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A Critical Review on the Adoption of Shared 
Digital Economy for Airbnb in Bengaluru

Sanchith Y.*
Dr. G. Devakumar**

ABSTRACT

 Sharing Economy is a phenomenon of the desire of the people to be sustainable, enjoyment and economic gains. The rise of the sharing 
economy is having a significant impact on the tourism sector. Airbnb is a major accommodation provider in tourism sector in terms of 
sharing the room. Airbnb is a sharing economy platform which enables their consumers to participate in collaborative consumption 
which is to share their underutilized personal rooms. This study investigates the adoption of shared digital economy by analysing the 
primary data and secondary data along with the identification of the factors the influence the adoption for Airbnb. In this research, 
secondary data through scholarly reviewed journals was used to identify the literature gap. Pilot study has been carried out by 
conducting an expert administered focus group discussions in order to identify the factors. Qualitative analysis research output was 
carried out using software which certifies the significant influence of the factors identified on Shared Digital Economy. Accordingly, 
Conceptual framework has been developed and scope for future work by extending sources through survey in various unidentified 
factors.

Key Words: Airbnb, Sharing Economy, Positioning, Peer to Peer Accommodation

Introduction:

Airbnb known for their peer topeer accommodation providers 
has been one of the most disruptive innovation in tourism 
sector transforming the traditional accommodation sector. 
Airbnb over the years has been famous for giving their 
customers with the experience of various cultures and 
providing unconventional accommodation. Airbnb being the 
most cited example for sharing economy model provides an 
alternate way for renting the personal space with lower price 
and opportunity to interact with the local community for 
travelers. From the date of inception in 2008 in San Francisco, 
Airbnb has spread across 81000 cities (Airbnb,2019). Arguably 
being the disrupter in the field of tourism accommodation. 
Airbnb has an estimated value of $38 billion being the leader in 
accommodation sector.

Shared Digital Economy 

Sharing is not a new phenomenon. It’s like giving a ride to 
someone, providing a spare room to your guest, helping 
someone in routine activities or running errands. The unique 
thing about sharing economy is that one is not helping a friend 
for nothing but one is offering these services for money. 
(Bhundun, R. 2016). Sharing economy is basically a P2P (peer 
to peer) business platform majorly used for getting, renting 

goods or services for rent. Sharing economy is also used by the 
consumers to gain access to goods which they cannot buy 
(Hawksworth et al, 2014).  The term “Sharing economy” is 
used interchangeably with “collaborative consumption”, 
“access economy”, “share economy” and “gig economy”. The 
sharing economy is expected to grow from a $14 billion 
industry (2014) to $335 billion by 2025. 

ICTs (Information communication and technology) have 
empowered people to share numerous new aspects of their 
lives, extending from their bikes, cars (e.g., Lyft and UberX) to 
their families (e.g., Airbnb). These sharing practices have been 
depicted as the "sharing economy." Although there is no 
generally accepted formal meaning of the sharing economy, the 
term is regularly used to define the trade of underutilized 
resources between peers or amongst organizations and 
consumers (Botsman, 2013). The sharing economy is a 
business system based on the sharing of human and physical 
assets. The digital advancement achieved by innovation has 
taken this idea forward and opened the doors for people where 
they can monetize their abilities and reasonably utilize 
underutilized assets. (Gosh, 2015). As sharing economy is a 
well-established market in the European countries, it’s still a 
new phenomenon in Indian market. Thus, this study will help to 
understand the comfort level of Indian consumers regarding 
sharing economy. As sharing is been a part of Indian culture 
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from ages, thus there’s a high chances of sharing economy to 
prosper in this market. This study will give an idea about the 
intention of Indian consumers for participating in sharing 
economy. It will also enlighten the fact of most preferred 
sharing platforms and what items they are comfortable in 
sharing.

Significance of Shared Digital Economy

The sharing economy is facing a discrimination issue, it isn't as 
open as we think: People are discriminated on the basis of 
colour on platforms like are Airbnb, Uber, and Lyft (Zhang, 
2017). An investigation of ride-sharing platforms found that 
dark complexion or black customers were subjected to longer 
hold up times and higher cancelation rates than white travellers. 
An investigation of Airbnb found that visitors with African 
American-sounding names were likely to get rejected by the 
host to be acknowledged compared to customers with white-
sounding names (Cui, 2017). The study also states that 
discrimination is generally an aftereffect of incomplete data, 
giving more important data will lessen individuals' dependence 
on race as a signal.

The idea "sharing economy" as it is in some cases known, has 
produced another type of developments. An existential issue 
lingers over sharing economy: Is the sharing economy even 
legitimate? Also, if not, should laws be transformed to enable it 
to exist? Airbnb and similar platforms are providing rooms to 
travellers at a lower rate which is 20-50% less than the market 
price (Downes, 2013). Airbnb's hosts aren't subjected to any of 
these guidelines, thus industry whines or complain regarding 
this issue.

The sharing economy is another idea and numerous city 
regulators are new to the plan of action. Thus, they are 
frequently wary and accept sharing economy firms are 
endeavouring to make a benefit by evading the rules and 
regulation 'conventional' businesses (i.e., taxis) faces (Cannon, 
2014). The author has studied more than 500 sharing economy 
start-ups worldwide and has developed an innovation 
framework to help established organisation identify 
collaborative opportunities (Botsman, 2016).It uncovered five 
types of vulnerability that open the door to disturbance: 
redundancy, broken trust, limited access, waste, and 
complexity.

The new age of on-demand sites and apps enable you to do only 
that: not simply Uber and Airbnb and other sharing platforms 
brings the world to your doorstep. By making it simple for the 
consumers to get the transportation, support, and resources you 
require, sharing platforms let you trim the waste time from your 
business travel, and even help you revaluate the idea of 
business travel itself. These sharing platforms are most 
abundant in cities like San Francisco, New York, and Seattle, 
however they are quickly spreading to different major cities. 
(Samuel, 2016)  

Reasons to Study Sharing Economy in India

The rise of smartphones or the high penetration of smartphones 
acts as a launch pad for sharing platform in India. In the world 
of sharing economy, the Internet and the latest cell phone 
technologies will help the buyer to connect with various service 
provider. 

In India, there is a noteworthy push toward digitisation by the 
government at the local and central levels. This approach need 
has prompted real development in the scale and extent of 
advanced organizations. In India, there are new businesses 
being enrolled each week which offer new items and services 
with the help of digital platform. This arrangement has turned 
out to be hugely valuable to the sharing economy. India has 
huge amount of youngster who are ready to change. This 
statistic, which makes up very nearly 50% of the populace are 
eager to do things in a new way and are more likely to indulge in 
digital or sharing platform compared to the older generation 
(Bhargawa, 2016)

Factors Affecting Consumer Attitudes towards Adoption 
Of Airbnb

Consumer attitudes towards adoption of Airbnb has been 
analysed by various scholars across the globe with various 
factors leading to the final decision-making process like 
consumer behaviour,  brand image,  posi t ioning,  
trustworthiness.
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Table 3: Summary on literature on factors affecting consumer attitudes to or adoption of Airbnb

1. Conceptual Framework

By the extensive literature survey carried out, the author can 
derive the factors like Attitude of demographic groups, 
Perceived risk and consumer responsiveness has a direct 
impact on the Guest occupancy decision for Airbnb. Guest 
occupancy decision or buying behavior is strongly associated 
with the sustainability of Airbnb and also marks the significant 
growth of shared digital economy in Bengaluru.

 

Fig 1: Conceptual Framework for Decision making in Buying 
behavior for Airbnb

2. Conclusion

The conceptual framework proposed as above would be the 
few factors which will affect the guests occupancy decision and 
the main scope would be in the future is to carryout primary 
survey and conduct focus group discussions among the various 

customer segments to ensure proper collection of reliable data 
inorder to perform the analysis. The limitations would be the 
constrictions of limited factors considered to estimate the 
output for decision making of customers. 
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ABSTRACT

India has the world's most comprehensive banking network. The Indian banking industry plays an important role in the economy.After 
making the mandatory to allocation at least 2 % for CSR expenses fund from three years average profits, it is seen that banks are more 
interested in Corporate Social Responsibility. EU Commission (2002) indicates about social responsibility for the integration of 
environment and social concerns by companies in business management and their social interactions with different stakeholder are 
called Corporate Social Responsibility. The basic objective of the study is to measure the effect of financial performance on CSR 
expenditure. The study included financial performance indicators such as returns on assets, returns on equities, earnings per share and 
net profits margins. This study focuses primarily on 5 banks, which include public and private sector banks. The methodology used in 
this study is stepwise multiple regression data analysis. The result shows that effects of financial performance like ROA and ROE have 
significant on CSR. 

Keywords: CSR, financial performance, Indian banks.

Introduction

Corporate Social Responsibility (CSR) has the potential to 
contribute positively to the development of society and 
businesses. In 2007, the Reserve Bank of India suggested banks 
to give special attention to the integration of social and 
environmental concerns in their business operations to achieve 
sustainable development. RBI has also suggested introducing 
non-financial report (NFR) by banks, which will cover the 
work done by banks towards social, economic and 
environmental improvement of society. CSR in the Indian 
banking sector is addressing the targeted financial address, 
providing financial services to the lack of financial crisis areas 
of the country, poverty alleviation, health and medical care of 
the country's socio-economic development, focusing on 
activities like rural development, self-employment training and 
financial literacy training Infrastructure development, 
education and environment security, etc. So banks are starting 
to see benefits from setting up a strategic CSR agenda. The 
increasing focus on the CSR is based on its ability to influence 
by the company's performance.

The Companies Act 2013 made CSR mandate for the 
companies having a turnover of 1000 crore or more, or net 
worth more than 500 crore or more and the companies that have 
a net worth of five crores or more, contribute two percent of 
their average net profits of last three years towards Corporate 
Social Responsibility as per Section 135, Company Act 2013. 
In many years, banking companies have done CSR activities 

for the purpose of improving the development and living 
standards of the community in India. According to Asian 
Enterprise CSR Asia's Asian Sustainability Rankings (ASR), 
India is fourth in Asia's counties, which is promoted and 
emphasis for Corporate Social Responsibility activities. The 
value of Indian banking industry is about Rs. 8 trillion. Through 
the financial products and services banks can have wider 
impact on socio-economic condition of the country.

This paper is basically highlights on effects of financial 
performance on CSR activities of selected Indian Banking 
Companies. It also examined relationship between CSR and 
financial performance with different financial ratios. Banking 
Companies are eager to get involved in these types of CSR 
activities. Now a day’s most of the banks are loss-oriented 
organizations because bank fraud cases and bed loans. Though 
banking industry face the problem of bed loans and huge losses, 
they expenses on social activities. This study has been done to 
analyze relationship between financial performance and 
corporate social responsibility. Involving in social activities 
can encourage business to act ethically. By doing CSR 
activities, poor people and those who do not get the primary 
necessities, they can get help from the banking corporation 
community. It can organize social activities that help the 
society by making changes in time. Through CSR activities, 
banks can have a positive effect on their public image, brand 
value, reputation etc. Business expects compensation for what 
it does. In the case of CSR, the researchers also tried to connect 
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it with financial performance of the companies. Several studies 
have been conducted to verify the relationship between 
corporate social responsibility and financial performance of the 
company. Some studies show a positive relationship and some 
indicates negative relationships.

Review of Literature 

Shafat Maqbooln, (2017) has studied the relationship between 
financial performance and CSR. In his research, he tries to 
investigate the connection between CSR and financial work in 
Indian context through secondary information collected for 28 
Indian Commercial Banks records in the Bombay Stock Trade 
(BSE) for a period of 10 years (2007 - 16).The results of this 
study show that CSR has a positive impact on the financial 
implementation of Indian banks. The research of this 
examination provides great knowledge for the administration, 
CSR is included with the important business plan, and 
commercial moral approach is targeted by profits based on their 
professional reasoning.Vijay P (2014) has tried to show the 
effect of CSR before and after the compulsory execution CSR 
concept in Indian commercial banks. This paper is based on 
both 135 respondents and other RBI information and support 
information collected from various diaries.(Shankar, 2014) has 
considered several research papers that identify the connection 
between CSR activities of many organizations and their 
financial implementation. This study shows a mixed 
connection between CSR and financial performance. On the 
basis of previous different research papers, the researcher had 
anticipated that CSR has positive collaboration with financial 
performance of the companies.Yadav and Gupta, (2015) made 
study on the effect of CSR exercise on financial performance in 
selected five private sector companies in India. In this study 
sample taken as private sector, Tata Steel, RIL, Mahindra & 
Mahindra, Infosys and Larsen & Toubro for the period 2010-
2014. They have earned profits, ROA and EPS for the total 
wealth as beneficial financial performance pointers.In this 
study for the data analysis the method used as regression 
analysis and ANOVA, it brought that CSR has an unnecessary 
connection with the return on total assets at present, yet it was a 
positive effects on EPS of these selected companies.Das and 
Bhuna, (2015), observed the effect of CSR on the financial 
performance indicators of sixteen Navaratna Companies of 
India during the year 2010-2014. As a result of this paper, the 
researchers implemented correlation and linear regression. The 
result of the relationship shows that all the financial 
performance markers, ie liquidity, financial benefits, fund size, 
company size, net income and ROE had a positive link with 
CSR, but effect of ROA negatively on CSR. In this study 
multiple regression results have found that CSR influences the 
size of the funds and the size of the companies, although the 
profitability of these organizations has not been influenced by 
the CSR. The authors speculated that the exception of CSR 
fund size and association size has no effect on budgetary 

financial performance.Resmi, Begun, Hassan, (2018) said in a 
joint study that CSR has been focusing on the effect of exercise 
on the specific exposure of the agricultural industry for a period 
of three years from 2015-2017. These organizations were 
selected based on the highest earning performance of their best 
performing 100 exhibitors in Bangladesh.The study is to use 
purposive a sampling method. To test the intentions of this 
study, multiple regressions were used to follow the correlation 
between the different financial variables and components as 
well as the causative connection. It has been found in this study 
that ROE and overall significant impact on financial 
performance supporting corporate social responsibility in these 
selected companies. While financial variables return to Assets 
(ROA) and Earnings per Share (EPS) are no critical impact on 
financial performance.CSR in India the term was used in the 
late 1960s and early 1970s. Thus, India is a country of 
philanthropy. In 2007, the RBI published notification for 
guidelines about CSR activities. As per notification All Indian 
banks compulsory include social activities in their operations 
and help the country in sustainable development. Martin J. 
Gannon and Peter Arlow studied on Social Responsibility, 
Corporate Structure, and Economic Performance. They saw 
that Indian commercial banks actively participate in CSR 
activities. It has also been shown in the comparative study that 
public sector banks are more involved in CSR activities and at 
least in foreign banks.Namrata Singh, Rajlakshmi Srivastava, 
RajniRastogi (2013) made study on CSR implementation in 
Indian banks. In their paper indicated that banks are doing 
much CSR activities better than the past. They also started 
contributing Funds for CSR activities. All type of Indian banks 
like private, public or foreign banks, their social activities 
priorities have been taken as their social goals. In present time 
most of banks have started declaring the amount of expenditure 
on the CSR activities in their reports.Deepika Dhingra1 and 
Rama Mittal (2014) made study on CSR Practices in Indian 
BankingSector.In their paper it has been said that efforts have 
been made in the banking sector to ensure banks' socially 
responsible behavior is organized in a collective way. It 
includes as CSR activities like Poverty reduction , financial 
awareness, health checkup camp and medical treatment 
programs, education support program with scholarship for 
bright students, staff training programs, Projects of  rural area 
development, financial literacy education awareness program. 
Etc.are some of the areas where banks are concentrated for 
social development.Milton Friedman made study and said that 
it was prevalent a few decades ago, the company that chooses to 
opt for social responsibility will spend crucially in profits and 
this will cause a downturn in financial-economic indices. In 
Freedom's viewpoint, managers are forced to increase the value 
of shareholders, because their main duty is to maximize the 
company's values. Sharma (2010) has studied CSR in Indian 
banking and has stated that CSR is included in its annual budget 
in developed countries but it is the root in developing countries 
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and it is essential to grow for the benefit of communities and the 
environment.Bihari and the Minister (2011) have attempted to 
map the major players' corporate social responsibility practices 
in Indian banking and it has been found that there is a positive 
impact on CSR's performance and the bank's image.

OBJECTIVE OF THE STUDY

1. To study the CSR expenses in the Top 5 Banking sector 
companies in India.

2. To analyze the relationship of CSR and Financial 
performance indicators (like ROA, ROE, EPS and NPM)

Research Methodology and Model Development

In present study researcher used secondary data from annul 
published reports of selected Banking companies in India. The 
study also used for CSR expense data from sustainability 
reports of selected Banking. Companies of India. Data used 
include corporate social responsibility expenditure as Log of 
CSR and financial ratio for the period of 2013-14 to 2017-2018. 
An extensive literature viewed to grasp the concept of CSR and 
the relationship between CSR and the performance of banking 
sector business. Data relating to the selected Banking 
Companies of corporate social responsibility with financial 
ratios were used to construct linear model of multiple 
regression to which was analyzed using SPSS 20. To assess the 
impact as well as test the hypothesis of the study; if there is 
relationship and the extent of the relationship if any between 
the independent variables (ROA, ROE, EPS and NPM) and the 
dependent variable CSR.

Selection of sample for study:

In present time 19 public sector banks and 21 Private sector 
banks works in India. In this study researcher has selected 5 
banking sector companies as convenient sampling method. The 
selected samples of banks are below:

Hypothesis:

Model development: 

Multiple Regression model was used to examine the 
relationship between the independent variables ROA, ROE, 
EPS, NPM and the dependent variable CSR which is shown in 
equation:

Where CSR (Corporate Social Responsibility) is the dependent 
variable. While ROA (Return on Assets ratio), ROE (Return on 
Equity ratio), EPS (Earnings per Share) and NPM (Net Profit 
Margin) are independent variable. Where; t is the t-the year 
(time series annual data), CSR is the of t-the year. ἐ is the error 

of term.

Data Analysis and Interpretation:

Table no 1 Descriptive Statistics

The table no -1 shows the descriptive statistics of this research. 
This table provides a statistical overview of the dependent and 
independent variables that are used in this research. In Log of 
CSR variable its mean is 1.69 which we can conclude that there 
is quite good activities expenditure in selected I.T. Companies 
in India. The value of Return on Assets (ROA) explains that 
majority of the selected companies have a ROA of 0.66%. It 
shows that poor contribution of returns in last five years. The 
value of Return on Equity (ROE) also explains that majority of 
the selected companies have a ROE of 6.13%.The Earnings per 
share explains that majority of the selected companies have a 
23.75. The value of Net Profit Margins (NPM) explains that 
majority of the selected companies have a NPM of 8.50%. The 
values of the individual variables are reported by the 
descriptive statistics. In the next paragraph the correlation 
between two variables would be discussed.

Table no-2 Correlation between variables

The above table no - 2 shows the correlation of the variables are 
presented and analyzed.  Researcher has run correlation 
Matrix. CSR is positively correlated with ROA. The 
correlation is significant at 1 % significant (0.01). CSR is also 

Selected Bank Name Types of Banks

1. SBI BANK

 
Public Sector

2. ICICI BANK
 

Private sector

 

3. PNB BANK
 

Public Sector  
4. BANK OF BARODA

 

Public Sector

 5. HDFC BANK Private sector

H0 = There are not significant effects of financial ratios like ROA, ROE EPS and NPM on 

Corporate Social Responsibility expenditure of selected Banking companies.

H1= There are significant effects of financial ratios like ROA, ROE EPS and NPM on 

Corporate Social Responsibility expenditure of selected Banking companies.

CSRt= α0 + β1 ROA t + β2 ROE t   + β3 EPS t   
+ β4 NPM t   + ἐ 

Descriptive Statistics

 

Mean
 

Std. Deviation
 

N
Log of CSR 1.69 .75  25

ROA .66 .90  25
ROE 6.13 11.73  25
EPS

 
23.75

 
36.17

 
25

NPM 8.50 12.36 25

Log of CSR ROA ROE EPS NPM
Pearson Correlation Log of CSR 1.000 .581 .414 .182 .549

ROA .581 1.000 .936 .689 .992
ROE

 

.414

 

.936

 

1.000

 

.739 .955
EPS

 

.182

 

.689

 

.739

 

1.000 .705
NPM

 
.549

 
.992

 
.955

 
.705 1.000

Sig. (1-tailed) Log of CSR

   
.001

 
.020

 
.191 .002

ROA .001    .000  .000 .000
ROE .020  .000    .000 .000
EPS

 
.191

 
.000

 
.000

 
.000

NPM

 

.002

 

.000

 

.000

 

.000
N Log of CSR

 

25

 

25

 

25

 

25 25
ROA

 

25

 

25

 

25

 

25 25
ROE 25 25 25 25 25
EPS 25 25 25 25 25
NPM 25 25 25 25 25
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significant correlated with ROE (0.414) at 1 % level of significant. CSR is positively and insignificant correlated with EPS (0.182) at 1 
% level of significant. CSR is positively and significantly correlated with NPM (0.549) at 1 % level of significance. ROA is significant 
correlated with ROE (0.936) at 1 % level of significance. ROA is positively and significantly correlated with EPS (0.689) at 1% level of 
significance. ROA is also significantly correlated with NPM (0.992) at 1 % level of significance. ROE is positively and significantly 
correlated with EPS and NPM at 1 % level of significance. EPS is positively and significantly correlated with NPM (0.705) at 1 % level 
of significance. It is not feasible to eliminate all the correlated variables simultaneously: one should keep one or two correlated variables 
and remove other correlated variables form the model.

Table no -3 Variables Entered/Removed

The above table no shows how many variables entered and removed for model fit with stepwise method.
cTable no- 4 Model Summary

The table no - 4 shows two models established in this study. The first model shows that only one variable ROA included and its impact on 
CSR. This table establishes relationship between CSR expenditure and ROA was found to be significant at 0.01 or 1%. To evaluate the 
impact of ROA on corporate social responsibility expenditure in selected Indian Banking Sector companies revealed (Beta= 0.581, 
p<.01), the results of the regression analysis is shown in table 4. This means that for every unit change increment the ROA will lead to 
.581 or 58.10% increase in the CSR expenditure of the company. It also shows that R-square was 0.337 which accounted for about 
33.70% of the variation in the CSR expenditure of selected Indian Banking Companies. It is also indicating that ROA is important in 
achieving effective financial performance and CSR activity expense of selected Banking companies in India. The overall significance 
of the model is showed in the table (F-statistic= 11.701%, p<.01) and the Durbin-Watson show that the model is fit at 1.025. The second 
model includes two financial variables like ROA and ROE. 

Model Variables 
Entered

Variables 
Removed

Method

1 ROA

 

AS per table no:

 

Stepwise (Criteria: Probability-of-F-to-enter <= 
.050, Probability-of-F-to-remove >= .100).

2 ROE

 

AS per table no:

 

Stepwise (Criteria: Probability-of-F-to-enter <= 
.050, Probability-of-F-to-remove >= .100).

a. Dependent Variable: Log of CSR

Table no- 4 Model Summaryc

Model R
R 

Square
Adjusted 
R Square

 Std. 
Error of 

the 
Estimate

 Change Statistics

Durbin-
Watson

R 
Square 
Change

 

F 
Change

 

df1

 

df2
Sig. F 

Change
1 .581a .337 .308

 

.620

 

.337

 

11.701

 

1

 

23 .002

2 .688b .474 .426

 

.564

 

.137

 

5.720

 

1

 

22 .026 1.025
a. Predictors: (Constant), ROA

b. Predictors: (Constant), ROA, ROE

c. Dependent Variable: Log of CSR
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Table No. - 6 Coefficients  

Model
 

Unstandardized 
Coefficients

 

Standardized 
Coefficients

 

t
 

Sig.
 

95.0% 
Confidence 

Interval for B
 

Correlations
 

Collinearity 
Statistics

 

B
 

Std. 
Error

 
Beta

 

Lower 
Bound

 

Upper 
Bound

 

Zero-
order

 
Partial

 
Part

 
Tolerance

 
VIF

1 (Constant)
 

1.377
 

.154
  

8.925
 

.000
 

1.058
 

1.697
      ROA

 
.480
 

.140
 

.581
 

3.421
 

.002
 

.190
 

.771
 

.581
 

.581
 

.581
 

1.000
 
1.000

2 (Constant)

 
1.253

 
.150

  
8.363

 
.000

 
.942

 
1.564

      ROA

 

1.295

 

.364

 

1.565

 

3.559

 

.002

 

.540

 

2.049

 

.581

 

.604

 

.550

 

.124

 

8.090

ROE

 

-.067

 

.028

 

-1.052

 

-2.392

 

.026

 

-.125

 

-.009

 

.414

 

-.454

 

-.370

 

.124

 

8.090

a. Dependent Variable: Log of CSR

aTable No. -5 ANOVA

ANOVA test is performed to ensure that the result obtained through regression analysis above exists in the actual population. The above 
table shows that all the 2 (Two) models are significant (P= 0.00). This prove that the predictors in the individual model have done a fairly 
good job of predication and further the R square values of the Two models are significant different from zero.

The table no 6 shows that are the unstandardized and standardized regression weights for the regression analysis of corporate social 
responsibilities and different. The standardized regression coefficient (beta weight) for ROA is 1.565.  It indicates that for every unit 
change in ROA, CSR Expenses will increase by a multiple of 1.565 standard deviations. Note that the beta coefficients are significant at 
p < .001. While effect of ROE is negatively on CSR. It indicates that for every unit change in ROE, CSR Expenses will decreased by a 
multiple of 1.052 standard deviations. The columns headed “95% confidence intervals” shows confidence intervals around the 
unstandardized regression coefficients. Thus it can be said that, with 95% confidence the value of the constant lies somewhere between 
0.942 to 1.564, and the value of the regression coefficient b (unstandardized) lies somewhere ROA between 0.540 to 2.049 and ROE 
between 0.125 to 0.009.  In this models tolerance level is less than 1 and Variance inflation factor is less than 10, so models is fit to 
run.Thus, as we have found that there are two significant predictors of CSR expenses determination. So, the alternative hypothesis is 
accepted.

So, the model is fit: CSR = 1.253 + 1.095 ROA – 0.067 ROE

The above model indicates that If ROA increase 1 unit, CSR expenses will increase 1.095, and other remaining factors are constant. It 
also indicates that If ROE increase 1 unit, CSR will decrease 0.067, and other remaining factors are constant. The model shows that 
effect of ROA is positively on CSR while effect of ROE is negatively.    

(Note: The remaining Earnings per Share (EPS) and Net Profit Margin (NPM) have been removed from the model for their less effect to 
the model.)

Table No. -5 ANOVA a
 

Model
 Sum of 

Squares
 

df
 

Mean Square
 

F
 

Sig.
 

1 Regression
 

4.493
 

1
 

4.493
 

11.701
 

.002b

Residual 8.831 23  .384      

Total 13.324 24        
2 Regression 6.315 2  3.157  9.911  .001c

Residual 7.009 22  .319      
Total 13.324 24        

a. Dependent Variable: Log of CSR
 

b. Predictors: (Constant), ROA
 c. Predictors: (Constant), ROA, ROE
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The above table 7 shows removed variables list in models. Here those variables have been removed from the model because their T tests 
are insignificantly. In model- 1 t value for ROE is – 1.052, EPS -0.413 and NPM -1.773 with insignificance indicate that t-test is not 
significant for CSR. In model -2 t value for EPS -0.261 and NPM – 0.10 with insignificant. As the same results in this model EPS and 
NPM have been excluded according to t-test criterion.

Results and Discussion:

ROA and ROE on corporate social responsibility expenditure in selected Indian Banking Sector companies revealed (Beta= 0.688, 
p<.01), the results of the regression analysis is shown in table 4. This means that for every unit change increment the ROA and ROE will 
lead to .688 or 68.80% increase in the CSR expenditure of the company. It also shows that R-square was 0.474 which accounted for 
about 47.40% of the variation in the CSR expenditure of selected Indian Banking Companies. It is also indicating that ROA and ROE 
are important in achieving effective financial performance and CSR activity expense of selected Banking companies in India. The 
overall significance of the model is showed in the table (F-statistic= 5.720 %, p<.01) and the Durbin-Watson show that the model is fit 
at 1.025.  Over all, the modelstates that 47.40 % of the variance of CSR of Indian Banking sector Companies has been explained by the 
benefit accrued from ROA and ROE. From the above table 4, the value of (“r”= 0.688, p < .01) which stand for “r” calculated. This 
shows that there is a positive correlation between ROA and ROE on the corporate social responsibility expenditure by the company 
which is significant at the 0.01 level (1-tailed). This means that the null hypothesis is rejected and leading to the acceptance of the 
alternative hypothesis.

Table no – 7 Excluded Variablesa

Model Beta In
 

t
 

Sig.
 Partial 

Correlation

 
Collinearity Statistics

Tolerance

 
VIF

 Minimum 
Tolerance

1 ROE
 

-1.052b 
-2.392

 
.026

 
-.454

 
.124

 
8.090

 
.124

EPS -.413b -1.858 .077  -.368  .526  1.902  .526
NPM -1.773b -1.306 .205  -.268  .015  65.931  .015

2 EPS -.261c

 -1.144 .265  -.242  .454  2.201  .107
NPM

 
.010c

 
.006
 

.995
 

.001
 

.010
 

101.624
 

.010
a. Dependent Variable: Log of CSR

 b. Predictors in the Model: (Constant), ROA

c. Predictors in the Model: (Constant), ROA, ROE

Charts 1: Histogram

The above chart histogram shows the normality curve with 
bell shape, which indicates that the data are normal. 

Charts 2:  Normal P-P plot of CSR

The above P-P Plot chart shows most of the data are situated 
near about line. So data are normally distributed in this study.
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LIMITATIONS OF THE STUDY

1. Researcher has used secondary data from company’s website from published reports so this study basis on reports. Secondary data 
has own limitation.

2. This study focused on Indian selected 5 banking sector companies only. 

3. The result cannot be generalized to other sector and population outside of India.  

CONCLUSION:

This paper examines effect of financial performance indicators like- Returnonequity, Returnonasset, Earnings per share and Net profit 
margin on CSR. By using Correlations and linear multiple regression through SPSS 20 software, Data analysis and modeling were 
shown that CSR is not affected by all the financial performance parameters.Only significantly affected CSR by two variables which 
shows that ROA and ROE.
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Introduction:

Reforms pertaining to technology and advancement have 
influenced the Indian economy and its banking sector in last 
few years. This has contributed significantly in growth of 
banking Industry. Introduction of core banking functions 
through digitalization helps customers in convince and ease of 
transaction. The raise in digitalization have increased 
competitive edge in banks as well. Customers’ ratio is 
exponentially increased in the sector because of anywhere and 
anytime banking feature. 

RBI and Finance minister have rolled out positive innovative 
banking system and models. Introduction of new models and 
policy shaping new era in domestic banking Industry. Again 
even government also pushing Indian population for shifting 
towards digitalization and cash less society. So at this juncture, 
Indian banks have to focus on customer satisfaction regarding 
all aspect of banking activities. 

Literature review

(Ghani, Rahi, Yasin, & Alnaser, 2017)Have studied on four 
dimensions which includes perceived usefulness, perceived 
ease of use, customer satisfaction and intension to adopt 

customer banking services. Using structural equation model, 
data had been analyzed and concluded that higher perceived 
usefulness leads to give higher satisfaction.

(H.Iberahim, Taufik, Adzmir, & H.Saharuddina, 2016)Focused 
on three elements which includes customer satisfaction and 
service quality, Reliability in service quality, and 
responsiveness in service quality. Using multiple regression, 
outcome of the study highlights that consistency, timeliness 
and dependency are positive related to customer satisfaction.

(Ayo, oni, Adewoye, & Eweoya, 2016)Examined factors 
affecting E banking usage. Data has been collected from 214 E 
banking services users and analysis of data has been done using 
structural equation model and inference suggest that most 
significant factor includes support staff, system availability, 
service portfolio and responsiveness. 

(Ahmed, Vveinhardt, Štreimikienė, Ashraf, & Channar, 
2017)Used SERVQUAL Model and collected data from more 
than 800 respondents. Using factor analysis SERVQUAL 
model has been modified. And it is concluded that perceived 
value and trust are positively related with the satisfaction.

(Zameer, Tara, Kausar, & Mohnisin, 2015)Have found positive 

*Assistant Professor – Finance, Faculty of Management, GLS University – Ahmedabad 

**PGDM Student  (Batch 2017-19) GLS University

***PGDM Student  (Batch 2017-19) GLS University

ABSTRACT

Domestic banking industry have witnessed blazing digitalization movement and boost up customer satisfaction by providing all means 
and services at a fingertip. In this competitive edge for each bank, it is necessary to satisfy their customers in all the aspects.

This paper aims to check satisfaction level of public bank customers and private bank customers. The study intended to know the 
customer satisfaction of service quality dimensions with regards to different factors on their experience of using such services. 
Elements used to for satisfaction level are tangibility, reliability, responsiveness, Assurance, Efficiency, accuracy, security and 
convenience. 

Internal consistency of Multiple Likert scale questions has been checked with the help of Reliability test. And Comparison has been 
done using mean value. 

Key words: Customer satisfaction, Mean rank Analysis, Public and private Banks
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relationship between corporate Image, Service quality and customer satisfaction. Correlation and regression model applied to estimate 
relationship been the variables.

(Lone, Aldawood, & Bhat, 2017 ) Addressed issue of Islamic Bank as customers have dual choice either to be in shift from Islamic to 
Conventional or from Conventional to Islamic. Data had been collected from Islamic and Conventional Bank of Saudi Arabia. T-test 
and ANOVA used as analytical tools and found that there is no difference in level of satisfaction in both the banks.

(MeiLing, Fern, Boon, & Huat, 2016)Used variables like service quality, web design and content, security and privacy, convenience, 
speed and customer satisfaction to study satisfaction level. From the outcome of regression analysis it is indicated that only there 
dimensions supporting the hypothesis i.e. Web design and content, convenience and speed.

(singh & Arora, 2011) Have compared public private and foreign banks customers’ satisfaction. And center of the study was IT enable 
services. The result suggest that there is difference in satisfaction level of customers.

Model of the study

This study is intended to find satisfaction level in public sector banks customers and private sector banks customers on the basis of 
above eight dimensions. In this competitive era, Banks have to satisfy their customers in all the aspect. Considering literature and 
current scenario of banking Industry, these dimensions are selected for the study.
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Research Methodology

Descriptive research design been used because it provides all the opportunities to cover all the aspects that are required to conduct the 
research and get an appropriate outcome for the understanding Customer’s satisfaction towards Banking Technology. Data has been 
collected through structured questionnaire using non probability Convenience sampling. 

Sample of the study: Top three banks from public bank and private bank has been selected for the study as per market capitalization. 

Private bank: HDFC Bank, ICICI Bank and Kotak Bank.

Public bank; SBI, BOB and IDBI 

Research Objective:

o To examine customer satisfaction with selected dimensions in selected private and public bank 

o To Check customers preference in selected dimension, with regards to customer satisfaction.

Data Analysis

Responses are collected from Ahmedabad city of Gujarat. To accomplish defined objective, respondents are selected through non 
probability convenient sampling and 75 responses are collected from Public sector banks and 75 respondents are from private sector 
banks.
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The table describes Demographic characteristics of the 150 
respondents collected through questionnaire. From the 150 
responses collected, 50% have accounts in public sector banks 
and 50% have their account in private sector bank.56% 
respondents are male whereas around 43% are female.  48% 
respondents belongs to age group of below 25 and then 
remaining 40% respondents are of less than 35 years and only 
10% respondents are more than 35years. About the Education 
qualification of 150 responses collected, 65 are undergraduate, 
37 are graduate, 37 are postgraduate and 11 are professionals. 
About Current Status, 28% are Student, 23% are salaried, 35 
are having Businesses, 15 are professionals, 8 are house wife. 
Majority of respondents are associated with the sample unit 
(Bank) for more than one year.

Reliability test 

Reliability test can be used to check internal consistency of 
selected elements. It is most commonly used in examining 
reliability of multiple Likert scale questions. With the 
chonbach alpha value of each dimension, it can be conclude 
that selected questions in each dimension is Reliable. 

Table: 2 Value of Alpha

Result of Reliability test suggest that internal consistency of 
factors is significant. In general, if alpha value is more than 0.6 
it indicated high consistency between the variables. Only in 
Tangibility it is 0.598 but as it is very near to 0.60, it is 
considered for the study.

Table 3 - Comparison of Public and Private Bank

For the factor TANGIBILITY highest mean is 3.94 which 
means public sector account holders are more satisfied for 
Tangibility factor. For RELIABILITY highest mean is 4.19 and 
private sector banks are leading in reliability dimension. 

For the dimension RESPONSIVENESS highest mean is 4.24 
which is of Public sector banks, it means customer are more 
satisfied from Public sector banks. For ASSURANCE highest 
mean is 4.20 of Public sector banks which means majority 
customer satisfied for Assurance factor are of Public sector 
banks.

For the element EFFICIENCY highest mean is 4.73. Private 
sector bank’s customer are more satisfied for Efficiency factor 
than the public sector employees. For ACCURACY highest 
mean is 4.10 of Private sector banks which means bank account 
holders satisfied for Accuracy factor are of Private sector 
banks. For SECURITYhighest mean is 3.978 of Private sector 
banks which means private bank account holdersare more 
satisfied for Security factorthan public sector banks. For the 
factor EASY & CONVENIENT BANKING  highest mean is 
4.04 which is of Public sector banks it means public sector bank 
holders are more satisfied for Easy & Convenient banking 
factor than private sector banks.

Table 4Rank Analysis of Public and Private Bank

On the basis of Mean value of Private and public bank account 
holders, Rank has been given to each dimension. Efficiency the 
factor which is rated highest in both the banks. Then on second 
rank, Private sector banks are highly rated for Reliability 
whereas public sector banks are rated for Responsiveness. Both 
the sector banks customers has given lowest rating to 
tangibility.

Conclusion 

In current scenario, bank can enhance customer satisfaction 
and relationship by rendering services through digital space. 
Earlier just customer relation was only factor to evaluate 
satisfaction of customers but in this era, banks have to focus on 
all the aspect. Banks have to give enough attention to 

Factors

Tangibility

Reliability

Responsiveness

Assurance

Efficiency

Accuracy

Security

Easy & Convenient 

banking

No of items 

7

5

4

4

4

4

5

5

Cronbach's Alpha

0.598

0.741

0.833

0.709

0.90

0.873

0.672

0.731

Factors

Tangibility

Reliability

Responsiveness

Assurance

Efficiency

Accuracy

Security

Easy & Convenient 

banking

Mean of Mean

Private Bank

( Mean )

3.86

4.198

4.0925

4.1775

4.7275

4.097

3.978

3.992

4.1403125

Public Bank

(Mean)

3.942857

4.15

4.2425

4.205

4.6275

4.0175

3.95

4.04

4.146919625

Base of 

mean

Public

Private

Public

Public

Private

Private

Private

Public

Public 

Factors

Tangibility

Reliability

Responsiveness

Assurance

Efficiency

Accuracy

Security

Easy & Convenient 

banking

Private Bank

( Mean )

3.86

4.198

4.0925

4.1775

4.7275

4.097

3.978

3.992

Public Bank

(Mean)

3.942857
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8

2
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4

7

6
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3

1

6
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technological advancement and digitalization.  Customers 
have started comparing banks in all the aspect and only best one 
chosen by them as per their need. 

For further analysis, researcher may use factor analysis, 
analysis of variances or some other statistical tools to measure 
level of satisfaction. Another scope for further study is, 
researcher can use same model in some other city or may in be 
in same city with different demographic profile. 

To sum up, contribution of this research is the dimension 
preferred by customer of public sector banks are Tangibility, 
Responsiveness, Assurance and Easy and convenient banking. 
Whereas private sector banks’ Customer are satisfied for the 
Reliability, Efficiency, Accuracy and Security. The study goes 
in line with the inference made by (singh & Arora, 2011). 
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ABSTRACT

Information technology (IT) projects demand continuous improvement of skills and expertise in handling projects with innovation and 
newness.  There is no disparity between large and small firms in this regard.  Even with lot of constraints on funds and resources, small 
firms have to update with new skills/techniques to sustain in the market.  Past research claims that knowledge management (KM) can 
extend tremendous support to organizations look at new ideas and knowledge both internally and externally,share and use them 
properly to improve performance and innovation in their processes and products.   Through interactions and team learning, project 
teams can be benefited a lot to add value to their projects and organizations have to adopt such culture. This paper presents two case 
studies conducted in two small Indian IT firms to understand their perception on the methods and benefits of team learning, KM 
process and KM culture.

Introduction:

In today’s knowledge intensive era and ever changing business 
environment, organizations are focusing on knowledge 
management processes to be competitive, constantly innovate 
and develop new products. Shoghi et al.(2012)observed that 
individual’s innovativeness is associated with knowledge 
management and elements like culture, technology and 
processes. More so, Stebbins and Shani (1995) believed that 
organizations can build their competitive edge by allowing 
knowledge teams to collaborate through knowledge 
management process.

Akgun A.E et al.(2008)who have studied new product 
development projects have found that knowledge management 
processes has an impact on the team’s knowledge and in turn 
team’s knowledge has helped in creation of new products and 
innovations. Thus organizations could develop projects fast 
and sustain in the competitive market. 

Senge et al.(1999)says that individuals in a team can improve 
their capabilities through team learning to achieve 
organizations goals andfound that teal learning is imperative 
and organizations will not learn if teams do not 
learn.Massingham(2009) says that knowledge sharing is 
important in knowledge management that enhances the 
learning capacity of the organizations.The increased learning 
capacity can result in the development of new products and 
innovation that helps organizations in managing businesses 
and being sustainable in the competitive market. Thus 
knowledge management which includes knowledge creation, 
storage, dissemination and application is important for 

organizations to be innovative Taleghani et al.(2012).Several 
researchers also quoted that collaborating knowledge teams is 
essential for innovative organizations and organizations should 
focus on distribution of knowledge across teams for increasing 
the organizational innovation opportunities. Therefore, a 
model has to be developed in organization where knowledge 
can be first identified, acquired and then shared and applied. 
Organizational culture plays a vital role in enabling the flow of 
knowledge across organization. Khoramkhah et al. (2013) 
reviewed some of the researches and found that organizational 
culture shapes the employee behavior and also influences other 
aspects of the organization.

Yang & Wan(2004) conducted a study on four International 
five-star hotels in Taiwan and tried to observe how the 
knowledge management process was taken care. They 
examined how knowledge is assimilated, stored and 
disseminated. The study showed that organizational culture as 
a part of knowledge management practices can benefit 
organizations by helping in acquiring, storing, sharing and 
applying knowledge. Thus organizations can become 
innovative by encouraging team learning through 
collaboration and collaboration can be facilitated through 
knowledge management processes and culture. This study is an 
attempt to understand the methods and benefits of team 
learning, KM process and KM culture, especially in IT firms. A 
detailed and comparative case study in two different IT 
companies is taken up in this study.
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Theoretical Background:

Yoon S.W.et al. (2010)observed through their research that 
knowledge management process or practices and supportive 
learning culture has positive impact on team learning. Team 
learning in turn had impact on the team creativity and team 
performance. Knowledge management has a major role in 
organizational innovativeness. Plessis M. D.(2007) observed 
the role of knowledge management processes or practices in 
innovation. In the fast and ever changing business 
environment, innovation is the only way of sustaining 
competition. The speed of innovation and the rate of growth of 
new product development have changed the nature of 
economic growth across globe. Herkema (2003) explained that 
innovation is to create a new knowledge for accomplishing 
sustainable solutions and new knowledge is created by 
acquiring and sharing knowledge. 

Bhatt (2001) understood from his study that to exploit 
knowledge, organization has to well manage the knowledge 
management activities. Managing knowledge requires 
organizations to make required changes in technologies, 
techniques and organizational culture. In general, 
organizations assume that concentrating on technologies, 
techniques and people would help in managing knowledge. 
Merely focusing on these elements would not enable 
organizations to attain sustainability. To remain competitive 
and be innovative, organizations need to focus more on how 
these technology, techniques and people collaborate in the 
organization and how knowledge is acquired, shared and 
applied in getting feasible solutions and increasing innovation. 

De Long(1997) reported four sequential forms of interaction 
between culture and knowledge – culture anticipating and 
identifying important and usable knowledge, culture 
facilitating the connection between individual and 
organizational knowledge, culture defining the application of 
knowledge in a specific situation, and the interaction 
happening when organization responds in either accepting or 
rejecting new knowledge. Based on these four forms, 
Davenport and Prusak (2000) interpreted that organizations 
should be careful in assessing the cultural aspects while 
implementing knowledge creations. Liebowitz (1999) found 
that supportive culture is very important in successful 
knowledge management.  But, there is meager research 
evidence, Oliver and Kandadi (2006); Van Wijk et al.(2008) 
that supports the relationship between culture and knowledge 
transfer.  Encouraging communication and dialogue, trust and 
respect for individuals, teamwork, empowerment, ambiguity 
tolerance, risk assumption, and respect for diversity compose 
collaborative culture that positively relates to organizational 
learning and knowledge management initiatives in the form of 
knowledge acquisition, distribution, interpretation, and 
organizational memory and impacts positively on the business 
performance of the organization López S. P. et al.(2004). 
FarshadM. and Azizi G.(2018)reported a positive relationship 

between team learning and knowledge management from a 
survey conducted with second grade highschool teachers in 
Saveh City, Iran.They also found that the aspects of team 
learning andorganizational culture can envisage the variables 
i.e. acquisition, storage, dissemination and application of 
knowledge management.

The present study is intended to examine the important issues 
of organizational learning, KM process and leadership and 
culture in information technology (IT) firms.  In this process, 
two small IT companies were surveyed by interacting with the 
internal employees and collecting their feedback.   

IT Company 1:The Company is a Hyderabad based company 
incorporated in December, 2000. It offers information 
technology, business process outsourcing, and consulting 
services. It is in to production, supply and documentation of 
ready-made software, operating systems software and business 
and other applications software. Consultancy includes 
providing the best solution in the form of custom software 
according to the user’s needs and problems. It has recently been 
acquired by a global IT company. 

It was possible to meet three project managers, six project 
leaders and one HR Manager in this company for the purpose of 
study. The project leaders have more than 6 years of 
experience, whereas the project leaders have more than 3 years 
of experience. HR Manager has 4 years of experience.  All 
these 10 people were interviewed in detail based on a pre-
composed research questionnaire, covering 8 questions on 
collaborative (team) learning, 9 questions on KM process and 
leadership and 4 questions on KM culture in the organization, 
wherein they are working. The consolidated responses of the 
interviewed people against the questions under the three 
categories are described in Table 1.

IT Company 2:The Company is in the field of IT services and 
has its global offices located in other countries and Hyderabad, 
India. The company was founded by a team of technical 
professionals in the field of Information Technology, with an 
objective to provide necessary services and solutions to its 
esteemed Clientele. It offers information technology, business 
process outsourcing, and consulting services. It is also involved 
in conducting studies and analysis of the business requirements 
of its clientele in the areas of Software Development, 
Consulting, Outsourcing, and Training.

In this company, the researchers could meet two project 
managers, five project leaders and one HR Manager. The project 
leaders have more than 5 years of experience, whereas the project 
leaders have more than 5 years of experience. HR Manager has 4 
years of experience. All these 8 people were interviewed in detail 
based on a pre-composed research questionnaire, covering 8 
questions on collaborative (team) learning, 9 questions on KM 
process and leadership and 4 questions on KM culture in the 
organization, wherein they are working. The consolidated 
responses of the interviewed people against the questions under 
the three categories are described in Table1.
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Role of HR department in knowledge management

Human Resource department has an instrumental role in 
institutionalizing knowledge management. It plays an 
important role in building an organizational culture that 
promotes individual learning, team learning and constructing a 
knowledge repository. In modern business environment, 
organizations can make their niche presence only by building 
the capacity to create new knowledge and develop new 
products. (Aziri et al., 2013) described that organizational 
knowledge and knowledge management are interrelated and 
are reliant on human resources. It is believed that 
organizational learning is linked with knowledge management 
to be an effective learning organizations. While organizational 
learning is associated with consistent creation of new 
knowledge, acquiring, storing, and sharing of knowledge 
assets across organization is connected with knowledge 
management. (Armstrong, 2006, 181) identified some means 
of HR management to influence knowledge management. 
They are listed as below:

ü Facilitate building an open culture where knowledge can 
be shared

ü Encourage a climate of openness and trust. 

ü Give suggestion on designing organizations thatenable 

knowledge sharing through networks and communities of 
practice and teamwork. 

ü Provide suggestions on framing policies in attracting and 
retaining valued employees who can contribute to 
knowledge creation and sharing 

ü Suggest how to motivate people to share knowledge and 
rewardaccordingly.

ü Design performance management processes that focus on 
sharing of knowledge. 

ü Cultivate organizational and individual learning processes 
in acquiring and sharing knowledge. 

ü Conduct workshops, seminars and conferences for sharing 
knowledge on a person-to-person basis. 

ü Develop systems with the help of IT department for 
capturing andcodifying both explicit and tacit knowledge. 

Discussion:

The responses given by employees of two IT firms in the study 
undertaken reveal that individual learning is considered as the 
employee’s responsibility by majority of them. Knowledge 
thus acquired by individual learning can be shared among 
teams based on the learning platforms provided by the firms. 
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Majority in both the IT firm employees concurred on the 
statement that their organization encourages employees to 
share their knowledge and experience by talking to each other. 
These organizations have special procedures to ensure sharing 
of best practices among the members of the organization. 
Majority also agreed that their managers frequently consult 
employees to discuss about new developments. While all these 
initiatives taken by the organization leads to acquiring and 
sharing of knowledge within the firms, most of the employees 
also agreed on the statement that their organization allows 
employees to join formal and informal networks outside 
organization and sends them to attend exhibitions, congresses 
or seminars to gain knowledge and share knowledge outside 
the organization. Thus, individual learning and organizational 
learning capacity depends on the initiatives taken by firms to 
enable learning through collaboration. 

The respondents acknowledged that KM process and 
leadership also plays a significant role in enhancing knowledge 
building capacity of individuals and organizations. Most of the 
respondents from two IT firms approved organizational 
knowledge to be central to their organizational strategy and 
their organizations have well designed processes to 
systematically identify and fill the knowledge gaps. Majority 
of the two firms endorsed that their organization understands 
the revenue-generating potential of its knowledge assets and 
learning is encouraged to support existing core competencies 
and create new ones. Tacit knowledge is valued and transferred 
across organization and individuals are hired, evaluated and 
compensated for their contribution on the development of 
organizational knowledge. Thus, leadership promotes the 
knowledge management processes and aids expediting filling 
the knowledge gaps.

Respondents from two IT firms certified that customer value 
creation is the major objective of KM and creating the culture 
of openness and trust supports in Knowledge management. As 
discussed in above, employees are given opportunity to learn 
through internal sources and external sources and are provided 
with platforms (different practices by different firms) to share 
their knowledge, experiences and best practices. Thus creating 
an organizational culture where employees can enhance their 
core and existing skills, share their knowledge and apply in the 
development of existing or new products becomes crucial. 

Conclusion:

In the knowledge intensive sector of IT, where teams work on 
different projects, knowledge management is a crucial aspect. 
Managing knowledge during and after the project completion 
and maintaining a repository of knowledge is vital and helpful 
in taking up future projects. As referred in the above discussion, 
culture plays an important role in facilitating knowledge flow. 
Culture supports team members and teams across organization 
to acquire, share and store knowledge. HR department acts as a 
facilitator in providing a platform for the teams to share 

knowledge. HR practices and programs should align with the 
knowledge management activities. Through HR practices, 
organization can build culture that encourages knowledge 
sharing. 

Xu J. et al. (2005) understood from a comparison study 
conducted on businesses in Australia (five large businesses and 
ten small and medium businesses) that size does not matter in 
knowledge management. Whether large or small, effective 
knowledge management depends on some internal and external 
factors of knowledge management. Three factors i.e. 
organizational structure, organizational culture and top 
management support were observed to be playing a significant 
role in knowledge management. Same implies from the current 
study conducted on small IT firms that collaborative learning 
facilitated through organization structure, KM culture 
supported through organizational culture and top management 
support extended through KM process and leadership helps in 
effective knowledge management. Ansari et al.(2009)also 
acknowledged that successful implementation of knowledge 
management is dependent on various factors like business 
strategies, ownership, decision making process, IT 
infrastructure and organizational structure and culture. Devada 
blog, (2016) found that while nurturing knowledge 
management is critical for small organizations to make imprint 
in the industry, for large organizations also it is imperative to 
invest in knowledge management to be competitive in this 
digital age where businesses move at the speed of light. 
Implementing effective knowledge management system can 
only lead to constant innovation and improvement of 
organizations to be more competitive. Thus, more than size, 
funds and investment made in other resources, for 
organizations to be competitive, should look for knowledge 
management variables for successful implementation of 
knowledge management. 

The successful implementation of knowledge management to a 
greater extent depends on the human resources management as 
humans are considered as the knowledge assets of 
organization. Verma M.(2010) knowledge based organizations 
need to focus more on effective human resource management 
as they should initiate human resource activities as required by 
knowledge workers. HR managers can frame and develop 
policies that help in building an environment for effective 
knowledge management. 
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ABSTRACT

Brand Loyalty is about creating a positive impact in the mind of the consumers so that they may continue with the same brand having a 
long term relationship. A brand loyal customer is one who is completely satisfied with the product and does not wish to switch to any 
other brand in the market. The brand loyalty is classified as the Behavioral and Attitudinal Brand loyalty based on the positive attitude 
of the consumers towards the brand. The factors affecting brand loyalty are the quality, price, environment, service quality, brand 
name and promotion. Brand loyal customers strengthen the brand name in the market through promotional activities such as word of 
mouth. The case study covered under this topic is about Coca Cola who is currently facing decreased sales in the market due to lack of 
communication between consumers and the brand. The solution can be to focus on the promotional activities strengthening the 
customer relationship with the brand so that the brand loyalty increases.

Keywords: Brand Loyalty, Behavioral Brand Loyalty, Attitudinal Brand Loyalty

INTRODUCTION

Brand loyalty is defined as the extent to which the consumers 
choose and continue to buy the same brand within the product 
category irrespective of the pressure generated by other 
competing brands within the market. According to Jacoby and 
Chestnut, 1978 brand loyalty is an attitude of the customer that 
creates a positive impact for them related with the product. It is 
the situation when consumer fears to switch to any other brand 
which he does not trust. It is evaluated by various methods such 
as word of mouth, repetitive purchase, customer satisfaction. 
The customers stay loyal to the same product as long as it stays 
in the market. Brand loyalty exists when the buyer feels that he 
is getting the product with quality and appropriate 
characteristic at a proper price. A brand loyal customer won’t 
go for any other product in the market even if it is available at a 
cheap price or superior quality. A Brand Loyal customer is 
regarded as the establishment of an organization. A higher level 
of loyalty results in less marketing expenses because a brand 
loyal customer himself promotes a particular brand. It is 
considered to be an obstacle for the new entrants as competitors 
in the market. Brand loyal customers always remain committed 
to their brand and are even ready to pay higher price for their 
brand.  A company with brand loyal customers leads to higher 
sales, less promotion cost and best pricing. The creation of 
brand loyalty occurs after the purchase of a particular product. 
In order to develop brand loyalty an organization must be aware 
of its target market, innovation in the product, accessibility of 
the product, customer satisfaction and offering specific 

schemes to the customers for its repetitive purchase. 

CLASSIFICATION OF BRAND LOYALTY

The brand loyalty can be classified into two categories stated as 
under below:

Behavioral Brand Loyalty: It is defined as the ratio of the 
repeated purchase for a particular product/brand to the total 
number of purchases. Considering the perception of the 
customers about a particular brand. Measuring the total 
purchases is done by analyzing the relationship between 
customer satisfaction and brand loyalty.

Attitudinal Brand Loyalty: It includes a favorable attitude that 
would reflect a commitment over time. It simply explains the 
customer preferring a specific product over the competitors.

Both the behavioral and attitudinal brand loyalty accepts that 
the customer has a positive attitude for the particular brand and 
so he is going for repeat purchases.

FACTORS AFFECTING BRAND LOYALTY

In today’s dense field of competition building of brand loyalty 
has become very critical. According to Kapoor, 2009 a 
customer buys specific product due to a distinct belief. In 
contrast to this belief if a customer does not trusts a brand there 
will be no purchase. According to Khaled Mahmud 
&KhonikaGope, 2012 brand loyalty is regarded as a reflection 
to brand equity which is value added to a product, an outcome 
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of brand knowledge. A loyal customer is an important cause of 
competitive advantage in the market. There are seven factors 
that majorly influences brand loyalty of customers towards a 
specific product (Lau et al, 2006) brand name, promotion, 
service quality, environment, product quality, price and style.

Brand name: A famous and recognized brand name in the 
market can explain about the benefits of the product and can 
result in larger purchase of brands with high benefits than the 
non-famous brand names (Mahmud and Gope, 2012). For 
example, the sales of popular sportswear brands such as Nike, 
Adidas, Puma, Reebok is huge than the generic brands in the 
market.

Promotion: Wubo Gerald conducted a research in the Coca- 
cola Namanve plant to find out the effect of promotional 
activities on the buying decision of a customer. He found out 
that brand loyalty can be attained through scheming well 
packaged promotions. The bottling plant must concentrate on 
putting more and more efforts to carry out promotional 
activities that may result in managing the loyalty programs by 
the company.

Service quality: The process of assessing how a service adapts 
to client’s expectations. The research in the service quality has 
been ruled by the SERVQUAL model (Zeithmal and Berry, 
1985) which encompasses the reliability, responsiveness, 
empathy, assurance and quality features of the service 
experience. According to Chumpitaz and Swaen, 2002 service 
quality is an outcome of the contrast between the received 
service and expected service. 

Environment: The effect of physical environment i.e. 
surroundings on brand loyalty was explained by Woo-seok 
Choi, Jun-seokHeo and Min-jae Kim in 2012. It was analyzed 
by them that the purpose of customer visit must be recognized. 
Also it was observed that high pricing strategies must be 
developed in order to fulfill the customer physical and 
psychological satisfaction.

Product Quality: Product Quality is considered as the features 
and characteristics of the product that fulfills the customer 
needs and wants. The integrated model by Lien Ti Bei and Yu 
Ching Chiao, 2001 explained the effect of perceived product 
quality on the customer satisfaction level. It explains that this 
factor may directly affect the brand loyalty.

Price: For most of the customers price is indeed one of the 
important factor on decision making for the purchase of 
product. A study was done by Emma et al in 2008 to find out the 
effect of price changing towards brand loyalty. It was found that 
a small rise in the price may lead to switching over to another 
brand by the customers who stated that difference in brand 
loyalty exists in varied brands in the market.

BENEFITS OF BRAND LOYALTY:

Brand Loyalty is the commitment that is made by the customers 
to repurchase the product of a particular brand. An intangible 

relationship is built up between the brand and the loyal 
customers. The companies are benefitted in several ways with 
such loyal customers discussed below:

• The loyal customers become an indirect representative for 
the specific brand by word of mouth promotion.

• According to S. Ramesh Kumar, 2002 the customers 
sometimes get too obsessive for a specific brand and forms 
clubs that further strengthen the brand name in the market.

• Through loyal customers the company can utilize the 
returns saved on promotional activities for new product 
development.

• The loyalty permits the company to depend on a specific 
group of customers.

RELATIONSHIP BETWEEN BRAND LOYALTY AND 
CUSTOMER SATISFACTION

Customer satisfaction is an important factor that leads to brand 
loyalty in the marketing scenario.For a satisfied customer, to 
repurchase the same product is very known than it is for a 
dissatisfied customer. The customer satisfaction and the brand 
loyalty are directly related to each other. The satisfaction level 
is not only important for the manufacturer but also for the 
customer himself. A primary survey was conducted through 
questionnaire by Nawangsari and Budiman in 2013 to find out 
the impact of customer satisfaction for the creation of brand 
loyalty. The customer satisfaction was measured utilizing 
product features, service related features and the features 
related with purchase. The statistical tool used for the survey 
was correlation and regression. The survey concluded that the 
effect of customer satisfaction of the product with attributes 
such asthe service attributes and the purchase attributes on 
brand loyalty is robust. Also they concluded that there exists a 
profitable relationship between customer satisfaction and 
brand loyalty. Satisfaction means to have a positive feeling for 
a specific brand when choosing from a wide range of brands. It 
indicates that the customers are contented with the product and 
no additional activities are required to create brand image in the 
market. 

FLOWCHART FOR CREATING LOYALTY

Reaching a Customer

Acquiring a Customer

Converting a Customer

Retaining a Customer

Loyal Customer



Source : Retaining the Brand Loyalty- Anita Agarwal, 
Siddharth S,2010

The flowchart explains about the successive steps involved 
when a customer goes for purchase of a product use it and 
maintaining loyalty towards that product.

Reaching a customer: It involves gaining the attention of a 
potential customer towards your brand

Acquiring a customer: It involves creating awareness among 
the customers about the services and offerings by the specific 
brand

Converting a Customer: It involves influencing a customer to 
the extent that he turns to a regular customer

Retaining a Customer: When the organization is successful in 
making him a loyal customer and willing him to repurchase the 
same products the retaining level comes

Building the customer loyalty: The loyalty for the brand will 
be achieved only when the customer satisfaction occurs with 
the product

COCA COLA- CREATING BRAND LOYALTY 
AMONGST THE CUSTOMERS

About the Company:

The Coca-Cola brand entered the Indian market as a wholly 
owned subsidiary unit named Coca Cola India Private Limited 
in 1993 after the Indian economy opened to foreign 
investments in 1991. Thereafter the operations grew rapidly for 
the company with 7,000 distributors across India and 2.2 
million retailers. The Coca Cola India Private Limited sells the 
concentrated beverage base to the bottling plants who utilize 
them to develop a portfolio of beverage products. They 
individually develop the domestic market distribute them to 
grocery stores, supermarkets, restaurants and these are the 
customers who makes the product available to the final 
consumer. The Coca Cola India Private Ltd. has already made 
an investment of about US$ 2 billion till 2011 and is expected to 
invest another US$ 5 billion till 2020 (www.cocacolaindia. 
com). The company has employed almost 25,000 people on 
contractual basis and nearly 1,50,000 people in the related 
industries such as the supply chain network. The products are 
an essential part of the micro-economy in small towns that 
contributes to the job creation and increase in Gross Domestic 
Product (GDP). At a global level the company comprises of 
more than 300 bottling partners. The company manufactures 
and sells the beverage base to the bottling units. The bottlers 
mix these beverage bases with sweetened water or carbonated 
water to produce the finished product. The packaging for the 
finished product is done in a container with the company’s 
trademark like cans, pet bottles, tetra pack and finally sold to 
the wholesaler. The management structure focus on the 
external market with greater speed and productivity. 

Mission of the company: 

The mission of the company is to refresh people by providing 
them with a different taste, create an environment of optimism 
and happiness around and create value to make a difference. 
Also the company follows certain set of organizational values 
such as leadership, collaboration, responsibility, quality and 
diversity to create an edge over the competitors. They focus on 
the external market by identifying the needs and wants of the 
customers and working efficiently. 

HOW COKE ESTABLISHED ITS BRAND LOYALTY?

Brand loyalty stems out from familiarity and the brand has 
always tried to establish a sense of familiarity in the market for 
customers. The brand always invests a huge amount for its 
promotion to maintain itself as the best-selling soft drink as 
compared to other competitors such as Pepsi. The marketers 
wish to make the brand recognizable to the customers. The 
Coca-Cola Company uses a customer-based approach to 
market research, not a product-based approach. Because of 
Coca-Cola’s close relationship with its customers, it is able to 
create products that are focused on their market segments. 
Market research enables Coca-Cola to determine the type of 
product consumers seek, the best places to promote and 
distribute the products, and the price that offers consumers the 
best value for their money. These are the ways through which 
the company is able to establish its brand image in the market 
that leads to customer satisfaction and finally creating brand 
loyal customers.

• Coca-Cola Played with Cans…….!!!!

Coke has never been shy about making changes and 
sometimes the company plays with the  designs on its cans. 
Coke joined forces with the World Wildlife Fund (WWF) to 
fundraise on behalf of polar bears, a Coca-Cola mascot since 
the 1920s. Specially designed cans of Coke are decorated 
with polar bears to call attention to the Arctic Home 
initiative.

• The seasonal cans of Diet Coke were shown up in silver with 
snowflake designs. Some loyal Coke fans seem to be okay 
with that, however, other Coke fans love red and were 
unhappy with the change to white cans, even for the 
holidays. This was really too bad since the change to white 
cans was for a very good cause --protecting polar bear 
habitat. Seems like some soft drink consumers forget that the 
holidays are not just about celebrating, but also about caring 
and socially responsible charitable giving.

• Coca-Cola has long been associated with special advertising 
and designs for the holidays. A long lasting change made to 
the Diet Coke was beyond the usual holiday decoration. In 
1982, Coca-Cola extended the brand by launching Diet 
Coke. Later, the Diet Coke can was re-designed by the 
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Turner Duckworth design firm in San Francisco in order to 
retain its loyal customers. The can has a fresh, modern look 
but has retained the same design colors of red, black, and 
silver so recognition should be easy and quick for 
customers.

• The Coca-Cola Company have mastered the social network 
and social media sites as a way to create some fun for loyal 
consumers. From Facebook, brand fans can be a Coca-Cola 
AHHH Giver (that was ahhh! as in "Ahhh, I love the great 
taste of Coke!" and Ahhh, how sweet - my friend was 
thinking of me!") by sending a coke to a friend. 

• A commemorative book would be published by Assouline 
that features the Coca-Cola advertising, artwork, and 
photography reflecting the relevance of the Coca-Cola 
brand in popular culture over the past 125 years. Both digital 
(at the App Store for the Apple I Pad) and hard copy versions 
of the book will be available worldwide. This is truly a book 
for shared moments and memories. It is worth noting that 
there is $650 version of the book and a $65 version for those 
who really will put the book on their coffee tables.

• A new Coca-Cola Heritage App will debut in the App Store. 
Featured in the application will be an interactive timeline 
and a link to Coca-Cola Conversations, the Company’s blog 
that is frequently updated with interesting commentary and 
news.

Coke Celebrates125 Years of Sharing by Making Socially 
Responsible Commitments

• The Coca-Cola Company has come up with many exciting 
ways to thank its loyal customers for making Coke what it 
is today. Celebrations are taking place around the globe. 
This is one of the best ways devised by Coke in order to 
retain its loyal customers and feel them associated with the 
company.

• In the summer in the United States, Coke released a new 
packaging size for Coca-Cola – 1.25 liters (naturally) and 
invited people to enjoy "125 Years of Summer Fun"

• Community initiative grants were awarded in South Africa 
that align with the priorities of "Live for a Difference"

• "Live Positively" campaign was launched in Vietnam

• Sustainability initiatives were kicked off in Kenya, 
including a Kenya Red Cross water partnership

• Elements of Coke’s history was featured at the grand 
opening of the “World of Coca-Cola” exhibition in Russia

• Commemorative postcards were distributed in Brazil to 
share happiness and communicate optimism from The 
Coca-Cola Company associates.

• Coke sponsored the Harare International Festival of Arts in 
Zimbabwe where more than 140 global artists and more 
than 1000 local artists shared and sold their art

These were some of the ways by which Coke brand was able to 
make itself recognizable and preferable in the market for 
consumers. Consumers in different markets can be quite 
different, even when their consumer profilesappear similar. 
Coca-Cola Vanilla is a good example of this phenomenon. 
Coca-Cola Vanilla was established in the U.S. with a good 
market following, but the Coca-Cola Company wanted to 
extend the brand to the U.K. Market researchers tested the 
product concept in the U.K. in order to gauge the response of 
consumers and Coke fans. Through taste testing, Coca-Cola 
was able to ascertain how the product should taste for Coke 
drinkers in the U.K. Focus groups held with consumers were 
the basis for identifying the most attractive product design to 
have British appeal. The work of market researchers in a 
company like Coca-Cola is complex. It takes a lot of research 
and analysis to test and develop a product range that is 
attractive to consumers around the globe. The Coca-Cola, its 
market research department and market research partners does 
this very well. Market research keeps tabs of consumer 
perceptions about the current range of Coca-Cola products, and 
it helps the company to extend the product range by focusing on 
customer-driven opportunities. All these activities plays a very 
important role in establishing the brand loyalty among the 
customers and Coca-Cola has successfully achieved this.

Products Offered:

There are a variety of beverage products offered by the 
company which includes Coca Cola, Diet coke, Thums Up, 
Sprite, Fanta, Limca, Mazaa, Minute Maid Pulpy Orange, 
Minute Maid Nimbu Fresh, Kinley Water, GEORGIA Gold. 

Competitors: 

• Pepsi giving a tough fight to Coca Cola with almost similar 
promotional and marketing strategies

• Parle with refreshing drinks such as Appy Fizz, Fruity, LMN

• Pepsico providing packaged drinking water, carbonated as 
well as fruit drinks

According to the Carlson Marketing Worldwide group, 2013 
the FMCG (Fast Moving Consumer Goods) market has 
identified its value in the market with Coca-Cola brand. There 
are various soft drink brands trapped in the traditional 
promotion marketing. Due to such unselective marketing 
activities there is an immediate loss in the market share and 
market growth across the key segments of the customers. 

PROBLEM STATEMENT:

The Coca Cola brand has found that although there is a huge 
difference in their price with respect to their competitors in the 
market but still there is no increase in the overall sales of the 
brand which eventually lead to decrease in customer loyalty. 
The existing programs are quite expensive and there was no 
communication between the brand and the customers. This 
finally led to the decrease in profit generated by the company. It 
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is getting increasingly expensive for the company to manage 
and execute its customer loyalty programs. The customer 
loyalty maintenance is the need of the hour in order to promote 
and strengthen the brand image in the market. Due to lack of 
communication between consumers and the brand, the overall 
return on investment is suffering. A strategy has to be 
implemented in order to overcome this problem and to improve 
the profit generation, the public image of the company leading 
to ultimate customer satisfaction. This satisfaction will help in 
creating a positive attitude in the mind set of consumers and 
will result in an effective brand image leading to brand loyalty.

 RECOMMENDATIONS:

The Coca- Cola brand can go for a strategic Customer Loyalty 
Program so that the customers will be involved between the 
promotions leading to an increase in the overall sales. It is an 
indirect approach by the brand to establish an indirect 
relationship with the consumers. This approach will help the 
brand to bridge the gap between them and the consumers. Also 
the brand image will get improvised in the market and will 
ultimately lead to brand loyalty.  A similar strategy was adopted 

by the same brand to improve the sales and maintain the brand 
loyalty in UK with the concept of“The Coke Zone”. Under this 
strategy, a unique code is printed on the inner labels of Coke 
bottles and the customers are required to enter these codes 
online or by sending SMS, thus promoting the product. This led 
to an increase in the loyalty communication offers 
strengthening the brand. It was found that the Coke Zone was 
the most visited FMCG website in UK with eight times more 
visitors than the other rivalries in the market. The same strategy 
can be adopted by the declining brand in United States to build-
in the customer engagement by online entry of codes. The main 
challenge of improving the customer loyalty relationship can 
be easily achieved through this program. The customers will 
actively participate for the online entry of codes which will 
increase the overall Return On Investment (ROI). The more 
will be the number of logins, the better will be the customer 
engagement and thus the relationship between the customers 
and the brand can easily be maintained and managed. This will 
eventually lead to strengthening the brand loyalty for Coca 
Cola.

RECOMMENDED FLOWCHART DIAGRAM TO IMPROVE THE BRAND LOYALTY AMONGST CUSTOMERS

Bridge The Gap Between The Brand And The Consumers

Strengthening The Relationship Between The Consumers And The Brand

Improving The Brand Name And Its Image In The Market

Increase In Customer Satisfaction

Positive Attitude Developed In The Minset Of Consumers Which Leads To Brand Loyalty
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ABSTRACT

The study is aimed to comprehend the customer perception, preference and requirements about residential apartments in Pune city. 
This research is helpful to understand the real estate market in view of customers who wants to purchase resident apartment. The study 
is mainly based on primary data collected by distributing questionnaires to walk-in customers at real estate offices in Pune.
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INTRODUCTION

Housing is one of the most basic human needs. The real estate 
sector helps in fulfilment of this need by offering built up 
houses, offices, spaces as per he needs of consumers. It is one of 
the fastest rising sectors in India, owing to the fast increasing 
population, income level. The real estate sector is one of the 
most globally recognized sectors. In India, real estate is the 
second largest employer after agriculture and is expected to 
grow at 30 per cent over the next decade. The real estate sector 
comprises of four sub sectors - housing, retail, hospitality, and 
commercial. The growth of this sector is also affected 
positively by the growth of the corporate sector and the demand 
for office space as well as urban and semi-urban 
accommodations.

Brief Background

The survey was conducted in Hinjawadi in order to understand 
customer perception towards residential apartments Pune with 
following objectives: 

1. To find out customer’s preferences in terms of product, 
price place and promotion for residential apartments in and 
around Hinjawadi, Pune. 

2. To study customer behavior related to apartment purchase 
in and around Hinjawadi, Pune. 

3. To find out most important factor affecting purchase 
decision of residential apartment in and around Hinjawadi, 
Pune. 

The survey was aimed to understand the customer preference in 
terms of product, price place and promotion for 1, 2, and 3 BHK 
apartments in and around Hinjawadi. 

Survey Procedure And Methodology

The structured open ended questionnaire was given to 
respondents. The survey was conducted over the duration of 8 
days. The respondents were contacted in and around shopping 
malls and restaurants in Hinjawadi. The method of purposive 
and judgmental sampling was adopted to select respondents. 
462 number of respondents were contacted for collection of 
primary data. 

Impact of Various Promotional Medium over Customer 
Awareness

Statistical mean was estimated for customer’s experience about 
real estate advertising. The opinion was recorded for their 
agreement on five point Likert scale (1- Not at All Effective, 2- 
Not Effective, 3- Moderate, 4- Effective, 5-Highly Effective) 
for the effectiveness of advertising mediums. Mean more than 
three indicates that customers are exposed to that particular 
medium frequently and they are looking for real estate 
advertisements on that platform.    
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Descriptive Statistics

N Minimum Maximum Mean Std. Deviation

Social media 462

 

1

 

5

 

4.53

 

.911

Newspaper and other print 

media

462

 

1

 

5

 

3.90

 

.951

Hording and outdoor 

advertising

462
 

1
 

5
 

4.80
 

1.331

Direct marketing through 

emails, calls and messages 

462 1  5  3.62  1.058

Radio and TV advertising 462 1 5 3.56 1.007

Valid N (listwise) 462



Findings 

Hording and outdoor advertising, Social media and newspaper 
are most effective advertising mediums in opinion of 
respondents followed by emails, calls and messages and 
TV/radio.  

Analysis of Factors Measuring Customer’s Perception 
towards Residential Apartments

Customer’s agreement was measured for their overall 
perception on various aspects of residential apartment on five 
point Likert scale. Mean estimation for their agreement on 
various aspect is as shown below: 

Findings 

Most of the Respondents thinks that apartments in and around 
Hinjawadi are meant for IT professional only.

Analysis of Factors Affecting Customer’s Perception 
towards Residential Apartments

Customer expectations for the importance of various 
parameters of residential apartment is measure on five point 
Likert scale and the factor analysis is estimated to find most 
important requirements of customers looking for apartments in 
and around Hinjawadi.  

Findings

1. First group of important aspects related to residential 
apartments in and around is formed by Quality of 
construction, Location of the project and Accessibility 
to the marketplace. Second group is formed by 
Completion of Legal approvals, Accessibility of the 
project, Access to school and hospitals. Third group is 
formed by Cost of apartment, Taxes and registration cost 
and Loan facilities.    

2. 144 respondents are highly interested for purchase in 
residential apartments among which 94 were from 

Descriptive Statistics

 

N

 

Minimu

m

 

Maxim

um

 

Mean

 

Std. 

Deviation

I am aware of  apartment projects in and 

around Hinjawadi

 
462

 

1

 

5

 

3.30

 

1.045

I am interested to purchase apartment in 

and around Hinjawadi

 462

 

1

 

5

 

3.29

 

1.026

I think properties in this locality are very 

costly

462
 

1
 
5

 
3.52

 
1.187

I think properties in this locality are 

fairly priced
 

462  1  5  3.03  1.005

I think Hinjawadi

 

is attractive location 

than my current

 

462

 

1

 

5

 

3.03

 

1.129

It’s a bachelor’ s location

 

462

 

1

 

5

 

2.96

 

1.020

It meant for IT professionals only

 

462

 

1

 

5

 

3.49

 

1.082

It's not family friendly 462 1 5 3.01 1.225

Valid N (listwise) 462

KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 

.728  

Bartlett's Test of 

Sphericity 

Approx. Chi-Square  11767.921  

df 153  

Sig. .000  

Communalities

Initial Extraction

Area/Size of the apartment

 

1.000

 

.757

 

Floor level of the apartment

 

1.000

 

.783

 

Quality of construction

 

1.000

 

.871

 

Brand value of builder

 

1.000

 

.685

 

Amenities in the project

 

1.000

 

.764

 

Water, electricity and road facilities

 
1.000

 
.845

 

Compliance of legal requirements by 

municipal corporation
 

1.000
 

.755
 

Cost of apartment 1.000  .861  
Maintenance cost 1.000  .719  
Loan facilities

 
1.000

 
.739

 
Taxes and registration cost

 
1.000

 
.648

 Location of the project

 
1.000

 
.773

 Accessibility of the project

 

1.000

 

.853

 Accessibility to the marketplace

 

1.000

 

.809

 
Access to school and hospitals

 

1.000

 

.812

 
Distance from your existing locality

 

1.000

 

.746

 

Completion of Legal approvals

 

1.000

 

.884

 

Distance from work place 1.000 .548

Extraction Method: Principal Component Analysis.
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salaried and 50 were from self-employed category in 
and around Hinjawadi out of total 462 respondents.

3. People in lower income group are more interested to 
purchase residential apartment. 

4. 420 respondents have given preference e to the 
properties around Hinjawadi over the properties in 
Hinjawadi.

5. 254 respondents who are interested to purchase the 
residential apartment are currently living in rented 
house.  

Recommendations to Property Traders, Pune

1. First preference should be given to Hording and outdoor 
advertising while designing promotional strategies for 
residential properties in and around Hinjawadi.  

2. Social media and newspaper are also to be considered 
effective advertising mediums followed by emails, calls 
and messages and TV/radio. 

3. The positioning of the properties in Hinjawadi has to be 
redesigned around various other aspects of location 
rather than its IT industry as most of the Respondents 
thinks that apartments in and around Hinjawadi are 
meant for IT professional only.

4. The advantages like hills, natural atmosphere, pollution 
free zone etc. can be focused in STP of residential 
properties in and around Hinjawadi. 

5. The quality of construction should be given first 
preference while building apartment as in pinion of 
respondents the first group of important aspects related 
to residential apartments is formed by Quality of 
construction, Location of the project and Accessibility 
to the marketplace. 

6. Second group is formed by Completion of Legal 
approvals, Accessibility of the project, Access to school 
and hospitals. Third group is formed by Cost of 
apartment, Taxes and registration cost and Loan 
facilities. So, these parameters should be considered 
while developing properties in and around Hinjawadi.     

7. Salaried people should be given preference while 
targeting customers as they are highly interested for 
purchase in residential apartments.

8. People in lower income group should be given 
preference while targeting as they are more interested to 
purchase residential apartment. 

9. Locations around Hinjawadi has to be preferred over 
they locations in Hinjawadi to build residential 
apartment as 420 respondents have given preference e to 
the properties around Hinjawadi over the properties in 
Hinjawadi 
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