrepancy in service quality can 
be explained by the affective commitment is five percent (0.55) at 0.562 significant levels. The significant 
level is elevated than 0.05(5% confidence level). The suggestion is that affective commitment has an impact 
on service quality. 
 
2) Hypothesis Two 
H0: Continuance commitment has no significant Impact on service quality. 
 H1: Continuance commitment has a significant Impact on service quality.  
 

Table 5: Showing the effect of Continuance commitment on service quality 
Model summary 

 

Model R R Square 
Adjusted R 

Square 
Std. error of  the 

Estimate 
 .384(a) .168 .039 .54721 

• Predictor: (Constant): Continuance Commitment 
 

Anova (B) 

Model  
Sum of 

Squares 
Df 

Mean 
Square 

F Sig. 

1 Regression 2.668 5 .444 1.142 .258(a) 
 Residual 11.264 28 .341   
 Total 16.601 33    

• Dependent Variable: Service Quality 
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Interpretation of the result 
From the data shown above, the decision is to reject the alternative hypothesis (H1) and accept the null 
hypothesis (H0). The outcome above discovered that the extent to which the discrepancy in service quality 
can be explained by continuance commitment is 16.8 percent (0.168) at 0.258 significant levels. The 
significant level is elevated than 0.05. The suggestion is that the continuance commitment has no significant 
impact on service quality. 
 
3) Hypothesis Three 
H0: Normative commitment has no significant Impact on service quality. 
H1: Normative commitment has a significant Impact on service quality. 
 

Table 6: Showing the Effect of Normative Commitment on Service Quality 
Model Summary 

 

Model R R Square 
Adjusted R 

Square 
Std. error of  the 

Estimate 
1 .506(a) .292 .206 .48972 

• Predictor(Constant): Normative Commitment 
 

Anova (B) 
 

MODEL  
Sum of 

Squares 
Df 

Mean 
Square 

F Sig. 

1 Regression 4.637 4 .927 2.975 0.012(a) 
 Residual 9.295 29 .273   
 Total 13.932 33    

• Dependent Variable: Service Quality 
 
INTERPRETATION OF RESULT 
From the data shown above, the decision is to accept the alternative hypothesis (H1) and reject the null 
hypothesis (H0). The end result above discovered that the extent to which the discrepancy in service quality 
can be explained by normative commitment is about 33 percent (0.262) at 0.012 significant levels. The 
significant level is less than 0.05. The implication is that normative commitment has a significant impact on 
service quality. 
 
DISCUSSION AND SUGESSTIONS 
The objectives of this study were to investigate the relations of organizational commitment dimensions and 
service quality. All hypotheses were tested. Continuance Commitment has no effect on service quality. The 
study recommends considering the pre identification needs of the customer expectations for better 
customer retention. On the other hand employees are also need to be taken care with respect to job design, 
recruitment, training, rewards, performance management, career development, employability, and job 
security, which ultimately results in affective commitment. If an employee is affectively committed with his 
job, the quality of service delivered by them eventually increased. Policy makers from the prevalent industry 
can use the result of this study to design the industry related policies for committed and non-committed 
employees of Fast food industry 
 
CONCLUSION 
The results of the information collected and test from the research findings, it can thereby be accomplished 
that, the reason of carrying out this study was considered to approach the managerial roles to satisfy the 
customer-contact employee who straightforwardly control customer satisfaction. The result of our research 
involve considerate the importance of organizational commitment as a determinant of service quality.  Allen 
Meyer three-component model of commitment, depict the multi dimensionality of the commitment insight, 
in relation to service quality additional supports the case that not all components of commitment are 
positively significantly and related to service quality. Also, the study states that commitment plays a vital 
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role in providing good service quality, so that it is the duty of the organization to satisfy its employee’s needs 
in order to with stand in the industry. The study provides directions to service managers in designing 
internal marketing strategies for these sets of employees such that the desirable component of commitment 
could be inculcated to enhance service quality.  
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ABSTRACT: Social media attracts the youngsters to connect with their friends and relatives anywhere and 
anytime. Utilizing this opportunity the marketers are targeting the consumers through social media advertising. 
Facebook, twitter, instagram and linkedin are few popular social media sites among the people. With the 
technological advancement and mobile phones many people are using social media networks. This paper aims 
to study about the usage of social media by the young working women in Chennai city. This paper also aims to 
under the impact of the social media advertising in the buyer behavior and their effectiveness among the 
respondents. To achieve this objective a study has been conducted and data has been collected from 100 
working women from different areas of Chennai city.  
The finding shows that the most the people facebook and instagram and facebook advertisements have a great 
impact on the respondents. 

 

Keywords:Social Media, Social Media Advertisements, Social networking sites, impact and effectiveness. 

 
1. Introduction 
In the last few decades, advertising has become one of the very essential aspects of marketing. There are 
different medium like radios, Television, newspaper and magazines through which advertisement are made. 
In the recent years the online advertisements become very popular amount the consumers.  
Social media is playing a significant role in different aspects of our lives. It supports many sectors like 
advertisements, trading, marketing etc.  With the growing innovation in the technology connecting / 
reaching different people though social media become easier. Taking advantage of this the markers are using 
social media as a platform to market their products. Through social networking sites like facebook, twitter, 
instagram and linkedin the consumers are persuaded to buy the products online. Social media 
advertisements also help in revenue generations. India ranks in the fourth position among various countries 
in revenue generation though social media advertising. Consumers today are utilizing these social media 
advertisements effectively for their online purchase. Women being the backbone of house hold management 
have been chosen for the study. An attempt has been made to find out the usage of the social media and the 
impact and effectiveness of the social media advertising among the young working women’s buyer 
behaviour. 
 
Review of Literature: 
In its early days advertising was present in print media like newspapers, magzines and after that on other 
support such as television and radio. Internet enabled advertising to move to another channel with much 
more possibilities to influence and persuade customers. It is projected that the online advertising industry 
will grow three times faster than advertising in any other media Social networks are used as a marketing 
tool for many different purposes. 
According to the study conducted by Nick Hajli on “A Study on the impact of social media on consumers”, 
social media increase the level of trust in consumers and indirectly encourage intention to buy through 
social networking sites. Social media empower participants to generate content through online 
communities, reviews and recommendations.  
Advertisement can change the behavior of the consumer’s abd are very helpful in creating and shifting the 
consumer’s buying behavior that is a very positive sign for the advertising and marketing companies. This is 
evident from the conclusion given by Dr. Abdul Ghafoor Awan and et. all in their study on “Effects of 
Advertisement on Consumer’s Buying Behaviour with References to FMCGs in Southern Punjab-Pakistan”. 
The study on “The Role of Social Media Advertising In Consumer Buying Behavior” by Adnan Veysel Ertemel 
and Ahmad Ammoura has highlighted the impact of social media advertising as paid social media marketing 
tool in consumer buying behavior regarding to the five steps need recognition model for companies working 
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in fashion retail industry in Istanbul city, which step has the strongest relation with social media advertising 
and which has no relation at all regarding to the changes in the consumer’s demographic factors. 
 
Objectives of the Study 
 To Study the usage of social media. 
 To study the impact and effectiveness of social media advertising.  
 
Research Methodology 
 An empirical study was conducted based on the survey method. 
 The scope of this study is confined to the female respondents with respect to Chennai City in the age of 

20 years to 35 years.  
 The primary data was collected through a structured questionnaire and secondary data was obtained 

from relevant books, journals and websites.  
 The sample size of this study is 100 using convenience non-probability sampling.  
 
Hypothesis 
 Association between impact of social media advertising and Education  
H01 : There is no association between impact of Social media advertising and Education 
H11: There is an association between impact of Social media advertising and Education 
 
 Association between impact of Social media advertising and Income 
H02 : There is no association between impact of Social media advertising and Income 
H12: There is an association between impact of Social media advertising and Income 
 
 Association between Effectiveness of Social media advertising and Education 
H03 : There is no association between effectivenessof Social media advertising and Education 
H13: There is an association between effectivenessof Social media advertising and Education 
 
 Association between Effectiveness of Social media advertising and Income 
H04 : There is no association between effectivenessof Social media advertising and Education 
H14: There is an association between effectivenessof Social media advertising and Education 
 Female respondents aged above 18 years and 35 years in different employment status and income level 

were chosen. 
 With the help of SPSS Package, analyses were done. To find out Association between Impact and 

effectiveness of social media advertisements and select demographic variables, ANOVA was used. The 
Hypothesis was tested at 5% level of significance. In order to provide better clarity weighted mean and 
percentages were used wherever necessary. 

 The limitations of any behavioral and attitudinal study are present in this study too. This study is 
confined only to females in Chennai City. Any limitations applicable to the questionnaire are likely to be 
found in this study too.  

 
Analysis and Interpretation  
1. Demographic Information 
 

Table 1:Demographic Details of the Respondents 
Education 

 No. of respondents Percentage 
UG 54 54.0 
PG 43 43.0 

Non-graduates 3 3.0 
Total 100 100.0 

Annual Income (per month) 
up to 15000 26 26.0 

15001 – 30000 37 37.0 
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30001 – 45000 20 20.0 
45001 – 60000 8 8.0 

more than 60000 9 9.0 
Total 100 100.0 

Occupation 
Business 10 10.0 

government sector 7 7.0 
Private 75 75.0 

Self-employed Professionals 8 8.0 
Total 100 100.0 

 
2. Usage of Internet: 

Table 2: Usage of Internet 

 
Frequency Percent 

Almost Everyday 94 94.0 
4-5 days/week 2 2.0 
2-3 days a week 2 2.0 

Once a week 2 2.0 
Total 100 100.0 

 
From the above table it can be observed that 94% of the respondents access the interest every day as the 
internet becomes one of the vital part of life. 
 
3. Usage of Social Media: 

Table 3: Usage of Social Media 

 
Frequency Percent 

Almost Everyday 72 72.0 
4-5 days/week 10 10.0 

2-3 days a week 5 5.0 
Once a week 4 4.0 

Rarely 9 9.0 
Total 100 100.0 

 
The above table shows that 72% of the respondents use Social Media on daily basis and 10% use it almost 5 
days a week. 
    
Chart 1:Usage of Social Networking Sites  

 
From the above chart it is evident that 74% of the respondents use facebook and 52% of the respondents 
use Instagram.  
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4. Time Spent on Social Net Working Sites 
 

Table 4: Percentage of Time Spent on Social Networking Sites 
 

Time Spent Facebook Twitter Linkedin Instagram 
More than 2 hours 7.0 2.0 1.0 24.0 

2 hours 4.0 0.0 1.0 5.0 
1 hour 18.0 7.0 3.0 10.0 
30 min 11.0 1.0 10.0 14.0 
15 min 60.0 90.0 85.0 47.0 
Total 100.0 100.0 100.0 100.0 

  
The above table shows that most of the respondents use the social networking sites for 15 minutes a day. 
60% of face book users, 90% of twitter users and 85% of linkedin users spend 15 minutes a day. 24% of the 
instagram users spend 2 hours a day in access instagram.  
 

Table 5: Amount of Time Spent 
 

Amount of Time Spent Frequency Percent 
increased 45 45.0 

nearly the same 25 25.0 
decreased 30 30.0 

Total 100 100.0 
 
From the above table it can be observed that 45% of the respondents spend more time in accessing the 
social networking site as compared to the previous years. 25% of the respondents spend the same amount of 
time. 
 
 
5. Social Media Advertising and buyer behavior 
 

Table 6: Purchase of Products through Social Media Advertising 
 

 
Frequency Percent 

YES 80 80.0 
NO 20 20.0 

Total 100 100.0 
 
It is evident from the above table that 80% of the respondents purchase products though social media 
advertising. 
 
6. Effectiveness of Social Media Advertisements 
 
 

Table 7: Reach of Social Media Advertising 
 

 
Favorite site Useful Site Preference User Friendly strike 

Facebook 56 46 46 55 54 
Instagram 38 28 40 39 38 
LinkedIn 5 21 6 3 4 
Twitter 1 5 8 3 4 

 
100 100 100 100 100 
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From the above table it can be seen that the most effective social media is facebook. 56% of the respondents 
like facebook, 46% of the respondents feel that facebook is the useful site, 46% of the respondents preferred 
to use the facebook. 55% of the respondents mentioned facebook as the user friendly site. 
 

Table 8: Targeting the Audience – Social media Advertisements 
 

 
Wt. Mean Rank 

Face book 6.14 2 
Twitter 4.9 3 

Linkedin 4.79 4 
Instagram 6.56 1 

 
From the above table it can be obverted that the advertisements on instagram (6.56) and face book (6.14) 
target the audience effectively as the respondents use facebook and instagram on daily basis. 
 
 
7. Impact of Social Media Advertising 
 

Table 9: Impact of Social Media Advertising 
 

 

Feelings towards 
advertisements 

displayed 

Appealing 
advertisements 

Memorable 
advertisements 

Attractive 
advertisements 

Most 
trusted 

advertising 
Facebook 57.0 52.0 61.0 51.0 52.0 
Instagram 36.0 35.0 32.0 45.0 41.0 

Twitter 3.0 8.0 4.0 3.0 3.0 
Linkedin 4.0 5.0 3.0 1.0 4.0 

Total 100.0 100.0 100.0 100.0 100.0 
 
As the usage of the face book is high from the above table it can be observed that the facebook 
advertisements have a great impact on the respondents. 57% of the respondents have positive reaction 
towards face book advertisements. 52% of the respondents feel that the face book advertisements are more 
appealing. The respondents also feel that the face book advertisements are more memorable and attractive. 
52% of the respondents believe that advertisements displayed in face book are more trusted ones. 
 

Table 10: Satisfaction – Social Media advertising 
 

 
Frequency Percent 

Highly dissatisfied 1 1.0 
Dissatisfied 3 3.0 

Neither 22 22.0 
Satisfied 65 65.0 

Highly satisfied 9 9.0 
Total 100 100.0 

 
From the above table it can be noted that 74% of the respondents are satisfied with the social media 
advertising.  
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8. Association between Education and impact of social media advertising 
 

Table 11: Association between Education and impact of social media advertising 
 

 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

On which social networking site do you 
have positive reactions/feelings 

towards advertisements displayed on 
it? 

Between Groups 2.758 2 1.379 2.568 .082 
Within Groups 52.082 97 .537 

  
Total 54.840 99 

   

On which social network sites the 
advertisements displayed appeal you? 

Between Groups 1.696 2 .848 1.232 .296 
Within Groups 66.744 97 .688 

  
Total 68.440 99 

   
On which social networking sites the 

visuals and slogans of the 
advertisements displayed are 

memorable? 

Between Groups 1.052 2 .526 1.022 .364 
Within Groups 49.938 97 .515 

  
Total 50.990 99 

   
On which social network site do you 

find the product advertisement 
displayed attractive? 

Between Groups .735 2 .368 .988 .376 
Within Groups 36.105 97 .372 

  
Total 36.840 99 

   

On which social network sites do you 
trust the advertisements displayed? 

Between Groups .779 2 .390 .708 .495 
Within Groups 53.411 97 .551 

  
Total 54.190 99 

   
 
From the above table it can be observed that there is no association between education and the impact of 
social media advertising as women use social media irrespective of their educational qualification. 
 
9. Association between Income and impact of social media advertising 
 

Table 12: Association between Income and impact of social media advertising 
 

 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

On which social networking site 
do you have positive 

reactions/feelings towards 
advertisements displayed on it? 

Between Groups 2.758 2 1.379 2.568 .082 
Within Groups 52.082 97 .537 

  
Total 54.840 99 

   
On which social network sites the 
advertisements displayed appeal 

you? 

Between Groups 1.696 2 .848 1.232 .296 
Within Groups 66.744 97 .688 

  
Total 68.440 99 

   
On which social networking sites 

the visuals and slogans of the 
advertisements displayed are 

memorable? 

Between Groups 1.052 2 .526 1.022 .364 
Within Groups 49.938 97 .515 

  
Total 50.990 99 

   
On which social network site do 

you find the product 
advertisement displayed 

attractive? 

Between Groups .735 2 .368 .988 .376 
Within Groups 36.105 97 .372 

  
Total 36.840 99 

   
On which social network sites do 

you trust the advertisements 
displayed? 

Between Groups .779 2 .390 .708 .495 
Within Groups 53.411 97 .551 

  
Total 54.190 99 

   
 
From the above table it can be seen that there is no association between income and the impact of the social 
media advertising among women respondents as the promotion is uniform.  
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10.Association between Education and Effectiveness of social media advertising 
 

Table 13: Association between Education and Effectiveness of social media advertising 
 

 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

Which site do you like the 
most? 

Between Groups .304 2 .152 .261 .770 
Within Groups 56.446 97 .582 

  
Total 56.750 99 

   

Which site is the most 
useful? 

Between Groups 5.316 2 2.658 1.988 .142 
Within Groups 129.674 97 1.337 

  
Total 134.990 99 

   

Which site do you prefer 
to use? 

Between Groups .372 2 .186 .255 .776 
Within Groups 70.868 97 .731 

  
Total 71.240 99 

   

Which site is the most 
user-friendly? 

Between Groups .096 2 .048 .095 .909 
Within Groups 48.744 97 .503 

  
Total 48.840 99 

   

Which site strikes you the 
most? 

Between Groups .221 2 .110 .191 .827 
Within Groups 56.139 97 .579 

  
Total 56.360 99 

   
 
From the above table it can be seen that there is no association between education and effectiveness of 
social media advertising. The social media advertisements are very effectively reaching the people 
irrespective of their educational qualification. Consumers have more awareness with regard to the products 
irrespective of their educational qualification because of the pear groups’ healthy interaction about the 
availability of the products. 
 
11.Association between Income and Effectiveness of social media advertising. 
 

Table 14: Association between Income and Effectiveness of social media advertising 
 

 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

Which site do you like the 
most? 

Between Groups .427 4 .107 .180 .948 
Within Groups 56.323 95 .593 

  
Total 56.750 99 

   

Which site is the most 
useful? 

Between Groups 2.363 4 0.591 0.423 .792 
Within Groups 132.627 95 1.396 

  
Total 134.990 99 

   

Which site do you prefer 
to use? 

Between Groups 3.632 4 .908 1.276 .285 
Within Groups 67.608 95 .712 

  
Total 71.240 99 

   

Which site is the most 
user-friendly? 

Between Groups 1.364 4 .341 .682 .606 
Within Groups 47.476 95 .500 

  
Total 48.840 99 

   

Which site strikes you the 
most? 

Between Groups 2.024 4 .506 .884 .476 
Within Groups 54.336 95 .572 

  
Total 56.360 99 

   
 
From the above table it can be seen that there is no association between income and effectiveness of social 
media advertising. 
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Findings 
 94% of the respondents access the interest every day. 
 72% of the respondents use Social Media on daily basis and 10% use it almost 5 days a week 
 74% of the respondents use facebook and 52% of the respondents use Instagram 
 60% of face book users, 90% of twitter users and 85% of linkedin users spend 15 minutes a day. 24% of 

the instagram users spend 2 hours a day in access instagram 
 45% of the respondents spend more time in accessing the social networking site as compared to the 

previous years. 
 80% of the respondents purchase products though social media advertising. 
 56% of the respondents like facebook, 46% of the respondents feel that facebook is the useful site, 46% 

of the respondents preferred to use the facebook. 55% of the respondents mentioned facebook as the 
user friendly site. 

 Advertisements on instagram (6.56) and face book (6.14) target the audience effectively. 
 The facebook advertisements have a great impact on the respondents 
 74% of the respondents are satisfied with the social media advertising 
 There is no association between education and the impact of social media advertising. 
 There is no association between Income and the impact of social media advertising 
 There is no association between education and the effectiveness of social media advertising. 
 There is no association between income and the effectiveness of social media advertising 
 
Conclusion 
After the launch of Jio in India with unlimited free internet, the usage of interest and social media has 
significantly increased. Most of the respondents use facebook through which they are able to connect with 
the peer ones’. They spend a sizable amount of time in the social networking sites every day. The social 
media advertisements are persuading the customers to buy the products online as the respondents were 
working women and have less time for shopping. The social media advertisements have a great impact on 
the respondents and they feel that the advertisements through facebook and instagram are targeting the 
audience effectively.  
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ABSTRACT: In order to improve the retail customer shopping experience in hypermarkets during weekends is a 
doorstep to improve the performance of retail stores. The present research focused on hypermarket shoppers to 
measure the customer shopping experiences in various dimensions of customer shopping experiences by 
establishing a research framework based on 295 user responses. Various statistical tests such as ANOVA,  Factor 
analysis and multiple regression have been applied to validate the proposed research framework. The paper is 
an initiative to discuss the various dimensions of customer shopping experience with respect to Chennai city. 
The research findings showed that the customer shopping experiences are unpredictable and are positively 
influenced by enjoyment, emotional attachment, comfort, uniqueness, and impulsiveness dimensions of customer 
shopping experiences. Therefore, this study would help hypermarket retailers to focus on these constructs, 
which are considered as an important dimension of the customer shopping experience, and would help the 
retailers in gaining a competitive advantage, attracting new customers, and to hold their profitable customers 
by enhancing customer shopping experiences in the current retail scenario. 

 

  Keywords:Customer, customer shopping experience, hypermarket, retail, retailers (PDF) Shopping Experience of   
Hypermarket Shoppers on Weekends. 

 
1. Introduction 
Retail is India’s largest industry, accounting for over 10% of the country’s GDP and around 8% of the 
employment. The Indian retail market is estimate to exceed US$ 750 billion by 2015, presenting a strong 
potential for foreign retailers planning to enter India. India ranks 5 th on global retail development index, is 
considered the second fastest growing economy in the world and ranks amongst the top 10 FDI destinations 
in the world. The environment for hypermarket growth in India is conducive. A huge opportunity exists in 
India, especially in the urban and semi-rural areas. A. Hypermarkets Indian hypermarket industry is more 
vibrant than ever, with major industry players vying for their share in the retail segment. The size and share 
of Indian hypermarket is expected to increase in the coming years, given the strong macro-economic 
performance, favourable consumption pattern due to growing personal disposable income, rapid 
development of Tier II and III cities, availability of quality retail space and recent entry of big industrial 
houses into retailing with focus on large store formats. Actually, the British colonial government introduced 
the idea of Supermarkets to facilitate its officers with access of all household goods under one roof. This led 
to the development of super-supermarket or modern supermarket or Hypermarket. Hypermarkets in India 
house varied shops selling different types of essential commodities along with luxury items. These 
Hypermarkets are mainly concentrated in urban areas only. Hypermarkets operating in India typically have 
a heterogeneous mixture of large and small individual retailers. Most of these hypermarkets sell private 
labels and products manufactured by domestic and international companies. Hypermarkets of India offer 
products with different price bands to cater to the needs of different segments of society. People prefer to 
shop from hypermarkets not only to buy goods but also for experience, window shopping and recreation. Big 
Bazaar is one of the most established hypermarkets in India with 133 stores all over India. It is a subsidiary 
of the Future Group lead by Kishore Biyani. Big Bazaar caters to every need of the family and where Big 
Bazaar scores over other stores is its value for money proposition for the Indian customers. Big Bazaar’s USP 
is to give customers the "Best products at the best prices". Big Bazaar is increasingly opening its doors to 
different product categories like apparel and general merchandise including home furnishings, utensils, 
crockery, and cutlery and sports goods. Big Bazaar has various value added services like buying goods over 
the phone and through the internet, where the delivery in seven days is guaranteed with free shipping. The 
hypermarket targets higher and upper middle class customers. It also specifically targets working women 
and home makers who are the primary decision makers. 
 
II. LITERATURE REVIEW 
Consumer behaviour is the scientific study of the processes consumers use to select, secure, use and dispose 
of products and services that satisfy their needs. Knowledge of consumer behaviour directly affects 
marketing strategy. This is because of the marketing concept, i. e., the idea that firms exist to satisfy 
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customer needs. Firms can satisfy those needs only to the extent that they understand their customers. For 
this reason, marketing strategies must incorporate knowledge of consumer behaviour into every facet of a 
strategic marketing plan.In the past 25 years, consumers worldwide have become more educated, 
discriminating, and gained more purchasing power. Simultaneously, retail forms have proliferated rather 
than diminished, and a complex set of consumption options are available. Jones concluded that consumers 
have changed and that the most notable change is in their patronage of food retail outlets other than 
supermarkets. Popkowski found that there are different segments of shoppers and different retail formats 
serve these different segments of shoppers. In present study, researcher tries to focus specifically on 
hypermarkets as emerging retail format in India.  
 
III. RESEARCH DESIGN 
To examine the factors influencing purchase behaviour at Big Bazaar, the study was conducted through 
quantitative phase. Researchers used descriptive research design. The study is survey based with sample 
size of 100 respondents. Respondents are regular customers of hypermarkets and grocery retail outlets. The 
research instrument used is the questionnaire with closed ended questions, designed to resolve the purpose 
of the research. The data for the questionnaire is collected from the respondents by face to face interview. 
 
IV. DATA ANALYSIS 
The factor analysis was done on twenty eight variables and each variable represents certain factor behind 
store operations of hypermarket. The following are the results showing the KMO and Barlett‟s test and 
summary of factor analysis showing the Eigen values, percentage of variance of each extracted factor and 
variables within each factor and their respective factor loadings.The KMO value is .521 and Barlett‟s test 
shows that the factor analysis is significant as the P- value is less than 0.05. Thus there is enough proof that 
the factor analysis is significant. 
 

Table 1: KMO and Bartlett's Test For Big Bazaar 
 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .521 

Bartlett's Test of Sphericity 
Approx. Chi-Square 496.148 

df 378 
Sig. .000 
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Table 3: Factor Loading of Variables 
 

Factor 
(%Variance) 

Factor 
Interpretation 

Loading Variables included in the factor 

F1 Product Oriented 

0.636 Quality comparability of products 
0.567 Product guarantee 
0.551 Product labeling 
0.538 Provides innovative services 
0.505 Repair problems are solved 
0.458 Reliability 

F2 
Affordability & 

Availability 

0.548 Prices are affordable 
0.449 Waiting time at payment point is less 
0.323 Variety of products available 

F3 Convenience 

-0.645 Easiness on finding the products 
0.589 Provides Non defective goods 
0.457 Location of store is convenient 
0.46 Loyalty cards are offered 

F4 Easiness 
0.584 Easily identify the price of products 
0.426 ATM facility available 
-0.384 Employee friendliness 

F5 Contract terms 
0.654 Contract terms are good 
-0.52 Stock out occurs rarely 

F6 Quality Products 0.771 High quality products 
F7 Secure Information 0.742 Information Privacy 

F8 Innovative offers 
0.737 Trustworthy staff 
0.596 Special events are conducted 
0.476 Beneficial offers 

F9 After sale service 0.498 After sale service 
F10 Different price ranges 0.561 Wide range of choices in price 

F11 Security and discounts 
0.540 Offers good discounts 
0.400 Secure payments 

 
The factor analysis was done on twenty eight variables and each variable represents certain factors behind 
purchase behaviour of consumers at hypermarket. 
 
Component 1: Product oriented component 
It includes mainly product oriented factors; Quality comparability of products (0.636), Product guarantee 
(0.567), Product labelling (0.551), Repair problems are solved (0.505), Provides innovative services (0.538). 
 
Component 2: Affordability and Availability 
This component includes three factors of which Prices are affordable (0.548) is the only factor which has a 
loading of greater than 0.50. 
 
Component 3: Convenience 
This component consists of 4 factors out of which two are above 0.50; Easiness on finding the products (- 
0.645) and Provides Non defective goods (0.589) which are negatively related. 
 
Component 4: Easiness 
This component includes 3 factors out of which only one loading has value greater than 0.50 which is easily 
identify the price of products(0.584). 
 
Component 5: Contract terms 
This component includes 2 factors out of which only one loading has value greater than 0.50 i.e. Contract 
terms are good (0.654). 
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Component 6: Quality Products 
This Component has only one factor i.e. High quality products with factor loading 0.771 
 
Component 7: Secure Information 
This Component has only one factor which is Information Privacy (0.742) 
Component 8: Innovative Offers 
This component includes 3 factors in which there are two factors whose loadings are greater than 0.50. 
Trustworthy staff (0.737) and Special events are conducted (0.596). 
 
Component 9: After sale service 
There is only one variable in this component i.e. after sale service and its loading is 0.498. 
 
Component 10: Different Price ranges 
This component has only one variable which is Wide range of choices in price (0.561) 
 
Component 11: Security and discounts 
This component has two factors in which one factor is above 0.50 i.e. Offers good discounts (0.540). 
 
V. CONCLUSION 
Shopping in India has witnessed a revolution with the change in the consumer buying behaviour and the 
whole format of shopping also altering. To influence consumer behavior of consumers Modern organized 
retailers innovated & added different attributes in their formats. The research findings confirms that major 
reasons for customers purchasing in hypermarkets are, firstly, these are the one stop shopping solutions for 
the needs and secondly, availability of product range. The important factors  influencing  the  purchase from 
Big Bazaar are High quality products, Information Privacy, Trustworthy staff and Easiness  on finding the 
products. Since Big Bazaar is a leader in providing the wide range of quality products and maintains many 
product lines, the layout of store is designed in such a way that customers feel ease in finding the required 
products. Respondents also believe that Staff and security information are important factors. 
 
VI. IMPLICATION FOR FUTURE WORK 
There might be some other reasons that influence the behaviour of customers; the research is restricted to 
some aspects only. The effectiveness of the factors behind behaviour can be studied in the future research. 
The research can be carried forward with more sample size and with more number of factors with 
diversified demographics. 
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ABSTRACT: Nowadays, the world we are living in, invariably progressing with innovative technology 
approaches. The significance of online shopping has raised the retailer’s attention to focus on this area. The 
making of a website environment plays a vital role in online shopping and customers are more interested to visit 
and shop from well designed web stores. A novel technology application that creates textures of real store 
shopping experience will generate a rapid momentum in e-retailing sector. In this study we examine the 
determinant of antecedents to customer’s attitude towards shopping in 3D virtual store environment and we 
explore conception framework that derived by combining established theories, the Users and Gratification 
Theory and Technology Acceptance Model. This proposed conceptual model helps in framing strategies for 
crafting a store atmosphere that gives unique shopping experience. This approach offers a distinctive vision into 
workable marketing strategies to online merchants for developing customer professed virtual reality and 
superficial emotional online shopping environment. We proposed this conceptual model that provides an 
understanding on customer attitude towards virtual 3D shopping environment. We offers an outline to 
forthcoming 3D virtual retail store applications that ultimately give an encouraging impact on customer 
satisfaction level and purchase intentions. 

 

  Keywords:Online Shopping; 3D Virtual Reality Web Store; Consumer Behaviour 

 
1. Introduction 
The initiative of making innovative digital business model as 3D virtual web stores that making an 
environment of interactivity and usefulness. Findings of this empirical study are dependable for 
understanding online customer behavior. In rapidly up-and-coming research scenario, this study combines 
constructs of two established models, by proposing and testing a combined model of interrelated constructs 
for building a novel technological platform. To an emerging online market situation proposing a composite 
model of antecedents of attitudes towards web store platforms and technology acceptance model constructs 
for hedonic behavioral intentions offers actionable frameworks for new business model development and 
strategy formulation. This paper provides an outline in developing the conceptual model by literature 
review and by addressing the research question to establishing the determinants of attitude towards 3D 
virtual store environment. 
Past studies conducted in traditional bricks and mortar environment that used for an ecological psychology 
structure for expressing the cues in the store environment that may influences customer emotions in turn 
can affect their shopping behaviour.  The motivational cues such as music, aroma or colour can be 
manipulate by the marketers increasing the customers’ arousal and pleasure that in turn lead to  influencing 
behaviour ( Dailey (2004), (Russell and Mehrabian, 1974) and Eroglu 2003) confirmed that such kind of web 
store environment may be useful to influence consumer behaviour. Audio, visual graphics, product 
presentation and colour with high resolution and 3D displays are more appealing that creates exceptional 
stimuli. The cognitive aspects of satisfaction are evidence that can be incorporate emotions as a better 
predictor of shopping behaviour. While shopping through online web stores the level of customer 
interactivity can be used as the better predictor of Web sites effectiveness. Gauging of such attitude helps the 
web developers to create an environment that is unique and more interactive and appealing. The 3D virtual 
web sites that provide more touch and feel experience to customers while shopping. The customers 
experience in virtual 3D web store may be a medium of entertainment that giving information and feel ease 
in use on navigation that create usefulness in such virtual environment. Empirical evidence provides the 
scope of making such online store environment that creates customer base. 
 
2. Literature Review and Constructs Development 
The Uses and Gratification Theory proposed by Katz (1959) and further studies done by Katz, Gurevitch and 
Blumler (1974) proves that the people choose any media according to their personal desires and they know 
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which kind of media can gratify their needs. The Uses and Gratification theory has various fundamental 
constructs. From the literature, we adopted the most significant and robust dimension Entertainment and 
Interactivity of Uses and Gratification theory. (Chen and Wells 1999, Eighmey 1997,  Rubin 1994, Herzog 
1944, Korgaonkar and Wolin 1999 Eighmey and McCord 1998, Plummer 1971) having significant impact to 
attitude towards the web environment. The Uses and Gratification theory assumes that customers are action 
oriented and chooses the most appropriate means that accomplish their gratifications ( McQuail, Blumler, & 
Brown, 1972; Katz 1974). Online shoppers, with purposeful intentions seeking specific information about 
products and requires interactive media (McQuail, 1972) rather than passively navigating through the web 
environment. TAM provides the constructs of usefulness and in predicting attitudes towards a new 
technology the ease of use construct used (Davis, 1989) both from the Theory of Reasoned Action. 
 
2.1 Entertainment 
The entertainment construct referring to the scope to web environment having fun and enjoyment to the 
web users (Eighmey and McCord 1998). The Uses & Gratification theory has established the importance of 
entertainment that in its facility to accomplish the online shopper’s needs for leisure, hedonistic pleasure, 
emotional satisfaction or visual enjoyment (Mc Quail 1983). Studies provide the high degree significance to 
the construct entertainment that determines maximum involvement to direct to motivate the customers to 
use the environment frequently. The stimuli music, colour or aroma can be manipulate by website providers 
to increase customers’ pleasure and arousal, which leads to more approach behaviour (Mehrabian and 
Russell, 1974). Visual graphics, product presentation at high level of resolution, audio, video, colour and 3D 
display are the regular stimuli (Dailey (2004) and Eroglu). 
Hence it is hypothesed that  
H1. Entertainment has a positive effect on Attitude towards 3D virtual web store. 
 
2.2 Interactivity.  
The construct Interactivity refers the process such as exchange of information. (Rafaeli and LaRose 1993; 
Rafaeli 1988, 1990; Zack 1993). The interactivity can be explained as the informative feature of the online 
web store that the facility to provide required information to be made readily available to consumers. 
Coupey and Cook (1998). The quantity of information available in a web environment has the chance to 
prospective to result for more knowledgeable consumers, that enables the customers to make better quality 
decisions that create the shopping experience results in better satisfaction with purchases they make. This 
construct’s assess the amount of information provided by an online web shopping environment that may 
affect consumer purchase behaviour, hence the study variable from the literature can be  use to study the 
effect of information availability on customer purchase decision making in virtual three dimensional web 
store settings. (Malhotra, 1982;   Jacoby 1974) (Lee and Lee, 2004).  The information available upon the 
quantity of information provided on product or brand basis (Wilkie, 1974). The quantity of information is 
defined in this study as the descriptions and other attribute provided on a product stacked in an online web 
shopping environment. The online shopping environment is supportive in providing much more information 
than offline environments (Coupey and Cook 1998). Better informational base helps the consumers to make 
more informed decisions that make them to increase their satisfaction in online shopping process (Glazer, 
1991). The amount of information available makes more interactivity that influences consumers interact 
with an online shopping environment.  
Therefore it is hypothesized  
H2:  Interactivity has a positive effect on attitude towards 3D virtual store.  
 
2.3 Ease of use  
Ease of use can be defined as the level to which the user believe that using an information technology 
environment as comfortable in handling (Davis, 1989). The Ease of use is considered as an significant 
measurement of information technology based service from the customer perception. Normally customers 
of online shopping concerned about the effort requisite to use complicated online shopping environment 
(Dabholkar, 1996). The e-tailing website should allow constructive and convincing customer experience 
(Jonsson and Schenkman 2000, Novak 2000). In a user friendly virtual store environment makes customers 
experience enjoyable and easy to use. Such web platforms allows  easy online shopping  with appealing 
attributes dedicated to quickly and easy navigation for searching  shoppers to the required product 
information (Huizingh, 2000). Such virtual web store platforms are critical for searching and collecting 
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information. User friendly and less stressful effective online web environment is also needed for enjoyable 
shopping experience (Liao and Cheung, 2001). In this study, the construct ease of use measuring the 
customers’ confidence in the ease of knowledge and using the proposed 3D virtual web environment. 
Therefore, H3 is proposed: 
H3. Ease of Use has a positive effect on attitude toward the 3D virtual store environment. 
 
2.4 Usefulness  
The usefulness measures the level to which users believe that using an innovative technology environment 
that improves their usage action (Davis, 1989). This can be considered as a determinant of probable 
shopper’s opinion to that particular technology environment. This estimation depicts the potential user 
attitude towards an innovation that contributing significance change over for an alternative ways of 
technological environment (Agarwal and Prasad, 1999). This construct from TAM, the usefulness measures 
the customer interaction based on 3D virtual web store environment denotes the exertion requisite to learn 
to use such environment for shopping.  
Therefore, H4 is hypothesized as  
H4. Usefulness positively affects on attitude toward the 3D virtual store environment. 
 
3. Proposed Research Model 
 
3.1 Figure.1 
 

 
 
4. Methodology 
An online survey questionnaire was developed to examine the attitude towards innovative shopping in 
virtual 3D online websites environment. The questionnaire made by the help of online survey tool Typeform 
which enabled to add video demonstration for giving awareness of 3D virtual store environment. This 
helped the respondents to get an idea about the concept of 3D virtual store. The constructs were evidently 
measured using 5point scale range from 1 to 5 (strongly agree to strongly disagree). 20 items used to 
calculate the four latent constructs, Entertainment (EN), Interactivity (IR), Usefulness (US), Ease of use (EU). 
The online survey administered to online shoppers who are selected randomly from a pool of online 
purchasers. Data collected from respondents who are using online shopping sites for their purchase. The 
selection of sample based on the criteria that respondents must have knowledge in using web sites for their 
shopping and usage of such online shopping websites is frequent. The purposeful sampling methodology 
adopted as the respondents had enough experience with the online shopping web sites. A mail containing 
the online survey link mailed to more than 1000 respondents through their e-mail Ids and was requested to 
take part in the survey. On clicking the link provided in the mail, survey questionnaire will open up and 
respondent can participate to survey. First the respondents were asked to watch the video demonstration of 
3D virtual web environment. The respondents were also asked to give the names of some shopping sites and 
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products that they used to shop. In a total of 375 completed questionnaires 282 has taken for analysis to 
validate the measurement and structural model.  
 
5. Results   
The sample had 183 males and 99 females and most of the respondents between the age group of 26-34 
years.  Structural equation modeling was employed to confirm the causal relations between the latent 
constructs and testing the hypotheses of this study. First,  conducted an exploratory factor analysis with 
principle axis factoring for all constructs that helped to delete items that poorly performed.(Table -1 
summarises  the items taken after deleting items that are poor performed  due to weak or cross loading). 
Subsequently, Confirmatory factor analysis has done to test discriminant validity and convergent validity of 
every constructs.  
 

Table No1: Exploratory Factor Analysis Results 
 

CONSTRUCTS INDICATORS 
Factor 

1 2 3 4 

Entertainment 
EN2 0.897 

   
EN5 0.788 

   
EN1 0.761 

   

Ease Of Use 
EU4 

 
0.863 

  
EU2 

 
0.847 

  
EU5 . 0.796 

  

Interactivity 

IR2 
  

0.813 
 

IR3 
  

0.783 
 

IR4 
  

0.758 
 

IR5 
  

0.764 
 

Usefulness 
US3 

   
0.867 

US4 
   

0.814 
US2 

   
0.783 

Eigen values 3.913 1.937 1.767 1.359 
Percentage of variance explained 27.951 13.834 12.621 9.705 

Cumulative percentage 
 

27.951 41.785 54.406 64.111 
Extraction Method: Principal Axis Factoring.                                                                                                                          

Rotation Method: Varimax with Kaiser Normalization.                                                                                                            
Rotation converged in 5 iterations. 

 
Cronbach’s α considered as principle criteria for analysis of reliability. The result indicates that all construct 
having Cronbach’s above 0.7 signifying high reliability (Table 2). 
 

Table No 2 

 
The Fornell and Larcker (1981) proposed a method that we used to test the discriminant validity. Results 
from the calculation in this study verified the test criterion of discriminant validity. For the convergent 
validity test, the estimates of variance extracted are tested. All of the average variances extracted for the four 
constructs examined were above the standard value and the level 0.5 signifying that indicators successfully 
represent the latent variables and showing convergent validity. Afterwards tested the chi-square values and 
the overall goodness of fit. The adjusted GFI (0.847) and goodness-of-fit index GFI (0.853) of this results 

Constructs No of Item Mean Cronbach’s α 
Composite 
Reliability 

AVE 

Entertainment 3 2.22 0.842 0.86 0.67 
Interactivity 4 2.62 0.853 0.86 0.60 
Ease Of Use 3 2.51 0.839 0.87 0.70 
Usefulness 3 2.52 0.809 0.86 0.66 
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shows values greater than 0.8. As per Jöreskog and Sörbom’s (1988) adjusted GFI and GFI ranged between 
0.8 and 0.9 significant, hence it’s acceptable. The residual estimate RMSEA found to be 0.065 that fulfilled the 
test criterion of less than 0.08. The CFI value 0.91 and the IFI value 0.92 are in considerable level to meet the 
determination criterion of a value greater than 0.9. After the analysis the results obtained indicates that the 
proposed model was significantly within the acceptable value range and it is consistent for structural 
relations model analysis. In this study we independently explained the causal relations between every 
constructs. Results shows that the values obtained are significant and supported the entire hypothesis. The 
analysis given that entertainment, interactivity, eases of use, and usefulness having direct influences to 
attitude towards virtual web store. For H1 standardised coefficient shows the estimate of 0.56 and p value 
less than 0.001, H2 standardised coefficient is 0.38 and p less than 0.001 then for H3 standardised 
coefficients shows value of 0.30 and p value less than 0.001 and for the hypothesis  H4 standardised 
coefficients is 0.57 and p value less than 0.001. All path coefficients of antecedents of attitude towards 3D 
virtual web store are significant and supported respective hypothesizes. So the findings support the 
proposed model. 
 This consistency of constructs in this study suggests that further investigation in different settings gives 
exceptional results. 
 
6. CONCLUSION AND MANAGERIAL IMPLICATIONS  
This study, proposing a model with constructs combined from Uses and Gratifications theory (McGuire 
1974; Herzog 1944; Eighmey 1997) and TAM, attempted to investigate the empirical evidences of attitude 
towards innovative virtual shopping environment. Based on the study the enjoyment and interactivity in 
innovative virtual online shopping web store, consumer shows influencing shopping experience. Ease of use 
and usefulness of innovative three dimensional web store platform, consumers feels exceptional shopping 
experience. Same as in offline stores there is touch and feel effects creates more satisfaction to purchase 
from such virtual stores than normal shopping websites. Particularly, satisfaction and unique shopping 
experience leads as the consequences of repurchase intention. As enjoyment, interactivity, usefulness and 
ease of use are the antecedents of attitude towards the 3D online virtual store the consequences can be 
satisfaction and repurchase intention. The results indicated Internet users who recognize the unique idea of 
visualization and interactivity in 3D virtual store websites as entertaining and enlightening. In general 
customers like such kind of innovations for their online shopping environment.  This shows a positive 
attitude towards the 3D virtual store. This finding of the study offers an innovative digital business model of 
creating three dimensional virtual store environments. The electronic marketers should go beyond from 
normal business models with two dimensional store platforms to creating a potential satisfied users and 
repeated purchasers. Ultimately, repurchase intention shows loyalty and consumer satisfaction to such 
virtual web stores are the major factors to success of e-business. The present study contributed to the 
literature by combining interrelated established model variables as antecedents by using the SEM method. 
This study can be extending the scope of investigating the consequences empirically. Future research works 
are inviting to authenticate the finding of the study in different sample settings. 
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ABSTRACT:HRM – Human Resource Management is the art of making the human capabilities and potentialities 
into effective and productive one and that will enhance the level of aspiration, mission and vision of 
organization as well as human personnel.  All strategies, policies and practices are framed, developed and 
implemented according to the needs and requirements for people of today.  Information Technology enabled 
services in HRM makes the Human Resource Activities faster and advanced one.  Now a day’s almost all the 
employers’ fulfilling their man power requirement through online sources since it is timeless and costless 
activity.  Companies open their own online Portal to serve this purpose effectively.   E-Recruitment is the most 
innovative one in E-HRM in which online interview, online test etc are being done appropriately.  There are 
three main levels in it.  They are (1). Operational  Level (2). Relational Level and (3). Transformational Level.  
Information technology is being used in all these levels to enable the functions of HR services.  It provides lot of 
advantages for both job seekers and recruiters of today’s need. The aim of this paper is to study the usage and 
effectiveness of E-HRM as an innovative practice in corporate sectors in Chennai City.  It also intends to 
motivate the organizations to incorporate innovations in HRM.  Corporate sectors finding their job easy way by 
applying global technologies and maximize their income level and minimize the level of expenses. 

 

   Keywords:E-HRM, E-Mail Integration,  HRM Portal, Talent Management etc. 

 
1. Introduction 
HRM is the art science and techniques of effective and efficient utilization of human powers towards the 
wealth and well beings.  Virtual organization is a new form of organization that emerged in 1990.  It is also 
known as network organization, modular organization or digital organization .  Simply stated, a virtual 
organization is a network of corporations made possible by, what is known as Information and 
Communication Technology (ICT) which is flexible and is created to meet the dynamics of the market.  In 
other words, the virtual organization  is a social network in which all the horizontal and vertical boundaries 
are removed. In this sense, virtual organization is boundaryless organization.  It consists of individuals 
working out of physically dispersed work places, or even individuals working out of mobile devices and not 
tied to any particular workplace.  In the virtual organization, ICT coordinates the activities and combines the 
skills of workers and resources in order to achieve the common goal.  The network of relationship permits 
contracting, manufacturing, distribution, marketing and other business function. A small group of managers 
oversee directly any activities that are done in-house.  They coordinate and control external relations with 
the help of computer network links.  Nike, Reebok, Puma, Dell Computers, Hindustan Lever are some of the 
companies which are working virtually.  Thus, a virtual organization  is loose web of individuals, capital and 
technologies which operate without time and space constraints.  It operates without a fixed structure and its 
boundaries keep on changing. 
 
REVIEW OF LITERATURE 
Stefan Strohmeier (Human  Resource management review 17(1) 19-37, 2007) conducted study on E-HRM 
and concluded that the current empirical work on E-HRM and discusses some implication for future 
research. 
Janet H Masler, Sandra L fisher conducted study on Evidence based review of E-HRM and strategic human 
resource management (Pg 18-36, 2013) and made a report on that theoretical and empirical research in this 
area is still at an early stage. 
Dr.K.Nagendrababu, Girisha M.C (IOSR Journal of Business Management, Volume 20 Issue March 2018) 
conducted study on E-HRM practices in IT industry and concluded that job seekers are much influenced by 
the design and contents of the company websites which indicates the proper E-HRM practice of the IT 
companies. 
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Paul Poisat and Michelle R Mey conducted study on “Electronic Human Resource Management : enhancing or 
entrancing”.  It is referred by the SA Journal of Human Resource Management volume 15, dt 25.07.2017.  
They suggested that the implementation of E-HRM will lead to improve organizational productivity. 
 
NEED FOR THE STUDY 
Globalisation brought enormous changes and advancements all over the world.  The requirement of human 
resource is also been channelized in association with global need.  The present study is motivated to 
encourage the organizations to incorporate E-HRM practices and make use of its components to shine across 
the world. 
 
STATEMENT OF THE PROBLEM 
As E-HRM is an innovative tool which makes the people to work with  more digitalized environment and it is 
important to know how far they comfortable  and satisfied on advanced technology.   
 
OBJECTIVES  
To study the interactive effect of E-HRM 
To know the accessibility of E-HRM practices by people in Chennai. 
 
HYPOTHESIS 
There is no significant difference in perception of employees and the researcher hence Null Hypothesis 
accepted. 
 
RESEARCH METHODOLOGY 
The study is based on primary data collected from 100 respondents working in different corporate sectors 
and secondary data gathered from books and relevant publications.  A questionnaire contains 20 questions 
issued to each and every respondent and data were collected.  The questions were open ended and yes or no 
type. The collected data are scheduled and tabulated as under : 
 

Table 1:Agewise Classification 
 

Sl No Age No. of Respondents Percentage % 
1 20-30 28 28 
2 30-40 36 36 
3 40-50 22 22 
4 >50 14 14 

Total  100 100 
  

Table 2:This tabulation has been made on the basis of responses made against the questions. 
‘ 

Sl No Statement 
Positive 

Responses 
Negative 

Responses 
Total % 

1.  Availability of E-HRM practices 95 5 100 
2.  Provides better platform to Job hunters 95 5 100 

3.  
Computer monitoring activities considered 

necessary 
85 15 100 

4.  Cost reduction an element in E-HRM 65 35 100 
5.  Attracts & help job hoppers 90 10 100 
6.  Maximum utilization of human resource 70 30 100 
7.  Sustainable for over a period of time 75 25 100 
8.  Quantum of paper work - less 70 30 100 
9.  Employees performance being appraised 80 20 100 
10.  Helpful for routine work 75 25 100 
11.  Good in maintaining records 100 - 100 
12.  Face to Face interaction is possible 45 55 100 
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13.  It improves accuracy 80 20 100 
14.  Dependable always 70 30 100 
15.  Accessible to all 60 40 100 

16.  
Websites are designed to satisfy employer 

and employee 
65 35 100 

17.  Satisfied with web based testing 65 35 100 
18.  Leads to total quality of the organization 80 20 100 
19.  Employee skill & knowledge enriched 90 10 100 
20.  Providing proper guidance without bias 85 15 100 

 
RESULTS AND DISCUSSION 
This study exposes the effectiveness of E-HRM practices with reference to the data supplied by respondents 
working i9n various organizations around the Chennai City. 
Out of 100 respondent employees, 95 are working in companies availed their E-HRM practices.  It also 
proved that the better platform offered by the companies to their employees and other job hunters. 
Computer monitored activities are highly effective and cost reduction technique also been implemented.  
Almost all the job hoppers are attracted and helped by E-HRM practices.  Utilization of human resources is 
70% and it shows that the remaining 30% of human resource must be utilized for planned activities and it 
requires programming.   The reliability and sustainability of E-HRM activities is good. Probability of paper 
work also been reduced.  Employees are achieved by performance and day to day activities are carried out 
gently.  Record keeping is highly effective and one to one interaction is very much reduced to 45%.  There is 
very much improvement in accuracy level and not dependable at all time,  accessibility also is at an average 
level. The companies pay attention on designing their website to make the people aware about their own 
company.  Web based testing also enabled as E-Service and it encourage the people to get into with 
enthusiasm and energy.  Employees are developed with the help of E-HRM tools and it provides proper 
guidance whenever they require.  E-HRM enhances the total quality of the organization as well.    
 
FINDINGS 
 E-HRM services are highly appreciable  
 It is an innovative tool 
 It grows up the overall development of organization 
 It increases the speed and efficiency of employees 
 
RECOMMENDATIONS 
It is recommended that each and every organization must implement the practices of E-HRM. 
Through this study it is observed that the employees must be motivated towards globalization. 
The system must be standardized with qualified and efficient person. 
 
CONCLUSION 
With technological progress, the nature of jobs and skills requirement are changing.  Multitasking and 
multiskilling are becoming necessary.  Computerised Information Systems are simplifying administrative 
work.  Artificial Intelligence in HR processes plays a critical role in managing talent and people and can 
power talent decisions effectively.  Using technology helps take quicker and objective decisions but it cannot 
replace common sense or replace human intervention. 
 
LIMITATIONS 
The results and findings observed from the study is limited to the respondents of 100 employees working in 
various organization. 
 
SCOPE FOR FUTURE RESEARCH  
This study is made on the requirement of present generation.  It emphasizes the qualitative as well as 
quantitative effects of E-HRM.  The findings of this study definitely quide the scholars who may enroll in the 
same field of research. 
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ABSTRACT: The bandwagon effect is a kind of herd mentality and it is a psychological term which refers to 
those people who do something just because others are also doing it. The bandwagon effect is used to create 
popularity for a product which is already or is about to be introduced into the market. It is most commonly seen 
in politics and consumer behavior especially while buying mobile phones. So the present study examines the 
various factors that affect bandwagon consumption behavior, namely, ‘Consumers need for uniqueness’- which 
refers to those people who want to be unique and different from others during the purchase and usage of a 
product, secondly,’ Status Consumption’- which refers to the process of buying a particular product just because 
it has a status or it increases the status, thirdly, ‘ Susceptibility to normative influence’-which refers to the 
process whereby the consumers will alter their choices when the purchase decisions are being observed by 
others .In today’s world there is high competition among mobile phone companies wherein Bandwagon effect 
plays a very prominent role for survival in the market place. 
 
Objectives of the study: 
1. To examine the factors affecting bandwagon consumption behavior of mobile phones. 
2. To analyze the nature of relationship between the factors affecting bandwagon consumption behavior 

(consumer need for uniqueness, status consumption and susceptibility to normative influence and 
Bandwagon consumption behavior).  

3. To analyze the cause effect relationship between bandwagon consumption behavior, and its factors 
(consumer need for uniqueness, status consumption and susceptibility to normative influence). 

 
Research methodology: 
 The sample size for the present study is 70 with data to be collected by conducting an online survey having 
questions measured on a five point Likert’s Scale ranging from ‘Strongly agree’ to ‘Strongly disagree’. The 
statistical tools proposed to be used are Percentage, Weighted Mean, Correlation and Regression. 

 

Keywords:Bandwagon consumption, Consumer need for uniqueness, Status consumption, Susceptibility to normative 
influence. 

 
1. Introduction 
The term bandwagon effect refers to the behavior of a consumer who follows a trend which is created by the 
need or want of the mass populous. When the public is influenced by a product or service, it attracts new and 
potential consumers to desire that same product / service. The bandwagon effect is used to create 
popularity for a product among the population which is already or is about to be introduced into the market. 
It is a kind of human emotion where, people think “if everyone has one, then I too want one,” by making a 
certain product seem desirable by all. There are several goals that bandwagon effect has in marketing. It 
increases the popularity of a product, which in turn increases the rate of return from sales and also increases 
the demand for the product as it is consumed at a faster rate, When the bandwagon effect is executed 
successfully it increases the demand for the product which leads to shortage of products resulting in 
increased manufacturing activities, creation of additional employment and profitability opportunities and 
increased competition in the business. So in order to compete in the market it is the responsibility of the 
companies to be aware of their competitive products and also about the various upgradation that has been 
made according to the changes in the consumer’s tastes and preferences. In today’s world there has been 
vast development in technology, wherein mobile phones provisionally considered a luxury product, it has 
now become a very important necessity of daily life. The rapid growth of mobile phone users has led to high 
competition among the different companies, trying to develop an additional competitive edge and unique 
elements which influences the consumers to buy their brand. Among the various factors which influence the 
customers purchase decision, Bandwagon effect plays a very important role especially with respect to 
mobile phones. 
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2. REVIEW OF LITERATURE 
A study conducted by Divya. M .Va (2018) has revealed that no significant difference can be found in the 
bandwagon consumption behaviour with respect to gender, marital status, economic status and monthly 
family income, A study conducted by Zanele Mdlekeza (2014) revealed that his model confined the presence 
of bandwagon luxury motor vehicle consumption among the market segments. It was also found that the 
bandwagon consumption behavior occurs in spite of self concept. Need for uniqueness, status consumption 
and susceptibility to normative influence were confirmed as antecedents to bandwagon consumption, A 
study conducted by Minas Kastanakis and George Balabanis (2012) revealed that Bandwagon behavior is 
mostly influenced by inter-dependence managers, snob behavior is influenced by independence manager 
and Veblin behavior is influenced by inter-dependance manager. A study conducted by Shayan 
Shaikh, Aneela Malik, M.S. Akram, Ronika Chakrabarti, (2017) revealed that the relationship between 
individuals’ interdependent/independent orientation and bandwagon luxury brand consumption is 
partially/fully mediated by their personality traits. A study conducted by Melike Altintas, Kenneth A. 
Heischmidt (2015) revealed that there exists a mild difference between genders in self-identity motives and 
luxury consumption 
 
3. NEED FOR THE STUDY 
Due to vast development in technology and cost effectiveness everyone have started using mobile phones 
starting from school children to senior citizens. Thus mobile phone market is a huge one wherein 
bandwagon consumption behavior plays an important role. So in this context the present study examines the 
various factors affecting bandwagon consumption behavior and also the relationship that exists between 
bandwagon consumption behavior and its antecedents namely, consumers need for uniqueness, status 
consumption, and susceptibility to normative influence. 
 
4. OBJECTIVE OF THE STUDY 
1. To examine the factors affecting bandwagon consumption behavior of mobile phones. 
2. To analyze the nature of relationship between the factors affecting bandwagon consumption behavior 

(consumer need for uniqueness, status consumption and susceptibility to normative influence and 
Bandwagon consumption behavior).  

3. To analyze the cause effect relationship between bandwagon consumption behavior, and its factors 
(consumer need for uniqueness, status consumption and susceptibility to normative influence). 

 
5. RESEARCH METHODOLOGY 
The sample size for the present study is 70 selected using purposive sampling technique. Data has been 
collected by conducting an online survey having questions measured on a five point Likert’s scale ranging 
from ‘Strongly agree’ to ‘Strongly disagree’. The statistical tools used for the study are Percentages, Weighted 
Mean, Correlation and Regression. 
 
6. LIMITATIONS OF THE STUDY 
1. The present study is conducted only among Students, Employees and Professionals in Chennai 
2. The sample size is small and so the findings may not be generalized to the entire population 
 
7. DATA ANALYSIS AND INTERPRETATION 
The demographic profile of the respondents is given in Table 1 below. 
 

Table 1:Demographic Profile 
S.No. Age (years) Percentage S.No. Marital Status Percentage 

1.  18-25 50 1.  Married 27 
2.  25-35 37 2. Widower 0 
3.  35-45 3 3. Divorced 1 
4.  45-55 6 4. Single 72 
5.  Above 55 4    

S.No Monthly Income Percentage S.No. Educational qualification Percentage 
1.  Less than Rs.20,000 37 1.  Higher secondary 0 
2.  Rs.20001-Rs.40000 27 2. Diploma 1 

https://www.emeraldinsight.com/author/Shaikh%2C+Shayan
https://www.emeraldinsight.com/author/Shaikh%2C+Shayan
https://www.emeraldinsight.com/author/Shaikh%2C+Shayan
https://www.emeraldinsight.com/author/Malik%2C+Aneela
https://www.emeraldinsight.com/author/Akram%2C+MS
https://www.emeraldinsight.com/author/Chakrabarti%2C+Ronika
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3.  Rs.40001-Rs.60000 16 3. Undergraduate degree 44 
4.  Rs.60001-Rs.80000 6 4.. Post graduate degree 40 
5.  Rs.80001-Rs.1,00,000 7 5. Professional degree 10 
6.  Above Rs.1,00,000 7 6. Others 5 

S.No. Occupation Percentage S.No. Gender Percentage 
1.  Govt. Employee 0 1.  Male 56 
2.  Pvt. Employee 41 2. Female 44 
3.  Professional 9    
4.  Self employed 14    
5.  Student 27    
6.  Others 9    

 
The above Table depicts that majority of the respondents are Male (56%), Under Graduates (44%), in the 
age group of 18-25 years (50%), and unmarried (72%), private employees (41%) with a monthly income of 
less than Rs.20,000 (37%) 
The mobile brands owned by the respondents are depicted in Table 2 shown below. 
 

Table No 2: Mobile Brand Owned 
S.No. Mobile Brands Percentage 

1.  Apple 17 
2.  Blackberry 1 
3.  Google pixel 0 
4.  One plus 9 
5.  Vivo 6 
6.  Oppo 14 
7.  Xiaomi 13 
8.  Huawei 3 
9.  Lenova 7 
10.  Motorola 10 
11.  Samsung 17 
12.  Real me 3 
13.  Others 0 

 
The above Table depicts that majority of the respondents own Apple and Samsung mobile brand (17%) 
each, followed by Oppo (14%), Xiaomi (13%), Motorola (10%), One plus (9%), Lenova (7%), Vivo (6%), 
Huawei and Real me (3%) each. Only (1%) of the respondents use Black berry and none of the respondents 
use Google pixel or any other brand (0%). 
The respondent’s intention to buy mobile brand in the next 5 years is depicted in Table 3, 
 

Table No 3:Mobile Brand Intended to Buy in the Next Five Years. 
S.No. Mobile Brands Percentage 

1.  Apple 34 
2.  Blackberry 6 
3.  Google pixel 4 
4.  One plus 20 
5.  Vivo 2 
6.  Oppo 13 
7.  Xiaomi 6 
8.  Huawei 3 
9.  Lenova 1 
10.  Motorola 1 
11.  Samsung 4 
12.  Real me 6 
13.  Others 0 
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The above Table depicts that majority of the respondents have an intention to buy Apple brand in the next 
five years (34%) and it also includes those respondents who already own Apple brand and intend to buy 
advanced versions of the same, followed by One plus (20%), Oppo (13%), Black berry, Xiaomi and Real me 
(6%) each, Google pixel and Samsung (4%) each, Huawei (3%), Vivo (2%), Lenova and Motorola (1%) each. 
The Table also states that the respondents do not have the intention to buy any other brand other than the 
brands that are specified. 
The various factors (consumers need for uniqueness, status consumption, susceptibility to normative 
influence) that affect the bandwagon consumption behavior of mobile phones are depicted in Table nos. 4, 5, 
6 and 7 as given below. 
 

Table No 4:Consumers Need For Uniqueness 
 

S.No. Statements Mean S.D. 
1.  I collect unusual products as a way of telling people I’m different 3.03 1.08 
2.  I actively seek to be unique by buying a special mobile brand 3.01 1.30 

3.  
The mobile brand that I like the best is the one that expresses my 

individuality 
2.96 1.35 

4.  
I have often broken the rules of my social group regarding what to buy 

or own 
3.16 1.20 

5.  
I have often gone against the understood rules of my social group 

regarding when and how certain mobile brands are to be properly used. 
3.04 1.08 

6.  
I enjoy challenging the normal taste of people I know, by buying 

something they wouldn’t seem to accept 
3.01 1.10 

7.  
If someone hinted that I had been dressing inappropriately for a social 

situation, I would continue dressing in the same manner 
2.63 1.17 

8.  
When a mobile brand I like becomes extremely popular, I lose interest in 

them 
2.67 1.21 

9.  
When a mobile brand I own becomes popular among the general 

population, I begin using it less 
2.53 1.14 

10.  
I often try to avoid mobile brands that I know are bought by the general 

population 
2.71 1.12 

11.  
The more common a mobile brand is among the general population, the 

less interested I am in buying it 
2.80 1.19 

 
The above Table depicts all the statements that measures the consumer need for uniqueness. The findings 
reveal that the respondents have disagreed to six statements out of eleven statements (statement number 3, 
7, 8, 9, 10 & 11). The respondents have disagreed to the statement that the mobile brand which they buy 
expresses their individuality (weighted mean=2.96) also when a mobile brand they like becomes extremely 
popular and are bought by the general population then they are less interested in buying them (weighted 
mean=2.80), try to avoid buying them (weighted mean=2.71), lose interest in them (weighted mean=2.67), 
and begin using it less (weighted mean=2.53). However the respondents have agreed to the statement that 
they have often broken (weighted mean= 3.16) and gone against the understood rules of their social group 
(weighted mean=3.04) regarding which mobile brand to buy and how it should be used. They enjoy 
challenging the normal taste of people they know by buying something they wouldn’t accept (weighted 
mean=3.01). They usually collect unusual products (weighted mean=3.03) and prefer to buy a mobile brand 
to show that they are unique and different from others. Thus the respondents need for uniqueness has been 
moderately proved. 
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Table No 5:Status Consumption 
S.No. STATEMENTS MEAN S.D. 

1 I would buy a mobile brand just because it has a status 2.34 1.21 
2 I am interested in new mobile brand with status 2.49 1.32 
3 I would pay more for a mobile brand if it had status 2.23 1.18 
4 The status of a mobile brand is irrelevant to me (negatively worded) 3.24 1.28 

5 
A mobile brand is more valuable to me if it raises my status when I 

purchase it. 
2.39 1.22 

 
The above Table depicts all the statements which measure the desire for status of the consumers. The 
findings reveal that the respondents have disagreed to all the above statements. Indicating that they do not 
attach any status to the mobile brand owned by them. They disagreed to the statement that a mobile brand 
is more valuable to them if it has status (weighted mean=2.39). The respondents are not interested to buy a 
mobile brand with status (weighted mean=2.49), not ready to pay more (weighted mean=2.23) or buy a new 
brand just because it increases the status (weighted mean=2.34). They have agreed to the statement that the 
status of the mobile brand is irrelevant to them (weighted mean=3.24). Thus the result shows that 
consumers buy a mobile phone according to their needs and expectations and not because they attach a 
status symbol to the brand. 
 

Table No 6:Susceptibility To Normative Influence 
S.No. Statements Mean S.D. 

1.  
When buying a mobile phone, I generally purchase those brands that I 

think others will approve of 
2.51 1.30 

2.  
If other people can see me using a mobile phone, I often purchase the 

brand they expect me to buy. 
2.43 1.26 

3.  
I achieve a sense of belonging by purchasing the same mobile  brands 

that others purchase 
2.33 1.11 

4.  
If I want to be like someone, I often try to buy the same mobile brands 

that they buy. 
2.20 1.22 

5.  I like to know what mobile brands make good impressions on others 2.66 1.32 

6.  
I rarely purchase the latest fashion styles until I am sure my friends 

approve of them 
2.67 1.28 

7.  It is important that others like the mobile brand I buy. 2.81 1.21 
 
The above Table depicts all the statements that measure the susceptibility to normative influence of 
consumers. The findings reveal that the respondents have disagreed to all the statements given above. The 
respondents feel that it is not important for them to buy a mobile brand that creates a good impression 
(weighted mean=2.66) and liked by others (weighted mean=2.81). They also do not feel it is important to 
purchase a latest fashion style mobile brand which they think will be approved by their friends (weighted 
mean=2.67) and others (weighted mean=2.51), the respondents also do not purchase those brands that 
others expect them to buy (weighted mean=2.43) or try to achieve a sense of belonging by purchasing the 
same brand that others purchase (weighted mean=2.33). Thus the result shows that the consumers’ choice 
of consumption is not altered by the purchase decision of others. 
 

Table No 7:Bandwagon Consumption Behaviour 
S.No Statements Mean S.D. 

1.  
I will buy a popular and currently very fashionable mobile brand that 

everyone would approve of 
2.63 1.35 

2.  I will buy a mobile brand used by many celebrities 2.20 1.15 

3.  
I would buy a mobile brand that is chosen by many people as a symbol of 

success 
2.59 1.28 

4.  
I prefer buying luxury mobile brands that are already used by people I 

appreciate and admire 
2.24 1.17 

5.  I love to have the same things that well known people have 2.46 1.13 
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The above Table depicts all the statements that measure bandwagon consumption behavior of consumers 
while buying mobile phones. The findings reveal that the respondents have disagreed to all the statements 
that is given above. The respondents have disagreed to the statement that they will buy a popular and 
currently fashionable mobile brand that everyone will approve of (weighted mean=2.63), or chosen by many 
people as a symbol of success (weighted mean=2.59) they do not prefer to have the same things that well 
known people (weighted mean=2.46), celebrities (weighted mean=2.20) or people whom they appreciate 
and admire have (weighted mean=2.24). Thus it shows that the consumers do not exhibit bandwagon 
consumption behavior while buying mobile phones.   
The analysis of whether the ‘consumers need for uniqueness’, ‘status consumption’ and ‘susceptibility to 
normative influence’ are positively or negatively related to bandwagon consumption behavior are depicted 
in Table no. 8 given below. 
 

Table No 8:Correlation Between CNFU, SC, SNI and BWCB 
 

S.No. Factors ‘r’ value 
1.  Consumer need for uniqueness 0.579** 
2.  Status consumption 0.815** 
3.  Susceptibility to normative influence 0.877** 

Note: ** -   significant at the 0.01 level (2 tailed) 
 
The above Table depicts that there exist a strong positive relationship between Consumers Need for 
Uniqueness, Status Consumption, Susceptibility to Normative Influence with Bandwagon Consumption 
Behavior at 1% level of significance. Out of the above three factors, Susceptibility to normative influence (r 
value= 0.877) is highly correlated with bandwagon consumption behavior, followed by Status Consumption 
(r value= 0.815) and Consumers Need for Uniqueness (r value= 0.579).  
The cause and effect relationship between consumer need for uniqueness, status consumption, susceptibility 
to normative influence and bandwagon consumption behavior are depicted in Table no.9, as given below.  
 

Table No9:Regression Table 
Model Summary 

 

Model R 
R-

square 
Adjusted 
R square 

Std. Error 
of the 

Estimate 

Change Statistics 
R Square 
change 

F-Change df1 df2 
Sig. F 

change 
1 .891* .794 .785 .48530 .794 84.946 3 66 000 

a. Predictors: (Constant), SNI, CNFU, SC 
b. Dependant variable: BWCB 
 

Coefficients 
 

Model 
Unstandardized coefficients Standardized coefficient  

t 
 

Sig B Std.Error Beta 
1        (constant) .066 .209  .318 .752 

CNFU -.049 .096 -.039 -.506 .615 
SC .336 .119 .303 2.822 .006 
SNI .672 .105 .650 6.417 .000 

a. Dependant variable: BWCB 
 
The adjusted R square is 0.794 which indicates the amount of variance explained in this study for which the 
regression equation is BI= 0.066 + -0.049 CNFU + 0.336 SC + 0.672 SNI. 
The above Table depicts that out of the three variables namely, consumer need for uniqueness, status 
consumption and susceptibility to normative influence it was revealed that the most important variable is 
susceptibility to normative influence (0.672) which has a significant impact on bandwagon consumption 
behavior with respect to mobile phones. The next important factor is Status Consumption (0.336) which has 
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also emerged as significant at 1% level. Whereas Consumers need for uniqueness (-0.049) has least impact 
on bandwagon consumption behavior with respect to mobile phones. 
  
8. CONCLUSION 
The aim of this study is to examine the various factors affecting bandwagon consumption behavior of mobile 
phones,, namely, consumer need for uniqueness, status consumption and susceptibility to normative 
influence, and to test whether all the above factors are positively or negatively related to bandwagon 
consumption behavior and also to know the cause and effect relationship between these factors and 
bandwagon consumption behavior. The results of correlation indicated that there is positive relationship 
between consumer need for uniqueness, status consumption, and susceptibility to normative influence with 
bandwagon consumption behavior with respect to mobile phones. The regression results reveal that among 
these three factors, susceptibility to normative influence is considered to be the most important factor which 
has a strong impact on bandwagon consumption behavior with respect to mobile phones.  
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ABSTRACT: Impression Management refers to the tactics adopted by individuals to influence the waypeople 
around them perceive them. Such tactics are adopted because most individuals, by human nature, strive to be 
accepted by others and therefore they try to portray themselves in a particular manner.Most individuals 
knowingly or unknowingly adopt such Impression Management tacticsthat include boasting about one’s own 
achievements,as well asletting others know that they are powerful. 
For this study, Jones and Pittman’s Taxonomy of Impression Management was used. The five Impression 
Management Tactics according to their classification are: Self-Promotion, Ingratiation, Exemplification, 
Intimidation and Supplication. Such Impression Management tactics play an important role in one’s workplace 
and career. Impression Management was measured on Bolino and Turnley’s Impression Management Scale and 
Career Success was measured on Greenhaus, Parasuraman and Wormley’s Career Satisfaction scale. 
The objectives of the study were i) To examine the factors of Impression Management and ii) To find the 
relationship between Impression Management and Career Success.A standardized questionnaire using a 5-point 
Likert scale ranging from “Strongly Agree” to “Strongly Disagree” was used for the study. The sample size was 
50 employees of IT companies. The respondents were selected using purposivesampling technique. The 
statistical tools used for analysis were Weighted Mean and Correlation. 

 

Keywords:Impression Management, perception, influence, workplace, Career success. 

 
1. Introduction 
Impression Management refers to the tactics adopted by individuals to influence the way people around 
them perceive them. Such tactics are adopted because most individuals, by human nature, strive to be 
accepted by others and therefore try to portray themselves in a particular manner. This is also called Self- 
presentation. In order to present themselves in a way that they want others to see them, most individuals 
adopt Impression Management tactics that include boasting about one’s own achievements, as well as letting 
others know that they are powerful. 
 
Impression Management (IM) Tactics 
The five Impression Management Tactics according to Jones and Pittman’s taxonomy is as follows: 
 
1. Self-Promotion 
This tactic is used by individuals who want to show others their competence by highlighting their own 
achievements and abilities.They do this to let people know that they are valuable to the organisation or 
society. 
 
2. Ingratiation 
Ingratiation is used by individuals to get others to like them and have a favourable opinion of them. This can 
be seen in the form of doing favours for the other person or flattering them with words. 
 
3. Exemplification 
This tactic is used to influence others into believing that the person is dedicated and is willing to go beyond 
his call of duty. Such a tactic can be seen in employees who show up early to work and try to appear busy 
even when there is not a lot of work. 
 
4. Intimidation 
Intimidation is used by people to show that they have the authority to punish the other person if they do not 
behave appropriately. Suchbehaviour may not only be seen with the top management but also with the 
middle or lower level management employees who wish to portray themselves as powerful people.  
 
 
 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 73 

5. Supplication 
Such a tactic is used to get help from others by showing their own weaknesses or shortcomings. Such people 
pretend to know less than they actually do so that others come forward to help them. 
Individuals tend to use one or more of these tactics for different people based on the particular situation. 
 
Career Success 
Career Success is viewed by individuals differently, each according to how he or she defines success. The two 
main perspectives of Career Success are i) Objective Career Success (indicated by income and the number or 
promotions etc.) and ii) Subjective Career Success (evaluated by the individual himself based on how much 
he enjoys what he does and his work-life balance etc. In this study Subjective Career Success is measured. 
 
Review of Literature 
Sebnem Aslan, SukruAntlToygar and DemetAkarcayUlutas (2015) published a paper titled the ‘The Role of 
Personal and Social Factors at Impression Management’s impact on Career success’. The aim of the study 
was to examine the impact of personal and social factors like Emotional Quotient (EQ), Self-respect and 
Social Comparison on Impression management’s impact on Subjective Career success. The sample 
comprised of 330 health care workers from 6 major hospitals in Konya, Turkey. Bolino and Turnley’s (1999) 
scale was used to measure Impression Management, Greenhaus, Parasuram and Wormley’s (1990) scale for 
Subjective Career success, Wong and Law’s (2002) scale for Emotional Quotient, Rosenberg’s (1973) Self-
esteem scale to measure Self-esteem and Gibbons and Buunk (1999) Social Comparison scale. The statistical 
tools used were Mean and Standard Deviation. The results showed that the impact of Impression 
Management on Subjective Career success was through Social Comparison and that Self-esteem and EQ were 
insignificant variables. Health care workers were found to have low subjective and objective career 
successes. 
Dr.RajeshwariGwal (2015) conducted a study and published a paper titled the ‘Tactics of Impression 
Management: Relative Success on Workplace Relationship’. The objectives of the study were to identify a 
common tactic and a particular behaviour that the employees engaged in. A sample of 35 Academicians from 
various Academic Institutions in Indore was selected for the study and the Impression Management tactics 
used by them in their workplace were analyzed. Convenience Sampling technique was used for this study. 
Bolino and Turnley’s scale (1999), based on the classification given by Jones and Pittman (1982), was used 
to measure Impression management tactics. The Statistical tool used for analysis was Mean. It was found 
that the most commonly used tactic was Ingratiation followed by Self-promotion. 
 
Need for the study 
People in all walks of life knowingly or unknowingly practice Impression Management. The purpose of the 
study was to investigate the various tactics that people use to influence the way others perceive them in the 
workplace. Impression Management is used widely in organizations to build a good rapport with colleagues. 
This in turn plays an important role in the individual’s growth in the organisation and his career success and 
there arises the need for the study. 
 
Objectives 
1. To examine the factors of Impression Management. 
2. To find the relationship between Impression Management and Career Success. 
 
Research Methodology 
A standardized questionnaire using a 5-point Likert scale ranging from “Strongly Agree” to “Strongly 
Disagree” was used for the study. The sample size was 50 employees of IT companies. The respondents were 
selected using purposive sampling technique. The statistical tools used for analysis were Mean and 
Correlation. 
 
Limitations of the study 
The study is limited only to the employees of IT companies. Employees with less than 5 years of experience 
in the company were also taken for the study and hence may not have a clear idea of their career success. 
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Impression Management 
 

 
  
(Fig No.1) Impression Management Model 
 
Analysis and Interpretation 
Demographic Profile – Percentage Analysis 
The data was collected from 50 employees working in IT companies. 66% of the respondents were Female 
and 34% of them were Male.82%respondents were single and 18% were married.Out of the 50 respondents 
52% had completed their Undergraduate degree while 48% had done their Postgraduate degree as well. 
48% of the respondents were less than 25 years old, 42% were of the age group 25-35 years and 10% 
between 35-45 years.16% of the respondents had a monthly income of less than Rs. 25,000, 50% earned 
between Rs.25,000-Rs.45,000 a month, 8% between Rs.45,000-Rs.65,000, 8% between Rs. 65,000-Rs.85,000 
and 18% earned a monthly income of over Rs. 85,000.70% of the respondents had upto 5 years of 
experience, 16% had between 5-10 years, 10% had between 10-15 years, 2% between 15-20 years and 2% 
had more than 20 years of experience. 
 

Table No 1:Self-Promotion – Weighted Mean 
 

S.No. Statements Mean S.D. 
1 I talk proudly about my experience or education. 3.06 1.168 
2 I make people aware of my talents or qualifications. 3.14 1.195 
3 I let others know that I am valuable to the organization. 2.96 1.195 
4 I make people aware of my accomplishments. 2.82 1.063 
 

 
2.99 

 
 
From the above table it is inferred that the respondents agree that they make othersaware about their 
talents and qualifications since the Weighted Mean Score is 3.14. They also feel proud talking about their 
experience or education(3.06)and highlight them in front of others.  
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Table No 2:Ingratiation– Weighted Mean 
 

S.No
. 

Statements 
Mea

n 
S.D. 

1 I compliment my colleagues so that they will see me as likable. 2.86 
1.34

0 

2 I take an interest in my colleagues’ personal lives to show them that I am friendly. 2.52 
1.37

4 

3 
I praise my colleagues for their accomplishments so that they will consider me a nice 

person. 
2.62 

1.35
4 

4 I do personal favours for my colleagues to show them that I am friendly. 2.28 
1.26

2 
  2.57  

 
From the above table it is inferred that the respondents do not do personal favours for their co-workers to 
come across as a friendly person as the Weighted Mean is only 2.28.The respondents also disagree that they 
compliment their colleagues to get them to like them. (2.86) 
 

Table No 3:Exemplification - Weighted Mean 
 

S.No. Statements Mean S.D. 

1 I stay at work late so that people will know I am hard working. 2.00 1.294 

2 I try to appear busy, even at times when there is not much work. 1.90 1.093 

3 I arrive at work early to look dedicated. 1.82 1.101 

4 I come to the office at night or on weekends to show that I am dedicated. 1.66 1.042 

  1.84  

 
The respondents disagree that they stay late at work so that others will think they are 
hardworking(2.00)They strongly disagreed that they try to appear busy when there is less work (1.90) and 
also responded that they do not arrive at their workplace early to show their dedication. (1.82) Very few 
responded that they go to officeat night or on weekends to show that they are dedicated (1.66) 
 

Table No 4:Intimidation – Weighted Mean 
 
S.No

. 
Statements 

Mea
n 

S.D. 

1 I threaten co-workers when it will help me get my job done. 1.38 
0.80

5 

2 I let others know I can make things difficult for them if they push me too far. 1.74 
1.13

9 

3 
I deal forcefully with colleagues when they interfere with my ability to get my job 

done. 
1.98 

 
1.05

9 

4 I deal strongly with co-workers who interfere in my business. 2.28 
1.14

4 

5 I use force to get colleagues to behave appropriately. 1.60 
0.96

9 
  1.79  

 
The above table shows that the respondents disagree that they deal strongly with colleagues who hinder 
their business (2.28)or forcefully,when their colleagues come in the way of their ability to get their job done. 
(1.98)Threatening co-workers in orderto get the job done appears to be something that is not followed by 
most employees (1.38). 
 

Table No 5:Supplication – Weighted Mean 
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S.No. Statements Mean S.D. 

1 I act like I know less than I do so that people will help me out. 1.66 0.872 
2 I try to gain help or sympathy from people by appearing needy in some areas. 1.58 0.950 
3 I pretend not to understand something to gain someone’s help. 1.54 0.885 
4 I act like I need assistance so that people will help me out. 1.54 0.908 

5 I pretend to know less than I do so that I can avoid an unpleasant task. 
1.62 

 
0.878 

  1.58  
 
From the above table it is inferred that the respondents strongly disagree that they act and pretend like they 
don’t know much so that others come forward to help them (1.66)or by tryingto avoid having to do an 
unpleasant task (1.62). 
 

Table No 6:Career Success – Weighted Mean 
 
S.N
o. 

Statements 
Mea

n 
S.D. 

1 I am satisfied with the success I have achieved in my career. 3.44 
1.12

8 

2 I am satisfied with the progress I have made towards meeting my overall career goals. 3.42 
1.12

6 

3 I am satisfied with the progress I have made towards meeting my goals for income. 3.46 
1.09

2 

4 
I am satisfied with the progress I have made towards meeting my goals for 

advancement. 
3.46 

 
1.11

0 

5 
I am satisfied with the progress I have made towards meeting my goals for the 

development of new skills. 
3.52 

1.01
5 

  3.46  
 
The above table depicts that the respondents are very much satisfied with their progress in meeting their 
goals for the development of any new skills (3.52).  They are also satisfied with the progress that they have 
made in meeting the goals for their advancement and income (3.46).The respondents are also satisfied with 
the success they have achieved so far in their career(3.44)and also in meeting their overall career 
goals.(3.42) 
 

Table No 7: Factors of Impression Management and Career Success -   Correlation 
  

S.No. Factors r value 
1 Self-Promotion 0.981** 
2 Ingratiation 0.962** 
3 Exemplification 0.957** 
4 Intimidation 0.859** 
5 Supplication 0.780** 

Note: ** significant at 1% level  
 
The above table depicts that there exists a strong positive relationship between the five factors of 
Impression Management and Career Success, significant at 1% level. The Self-promotion factor is strongly 
correlated (r = 0.981)followed by Ingratiation (0.962). Out of the five factors,Supplication has a lesser r 
value (0.780) compared tothe other factors of Impression Management. 
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Conclusion 
From the above study it is clearly understood that the Impression Management tactic used the most by the 
respondents is Self-promotion followed by Ingratiation. This means that the respondents were of the 
opinion that highlighting their achievements and praising their colleagues play an important role in the 
success of their career. Individuals generally like to show themselves in a positive light. The impressions 
created by them are important and have lasting effects ontheir relationship with their colleagues. Therefore, 
it is essential for one to create a good impression on those around him, when he cares about how others 
perceive him. 
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ABSTRACT: Kerala economic growth model is a widely acclaimed path for development in the world academic 
arena. The emergence of computer and internet created a vacuum between employment and idea of growth 
which is resolved through different ideological implication. The state of Kerala has established a developmental 
model towards the digitalization where every single citizen has a role and can take an initiative towards the 
success. The paper is examining the key implications of the root level programsand its progress in the last two 
decades. 

 

  Keywords:Digital Kerala, Service Delivery, e-Governance and Kerala Model 

 
1. Introduction 
The Kerala model development is different from the conventional development thinking which claims that 
high standard of living can be achieved through the high GDP growth rates.  Kerala has achieved high 
standard of living,high literacy rate, high life expectancy, low infant mortality and low birth rate, by the 
creating commendable social infrastructure conditions for living achieved through the states moderate per 
capita income. The idea was triggered in 1975 by K N Raj and later it is highlighted through the works of 
Amarthya Sen.  
The digitalization and internet revolution in India was first established and gained popularity in the state of 
Kerala from 1990’s. The socio-cultural-economic growth strengthen the infiltration of internet and digital 
usage in state. More than 90% literacy rate, 48% of the state is urbanized more than 30% women 
workforcecreated a situation for the development and evaluation internet or digital oriented society.  
 
DIGITALIZATION:EVOLUTION IN KERALA 
The establishment of KELTRON (Kerala Electronic Development Corporation) was the foundation stone in 
Information Technology and IT infrastructure in the state (Manoj and Sudeep2008:117). The establishment 
of Software Technology Park in Trivandrum during the 1990’s in the onset of liberalization in the country. 
The IT policy in 1998 transformed the Personal computer usage, internet reachability and E-governance in 
the state. Establishment of FRIENDS and AkshyaKendras energies the E-governance programme of the 
government and Info Park, Techno Park, Cyber Park and Smart City programmes opened the new window to 
the digital world in Kerala.The 1999 established Kerala State IT Mission is the nodal agency of IT 
Department for e-Governance, IT infrastructure development and IT enabled services and also responsible 
for according technical advice to the Government of Kerala. In the recent years (2016-2017)Kerala 
government started to work towards an“Omni-channel experience” of all its e-Governance services through 
state portal, mobile applications, Akshaya / CSCs and through Integrated Citizen call centers. The objective is 
to setup and operationalize an effective Single Window for services supported by the core infrastructure and 
systems, which enable crisscross relationship in the digital world.  
 
DIGITAL KERALA 
Literacy rate in Kerala is more than 90% which creating a pressure in the government to move towards a 
fast, reliable and transparent government service delivery facilities. Kerala has 37% Internet penetration 
according to reports, 98% of connected rural users’ men; 79% from the city report, 2016. Kerala has the 
highest mobile penetration with more than 30 million connections for a population of 33 million, with a 
rapid increase in the usage of smart phones.More than 20% of houses are connected to Internet through 
broadband; Kerala is the first state to complete National Optic Fiber Network Project (Digital India 
Initiative) which provides high-speed Internet to every GramaPanchayaths and remote villages, adding to 
this Mobile internet connects another 15% houses. Wi-Fi facility in the grama panchyath level enlarges the 
reachability of the internet in the rural areas. Kerala Government is providing e-services through more than 
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600 e-governance applications covering all government departments and ensuring its availability on mobile 
phones also.  
The information Technology policy 2017 is to make use of the digital technologyfor the overall development 
of the State and to ensure quick and efficient delivery of all essential services. Educated people, moderate 
standard of living etc. are all facilitating factors for the new age digitalization of the society. The 
infrastructure development, human resource development and overall economic development will open up 
large opportunities for the meaningful use of Information Technology and make these initiatives effectively 
comprehensive(Image 1). More than 90% of Keralite have been enrolled in the Aadhaar card programmes is 
the path way to the implementation of Digital Identity for the citizen centric preogramme in the state. 
The establishment of Kerala digital society is a gradual development through the holistic development 
approach has been supported by four pillars of the digital programme. i) AkshayaProject ii) IT@School 
project iii) digital infrastructure availability andiv) State Data Centre & allied applications are the four pillars 
of the development. 
 
 

 
 
(Image 1) 
 
KERALA MODEL DIGITALIZATION 
In 2017 State government of Kerala declared Internet as a basic human right and become the first state in 
India to declare. The move is based on the United Nations recommendation to make internet as a 
fundamental right in every country. It is necessary to move towards a cashless economy and promote e-
governance and digitization and for the inclusive socio economic development Internet is absolutely 
essential.The move would make access to internet services the right of every citizen and provide easy access 
to government and non-government services through computer and mobile phone. More than 36% of people 
regular using internet and 60% people are part of the internet network in the state through the various 
government programme. The subsidized internet facility is the counter to the net neutrality and protecting 
the fundamental right to access the internet.AkshyaKendras, e-District and e-Office citizen Portal are the 
decentralized e-governance mechanism in the state where everyone getting the government services 
without any hazards. 
More than 23,000 out sourced AkshyaKendras are the village level government to citizen link. The gap in the 
digital services in Kerala is dissolving through the service simplification and centralization. FRIENDS was the 
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first and most successful e-governanceprogramme implemented in Kerala as a single-window facility where 
citizens can make government related transactions with ease and comfort and without delay. 
E-District project is to provide government services to citizens through Common Service Centers which are 
easily accessible. It utilizes backend computerization to e-enable the delivery of services and seamless 
delivery of services to public by automation, integration and incorporating Business process Re-Engineering 
where ever required. 
E-Office services providing in different secretariat departments, collectorates and directorates for an 
efficient services delivery. eOffice is a web application enabling the Government to automate the entire work 
flow of file processing starting from Tapal creation, File Creation, File processing and issuing orders from the 
file. Citizen will get the information regarding File Status, Search View facility for published Government 
orders through this website. Online requests can be submitted to different Government department through 
this website. 
The Kerala State Wide Area Network and Kerala FiberOptic Network provides the basic connectivity from 
village level to state secretariat. State Information Infrastructure helping the hardware related issues. The 
novel programme in Kerala is establishing regional server rooms for a strong data management and space 
management. The decentralized server system can meet the regional demand and land acquisition problems 
in the state.  
The different level of service is making the government more accessible to citizen and more transparent 
governance. People centric governance demands high involvement from the citizens’ side and fast service 
delivery from the government angle, which make citizen more involvement in the developmental 
programme. Combination of different service in different level makes the e-governance a successful and 
inclusive implementation.  
 
CONCLUSION 
The use of electronic and technical methods in governance is becoming very common and developing in a 
very fast speed. The problem in the transformation is the exclusion of citizen due their low level involvement 
in the progress. Kerala government came with novel idea for the inclusive development makes everyone 
equally involving the changes. Access to internet is a fundamental right of the citizen where the unbroken 
network creates a strong and efficient government and society. Kerala state creating a model to the country 
how to make use of computer and internet for the benefit of people without disturbing the existing social 
and economic mechanism and that’s how Kerala moving towards ‘Navakealam’ (New Kerala).  
 
REFERENCE 
1. https://kerala.gov.in/census2011 
2. http://spb.kerala.gov.in/EconomicReview2016/web/chapter01_02.php 
3. https://www.indiatoday.in/technology/news/story/kerala-first-indian-state-declare-internet-basic-

human-right-966265-2017-03-18 
4. https://www.thehindu.com/news/national/kerala/kerala/article17401919.ece 
5. https://www.independent.co.uk/news/world/asia/kerala-free-wifi-india-state-citizens-basic-human-

right-internet-a7631461.html 
6. https://kerala.gov.in/eservices 
7. https://edistrict.kerala.gov.in/ 
8. http://eoffice.kerala.gov.in/EofficePortal/aboutus.action 
9. http://www.digitalkerala.in/about/ 
10. http://itmission.kerala.gov.in/it-policy/docs/IT-Sub-policy-2017-English.pdf 
11. http://omnichannel.me/what-is-omnichannel/ 
12. https://egov.eletsonline.com/wp-content/uploads/2015/08/Digital-Kerala_V0.5-MOD.pdf 
 
JOURNALS 
1. Bagga RK, Kenneth Keniston, Rohit Raj Mathur. The State, IT and Development. New Delhi: Sage, 2005. 
2. Kalam Abdul APJ. “A Vision of Citizen-Centric E-Governance for India.” In The State, IT and Development, 

edited by R. K. Bagga, Kenneth Keniston, and Rohit Raj Mathur, 1-7. New Delhi: Sage, 2005. 
3. Sharma SK, Gupta JND. Building Blocks of an E-government – A Framework, Journal of Electronic 

Commerce in Organizations, 2003. 
 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 81 

Perception on Massive Open Online Course (MOOC) 
 

Yamini  P1, Mahashree  R2 and Vaishnavi  S3 
1 Assistant Professor, B.COM A & F, Ethiraj College for Women, Chennai, India. 
2 Assistant Professor, B.COM A & F, Ethiraj College for Women, Chennai, India. 
3 Assistant Professor, B.COM A & F, Ethiraj College for Women, Chennai, India. 

 

 
ABSTRACT: Technology has changed the way we teach and learn. Recently, the world has witnessed the 
tremendous impact of technology in education. Many universities in the world offer free and open courses over 
the Internet. Such course is enrolled by massive participants. This new concept of offering an online course is 
called Massive Open Online Course (MOOC). MOOC are open online course that use information technology to 
enhance learning experience and attract various people from the entire world. The purpose of this study is to 
find out awareness about MOOC, how it is useful for education purpose and satisfaction towards online course, 
perception of people regarding MOOC, who is using MOOC either students or working people. For this purpose 
we collected data from 50 samples. The respondents are aware about MOOC and they feel that is more useful 
withregard to preparing for future and satisfying curiosity. All are satisfied with MOOC. 

 

Keywords:MOOC, online learning, satisfaction, perception of people. 

 
1. Introduction 
Technology helps in democratization of education by facilitating everyone to access knowledge. It has 
enhanced learning to grow rapidly. MOOC is one example of how techonolgy is transforming and enhancing 
education these days. MOOC – Massive open Online Course was introduced in the year 2008 and emerged as 
popular mode of online distance education in 2012. MOOC has free registration, open for all and does not 
require any pre-requisites. There are two types of MOOCs: cMOOC is student centric emphasis learning 
through social networking and knowledge co-creation. xMOOC is instructor centric course that content is 
delivered through video lecture or reading material. Under MOOC the feedback is given through quizzes. The 
course consist of pre-recorded videos lectures, which is done by the subject experts from top universities. 
The courses offered under MOOC are Coursera, edx, Swayam, NPTEL, UGC, NCERT, NIOS etc. 
 
The 4 Characteristics Of MOOCs 
1. Using Web Formats 
MOOCs heavily rely on different web formats. Consequently, the large majority of courses consist of pre-
recorded videos that are streamed by users. To create content tools like YouTube or Vimeo are commonly 
used. Streamed videos are meant to simulate the presence of the trainer. MOOCs can also use live-streams to 
create a virtual classroom environment. Occasionally, teachers also organize live sessions with their 
students using tools like Hangouts or Ustream. This is a unique opportunity for students to get in touch with 
the trainer directly and ask questions. MOOCs also offer meetups and in-person get together. Meetups are 
generally organized by MOOC participants who want to meet up with other course participants in their area. 
They are an opportunity to discuss course topics but also work on group projects. 
 
2. Collaborative Learning 
In MOOC  everything possible is done to recreate the in-class experience, including the use of collaborative 
tools. Rather than a vertical distribution of knowledge, MOOCs allow for the emergence of learning 
communities where the input of each participant enriches the course. Social Q&A Forums, Facebook groups, 
meetups, or peer corrections are used to encourage and develop collaboration. 
 
3. Assessing Knowledge 
In addition to content designed to convey knowledge, MOOCs offer tools to assess the transfer and retention 
of this knowledge. These modules help make courses more dynamic and interactive and generally take the 
form of multiple-choice exams, programmed tests, or essay questions that are corrected automatically, by 
teachers or by classmates. Additionally, MOOCs can offer certificates to those who have completed the 
course.  
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4. Time Limits 
The final characteristic of MOOCs is the notion of time limitations. MOOCs have specified start and end dates. 
Course content (documents, videos, exercises, etc.) is delivered sequentially, each week. For the learner, 
coursework is spread over time. Temporally structuring course content helps make it seem like a series of 
mini events and allows for the creation of an efficient communication strategy including teasers, email 
updates, etc. It is also an effective means to ensure that the MOOC mimics a traditional attended course with 
weekly classes. 
 
REVIEW OF LITERATURE 
ManojKumar Nagasampige, Gayathri Devi Subbaiah and KavithaNagasampige have conducted a research on 
MOOCs in Indian University Education system: A study on awareness and motivation among students and 
teachers of Indian Universities. A qualitative study was employed by the authors and semi-structured in-
depth interviews were conducted with students and teaching professionals in Indian University located in 
tire-1 and tire-2 cities for the purpose of the study. They calculated MOOC awareness among students and 
teachers using Microsoft Excel statistical function. The study revealed that awareness on MOOCs in very high 
among PG students than Graduate students of University colleges. Participant’s motivation to join MOOCs 
falls under three Categories – fulfilling current needs, Preparing for future, satisfying curiosity. They have 
concluded that MOOCs have been successful in meeting the learning goals of the learners and complement 
their learning in the Universities. 
Shaheen Altaf Shaikh conducted a research on student teacher awareness on Massive open online courses. 
The purpose of this study was to study the awareness of B.Ed. student teacher awareness towards MOOCs. 
Primary data has been collected through questionnaire from B.Ed. student teacher for the purpose of the 
study. It was concluded that the necessary preconditions for the use of MOOCs such as familiarity and the 
use of Computer, Smartphones, Internet and Internet Facilities was there among the student teachers; but 
the awareness to the basic information about MOOCs was very poor among the Student teachers. The author 
has recommended that, a MOOCs awareness drive is required in order to remove the misconceptions about 
MOOCs thus motivating students towards MOOCs and in turn increasing the use of MOOCs. 
Meltem Huri Baturay conducted study on An overview of the world of MOOCs in the year. The paper 
examines about MOOCs from various dimensions: pedagogical and technological implementations around 
the world and its research focus. Author has concluded that MOOCs are one of the most prominent trends in 
higher education in recent years. The author also indicates that MOOCs as the latest trend in the field of 
distance education which require a significant need of research studies on MOOCs. 
Jyoti chauhan conducted a study on an overview of MOOC’s in India. In this paper, author has analyzed the 
theoretical and technical background of online course offering platforms. And also the paper provides a 
comparative analysis of the platforms for the analysis, a tool named “SIMILARWEBPRO” was used. Paper 
examines the feature and challenges removed by the online platform launched by the ministry of human 
resource development (MHRD), government of India, to bind online and offline education together. 
Timothy C. Johnston has written an article on Massive Open Online Courses Compared to Mainstream Online 
University Courses. In this paper author has compared MOOC’s to MOUCs from the dimensions of Course 
enrollment; Openness; Price; Content media; Discussion forums; Assessment; and Instructor contact. In this 
paper author mentioned that MOOC’s from Coursera- an online platform gives free access to online video 
lectures from prestigious universities.Author has concluded that MOOC’s industry is growing rapidly, fueled 
by students interested in free higher-education learning but it’s growth may be slowed down if universities 
resist to recognizing academic credits based on MOOC’s.   
NaganathanVenkatesan has conducted an Analysis on Massive open online courses: opportunities and 
challenges towards 21st century online Education. The purpose of this study is to analyse the opportunities 
and challenges that MOOCs is facing presently and how the future is going to be; and to review the 
implications on Higher education system of India and Singapore over the MOOC model. Primary data has 
been collected from 200 respondents through structured questionnaire for the purpose of the study. It was 
concluded that MOOCs are still in the experimental phase and it should be more diversified according to the 
individual learning needs. The author has left the decision to the learners to decide whether to take up 
traditional learning system or MOOCs because it depends on the individual person and his/her perception 
about what they wanted to do in their education career. In this paper the author has given an in-depth 
analysis that can be used as reference for selecting MOOCs course before planning to take up. 
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OBJECTIVES OF THE STUDY 
1.To find the factors influencing the perception of MOOC. 
2.To find out relationship between the factors and perception of MOOC. 
3.To examine whether there exist any significant difference between demographics and Perception of MOOC. 
 
RESEARCH METHODOLOGY 
This is an empirical study based on survey method. Primary data was collected through structured 
questionnaire which consisted of closed ended questions measured on five point Likert Scale. It was divided 
into three parts. Part A consist of preference of MOOC; Part B consist of factors influencing Perception of 
MOOC and Part C consist of Demographic profile of the respondents. The target sample was 50 respondents. 
Purposive sampling method was adopted to get the questionnaire. The tools used were Percentage, Mean, 
Correlation, ANOVA and t-test. 
 
ANALYSIS AND INTERPRETATION:  
DEMOGRAPHIC PROFILE 
 

 
 
 

PERSONAL INFORMATION OF THE 
RESPONDENTS 

 PERCENTAGE 

1. GENDER Male 36% 
  Female 64% 

2. AGE (Years) 17 – 19 4% 
  19 – 21 36% 
  21 – 23 30% 
  23 – 25 14% 
  Above 25 16% 

3. EDUCATIONAL QUALIFICATION Bachelor Degree 22% 
  Master Degree 60% 
  Professional 18% 

4. OCCUPATION Student 52% 
  Employed 32% 
  Professional 16% 

5. FAMILY MONTHLY INCOME Less Than Rs. 20000 44% 
  Rs.20000-Rs.40000 24% 
  Rs.40000-Rs.60000 14% 
  Rs.60000-Rs.80000 8% 
  Above Rs. 80000 10% 

 
INFERENCE 
From the above table it is found out that the gender profile shows that male comprises of 36% and female 
comprises of 64% of the total sample.  4% belong to the age group of 17 – 19, while 36% belong to 19 – 21, 
30% belong to 21 – 23, 14% belong to 23-25, 16% belong to above 25. 
With respect to educational qualification 22% of the respondents have  bachelor degree and 60% are 
master’s degree 18% are professionals. while 52% of the respondents are students, 32% are employed, 16% 
are professionals. 
With respect to family income 44% have below Rs.20000, 24% of the respondents are between Rs.20000 – 
Rs.40000, 14% are between Rs.40000 – Rs.60000, 8% are between Rs.60000 – Rs.80000 and 10% have 
monthly income of above Rs.80000. 
 
Factors influence the Perception of MOOC 
 

Factors Mean 
Perceived Usefulness 4.4 
Perceived Ease of Use 4.25 
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Instructional Design and delivery 4.18 
Online Programme 4.10 

Satisfaction 4.06 
Perception 3.97 

 
From the above table it can be inferred that all the factors influencing the perception of MOOC have a 
weighted mean score between 3.5 and 4.5 indicating that respondents agree that all these dimensions are 
important for MOOC. The respondents gave first importance to instructional design and delivery (4.05) with 
good course material, Visual and textual activity and the course content is appropriate amd up-to-date. The 
second most important factor is perceived ease of use (4.04) that is using MOOC is simple and it makes us 
more skillful. The next factor is Satisfaction (4.30), the respondents are satisfied with the course as they gain 
more knowledge; it is intresting and improves skills. The factor online programme as a mean of 4.02, the 
respondents feel that its convenient than regular class and it runs smoothly and efficiently. The respondent 
gave less importance to perceived usefulness with a mean of 3.96, they feel that MOOC helps in long run and 
it improves the learning process.  
 
Relationship Between Factors Influencing MOOC and Perception of MOOC 
 

S.No Dimension R Value Significance(2 tailed) Result 
1 Perceived usefulness 0.611** 0.000 Significant 
2 Perceived ease of use 0.557** 0.000 Significant 
3 Satisfaction 0.435** 0.002 Significant 
4 Instructional design and delivery 0.356* 0.011 Significant 
5 Online programme 0.463** 0.001 Significant 

 
As shown in the table, the correlation matrix indicated that Perception of MOOC was highly and positively 
correlated with its factors, Perceived usefulness, Perceived ease of use, Instructional Design and delivery, 
Online programme, satisfaction. There was highly significant Positive relationship between perception and 
perceived usefulness (r=0.611, P<0.05); as the respondents felt that it helps them in long run and improves 
their learning process. Positive relationship between perception and perceived ease of use (r=0.557, 
P<0.05); Satisfaction (r=0.463, P<0.05); instructional design and delivery(r=0.435, P<0.05) and online 
programme(r=0.356, P<0.05). 
 Therefore all  the factors have positive relationship with the perception of MOOC at 1% Level of 
significance and 5% Level of significance. 
 
DEMOGRAPHIC AND PERCEPTION OF MOOC 
 

Occupation 
 

 Sum of Squares Df Mean Square F Sig. 
Between Groups 7.763 10 .776 1.621 .139 
Within Groups 17.717 37 .479   

Total 25.479 47    
 
One way analysis of variance was conducted to evaluate null hypotheses. P value is 0.139 [P>0.05] which 
means we accept null hypothesis. There is no significant difference between occupation and perception of 
MOOC. 
 

AGE 
 

 Sum of Squares Df Mean Square F Sig. 
Between Groups 22.243 10 2.224 2.030 .056 
Within Groups 42.737 39 1.096   

Total 64.980 49    
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One way analysis of variance was conducted to evaluate null hypotheses. The P value is 0.056 [ P>0.05] 
which means we accept null hypothesis. There is no significant difference between age group and perception 
of MOOC. 
 

INCOME 
 

 Sum of Squares Df Mean Square F Sig. 
Between Groups 23.883 10 2.388 1.437 .201 
Within Groups 64.837 39 1.662   

Total 88.720 49    
 
One way analysis of variance was conducted to evaluate null hypotheses.The P value is 0.201[P>0.05] which 
means we accept null hypothesis. There is no significant difference among the income and perception of 
MOOC. 
 

QUALIFICATION 
 

 Sum of Squares Df Mean Square F Sig. 
Between Groups 7.831 10 .783 2.526 .019 
Within Groups 12.089 39 .310   

Total 19.920 49    
 
One way analysis of variance was conducted to evaluate null hypotheses.From the above table it is inferred 
that F value is not significant @ 5% Level of significance ( P=0.019, P < 0.005) we reject the null hypothesis. 
That is there is a significant difference among the perception of MOOC and qualification. 
 

GENDER 
 

 Gender N Mean Std. Deviation T Sig. (2-tailed) 

perception 
Male 18 3.5000 .68599 1.669 .102 

Female 32 3.1875 .60575 1.611 .117 
 
The independent sample test was conducted to evaluate null hypotheses. The P=0.102(p>0.05) it is greater 
than 0.05 which means that we accept null hypothesis. There is no significant difference between gender and 
perception of MOOC. 
 
PERCEPTION OF MOOC 
80% of the respondents prefer online courses and 20% doesnot prefer online courses. Among the 
respondents 34% of the people prefer MOOC due to flexible timing, 30% to update knowledge, 20% say they 
prefer MOOC as it is free of cost and 16% prefer MOOC as there is no perquisite required. 
 
COMPLETION OF COURSE 
60% of respondents have completed the course while 40% of the respondents did not complete the course 
due to their time imbalance and few are interested in learning and not to take up the exams.  
 
CONCLUSION 
Massive Open Online course is a recent development of distance education. It offers free online courses for 
people who register it and learn through the videos which is uploaded by the subject experts. The 
respondents felt MOOC is good and simple. They prefer online courses rather than traditional courses, due to 
time flexibility and to update the knowledge. 60% of the respondents have completed the course. The factor 
Instructional design and delivery was considered as important because respondents feel that the course 
material, content, visual and textual videos are good and the content is up-to-date. All the respondents are 
satisfied with the MOOC as they felt that the content is good and they learn through videos which makes 
learning easier and interesting. All the factors have positive relationship with perception of MOOC, the factor 
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Perceived usefulness, perceived ease of use was highly correlated with perception. The respondents are 
satisfied and are willing to do more online courses as they feel it will help them in long run. MOOC has 
become more popular and all category of people do online course irrespective of age, qualification and 
occupation.  
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Key Words: Innovation is one of the key factors of success for any business organisation.  In an atmosphere of 
cut throat competition a company needs to come out with innovative ideas, techniques and methodologies in 
order to sustain. A company can adopt innovation in various aspects in the areas of manufacturing, marketing, 
manpower sourcing, strategic alliance etc. Quality management is a one of the profound dimensions of 
innovation.  Through successful manufacturing and distribution of quality products and servicing a company 
can accumulate huge market share and withstand competition. Quality products or services either primary or 
augmented connote those that meet all the requirements that delight a customer which in turn can be 
capitalized.  Quality doesn’t always relate to stocks alone. A company can practise and assure quality in all the 
functional areas of business.  This paper predominantly descriptive in nature attempts to give a clear and 
concrete view of what quality is in business sense, what are the ways and means of practising it and how it 
serves to be an effective tool of innovation adding competitive advantage and facilitating business success. Also 
the paper provides few examples of business organisations or entrepreneurs who have achieved success 
patronising quality.   

Keywords: Quality, Innovation, 

 
INTRODUCTION 
      Human wants are unlimited in general, be it essential or esteemed. As we people grow and modernise 
day by day, our needs and preferences also increase. The primary object of business community is to 
capitalize these customers’ needs and wants. In order to attract and retain them amidst stiff competition the 
market come out with innumerable products, services, value additions and differentiations every day. 
Whereas despite all a prudent customer would expect a quality product out of his pocket. A product or 
service is said to be qualified if it is capable of satisfying customers and that it not only meets their 
expectation but also exceeds it. The term Quality denotesa mark of excellence or the state of being free 
from defectives. It is the capability of a product or service or any other component to satisfy the 
purpose to the core for which it is intended to possessing all the required attributes. In other words, it 
is the measure of conformance to established standards or specifications. 
 
This is a basic norm and it is also enforced and scrutinised through several enactments. Common standards 
of quality in India include ISI, ISO, AGMARK and many others meant for various categories of products or 
services. These are direct measures of assuring quality by business firms in their goods or services, from 
customer usage perspective. But the phrase quality is not always or only related to quality products or 
services. Quality is a pervasive phenomenon protruding into various fields or stages of business at 360 
degree level demanding attention from all levels of organisation. Also this quality assurance by firms has 
neither hard and fast rules or definitions nor it an accident. It is the end result of ever ending trials and 
innovations.  A firm which is one its path of quality assurance is sure to come out with new inventions or 
innovations in some way or other. This paper studies quality in various business dimensions and how it 
serves as an effective tool of business innovation. 
 
REVIEW OF LITERATURE: 
The theoretical foundation for quality was laid by Dr. Deming, the father of Quality Management through his 
14 principles of Quality management which are as follows 
 Consistent drive to improve products and services. 
 Adopt the new philosophy. 
 Avoid dependence on inspection alone to embrace quality. 
 Cease the practice of awarding business on price alone; rather, reduce total cost by working with a 

single supplier. 
 Constantly improve and forever every process for planning, production and service. 
 Institute On the job training 
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 Adopt and institute leadership. 
 Drive out fear. 
 Remove the barriers between staff areas. 
 Avoid slogans, exhortations and targets for the workforce. 
 Eliminate numerical quotas for the man force and numerical goals for management. 
 Remove those barriers that deter people of pride of workmanship, and stop the annual rating or 

merit system. 
 Institute a rapid program of education and self-improvement for all. 
 Put everybody in the company on the track of transformation. 

These 14 points are set of Business Management practices that revolutionized the Japanese Industries post 
world war II. 
 
The impact of TQM practices on operational performance has been studied in in the article “The relationship 
between total quality management practices and operational performance” by DannySamson and 
MileTerziovski published in the Journal of Operations Management (Volume 17, Issue 4, June 1999, Pages 
393-409).  A sample of 1200 Australian and New Zealand manufacturing companies were taken for the 
study. The constructs for the study include leadership, people management, customer focus, executive 
commitment, employee empowerment, open culture etc.  The results held that not all the TQM factors 
influence performance. In tandem with TQM the behavioural factors also influence the operational 
performance as established in the study.  
 
Deming’s 14 principles form the base of quality management. These have a profound practical implication in 
the industries across the globe but the theoretical articulation and formalisation was quite lagging. To frame 
and articulate a theory of Quality Management based on these principles was attempted by John C. 
Anderson, Manus Rungtusanatham and Roger G. Schroeder in their paper titled “A theory of Quality 
Management underlying the Deming management method” published in the Academy of Management 
Review (Vol 19 No.3).  The theory is based on Deming’s writing, literature and results from a Delphi panel 
on the concept. 
 
      Quality has been often studied in the dimension of product quality, defect rate, rework cost etc. A 
different dimension for quality from the aspect of leadership, employee training, employee empowerment, 
supplier management and other related aspects has been studied in an article titled “An Instrument for 
Measuring the Critical Factors of Quality Management” by Jayant V. Saraph  P. George Benson  Roger G. 
Schroeder published in the Journal of Decision Sciences (Vol 20, issue 4, Dec 1989). They summarised in 
total 8 critical factors of quality management covering various crucial areas of organisation. 
 
     In order to know the main determinants of successful innovation and its impact on profitability and 
competitive advantage, a study has been conducted by Anthony Read in the article Determinants of 
Successful organisational innovation: A review of current research published in the Journal of Management 
Practice. Two Australian firms were taken for study apart from review of several literature works. The study 
revealed the following results. Innovation is determined by various organisational factors. The three 
common factors include top management support, customer orientation and sound communication 
network. 
 
OBJECTIVES OF THE STUDY: 
 The study is intended to describe in short of what quality is in business aspect and to know few 

ways of exercising and enhancing quality standards in various functional areas of business.  
 The paper also purports to discuss how quality would render itself to be an effective tool of 

business innovation adding competitive advantage accruing equity to the firm. 
 
RESEARCH METHODOLOGY: 
The study is descriptive and conceptual in nature with information (secondary data) sourced predominantly 
from website. The study has no specific timeline. The concepts discussed and suggestions made in this paper 
are not absolute and are subjected to practical business constraints. 
QUALITY AND INNOVATION 
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     As we have already said quality doesn’t always mean a good product or service alone. Quality finds its 
scope in structuring the organisation, strategic planning, personnel resourcing, manufacturing, marketing 
and servicing the customers. The feasibility of all these components plays a crucial role in determining the 
extent of quality assurance and management by firms. Every single move of the firm meant to improve or 
elevate from existing level in any aspect is an initiative towards quality assurance as ultimately it is intended 
for betterment of the customers. And in this process of constant and continuous betterment, news ideas 
evolve, inventions and innovation takes place. At last it is rather difficult to say whether quality breeds 
innovation or innovation breeds quality. Both are intertwined essentials of success. At the same time it is 
not so easy to adopt such customized system of business management facilitating changes all throughout 
the year in all the phases.  
 
QUALITY IS BUSINESS 
       Primarily, the organisational structure, its climate and culture should be flexible and congenial enough 
adopting changes and encouraging new ideas, suggestions from all the levels. As much as possible open door 
policy could be implemented without disrupting much the basic structure. A sound organisational 
democracy and transformational, participative leadership attitude could facilitate this well. A matrix 
type organisation with effective quality circles or committees of both intra and extra organisational 
can be established.  Scope must be there for accumulating feedback from various parties, reviews and 
reformations. Vestibule centres are recommended for test implementing the innovations from quality 
committees. Appropriate documentation of each and every process, procedure, initiatives, ideas are also 
essential. All these are not possible unless accompanied with a flexible budget and risk taking attitude from 
the entrepreneur. 
 
    The case of Perfect Machine Tools can be cited here. PMT, manufacturers and exporters of: nut, bolt, 
screw, rivets, wire nails, barbed wire, chain link fence making machinery & plants and various kinds of wire 
product machines. The company achieved success through quality leadership. The following were their 
guiding principles 
 Product Quality is what is perfect from customers’ view point 
 Customer must be satisfied irrespective of the cost to the company 
 Train and empower employees. They must be provided an environment for innovation and 

personal development 
 A CEO must have clarity in thought, purpose, urge for perfection, and honour in his work 

 
     Next key component crucial to our concern is the human factor. The HR department is popularly called 
the happier department of the organisation. The human resource of an organisation, as the only live 
resource is a potpourri of physical exertion, intellectual base, emotions and other attributes.  All these 
significantly contribute to the organisation in some way or other. Moreover, inventions and innovations 
are the brain child of these employees. Quality in work performed, service rendered are all attributable 
predominantly to these human resources. Apart from their intelligent quotient, their emotional quotient 
also plays a decisive role especially in the service sector. It is with the firms how best they tap these 
resources decide the success. In order to foster it the organisation must have active policies and 
programmes that converge between the organisational requirements and employee potentials 
resulting in improved performance. Quality and diligence in resourcing them is primary. Mere appointing 
well qualified or capable staff is not suffice. The organisation must possess the ability to trap their potentials 
and utilize it to the best of the organisation. The firms should frame sound HR policies enabling right job for 
the right person and right pay.  Beyond good pay there are certain things that soothe an employee.  
Motivation is one such determinant which could be in various forms. Their every attempt either trivial or 
significant needs to be addressed and appreciated by the management. The company should focus on 
employee training and development rather merely rating their rating and awarding as quoted by 
Edward Deming. The people should find scope for qualitative progression in the career. Employee 
empowerment and other democratic schemes do provide for such. And then a patriarchal approach 
insisting job security ensuring job security and well being of the employees is required to keep the 
employees contended. A good organisational structure will enable its people to have sound interpersonal 
relationship, a definite for self development in tandem with organisational development. Many 
organisations have tasted success diligently and prudently harnessing this live resource.    
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     Infosys Limited, an Indian multinational corporation that provides business consulting, information 
technology and outsourcing services is one such company with a remark of quality in terms of Manpower 
resourcing and development. 
 
The TQM principles at Infosys are summarised below 
 Scout the best with all required skills of communication, leadership, technical etc 
 Create an environment for continuous training and development 
 Check for various skills and abilities 
 Promote leadership and employee empowerment. 
 Check on labour turnover and keep them as satisfied as possible. 

 
      Yet another crucial task of any business is marketing of their products or services. It is the effectiveness 
of marketing determines the success. Marketing is no mere promotion or sales with numerical standards or 
targets. The real marketing starts with the consumers. A firm should design products for their customers 
rather creating customers for the products as ironically said in Better Mousetrap Fallacy by American poet 
Ralph Waldo Emerson. “Build a better mousetrap, and the world will beat a path to your door.” Businesses 
that have succeeded with such customer orientation include Instant foods and supplies, consumer 
home appliances, Android mobiles, hire taxi and many others.In this path of customer orientation, there 
begins continuous research and analysis of consumer behaviour, taste and preferences, changing cultures 
and comes out with innovative means of satisfying needs and wants. All cultural adaptations and 
transformations are results of the consumer centric approach. Marketing is a blend of multiple critical tasks. 
It includes appropriate branding, labelling, channelizing, content design and validation. 
The Hindustan Lever Limited, India’s one of the leading supplier of FMCG including detergents, soap, 
shampoo, deodorant, toothpaste, and other personal care items, and cosmetics. It is one of the firms with 
best and quality marketing practices. 
 
The Marketing insights of the company include 
 Thorough research of consumer behaviour, their needs, tastes and preferences 
 Validations of each and every step in marketing with cross functional teams 
 Prediction of competitors’ move and counter action 
 Maintenance of track record of sales, post sales behaviour and customer grievances 
 Prudent selection of appropriate medium, content, tools for advertising and record of post 

advertising effects. 
 
The above list is not exhaustive. There are several functions or areas in a business crucial to its success 
where quality is inevitable. Below is the list of few Indian firms with remarkable TQM practices in various 
business aspects 

Dimension of Quality Organisation Nature of business 

Quality as Infrastructure Mukand 
Stainless steel production 
company 

Quality as Systems Modi Xerox Ltd Casting of metals 

Quality as Manufacturing Ranbaxy Laboratories Limited 
an Indian pharmaceutical 
company 

Quality as After Sales Service Thermax 
Engineering company 
involved in energy and 
environment) 

Quality as Service HDFC 
Indian banking and financial 
services company 

 
 
THE DEMING PRIZE: 
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      In the honour of W. Edward Deming, the pioneer of Quality movement in Japanese companies who 
has contributed greatly to the TQM establishment in Japan, Deming prize is awarded to Japanese firms with 
sound and effective TQM practices. Later on the award covered even non Japanese firms. 
 
It was awarded to both individuals as well as organisation in honour of their contribution to the TQM base. 
Firms won Deming Prize for the year 2018 and earlier are as below 
 

Winners in 2018 Earlier  few Indian winners 
Aiphone Co., Ltd. (Japan) Sanden Vikas (India) Limited (2011) 
Indus Towers Limited (India) Tata Steel Limited (2008) 
OTICS Corporation (Japan) Krishna Maruti Limited, Seat Division (2005) 
Ocean's King Lighting Science & Technology Co., 
Ltd. (China) 

Rane Engine Valves Limited (2005) 

PT Komatsu Indonesia (Indonesia) 
Rane TRW Steering Systems Limited, Steering 
Gear Division (2005) 

JSW Steel Limited, Vijayanagar Works (India) 
Mahindra and Mahindra Limited, Farm 
Equipment Sector (2003) 

Sundram Fasteners Limited (India)  
Toyota Housing Corporation (Japan)  
Rane NSK Steering Systems Private Limited 
(India) 

 

 
CONCLUSION 
   A firm to be successful in this competitive era needs to be consumer oriented, proactive and also a cost 
cutter. To be unique in the market it has to be innovative in all the aspects. A synergy of sound planning, 
strategic implementation, financial strength and good organisational culture would enable it. There is 
a growing need for overall quality in the business which opens the door to the path of innovation and 
success. Quality is not a one-dimensional monotonous task to be achieved in a day or two. It pervades all 
throughout the firm.  All the members of the organisation right from top executive to a lay man must 
contribute to it.  It must be laid in the structural foundation of the organisation and must go in tandem with 
all other activities. It is undeniable that practising quality and innovation comes with a cost. Initially it may 
be cumbersome galloping huge money. But as it proceeds, a firm with quality as its vision and mission will 
bag the customer loyalty and capitalises it and will surely success in the long run. 
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ABSTRACT: CAPTCHA is an acronym that stands for Completely Automated Public Turing Test to tell that 
Computers and Humans are Apart. It is a computer program that distinguishes human from malicious 
automated program. CAPTCHA aims to prevent the abuse of online services from malicious attacks such as 
spammers and hackers. It is a test that’s easy for humans to solve but difficult for computers to do.  
Internet users have experienced different types of CAPTCHA tests in websites but the most common test the 
users would have solved in their day to day online transaction is Text based CAPTCHA.  
The main objective of this study attempts to analyse the usability, usability issues and user experiences about 
CAPTCHA and to examine the respondent’s attitude towards CAPTCHA. A standardized questionnaire was used 
to analyse the internet user’sexperience of CAPTCHA testsand their different opinions about CAPTCHA tests.100 
respondents were selected using random sampling technique to participate in thestudy. 

 

Keywords:CAPTCHA, internet users, user experience, attitudes 

 
1. Introduction 
The term ‘CAPTCHA’ was developed in the year 1997 at Carnegie Mellon University by engineers. Many 
Malicious programs access Websites illegally. One of the main issues of cyber security deals to identify 
whether the person accessing the website is a person or malicious automated program called as ‘Robot’. 
CAPTCHA was introduced to prevent the abuse of robots in websites and to protect the internet user’s day to 
day online transaction services. 
The most common CAPTCHA test works like the internet user have to identify the letters in the text box and 
have to decode it within a prescribed time limit and then, have to proceed with the further transactions. This 
test helps to identify that the user is a real person and not machine input.Initially this program was widely 
successful. 
CAPTCHA also plays a major role in the field of banking sector, audit firms, and railway enquiry sites such as 
booking tickets, checking PNR status and for online payments through websites. Since CAPTCHA prevents 
websites from robots it gained a high priority among internet users. The internet users frequently 
solveCAPTCHA while booking movie tickets, logging into Google, Gmail and also in AMAZON. So, therefore in 
a day almost 99% of people, who use internet, have experienced CAPTCHA and with frequent use people feel 
easier to solve the challenges.   
 
REVIEW OF LITERATURE 
A study was conducted by Gafni and Idan Nagar (2016) on Impact of CAPTCHA on user experience with and 
without learning disabilities. CAPTCHA was one of the most common tests to identify whether the person 
trying to access the website is a human or a robot. The objective of this study was to analyse how different 
types of CAPTCHA affect user experience with and without learning disabilities. Mean and standard 
deviation tools were used for the study. Another study was conducted by Gerardo Reynaga and Sonia 
Chiasson (2013) on the usability of CAPTCHAs on smartphones. This paper aimed to identify opportunities 
and guide improvements for CAPTCHAs on smartphones. Results of the study revealedthat there was user 
satisfaction problem onCAPTCHA schemes. Participants preferred schemes that involved quick, simple 
challenges with little distortion.Another study was conducted by Dr.ChatpongTangmanee (2013) on 
attitudes towards CAPTCHA. The main objective of the study was to analyse whether users have better 
understanding and awareness of CAPTCHA and to examine respondent’s attitude towards CAPTCHA. 
Another study was conducted by Jeff Yan and Ahmad Salah EI Ahmad (2008) on usability of CAPTCHAs. This 
paper discusses usability issues that should be considered and addressed in the design of CAPTCHAs. This 
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paper aims to understand what kind of issues should be addressed under this framework of CAPTCHA 
design to improve its usability. 
 
NEED FOR THE STUDY 
The need for the study is to protect online services, websites registrations, E-mail addresses from spammers 
and hackers. Websites should create more of user friendly CAPTCHAs so that the respondents find it easier 
to solve the challenges. 
 
OBJECTIVE OF THE STUDY 
The objective of the study is  
a) To analyse the usability, usability issues and user experiences of CAPTCHA 
b) To examine respondents’s attitude towards CAPTCHA 
c) To examine the relationship between the variables of usability, usability issues, user experience of 

CAPTCHA on Attitude towards CAPTCHA. 
 
RESEARCH METHODOLOGY 
The data was collected through questionnaire consisting of 100 respondents based on purposive sampling 
technique. The statistical tools used are percentage, mean, standard deviation, coefficient of 
variations,Skewness, Kurtosis and correlation. 
 

Reliability Test 
 

Cronbach's Alpha N of Items 
.786 40 

 
The sample collected has been first checked for the reliability using Cronbach’s reliability test with SPSS 
software for this study. The above table shows the value of Cronbach’s alpha is 0.786. As the value is more 
than 0.7 it is implied that the questionnaire was reliable. 
 
LIMITATION OF THE STUDY 
1. The application of the result is restricted to this study. 
2. Since the size of the sample is small the results cannot be generalised to the entire population. 
 
ANALYSIS AND INTERPRETATION 
 
1. DEMOGRAPHIC PROFILE OF RESPONDENTS 

Varaible Description Frequency Percentage 

AGE(YEARS) 

21-30 
31-40 
41-50 
51-60 

75 
14 
9 
2 

75% 
14% 
9% 
2% 

GENDER 
Male 

Female 
34 
66 

34% 
66% 

MARITAL 
STATUS 

Single 
Married 

Unmarried 

57 
37 
6 

57% 
37% 
6% 

QUALIFICATION 
Diploma 

Under graduate 
Post graduate and above 

5 
60 
35 

 

5% 
60% 
35% 

OCCUPATION 

Students 
Government 

Private 
Others 

29 
6 

60 
5 

29% 
6% 

60% 
5% 
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The survey was based on primary data collected through a questionnaire administered to the respondents. 
From the above data it is found that 75% of respondents are between the age group of 21-30years, 14% of 
the respondents are between the age group of 31-40while 9% of respondents are between 41-50and 2% fall 
between the age group of 51-60years. It is also found that 66% of the respondents are femaleand 34% of 
respondents are male. The table also shows that 57% of repondents are single,37% of respondents are 
married and 6% are unmarried. With respect to qualification,60% of the respondents are graduates and 
remaining 40% are post graduates and diploma holders. With respect to occupationthe highest percentage 
of respondents (60%) areworking in private sector followed by students and government sector and others 
with 29% 6% and 5% respectively. 
 
2. USABILITY OF CAPTCHA 
 

S.NO. Statements Mean S.D 
1. Visually comfortable 3.83 0.876 
2. Easy to efficient to recognise input 3.66 0.806 
3. Appropriate for wide application 3.71 0.742 
4. With Frequent use it gets easier 3.85 0.957 
5. Position will be positive 3.45 0.988 
6. Remember to solve challenges 3.71 0.890 
 OVERALL SCORE 3.701 0.497 

 
From the above table it is inferred that the mean and standard deviation for each item under usability of 
CAPTCHA. The mean is found to be the highest for ‘with frequent use it gets easier’ at 3.85 this means that 
respondents feel that with frequent use it gets easier in solving CAPTCHA test, followed by it ‘is visually 
comfortable’ at 3.83, which means that the respondents feel that it is very easier for them to decode 
CAPTCHA finally ‘position will be positive’ with the low mean of 3.45 means respondents feel that their 
position will be positive if they repeat that test. 
 
3. ISSUES IN USING CAPTCHA 
 

S.NO. Statements Mean S.D 
1. Understanding 3.31 1.160 
2. Unable to operate 3.46 1.217 
3. Will not perform actions 3.07 1.224 
4. Avoid working 2.78 1.210 
5. Images are difficult to identity 3.34 1.199 
6. Difficult for low vision people 3.75 1.028 
7. Tricky and many attempts have to be made 3.31 1.060 
8. CAPTCHA unnecessary in websites 3.25 1.113 
9. Takes time to do it 2.93 1.148 

10. Difficult and Unclear 2.78 1.124 
 OVERALL SCORE 3.198 0.599 

 
The above table shows the mean and standard deviation for each item under issues in using CAPTCHA. The 
respondents strongly feel that using CAPTCHA is difficult for people with low vision, as it has a highest mean 
value of 3.75. They also feel that the CAPTCHA makes them unable to operate and has a mean value of 3.46. 
The respondents feel the CAPTCHA is difficult and unclear, with the mean of 2.78. 
 
4. USER EXPERIENCE OF CAPTCHA 
 

S.NO. Statements Mean S.D 
1. Feeling protected while using CAPTCHA 3.91 0.922 
2. spending too much time 3.11 1.081 
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3. User friendly 3.73 0.930 
4. Something more comfortable instead of this test 3.36 1.049 
5. Easy to solve the challenges 3.69 0.917 
6. Websites would be more secure with CAPTCHA 3.82 0.978 
7. Nice test 3.7 0.979 
8. Easy and clear 3.72 1.005 
9. Takes short time to do it. 3.8 0.963 
 OVERALL SCORE 3.648 0.546 

 
The above table shows the mean and standard deviation for each item under user experience of CAPTCHA. 
The mean is found to be highest for “feeling protected while using CAPTCHA’ at 3.91 this means respondents 
feel protected while using CAPTCHA in websites. Followed by ‘websites would be more secure with 
CAPTCHA’ with the mean 3.82 this means that since CAPTCHA prevents from spammers and hackers 
respondents feel website will be secure with CAPTCHA finally ‘takes short time to do it’ with the mean of 3.8 
this means it is a simple test to prove that we are real person using the websites so therefore it takes very 
short time to do it. 
 
5. ATTITUDES TOWARDS CAPTCHA 
 

S.NO. Statements Mean S.D 
1. CAPTCHA method to others 3.56 1.057 
2. CAPTCHA is effective 3.72 0.899 
3. Confidence in CAPTCHA 3.44 0.998 
4. Decoding CAPTCHA 3.38 1.042 
5. Website creditability 3.56 0.946 
6. Comfortable working with websites 3.55 0.946 
7. Method suitable for smartphones 3.39 1.246 
8. Copyrighted content 3.72 0.943 
9. Background colour 4.05 0.925 

10. Appealing to solve challenges 3.71 0.987 
11. Use of colour in CAPTCHA 3.81 0.917 
12. Incorporate CAPTCHA 3.53 0.979 
13. Other better ways 3.43 0.956 
14. Made easier for low vision people 3.82 0.950 
15. Websites have capable CAPTCHAs 3.77 0.874 

 OVERALL SCORE 3.628 0.420 
 
The above table shows the mean and standard deviation of each item under attitude towards CAPTCHA. The 
respondents feel that the ‘background colour’ in the text based CAPTCHA is important and the mean is found 
to be highest of 4.05 Followed by ‘CAPTCHA should be made easier for low vision people’ with the mean of 
3.82 this means that respondents feel that CAPTCHA test should be easy to interpret by people with low 
vision. Finally ‘use of colour in CAPTCHA’ with the mean of 3.81 this means that use of colour can have an 
impact on its usability. 
 
6. CORRELATION TEST BETWEEN USABILITY, USABILITY ISSUES, USER EXPERIENCE OF CAPTCHA ON 
ATTITUDE TOWARDS CAPTCHA 
 

S.NO. Factor ‘r’value 
1. Usability of CAPTCHA 0.378** 
2. ISSUES IN USING CAPTCHA 0.037** 
3. USER EXPERIENCE OF CAPTCHA 0.650** 

 
From the above table it is inferred that various factors are related to attitude towards CAPTCHA 
(usability,usability issues and user experience) at 1% level of significance. Out of the above three factors 
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User experience(r value=0.650) is more highly correlated with attitude towards CAPTCHA. The reason 
behind this is the respondents feel that they are protected by malicious attacks like spammers and hackers 
in websites. Since CAPTCHA protects from these attacks it has a positive attitude towards respondents. 
Followed by usability of CAPTCHA(r value=0.378) and issues in using CAPTCHA (r value=0.037) 
 
7. SUMMARY TABLE 
 

S.NO. Factors Mean S.D C.V 
1 USABILITY OF CAPTCHA 3.70 0.497 13.43% 
2 ISSUES IN USING CAPTCHA 3.198 0.599 18.7% 
3 USER EXPERIENCE OF CAPTCHA 3.648 0.546 14.96% 
4 ATTIUDE TOWARDS CAPTCHA 3.628 0.420 11.57% 

 
From the above table it is inferred that most of the respondents have experienced CAPTCHA. So therefore all 
the factors concluded that CAPTCHA is importantin websites to prevent the attack from malicious 
automated program. So in order to protect respondents from malicious attacks like spams and hacks 
CAPTCHA is mandatory for websites. 
 
8. TABEL SHOWING NORMAL DISTRIBUTIONS VARAIBLES 
 

S.NO.  
Usabilityof 

Captcha 

Issues in 
Using 

Captcha 

User Experience 
of Captcha 

Attituse 
Towards 
Captcha 

1. SKEWNESS .147 -.495 -.454 .260 
2. KURTOSIS -.189 .384 .453 .716 

 
Skewness is nothing but a measure of the symmetry in a distribution. If the Skewness is less than -1 or 
greater than 1, the distribution is highly Skewed and if Skewness is between -1 and -0.5 or between 0.5 and 
1, the distribution is moderately Skewed as the values in the table are for usability of CAPTCHA (.147), issues 
in using CAPTCHA (-.495), user Experience (-.454) and Attitude towards CAPTCHA (.260) . So therefore the 
distribution is moderately skewed.  
Kurtosis refers to the pointedness of a peak in the distribution curve or the degree of peakedness in the 
frequency distributionindices for acceptable limits of -2 and +2 in order to prove it is normally distributed as 
the values in the table are for usability of CAPTCHA (.-189), Issues in using CAPTCHA (.384), User Experience 
(.453), and Attitude towards CAPTCHA (.716)the values are acceptable. So therefore both Skewness and 
kurtosis are normally distributed. 
 
9. AREAS WHERE CAPTCHA IS USED 

S.NO. Factor Frequency Percentage 
1 Online transaction services 72 72% 
2 E-mail 14 14% 
3 Social Network 14 14% 

 
From the above table the respondents had to tick the areas where they have used CAPTCHA. Of which 72% 
of respondents have used CAPTCHA in their day to day online transactions, followed by 14% of the 
respondents have used CAPTCHA through E-mail and remaining 14% of respondents have used CAPTCHA 
through frequent use of social network. 
 
10. TIME SPENT ON SOCIAL NETWORK 

S.NO. Factor Frequency Percentage 
1 1-2hours 41 41% 
2 2-3hours 19 19% 
3 3-4hours 16 16% 
4 Above 4hours 24 24% 
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The above table shows how frequently the respondents spent time on social network among these 41% of 
the respondents spent time on social network for 1-2hours followed by 24% of respondents spent time on 
social network for more than 4hours. Remaining 19% respondents spent time on social network for 2-
3hours and 16% from 3-4hours. 
 
CONCLUSION 
The study concluded that CAPTCHA in this modern era is mandatory in websites. Internet users feel that 
with frequent use of CAPTCHA it becomes very easy to solve the challenges. As the respondents experience 
CAPTCHA on their day to day online transactions theyfeel much protected and comfortable experiencing the 
test.  
To prevent online services, websites, logging into e-mail CAPTCHA is necessary since the respondents use it 
frequently they feel CAPTCHA is effective method to prevent from malicious automated program. Future 
research can be concentrated on implementing CAPTCHA method that needs to be made easier for low 
vision people as they find CAPTCHAs difficult to decode. 
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ABSTRACT: Every organisation has its own distinct Organisational Culture that is fundamental for the identity 
of employees and the image of the organisation.It is well known that Organisational Culture is an important 
determinant for guiding employees’ behaviour, since the human resources are influenced by the culture in which 
they are in.Organisational Culture is a pattern of basic assumptions that are taught to new personnel as the 
correct way to perceive, think and act on a day to day basis.This study mainly aims to: 
 Describe the concept ofOrganisational Culture. 
 Discuss the necessity of flexible Organisational Culture in the development of innovative attitude among the 

human resources. 
 Identify the process of changing the Organisational Culture.  
One of the important characteristics of Organisational Culture is the innovation and risk taking - the degree to 
which employees are encouraged to be innovative to take risks. A flexible Organisational Culture can lead to the 
continuous innovative attitude of knowledgeable employees to cope with changes. To develop the innovative 
attitude, the employees should amply demonstrate a certain degree of flexibility in terms of thinking, approach 
and outlook.A positive culture change emphasises building on employee strengths, rewards individual vitality 
and growth. 

 

Keywords:Human Resources, Organisational Culture, Flexibility, Innovative Attitude 

 
1. Introduction 
Today’s organisational environment has become a rapidly changing, globally competitive and quality 
oriented environment due to the current trends of globalisation and technical advancements. The 
empowerment of creative and innovative human resources provides the competitive key for the betterment 
of employees, organisational enhancement and the development of the society. The value addition to the 
organisations by its employees highlights their importance towards theoverall development of individuals 
and as well as the organisations. Sinceorganisations are different and the ways things work also are not 
always the same in different organisations. This insight has led to the use of the concept of “Organisational 
Culture”. It is well known that Organisational Culture is an important determinant for guiding employees’ 
behaviour, since the human resources are influenced by the culture in which they are in. Every organisation 
has its own distinct Organisational Culture that is fundamental for the identity of employees and the image 
of the organisation.The business world is moving around on the three guiding forces – globalisation, 
liberalisation and modernisation. A FlexibleOrganisational Culture is the need of the hour for developing an 
innovative attitude among the human resources for rapid technological development, change of 
management, style of functioning and performance of manpower to keep in pace with the above trend.   
 
OBJECTIVES OF THE STUDY 
This study mainly aims to: 
 Describe the concept ofOrganisational Culture. 
 Discuss the necessity of flexible Organisational Culture in the development of innovative attitude among 

the human resources. 
 Identify the process of changing the Organisational Culture. 
 
METHODOLOGY 
This study is based on the secondary data collected from various books, journals and articles.  
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Organisational Culture – A conceptual framework 
Early in 1960s, as a result of large American Conglomerate- all businesseswere classified as big business and 
all other businesses should grow big as soon as possible producing mass products for mass markets 
(Chandler 1962). Later in 1970s, the Japanese culture was much suited for industrial production (Morgan, 
1986 and Jaffee, 2009). According to researchers, Peter and Waterman successful companies possessed 
certain characteristics such as a basis for action, close to the customer, autonomy and entrepreneurship, 
productivity through people, value driven, simple form, etc. Edgar Schein defines Organisational Culture as 
“a pattern of basic assumptions – invented, discovered or developed by a given group as it learns to cope 
with its problems of external adaption and internal integration – that has worked well enough to be 
considered valuable and therefore, to be taught to new members as the correct way to perceive, thinkand 
feel in relation to these problems”.  
Fred Luthans considers Organisational Cultureas a pattern of basic assumptions that are taught to new 
personnel as the correct way to perceive, think and act on a day to day basis. Organisational Culture could be 
a dominant culture or a sub culture. Dominant culture is a set of core values shared by a majority of the 
organisation’s members. For example, at Hewlett Packard, most of the employees share a concern for 
innovativeness, product quality and responsiveness to customer needs. Sub culture is a set of values shared 
by a small minority, of the organisation’s members. They are a result of problems or experiences that are 
shared by members of a department or a unit.  
 
The three important characters of Organisational Cultures as explained by authors Angelo Kinicki and 
Robert Kreitner are: 
 Organisational Culture is passed on to new employees through the process of socialization.  
 Organisational Culture influences our behaviour atwork. 
 Organisational Culture operates at different levels.  
 
Stephen P. Robins is of the view of that one of the important characteristics of Organisational Culture is the 
innovation and risk taking- the degree to which employees are encouraged to be innovative to take risks.  
The various steps involved in the development of Organisational Culture are – the founder conceives the 
idea of the new enterprise, he brings key people to create a group that sharesa common vision with the 
founder and all within this core group believe the idea of the founder, the core groupbegins to create the 
organisation by raising funds, obtaining patents, buildings, etc. and finally at this point other people are 
brought into the organisation and the history begins to be built. Dr.Oluwafemic postulates that 
Organisational Culture forms a collective identity that helps its members associate themselves with the 
organisation’s practices, and feel themselves a part of its success. He also suggests that understanding and 
knowing the culture of the organisation can help managers to understand how to manage the intensity and 
commitments of the employees to its core values and culture.  
 
Why the Organisational Culture should be flexible? - An overview 
The major changes taking place currently in the business world are: free movement of capital, easy 
availability of technology, free information flow, globalisation and emphasis on quality and business are 
becoming service- oriented. All these changes have the direct impact on the functioning of the organisations. 
A flexible Organisational Culture can lead to the continuous innovative attitude of knowledgeable employees 
to cope with changes. When information about the people in organisation is known i.e., what they think, 
what they believe in, what expectations they have and so on we have a better understanding about an 
organisation. In the case of Scandinavian Airlines, 2007, when the CEO of the organisation wanted to change 
the organisational culture, he wanted to do that by changing belief systems, values etc., in the company. It 
was not about investing in new technologies or marketing, etc., but it was about making employees think 
differently.  
Adapting to the company’s culture is an important aspect in fostering innovative attitude i.e., making oneself 
become accustomed to diverse facets of company culture like communication models, hierarchy, dress code 
if any, work room and most importantly, operational and performance means of the superior and colleagues. 
Sometimes, it becomes necessary for an organisation to determine that its culture has to be changed. For 
example, the current environmental context undergoes drastic changes and either the organisation must 
adapt to these new conditions, or it may not be able to survive. Therefore, today the organisations must have 
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a culture that learns and anticipates change.The eight importantrelevant values to be kept in mind while 
changing the organisational culture are openness, trust, proactivity, autonomy, collaboration and 
experimentation. Innovation and change is decided by the factors such as who initiates change, how change 
and innovations are perceived and how change is implemented, which are critical in establishing the 
Organisational Culture.  
 
The process of changing Organisational Culture: 
Whenever the organisation’s environment is undergoing rapid change, the shared values are no longer 
relevant as the entrenched culture may not be appropriate. Earlier, the key factors for consideration for 
mergers and acquisitions are financial advantages and product synergy and in recent years, the cultural 
compatibility has become the primary concern. When an organisation’s survival is under a threat, members 
of the organisation respond to the efforts made to change the culture. Flexibility could be adopted in the 
observed behavioural regularities, norms i.e., the standards of behaviour, guidelines on work, 
therulesrelated to the organisation and its dominant values.  
A thorough analysis to be made to understand the problems faced by the management and the employees. 
The effective communication and conceptualising method will help to understand the management and its 
employees in a better way so as to propose proper actions. The key factor to be kept in mind is that the 
change process should be continuous. To develop the innovative attitude, the employees should amply 
demonstrate a certain degree of flexibility in terms of thinking, approach and outlook. Such aspects of 
culture like the language, stories, rites, rituals and sagas can be modified by the management. The changes 
can be in the lessons to be drawn from common stories, can interpret situations in new ways and can adjust 
the meanings attached to important corporate events. They can also create new rites and rituals and the long 
run benefits of such change would be great. Some of the barriers that can be faced while moving to a new 
culture are: entrenched skills, staff relationships, roles and structures that work together to reinforce 
traditional cultural patterns.  
 
The following steps and management actions may lead to change over time, in spite of the resistance to 
change the Organisational Culture: 
 Assess the current culture, set realistic goals, recruit outside personnel with industry experience to 

interact with the organisational personnel, make changes from top to bottom, so that message is 
consistently delivered to all, include employees in the culture change process whenever the changes are 
made in rules and processes. Remove all that remind the previous culture, move quickly to build new 
culture andstay the course. 

 Such management actions like initiating new stories and rituals, selecting and promoting employees to 
espouse the new values, changing the reward system to support new values may lead to change the 
organisational culture.  

 
CONCLUSION 
The role of Human Resourcesin the current period is sure to grow in scope and importance. The key to this 
growth is how well the employees can be helped to make better contributions to their organisations. It is 
through their contribution, that an organisation prospers and as well as the individuals and the society. The 
positive attempts made by the management to understand the employees and assist them in developing 
their perceptions of their work by changing the Organisational Culture is of utmost importance. In some 
cases, the organisations find that they must change their culture to remain competitive and survive in the 
environment. A dynamic climate is created through the cumulative efforts of the management, technology 
and initiatives from the employees themselves. Working together towards a change facilitates the creation of 
new ethos. An employee who encounters flexible organisational culture will think about doing a good job 
and will believe that others would support his success. Also, such personnel feel more comfortable 
collaborating with customers. A positive culture change emphasises building on employee strengths, 
rewards individual vitality and growth. To conclude, when organisations attempt to change, they must be 
careful not to abandon their roots and also their core and distinctive competencies. 
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ABSTRACT: Modern world is characterized by quality driven, value added, eco friendly, volatility and cost 
sensitive products and services that cater to the requirements of customers and business houses today. As 
change is the order of the day, every enterprise make attempts to satisfy their stakeholders by creating value in 
terms of innovation, strategic decisions, etc. The term Innovation encompasses creativity, imagination, research, 
New ideas, design, improvements, problem solving and Analysis. Metamorphosis stands for stages of growth 
required for transformation. Innovative metamorphosis aims to bring changes in the existing pattern by new 
ideas, strategy, thought process & unique technique resulting in overall organizational excellence. The Institute 
of Cost and Management Accountants is established with the objective of bringing the best professionals 
referred as “Cost & Management Accountants”. It empowers the CMAs in terms of knowledge, skills and attitude 
so as to bring the world class professionals to apply innovative ideas or practices in their profession by unique 
curriculum, advanced study programmes, industry institution interface, collaborative programmes, Cost 
convention/workshops/webinars, professional development programmes for updating, etc., CMAs perform key 
services such as project appraisal, business valuation, Financial analysis, performance management, strategic 
management for competitive advantage, Model Building, Business Integration, TQM, CSR, Supply Chain 
Innovation, etc. to  deliver competitive advantage and market  leadership. This article aims to identify and 
highlight the important conceptual shift of CMA that strengthen their role in industry and business 
organizations and emerging trends in management accounting profession that adds more value and 
performance excellence for organization. 

 

Keywords:Innovation – Metamorphosis -   Strategy - Performance -   Optimization 

 
1. Introduction 
Making organizations ready to contend is the motivation behind Strategic Management. Strategic Plans 
include distinguishing benchmarks, realigning resources and positioning the resources for deployment of 
goods and services. Strategic Management requires a promise to vital arranging, which speaks to an 
association's capacity to set both short-and long term objectives, at that point deciding the choices and 
activities that should be taken to achieve those objectives to  identify necessary processes, resource 
allocation and to support their core competencies. Performance management is a continuous process of 
identifying, measuring and developing performance in organizations by linking each individual’s 
performance and objectives to the organization’s overall mission and goals. Performance management 
focuses mainly on the achievement of results. Enterprise performance management refers to the 
amalgamation of various methods such as strategy maps, balanced scorecards, performance measures, 
Activity -based budgeting, lean management, and customer relationship management to attain the top level  
team’s strategy, develop control, and increase financial profits through enhanced decisions.  
 The success of each and every organization depends upon a skilled, dedicated and committed workforce. It 
also depends on the quality of information made available to the management. All such attributes are 
possessed by the CMAs. CMAs can work in any situation and suggest the right kind of costing systems. In 
some of the Companies CMAs are occupying the position of Chairman & Managing Director, Director 
(Finance), Board of Directors, Chief Financial Officer (CFO), Chief Internal Auditor, General Manager and 
other senior positions. The activities of Cost and Management Accountants include development of new 
product costing, operations research, business driver matrices, sales management score carding, and 
product profitability analysis apart from reporting to organization’s finance departments. Thus it has dual 
accountability to both finance and business team. Benchmarking and assessment of competitiveness for 
different industries requires cost data. Competition Commission has been continuously seeking cost data for 
many sectors. Cost  information plays a critical role in transfer pricing, predatory pricing, fixation of margin 
of dumping for the purpose of levying anti-dumping duty, free trade agreement, consumer protection, 

https://searchcio.techtarget.com/definition/resource-allocation
https://searchcio.techtarget.com/definition/resource-allocation
https://searchcio.techtarget.com/definition/resource-allocation
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revival of sick companies and corporate governance. CMAs are professionally competent enough to frame 
effective strategies for risk assessment, risk evaluation, risk treatment and risk reporting. 
This article discuss the role of CMAs in Strategic and Performance Management that forms a key part of 
innovative ideas or strategy to excel the organization towards Market leadership and Competitive 
advantage. 
 
REVIEW OF LITERATURE 
Charles Tilley, May 2017, IFAC Professional Accountants in Business Committee Chair, on topic “Developing 
a future ready profession” stated that the impact of both technology and the changing risk environment is 
effecting the future profile of accountants in business. They will continue to carry out core roles, including 
stewardship, control, and strategic direction. But they face a fast-changing environment driven by digital 
disruption and emerging risks and opportunities. He highlighted the necessary traits such as visionary 
leadership, adaptability, Innovativeness and effective communication for a successful Management 
Professional. 
CMA Dr.Bhabatosh Banerjee and CMA Dr.Debaprosanna Nandy, June 2017,  In the Journal of “The 
Management Accountant” issue, presented a research paper on “The role of Institute of Cost and 
Management Accountants In developing Cost and Management Accounting profession in india”, to identify 
the whether the professional body of members developed by the Institute are equipped well enough to 
discharge their functions in the context of needs of the economy, to study the role of CMA in “Make in india” 
& “Skill India” programmes, etc. 
Gary Cokins, April 2016 in “EDPACS the EDP audit, control and security newsletter” ·, pointed out 7 major 
trends in Management Accounting for competitive advantage and strategic leadership out of which 
Enterprise performance management, Predictive accounting, Business Analytics, managing Information 
technology plays a major role in transforming the profession of Management Accountants towards 
excellence of organizational operations. 
Partha Sarathi Senapati &  Mr. Jiban kumar Parida, MAY 2015,in Zenith International Journal of 
Multidisciplinary Research, on the topic “Sustainability: a case study of Tata consultancy services ltd.” tries 
to  study the changing trends in IT sectors and the efforts made by the IT companies to achieve sustainability 
with a case study of TCS ltd.  The three pillars of corporate sustainability initiatives of TCS such as 
sustainable operations, corporate social responsibility and solution for its customers are recognized for 
achieving sustainable growth and resulted in improved Triple Bottom Line. 
 
OBJECTIVES OF THE STUDY 
 To study the effect of Indian Companies Act 2013 on the scope of Cost and Management Accountants by 

identifying the emerging opportunities in the profession of CMA. 
 To understand the Industry academia interface/collaboration for effective Curriculum and extra 

curriculum factors for meeting the challenges in the profession. 
 To analyze the role of Cost and Management Accountants serving in various capacities with respect to 

existing area of services and emerging scope of profession. 
 
HYPOTHESIS OF STUDY 
Ho (A) : There is no significant association between the Provisions of companies Act2013 and the emerging 
opportunities for CMA professionals. 
 
Ho (B) : There is no relationship between present level of curriculum and co curriculum standards and 
present status of CMA in strategic performance management. 
 
Ho ( C ): The present level of Management positions and current area of expertise of CMA are not related to 
the Scope of Strategic  management operations of an enterprise. 
 
RESEARCH METHODOLOGY 
The research is applied and analytical in nature to study the relationship between various attributes such as 
Provisions of companies Act, present occupational level of CMA, Level of Management they represent, 
Curriculum/Co-curriculum factors, existing field of operations of CMA and the scope and sustainability of 
CMA profession. 
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Method of collection of data: 
Primary data is collected from the Cost& Management accountant either in person or through mailed 
questionnaire depending on the availability of respondent s time. 
 

S.No Type of Members Count 
1 Practicing 54 
2 Employment 38 
3 Business 10 
 Total 102 

 
Data Analysis and Interpretations 
 
Hypothesis Ho (1): There is no significant association between the Provisions of companies Act2013, 
Occupational status and the emerging opportunities for CMA professionals. 
Regression Analysis 
 

Table 1:Variables Entered/Removedb 
 

Model Variables Entered Variables Removed Method 
dimension0 1 Present occupational status 

Provisions of Companies 
Act 

. Enter 

a. All requested variables entered. 

b. Dependent Variable: Scope of CMA 

 

Table 2:Model Summary 

 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
dimension0 1 .238a .057 .038 6.599 
a. Predictors: (Constant), Present status, Provisions of Companies_Act 

Table 3:ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 
Regression 259.102 2 129.551 2.975 .036a 

Residual 4311.692 99 43.552   
Total 4570.794 101    

a. Predictors: (Constant), Present_status, Provisions_of_Companies_Act 

b. Dependent Variable: Scope_of_CMA 

 

Table 4: Coefficientsa 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 37.509 2.291  16.370 .000 
Provisions of 

Companies_Act 
1.358 .649 .205 2.093 .039 

Occupational_status .860 .762 .110 1.129 .026 
a. Dependent Variable: Scope_of_CMA 
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INFERENCE 
The analysis made on the parameters involved from the  above Table 1 -4, revealed that the scope of CMA is 
significantly associated with the provisions of companies Act 2013 and the occupational position of CMA as 
the p value is less than .05. 
 
Scope of CMA  = 37.509 + 1.358 * Provisions of Companies Act  + .860 * Occupational status 
 
HYPOTHESIS Ho (B1) : There is no relationship between present level of curriculum and co curriculum 
standards and Scope of CMA in strategic performance management. 
 

Table 5:ANOVA 
 

 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

Curriculum_Factors 

Between 
Groups 

974.019 21 46.382 6.497 .000 

Within Groups 571.157 80 7.139   
Total 1545.176 101    

Extra_Curriculum_Factors 

Between 
Groups 

1017.710 21 48.462 5.044 .000 

Within Groups 759.062 79 9.608   
Total 1776.772 100    

 
INFERENCE 
From the above Table 5,  it is inferred that standards of curriculum and Extra curriculum factors are well 
significant to the scope of CMA profession and existing area of expertise. 
 
Ho ( C ): The present level of Management positions and current area of expertise of CMA are not related to 
the Scope of Strategic  management operations of an enterprise. 
 
Level of CMA and Emerging Areas of Profession – 1.GST Audit 
 

Table 6 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 20.710a 12 .035 

Likelihood Ratio 27.287 12 .007 
Linear-by-Linear Association 5.574 1 .018 

N of Valid Cases 102   
a. 12 cells (60.0%) have expected count less than 5. The minimum expected count is .04. 
 
Level of CMA and Emerging Areas of Profession – 2.CSR Reporting 
 

Table 7 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 27.983a 12 .006 

Likelihood Ratio 31.289 12 .002 
Linear-by-Linear Association 3.068 1 .080 

N of Valid Cases 102   
a. 11 cells (55.0%) have expected count less than 5. The minimum expected count is .25. 
Level of CMA and Emerging Areas of Profession – 3.Strategic Cost Mgmt 
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Table 8 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 14.896a 12 .047 

Likelihood Ratio 16.679 12 .162 
Linear-by-Linear Association 1.343 1 .247 

N of Valid Cases 102   
a. 11 cells (55.0%) have expected count less than 5. The minimum expected count is .10. 
 
Level of CMA and Emerging Areas of Profession – 4.Environmental Audit 
 

Table 9 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 25.700a 12 .012 

Likelihood Ratio 25.832 12 .011 
Linear-by-Linear Association 2.002 1 .157 

N of Valid Cases 102   
a. 12 cells (60.0%) have expected count less than 5. The minimum expected count is .20 

Level of CMA and Emerging Areas of Profession - 5. Integrated Reporting 

Table 10 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 20.642a 12 .036 

Likelihood Ratio 23.255 12 .026 
Linear-by-Linear Association 9.249 1 .002 

N of Valid Cases 102   
 
Level of CMA and Emerging Areas of Profession – 6.Alternate Dispute Resolution 
 

Table 11 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 49.946a 12 .000 

Likelihood Ratio 39.010 12 .000 
Linear-by-Linear Association 6.550 1 .010 

N of Valid Cases 102   
a. 14 cells (70.0%) have expected count less than 5. The minimum expected count is .16. 
 
Level of CMA and Emerging Areas of Profession – 7. Business Valuation 
 

Table 12 
 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 14.424a 6 .025 

Likelihood Ratio 13.946 6 .030 
Linear-by-Linear Association 1.380 1 .240 

N of Valid Cases 102   
a. 4 cells (33.3%) have expected count less than 5. The minimum expected count is .49. 
 
 
 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 107 

INFERENCE 
From the above Table 6 to 12, it is observed that there exists a strong significance between the Level of 
Management CMA represent and the Strategic side of business management such as GST Audit, Corporate 
Social Responsibility Reporting, Strategic cost Management, Integrated Reporting, Alternate Dispute 
resolution and Valuation of Business, as the p value is less than 0.05. 
 
FINDINGS AND SUGGESTIONS 
The following are the research finding based on notable observations: 
 The recent provisions made in the Companies Act 2013 has widened the scope of Cost and Management 

Accountant profession by bringing much opportunities in the area of Business Analytics, Insolvency and 
Bankruptcy Procedures, Concurrent Audit, Foreign Trade related certifications, Corporate Social 
Responsibility (CSR) Audit, Integrated Reporting, Financial Assets Valuation, etc., 

 The Institute of Cost and Management Accountants made significant improvements in framing the 
syllabus to include Management decision making oriented subjects and Operations related areas to 
enhance the level of knowledge required for meeting the challenges of industry. 

 CMAs from different levels of Management endeavor their best to adopt innovative ideas or process for 
organsational excellence in terms of resource allocation and utilisation. 

 
The following are the suggestions: 
 CMAs need a shift in their mindset to perform modern management audits and services apart from 

conventional areas of expertise such as Cost Audit, Stock Audit, Statutory filing, etc. 
 More professional development programmes are required to cater the emerging requirements of 

business and industry. 
 
CONCLUSION 
From the above analysis it is strongly felt that the CMAs are engaged actively in transforming the business 
through exploring various opportunities to keep pace with  merging global trends such as Enterprise 
Performance Management, Business Analytics, predictive accounting, strategic cost management, etc. that 
paves the way for organizational excellence. Their role is certainly expanding from cost accountant to 
Management Accountants encompassing the different levels of Managerial positions and contributing to 
value added services for sustainable development of organizations. The institute of CMA takes qualitative 
steps for enhancement of CMA profession by effective industry institution collaboration and skill 
development oriented programs.   
 
LIMITATIONS OF THE STUDY 
The study is limited to select samples distributed in chennai city and members of Institute of Cost and 
Management Accountants only. Further research can be made to cover members of  CIMA and IMA  in 
practice and employment. 
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ABSTRACT: Innovations is the process of putting new ideas into action.  The ideas have little value until they 
are converted into new products, services, or processes.  Invention is  creation of something new which results 
new knowledge.   Innovation, therefore, is the transformation of creative ideas or resources  into useful 
applications which results new products, services or processes.  Thus Ethical issues are inevitable in innovation. 
Business  enterprises employ resources that are not for their exclusive use; and the impact of their work-both 
positive and negative, is felt across the various spectrums of society.The social dimensions of business ethics 
cannot be overlooked because many problems arise from the relationship of business to the broader society.  
Ethical considerations are important for managers to caring attitude towards self and others.  An European  
union has defined corporate social responsibility:  “CSR is a concept whereby companies integrate social and 
environmental concern in their business operations and in their interaction with their stakeholders on a 
voluntary basis.”  The aim of social responsibility is to create higher and higher standards of living, while 
preserving the profitability of the corporation for its stakeholders, both within and outside the corporation.  To 
demonstrate good business citizenship, firms can report compliance with a number of CSR standards.  Social 
audit is an audit on the social responsibility activities.  Audits are done in many situations. 

 

Keywords:Innovation - Corporate social responsibility (CSR) - ethics. 

 
1. Introduction 
Innovation is the process of doing new things. Innovations may also be repetition of the same idea but at 
different places and settings.  An innovator is different from an inventor.  While the inventor sees the 
possibility of new relationship between aspects of existing world, an innovator (business man) makes the 
relationships.  In respect business innovations may be in the area of new product; new methods of 
production; opening of new markets; new source of supply of raw-material and creation of new type of 
industry and enterprises.   
Innovations is the process of putting new ideas into action.  The ideas have little value until they are 
converted into new products, services, or processes.  Invention is  creation of something new which results 
new knowledge.   Innovation, therefore, is the transformation of creative ideas or resources  into useful 
applications which results new products, services or processes.Innovation requires behaviour which is 
socially desirable even if not legally binding.  Thus Ethical issues are inevitable in innovation. 
 
The role of Business in society 
Business is a vital organ of the society, catering to its ever-growing needs.  Similarly business has certain 
expectations on society, the society also has a right to expect business to behave in responsible manner and 
to assume certain social obligations.  Business  enterprises employ resources that are not for their exclusive 
use; and the impact of their work-both positive and negative, is felt across the various spectrums of 
society.When business uses society’s resources to make profits and depends on it for its functioning, it is the 
responsibility of the same business to give back to the society something to enhance the latter’s welfare.   
The affected society  may or may not be directly connected to the company’s field  of activities, e.g., it can be 
the local community or the society at large. 
 

Index of Industrial production (Cumulative indices April – November) sector-wise 
 

Items 2012-13 2016-17 2017-18* 
Mining 91.8 95.5 98.4 

Manufacturing 102.6 119.3 123.0 
Electric 103.9 143.1 150.5 
General 101.1 117.8 121.6 

*Provisional source: Annual Report 2017-18. 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 109 

Business Ethics 
The study of behaviour and morals in a business situation is Business ethics.  Modern society is an industrial 
society in whichEthical issues are inevitable in business.Business ethics may be defined as a set of moral 
standards which people owning and managing business are expected to follow.According to W.H.  Shaw, 
“Business ethics is the study of what constitutes right or wrong, good or bad human conduct in a business 
context.”  Ethical standards may change over time and differ from culture to culture. 
 
The main elements of business ethics are values, rights and duties.  
1.  Values are the moral beliefs held by an individual, an organisation and a society.   
2.  Rights are the claims of the individual or organisation. 
3.  Duties are the obligations of a person or an organisation. 
 
Importance of Ethics in Business 
The social dimensions of business ethics cannot be overlooked because many problems arise from the 
relationship of business to the broader society.  Ethical considerations are important for managers due to 
the following reasons: 
1.  For every individual job is the centre of life so job gives values and happy. 
2. Business values become the values of the society as a whole. 
3. The real motivating factors are the moral  and social  considerations which must be taken care by 

business executive. 
4. When an organisation fails to behave in accordance with the social expectations, it may lose not only its 

image and market share but its very right to exist. 
5. A  manager  is expected to serve as a trustee of various social groups.  As the trustee, he must observe 

the ethical values of the society. 
 
SOCIAL RESPONSIBILITY 
Social  responsibility refers to the actions that corporates are obliged to take to improve the welfare of the 
society.  Social responsibility is also done in totally diverse  areas, the idea is that business are obliged to 
take actions, which protect and improve the welfare of a society as a whole, along with their own interest.   
The relationship between creativity , innovation and implementation  is a tool to start Corporate Social 
Responsibility of Opportunity exploitation,Creative ideas, Cre-innovative sphere, Innovation, 
Implementation, Opportunity exploitation, Starting a business, Growing the business.The social 
responsibility of business assumes the form of a keen social sensitivity, social orientation and social 
perspective.  
 
ECONOMIC PERSPECTIVE 
The corporate sectors provide vast employment to the society by starting new industry they are becoming 
inspiration for others to start similar industry there by avoiding unemployment problem and generating 
interest in entrepreneurship.  Industries contributing to the economic growth through better national 
income as wealth of the people increases which is shown in below table. 
 
Annual Survey of  Industries  in India (Factory Section) 2013-2014 
 

(Value in ‘Ten Million, others in number) 
 

Items India 
Number of factories 2,24,576 

Invested Capital 33,84,555 
Number of workers 1,04,44,404 

Total persons engaged 1,35,38,114 
Wages to workers 1,26,496 

Total Output (value in Ten Million) 65,55,251 
Source :  Annual Survey of Industries 2013-14.  
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              The above table shows the economic prospective of corporate sectors working i.e., 2,24,576 number 
of factories in India, their invested capital as Rs. 33,84,555 of money with 1,04,44,404 number of workers, 
manufactured 65,55,251ten million tonnes of total output, with wages of Rs. 1,26,496 in 2013-14. 
 
Elements of Social Responsibility 
 Recognition and acceptance of the consequences of each action and decision one undertakes. 
 Caring attitude towards self and others . 
 Sense of control and competence. 
 Recognition and acceptance of individual and cultural diversity. 
 The ability to be open to new idea, experiences and people. 
 Understanding of the importance of volunteering in social and community activities. 
 Ability to engage in experimentation with various adult roles. 
 Development of leadership, communication, and social skills. 
 
Innovation Process and Corporate social Responsibility 
The success of innovation also depends on translation of creative idea into a useful application like  
1. Analytical planning : Analytical planning in innovation helps to identify the product design, Market 

strategy and financial need. 
2. Organizing resources :  Innovation process helps to obtain materials, technology, human resources, and 

capital which is required for business. 
3. Implementation : The applicability of innovation process based on the implementation of ideas to 

accomplish the organization, product design manufacturing services. 
4. Commercial application : Innovation helps to consider the value of customers, rewards for employees, 

revenues for investors, satisfaction for founders. 
 
Growth of sales, profits & capacity utilisation for the corporate sector (%) 
 
 

Items 2016-2017 2017-2018 
 Q1 Q2 Q3 Q4 Q1 Q2 

Sales -1.0 3.7 4.9 10.2 8.9 9.5 
Profits 28.8 27.5 57.5 22.2 -33.6 -4.0 

Capacity Utilisation 71.7 72.0 71.0 74.6 71.2 - 
Q1,Q2,Q3,Q4 – Quarterly estimates. 
Source: Economic Survey 2017-18. 
 
The above table shows sales, profits and capacity utilisation of corporate sector for 2016-2018.  The sales, 
profits and capacity utilisation is more in the year 2016-17 as 10.2%,22.2% and 74.6% respectively, 
compared to 2017-18 as 9.5% of sales, -4.0 of profits and capacity utilisation is not available. 
 
Corporate Social Responsibility or CSR 
The innovative relationship between business and society has become an important part of the business 
environment which is known as Corporate Social Responsibility.  Holme and Watts(2005: 20) have defined 
CSR as , “ a 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.”  CSR as it is often referred to , and can be defined in many ways and from various 
perspectives- 
1. The responsibility to profitability serve the employees, society and customers in an ethical and lawful 

manner. 
2. An organisation’s obligation to maximise its positive impact and minimise its negative impact on the 

society. 
3. The concept that business should be actively concerned with the welfare of society at large. 
4. A business’s collective code of ethical behaviour towards the environment, its customers, its employees 

and its investors. 
5. Ethical obligations to customers, employees and the general community. 
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The Strategic Innovation of Corporate Social Responsibility 
An European  union has defined corporate social responsibility:  “CSR is a concept whereby companies 
integrate social and environmental concern in their business operations and in their interaction with their 
stakeholders on a voluntary basis.”  The aim of social responsibility is to create higher and higher standards 
of living, while preserving the profitability of the corporation for its stakeholders, both within and outside 
the corporation. 
 
Stakeholders inside the company 
1. Human Resource Management:  Corporate deals with the responsibility of work place-related issues 

such as salaries, timely disbursal of wages, administration of benefits, issues related to working hours, 
and quality of work. 

2. Health and safety at work:  The responsibility of employer to provide health and safety when workers 
are exposed to hazardous materials or dangerous working conditions. 

3. Adaptation to Change:  The company or employer may be expected to help train its employees to meet 
the new challenges faced due to this onslaught of technology. 

4. Environmental Impact and Natural Resources: Corporate have to be particularly careful while using 
shared resources.  For example, many factories may be using water from a river that is also the source of 
water for a nearby village or town.  The factory should not dispose its industrial waste into the very 
same river, which is compounding the problem. 

 
Stakeholders inside the company   
1. Local Community:  The company may be expected to be part of the localeconomy by providing jobs, 

consuming local products and services, and contributing to local taxes, civic amenities in case of several 
industrial townships. 

2. Business Partners, Suppliers and Consumers:  The corporate is expected to be fair and honest in its 
dealings with suppliers and consumers.  It is also expected to promote an honourable code of conduct 
amongst its business partners and suppliers. 

3. Human Rights: The company’s record on human rights is very important for its positive public image.  
Corporate world would avoid supporting an administration that has a past history of human rights 
abuses, 

4. Global Environmental concerns:Corporate can take steps to protect natural environment like Prevent 
air pollution, water pollution engage in production which can cause it.  Recycling garbage after doing 
source segregation.  

Also hospitals and educational institutions do not do CSR when they treat patients or impart education, 
respectively, as that is their basic duty and the reason for their existence. 
 
CSR is a dynamic concept   
CSR is a dynamic concept, it has evolved through the interaction between business, government and society 
– and is still evolving!  In today’s globalised economy, the conceptual evolution has been particularly 
rapid.Globalisation entails a new king of relationship – a new balance between business, government and 
society.  The relative position of business has been strengthened, mostly at the expense of the government, 
and a global civil society with transnational actors has begun to emerge 
 
CSR Standards 
To demonstrate good business citizenship, firms can report compliance with a number of CSR standards, 
which could include the following: 
 Accountability’s AA1000 standard 
 Global Reporting Initiative’s Sustainability Reporting Guidelines 
 Verite’s Monitoring Guidelines 
 Social Accountability international’s SA8000 standard 
 The ISO 14000 environment management standard 
 
CSR in India 
The Indian business scenario presents a varied type of CSR focus.  There are companies who definitely 
allocate time and financial resources towards CSR activities year after year, Whereas, there are others who 
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totally ignore this aspect.  The surprising thing is that the focus is not related to the financial strength and 
ability of the corporate. 
 
Recently, in the last five years, the trend has changed dramatically.  There are more and more companies 
scrambling to contribute to the society through substantial CSR measures.  The Annual Report of most joint 
stock companies is posting considerable and commendable contributions that the companies have made 
towards helping the society through various initiatives.  Top ranked companies like Reliance Industries, ITC, 
L&T, Dr.  Reddy’s, etc, have made significant contributions in the field.   Not only private sectors, but also 
public sector giants like BPCL, ONGC, etc., are contributing in a big way towards the upliftment of the society. 
The Business community has been instrumental in setting up hundreds of hospital, eye clinics, dispensaries, 
libraries, temples, institutes for the deaf, dumb, blind, etc.   Most of the enterprises extend their helpful hand 
and provide welfare measures for victims of floods, earthquake, droughts and other natural calamities. 
Some companies care for their  immediate neighbourhood and provide counselling, family planning advice, 
vaccination camps, free education for children and adults, clean drinking water facilities, etc.  Sometimes 
companies perform these CSR activities jointly with the central or state governments.  Both may fund it 
jointly or individually.  In this context, it can be mentioned that Non-government Organisation (NGOs) are 
emerging in a big way to support welfare activities on their own and on behalf of corporates.  In cases where 
companies have the intention, but not the skill, expertise and time to devote to CSR, they outsource the 
activity to an NGO by funding it and giving general directions.  The work is carried out by the NGO and an 
intermediate and a final report is given on the results and performance.   
 
Auditing/Monitoring 
An audit refers to ‘a check’ to see that all the processes have been carried out correctly and to analyse the 
benefits that have accrued for the actions taken.  Social audit is an audit on the social responsibility 
activities.  Audits are done in many situations.  Under this audit the accounts may be yearly or quarterly or 
otherwise are checked and verified.  The same principle can be applied to understand social audit.  The 
benefits of social audit are  
1. To plan the social responsibility activities in a professional way. 
2. To avoid wasteful expenditure. 
3. To enable effective utilisation of the allotted fund. 
4. To have a check on money laundering as the funds involved are large. 
5. To provide a platform to review the activities undertaken in the previous year so that they can plan 

better for the future. 
 
Strategic Corporate behaviour Rewards 
Researchers have well established that the socially responsible behaviour of business organisation rewards 
all – be the shareholders, consumers or society as a whole.  In fact, socially responsible conduct of business is 
much aligned with moral altruism.  To envision and develop a keen social conscience, to perform selfless 
acts, and to place the interest of others before that of one’s own form “moral  altruism” the corporate 
behaviour rewards encourages  corporate social responsibility. 
 
Conclusion 
Business has social obligations.  Business values help to persuade business men to discharge their social 
obligations.  Business firms follow ethical norms to fulfil their responsibilities to different sections of society.  
The net effect is to enhance the quality of life in the  broadest possible way.  The business is required to think 
in terms of a whole social system rather than the narrow interest of single  organizations, groups or people. 
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ABSTRACT: The financial world is at the cusp of enormous change that renders the future both exciting and 
murky. Financial innovation in the form of new financial services, technologies and instruments mobilise 
financial surpluses from ultimate savers thereby raising the rate of economic growth. Financial innovations also 
help in financial inclusion in developing countries. The 50% of population in India live below the international 
poverty line. There are certain financial products provided by the financial markets to financially excluded 
people, which help in their financial inclusion. This paper aims to study the recent financial innovations and 
their role in economic growth and financial inclusion in India. 

 

Keywords: Financial Innovation, Financial Inclusion, Micro Finance 

 
1. Introduction 
Financial innovation can be defined as the act of creating and then popularising new financial instruments as 
well as new financial technologies, institutions and markets. It includes institutional, product and process 
innovation. Institutional innovations relate to the creation of new types of financial firms such as specialist 
credit card firms like MBNA, discount broking firms, etc. Product innovation relates to new products such as 
derivatives, securitised assets, foreign currency mortgages and so on. Process innovations relate to new 
ways of doing financial business including online banking, phone banking and new ways of implementing 
information technology.  
 
Financial innovation is an important research topic in modern economics. Markets and organizations 
produce various new products and services in order to satisfy the investors demand. It is the unanticipated 
improvement in the array of financial products and instruments that are stimulated by unexpected change in 
customer needs and preferences, tax policy, technology and regulatory impulses (Bhattacharyya & Nanda, 
2000). The developments in the financial sector have not only led to the increase in the number of financial 
institutions, but also the development in level of sophistication with new payment systems and asset 
alternatives to holding money. Developments in payment systems have started to create close substitutes for 
hard currency, thus affecting a core part of banking.  
 
The quest for profit forces companies, households and economic agents to look for new and improved 
products, services, processes and forms or structures of companies that will decrease their production costs 
and will satisfy their customers' demand. Sometimes this quest is made through official Research & 
Development (R&D) programs or sectors of a company. Other times, it is a hazardous result of control 
processes or of the trial and mistake method. Today, more than ever before, innovation, enterprise and 
intellectual assets drive economic growth and increase standards of living. Hence Innovation is instrumental 
in creating new jobs, providing higher incomes, offering investment opportunities, solving social problems, 
curing disease, safeguarding the environment, protecting our security and transparency in organization and 
governments. 
 
Financial Innovation and Economic Growth 
Economic growth is the increase in the inflation-adjusted market value of the goods and services produced 
by an economy over time. It is conventionally measured as the percent rate of increase in real gross 
domestic product.The "rate of economic growth" refers to the geometric annual rate of growth in GDP 
between the first and the last year over a period of time. This growth rate is the trend in the average level of 
GDP over the period, which ignores the fluctuations in the GDP around this trend. 
Financial innovation has been both praised as the engine of growth of society and castigated for being the 
source of the weakness of the economy (Levine, 2000). The rising importance of the financial sector in 
modern economies, as well as the rapid rate of innovation in this sector, has generated a research interest in 
financial innovation.  

https://en.wikipedia.org/wiki/Market_value
https://en.wikipedia.org/wiki/Economics
https://en.wikipedia.org/wiki/Gross_domestic_product
https://en.wikipedia.org/wiki/Gross_domestic_product
https://en.wikipedia.org/wiki/Gross_domestic_product
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The impact of financial innovation on economic growth in developing countries has not been pursued 
extensively, despite it being an integral part of financial development. Research studies on financial 
innovation in developing countries have, so far focused mainly on welfare issues. Financial innovation has 
transformed and restructured banking services globally, and its impact on economies is becoming 
increasingly noteworthy.  
Theoretical relation between financial innovation and economic growth has been argued to be positive but 
remain unclear. Financial development and innovation and economic growth are thus clearly related, and 
this relationship has occupied the minds of economists from Smith to Schumpeter and the direction of 
causality have remained unresolved in both theory and empirics. 
 
FINANCIAL INNOVATION AND FINANCIAL INCLUSION 
Financial inclusion leads to availability of financial services to low income groups of society and to 
financially excluded sections. The growing financial system in developing countries aimed at including new 
consumers to the financial system through financial inclusion programs. Financial inclusion enables banks to 
channelize the savings of the unserved population of the country and offers new business avenues for 
lending to this group. Though India may boast of 7-8 percent GDP growth, it still has 50 percent of the 
population living below the international poverty line.  
The emergence of technology in financial services is providing a promising vehicle of tackling this 
phenomenon by closing the gap between unbanked, under-banked and developed societies, opening the 
door to the global digital economy. This ultimately will bring a long-term societal transformational change 
for the financially excluded and underserved. 
This paper will review the impact of financial innovation on economic growth in India and whether 
increased financial innovation can lead to financial inclusion in India.  
 
REVIEW OF LITERATURE  
Aghion (2005) and Arcand (2012) found that financial innovation is associated with higher levels of 
economic growth. Their results, however, point again to the double-sided nature of financial innovation, 
bringing opportunities but containing risks, which calls for appropriate regulatory policies.  
Antony and Antony (2012) looked at the relationship and Granger causality between financial innovations 
and economic growth in Ghana, for the period 1963 to 2009. The results showed that financial innovation 
has short run positive effect on economic growth.  
Avais (2014) reviewed in his paper the impact of innovative financial products on financial inclusion of poor 
people. The author studied whether innovative financial product can play a vital role in socio-economic 
change in the rural society and able to remove poverty in rural areas. The study concluded that there is a 
substantial gap between demand and supply of financial services to poor according to their need and 
accessibility.  
Sharma (2011) examined the role and effect of financial innovation on rural and agricultural prosperity and 
suggesting the ways to improve the same. The study found that innovations related to micro finance are 
growing in rural India.  
 
LIMITATIONS OF THE STUDY 
1) The study covered a period between 2011 to 2018, a period where technology innovation was blooming 

in India. A large period such as 20 years might bring out a different picture. 
2) The study considered only few variables of financial innovation. There are other financial innovation 

variables that may have taken place within the study period and may have influenced the study. 
 
RESEARCH OBJECTIVES: 
1. To analyse the effect of financial innovation on economic growth and its impact in India  
2. To study the recent financial innovations and their role in financial inclusion in India  
 
RESEARCH METHODOLOGY 
The study sought to collect and analyse consolidated data on India’s economic performance and key 
financial data. In order to study the first objective, the economic growth is measured with GDP and GDP 
statistics are obtained from Reserve Bank of India. The financial variables taken for the study are volume of 
NEFT transactions, mobile banking transaction volumes and volume of RTGS transactions. For evaluating 

https://www.sciencedirect.com/topics/economics-econometrics-and-finance/e-business
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the second objective on financial inclusion, financial innovations in providing financial services such as 
Automated Teller Machines, POS terminals, Plastic money and Microfinance are taken for the analysis.  
Secondary data is obtained from reports published by the Reserve Bank of India; which is also the regulator 
of the banking sector. A study period of 8 years (2010 to 2017) is considered. A hypothesis is framed. The 
statistical tools used for the study are Correlation analysis and Regression analysis. 
 
HYPOTHESIS 
The hypothesis of the study is: 
Ho: Volume of mobile transactions, RTGS transfers & NEFT transfers do not have a positive impact on the 
economic growth.  
H1: Volume of mobile transactions, RTGS transfers & NEFT transfers have a positive impact on the economic 
growth. 
 
ANALYSIS AND FINDINGS 
OBJECTIVE 1: FINANCIAL INNOVATION AND ECONOMIC GROWTH 
Correlation Analysis  
A partial correlation analysis using Karl Pearson correlation coefficient is performed. A positive coefficient 
indicates a positive relationship in the variables, meaning that changes in the variables move together. An 
increase in one variable would therefore result in an increase in the other variable and vice versa. A negative 
coefficient indicates a negative relationship between the variables correlated, in which case an increase in 
one variable would result in a decrease in the other variable and vice versa. The Table below indicates the 
correlation coefficient between Gross Domestic Product and other variables. 
 

Table 1: Correlation between GDP, Mobile transactions, NEFT and RTGS 
 

Particulars GDP NEFT RTGS Mobile Transcations 
GDP 1 0.51682228 0.501846224 -0.26972781 

NEFT 0.51682228 1 0.944185853 -0.48081137 
RTGS 0.50184622 0.94418585 1 -0.28651939 

Mobile 
Transcations 

-0.2697278 -0.4808114 -0.28651939 1 

 
GDP is positively correlated with NEFT as well as RTGS annual turnover values and negative correlated to 
volume of mobile transactions.  
The correlation between Gross Domestic Product and NEFT is positive with a value of 0.516. This shows that 
NEFT transactions have a positive impact on GDP.  
The correlation between Gross Domestic Product and RTGS is strong (.501) indicating that there is a positive 
linear association between GDP and RTGS. This indicates that it has a positive relationship with economic 
growth.  
The correlation between Gross Domestic Product and volume of mobile transactions       (-0.269) is a 
negatively correlated. This implies that as one variable increases the other decreases.  
These findings indicate that the three independent variables have some relative linear association with GDP 
hence can be used in the study. 
 
REGRESSION ANALYSIS  
A regression analysis between the dependent variable and the independent variables is performed - 
independent variables being volume of mobile transactions, NEFT and RTGS transactions. The dependent 
variable is Gross Domestic Product.  
The table below indicates that the r-squared for the model is 0.762, which indicates that the independent 
variables can be used to explain about 76% of the variation in the economy. This reveals that the regression 
model has a strong explanatory power as only about 25% of variation in economic growth is not explained 
by the model.  
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Table 2:Regression Statistics 

 

Particulars R Std. R Square Adjusted R Square 
Error of the 

Estimate 
Value 0.873283 0.762624 0.446122 31659335 

a. Independent variable: Volume of RTGS , Volume of NEFT , Mobile Transactions. 
b. Dependent variable: GDP 
 
Analysis Of Variances 
Results in the table below give the analysis of variances in the regression model. These results imply that the 
model has a f value of 2.409 which is significant at 5% level of significance. As the f value is more than the 
significant value, the null hypothesis is rejected. This further indicates that the independent variables used 
(volume of RTGS transfers, NEFT transfers and volume of mobile transactions) are statistically significant in 
predicting economic growth. 
 

Table 3: Analysis of Variances in the Regression Model 
 

Model Sum of squares Df Mean Square F Sig 
Regression 9.66 4 2.415 2.409543 0.247952 

Residual 3.00 3 1.002   
Total 1.266 7    

a. Dependent Variable: GDP  
b. Independent Variables: NEFT, RTGS, Mobile System. 
 
OBJECTIVE 2: FINANCIAL INNOVATION AND FINANCIAL INCLUSION 
Financial sector boosts with new ideas and changes every day. Four breakthrough innovations in the 
financial sector are considered to study the extent of financial inclusion in India. 
 
AUTOMATED TELLER MACHINE 
 

 
 
 An automated teller machine (ATM) is an electronic telecommunications device that enables customers 
of financial institutions to perform financial transactions, such as cash withdrawals, deposits, transfer funds, 
or obtaining account information, at any time and without the need for direct interaction with bank staff. It 
has heralded a world where cash and technology have been brought together. It has changed the 

https://en.wikipedia.org/wiki/Financial_institution
https://en.wikipedia.org/wiki/Financial_transaction


Organized by PG & Research Dept. of Commerce Ethiraj College for Women  & Madras Chamber of 

 Commerce & Industry 

   118          IJRAR- International Journal of Research and Analytical Reviews                                                      Special Issue 

relationship with cash, credit and risk. ATMs are a pioneer in the financial inclusion process in India. The 
adjacent figure shows the number of onsite and offsite ATMs for a period of eight years. From the figure it 
can be seen that the number of ATMs in India – both on site and off site are increasing steadily. This has 
enabled the financially excluded population to avail the banking services conveniently. 
 
PLASTIC MONEY 
A debit card is a plastic payment card that can be used instead of cash when making purchases. It is similar 
to a credit card, but unlike a credit card, the money comes directly from the user's bank account when 
performing a transaction. 
A credit card is a payment card issued to users to enable the cardholder to pay a merchant for goods and 
services based on the cardholder's promise to the card issuer to pay them for the amounts so paid plus the 
other agreed charges. 
 

 
 
The figures 2 and 3 show the volume of credit cards and debit cards for eight years respectively. It can be 
seen that the volume of cards are escalating incessantly. This implies that prepaid cards are a path to 
financial inclusion. They are also a great option for the millions of people who would otherwise lack access 
to financial services altogether. 
 
POINT OF SALE 
 

 
 

https://en.wikipedia.org/wiki/ISO/IEC_7812
https://en.wikipedia.org/wiki/Payment_card
https://en.wikipedia.org/wiki/Cash
https://en.wikipedia.org/wiki/Credit_card
https://en.wikipedia.org/wiki/Bank_account
https://en.wikipedia.org/wiki/Payment_card
https://en.wikipedia.org/wiki/Goods_and_services
https://en.wikipedia.org/wiki/Goods_and_services
https://en.wikipedia.org/wiki/Goods_and_services
https://en.wikipedia.org/wiki/Credit_card_issuer
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A point-of-sale (POS) transaction is what takes place between a merchant and a customer when a product or 
service is purchased, commonly using a point of sale system to complete the transaction. India has 15 million 
merchants and a little over 1.2 million terminals, which is a large gap to be filled. The government 
announced last year that it aims to increase the POS footprint to 500,000 in 2 years. Figure 4 shows a 
continuous increase in its number throughout the years. This indicates that POS terminals are an essential 
part of the financial inclusion drive and is finding a lot of takers.   
 
MICROFINANCE  
Microfinance helps in providing various financial facilities to low income households, economically weaker 
sections, small and marginal farmers and women, (in rural, semi urban areas), and small enterprises lacking 
access to banking and related services. The beginning of the micro finance movement in India could be 
traced to the self-help group (SHG) - bank linkage program (SBLP) started as a pilot project in 1992 by 
National Bank for Agricultural and Rural Development (NABARD).  
Micro finance in India operates through two channels:  
 SHGs - Bank Linkage Program (SBLP),   
 Micro Finance Institutions (MFIs). 
There are many societies, companies, trusts and bodies corporate, banks including commercial banks RRBs 
and co-operative banks, primary agricultural credit societies, SHGs linked to banks and MFIs that include 
NBFCs, and such other institutions which are engaged in providing microfinance services to the poor 
households as a complementary to the banking system. 
 

 
 
 
The above two figures show the number of Self Help Groups with savings account in India, total loans 
disbursed to them and loans outstanding by them for the years 2015-16, 2016-17 and 2017-18. It can be 
seen that number of SHGs and the amount of loan is on the increasing trend for the three years. This implies 
that through SHGs, the banking system is able to bring more people under its purview. 
 
CONCLUSION 
The study is undertaken to analyse the impact of financial innovation on the economic growth in India. The 
correlation analysis revealed that the volume of RTGS and NEFT transactions have a positive impact on GDP. 
From this it evident that financial innovation in payment systems results in improved economic growth. The 
impact of mobile transaction on GDP is negatively correlated. This could be because of the increased Digital 
frauds in mobile banking transactions. 
 F value is the mean-square value for that source of variation to the residual mean square. If the null 
hypothesis is true, the F ratio is likely to be close to 1.0. If the null hypothesis is not true, the F ratio is likely 
to be greater than 1.0.  
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As the F value is 2.4 at 5% level of significance the null hypothesis is rejected. This implies that the volume of 
NEFT, RTGS and Mobile transactions have a positive impact on the economic growth of the country 
Financial inclusion is globally considered as a critical indicator of development and well-being of society. RBI 
has adopted a bank-led model for achieving financial inclusion in India and removed all regulatory bottle 
necks in achieving greater financial inclusion in the country. 
By increasing digital financial services availability to under banked people, they can be connected to the 
global marketplace. The increase in POS terminals, debit cards, credit cards and Self Help Groups, combined 
with mobile payment systems and more new age payment mechanisms can help to develop sustainable 
models and may well make the financial inclusion dream true sooner than expected.  
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ABSTRACT: The aim of this study is to identify the innovative ideas and various strategies in teaching 
methodology in order to stimulate entrepreneurial skills in students, strengthening their actions through 
effective training programme, includes: teaching- learning techniques, interactive sessions, practical oriented 
approach. This study also aimed   to introduce technology enabled education using different aids and support 
includes ICT (Information and communication technology) innovation in education ,digital learning making the 
content  more contextualized and customized, Augmented reality, Gamification ,collaboration with social 
learning and many more. Exploratory and descriptive study seeks  to make it more reliable & well grounded. We 
describe how this entrepreneurial curriculum not only help the  students  to connect themselves with their 
passion but also helping the economy to develop new businesses by indulging them to participate in  business 
games conducted in colleges. 

 

Keywords:Digital learning, Augmented reality, Gamification, Social learning,    entrepreneur curriculum. 

 
1. Introduction 
Entrepreneurship education has gained more importance in recent years. It is education through which 
learners acquire a broad set of skills, knowledge and competencies and their applicability in social and 
commercial activity. Entrepreneurship refers to individual’s ability to turn ideas into action. It includes 
creativity, innovation and risk-taking which act as a tool to plan and manage projects in order to achieve 
objectives. To achieve this easily and smoothly technology teaching aids plays a important role to enhance 
the delivery of information and its practical implementation. It also helps in promoting the digital culture. It 
aimed to introduce suitable, contemporary and practical methods of teaching entrepreneurships and its 
acceptability. Imparting entrepreneurial education in students at college level will help them to develop the 
entrepreneurial talent. Educating student doesn’t only mean enabling them to start a business but also 
making them more innovative, imaginative, proactive, intellectually and functionally directed towards goals  
is the most important thing in all walks of life. 
 
OBJECTIVES 
 To encourage creativity, innovation and self employment in students. 
 To make students aware about improving specific business skills, knowledge and attitude. 
 To know, how the technology teaching aids will improve the students knowledge and its practical 

implications. 
 
NEED FOR THE STUDY 
This study is very important to aid the students to nurtures their personal growth and development which 
will serve them in all walks of life as well as to come up with new business ideas and develop their own 
ventures. It aims to clarify the importance of entrepreneurial education, how it can be practically 
implemented with the help of new technologies and methods, mainly its relevant to society. 
 
REVIEW OF LITERATURE 
Chinmony Goswami (2014) has studied role of technology in Indian education. This research papers 
discussed about comparing traditional teaching methods with modern tec hnological aids. Further the 
research point out there are various classroom technologies are used like wireless class room, microphones, 
mobile devices, online media. Online study tools, digital games. It was concluded that technology enables the 
students to understand latest concepts, ideas and also develop their presentation and analytical skills. 
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Gregor jagodic, valerijidermol (2015) had analysis the topic ICT tools for the development of 
entrepreneurial competencies. This study specifies that how the ICT education system will improve the 
students become self-employed. So that the researchers used some common ICT tools, whereby most of the 
teachers and counselors are used this ICT tools to develop entrepreneurial competencies and many young 
students get more chance to start new ventures. They conclude that, if the education is not technology 
oriented then our young generation will suffer more and real employment is impossible. 
Montrieux.H et.al (2015) this paper investigates teachers and students perception using tablet devices for 
teaching and learning process. A focus group study was conducted with teachers and students, thereby the 
teachers divided into innovative teachers and instrumental teachers. Through the study it was found the use 
of technology impact both teaching and learning. The result shows policymakers should support and 
implement technology in education. 
Technology watch report(2012) An article described about standards for technology enabled learning, the 
report says ICT is a recognized means of satisfying the ever growing thrist for knowledge, and lifelong 
learning. Whereas the other tech tools like frontline SMS, moodle, piazza and interactive white boards. This 
report conclude that education and training help pave the way to a successful and production future.  
 
ENTREPRENEURIAL DEVELOPMENT PROGRAMME AT COLLEGE LEVEL 
 To develop the course content and curriculum of the programme, considering the determinant of 

entrepreneurial growth. 
 To stimulate students mind towards innovation through effective programmes. 
 To strengthen the entrepreneurial skills and quality and make them opportunity oriented. 
 To develop their interest, enthusiasm in entrepreneurship. 
 To improve their decision making power, problem solving, team management skills. 
 
ROLE OF ICT IN EDP 
 It helps in giving good and wide exposure in concerned subject. 
 Easy to manage learning environment 
 ICT to support, enhance and optimize the delivery of information. So that delivery of information is 

smoother and easier. 
 ICT has a significant and positive impact on student’s achievement. 
 Students can easily access course material through  remote devices. 
 E-book, digital library, online digital repositories for lectures  are also avbaialble to students to upgrade 

their knowledge. 
 Employing the flipped classroom concept, focus group interview are also make them to think very 

innovative. 
 Making use of handheld computers, tablet computers, audio players, projector devices , and also rising 

number of massive open online  courses to improve their entrepreneurial skills. 
 
TEACHING – LEARNING TECHNIQUES: 
Infusing entrepreneurship into education and strengthening the students actions through        effective 
training programme includes: 
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NATIONAL AWARD FOR TEACHERS USING ICT FOR INNOVATION IN EDUCATION 
It is the good credit to all the teachers who are working in schools, colleges. In every schools and colleges we 
have to promote and improve the digital culture and motivate the students through innovative use of ICT 
and make them to face all the challenges in near future. As teachers we are also connected with ICT related 
techniques and always upgrade ourselves to give more knowledge to students community. If we are 
directing the students towards innovative path the government encourages the teachers to give national 
award and motivate them to innovative use of ICT in teaching- learning. 
 
RECOMMENDATION 
 Establishing a progressive learning will help the students extensive growth and developments gradually. 
 Learning by ‘CREATING VALUE’ for other people through new offerings, new ways of workings. 
 Practice students activities that trigger entrepreneurial competencies. 
 Brainstorming to generate lots of ideas. 
 
CONCLUSION 
This study has many methods to develop passion, joy, motivation for extensive learning among students to 
make them aware of different opportunities available and converting them into successful business ventures 
with regards to societal development. To make student more practical oriented and to develop their specific 
skills, knowledge in greater heights, ICT (Information and Communication Technology) plays a significant 
role for students achievement. So that countries like ours will attain the growth towards higher quality 
education and in future majority of the students will be able to start their own ventures with courage and 
make our country proud.  
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ABSTRACT: FOMO is the Fear of Missing Out anything that is new in the market or region. This age old concept 
has been revived by social media marketers by giving it a new dimension. Using it on mass media has been 
profoundly effective on consumers. But it is the digital era and consumers have started trying to catch up with 
newer updates and preferences. Thus FOMO comes into play on Social media posts of brands/businesses which 
want to expand customer base and establish brand presence. This empirical paper reviews the impact of FOMO 
as an effective marketing strategy and statistically determines the impact of Demographic variables on FOMO 
on social media. It was found that consumers considered factors like Updation and Fear of Isolation very crucial 
in influencing their FOMO on social media. It is recommended that inducing a healthy FOMO will cause 
consumers to be more inclined towards the particular brand in question. It also tends to create a healthy 
relationship between the brands and consumers. 

 

Keywords:Fear of Missing Out; Social media; FOMO marketing; Impact of FOMO 

 
1. Introduction 
Fear of Missing Out is the age old characteristic of consumers which has grown together along with the 
phenomenal growth of consumption and marketing activities. The Quotes like “Don’t Miss It”, “Stay Tuned” 
and “Never Miss out an Opportunity” have been the inducers of consumer engagement from time 
immemorial.  Majority of Consumers always like to be informed about any updations in the products they 
use. Peer Pressure is one of the most strongest influencers that causes consumers to never want to miss out 
anything or any information that is new in the market. This FOMO is being continued in this Digital Era too. 
Reviving FOMO from being confined to print media or mass media to achieve greater consumer base and 
brand presence is the need of the hour. 
 
REVIEW OF LITERATURE 
Dodgson (2018) claims that although people tend to feel FOMO on even hearing from friends about incidents 
they missed or events they were not able to go. But social media has even more significant impact on the 
extent of FOMO experienced by people since it has a visual impact. 
Abel (2016) states that consumer decision making is influenced a lot by FOMO on social media. People who 
feel more Fear of Missing Out are prone to frequently checking their social network accounts to update 
themselves and make sure that they have not missed out anything trending. This check due to FOMO has 
found to be profoundly higher in Individuals using Facebook, Twitter and Instagram compared to other 
Social networks. 
Fisher (2018) opines that encouraging User generated content or creating a limited period offer on social 
media would prove beneficial in using FOMO as an effective marketing strategy which in turn would help 
brands/businesses in building healthy relationships with their online followers/consumers. 
Johansson (2018) states that FOMO in social media among consumers causes Fear of isolation. It causes the 
survival instincts of consumers to work and induces them to update themselves on tings trending on social 
media. 
 
AN OVERVIEW 
Sharon Hurley(2018) quotes that “FOMO marketing is messaging that triggers your audience’s innate fear of 
missing out in order to make them more likely to take action”. Tapping the potential of FOMO might prove to 
be a competitive advantage for brands over other competitive brands and even over other entertainment 
social media communities. The importance lies in figuring out the extent of eagerness of consumers that 
would help brands to launch newer advertisements or marketing campaigns. 
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FOMO marketing has found to be particularly influential on millennials. (AdEspresso, 2016).Millennials are 
the Generation born between 1984 and 2004. A recent survey by EventBrite.com has revealed that around 
69% of the millennial generation tend to develop Fear of Missing Out if they are in a situation of not able to 
attend any event they have looked forward to (Taylor,2014).But it does not mean that FOMO affects only the 
younger generation. Every human being tends to beget FOMO when he starts to feel that he may become 
outdated or isolated.  
The contemporary emphasis of brands today is how to embed the psychological strategy of FOMO in their 
day to day promotional activities. With the rising social media phenomenon it is increasingly difficult to 
make consumers stay engaged with a particular web page. This is where FOMO takes over.  
Cassinelli (2018) has suggested to the social media marketers to Create Urgency in the minds of their 
consumers and to encourage more User Generated Content which has by far been really effective in using 
FOMO as a marketing strategy. 
 
Figure 1 
 

 
Source: https://optinmonster.com/fomo-marketing-examples-to-boost-sales/ 
Figure 1 is an example of how the seller boosts consumers to buy before the stocks are sold out.  
 
Figure 2 

 
Source: Ibid 
Figure 2 makes consumers think that they missing out on time to avail an excellent opportunity. These are 
just a few instances of how brands use FOMO as a marketing strategy.  
The latest technique is the promotion of UGC i.e.User Generated Content. Encouraging regular customers to 
post their experiences with their product will encourage potential consumers to buy or atleast visit the 
brand page. 
One of the most effective FOMO creation strategies would be to showcase the buyer statistics i.e who is 
currently buying what on their website. This would lead the other consumers to buy or atthe least interested 
in their product as the buyer statistics increase in real time. The ultimate idea behind this is that no active 
consumer on social media would like to miss out anything cool which their peers are experiencing.(Hughes, 
2018). 

https://optinmonster.com/fomo-marketing-examples-to-boost-sales/
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People are more addicted to watching Original series online. They tend to watch it regularly as they do not 
want to miss out interpreting jokes or memes online relating to a particular series. This psychological 
phenomenon has proved to be a powerful weapon for brands to market their goods through influencing and 
trending advertisements online. (Vecvagare, 2018). 
 
RESEARCH OBJECTIVES 
 To theoretically review the usage of FOMO in Social Media Marketing 
 To determine the Impact of Demographic variables such as Age, Gender, Income and Educational 

Qualification on FOMO in social media 
 
RESEARCH METHODOLOGY 
This paper follows Empirical research design as primary data has been collected through structured 
questionnaire from 59 respondents and the association between variables is determined by using 
Regression analysis.  Convenience sampling has been used. 
 
DATA ANALYSIS AND INTERPRETATION 
DESCRIPTIVE STATISTICS 
The following Chartrepresents the number of respondents who are influenced by FOMO on Social media. 
They express their thoughts as to how they feel when they miss out something on social media. 
 
Chart No.1 
 

 
 
INTERPRETATION 
There are 5 important factors that influence the Fear of Missing out anything trending on Social media.  
1.Active Usage of Social Media: 11 strongly agree that they are active on social media. 19 agree that they 
are active. 27 are neutral and are undecided to state whether they are active or not . 7 disagree stating that 
they are not that much active. 7 Strongly disagree stating they are never active on social media. 
2. Peer Pressure on the respondents that others experience new things that makes them think not 
miss anything on social media: 12 strongly agree that they experience FOMO because of peer pressure. 19 
agree that they are somewhat affected by peer pressure.  13 feel undecided as to the effect of peer pressure 
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on their FOMO. 14 disagree that they are not affected that much by peer pressure to make them feel missing 
out trends on social media. 14 strongly disagree stating that they are never affected by peer pressure in 
experiencing FOMO. 
3. Updation of knowledgethat is crucially essential in this digital era: 13 strongly agree that updation of 
trends on social media is necessary without which they feel they experience FOMO. 18 agree that they 
regard updation somewhat important. 15 feel undecided in agreeing that updation influences them. 13 
disagree that updation influences them. 13 strongly disagree stating that they do not worry about updation 
while experiencing FOMO. 
4. New Offers by favourite brands which no consumer would want to miss out: 4 strongly agree that 
they never want to miss out new offers: 20 agree that they are somewhat influenced by launch of new 
offers. 22 feel undecided that about the influence of new offers on their FOMO. 10 disagree stating that they 
are not influenced by launch of new offers. 16 strongly disagree that they are totally not worried about 
launch of new offers on social media. 
5. No knowledge in a particular concept or brand may lead to Isolation, as the respondents will not 
be able to take part in a conversation: 12 strongly agree that they are worried of isolation when they miss 
out anything trending on social media. 18 agree that fear of isolation influences their FOMO. 17 feel 
undecided to state whether isolation influences their FOMO. 14 disagree stating that fear of isolation does 
not influence their FOMO.11 strongly disagree stating that fear of isolation does not influence their FOMO. 
 
INFERENTIAL STATISTICS 
Ho: There is no impact of  Gender, Age group, Educational Qualification and Annual Income on the factors 
influencing FOMO in using Social media. 
H1: There is an impact of  Gender, Age group, Educational Qualification and Annual Income on the factors 
influencing FOMO in using Social media. 
Multiple Regression has been calculated in order to know the impact of demographic variables on factors 
influencing FOMO. 
 
 

Table No.1 
 

Particulars Values 
R Square 0.674732157 

Adjusted R Square 0.638808456 
Standard Error 6.390297272 

 
INTERPRETATION 
Table No.1 explains that 67% of variations in Demographic variables represents any variations of the same 
amount in the factors influencing FOMO. Thus Demographic variables have an influence on factors 
influencing FOMO. 
 

Table No.2 
 

Particulars Degrees of freedom Sum of Squares Mean Squares F-Value Significance F 
Regression 4 4659.025542 1164.756386 28.52285 0.000 

Residual 55 2245.974458 40.83589923 
  

Total 59 6905 
   

 
INTERPRETATION 
Table No.2 shows that there is a highly significant impact of demographic variables on the factors 
influencing FOMO on social media (Sig. F=0.000). Thus demographics like Age, Gender, Education and 
Income have a highly significant impact on the factors that influence the Fear of Missing anything trending 
on Social media. 
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Table No.3 
 

Particulars Standardized Coefficients Standard Error t – Value P-value 
Gender 4.860024173 2.169962315 2.239681371 0.029174 

Age -1.896235779 3.149129976 -0.602145924 0.549551 
Education 2.044316144 1.20299525 1.699355126 0.094902 

Income 0.588605066 0.880063158 0.668821392 0.506407 
 
INTERPRETATION 
Table No.3 shows that Gender(p value=0.02) and Education (p value=0.09) have a significant impact on the 
factors influencing FOMO in social media. Gender (Coeff. Value=4.86) has the upper hand in influencing 
FOMO than Education level (Coeff. Value=2.04). 
 
FINDINGS 
 Of all the above factors influencing FOMO in social media, updation is considered to be the most 

influencing one, since 13 people have strongly agreed among all other factors, that it is necessary to 
update oneself on social media in order to reduce FOMO. 

 Females tend to experience FOMO on social media more. As Education level goes higher, FOMO on social 
media increases.   

 
RECOMMENDATIONS 
FOMO can be used as an effective marketing strategy based upon the target audience selected. User 
generated content can be encouraged more as it is found to effective by several studies.(Cassinelli, 
2018).Since Updation is considered to be influencing FOMO more potential consumers should be 
encouraged by brands to view more notifications regularly by way of using trending affairs on their social 
media posts. 
 
CONCLUSION 
Though FOMO on social media has found to be an effective marketing strategy to increase customer base and 
have brand presence, care should be taken that brands do not cause a negative impact on the FOMO of 
consumers by posting erratic or abrupt messages online indicating they have missed a chance which might 
be a negative psychic phenomenon. Inducing a healthy FOMO will help brands thrive longer on social media. 
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ABSTRACT: Organization success is functioning under the factors of innovative forms of motivation, 
communication and teamwork. The way of effective communication with the employees brings success to their 
teamwork. The objective of the paper is to find out the innovative forms of motivation, communication and 
teamwork within the organizations. This study mainly focused on innovative communication, because if the 
employees feel communicative forms of management are innovative then it can lead to motivation and 
teamwork, this may increase employee’s satisfaction and success in the work place. 
This study was focused on the reviews and analysis of the research upon the objectives of the paper. It also 
enumerates the result of the study that the innovative communication, motivation and teamwork bring success 
to many organizations. 

 

Keywords:Organization, Employees, Motivation, Communication, Teamwork. 

 
1. Introduction 
It’s very challenging to survey in innovative business world. In competitive and challenging business world 
factors like men, material, machine should be stable for the purpose of achieving their goal. Communication 
is not that of word it’s energy to the employees in the organization. It’s not so easy to run an organization 
without the employees, without the proper communication motivation and teamwork among the employees 
don’t bring effective business management. Human plays an important role among the factors, because an 
employee shows their skills and knowledge in bringing highest productivity in their organization.It’s very 
challenging to the business economy to be active in innovative world. Innovative communication boosts and 
motivates the current employees and the fresher’s. Managers should follow innovative skill among the 
employees for the purpose of carrying their business to success. 
The aim of the study is to find out the innovative communication, motivation, teamwork in organization. 
This study indicates the human resources factor because if the employees in the organization are guided in 
the proper way then the organization can achieve their profitability and success in the competitive world, 
through the effective management. If employees in the organization feels that the managers communication 
are more motivate to their work and effect then they show their spirit of work to their organization.  
 
REVIEW OF LITERATURE 
Review of the related literature is one of the first steps in research process. It consists of summary of finding 
of research carried out in the past on same directly and indirectly related topics. It guides the researcher to 
avoid duplication and provides useful suggestion for future research for given topic. 
Kirti Rajhans(2012) the objective of the study mainly focuses on effective communication. Which brings 
existing performance of employees and motivate them for better performance, effective communication 
practice have become more important in all the organization. Through the effective communication, the 
manager in the organization motivates employees for perform better and team spirit, this is very essential 
for the smooth functioning of the organization. 
Xin jiang(2010) the objective of the study is to explore how to motivate people working in team, the 
objective is based on team training voluntarily formed teams, team based leadership and communication 
system. 
Ann Gilley, Jerry W. Gilley, S. McMillar(2009) the objective of the study is to analyze the organization 
changes, (ie) Motivation, communication and leadership effectiveness in the organization. Their main 
objective is to investigate whether manager effectively implementing changes in their organization. Through 
this study it has clearly resulted that “My manager effectively implementing changes and my manager 
appropriately communicates with employees” by the respondents. It conducts that the potential to increase 
market competitiveness and growth is within the control of an organizational leadership. 
Harris and Nelson (2008) in modern world, communication is very important to the organization, 
communication brings relationship among the individual and groups. The organization can fundamentally 
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survey among the business economy only by understanding “business communication”. The organizations 
are enacted through “intensely social and communication process”. 
Jones et al. (2004) communication helps to achieve the organization goals with the help of individual and 
groups and it’s vital in socialization, decision making, and problem solving and change management process.  
 
Innovative Communication Focused on Motivation and Teamwork 
In today’s business world all industries should find out the innovative way to survive in digital economy.  
According to Klecha & Co., “Business leaders believe two out of five of the top-ranked companies in their 
industries won’t exist in the next five years, making innovation a matter of survival.” 
There is a survey that 70% of business is preparing to get into the innovative world, but through these 
efforts only 30% of business is getting successful. 
Innovative communication is trending in all over the industries for the purpose of achieving their goal in 
digital world, which brings innovative motivation, teamwork among the employees. In general 
communication means, face to face conversation between the managers and employees or in other way 
through mail, circular, reports the communication plays a role. But in innovative world communication plays 
a vital role among the business. Innovative communication are helpful in sharing ideas and information 
everywhere, everyone and every group of people, it’s possible in the way of many software, apps, and fast 
internet. Fast reaching of information makes the employees to work towards the goal and also develop a 
great teamwork among them. 
 
Four Ways of Innovative Communication, Which Brings Motivation and Teamwork in Work Place 
The four ways of innovative communication are as follows 
 
1.) BUILD YOUR COMPANY CULTURE 
Personal and authentic of innovative communication build relationship with their employees; many 
companies are interested in forming of innovative communication in their organization. Through the 
effective communication the leadership will be developed, it will increase transparency of the company with 
employees. The fresher’s in the organization are should be carried through the innovative communication 
system, this helps the manager to build the company culture in perfect manner.  
 
2.) BRING YOUR EMPLOYEES CLOSER 
Innovative communication with the employees brings closer. Innovative communication helps to motivate 
the employees in the work place and build teamwork among them this brings success to the organization. 
Employees are motivated through promotions, new hire and departure; this helps the management to bring 
success in their goal. 
 
3.) EVERYONE INFORMED WHEREVER THEY ARE 
Information is shared among the workers in an innovative form, with the help of different devices. 
Immediate transfer of information is possible through the mobile devices as faster as possible with 
everyone. In innovative world, innovative communication like face book, whatsapp etc., the ideas and 
decision are passing as faster as. This develops more relationship with manager and workers. 
 
4.) DRIVE STANDARD COMMUNICATION 
Industries main aim is to achieve their goal, this not possible without the communication with employees. In 
innovative world the innovative communication helps them to travel through their success. In organization 
the ideas and information are shared in innovative way through the help of software, and apps with the help 
of laptops and mobile devices. This helps to share the information in standard manner as possible as faster 
with everyone in every place, with the latest technology the organization achieving their goal as faster. 
 
CONCLUSION  
It is clear that innovative communication plays a vital role in business world. It helps the employees to 
motivate and develop their work place. And it takes our business into the modern technology. 
Communication helps to develop team work, trust, better relationship and productivity. Communication 
brings innovative ideas and information, this help to take right decision in a problematic situation by the 
management and carry toward organization success. 
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ABSTRACT: The latest lifestyle or recent trends are the result of innovative efforts undertaken by 
entrepreneurs. It is the thirst of entrepreneurs that gives birth to a new product. To survive in economy 
innovations are essentials. Many entrepreneurs do not innovate but imitate and even though they earn 
handsome. Innovative attitudes may not be the property carrying by every entrepreneur. Not only but it might 
be the result of a multifold factors. So a research is conducted in Chennai region of Tamilnadu state. A sample of 
200 entrepreneurs of various 7 prominent industries of Chennai have been selected and compared on the 
grounds of innovation. The study compares innovative attitude of entrepreneurs based on their educational 
qualifications. The results revealed that no significant difference is noticed among the various entrepreneurs of 
various industries based on innovation. They differed significantly while compared on the grounds of 
educational qualifications. 
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1. Introduction 
Entrepreneurs can change the world. The latest lifestyle or recent trends are the result of innovative efforts 
undertaken by entrepreneurs. An innovation is a change in market or society. It produces a greater yield for 
the user, greater wealth-producing capacity for society, higher value or greater satisfaction1.Any invention is 
first born in the minds of entrepreneurs. The society gets the benefits at a lateral stage. The journey of 
converting a seed of thought into a utilitarian product in the hands of the end users is as painful as delivering 
a baby. Entrepreneur truly plays role of a parent who holds the finger of a new child-the product, right from 
the conception till it becomes mature in the market. One of the major reasons of survival of any economy is 
entrepreneurial thirst to invent something new. This will increase the strength of the firm in competition. On 
observing minutely it can be noticed that many entrepreneurs are not ready to innovate but eager to imitate. 
They follow the trend setters and even though earn handsome. Crossan and Apaydin (2010) point out in 
their recent review of organizational innovation that only a small percentage of articles have been written 
on the individual or team level2.This has motivated the researcher to undertake a research on innovative 
attitude of contemporary entrepreneurs. The research is undertaken in Chennai region of Tamilnadu state. 
More than 200 entrepreneurs of 7 prominent industries of Saurashtra have been selected. The 
entrepreneurs are compared on the grounds of innovative attitude. Interesting results are found. 
 
Review of Literature 
A research undertaken byDarren Lee Ross and Benjamin Mitchell in year 2007 on DoingBusiness in Torres 
Traits: A Study of the Relationship between Culture and the Nature of the Indigenous Entrepreneur3. The study 
focuses on the relationship between culture andentrepreneurship in the Torres Strait Islands. Similar to 
other countries with a low per capita Gross Domestic Product (GDP), aggregate evidence suggests that 
entrepreneurial activity is commonplace among the indigenous community. 
A Paper Presented in IPAA 2009 International Public Affairs Conference by David B. Audretsch and Nancy S. 
Meyer on Religion, Culture and Entrepreneurship in India4. The research in India analyzes the effects of 
religion and culture on an individual’s choice to engage in entrepreneurial activities. Hinduism and its 
lingering caste system seems to engender a focus on casual labor for individuals under its religious 
influence, while Muslim and Christian populations are more likely to start their own small enterprises. These 
findings indicate the need for innovative social programs and policies to mitigate the effects of religious 
perceptions in order to foster entrepreneur-led economic growth. 
A research conducted by Martin Andersson and Borje Johansson in June 2008 on InnovationIdeas and 
Regional Characteristics: Product Innovations and Export Entrepreneurship by Firms in Swedish Regions5.This 
paper focuses upon the ways in which characteristics of regions inregards to knowledge sources, 
communication opportunities, and absorptive capacity influence the development of innovation ideas 
among existing and potential entrepreneurs. 
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An article published in the Journal of International Entrepreneurship in October 2008 on Entrepreneurial 
characteristics in Switzerland and the UK: A comparative study of techno-entrepreneurs6, the researchers were 
KayhanTajeddini&Stephen L. Mueller.For this study, acomparative analysis of high-tech entrepreneurs in 
Switzerland and the UK was undertaken to determine the extent to which they differ in terms of 
entrepreneurial characteristics. Findings reveal that some entrepreneurial characteristics such as autonomy, 
propensity for risk, and locus of control are higher among UK techno-entrepreneurs while other 
characteristics such as achievement need, tolerance for ambiguity, innovativeness, and confidence are 
higher among Swiss techno-entrepreneurs. 
 
Objectives 
The objectives of the research can be stated as follows: 
1. To study the Innovative attitudes of entrepreneurs belong to various industries. 
2. To study the relationship Innovative attitudes of entrepreneurs and their educational qualifications. 
 
Hypothesis 
Based on the objectives the hypothesis can be stated as follows: 
1. There is no significant difference in the attribute innovation of entrepreneurs of the various industries. 
2. There is no significant difference in the attribute innovation of entrepreneurs of various educational 

qualifications. 
 
Sample Size 
For the purpose of study a sample of more than 200 entrepreneurs is selected from total 7 industries. The 
method of selection was simple random sampling. The industries and sample size were Brass Industry– 29, 
Cotton Industry– 37, Ceramic Industry – 42, Casting Industry – 28, Imitation Jewellers Industry- 37, Bearing 
Industry– 17 and Engine Industry– 19. 
 
Tools and Techniques 
Questionnaire was prepared to collect the data. For the purpose of analysis ANOVA technique was applied at 
5% level of significance. 
 
Innovative Attitude of Entrepreneurs 
As per the title, it is a descriptive study of entrepreneurs’ attribute. The identity of an entrepreneur is a 
bundle of attributes what makes him different from the other factors of production. From the literature 
review it has been noticed that various researches have taken place regarding attributes of entrepreneurs 
which includes commonly certain attributes like Ambitious, Tolerance of Ambiguity, Bearing risk and 
uncertainty, Stick ability etc., which are normally found almost in every entrepreneur irrespective of the 
type of their industry. So the researcher has decided to conduct a research on the attribute Innovation on 
which the research is not done in Saurashtra region of Gujarat state. 
Innovation is the ability to think independently and creatively. Innovation is defined as adding something 
new to an existing product or process.All innovation begins with creative ideas.Innovation is the 
implantation of creative inspiration7.It is a quality of being new and different in a good and appealing way. 
Possessing Innovative attribute is a rare virtue. All may not possess it. There are many businessmen who 
just imitate and don’t create but innovation is something being first in any area. Sometimes it is also seen 
that entrepreneurs prefer to be original. They want to take initiative in any particular area even though it’s 
costlier. 
 
Type of Study 
This study focuses on an attribute Innovation of entrepreneurs. The major purpose of the research is 
description of the state of affairs as it exists at present8. So, this study will be of a Descriptive – Analytical 
type. 
 
Scope - Limitations 
The data collection was made in the Chennai region of Tamilnadu state. So the conclusions are applicable in 
that region only. The research is focusing only on the attribute Innovation. Any other side of 
entrepreneurship is not considered. 
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Data analysis 
1) Innovative attitude and various industries 
To study the relationship between entrepreneurs of various industries and innovation the data analysis can 
be undertaken as follows. 
H0: There is no significant difference in the attribute innovation of entrepreneurs of the various industries. 
 

Table No 1: Table showing Descriptive Analysis of Means of Attribute ‘Innovation’ Industry-wise 
  

Innovation 

Industry N Mean 
Std. 

Deviation 
Std. 

Error 

95% Confidence 
Interval for Mean 

Minimum Maximum 
Lower 
Bound 

Upper 
Bound 

Brass 29 10.7241 2.68457 .49851 9.7030 11.7453 5.00 18.00 
Cotton 37 10.2162 2.47358 .40665 9.3915 11.0410 6.00 16.00 

Ceramic 42 9.5952 2.35879 .36397 8.8602 10.3303 5.00 15.00 
Casting 28 10.5714 3.08435 .58289 9.3754 11.7674 4.00 17.00 

Imitation 
Jewellers 

37 10.5405 2.37574 .39057 9.7484 11.3327 4.00 15.00 

Bearing 17 9.7059 2.49411 .60491 8.4235 10.9882 5.00 16.00 
Engine 19 9.1579 3.53181 .81025 7.4556 10.8602 2.00 15.00 
Total 209 10.1292 2.67603 .18510 9.7643 10.4941 2.00 18.00 

 
If one looks at the descriptive chart it is found that in context the attribute ‘Innovation’, the highest mean 
value (10.7241) is found in Brass industry. Means the entrepreneurs of Brass industry are the most 
Innovative. While the least mean value is found in Engine. Means entrepreneurs of Engine industry are least 
Innovative among these 7. If it is compared every industry mean with the aggregate, one can notice that 3 
industries’ mean value is below the average and 4 industries show above average.The highest range 13 is 
found in Brassindustry, Casting and Engine Industry. The least value of standard deviation is 0.36397 with 
the Ceramic industry. 
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Table No 2:A Table showing One Way Analysis of Variances (ANOVA) 

 

 
Sum of 

Squares 

Degree 
of 

Freedom 

Mean 
Square 

F Sig. 

Between Groups 55.227 6 9.205 1.296 .260 
Within Groups 1434.284 202 7.100   

Total 1489.512 208    
 
On studying the ANOVA chart it can be observed that the F value is 1.296 which are comparatively less 
significant at the 5 percent level of significance and it says that there is no significant difference in the 
attribute ‘Innovation’ of entrepreneurs of various industries. So the null hypothesis is accepted and the 
alternative hypothesis is rejected. 
2) Innovation and Educational qualifications 
 
To study the relationship between Innovative attitudes of entrepreneurs in context to their educational 
qualifications, the analysis can be undertaken as follows. 
 
H0: There is no significant difference in the attribute innovation of entrepreneurs of various educational 
qualifications. 
 

Table No 3: Table showing Descriptive Analysis of Means of Attribute ‘Innovation’ 
Educational Qualification-wise 

 

Educational N Mean Std. Std. 95% Confidence Interval for Minimum Maximum 
Qualifications   Deviation Error Mean   

     Lower Bound Upper Bound   

SSC 56 10.3750 2.39365 .31986 9.7340 11.0160 4.00 17.00 

HSC 55 10.1273 2.96307 .39954 9.3262 10.9283 2.00 18.00 

Graduate 58 10.1897 2.55093 .33495 9.5189 10.8604 5.00 16.00 

Post Graduate 20 8.5000 3.12039 .69774 7.0396 9.9604 4.00 15.00 

Diploma 7 10.4286 2.99205 1.13089 7.6614 13.1958 5.00 15.00 

Uneducated 12 11.4167 .90034 .25990 10.8446 11.9887 10.00 13.00 

Total 208 10.1394 2.67838 .18571 9.7733 10.5056 2.00 18.00 

 
In the above descriptive chart the first column is for the various educational qualifications of entrepreneurs. 
From the above information one can study that there is not even a single entrepreneur has done the 
doctorate, while least no is with diploma holders and 12 are uneducated. On studying the mean column one 
can observe that the highest value of entrepreneurial attribute ‘Innovation’ is from uneducated class and 
the lowest is from the highest educated post graduated entrepreneurs. The overall average of means is 
10.1394. Out of all six classes of education, 2 are less than the overall average of entrepreneurial attribute 
value and the remaining 4 are more than average. One notable conclusion can be derived is that there 
negative relationship between entrepreneurial Innovation and educational qualifications. Up to graduation 
level there is no significant difference but at PG level it differs significantly and slopes negatively on the 
other hand the highest value of entrepreneurial Innovationis found in the group of HSC passed 
entrepreneurs. If we study the range, it is found the lowest among uneducated entrepreneurs 3 (13-10) and 
so as with its standard deviation. On the contrary the highest range 16(18-2) is found in the HSC passed 
entrepreneurs and highest standard deviation is with post graduate entrepreneurs 
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Table No 4: A Table showing One Way Analysis of Variances 
 

 Sum of Squares Df Mean Square F Sig. 
Between Groups 77.178 5 15.436 2.215 .054 
Within Groups 1407.779 202 6.969   

Total 1484.957 207    
 
On studying the ANOVA chart it can be observed that the F value is 2.215 which are the highly significant at 
the 5 percent level of significance and it says that there is significant difference in the attribute ‘Innovation’ 
of entrepreneurs of various industries having various educational qualifications. 
 

Table No 5:A Table Showing Post Hoc Analysis– Tukey HSD Innovation and Qualifications 
 

Multiple Comparisons 
Dependent Variable: InnovationTukeyHSD 

(I) 
Qualification 

(J) 
Qualification 

Mean Difference (I-J) 
Std. 

Error 
Sig. 

95% Confidence 
Interval 

Lower 
Bound 

Upper 
Bound 

SSC 

2.00 .24773 .50116 .996 -1.1943 1.6897 
3.00 .18534 .49458 .999 -1.2377 1.6084 
4.00 1.87500 .68768 .074 -.1037 3.8537 
6.00 -.05357 1.05832 1.000 -3.0987 2.9915 
7.00 -1.04167 .83977 .816 -3.4579 1.3746 

HSC 

1.00 -.24773 .50116 .996 -1.6897 1.1943 
3.00 -.06238 .49686 1.000 -1.4920 1.3672 
4.00 1.62727 .68933 .175 -.3561 3.6107 
6.00 -.30130 1.05939 1.000 -3.3495 2.7469 
7.00 -1.28939 .84112 .643 -3.7095 1.1307 

Graduate 
1.00 -.18534 .49458 .999 -1.6084 1.2377 
2.00 .06238 .49686 1.000 -1.3672 1.4920 
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4.00 1.68966 .68456 .139 -.2800 3.6593 
6.00 -.23892 1.05629 1.000 -3.2782 2.8003 
7.00 -1.22701 .83721 .687 -3.6359 1.1819 

Post 
Graduate 

1.00 -1.87500 .68768 .074 -3.8537 .1037 
2.00 -1.62727 .68933 .175 -3.6107 .3561 
3.00 -1.68966 .68456 .139 -3.6593 .2800 
6.00 -1.92857 1.15934 .558 -5.2643 1.4072 
7.00 -2.91667* .96396 .033 -5.6903 -.1431 

Diploma 

1.00 .05357 1.05832 1.000 -2.9915 3.0987 
2.00 .30130 1.05939 1.000 -2.7469 3.3495 
3.00 .23892 1.05629 1.000 -2.8003 3.2782 
4.00 1.92857 1.15934 .558 -1.4072 5.2643 
7.00 -.98810 1.25553 .969 -4.6006 2.6244 

Uneducated 

1.00 1.04167 .83977 .816 -1.3746 3.4579 
2.00 1.28939 .84112 .643 -1.1307 3.7095 
3.00 1.22701 .83721 .687 -1.1819 3.6359 
4.00 2.91667* .96396 .033 .1431 5.6903 
6.00 .98810 1.25553 .969 -2.6244 4.6006 

*. The mean difference is significant at the 0.05 level. 
 
In the multiple comparisons we compare the means among various levels of qualifications. Firstly if we 
compare SSC passed entrepreneurs’ attribute ‘Innovation’ with the others, we can observe that there is no 
significant difference with the entrepreneurs who are HSC passed. Similar results can be seen with Graduate, 
Post Graduate, Diploma holders and uneducated entrepreneurs. Similarly the chart gives similar conclusions 
on comparing HSC passed entrepreneurial attribute ‘Innovation’ with the others that there is no significant 
difference in the levels of Innovative attitude. Just like that with graduate entrepreneurs. But on comparing 
Innovative attitude of post graduate entrepreneurs with the others it differs significantly withthe 
uneducated entrepreneurs. The Innovation level is found more among uneducated entrepreneurs. The 
reverse trend we find on comparing uneducated entrepreneurs with the postgraduate entrepreneurs. Here 
we found that postgraduate entrepreneurs are found less Innovative. So we can conclude that there is 
negative relationship between qualification and Innovation. The null hypothesis is rejected and the 
alternative hypothesis is accepted. 
 
Conclusions and Findings 
In context to various industries, no significant difference is noticed. Every industry entrepreneurs are almost 
equally innovative. On the basis of their educational qualifications, they differ significantly. If they are 
broadly divided then least educated (Up to SSC or HSC passed) and highly educated (At least graduate and 
post graduate) they differ significantly. Least educated showed significantly more innovative attribute as 
compared to highly educated entrepreneurs. A negative relationship is observed between educational 
qualifications and innovation. It suggests to develop such an educational system that can develop innovative 
attitude among the entrepreneurs as highly educated are least innovative. It suggests that inventions are 
born in adverse innovation in education system. 
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ABSTRACT: Entrepreneurial orientation and strategic management practices are combined in a empirical 
research investigating the influence of strategic management practices on entrepreneurial orientation of 
commercial banks. Understanding this relationship has progressively become crucial in today’s competitive 
global environment where commercial banks, regardless of size, age and location are facing incessant and 
dynamic change and the banks must continually innovate to remain competitive.  The results of the study 
provide support for the positive impact that different strategic management practices have on entrepreneurial 
orientation of commercial banks. The results show that there is a practical consideration for managers of 
commercial banks to leverage the strategic management practices so that the bank’s position on the 
conservative entrepreneurial continuum is increased by its propensity to be innovative, proactive and willing to 
take risks. 

 

Keywords:Entrepreneurial orientation, Scanning intensity, Locus of planning, Financial control etc 

 
1. Introduction 
Entrepreneurship research has been expanding its boundaries by exploring and developing explanations 
and predictions of entrepreneurship phenomena in terms of events like venture creation, innovations and 
entrepreneurial organizations. In this regard, many authors have highlighted that established corporates 
must adopt entrepreneurial strategies as a tool to revitalize the existing organizations and making them 
more innovative. One such innovative practice followed by most of the companies is corporate 
entrepreneurial orientation (Antoncic and Hisrich 2003). 
Entrepreneurial orientation by the companies has generated considerable attention in research due to its 
importance to corporate vitality and generation of wealth in today’s global context. Corporate 
entrepreneurial orientation facilitates the companies’ effort to exploit its current advantages, opportunities 
and competencies required to pursue them successfully. This also contributes to the evolution of corporate 
strategy by building new opportunities that enable recreation foster strategic change and increases 
company’s performance. Overall, corporate entrepreneurship has become a flourishing research field since it 
is widely advocated as a means of organizational innovation and has many advantages both at individual and 
organizational level. 
The development of entrepreneurial activities within organizations has been investigated in different 
contexts in various countries. These studies identify different aspects like individual issues, corporate 
related factors and environmental factors at different levels of analysis that can have influence on corporate 
entrepreneurship. The present study focuses on strategic management practices and entrepreneurial 
orientation of commercial banks. 
The main objective of this study is to examine the relationship between entrepreneurial orientation and 
strategic management practices in Public Sector Commercial Banks. The specific objectives are outlined as 
follows: 
 To determine the relationship between scanning intensity and entrepreneurial orientation of public 

sector commercial banks. 
 To determine the relationship between planning flexibility and entrepreneurial orientation of public 

sector commercial banks. 
 To determine the relationship between locus of planning and entrepreneurial orientation of public 

sector commercial banks. 
 To determine the relationship between financial control and entrepreneurial orientation of public sector 

commercial banks. 
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Review of Literature 
 Schumpeter’s writings focused primarily on the activities of the individual entrepreneur but in many 
occasions entrepreneurship is arguably a corporate level phenomena (Covin and Slevin,1991a, 1991b; 
Miller, 1983; Stevenson and Jarillo,1990). A recent study of the role of entrepreneurship in formulating Intel 
Corporation’s strategy suggested that entrepreneurial activities were the outcome of the interaction of 
individuals and groups within the companies (Burgelman, 1991).  The end result of these and similar 
observations has been the conceptualization of entrepreneurship as a corporate level phenomenon 
(Burgelman,1983; Covin and Slevin, 1988, 1991a; Miller,1983; Zahra, 1991, 1993).” 
 
Entrepreneurial Orientation 
Entrepreneurial orientation is a key concept that refers to the processes, practices and decision making 
styles of organizations that act entrepreneurially. Entrepreneurial orientation focuses on ways in which 
companies could create new opportunities that generate new revenue streams and value for 
shareholders(Narayanan et al 2009). The concept of entrepreneurial orientation has evolved over the last 
decades and several definitions have been quoted. Guth and Ginnsberg 1990 explained that  entrepreneurial 
orientation of corporate  summarizes two phenomena, new creation within organizations and 
transformation of ongoing organizations through strategic renewal. Sharma and Chrisman 1999 stated that 
‘the process whereby an individual or group of individuals, in association with existing organizations, create 
a new organization or instigate innovation within that organization’ 
In the last few years, research on entrepreneurial orientation of companies has increased significantly. 
However some authors consider that there are some aspects that need to be understood clearly (Hornsby et 
al , 2009). Kuratko and Audrich, 2013 stated that, ‘the theoretical and empirical knowledge about the 
domain of entrepreneurial orientation and entrepreneurial behavior on which it is based are key issues that 
need better understanding’. Moreover some of the articles focus on specific area of corporate 
entrepreneurship phenomenon and do not provide a global perspective on the literature in field. 
Hence, this study will be a valuable contribution to the existing body of knowledge since company’s ability to 
enhance the entrepreneurial behavior is very much determined by its compatibility of its management 
practices with its entrepreneurial orientation. 
 
Strategic Management Practices 
Among the management practices that facilitate entrepreneurial behavior of companies are their strategic 
management practices. Although there are different dimensions of strategic management practices , only 
four dimensions namely, scanning intensity, planning flexibility, locus of planning and financial controls are 
used in this study that are discussed below.  
 
Scanning Intensity 
Scanning refers to the managerial activity of learning about events and trends in the organization’s 
environment (Hambrick, 1981). The philosophical roots of the scanning concept date back to the ancient 
Greeks, who believed that success in combat was dependent upon adequate intelligence for the purpose of 
making good tactical and strategic decisions (Box, 1991). 
In Today’s context, scanning is very important to managers of companies because it provides with 
information about  trends and active events in their relevant environments, which help them to identify 
opportunities (Bluedorn etal., 1994). A high level of environmental scanning is congruent with the 
entrepreneurial process (Miller 1983). 
Scanning facilitates the risk taking and proactiveness dimensions of entrepreneurial behavior. As a means of 
partial uncertainity absorption , scanning may lower the perception of risk associated with potential 
entrepreneurial venture, increasing the possibility that the company will engage in innovative venture. 
Entrepreneurial managers may also realize that scanning is their bridge to remain competitive.  
 
Planning Flexibility 
Planning Flexibility refers to the capacity of a firm’s strategic plan to change environmental opportunities 
that may emerge. The notion of planning flexibility was first suggested by Kulkalis 1989 to investigate how 
environmental and firm characteristics affect the design of strategic planning systems. Kulkallis theorized 
that firms in complex environmental settings maximize performance by adopting suitable planning systems. 
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A concentrated effort in the direction of planning flexibility facilitates a high level of corporate 
entrepreneurship intensity for various reasons. First, flexible planning system, coupled with intensive 
environmental scanning allows a firm’s strategic plan remain and permits entrepreneurial activities to be 
planned rather than to take place in ad hoc manner outside the parameters of a strategic plan. 
 
Locus of Planning  
Locus of planning refers to the depth of employee involvement in a firm’s strategic planning activates. 
Organization can be characterized as having either a shallow or a deep locus of planning. A deep locus of 
planning denotes a high level of employee involvement in the planning process, including employee from 
virtually all hierarchical level within the firm. Conversely, a shallow locus of planning denotes a fairly 
exclusive planning process, typically involving only the top manager of a firm. There are several reasons to 
believe that a deep locus of planning facilitates a high level of corporate entrepreneurship intensity. First, a 
high level of employee involvement planning brings the people ‘closest to the customers’ into the planning 
process. The second reason that a deep locus of planning facilitates the entrepreneurial process is that it 
maximizes the diversity of viewpoint that a firm consider in formulating its strategic plan. 
 
Control Attributes   
The purpose of a control system is to make sure that companies meet predetermined goals and objectives 
(Lorange, Morton and Ghoshal 1986). In the context of this study, this means that the control system of 
entrepreneurial orientation must stimulate innovation, proactiveness and risk taking. One control attribute 
used in this study is Financial Control. 
Financial controls are probably the common form of performance measurement across all organizations. 
Theoretically, financial control attributes measure business performance in terms of objective indicators 
such as return on assets, return on investment etc. Financial controls are congruent with the distinctive 
competencies of most conservative firms. Financial control is clear and unambiguous, which introduces a 
high degree of discipline into the control process. Financial control also provides an opportunity for the 
managers involved to agree on objective performance standards before the performance evaluation.  
Based on the literature review, the following hypotheses have been formulated to determine the 
relationship between strategic management practices and entrepreneurial orientation of commercial banks.  
 Hypothesis 1: There exists a positive relationship between scanning intensity and entrepreneurial 

orientation of public sector commercial banks. 
 Hypothesis 2: There exists a positive relationship between planning flexibility and entrepreneurial 

orientation of public sector commercial banks. 
 Hypothesis 3: There exists a positive relationship between locus of planning and entrepreneurial 

orientation of public sector commercial banks. 
  Hypothesis 4: There exists a positive relationship between financial control and entrepreneurial 

orientation of public sector commercial banks. 
 
Limitations of the Study 
Analysis is confined to the study of four specific strategic management practices only. Obviously, strategic 
management is a much boarder multidimensional construct, and other dimensions of the strategic 
management process may influence a bank’s entrepreneurial behavior. In addition, the study was limited to 
only public sector commercial banks in Chennai.  
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Conceptual Model indicating the influence of strategic management practices and control variables 
on entrepreneurial orientation 
 

 
 
Methodology  
Nature of the Study 
This is an empirical study based on the survey method. 
 
Sources of Data 
The secondary data was obtained from books, journals, and statistical reports maintained by the commercial 
banks and websites. The primary data on the varied aspects of strategic management practices and 
entrepreneurial orientation were obtained through a structured and a comprehensive questionnaire.  
 
Method of Data Collection 
The questionnaire method was adopted to collect the data and the questionnaire was personally distributed 
to 125 managers in select commercial banks in Chennai. The questionnaire was collected back after seven 
days giving them sufficient time so as to enable them to devote more time in giving the accurate information. 
The wordings in the questionnaire were made simple and easy in order to give them clarity in questions. The 
questionnaire contained questions placed on a five point likert scale eliciting information about the strategic 
management practices and entrepreneurial orientation.  
 
Target Population 
The population for this study consists of, middle management, top management and executives of select 
commercial banks in the city of Chennai.  
 
Validity of the Questionnaire 
In order to ensure appropriateness of the research instruments used in the present study, the instruments 
were tested for content validity and construct validity. The reliability of the questionnaire used in this 
research was assessed through the use of Cronbach’s Alpha. Cronbach’s Alpha measures the internal 
consistency of the instrument, which refers to the degree to which the measuring instrument items are 
homogenous and reflect identical underlying constructs (Cooper and Schindler, 2006). Bryman and Bell 
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(2007) state that Cronbach’s Alpha is a commonly used test of internal reliability, which essentially 
calculates the average of all possible split-half reliability coefficients.  
The research instruments used were tested for content validity and construct validity in order to ensure 
correctness of its use in the present study. The reliability index ascertained by the Cronbach alpha method 
for the questionnaire as is as follows: 
 

Table 1:Cronbach’s Alpha 
 

Strategic Management Practices Cronbach's Alpha 
Scanning Intensity 0.82 
Planning Flexibility 0.73 
Locus of planning 0.81 
Financial Control 0.78 

Entrepreneurial Orientation 0.84 
 
Measures  
Entrepreneurial Orientation  
A five item scale was used to measure the level of entrepreneurial orientation in commercial banks (alpha = 
0.84). The scale was developed and validated by Covin & Slevin (1986) based on previous scale developed 
work by khandwalla (1977) and Miller and Friesen (1982). The scale contains items that measure a firm’s 
tendency toward innovation, risk-taking and proactiveness, which are the sub dimensions of 
entrepreneurial orientation ( Miller,1983).  
 
Scanning Intensity    
A 12 item scale was used in this study to measure scanning incentive (Alpha = 0.82). In this study, scanning 
was conceptualized as the extent of effort dedicated toward environmental scanning process. A separate six 
items scale measured each of those sub dimensions of scanning. The first set of six items was modified 
version of Miller and Friesen’s (1982) effort dedicated towards scanning scale. The second set of items 
measured scanning comprehensiveness. These items were used to assess how the commercial banks scan 
elements of the task and societal environments.  
 
Planning Flexibility  
A nine item scale was used to measure planning flexibility (alpha=0.80). This scale was used   to assess the 
commercial banks can change their strategic plans to adjust for each of nine theoretically relevant 
environmental contingencies. The mean score on the scale, average across the nine items was used to assess 
the level of planning flexibility of public sector commercial banks. 
 
Locus of Planning  
A four item scale was used to measure locus of planning (alpha =0.81). This scale was used to measure the 
extent to which employee from different hierarchical levels is involved in the strategic planning process of 
commercial banks. The following hierarchical levels in a firm were included:  Middle Management, Top 
Management and Executive level Management. The scale items, including goal formulation, strategy 
implementation and evaluation and control represent the basic steps in the strategic management process 
(Hofer, 1979). Locus of planning was determined by averaging the scores for middle management, top 
management and executives. 
 
Financial Control 
A three-item scale developed by Hitt et al. (1996) was modified and used to measure financial controls 
(alpha = 0.77). For each scale the mean score, calculated as the average of the three items, assessed the 
banks emphasis on the financial control. 
 
Control Variables   
Two control variables environmental turbulence and environmental complexities of the external 
environment were also used in the study. A nine item scale to measure environmental turbulence (alpha= 
0.76) based on similar turbulence scale made use of by Naman  and slevin (1993), Miller and Friesen (1982), 



Organized by PG & Research Dept. of Commerce Ethiraj College for Women  & Madras Chamber of 

 Commerce & Industry 

   144          IJRAR- International Journal of Research and Analytical Reviews                                                      Special Issue 

and Khandwalla (1977), was used. Similarly, A five-item scale was used to measure environment complexity 
(alpha=0.73).  
Data analysis and Hypothesis test results  
Data analysis  
The mean, standard deviation, Pearson product moment correlation for the variables included in the study 
are shown in Table 2.  
 

Table 2: Pearson Product - Moment Correlation Matrix including corporate entrepreneurial orientation, 
dimensions of strategic management and control variables. 

 
Variables Mean S.D 1 2 3 4 5 6 7 8 9 

Entrepreneurial 
Orientation 

4.40 1.05 (0.87)         

Scanning 
Intensity 

4.92 0.84 0.15* (0.82)        

Planning 
Flexibility 

4.70 0.83 0.34** 0.11 (0.08)       

Locus of Planning 4.19 0.95 0.18* 0.48** 0.25** 0.30** (0.89)     
Financial 
Controls 

5.34 1.04 0.04 0.32** 0.10 0.24** 0.18 0.33** (0.77)   

Environmental 
Turbulence 

3.86 0.80 0.09 0.12 -0.12 0.11 0.10 -0.12 -0.07 0.67  

Environmental 
Complexity 

3.70 1.10 0.11 0.11 -0.06 0.13 0.10 -0.07 0.01 0.25 0.73 

p , 0.10; *p , 0.05; **p , 0.01 
 
Correlation matrix shows statistically significant correlation in the direction expected between 
entrepreneurial orientation and three of the four dimension of strategic management practices included in 
the study. Entrepreneurial orientation correlated positively with scanning intensity (p<0.05), planning 
flexibility (p<0.01), locus of planning (p<0.05), but there was no significant correlation between 
entrepreneurial orientation and financial controls.  
To test hypotheses, hierarchical regression analysis was used in the study. For each hypothesis, this 
approach allowed  to regress  entrepreneurial orientation against a set of control variables and then add the 
respective dimension of strategic management practices into the equation and test whether the incremental 
change in R2 resulting from the addition  of the strategic management variable was statistically significant ( 
Pedhazur, 1982).  
The control variables included were environmental turbulence and environmental complexity. Previous 
studies have found that environmental turbulence (Naman and Slevin 1993) and environmental complexity 
(Zahra, 1991) are  positively related to entrepreneurial orientation.  
For each hypothesis, separate hierarchical regression was done which is shown in Table 3. Each hierarchical 
regression involved two steps. In step one, entrepreneurial orientation intensity has been regressed on the 
control variables and in step two, entrepreneurial orientation has been regressed on the control variables 
and the dimensions of strategic management practices associated with the hypothesis.  
 

Table 3:Results of the hypothesis tests using hierarchical regression 
 

Variables Regressed against 
Entrepreneurial Orientation 

Hypothesis 1 
Scanning 
Intensity 

Hypothesis 2 
Planning 

Flexibility 

Hypothesis 3 
Locus of 
Planning 

Hypothesis 4 
Financial 
Controls 

Control Variables 
    

Environmental Turbulence 0.05 0.01 0.11 0 0.07 
Environmental Complexity 0.16+ 0.15+ 0.12 0.13 0.19* 

Strategic Management Dimensions 
   

Environmental Scanning 0.21* 
   

Planning Flexibility  0.32*** 
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Locus of Planning 
  

0.26** 
 

Financial Controls  
  

0.16 
F-Ratio 2.03+ 2.55* 3.98*** 2.52* 2.54* 

R2 0.08 0.12 0.17 0.12 0.12 
F-Ratio testing the ∆  in R2 between the full 

and partial model 
4.95* 12.78*** 5.89* 5.00* 

+p˂0.10; *p˂0.05; **p˂0.01; ***p˂0.001 
 
The F-ratio which tests  the change in R2 between the full and partial models assesses the significance of 
each of the dimensions of strategic management beyond the contribution of the control variables. 
Regression coefficients shown are standardized coefficients. 
Hypothesis 1 was supported (p<0.05). There is a positive relationship between scanning intensity and 
entrepreneurial orientation of public sector commercial banks. This shows that environmental scanning is 
very important factor to be considered by the managers to understand the trends and plan their activities to 
suit the customer requirements.  
There is also a positive relationship between planning flexibility and entrepreneurial orientation of public 
sector commercial banks and hence hypothesis 2 also was accepted.  This depicts that planning flexibility is 
a prerequisite for managers to develop methods and procedures to increase the intensity of entrepreneurial 
orientation.   
Hypothesis 3 was supported, demonstrating a positive relationship between locus of planning and 
entrepreneurial orientation intensity of public sector commercial banks(P<0.01).Literature reports that 
deep locus of planning accredited for facilitating opportunity recognition, identification and deployment of 
firm’s resources to take advantage of opportunities as they emerge in the environment ( Hornsby et al 
2012). 
Hypothesis 4 postulated a negative relationship between an emphasis on financial controls and 
entrepreneurial orientation of public sector commercial banks.   
Discussion and Conclusion  
The results of the study suggest that the entrepreneurial orientation of managers in commercial banks is 
influenced by the nature of its strategic management practices. The results show a strong relationship 
between planning flexibility and entrepreneurial orientation of managers in commercial banks. This shows 
that planning flexibility enables the ease with which the managers can change their strategic plan in 
response to environmental changes. The positive relationship between locus of planning and 
entrepreneurial orientation indicated that a high level of employee involvement in planning that facilitates 
entrepreneurial behavior in public sector commercial banks. This result is supportive of the general notion 
that employee participation at all levels in an essential key to the entrepreneurial process (e.g., Burgelman, 
1984). The result is also consistent with Sathe’s (1998) observation that if entrepreneurship is to flourish in 
an organization, lower-level manager needs to be free to identify and pursue promising opportunities. In 
conclusion, the compelling theme that emerges from this study is that a bank’s strategic management 
practices influence its entrepreneurial orientation.  
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ABSTRACT: Emotional Intelligence refers to person’s ability to be self-aware of feelings, to manage emotions, to 
motivate oneself, to express empathy and to handle relationships with others. The topic of emotional 
intelligence has spawned a great deal of interest among researchers and managers, as evidenced by the 
countless number of books and research studies published on the topic. Though not conclusive, research findings 
are increasingly showing that people high in emotional intelligence are more successful in certain ways on the 
job. Creativity and innovation often hinge upon the ability to evaluate and solve complex problems, requiring 
both rational and emotional skills. 
This research paper aims at identifying the application of emotional intelligence skills in enhancing innovation 
of the working force. The dimensions of emotional intelligence are self-awareness, self-regulation, social 
awareness and social skills. 

 

Keywords:emotional intelligence, innovation, creativity, social skills, self-awareness, self-regulation 

 
1. Introduction 
Emotional Intelligence 
Emotional intelligence involves a combination of competencies which allow a person to be aware of, to 
understand, and to be in control of their own emotions, to recognize and understand the emotions of others, 
and to use this knowledge to foster their success and the success of others.One definition of emotional 
intelligence is “the capacity to be aware of, control, and express one’s emotions, and to handle interpersonal 
relationships judiciously and empathetically.” 
Emotional Intelligence is the ability to identify, use, understand, and manage emotions in an effective and 
positive way. A high emotional intelligence helps individuals to communicate better, reduce 
their anxiety and stress, defuse conflicts, improve relationships, empathize with others, and effectively 
overcome life’s challenges.This skill or capacity of emotional intelligence is important for living well in 
general, of course, and also for individual creative expression, and for nurturing business success and 
innovation. 
 
Ways to improve emotional intelligence 
 Opening the door 
Emotions are like visitors that knock on the door on any given day and leave once they have gotten what 
they have come for. Emotional development starts by opening the door and allowing those emotions in. Part 
of coping with distress involves allowing the emotions entry instead of ignoring the knock on the door. 
 
 Releasing all judgements 
This is where our societal norms come into play and interfere with our healthy development of emotional 
intelligence. All emotions are equally important. Because they are equally important and vital to each 
person, they are neither better nor worse emotions. Society emphasizes happiness and discourages any 
anger or sad emotions.  
Unfortunately, this causes an imbalance in each person and contributes to distress.All emotions should be 
focused on equally as experiencing all emotions equally contribute to a balanced psyche. 
 
 Emotional insight 
Emotional insight is each individual’s unique experience of every emotion throughout his or her life. It’s like 
a library of memories that begins at birth. Part of developing emotional insight consists of recognizing what 
events trigger certain emotions and why. It consists of recognizing what emotions visits the most, what 

https://psychcentral.com/disorders/anxiety/
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emotion have the most difficulty experiencing, and what emotions are encouraged and discouraged in your 
nuclear family and culture. 
 
 Disentangling emotions 
Emotions are so complex that they get enmeshed with other emotions, other people, and cognitions. The 
feeling of love can get enmeshed with feelings of disappointment. Most commonly, feelings of sadness 
manifest themselves as anger. An individual who masters this skill is able to not be affected by the emotions 
of others and can separate emotions from each other and from cognitions. 
 
 Practising compassion 
Emotions are complex. They are not easy to balance and can be tough to experience. Be compassionate 
towards oneself and others when emotions are at play. 
 
 Closing the doors 
This is probably one of the trickier parts of emotional intelligence and can shed some light on how an 
individual comes to develop mental illness, such as depression. If a person begin by ignoring the emotion, it 
becomes more difficult to find peace with the emotion once that person has allowed it in. This is why it is 
important to start from the beginning.It is also important to remember that just because an emotion knocks 
on the door, doesn’t mean a person need to act on it. Allow oneself to listen to what the emotion is teaching 
about oneself. Closing the door to anger, contempt, and sadness is difficult so it is important to realize when 
oneself could use some outside help. 
 
 Connecting the dots 
Developing emotional intelligence is an active intervention that requires constant attention but gets 
stronger with practice. In connecting the dots, a person begins by opening the door to visiting the emotion, 
releasing all judgments of that emotion, understanding personal experience of that emotion, developing 
compassion for oneself and others, and closing the door to that emotion. 
 
Innovation and Emotions 
KH Kim, a professor of Creativity and Innovation at the College of William & Mary, comments in her 
article The Creativity Crisis in America!: 
“Innovators experience deep emotions, are sensitive to the environment, and are emotionally expressive. 
Emotions affect creativity often more than cognitive or other rational factors and are found in all creative 
endeavours including science and arts.” 
 
OBJECTIVES OF THE STUDY 
 To analyse the significant difference among emotional intelligence skills. 
 To suggest measures to manage emotional intelligence innovatively. 
 
REVIEW OF LITERATURE 
 James D Hess (2014) examined that organizations and individuals may benefit from the development 

and utilization of behaviours attributed to emotional intelligence. The author has identified practical 
approaches to the application of emotional intelligence skills to the complexity of the innovation 
process. 

 
HYPOTHESIS 
H01: There is no significant difference among emotional intelligence skills. 
 
RESEARCH METHODOLOGY 
Research methodology is a way to systematically solve the research problem. It may beunderstood 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. 

https://psychcentral.com/blog/6-steps-for-beating-depression/
http://www.creativitypost.com/education/yes_there_is_a_creativity_crisis
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Sample Units 
In this study, Employees working in various IT/ITeS companies in Chennai were targeted for collecting data. 
The companies include TCS, Infosys, Wipro, HCL, Cap Gemini, CTS, SourceHOV, Mphasis and HP etc. 
 
Sample Size  
The Sample Size of the study was 100 respondents. 
 
Statistical Techniques used 
 Paired Sample t-test. 
 
Limitations of the study 
 Data had to be collected within a short time.  
 The sample size was limited to 100 respondents.  
 The respondents may behave or give opinions differently at different times because of their 

psychological temperament. This may affect the research study.  
 
Data Analysis and Interpretation 
H01: There is no significant difference among emotional intelligence skills. 
 

 Mean SD t-value p-value 
Self-awareness 36.33 5.133  
Self-regulation 34.43 5.648 4.773 0.001 
Self-motivation 35.05 5.691 3.115 0.002 

Social awareness 37.55 5.826 2.919 0.004 
Social skills 36.35 5.474 0.053 0.958 

Self-regulation 34.43 5.648  
Self-awareness 36.33 5.133 4.773 0.001 
Self-motivation 35.05 5.691 1.650 0.102 

Social awareness 37.55 5.826 6.642 0.001 
Social skills 36.35 5.474 4.908 0.001 

Self-motivation 35.05 5.691   
Self-awareness 36.33 5.133 3.115 0.002 
Self-regulation 34.43 5.648 1.650 0.102 

Social awareness 37.55 5.826 6.576 0.001 
Social skills 36.35 5.474 3.115 0.001 

Social awareness 37.55 5.826   
Self-awareness 36.33 5.133 2.919 0.004 
Self-regulation 34.43 5.648 6.642 0.001 
Self-motivation 35.05 5.691 6.576 0.001 

Social skills 36.35 5.474 3.915 0.001 
Social skills 36.35 5.474   

Self-awareness 36.33 5.133 0.053 0.958 
Self-regulation 34.43 5.648 4.908 0.001 
Self-motivation 35.05 5.691 3.115 0.001 

Social awareness 37.55 5.826 3.915 0.001 
Source: Primary data 
 
INFERENCE 
The above table shows the significant difference among the emotional intelligence skills such as self-
awareness, self-regulation, self-motivation, social awareness and social skills. There is a significant 
difference among emotional intelligence skills, since the p values are less than 0.05 except for self-awareness 
and social skills, self-regulation and self-motivation has no significant different since their p values are more 
than 0.05. This is because self-awareness and social skills are complimentary. People with self-awareness 
can recognize one’s emotions and their effects. They have a guiding awareness of their values and goals 
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likewise socially skilled people are good at persuasion, deal with difficult issues straight forwardly, guide the 
performance of others while holding them accountable. When a person is self-aware it will also help in the 
process of being socially skilled. On the same lines, self-regulation and self-motivation are inter dependent. 
Self-regulated people manage disruptive emotions and impulses; maintain standards of honesty and 
integrity, flexible in handling change. Self-motivated people strive to improve or meet a standard of 
excellence, result-oriented, learn how to improve their performance. Hence, when a person is self-regulated, 
it paves way for self-motivation. 
 
FINDINGS, SUGGESTIONS AND CONCLUSION 
FINDINGS 
 There is a significant difference among emotional intelligence skills, except for self-awareness and social 

skills and self-regulation and self-motivation. 
 
SUGGESTIONS 
 People working should be trained to handle the emotions rather than ignoring it. 
 Various emotional awareness programmes should be organised by the superiors and management. 
 Be open to candid feedback, new perspectives, continuous learning and self-development. 
 Able to show a sense of humour and perspective about themselves. 
 Think clearly and stay focussed under pressure. 
 
CONCLUSION 
This study concludes that there is a significant difference among emotional intelligence skills but it is found 
that there is no significant difference among self-awareness, social skills, self-regulation and self-motivation. 
This shows that each skill of emotional intelligenceis unique but still there is a common link among the skills 
which will help to improve the emotional characteristic of each individual.  
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ABSTRACT: Chennai one of the major cities in India, and notable companies sited here including software, 
Automobile and Construction. The City is hub of information technology, many youths moving to Bangalore and 
chennai for IT job opportunities, and the city itself has many prominent IT Companies, most of them are 
branches of international and domestic companies. The Development centers of software companies found in 
Chennai city, and the business is around 14% of total exports of software of India. Chennai is the second largest 
exports of IT related services. The ‘Tidel Park’ here is one of the largest IT Park, Chennai is the largest base for 
some notable companies. 

 

Keywords:Emotional Intelligence, Job satisfaction, Job performance. 

 
1. Introduction 
Definitions of Emotional Intelligence  
According to Daniel Goleman (1995). “The capacity for recognizing our own feelings and those of others, 
for motivating our-selves, and for managing emotions well in our-selves and in our relationships.” 
 
According to Daniel Goleman (1995). “Emotional Intelligence is a master aptitude, a capacity that 
profoundly affects all other abilities.” 
 
According to John D. Mayer and Peter Salovey (1995); “Emotional Intelligence may be defined as the 
capacity to reason with emotion in four areas: to perceive emotion, to integrate it in thought, to understand 
it and to manage it.”  
 
Emotional intelligence, sometimes referred to as EQ, refers to a person's ability to recognize, understand, 
manage, and reason with emotions. It is a critical ability when it comes to interpersonal communication—a 
hot topic not only in psychology but in the business world. The term itself was coined by psychologists in the 
1990s, but its use quickly spread into other areas including business, education, and popular culture. 
Psychologists Peter Salovey and John D. Mayer, two of the leading researchers on the topic, define emotional 
intelligence as the ability to recognize and understand emotions in oneself and others. This ability also 
involves utilizing this emotional understanding to make decisions, solve problems, and communicate with 
others. 
In the past, emotions and intelligence were often viewed as being in opposition of one another. In recent 
decades, however, researchers exploring emotion psychology have become increasingly interested in 
cognition and affect. This area explores how cognitive processes and emotions interact and influence the 
ways that people think. Consider how emotions and moods such as happiness, anger, fear, and sadness 
influence how people behave and make decisions. 
 
Some of the reasons why emotional intelligence can be the key to workplace success: 
 Emotional intelligence can lead to better business decisions 
 Emotionally intelligent employees are more likely to keep their cool under pressure 
 Those with high EQ are better at resolving conflicts 
 Emotionally intelligent leaders tend to have greater empathy 
 Employees with high EQs are more likely to listen, reflect, and respond to constructive criticism 
Emotional intelligence is widely recognized as a valuable skill, and it is also one that researchers believe can 
be improved with training and practice. While emotional skills may come naturally to some people, there are 
things that anyone can do to help improve their ability to understand and reason with emotions. This can be 

https://www.verywellmind.com/what-is-emotional-intelligence-2795423
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particularly helpful in the workplace, where relationships and business decisions often rely on interpersonal 
understanding, teamwork, and communication. 
 
Emotional Intelligence and Job Satisfaction 
 According to Goleman (1998), individuals that present a high level of Emotional Intelligence (EI) tend to 
experience more positive moods and emotions in contrast to those with a lower overall EI. This means that 
the latter usually translate their feelings to disappointment, anger and in fulfillment and by this way their 
total satisfaction is reduced. It is assumed that if total satisfaction at the work site is low then employees will 
not give their extreme best which will definitely affect the kind of service rendered to the customer.  
 
Models of Emotional Intelligence  
Two types of emotional intelligence models are available in the existing literature:  

1. Ability model, which focuses on the mental abilities to define emotional intelligence and 

2. Mixed models, which seek to define emotional intelligence as a mixture of abilities and some personality 
traits and characteristics.  

 
1. Ability Model of Emotional Intelligence  
This model of emotional intelligence (Mayer and Salovey, 1997) emphasis on the cognitive components of 
emotional intelligence and conceptualizes emotional intelligence in terms of potential for intellectual and 
emotional growth (Schutte, Malouff, Hall, Haggerty, Cooper, Golden and Dorheim, 1998). Four sets of mental 
abilities ranging from basic to more complex psychological process were proposed in this model. The first 
set, ‘Perception, appraisal and expression of emotions’ allows an individual to identify and express emotions 
in self and others. The second is ‘assimilating emotion in thought’ It allows an individual to use emotions and 
to facilitate thinking and to recognize respective consequences of different emotional responses and to 
justify the appropriate one. The third set ‘understanding and analyzing emotions’ concerns with the ability 
to understand, label and acknowledge emotions and to use emotional knowledge. The fourth set is ‘reflective 
regulation of emotion’ which deals with the ability to manage and adjust the emotional response to support 
the situational requirement (Mayer and Salovey, 1997).  
 

 
Fig – 1.4 - Ability Model of Emotional Intelligence (Mayer and Salovey, 1997) 
Source  - Emotional Intelligence myth or reality. By - Bhattacharya and Sengupta 
 
2. Mixed Model of Emotional Intelligence 
Unlike the ability model, mixed models include non-ability traits such as motivation, optimism, interpersonal 
skill, stress management in conceptualizing emotional intelligence. The various types of mixed models are 
explained below.  
Bar-On’s (1997) model of emotional intelligence is one of the most well known mixed models. This model 
was fundamentally based on the personality characteristics. Five broad areas of emotional intelligence were 
proposed in this model: intrapersonal skills (such as emotional selfawareness, assertiveness, self regard, and 
self-actualization); inter-personal skills (such as social responsibilities, empathy); adaptability (such as 
problem solving, reality testing and flexibility); stress management (such as, stress tolerance and impulse 
control) and general mood (such as happiness and optimism).  

Perception, appraisal and  
expression of emotions 

Assimilating 
emotion in thought 

Reflective regulation of emotion 
Understanding and  
analyzing emotions 

Emotional Intelligence 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 153 

 
Fig – 1- Bar-On’s (1997) Model of Emotional Intelligence 
Source  - Emotional Intelligence myth or reality. By - Bhattacharya and Sengupta 
 
Statement of the problem: 
With all the above mentioned concerns regarding job satisfaction this study focuses on whether employees 
with better emotional intelligence will have better job satisfaction. The concept of emotional intelligence is a 
term that captures a broad collection of individual skills and dispositions, usually referred to as soft skills or 
inter and intra-personal skills, that are outside the traditional areas of specific knowledge, general 
intelligence, and technical or professional skills. Emotions are an intrinsic part of our biological makeup, and 
every morning they march into the office with us and influence our behavior. On some level, we've always 
known that the ability to understand, monitor, manage and capitalize on our emotions can help us make 
better decisions, cope with setbacks and interact with others more effectively. Given the benefits that one 
can derive of having better emotional intelligence competencies IT organizations should invest sufficiently 
in developing the emotional intelligence competencies of their employees. This will not only help improve 
employee’s performance but will also have a positive impact on organizational performance.   
 
Objectives of the Study  
The objective of the current study is to examine the relationship between emotional intelligence and job 
satisfaction among the women employees working in a Chennai City IT.  
1. To identify the various types of emotions experienced by the IT employees in their organization in 

Chennai. 
2. To find out the level of risk inherent in job satisfaction on an IT employee’s career. 
 
Hypothesis of the study 
There is no significant emotions experienced by the IT employees in their organization in Chennai. 
There is no significant impact on level of risk inherent in job satisfaction on an IT employee’s career. 
 
Research Methodology 
Sample size and Design 
A sample size of 100 respondents are taken for the study.  Among the 100 questionnaires only 99 returned 
the filled in questionnaire.  Out of 100, 99 are found usable.   So the exact sample of the study is 99. The 
Sample Design aims at ascertaining the distinctive features of the emotional intelligence of IT employees 
Judgmental sampling was adopted to collect the data from the respondents for the present study. IT 
employees with a minimum of two years’ experience were considered to fill the questionnaire. 
 
Questionnaire design: 
Primary data is collected through a questionnaire survey. The first part of the questionnaire comprises of 
demographic factors. The second part includes statement relating to job satisfaction and emotional 
intelligence with  Likert’s 5 point scale.5-Srongly Agree 4-Agree 3-Neutral 2-Disagree 1-Strongly Disagree.  
Secondary Data was collected through research papers, Newspapers, journals, websites, books, project 
reports and so on. 

Emotional Intelligence 

Intra-personal skills 

Inter-personal skills 

Adaptability 

Stress Management 

General Mood 
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Period of the study 
The data collected during the period 2016- 2018 are analysed and interpreted with suitable statistical tools. 
 
Limitations of The Study 
The present study suffers from certain limitations: 
1. The impact of emotional intelligence of IT employees is studied only in Chennaicity. 
2. The necessary data are collected during the period 2016-2018. 
3. The sample is restricted to 100 IT employees  in Chennai city. 
4. The findings of the study cannot be generalized for all the Districts in TamilNadu. 
 
Review of Literature:  
Nelis, Quoidbach, Mikolajczak and Hansenne (2009)The construct of emotional intelligence (EI) refers to 
the individual differences in the perception, processing, regulation, and utilization of emotional information. 
As these differences have been shown to have a significant impact on important life outcomes (e.g., mental 
and physical health, work performance and social relationships), this study investigated, using a controlled 
experimental design, whether it is possible to increase EI. Participants of the experimental group received a 
brief empiricallyderived EI training (four group training sessions of two hours and a half) while control 
participants continued to live normally. Results showed a significant increase in emotion identification and 
emotion management abilities in the training group. Follow-up measures after 6 months revealed that these 
changes were persistent. No significant change was observed in the control group. These findings suggest 
that EI can be improved and open new treatment avenues. 
 
Hopkins &Bilimoria (2008) Explored the relation between emotional and social intelligence competencies 
and organizational success. The study showed not much of differences between male and female leaders in 
their demonstration of emotional and social intelligence competencies. It was also found that when it comes 
to competency demonstration most successful men and women were more the same than different. 
However gender did play a reasonable role in the relationship between the demonstration of these 
competencies and success. 
Further male leaders were considered to be more successful, even though male and female leaders 
demonstrated the same level of competencies. The four competencies that divided the most successful male 
and female leaders from their typical counterparts were Self Confidence, Achievement Orientation, 
Inspirational Leadership and Change Catalyst.  
 
Goleman, (1998b) Found out how important Emotional Self-Awareness i.e. recognizing one’s own feelings 
and its impact on one’s performance. In a financial services company emotional self-awareness was found to 
play a critical role in financial planners’ job performance. The interaction that takes place between the 
financial planner and a customer is delicate, it not only deals with some hard questions about money but 
also, when the question life insurance arises, the even more discomforting issue of mortality; the planners’ 
Self-Awareness actually helps the financial planner handle their own emotional reactions better.   
This study attempts to identify the gap on research to determine the emotional intelligence towards the job 
satisfaction of IT employees in Chennai city. This study suggest for key issues relating to the emotional 
intelligence of IT employees. 
 

Table 1: Showingthe various types of emotions experienced by the IT employees in their organization in 
Chennai. 

 

Variables Sources 
Sum of 

Squares 
df 

Mean 
Square 

F Sig. 

Self – Control 
Between 
Groups 

19.087 2 9.543 8.061 .000 

 Within Groups 25.193 97 1.184   
 Total 44.280 99    

Trustworthiness 
Between 
Groups 

7.087 2 3.544 4.184 .016 

 Within Groups 90.357 97 .847   
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 Total 97.444 99    

Responsibility 
Between 
Groups 

6.993 2 3.496 5.410 .005 

 Within Groups 50.436 97 .646   
 Total 57.429 99    

Adaptability 
Between 
Groups 

3.952 2 1.976 3.492 .031 

 Within Groups 94.357 97 .566   
 Total 98.309 99    

Innovative ideas 
Between 
Groups 

14.726 2 7.363 11.830 .000 

 Within Groups 33.794 97 .622   
 Total 48.520 99    

 
From the above table it is found that the factors Self – Control(F=8.061, P=000), Trustworthiness(F=4.184, 
P=016), Responsibility(F=5.410, P=.005), Adaptability(F=3.492, P=.031), Innovative ideas(F=11.830, 
P=.000), differ significantly with respect to stage in which the  group exist at 5% level. 
 
The microscopic analysis is done for the Self – Control,Trustworthiness, Responsibility, Adaptability, 
Innovative ideas using descriptive. 
Self-control is the more important factor of influencing emotional intelligence. This is the factor where, every 
employee who has the power to control will be helpful to the organization directly and indirectly. So such 
talented employees should be recognized and rewarded. 
Trustworthiness of IT executives was found to be significant to dimensions of self – regulation. Perceived 
trustworthiness is the strongest component of trust. Trust is the emotional glue embedded with IT 
employees. Trustworthiness creates strong commitment among employees, confront unethical action in 
others and avoid gossip in organizations. 
Another competency is responsibility of IT employeesand they agree to be very meticulous and careful while 
doing the work. And they moderately agree to meet commitments and to keep promises, hold themselves 
liable to meet responsibility and to organize work in the organization. IT employees with innovative ideas 
moderately agree to support innovative ideas, take fresh perspective and risk in handling, seek fresh ideas 
from variety of sources and entertain original solution to problem. 
 
Correlational Analysis 
 

Table 2: Showing out the level of risk inherent in job satisfaction on anIT employee’s career. 
Correlational Analysis And Hypothesis Testing 

 
 r-value Strength Result 

Empathy .594 Moderate Correlated Accepted 
Service Orientation .546 Moderate Correlated Accepted 
Developing Others. .499 Moderate Correlated Accepted 

Leveraging Diversity .504 Moderate Correlated Accepted 
Political Awareness -.116 Not Correlated Rejected 

 
Correlational analysis was used in this study to analyze the relationship between the five main independent 
variables, Empathy,Service Orientation, Developing Others, Leveraging Diversity,Political Awareness and 
employee job performance as dependent variable. Table 1 represents summary of correlation analysis and 
hypothesis testing for all   variables. H1 is rejected since it does not has significant relationship between 
empathy and employee job performance with r=-.116, p=.169 that indicates no relationship between 
variables. This is in concurrent withEmpathy was conceived as dissimilar competence in social awareness. 
Empathy provides the step to the basic responsibility of the employes to generate resonance. An empathetic 
employee are aware of the feelings of others and demonstrates understanding of their feelings and 
emotions, they act in the best way, whether to settle fears, to calm the anger or to cultivate an atmosphere of 
cooperation and trust. 
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IT employees with social awareness show empathy were they strongly agree by withholding their own 
frustration and moderately agree to develop rapport and credibility with customer, show courtesy , 
understand employee feelings and show patience with unsatisfied customer and disagree to show sensitivity 
and understand others perspectives. IT employees with service orientation moderately agree with offering 
assistance to employees without being asked, understand customers need, act as a trust advisor and grasp 
customers’ perspective. IT employees not only they develop themselves but they develop others in 
organization which helps them to strongly agree with offering assignments that challenge and helps to grow 
person’s skills and they moderately agree to act mentor, offer useful feedback, identifies people’s needs for 
development, acknowledge and reward people’s strength. 
IT employees with leveraging diversity moderately agree to understand diverse world views and are 
sensitive to group differences, respect people from varied background, and create an environment where 
diverse people can thrive or prosper and challenge bias and intolerance. Politically aware competent 
employeesdisagree to accurately read situations relating to organizational forces, understand the forces of 
client, customer or competitors, detect crucial social networks and they disagree with accurately read key 
power relationship. 
Conversely, H2, H3, H4 and H5 are accepted and have significant relationship with moderate correlated 
between the Service Orientation,   Developing Others.; Leveraging Diversity; Political Awareness towards 
employee job satisfaction. Relationship between Developing Othersrepresent r=0.499, Leveraging Diversity 
represent r=0.504, Political Awarenessrepresent r=0.546 and Empathy represent highest value of 
correlation with r=0.594. All these four variables were significant with p <0.01. This findings consistent with 
Nel and Villers (2004) explained as the ability of responding emotional reactions in productive way to direct 
that reaction in right direction to get positive outcome thoroughly. Highly competitive organization with 
high competent employees earn more reorganization and success globally rather organization with low EI 
competency. 
 
CONCLUSION 
There is growing recognition of role played by IT industry. Industry norms are undergoing metamorphosis 
to attract and retain talented employees. IT employeepossess various emotional intelligence competencies 
such as self – confident, trustworthiness, organizational commitment, empathy and building bond, which 
help them in career success. It is concluded that self – regulation is the predominant factor. Self – 
regulatedIT employee build self-control, trust in organization, very diligent and careful while doing work, 
adapts to change effectively and seek fresh ideas from a variety of sources. 
It can be concluded thatIT employees differ in their emotional intelligence. For organizational endurance it is 
recommended to hire highly emotional intelligent employees. IT employeesshould distinguish between their 
intentions and feelings and pursue their dignified goals. Emotional intelligence can be increasedthrough 
continuous training inputs, it helps employees to co-operate better and be more motivated, thereby 
increasing their innovative abilities. 
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ABSTRACT: It has been observed in many cases that there exists a huge difference between the book value of a 
share and the price at which it is traded in the secondary market. There are may be multiple factors which 
causes the over valuation of the stocks. But the question is that is the high fluctuations in the stock prices are 
completely baseless or do they have some linkage with the fundamentals of the company. This paper tries to 
establish the fact that the appropriate management of the fundamental value drivers will definitely enhance the 
market price and subsequently establish a relationship between the fundamental value drivers of the 
organization and their inter relationship with the stock price of the same organization. We chose ten 
constituent companies of the nifty auto index as the sample. Some selected fundamental value drives such as 
debt-to-equity (D/E) ratio, dividend yield (DY), diluted earnings per share (diluted EPS), price-to-earning (P/E) 
ratio, return on capital employed(ROCE) and total asset turnover  are taken as the independent variable along 
with the stock price of the each company as the dependent variable for the analysis. Data has been thoroughly 
tested for the normality and colinearity then pooled ordinary least squares (Pooled OLS) model has been 
applied to study the impact of the independent variable on the depended variable. Other graphical and 
descriptive statistics has also been used to analyze other aspects. 

 

Keywords:Value drives, POLS, book value, Market values, 

 
1. Introduction 
In the race of the generating higher value to the share holder all the organizations are trying lot. But the 
irony of the market is that the price of the stocks are not only the factors of the fundamental value drivers 
but also lot many other factors independent of the organizations. Still the researchers try to arrive at a 
reliable estimated value figure of their stocks. Now the question is that, is the value that is reflected in the 
secondary market is completely independent of the fundamental value drivers?  This paper aims at the 
identifying the fundamental value drivers which affects the value of the stocks in the market. Later on 
suggesting how efficiently the organization can manage the factors so that they can deliver the best value to 
the shareholders. This paper is an attempt to bring an innovative management practice by identifying the 
best fundamental value drivers which will help the organization to sustain in the long run.  
 
REVIEW OF LITERATURE 
The stock price or share price is the price of a single share of a company‘s stock. Also, it can be the price 
where a corporation‘s shares of stock is above par or stated value when the corporation is publicly listed 
(Menaje, 2012). 
 Stock prices can deliver messages to different users. In an efficient market, stock prices are trustable since 
all information is reflected in stock prices and the buyer‘s willingness to buy and the seller‘s willingness to 
sell determine stock prices. Plus, arbitrageurs cannot get any abnormal gains since there is no more valuable 
information on mispricing available (Lai & Wong, 2015). The relationship between fundamental factors such 
as dividends and stock price changes has continued to be the focus area of interest for various parties 
namely,  investors,  fund  managers as  well  as  market  analysts  (Almumani, 2014). Besides, according to 
Srinivasan (2012), investors‘ understanding regarding the influence of various fundamental variables on 
stock price is very helpful for them as it will aid them in choosing profitable investment. 
Additionally, most market players agree that the share price roughly estimates a corporation‘s intrinsic 
value. Besides, the stock price is the primary concern for both owners and investors of publicly listed 
companies. Investors (any individual or firms) who have some excess cash expect to receive more from the 
return of the stock investment than the return from a regular bank deposit. This return can be either in the 
form of capital gain from trading securities (for short term investors) or dividend income (for long term 
investors). Thus, the share price‘s movement and direction are crucial to investors since any movement of 
the share price can be a gain or loss to them (Menaje, 2012). 
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Malhotra and Tandon (2013) examined 95 companies from the National Stock Exchange (NSE) from the 
period of 2007 to 2012 and found that DY, EPS, and P/E ratio significantly influenced stock prices. 30 
companies were from the banking and financing sector. There are similar studies on stock markets which 
have been conducted by Srinivasan (2012), Abedini and Razmi (2014), and Sharif et al. (2015) that also 
employed stock prices as their dependent variable. 
There are various empirical studies which have examined the correlation between accounting information 
and banks‘ stock prices. Mohan and John (2011) examined the value relevance of accounting information in 
India with a group of 21 banks listed in the Bombay Stock Exchange (BSE) during 2006- 
2010  with  a  dependent  variable  of  market  price  per  share.  Furthermore, Menaje (2012) studied the 
impact of accounting variables and the macroeconomic variables on share price of 10 public listed banks in 
the Philippines from 2002 to 2008.  Also, Almumani (2014) studied the impact of the internal factors or 
quantitative factors on the share prices for the listed banks in Amman Stock Exchange during the period 
2005 to 2011. He employed stock prices as the dependent variable. There are similar studies on banking or 
financial sectors conducted by Uddin (2009), Al-Shubiri (2010), and Silviana and Rocky (2013) that also 
used stock prices as their dependent variable. 
 
RESEARCH METHODOLOGY 
This paper adopts the empirical research method where the secondary data has been collected from official 
websites of the various companies. The sample size of the study is the top ten organizations which are the 
constituents of the S&P Auto Index. The companies are Ashok Leyland, Baja Auto, Bharat Forg, Bosch Ltd, 
Eicher Motor, Hero Motorcorp,  Mahindra and Mahindra, Maruti Suzuki Ltd, Tata Motors,  TVS Auto. The 
period of the study is from 2009 to 2018.  
 
THEORETICAL MODEL 
Empirical studies today, such as (Chen, Chen & Su, 2001; Ballas & Hevas, 2005; Al-Hares et al., 2012) uses 
the valuation framework recommended by Ohlson (1995) as a theoretical benchmark.  
According to him most of the advanced markets get the valuation information perfectly but in case of the 
emerging market this does not happen. The market imperfections dilute the valuation information. In this 
context the accounting information provided internally becomes the most reliable source of the value 
information. Therefore the current study also adopts the recommendation of the Ohlson (1995) but the 
variable chosen in his study has been changed. Here the stock price of the various companies of the Indian 
Automobile sector has been taken as the dependent variable and this accounting information has been taken 
as the independent variable. The period for this study begins from the year 2008 to 2018. The expected 
econometric model is assumed to be: 
Stock Priceit = β0 + β1EPSit + β2 DIV/Shareit + β3NPit + β4RNWit + β5ROCEit + β6D/Eit + β7 ATRit  + β8P/BVit + eit 
Where 
Stock Price     = Price of Stocks of each Organisation 
EPS  = Diluted EPS 
DIVIDEND/SHARE  = Dividend per share 
NP  = Net profit margin 
RNW  = Return on Net worth 
ROCE  = Return on Capital Employed 
D/E                 = Debt-to-Equity Ratio 
ATR  = Asset turnover Ratio 
P/BV  = Price to book value. 
e                      = error terms 
 
Data Analysis and Interpretation 
The tools used for this paper is the SPPS 20. The result of the OLS regression of the sample companies has 
been presented in the table below. 
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Table 1: Result of Ashok Leyland 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .999a .998 .980 5.443 

a. Predictors: (Constant), PBV, NP, ROCE, ROEEquity, ATR, Dividendpershare, DilutedEPS, DE 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 349.853 47.214  7.410 .085 
DilutedEPS 2.256 5.250 .092 .430 .742 

Dividendpershare -4.422 7.416 -.085 -.596 .658 
ROEEquity .797 .691 .158 1.154 .455 

ROCE -.250 .828 -.053 -.302 .813 
DE -174.960 23.445 -1.764 -7.463 .085 

ATR -1.110 .243 -.877 -4.571 .137 
NP -2.201 .336 -.595 -6.560 .096 

PBV -1.759 2.263 -.077 -.777 .579 
a. Dependent Variable: Price 
Source Authors own calculations 
 
From the above table it is cleared that the independent variable are clearly predicting the 99% variations in 
the dependent variable. The most important variable affecting the dependent variable is the Diluted EPS.  
Table- 2 Result of Bajaj Automobile 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .983a .966 .694 397.680 

a. Predictors: (Constant), PBV, DilutedEPS, NP, ATR, ROEEquity, DE, Dividend per share, ROCE 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -1241.231 11289.503  -.110 .930 
DilutedEPS -18.085 68.346 -.681 -.265 .835 

Dividendpershare 68.020 193.768 1.016 .351 .785 
ROEEquity 173.989 444.246 .819 .392 .762 

ROCE -134.420 314.595 -2.918 -.427 .743 
DE 95.231 352.270 1.764 .270 .832 

ATR 2825.709 6739.417 1.113 .419 .747 
NP -7.972 35.242 -.276 -.226 .858 

PBV 365.685 543.001 .967 .673 .623 
a. Dependent Variable: Price 
Source Authors own calculations 
 
As the adjusted r-square of the regression result is 0.69 we can say that the dependent variable is 69% 
explained by the movements of the independent variables. The most significant independent variable being 
the dividend per share, return on equity to equity asset turn over and price to book value.  
 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 161 

Table 3: Result of Bharat Forg 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .982a .965 .682 121.074 

a. Predictors: (Constant), PBV, NP, ATR, DilutedEPS, Dividendpershare, ROCE, DE, ROEEquity 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 2246.425 2130.032  1.055 .483 
DilutedEPS 4.998 15.882 .203 .315 .806 

Dividendpershare 69.095 88.425 .787 .781 .578 
ROEEquity -105.535 178.859 -1.857 -.590 .661 

ROCE -13.905 69.793 -.281 -.199 .875 
DE 87.747 108.486 1.472 .809 .567 

ATR -642.656 676.189 -.879 -.950 .516 
NP -23.306 26.202 -1.036 -.889 .537 

PBV 30.330 45.695 .309 .664 .627 
a. Dependent Variable: Price 
Source Authors own calculations 
 
Table reflects the result of the regression analysis of the stock price f the bharat forg limited and other 
independent variables. The result shows that the stock price depends up to 95% on the independent factors 
for the fluctuations. The most influential factors are dividend per share and the debt equity ratio. 
 

Table 4:Result of Bosch Ltd. 
Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .986a .972 .747 3366.901 

a. Predictors: (Constant), PBV, NP, ROEEquity, Dividendpershare, ATR, DE, DilutedEPS, ROCE 

Coefficientsa 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 108818.464 82496.144  1.319 .413 
DilutedEPS -105.624 105.408 -1.973 -1.002 .499 

Dividendpershare 11.421 80.170 .078 .142 .910 
ROEEquity -2733.675 3520.487 -.868 -.777 .580 

ROCE 3506.385 10603.237 1.649 .331 .797 
DE 498.578 10767.090 .208 .046 .971 

ATR -462349.957 347726.903 -2.420 -1.330 .411 
NP -923.646 885.134 -1.783 -1.044 .486 

PBV 2122.885 1742.243 .693 1.218 .438 
a. Dependent Variable: Price 
Source Authors own calculations 
 
The result shown in the table 4 indicates that the stock price of the Bosch limited depends upto an extent of 
97% on the accounting variables. And the most important variables are dividend per share and the return on 
capital employed. 
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Table 5: Result of Eicher Motor 
Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .987a .974 .883 3756.663 

a. Predictors: (Constant), PBV, DilutedEPS, ATR, ROEEquity, NP, Dividendpershare, DE 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 2632.649 31917.500  .082 .942 
DilutedEPS 84.727 46.577 1.903 1.819 .211 

Dividendpershare -277.545 340.637 -1.086 -.815 .501 
ROEEquity -715.168 1385.571 -.712 -.516 .657 

DE 530.677 1526.408 .981 .348 .761 
ATR 174982.041 228815.061 .235 .765 .524 
NP -88.208 510.960 -.375 -.173 .879 

PBV 334.469 402.976 .301 .830 .494 
a. Dependent Variable: Price 
 
The result of the regression of the stock price of the Eicher motor and the independent factors yields a 
similar result i.e the dependency is upto 97%. The important independent factors are EPS and debt equity 
ratio. 
 

Excluded Variablesa 

Model Beta In T Sig. 
Partial 

Correlation 

Collinearity 
Statistics 

Tolerance 
1 ROCE -68.614b -62.652 .010 -1.000 5.520E-006 

a. Dependent Variable: Price 
b. Predictors in the Model: (Constant), PBV, DilutedEPS, ATR, ROEEquity, NP, Dividendpershare, DE 
Source Authors own calculations 
 

Table 6: Result of Hero Motorcorp 
Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 1.000a 1.000 . . 

a. Predictors: (Constant), PBV, Dividendpershare, ATR, DilutedEPS 

 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 416.785 .000  . . 
DilutedEPS 2.891 .000 .467 . . 

Dividendpershare 1.468 .000 .430 . . 
ATR -61.487 .000 -.096 . . 
PBV 18100.158 .000 .610 . . 

a. Dependent Variable: Price 
Source Authors own calculations 
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Table 6: represents the result of the regression of the hero motor corporation stock price and the 
independent variables. Here we can observe that the stock price 100% depends on the fundamental value 

drivers of the company. The important of them are diluted EPS and the dividend per share 
 

Excluded Variablesa 

Model Beta In t Sig. 
Partial 

Correlation 

Collinearity 
Statistics 

Tolerance 

1 

ROEEquity .b . . . .000 
ROCE .b . . . .000 

DE .b . . . .000 
NP .b . . . .000 

a. Dependent Variable: Price 
b. Predictors in the Model: (Constant), PBV, Dividendpershare, ATR, DilutedEPS 
Source Authors own calculations 
 

Table 7: Result of M&M 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .950a .902 .116 158.007 

a. Predictors: (Constant), PBV, Dividendpershare, ATR, DilutedEPS, NP, DE, ROCE, ROEEquity 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -534.443 4708.550  -.114 .928 
DilutedEPS 4.443 9.860 .284 .451 .730 

Dividendpershare 22.723 92.473 .265 .246 .847 
ROEEquity 77.505 646.994 .686 .120 .924 

ROCE -72.441 142.462 -2.250 -.508 .701 
DE 55.239 202.252 1.029 .273 .830 

ATR 398.829 2258.555 .485 .177 .889 
NP 3.299 42.522 .306 .078 .951 

PBV -2.391 765.563 -.009 -.003 .998 
a. Dependent Variable: Price 
Source Authors own calculations 
 
The above table reflects that the independent variables has an impact of 90% on the fluctuation of the share 
prices of the M&M company and the most important factors are diluted EPS, Dividend per share and the 
return on the equity. 
 

Table 8: Result of Maruti 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 .985a .970 .726 66.312 
a. Predictors: (Constant), PBV, NP, Dividendpershare, ATR, DilutedEPS, ROEEquity, DE, ROCE 
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Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 690.067 595.808  1.158 .453 
DilutedEPS -.891 9.095 -.106 -.098 .938 

Dividendpershare -10.800 7.322 -.593 -1.475 .379 
ROEEquity -76.105 83.084 -3.347 -.916 .528 

ROCE 27.100 47.620 2.848 .569 .671 
DE 31.114 65.539 1.706 .475 .718 

ATR -134.327 507.495 -.260 -.265 .835 
NP -6.176 2.551 -.596 -2.421 .249 

PBV 57.317 27.550 1.349 2.080 .285 
a. Dependent Variable: Price 
Source Authors own calculations 
 
Here also we got the same result as the dependent variable is depending on the independent variables to an 
extend of 97%. The most important variables are return on capital employed and the debt equity ratio. 
 

Table 9:Result of TVS 
 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 1.000a 1.000 1.000 3.433 

a. Predictors: (Constant), PBV, NP, ROCE, ATR, Dividendpershare, ROEEquity, DE, DilutedEPS 

Coefficientsa 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) -829.580 62.226  -13.332 .048 
DilutedEPS 46.835 5.425 .764 8.633 .073 

Dividendpershare -459.097 14.764 -1.470 -31.095 .020 
ROEEquity 623.949 15.413 3.082 40.482 .016 

ROCE -140.341 3.533 -3.922 -39.721 .016 
DE 41.315 3.393 1.013 12.175 .052 

ATR 239.988 27.088 .279 8.860 .072 
NP 5.241 .249 .620 21.063 .030 

PBV 75.866 1.416 1.049 53.592 .012 
a. Dependent Variable: Price 
Source Authors own calculations 
 
The above table reflects the result of the regression analysis of the stock price of the TVS motors and its 
independent accounting fundamental variables. The results depict that the stock price depends 100% on the 
fundamental value drivers. The most important variable being the diluted EPs and the return on the capital 
employed. 
 
CONCLUSIONS 
From the detail analysis of the above result we can come to a conclusion that the price of the stocks of the 
Indian automobile industry depends on the fundamental value drives. The most significant part of the 
analysis is that the earning of the company and the amount of the dividend distributed to the share holders 
affects the stock price the most. The company should always aim to earn more and design a dividend payout 
structure in such an innovative way that the share prices always remain at a higher side. The most important 
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for the company is maintain an innovative model of retentions and distribution of earnings for a a long term 
sustainability. 
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ABSTRACT: The organization creates employees and the management. An organization’s growth depends on 
innovative employees and supporting management. Teamwork is essential in any workspot ranging from 
educational institutions to big multinational organizations. All employees need motivation at one point or the 
other definitely. Motivation in simple words is to enhance one's urge to perform effectively. Thus it is a 
supplement which should be supplied by the management to the employees or individuals who require it on a 
regular basis. Motivation in turn promotes innovation and team building among the team members. 

 

Keywords:Encouragement, innovative, organization, employees 

 
1. Introduction 
The word organization is defined by the Oxford dictionary as, “An organized group of people with a 
particular purpose, such as a business or government department.” Different types of organizations have 
different purposes. Few to name are governmental and nongovernmental organizations, voluntary 
organization, charities, not-for-profit organization and international organization. 1^ [Source: 
https://en.m.wikipedia.org/wiki/Organization; Types] 
Employees are the most valuable asset of any organization. If every company understands the value of their 
employees, an unshakable growth rate can be achieved very easily. In turn, the employees must understand 
the fact that one's growth in the company sheerly depends on one's diligence and loyalty.  
 
EMPLOYEE'S RESPONSIBILITY 
The prime duty of an employee is to complete the allotted work in time with accuracy and quality. Many 
organizations have successful employees who complete the work well ahead of time. This paves way for a 
good rapport and an established image of the team with the project's client.  
 
MOTIVATION 
A team might have different types of employees viz., a very energetic and workaholic employee, another 
employee who is sincere but consumes additional time to complete tasks due to factors like doubts in the 
tasks or insufficient guidance and the last type of employee is one who works well as a team but 
procrastinates as an individual. 
The first two types of employees can be handled easily as what they require is just encouragement and 
appreciation. 
The employees who procrastinate are the ones who need additional time and support to complete their 
assigned tasks. Such employees who are slow in their activities need to be motivated very often with positive 
and highly encouraging words which would steer them to achieve the target. 
 
ENCOURAGEMENT 
Some employees, in rare cases, would feel shy to express themselves in front of the team. For example, let's 
imagine the case of an unmarried lady employee who is very active and cheerful with her colleagues as well 
as in her work. She takes a break from work to get married and resumes office afterwards. This time her 
teammates notice a drastic change in her behavior; neither does she converse freely with her colleagues nor 
does she manage to complete her official tasks. This is when support and encouragement is expected of the 
organization. This strange behavior of hers is talked about widely in the team and the team manager tries to 
understand her needs through a one-to-one meeting. The team lead comes to know that the newly married 
employee faces family woes and that that's the reason she's unable to concentrate at work. Now it is the time 
when the manager has to decide whether that employee needs to be offered personal advice to overcome 

https://en.m.wikipedia.org/wiki/Organization
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her woes or should she be treated very professionally and must be commanded to complete her tasks in 
time. 
If the manager doesn't want to step into her shoes, he instructs the employee to brush aside her personal 
woes and demands completion of work at the earliest. This might have a negative impact on the troubled 
employee. She might feel even more stressed due to her personal troubles, work pressure at office which 
might result in timely completion of her tasks but with errors. On the other hand, if the manager resorts to 
lend an ear to her troubles and assures to offer support and guidance at work like requesting another 
employee in the same team to share her work or help her with her work when she's stuck with reaching the 
target, the employee might feel relieved to some extent. This also ensures task completion at the right time. 
[Source: author compilation] 
Again there's a third side to this problem. If the chaotic employee doesn't want to share her personal 
problems with others in the office, she is expected to complete her allotted task perfectly and on time. 
Now let's have a look at another type of employee who is very diligent and perfect at work but feels shy to 
converse with others, refrains from participating in team activities, thinks of many innovative ideas but 
doesn't express it to the team fearing negative comments. Such an employee needs a concerned manager 
who identifies these problems and initiates a one-to-one discussion to know what hinders the employee. It 
might be due to fear of public speaking or a lethargic attitude. Such Employees who feel shy or fear public 
speaking should be made to feel at ease by encouraging the out of the box factors like announcing their 
personal achievements in front of the whole team. Applause and accolades are the easiest and most 
innovative forms of motivation. Motivation is required even for a crawling baby or a toddler to improve the 
child's physical and mental health. Hence those employees should be helped with daily words of positive 
motivation stating that he definitely needs the support of people around to survive. For example, he may live 
independently in a house but needs the support of vendors and suppliers to sustain in this world. [Source: 
author compilation] 
 
INNOVATION 
Any organization with a strong vision and efficient workforce can achieve targets easily. But for a company 
to outshine its competitors, innovation in all aspects is absolutely required. Innovation can be brought about 
by the company and at the same time the employees need to be motivated to bring in innovative ideas for 
their personal and professional growth. 
A very popular software technological organization had brought innovation in its working hours few years 
ago. Earlier the employees were supposed to clock in 9 working hours every day which is 45 working hours 
per week. But considering the factor that employees need socio growth also in addition to professional 
growth, the organization put forth an innovative decision. The organization started to calculate the monthly 
average of working hours. This means if the allotted tasks are completed on time, they are at liberty to wind 
up early for the day. Any team meetings or urgent tasks are an exception and the employee has to stay back 
to complete it even if the employee's average working hours have already reached the target. 
Nowadays most organizations offer daycare facilities so that their kids could be enrolled and the parent can 
work peacefully without having to worry about her kid. If innovation is involved here, the organization 
might start a Montessori or a nursery School with certified teaching staff. This can be opted for by the 
organization through employee voting. If the number of employees voting for beginning a nursery School is 
high, the organization might expand their venture from being just a daycare to running a preschool 
successfully. 
The working parents would definitely find it useful provided the fee structure is very much affordable 
compared to other nursery schools in the city. An innovative idea here for the organization would be not to 
tie up with expensive Montessori institutions as some working parents might find it unaffordable. 
Another easiest way to bring up innovative ideas would be to conduct brainstorming sessions within the 
team regularly, say on a weekly basis. For example, a team can opt to conduct such a programme every week 
with one person starting with a motivational story telling session, another employee reading out the news 
tidbits he has gathered on the latest technological innovation prevailing in the market followed by puzzle 
solving. All such activities promote team building when the employees within the team take turns to 
participate in the team building sessions. [Source: author compilation] 
The management has to consider all its employees equally hence their innovative ideas. The cadre might be 
different thereby the workload and salary but all the employees must be treated equally. Their ideas should 
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be respected and given importance. This encourages the individuals and makes them feel they are vital for 
the growth of the organization. ^2 
[Source: https://recruitloop.com/blog/workplace-innovation/ 
Point 7. Don’t look down on your subordinates] 
 
CONCLUSION 
Hence employees and the management go hand in hand. An efficient teamwork is achieved only with proper 
communication and frequent motivation. When the employees are motivated and made to feel at ease, 
innovative ideas spring up. This helps the organization to burgeon over time. 
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ABSTRACT: Transformationof Indian higher education in the last few decades is not that revolutionizing and 
the system is lagging to change and the quality is also far behind in international standard. The paper is trying 
to enumerate the Indian education developments and new strategical recommendations for the quality 
developments in the existing system without changing the present pattern. The progressing information 
technology and degrading social commitment are the prime focus in the quality improvement. 
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1. Introduction 
From the time of Nalanda University to the present period, where UGC is having the responsibility to ensure 
quality higher education in India, Indian higher education systemhas witnessed many challenges and gone 
through different experiments. In India we had University at a time, when most of the world nations were 
not discovered and those discovered were also not civilized. But in the modern period,thewestern education 
system was brought to India, including the English language, by Lord Thomas Babington Macaulay in the 
1830s, which paved the foundation for the University education also. With 74% of literacy rate in India, that 
means more than 80 crore literatepeople, we are having only 47 central Universities, 356 state Universities, 
122 deemed universities and 252 Private universities and other higher education institutionslike IIMs IITs 
NITs and AIIMS. All together is able to accommodate only 25% educated Indians.The UGC, AICTE, DEC, 
NCTE, Medical Council,BOR Council, Architecture Council and such other regulatory bodies are monitoring 
these institutions. The Indian higher education system is not only large but also the most complex one. 
Keeping these in view, the present paper is focused on the strategies for improving the quality of education 
and inclusive student development and development of students’ commitment and responsibility towards 
society. Along with these an attempt hasalso been made to analyze and discuss other important and 
contemporary issues related to governance, academics, profession, use of ICT in teaching-learning and policy 
research. Thus an attempt has been made to look at higher education in India in a holistic manner. 
Colonial education development 
The Indian Higher Education Structure can be traced back to Nalanda and Takshashila Institutions, still “The 
foundation for western education was laid by the British. They set up network of schools to impart western 
education in English medium” (Perkin, 2006). First such college to impart western education was founded in 
1818 at Serampore near Calcutta.  The McCauley’s Policy of 1835 to promote European learning through 
English, Sir Charls Woods’ Dispatch of 1854 which for the first time recognized the need for mass education 
with private and missionary help and gave up the policy of selective education known as the ‘filtration 
theory’ and finally the first Indian Education Commission of 1882 which recommended the initiative of 
private agencies in the expansion of education were the important land marks in the development of 
modern education system in the 19th century. 
The idea of establishing universities in India on the model of the London University (i.e. universities of the 
affiliating type), was first promoted in Sir Charles Wood‟s Dispatch of 1854, It described the aim of 
education in India as the diffusion of Arts, Science, Philosophy and Literature of Europe, and the study of 
Indian Languages. These recommendations also covered professional subjects like Law, Medicine and 
Engineering and were followed by the establishment of universities at Calcutta, Bombay and Madras in 1857 
following the model of the University of London. There was a steady growth in subsequent years and by 
1943 a need was felt for a comprehensive plan of educational development. The Sergent Report of 1944 was 
the first attempt to formulate a national Policy on Education in India. 
Post Independence 
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By the time India became independent in 1947, it had only 18 universities and total student strength of little 
less than 0.2 million. In the 1948 educational conference Nehru expressed the view of higher education in 
India. He wanted that it should emphasize the legacy of constitutional demands and demanded for 
revolutionizing the higher education system. In 1948 the Radhakrishnan Commission was formed. The 
commission recommended the reconstruction of university education as essential to meet the demand for 
scientific, technical and other human power development needed for the socio-economic development of the 
country. A number of drastic changes were implemented in the education sector.Actually it shaped the 
nature and scope of present education system in India.  
The most important document on Education in India was the report of the Education Commission (1964-66) 
under the chairmanship of Dr. D. S. Kothari, then Chairman, University Grants Commission. The report 
focused on: 
 A radical improvement in the quality and standard of higher education and research. 
 Expansion of higher education to meet manpower requirements of the nation and the rising social 

ambitions and expectations of the people, and   
 Improvement of university organization and administration 
Later the 1986 National Policy on Education focused on the expansion of higher education and improvement 
of quality along with the job creation in the academics.  
Quality Education in India 
When we think about the quality higher education it will circle around the top institutions like IIMs, IITs, 
AIIMs and NITs, which are centers of excellence and capable of imparting world class education. The reason 
behindis stiff competition for admission, strong filtering process, high valued academia, incompatible 
infrastructure and high profile and valued job in the market. Research output from these institutions and 
strong faculty profile definitely make these institutions elite in the country.  The recommendations from the 
educational commissions and Government are reflected effectively in these institutions and so are able to 
facilitate student exchange programme, industry oriented training and have access to all modern 
infrastructure requirements.  
We have Forty seven central universities, yet none of them comes in the list of world’s best Five hundred 
universities. Reasons raised are several including diversity of the nation in culture andlanguage, lack of 
financial support anddrawbacks of elementary education system etc. The Indian inclusive education system 
is not properly evaluated in the world arena, and the system is still among the most complicated in the 
world. After analyzing the major achievements of our national institutions and examining the ways that 
could achieve remarkable progress in this direction, it is possible to recommend some important changes 
which can definitely improve the quality of education without additional financial commitment and major 
changes in the system. These suggestions will be especially useful for the students undergoing academic 
pursuits in conventional subjects which give them a novelty in learning process. 
 
1. New insights in the life of the student  
The higher education has two phases Under Graduation and Post Graduation, which means a student is 
going to be in a college or university for a minimum period of 5 years. These 5 years is not sufficient to 
provide some new insights in the life of the student. His entire perception of life should change after these 5 
years. That should be the real motto of educational programme. Hence educational policy in the country 
should main focus on this aspect. 
 
2. Student exchange program with in the country 
Once the students joina UG or PG programme, throughout the entire period of study, they spent their time 
only in one institute. If they are given an opportunity to spend their one year or one semester in any other 
similar institute that will definitely change the perception of the student and he/she can experience a 
different perception of life. Inter university exchange program within the state or interstate will be a novel 
idea to be introduced in all educational institutions in India. 
 
3.  Online based internal monitoring 
For conducting a perfect continuous evaluation system, online based short term courses are more useful like 
SWAYAM, MOOC and Courseera. These platforms will enrich the computer knowledge of the students and 
also ensure quality, accountability and transparency of internal assignments. Teachers will also able to 
spend their precious time more effectively on other academic activities in such a situation.  
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4. Diversifying the social capital  
Social capital means the networks of relationships among people who live and work in a particular society, 
enabling that society to function effectively. In order to achieve the goal of developing social capital in our 
society, social service should be made part of the educational system and curriculum. It should be possible to 
evaluate the contributions made by each individual in achieving this target. For that there should be an 
effective evaluative system with quantitative and qualitative measuring techniques. If the whole students 
contribute to national service that will definitely enrich the social capital of our country. Other than the 
ongoing programmes like NCC and NSS, other service programmes aimed at improving social capital of our 
country should be planned and implemented. Such programmes will enable each individual especially the 
students and the youth to actively participate in the nation building process. 
 
5. Social projects with thrust on local commitment. 
During the course period students have to complete a project in most of the cases. Most of the time students 
are engaging with orthodox structural work only. But the modern academic world demands more genuine 
and original works. The educational system should be able to contribute to the nation’s knowledge pool and 
one should be able to feel proud of the diverse culture and legacy we have. Thus all projects should have 
local commitment and should be issue oriented and original in nature.   
 
6. Know the village 
As part of academic study, there should be a component of village study, which will enhance respect to the 
rural India and its problems. Most of the Indian higher education institutions are located in either metros or 
semi urban areas.Village study, if made part of the syllabus will provide the students with ample 
opportunities to know the root of human culture and civilization. 
 
CONCLUSION 
Transformation of education is not going to be achieved in a day. The modern world and academia demand 
more diversified and in depth knowledge in the field. Quality of a student should not be evaluated merely on 
the basis of number of certificates he possess but it should be based on the quality of the person. The twenty 
first century demands an education system which caters the overall performance of a person. Our entire 
system of higher education is desperately short of teachers who can be an enlightened model for the 
students. Education system should not focus merely on class room teaching. In this milieuit is high time for 
the Indian higher education system to shift itself to new paradigms likesmart class rooms with video 
lectures and enable students to learn at home and spend the rest of their valuable time to take their 
knowledge to applicable levels, involving social issues and enrich their knowledge. Social commitment and 
responsibility, acceptance of the cultural diversity and development of human personality should be the 
principal guidelines of an educational system.  
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ABSTRACT: These are not physical attributes nor are these such offerings that satisfy consumer basic needs. 
These are those offerings that are given by a company that act as value added service and make the customers 
feel happy and satisfied about their purchase. In restaurants there are more excellent possibilities to offer 
augmented service to the consumers to satisfied their expectations. Now a day’s augmented services are 
efficiently developed with innovative ideas and through modern technology. Consumers were influenced and 
satisfied with the augmented services provided by the restaurants. 

 

Keywords:Augmented service, Augmentation, Restaurants 

 
1. Introduction 
The Augmented level consists of those benefits which distinguish the company’s offer from competitor’s 
offer. The service provider differentiates adding value to his core service in terms of reliability and 
responsiveness. When the core service is surrounded by some ancillary benefits and extra features, it 
becomes an augmented service. The service provider is on the constant look out of further features and 
benefits which can be added on to the formal service. When an intense competition prevails in the market, 
the augmented benefits become expected benefit. Unlike companies that produce tangible goods, service 
firms typically cannot rely on service advantage as a means for ensuring the success of a new service. 
Developing a competitive response to a tangible service may require significant investments of time and 
effort. In many cases, however, competitors can easily duplicate the core elements of a firm's new service. 
This fundamental difference between new services and new service means that managers who hope to find 
the keys to new‐service success must look to factors other than sustainable service advantage. 
Service augmentation encompasses such dimensions as distribution strength, staff‐customer interactions, 
and reputation. The customer recognizes and responds to these elements of the augmented service offering, 
but they are not part of the service core. Marketing support involves those marketing and management 
actions that affect the quality of the service and its augmentation, even though customers typically are not 
aware of them. These elements include knowledge of the marketplace, training of contact staff, and internal 
marketing. Enhanced service augmentation has significant effects on profitability and sales for the firms in 
this study, but it does not offer enhanced opportunities. 
 
Five Service Levels by Philip Kotler 
Meaning of Service 
According to Philip Kotler, who is an economist and a marketing guru, a service is more than a 
tangible ‘thing’. A service meets the needs of a consumer and in addition to a tangible value this service also 
has an abstract value. For this reason Philip Kotler states that there are five service levels that can be 
identified and developed. In order to shape this abstract value, Philip Kotler uses five service levels in which 
a service is located or seen from the perception of the consumer. These 5 Service Levels indicate the value 
that consumers attach to a service. The customer will only be satisfied when the specified value is identical 
or higher than the expected value. 
 
Five Service Levels 
1. Core Service 
This is the basic service and the focus is on the purpose for which the service is intended. For example, a 
warm coat will protect you from the cold and the rain. The more important benefits the service provides, the 
more that customers need the service. A key element is the uniqueness of the core service. This will benefit 
the service positioning within a market and effect the possible competition. 
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2. Generic Service 
This represents all the qualities of the service. For a warm coat this is about fit, material, rain repellent 
ability, high-quality fasteners, etc. 
 
3. Expected Service 
This is about all aspects the consumer expects to get when they purchase a service. That coat should be 
really warm and protect from the weather and the wind and be comfortable when riding a bicycle. 
 
4. Augmented Service 
The Augmented Service refers to all additional factors which sets the service apart from that of the 
competition. And this particularly involves brand identity and image. Is that warm coat in style, its colour 
trendy and made by a well-known fashion brand? But also factors like service, warranty and good value for 
money play a major role in this. The goal is to deliver something that is beyond an expected service. It’s the 
translation of the desire that is converted into reality. 
 
5. Potential Service 
This is about augmentations and transformations that the service may undergo in the future. For example, a 
warm coat that is made of a fabric that is as thin as paper and therefore light as a feather that allows rain to 
automatically slide down. 
 
The Importance of an Augmented Service 
 As those of you with our 2015 Calendar will know, this month is all about service development. More 

specifically, it’s about the augmented service – everything else a customer receives along with the 
tangible service. 

 The augmented service plays a vital role in any marketing strategy. It is not just the single, tangible 
service that influences buyers, but also the many peripheral factors that come together to form the 
complete ‘package’. 

 The importance of the augmented service should therefore not be underestimated. You’ll remember 
from February that the services and service you offer should have a USP. This USP should be desirable, 
distinctive and defensible. Augmenting your service or service differentiates you from competitors and 
allows you to find new revenue streams. 

 So, given the importance of the augmented service, our focus now turns to how you can augment 
successfully. In this month’s featured article, we discuss in greater detail how companies can develop, 
charge for and capture value from their augmented services and service. 

 Are you interested in going beyond a single, tangible service and instead moving towards offering a 
complete package full of added service and benefits  

 
ADDED VALUE OF THE FIVE SERVICE LEVELS 
Each level of the five service levels adds value for the customer. The more efforts serviceion companies make 
at all levels, the more likely they are to stand a chance to be distinctive. At the Augmented Service level, the 
competition is observed in order to copy certain techniques, tricks and appearance of each other’s services. 
This makes it increasingly difficult for a consumer to define the distinctiveness of a service. To be able to 
tower over the competition, serviceion companies focus on factors which consumers attach extra value to 
such as extreme packaging, surprising advertisements, customer-oriented service and affordable payment 
terms. This is not just about satisfying the customers and exceeding their expectations but also about 
surprising them. Let us continue with the example of a car to make the concept clear. When you purchase a 
car, the dealer gives you certain offers and added service. These differ from dealer to dealer. Benefits like a 
more comfortable interest rate, free service for the first two years, warranty, guarantee etc are all benefits 
that will come under ‘augmented service.’ 
 
BREAKING DOWN AUGMENTED SERVICE 
An augmented service allows a company to add service that are tailored to a consumer's individual needs. A 
company's success in selling an augmented service is heavily dependent on consumers' perceptions of the 
value of the additions. Also, the positioning and promotion of the augmented service is crucial for its success. 
Increased perceived value from the added benefits allows companies to command higher or premium prices. 
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MARKETING THE AUGMENTED SERVICE 
There are three distinct considerations involved in selling a service. Factors include the benefits the service 
offers the consumer, the kind of features most often purchased with the service, and the added features that 
consumers ask for in the service. These three considerations are known as the core, the actual, and the 
augmented. The actual service includes everything from the service design and features to the brand name 
and packaging. 
The augmented service also includes its ability to be procured from a location when its use is needed. Aside 
from direct serviceive augmented service abilities, such as warranties and customer service, there are also 
complimentary items that can be supplied along with the service. In the case of the computer, this might 
include case covers, ergonomic keyboards, or tablet devices that assist in augmenting the service. 
 
TYPES OF AUGMENTED SERVICE 
An augmented service is a service that includes intangible benefits beyond the physical service itself. The 
following are common types of intangible benefits that are included with services. 
 
Delivery 
Delivering the service to the customer's door. 
 
Warranty 
A warranty on the service and process for the customer to return the service or make a claim against the 
warranty. 
 
Customer Service 
A service that allows the customer to contact you with requests, issues and inquiries. 
 
Financing 
Financing service. 
 
Installation & Configuration 
Installing the service and configuring it for the customer. 
 
Customization 
Customizing the service to the customer's requirements. 
 
Updates 
Updates for the service such as ongoing security patches for software. 
 
Service 
Service that come with the service. For example, a mobile device that comes with internet connectivity. 
 
Customer Experience 
The end-to-end experience of buying and using the service including all interactions between your firm and 
the customer.  
 
The Goal of Service Augmentation 
Service augmentation allows marketers to differentiate their service more clearly in the marketplace. This 
can be especially important to fairly generic type services, such as breakfast cereals, loaves of bread, and 
commonly used software. 
In each of these cases, it may be difficult to generate a significant competitive advantage through the service 
design only – and service augmentation provides the opportunity to deliver additional benefits to the 
consumer that may generate additional market share. 
The other advantage of service augmentation is that many of the additional service are relatively 
inexpensive to provide and do not overly add to the unit costs. Therefore, the overall service offering may be  
seen as having significant value, without a significant underlying cost structure. 
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OBJECTIVES 
1. To understand the concepts of augmented service. 
2. To analyze the various factors influencing the augmented service offered in restaurants. 
3. To identify the benefits and satisfaction of augmented service in restaurants. 
 
STATEMENT OF THE PROBLEM 
This study focuses on the augmented service offered by restaurants to satisfy the needs of the consumers, 
and it identifies the effectiveness of augmented service to retain the potential consumers in restaurants. The 
study helps to know the augmented service influence the consumers to get service from restaurants. 
 
Hypotheses of the study 
1. There is no significant difference between the satisfaction of augmented service and free service. 
2. There is no significant difference between factors influences the consumers and future service. 
 
Sampling Design: 
The study based on both primary and secondary data. The study mainly depends on the primary data 
collected through well framed structured questionnaire along with Likerts 5 –point scale to obtain well 
considered opinion of the consumers. The questionnaire of the research consists of Likerts scale ranges from 
5 strongly agree to 1 strongly disagree and 5 Strongly satisfied to 1 Strongly Dissatisfied. Using convenience 
sampling techniques a total of 100 consumers were selected as a sample of the study.  
 
Analytical Tools: 
The following statistical tools are used to analyze the data which is collected from the consumers 
1) Chi-square test is used to measure the Means of Satisfaction of augmented service and free augmented 

service. 
2) Analysis of Variance is exploited to find the factors influences the consumers to get service from the 

restaurants and future augmented service. 
 

Limitations of the study 
1. The scope of the study limited to the augmented service of restaurants 
2. The study was carried out only within Chennai city only.   
3. The selected sample size is too small when comparing to the population.  
4. The research period is very less so, we have taken very important factor for the study. 
 
REVIEW OF LITERATURE 
Christopher J. EasingwoodIn 2003 his research article named “The Augmented Service Offering: A 
Conceptualization and Study of Its Impact on New Service Success” suggest that managers must understand 
the totality of the service offering from the customer's perspective. They explain that the purchase of a 
service is influenced not only by the service itself, but also by such factors as the service firm's reputation 
and the quality of the customer's interaction with the firm's systems and staff—in other words, by the 
augmented service offering (ASO). Using the results of a study they conducted in the consumer financial 
service industry in the U.K., they identify the components of the ASO, and they examine the relative 
contributions of these components to the success of new service. 
John M.T. Balmer, 2016 in their article titled “Corporate heritage brands, augmented role identity and 
customer satisfaction”The study aims to explore customer satisfaction towards the celebrated Tong Ren 
Tang (TRT) Chinese corporate heritage brand (established in 1669). This paper examines the multiple role 
identities of the corporate brand and, in particular, the enduring imperial identity (role identity) of the 
corporate brand. The study examines whether the corporate heritage brand’s imperial associations are still 
meaningful.TRT’s corporate heritage brand identity and, moreover, its imperial role identity were salient in 
terms of customer satisfaction. TRT’s augmented imperial role identity not only was highly salient but also, 
moreover, meaningfully enhanced the organisation’s corporate reputation in terms of customer satisfaction. 
Mariëlle E.H. Creusen 2017 in their research paper named “The influence of 
experiential augmentation on service evaluation”. The purpose of this paper is to examine the influence 
of experiential augmentation on service evaluation by consumers. An important distinction is made between 
service-related experiential augmentation and experiential augmentation of the environment. Furthermore, 
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the research examines how brand familiarity moderates the effect of experiential augmentation. The 
findings of the first experiment indicate that service-related experiential augmentation contributes 
positively to service evaluation for both an unfamiliar and a familiar brand. Experiential augmentation of the 
environment influences service evaluation negatively, but only in the absence of service-related 
experiential augmentation. The second experiment tests some possible explanations for this negative effect 
and shows that it occurs only in the case of a familiar brand. 
 
ANALYSIS AND INTERPRETATION 
I Analysis of relationship between the Satisfaction of augmented service and free augmented service. 
H0: There is no significant relationship between the Satisfaction of augmented service and free augmented 
service. 
To test the null hypothesis, Chi square Test has been applied. 
 
Chi square Test 
 

 Value d.f. Sig 
Chi-Square 14.25 3 ** 

 
From the above test, the calculated value of Chi-square (14.25) is more than the table value (7.81) at 5% 
level of significance. 
 Hence, the null hypothesis (Ho) is rejected.  
The result of Chi-square test signifies that there is relationship between the Satisfaction of augmented 
service and free augmented service of restaurants. Majority of the respondents feel that they are satisfied 
with the augmented service and also they love free service provided by the restaurants.  
 
II Analysis of relationship between factors influences the consumers to get service from the 
restaurants and future augmented service. 
The sample respondents’ opinion of factors influences variables are 3 D menus through Apps, Priority 
ordering, , Hospitality,  Future discounts & coupons, , Update on new services were chosen for testing the 
relationship. To test these variables, null hypothesis is framed and ANOVA- one way classification has been 
applied. 
 
Factor 1  
3 D menus through Apps 
ANOVA TABLE 
 

Sources of 
variation 

Sum of 
Squares 

V Mean Square ‘F’ Ratio Sig. 

Between 476.64 1 48.64 1.150 *** 
Within 2663.74 7 401.11 

  
Total 3140.38 8  

 
The above analysis shows the tabulation of factors influences the consumers to get servicfe from the 
restaurants and future augmented service felt by the respondents. Since the calculated ‘F’ Value (1.150) is 
lesser than the table value (5.5914) at 5% level of significance, the null hypothesis (H0) is rejected and the 
alternate hypothesis (H1) is accepted. Therefore, it is clear that there is significant relationship between 
factors influences the consumers to get service from the restaurants and future augmented service. It has 
been inferred that they are significantly related. 
 
H0: There is no significant relationship between 3 D menus through Apps to get service from the restaurants 
and future augmented service. 
H1: There is significant relationship between 3 D menus through Apps to get service from the restaurants 
and future augmented service.  
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Factor 2 
Priority ordering 
ANOVA TABLE  
 

Sources of 
variation 

Sum of 
Squares 

V Mean Square ‘F’ Ratio Sig. 

Between 474.64 1 475.64 1.130 *** 
Within 2563.74 7 402.11 

  
Total 3038.38 8  

 
The above analysis shows the tabulation of factors influences the consumers to get servicfe from the 
restaurants and future augmented service felt by the respondents. Since the calculated ‘F’ Value (1.130) is 
lesser than the table value (5.5914) at 5% level of significance, the null hypothesis (H0) is rejected and the 
alternate hypothesis (H1) is accepted. Therefore, it is clear that there is significant relationship between 
factors influences the consumers to get service from the restaurants and future augmented service. It has 
been inferred that they are significantly related. 
H0: There is no significant relationship between Priority ordering to get service from the restaurants and 
future augmented service. 
H1: There is significant relationship between Priority ordering to get service from the restaurants and future 
augmented service. 
 
Factor 3 
Hospitality 
ANOVA TABLE  
 

Sources of 
variation 

Sum of 
Squares 

V Mean Square ‘F’ Ratio Sig. 

Between 455.64 1 470.64 1.155 *** 
Within 2835.74 7 404.11 

  
Total 3291.38 8  

 
The above analysis shows the tabulation of factors influences the consumers to get servicfe from the 
restaurants and future augmented service felt by the respondents. Since the calculated ‘F’ Value (1.155) is 
lesser than the table value (5.5914) at 5% level of significance, the null hypothesis (H0) is rejected and the 
alternate hypothesis (H1) is accepted. Therefore, it is clear that there is significant relationship between 
factors influences the consumers to get service from the restaurants and future augmented service. It has 
been inferred that they are significantly related. 
H0: There is no significant relationship between Hospitality to get service from the restaurants and future 
augmented service. 
H1: There is significant relationship between Hospitality to get service from the restaurants and future 
augmented service. 
 
Factor 4 
Future discounts & coupons, 
ANOVA TABLE  
 

Sources of 
variation 

 
Sum of 

Squares 
V 

Mean 
Square 

‘F’ Ratio Sig. 

Between  440.64 1 465.64 1.161 *** 
Within  2860.74 7 404.11 

  
Total  3301.38 8  

 
The above analysis shows the tabulation of factors influences the consumers to get servicfe from the 
restaurants and future augmented service felt by the respondents. Since the calculated ‘F’ Value (1.161) is 
lesser than the table value (5.5914) at 5% level of significance, the null hypothesis (H0) is rejected and the 



http://ijrar.com/                                                                                                                e ISSN 2348 –1269, Print ISSN 2349-5138 

International Conference on Innovative Metamorphosis: An Elixir for Organisational Excellence 

Special Issue                                                   IJRAR- International Journal of Research and Analytical Reviews 179 

alternate hypothesis (H1) is accepted. Therefore, it is clear that there is significant relationship between 
factors influences the consumers to get service from the restaurants and future augmented service. It has 
been inferred that they are significantly related. 
H0: There is no significant relationship between Future discounts & coupons, to get service from the 
restaurants and future augmented service. 
H1: There is significant relationship between Future discounts & coupons, to get service from the 
restaurants and future augmented service. 
 
Factor 5 
Update on new services 
ANOVA TABLE 
 

Sources of 
variation 

Sum of 
Squares 

V Mean Square ‘F’ Ratio Sig. 

Between 467.64 1 473.64 1.163 *** 
Within 2864.74 7 402.11 

  
Total 3331.38 8  

 
The above analysis shows the tabulation of factors influences the consumers to get servicfe from the 
restaurants and future augmented service felt by the respondents. Since the calculated ‘F’ Value (1.163) is 
lesser than the table value (5.5914) at 5% level of significance, the null hypothesis (H0) is rejected and the 
alternate hypothesis (H1) is accepted. Therefore, it is clear that there is significant relationship between 
factors influences the consumers to get service from the restaurants and future augmented service. It has 
been inferred that they are significantly related. 
H0: There is no significant relationship between Update on new services, to get service from the restaurants 
and future augmented service. 
H1: There is significant relationship between Update on new services to get service from the restaurants and 
future augmented service. 
 
ANOVA TABLE 
 

Sources of 
variation 

Sum of 
Squares 

V Mean Square ‘F’ Ratio Sig. 

Between 480.64 1 480.64 1.175 *** 
Within 2863.74 7 409.11 

  
Total 3344.38 8  

 
The above analysis shows the tabulation of factors influences the consumers to get servicfe from the 
restaurants and future augmented service felt by the respondents. Since the calculated ‘F’ Value (1.175) is 
lesser than the table value (5.5914) at 5% level of significance, the null hypothesis (H0) is rejected and the 
alternate hypothesis (H1) is accepted. Therefore, it is clear that there is significant relationship between 
factors influences the consumers to get service from the restaurants and future augmented service. It has 
been inferred that they are significantly related. 
 
CONCLUSION 
To conclude, it can be said that augmented service offered by the restaurants are satisfied by the consumers 
because augmented service are attract, motivate and influence the consumers to buy service in restaurants. 
The 3D menus visually attract and create temptation to buy the service. Offering free gifts and discounts 
influence the consumers to do bulk orders on services from the restaurants. So, the future augmented 
service of restaurants, helps to retain their consumers and it is an enormous ways to development and to 
earn more profit in their business. It’s really a motivating service to both consumers to buy the services from 
the business man and business man to do innovative service to their consumer. Finally augmented service 
works as a (B-C-B) Business to Consumer and Consumer to Business concept. 
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