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A Comparative Study of QWL of Women 
Employees' in Service Sectors

Revati R. Patil *

ABSTRACT

Quality of Work Life (QWL) and the impact of hierarchies on QWL of women employees in selected service sectors have studied in this 
research paper. The author has made comparative study of selected nine service sectors in Kolhapur District, Maharashtra. The 
increasing participation of service sectors with increasing percentage of working women in these service sectors has considered and it 
seems essential to study the QWL of these women employees. So, author has made study which entitled “A Comparative Study of QWL 
of Women Employees with Work Hierarchies in Selected Service Sectors”. Author has made testing that is Quality of Work Life of 
women in service sector depends upon hierarchy of working. One way ANNOVA test has used for testing of hypothesis and the result 
said that there is no significance difference between the QWL of working women in service sector as per the hierarchy of working 
women.

Keywords:  QWL, Women Employees, Work Hierarchies, Service Sectors.

Introduction:

The Indian Economy is booming as a result of globalization and 
there is clear evidence of increasing participation of service 
sector in the nation's trade and commerce development.  
Naturally, there is an increase in the participation of Women in 
Corporate India. The percentage of women employment in 
middle and senior management is rising. The presence of 
working women in lower levels has also increased as compare 
to the earlier years. Women are performing well in all sectors as 
compare to their male counterparts. 

As more women are merging in the corporate workforce, it 
becomes impetrative to understand the identity of women, their 
aspirations and to put in place new management practices in 
order to keep pace with the change in gender ratio and resulting 
work environment. Such management practices are creating 
ways of treating women and given them opportunities to use 
their abilities. 

Quality of Work Life (QWL) is one among such management 
practices. QWL is viewed as an alternative to the control 
approach of managing people. The QWL approach considers 
people as an 'asset' to the organization rather than as 'costs'. It 
believes that people perform better when they are allowed to 
participate in managing their work and make decisions. The 
changing scenario diverts the minds of people from industrial 
sectors to service sectors; there is also change in thinking about 
housewives and professional women. The government 

declares 50% reservations for women in every field even in the 
army. Also women are initiating to work in every walk of the 
life. However women employees want to deal with various 
challenges. The basic challenge is to make balancing between 
family and work. In this situation the question arises, “Does 
expecting Quality of Work Life for women is inadequate?” The 
author has purposely selected the women as respondents in 
service sector to justify the title “Quality of Work Life of 
Women in Service Sector: A Study of Selected Units in 
Kolhapur District”. The author has selected Kolhapur District 
as a scope of the study.

Research Methodology:

It is to be noted that number of Public and Private Sector 
services organizations are operating in Kolhapur city. Due to 
high connectivity with NH4 (Pune-Bangalore), Air and Rail 
transport facilities, now Kolhapur is emerging as a next service 
sector destination after Pune. Author has visited some of the 
service organizations and revealed that, most of the service 
employers are recommending women employees. Considering 
the current service scenario certain questions have raised 
related to performance of women employees and QWL, 
hierarchy at work and experiences of distinct QWL. The 
following hypotheses has formulated “Quality of Work Life of 
women in service sector is mostly depends upon hierarchy of 
working women.” By the focusing said objectives are -To study 
impact of work hierarchy on QWL of Women employees in 
selected service sectors and Study of problems and challenges 
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before service sector for better quality of work. 

Hence, Kolhapur district was chosen as the locale for the study. 
The selection of the sample was done in several stages. For 
practical reasons it was decided to study a sample of 709 
working women from the nine major occupational  service 
categories, namely Banking services, Insurance services, 
Telecom services,  Health services, Educational services, 
Postal services,  Consultancy services,  Financial services,  I.T. 
services. The author has collected data through primary as well 
as secondary data sources. Out of the women employed in the 
service unites selected for the propose of drawing the sample, 
from the group, of which, randomly college teacher- non 
teaching staff-, Traditional course teacher-, Professional course 
teachers, office workers from Top level, Middle level, Lower 
Level, Medical doctors, nurses, Lab Asst., Technical 
employees, professionals were selected from the final sample 
of 709 working women. The exact population of service firms 
in select area and the number of women employees working in 
select service firms is not available the population is considered 
to be infinite and following formula has been used to calculate 
the sample size i.e.

n=(Zs/e)2

Where n = sample size 

Z = value of z at 5% level of significant i.e. 1.96

S = standard deviation assumed from normal distribution i.e. 
0.66

e = assured error i.e. 5%

Using above formula sample size is calculated to be 669.360 
rounded off to 670. This size is equally divided into nine service 
organization sectors. Hence, per service organization section 
sample size comes to 75. Since, in per service organization 
sector samples are to be selected form public and private sector 
so the sample size again divided and it comes to 37.5 rounded 
off to 38. Hence, 38 samples minimum from public and private 
sector undertakings each are taken from each service 
organization sector using convenient sampling method. 

Samples approached for this study are more than actually used 
for data analysis. While pruning outliers the extreme samples 
are deleted and the sample size has brought to minimum 38 
samples per organizational constitution i.e. public and private 
sector per service organizational sector i.e. nine sectors taken 
for study. The proposed sample size in the research designs 709 
samples.

Data Analysis and Interpretation:

The researcher has focused analysis and interpretation of the 
data of selected service sectors. The researcher has focused on 
QWL of the women employees of various service providing 
institutions according to women employees work hierarchies 
point of view.

Sr. 
No. 

Service Sector 
Service Sector 

Total Private Public 
1 Finance 39 (50.0) 39 (50.0) 78 (100.0) 
2 Education 41(51.9) 38 (48.1) 79 (100.0) 
3 Banking 38 (50.0) 38 (50.0) 76 (100.0) 

4 Telecom 38 (50.0) 38 (50.0) 76 (100.0) 

5 Insurance 38 (44.7) 47 (55.3) 85 (100.0) 

6 Postal 38 (47.5) 42 (52.5) 80 (100.0) 

7 IT 38 (50.0) 38 (50.0) 76 (100.0) 

8 Healthcare 38 (45.8) 45 (54.2) 83 (100.0) 

9 Consultancy 38 (50.0) 38 (50.0) 76 (100.0) 

10 Total 346 (48.8) 363 (51.2) 709 (100.0) 

Table 1 Service Sector wise Distribution

(Source: Field Work, Note: Figures in the bracket shows the percentage of respective responses)
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Service area defines services categories where women 
respondents are currently working. The Table No.1 defines to 
know or to check wide covering aspects that are relevant to 
women from various service areas. The author has included this 
factor in Job profile to correlate employment values and 
attitude, like or dislike household task their pass time, 
entertainment and economic condition etc. It is noted that out of 
total sample in private sector respondents in financial service 
respondents are 50%, in educational services respondents are 
51.9%, in banking services respondents are 50%, in Telecom 
services respondents are 50%, In insurance services 
respondents are 44.7%  in portal services respondents are 
47.5.%. in IT services respondents are 50%, in healthcare 
services respondents are 45.8% and in case of consultancy 
service respondents are 50%. Out of total, sample in public 
sector respondent in financial services, respondent are 50%,in 
educational service ,respondent are 48.1% in banking services 
respondent are 50% in telecom service respondent are 52.5% , 
in healthcare services respondent 54.2% and in consultancy 
service 50% respondent. Thus out of total 709 respondent 
48.8% respondent one from and 51.2% respondent are from 
public sector.

It is interpreted that, majority of private sector sample 
respondent are 51.9% in educational service and 44.7% 
respondent in insurance service. Whereas, majority of public 
sector sample respondent are 55.3% in insurance services and 
48.1% educational services .It is found that, all above 
mentioned service areas have merged satisfactory sample 
respondents and created maximum job opportunities mainly in 

the Insurance, Healthcare and Postal Services. This is 
satisfactorily followed by Educational, Financial, Banking, 
Telecom, IT and Consultancy services

It reviews hierarchy level of women working in selected 
services area in terms of top level of conceptual level, middle or 
human managerial level and lower or technical level. The Tab 
No 2 indicates, as different job designations requires variations 
in commitment, there would be greater to know up to hence 
author has included it in job profile of women employee. It is 
indicated that out of total sample in Private Sector respondents 
in Financial Services, are 23.1% in Top level job designations, 
38.5% respondents are in both middle level and Lower Level 
whereas in Educational Services, 61% respondent belongs to 
middle level job designation and 19.5% belongs to both top 
level and lower level of job designation. Where as in banking 
service ,55.3% respondent belongs to middle level job 
designation,18.4%respondent belongs to top level job  
designation and remaining 26.3% respondents belongs to 
lower level in  Telecom Services, 18.4% respondents  are from 
Top level job designation and 31.6% respondents and from 
Lower level job designation. 86.8% respondents are from 
middle level job designation and 13.2% Insurance Services. In 
Postal Services, 97.4% respondents are from middle level job 
designation. And 2.6% respondents are from Top level Job 
designation. Whereas in IT services, 52.6% respondents 
belongs to middle level job designation. 15.8% respondents 
belong to Lower level job designation and remaining 31.6% 
respondents belongs to Top level. In Health care Services, 
94.7% respondents are from middle level, and 5.3% 

Sr. 
No

 Service 
Sector

 
Job Designation

 

Total
 

Job Designation
 

Total
 

Job Designation
 

Total
Top 

Level
 

Middle 
Level

 
Lower 
Level

 
Top 

Level
 

Middle 
Level

 
Lower 
Level

 
Top 

Level
 

Middle 
Level

 
Lower 
Level

 

1 Finance 9 

(23.1) 
15 

(38.5) 
15 

(38.5) 
39 

(100) 
5 

(12.8) 
27  

(69.2)  
7  

(17.9)  
39  

(100)  
14  

(17.9)  
42  

(53.8)  
22  

(28.2)  
78  

(100)

2 Education 8 

(19.5) 
25 

(61.0) 
8 

(19.5) 
41 

(100) 
12 

(31.6) 
19  

(50.0)  
7  

(18.4)  
38  

(100)  
20  

(25.3)  
44  

(55.7)  
15  

(19.0)  
79  

(100)

3 Banking 7 

(18.4) 
21 

(55.3) 
10 

(26.3) 
38 

(100) 
6 

(15.8) 
24  

(63.2)  
8  

(21.1)  
38  

(100)  
13  

(17.1)  
45  

(59.2)  
18  

(23.7)  
76  

(100)

4 Telecom 7 
(18.4) 

19 
(50.0) 

12 
(31.6) 

38 
(100) 

4 
(10.5) 

18  
(47.4)  

16  
(42.1)  

38  
(100)  

11  
(14.5)  

37  
(48.7)  

28  
(36.8)  

76  
(100)

5 Insurance 
0 

(0.0) 
33 

(86.8) 
5 

(13.2) 
38 

(100) 
4 

(8.5) 
37  

(78.7)  
6  

(12.8)  
47  

(100)  
4  

(4.7)  
70  

(82.4)  
11  

(12.9)  
85  

(100)

6 Postal 
1 

(2.6) 

37 
(97.4) 

0 
(0.0) 

38 
(100) 

0 
(0.0) 

36  
(85.7)  

6  
(14.3)  

42  
(100)  

1  
(1.3)  

73  
(91.3)  

6  
(7.5)  

80  
(100)

7 IT 
12 

(31.6) 

20 
(52.6) 

6 
(15.8) 

38 
(100) 

7 
(18.4) 

31  
(81.6)  

0  
(0.0)  

38  
(100)  

19  
(25.0)  

51  
(67.1)  

6  
(7.9)  

76  
(100)

8 Healthcare 
2 

(5.3) 

36 
(94.7) 

0 
(0.0) 

38 
(100) 

1 
(2.2) 

41  
(91.1)  

3  
(6.7)  

45  
(100)  

3  
(3.6)  

77  
(92.8)  

3  
(3.6)  

83  
(100)

9
 

Consultanc
y

 

12 
(31.6)

 

19 
(50.0)

 

7 
(18.4)

 

38 
(100)

 

5 
(13.2)

 

33  
(86.8)

 

0  
(0.0)

 

38  
(100)

 

17  
(22.4)

 

52  
(68.4)

 

7  
(9.2)

 

76  
9100)

10
 

Total
 

58
 (16.8)

225
 (65.0)

63
 (18.2)

346
 (100)

44
 (12.1)

266
 (73.3)

53
 (14.6)

363
 (100)

102
 (14.4)

491
 (69.3)

116
 (16.4)

709
 (100)

(Source: Field Work, Note: Figures in the bracket shows the percentage of respective responses)

Table No. 2 Job Designation/ Hierarchy 
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respondents are from Top Level job designation. 50% 
respondents are from middle level job designation, and 
remaining 18.4% Respondents are from lower level in case of 
consultancy services. Out of total samples in public sector 
respondents in Financial services, 12.8% respondents and from 
top level, 69.2% respondents are from middle level and 17.9% 
respondent’s are from lower level job designation. In 
educational services, 50% respondents are from middle level 
job designation, 18.4% respondents are from lower level job 
designation, and remaining 31.6% respondents are from Top 
level job designation. In case of Banking Services, 63.2% 
respondents belongs to middle level job designation, 15.8% 
respondents belongs to Top level job designation and 
remaining 21.1% respondents belongs to lower level job 
designation. 47.4% respondents are from middle level job 
designation, 10.5% respondents are from Top level job 
designation.  In Telecom Services while in Insurance Services, 
78.7% respondents belongs to middle level job designation, 
8.5% respondents belongs to top level and remaining 12.8% 
respondents belongs to lower level job designation. In case of 
Postal Services, 85.7% respondents belong to middle level job 
designation and 14.3% respondents belong to lower level job 
designation. In IT Services, 81.6% respondents are from 
middle level job designation and 18.4% respondents belongs to 
top level job designation. In Health Care Services, 91.1% 
respondents are from middle level job designation 2.2% 
respondents are from Top level job designation and remaining 
6.7% respondents are from lower level job designation. 
Whereas in Consultancy Services 86.8% respondents are from 
middle level job designation and 13.2% respondents are from 
Top level job designation. Thus out of 346 respondents of 
Private Sector 65% respondents are from middle level job 
designation, 16.8% respondents are from Top level job 
designation and 18.2% respondents are from Lower level job 
designation. Out of 363 respondents of Public Sector, 73.3% 
respondents are from middle level job designation 12.1% 
respondents are from top level job designation and 14.6% 
respondents are from Lower level job designation.

Discussion on Hypothesis and Results:

For statistical testing of the said hypothesis the hypothesis is 
restated as there is no significant difference between the QWL 
of working women in service sector as per the hierarchy of 
working women. Three hierarchy levels of working women 
were taken i.e. top management, middle level management and 
lower level management.

H0: There is no significant difference between the QWL of 
working women in service sector as per the hierarchy of 
working women.

H1: There is difference between the QWL of working women 
in service sector as per the hierarchy of working women.

The QWL index used to compare across opinions by samples as 
per hierarchy. One way ANOVA has brought in useAbove table 

shows the ANOVA of QWL of women in service sector across 
functional hierarchy. Above table reveals the f value is 1.166 
and p value is 0.312 which is not significant leads to accept null 
hypothesis and reject alternative hypothesis.

To probe into hierarchy wise testing Tukey HSD test has 
brought in use as follows.

 Sum of Squares  D f  Mean Square F  Sig.

Between Groups  .575 2 .287  1.166 .312

Within Groups  168.573 684 .246    

Total 169.148 686    

 

Table no.3 ANOVA of QWL of women in service sector 
across functional hierarchy.

(Source: Field Work)

.121656

.238709

.126956

.207400

.081686

.045077

-.0026504 

.0785111 

.0026504 

.0811615 
-.0785111

 
-.0811615

 

-.126956  

-.081686  
-.121656  
-.045077  
-.238709

 
-.207400

 

(I) q8 (J) q8
 Mean Difference 

(I-J)
 Std. Error

 
Sig.

 95% Confidence Interval

Lower Bound Upper Bound

1
2 .0529226  .999  

3 .0682033  .483  

2
1 .0529226  .999  
3 .0537455  .287  

3
1

 
.0682033

 
.483

 
2 .0537455 .287

Table No.4Tukey HSD of QWL of women in service 
sector across functional hierarchy.

(Source: Field Work)

Table number 4.144b  above reveals Tukey HSD which 
facilitates comparison of QWL amongst different levels of 
employee hierarchy. Top level woman employees perceived to 
receive less QWL compared to middle level employees since 
the mean difference is negative but the mean difference is 
positive with top level employee and operational level 
employees. It is quite natural that top level employees working 
at certain high level meant received certain different benefits 
and the like.

The middle level sample women employees perceived to have 
better QWL compared to both high level and operational level 
employees, since the mean score is positive with the 
comparison of perceived QWL at this level.

The perceived QWL in operational levels is less since the mean 
difference is negative reveals to perceive less QWL compared 
to rest two levels i.e. top level and middle level.  Through the 
mean difference found amongst perceived QWL, no mean 
difference found to have statistical significant difference, since 
the value of significance found ranging from 0.287 to 0.999. 
Hence, on the basis of statistical analysis it can be stated that 
there is no significant difference observed into perceived QWL 
as per the functional hierarchy. Hence the set null hypothesis is 
accepted and alternative hypothesis is rejected.

H0: There is no significant difference into QWL service sector 
wise. 

H1: There is significant difference into QWL service sector 
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wise. 

There is significant difference into QWL service sector wise. 

Above table shows the ANOVA of QWL of women in service 
sector across service sectors taken for this study which are nine 
in total. Above table reveals the f value is 5.791 and ‘p’ value is 
0.000 which is significant leads to reject null hypothesis and 
accept the alternative hypothesis.

To probe into service sector wise testing Tukey HSD test has 
brought in use as follows.

(I) q10 (J) q10 Mean Difference 
(I-J) 

Std. Error Sig. 95% Confidence Interval 
Lower Bound Upper Bound 

Finance 

Educational -.0384417 .0779078 1.000 -.280878 .203994 
Banking -.3676010* .0786531 .000 -.612356 -.122846 
Telecom -.2060859 .0797309 .195 -.454195 .042023 
Insurance -.2997620* .0776703 .004 -.541459 -.058065 

Postal -.2231205 .0803099 .124 -.473031 .026790 
IT -.1100015 .0786531 .898 -.354757 .134754 

Healthcare -.0689662 .0769881 .993 -.308540 .170608 
Consultancy -.0095018 .0786531 1.000 -.254257 .235253 

Educati
onal 

Finance .0384417 .0779078 1.000 -.203994 .280878 
Banking -.3291593* .0776444 .001 -.570776 -.087543 
Telecom -.1676442 .0787360 .454 -.412657 .077369 
Insurance -.2613203* .0766487 .020 -.499838 -.022803 

Postal -.1846788 .0793223 .327 -.431516 .062159 
IT -.0715598 .0776444 .992 -.313176 .170056 

Healthcare -.0305245 .0759573 1.000 -.266891 .205842 
Consultancy .0289399 .0776444 1.000 -.212676 .270556 

Banking 

Finance  .3676010* .0786531 .000 .122846 .612356 
Educational .3291593* .0776444 .001 .087543 .570776 

Telecom .1615152 .0794735 .521 -.085793 .408823 
Insurance .0678391 .0774061 .994 -.173036 .308714 

Postal .1444805 .0800544 .679 -.104635 .393596 
IT .2575995* .0783922 .029 .013656 .501543 

Healthcare .2986349* .0767215 .003 .059890 .537379 
Consultancy .3580992* .0783922 .000 .114156 .602042 

Teleco
m 

Finance .2060859 .0797309 .195 -.042023 .454195 
Educational .1676442 .0787360 .454 -.077369 .412657 

Banking -.1615152 .0794735 .521 -.408823 .085793 
Insurance -.0936761 .0785010 .958 -.337958 .150606 

Postal -.0170346 .0811136 1.000 -.269446 .235377 
IT .0960844 .0794735 .955 -.151224 .343393 

Healthcare .1371197 .0778261 .707 -.105062 .379301 
Consultancy .1965840 .0794735 .247 -.050724 .443892 

Insuran
ce 

Finance .2997620* .0776703 .004 .058065 .541459 

Educational .2613203* .0766487 .020 .022803 .499838 
Banking -.0678391 .0774061 .994 -.308714 .173036 
Telecom .0936761 .0785010 .958 -.150606 .337958 

Postal .0766415 .0790890 .988 -.169470 .322753 
IT .1897605 .0774061 .258 -.051114 .430635 

Healthcare .2307958 .0757137 .060 -.004812 .466404 
Consultancy .2902601* .0774061 .006 .049385 .531135 

 Sum of Squares  D f  Mean Square F  Sig.

Between Groups  10.819 2 1.352  5.791 .000

Within Groups  158.328 678 .234    

Total 169.148 686    

 

Table No.5 ANOVA of regression of QWL service sector wise

(Source: Field Work)

Table No. 6 Tukey HSD of QWL service sector wise
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(I) q10
 

(J) q10
 

Mean Difference 
(I-J)

 Std. Error
 

Sig.
 

95% Confidence Interval
 

Lower Bound
 

Upper Bound
 

IT  

Finance  .1100015  .0786531  .898  -.134754  .354757  

Educational  .0715598  .0776444  .992  -.170056  .313176  

Banking  -.2575995 * .0783922  .029  -.501543  -.013656  

Telecom  -.0960844  .0794735  .955  -.343393  .151224  

Insurance  -.1897605  .0774061  .258  -.430635  .051114  

Postal  -.1131190  .0800544  .893  -.362235  .135997  

Healthcare  .0410354  .0767215  1.000  -.197709  .279780  

Consultancy  .1004997  .0783922  .936  -.143444  .344443  

Healthc
are  

Finance  .0689662  .0769881  .993  -.170608  .308540  

Educational  .0305245  .0759573  1.000  -.205842  .266891  

Banking  -.2986349 * .0767215  .003  -.537379  -.059890  

Telecom  -.1371197  .0778261  .707  -.379301  .105062  

Insurance  -.2307958  .0757137  .060  -.466404  .004812  

Postal  -.15415 43  .0784192  .568  -.398182  .089873  

IT  -.0410354  .0767215  1.000  -.279780  .197709  

Consultancy  .0594643  .0767215  .997  -.179280  .298209  

onsultan
cy  

Finance  .0095018  .0786531  1.000  -.235253  .254257  

Educational  -.0289399  .0776444  1.000  -.270556  .212676  

Banking  -.3580992 * .0783922  .000  -.602042  -.114156  

Telecom  -.1965840  .0794735  .247  -.443892  .050724  

Insurance  -.2902601 * .0774061  .006  -.531135  -.049385  

Postal  -.2136187  .0800544  .161  -.462734  .035497  

IT  -.1004997  .0783922  .936  -.344443  .143444  

Healthcare  -.0594643  .0767215  .997  -.298209  .179280  

*. The mean difference is significant at the 0.05 level.  

Postal
 

Finance
 

.2231205
 

.0803099
 

.124
 

-.026790
 

.473031
 

Educational
 

.1846788
 

.0793223
 

.327
 

-.062159
 

.431516
 

Banking
 

-.1444805
 

.0800544
 

.679
 

-.393596
 

.104635
 

Telecom
 

.0170346
 

.0811136
 

1.000
 

-.235377
 

.269446
 

Insurance
 

-.0766415
 

.0790890
 

.988
 

-.322753
 

.169470
 

IT
 

.1131190
 

.0800544
 

.893
 

-.135997
 

.362235
 

Healthcare
 

.1541543
 

.0784192
 

.568
 

-.089873
 

.398182
 

Consultancy .2136187 .0800544 .161 -.035497 .462734

From above table number 4.145b  is reveals the comparison of 
QWL in a service sector with every respective service sector.  
Column number 5 shows significance value. QWL in Banking 
sector is found to be significantly different than Finance Sector, 
Education Sector, IT Sector, Healthcare sector and 
Consultancy Sector. The positive mean difference figures of 
banking sector compared to all other sectors reveals that 
banking sector has good QWL compared to all other sector. 
This might be the reason why banking sector is more 
demanding amongst the prospective executives and job 
seekers. The Banking sector found to have enriched QWL as 
compared to most other sectors. Following the Banking sector 
Insurance sector also found to have significant difference into 
QWL with Finance sector, Education Sector, Healthcare Sector 
and Consultancy Sector. Since the mean difference between 
QWL of insurance sector and QWL of these four sectors differs 
significantly and insurance sector found to have positive mean 
difference. Rest service sector do not differ much statistically 

since significant difference does not found into QWL with 
respective other sectors. A negative mean difference found i.e. -
0.0678 between insurance and banking reveals that insurance 
sector offers less QWL compared to banking sector. 

Conclusion:

Present research paper is an effort to highlight QWL of women 
working in service sectors selected by author i.e. finance, 
education, banking, telecom, insurance, postal, IT, healthcare, 
and consultancy. The author has found that whatever the 
service type were traditional or modern, traditional services i.e. 
Education, banking and finance were securing top level 
designations by sample respondents. And modern services 
were lagging to break the Glass-Ceiling which affects women’s 
participation in decision making process would have an 
integral element of QWL. it concludes that women employees 
in selected service sectors still lagging to secure top level 
designations in Kolhapur district.

A Comparative Study of QWL of Women Employees' in Service Sectors 7

(Source: Field Work)
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Impact of CSR on Customer Satisfaction 
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ABSTRACT

As the businesses are growing in no time nowadays, there are completely different techniques and tools to form the place within the 
mind of consumers and conception of Corporate Social Responsibility is most distinguished space within the literature in customer’s 
purpose of read, in last 20 years CSR was found terribly effective to draw in the stakeholders specially customers. This review examines 
that however Customers Satisfaction and Loyalty is influenced by the CSR factors. Two Hypotheses were generated and knowledge 
was run in SPSS and every one of them was supported. Finally, overall results were found positive impact of corporate social 
Responsibility on the purchasers Satisfaction and Loyalty and weakening impact of company high image results additional sturdy 
relationship between CSR and client Satisfaction and client Loyalty. There ought to be want of market implication of this and 
researches in broader area with the increasing of resources. 

Keywords: CSR, company Image, client Satisfaction, client Loyalty.

Problem Statement

The lack of knowledge about the phenomenon provokes the 
need for this study to provide more evidence on how adopting a 
socially-oriented business approach can enhance the 
company’s image, and therefore enhance customer loyalty. 

An increasing number of companies are embracing the concept 
of Corporate Social Responsibility (CSR) and are provoking 
the need to clarify what it actually means. Corporate Social 
Responsibility (CSR) actions are increasingly becoming a 
main issue in business, with companies taking a variety of 
initiatives all aimed to clarify the meaning of Corporate Social 
Responsibility (CSR). One reason for the growing interest in 
Corporate Social Responsibility (CSR) is because of its 
influence on consumer behavior since customers in recent 
years are demanding more out of organizations than simply a 
quality product at a low price .Consumers expect organizations 
to match some of their social values as part of their contribution 
to the community. The purpose of the present study is to 
investigate the relationship between corporate social 
responsibility , customer loyalty and customer expectation.

Objectives Of The Study

1. To study the impact of CSR on customer satisfaction.

2. To determine whether a significant positive relationship 
exist between CSR and customer satisfaction. 

3. To make suggestions and recommendations.

Hypothesis

H1:  There is a strong association among various demographic 
factors like age, gender and educational level with the 
satisfaction level of customers towards CSR.

H2:    There is a significant and positive relationship between 
CSR and Customer Satisfaction.

Methodology & Measurement

Sample and Data Collections  

For the testing of above derived hypothesis, a survey was 
conducted from the 500 sample Peoples from the Government 
sector, private sector and university students. The nature of the 
population, sample, survey procedures, and method of analysis 
are discussed below.  

Sample  

Convenience sampling technique was used to collect the data 
from the Srinagar to capture different cultures and to make 
broad the concept and to reach the maximum level of accuracy 
in results, to distribute and collect the questionnaire 
successfully.  

Literature Review

David P. Baron (2007), determined that the agreement 
between business and society involves companies whose 
mangers serve the interests of their shareholders. In 
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equilibrium some companies maximize profits and attract 
shareowner clienteles that company giving during a poor 
substitute for private giving. Social entrepreneurs will choose 
to produce company Social Responsibility (CSR) companies, 
and for them and their shareholders company giving could be a 
sensible substitute for private giving. Shareholders may worth 
the operational activities or policies.The agreement so includes 
companies that maximize profits, companies that have 
interaction in strategic CSR, and companies that spread profits 
to social causes. All serve the interests of their shareholders or 
the entrepreneurs WHO produce them. Those shareholders and 
entrepreneurs square measure the voters with whom the 
agreement is written.

Nilesh R. Berad (2011), mentioned that the idea of company 
Social Responsibility is currently firmly nonmoving on the 
world business agenda. However so as to maneuver from 
theory to concrete action, several obstacles got to be overcome. 
A key challenge facing business is that the would like for 
additional reliable indicators of progress within the field of 
CSR, in conjunction with the dissemination of CSR ways. 
Transparency and dialogue will facilitate to form a business 
seem additional trustworthy and arm exercise the standards of 
different organizations at constant time. a number of the 
positive outcomes which will arise once business adopt a 
policy of Social Responsibility includes company edges, edges 
to the community and therefore the general public and 
environmental edges.

Dr. Ishita Chatterjee et al. (2012) , noted that firms will set a 
network of activities to tackle major environmental problems. 
Everybody within the organization ought to notice the 
requirement of promoting CSR. Firms ought to offer wider 
skilled development activities. Training, conference and 
seminars could be a great way to propagate and generate new 
data and knowledge during this sector. a robust fund support 
would undoubtedly facilitate to grow this sector and 
government regulation that area unit supporting during this 
direction may attract additional response from organizations, 
all this got to benchmark CSR activities.

Companies got to involve their stakeholders so as to create 
meaty and future partnerships which might cause making a 
robust image and complete identity. it's conjointly 
recommended to review existing policies so as to develop 
additional meaty visions for the businesses and broaden their 
contribution to achieve to native communities.

ANALYSIS OF DATA:

Table 1:  Demographic Factors

Tale 2: The distribution of Awareness level of consumers 
towards CSR

Table 3:  Factors which are important for deciding which 
one to buy.

Testing Of Hypothesis:

Hypothesis I - The awareness of consumers towards CSR is 
significantly associated with different age groups, education 
occupation and gender  of the consumers.

Null Hypothesis (H0): The awareness of consumers towards 
CSR is equally distributed across different age groups, 
education, occupation and gender  of the consumers.

Alternative Hypothesis (H1): The awareness of consumers 
towards CSR is not equally distributed across different age 
groups, education, occupation and gender of the consumers.

Comment:

The awareness of consumers towards CSR is equally 
distributed across different age groups, education, occupation 
and gender  of the consumers.

Factor Responses (n = 500) % of Respondents 

Age 21-30 (Years) 

 

73.4 

Gender 368 (Male) 
 

73.6 

Education 231 (Graduate)  46.2 

Occupational Status 

 
203 (salaried) 

 
40.6 

Household Size 295 (3-6 persons) 59 

Options Frequency of 

Respondents

Percentage of 

Respondents

Very low 33

 
7

 

Low 115 25  
Neutral 224 49  High 71

 
15

 Very high 17 4

Total 460 100.00

Factors Very 

Important

Important Little 

Important

Not Important 

at all

Price 281

 

131

 

37

 

11

Environment 226

 
173

 
53

 
8

Health Qualities 291 125 38  6

Product 

Appearance & 

Packaging 116

 

221

 

100

 

23

Reputation of the 

company 131 215 90 22

Awareness of 
consumers
towards 
CSR 

Value of Chi -

square 

 P-

value 

 Decision 

Age Group 
 

4.577 
 

0.206 
 

Ho = Accept 

Education  7.059  0.070  
Occupation 

 
7.143 

 
0.067 

 
Gender 0.340 0.560 

Ho = Accept 

Ho = Accept 

Ho = Accept 
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Hypotheses II: Different factors of the product influences 
the customer satisfaction.

Null Hypothesis (H0): The importance of different factors do 
not have higher impact in customer satisfaction.

Alternative Hypothesis (H1): The importance of different 
factors do have higher impact in customer satisfaction.

Values are Mean and Standard Deviation of 5 Point Likert 
scale. P-values are obtained using F-test (One-way analysis of 
variance (ANOVA)). P-value<0.05 is considered to be 
statistically significant. Higher score indicate better 
appreciation for buying and vice-versa.

Test Statistics Details:

Value of F-test =16.411.

P-value = 0.001 (Significant by F-test (ANOVA)).

Decision: We Reject Null hypothesis (H0) and Accept 
Alternative hypothesis (H1) at 5% Level of Significance 
(LOS).

Comments:

Different factors of the products significantly have different 
impact on customer satisfaction for CSR

The price receive higher importance followed by health 
qualities and environmental factors in having higher 
purchasing willingness of the CSR related products (P-
value<0.001). It is interesting to note that the least importance 
is being given to the product appearance and the packaging and 
also to the reputation of the company.

Suggestions:

1. It is suggested that there should be more Corporate Social 
Responsibility (CSR) awareness programmes for all the 
age groups.

2. There is a significant relationship between age and 
awareness level of consumers. It indicates that awareness 
level leads to concern about the society and this concern is 
the basis for developing strategic initiatives by the 
company engaged in Corporate Social Responsibility 
(CSR).

3. It can be concluded that Gender and Education are 
important demographic factors. 

4. The study shows the distribution of the products according 

to type of corporate social responsibility activity 
undertaken by the company that have impact on their 
purchasing decision. It is observed that corporate social 
responsibility activities related to education, Health and 
Environment have significantly higher impact on 
purchasing decisions of the customers.

Conclusion:

1. It can be concluded that age is one of the important factor 
which impact the custome satisfaction.

2. It can be concluded that Gender and Education are 
important demographic factors in influencing consumers 
in usage of  products.
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Factors (n=460) Mean SD F-test P-value 

Price 3.48 

 
0.75 

    
16.411 

 
0.001

(significant) Environment 
 

3.34 
 

0.76 
 

Health Qualities  3.52  0.70  
Product appearance and 

packaging 

 

2.89 
 

0.84 
 

Reputation of the 

company 

2.92 

 

0.88 
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Role of Universities in Make in India: 
Some points to ponder

Dr. S. M. Misal*

Rajkumari Tamphasana**

Introduction:

Today Universities are considered as centre of attraction. It is 
rightly said by then Prime Minister Lt. Pandit Jawaharlal Nehru 
as – “Universities are the temples of knowledge”. No country 
or society can prosper without developing a right culture which 
promotes knowledge and research. Very often it is seen that the 
society that grow in spite of constraint of resources is because 
of development of strong knowledge. The country with rich 
heritage of University usually have promoted knowledge, 
excellence and brought a desire social change. No other 
institution but only University can bring the change. The true 
purpose of University is to develop a vision and a right 
understanding of process of knowledge generation and quest of 
positive results in the society. The major force that has brought 
changes in the world is usually the institution (University) that 
promotes knowledge. The Universities like Oxford, Harvard, 
Chicago, Cambridge, etc proof this word.  Hence, promoting 
quality education and developing University with high 
academic standard becomes one of the important duties of 
every country. The idea of University centred on certain very 
important issues that University plays a major role in higher 
learning. It is reservoir of knowledge and a major creator of 
new ideas and innovations. It will be very difficult to imagine 
modern country having a development approach but not having 
advance centre of learning and research. Therefore, 
Universities in our country should also accept the role of chain 
agent. Universities should accept the role of chain agent for one 
simple reason that it is a place where young mind meets and 
work for bringing in the desired change. It is the only centre 
which can ignite the quest for knowledge. It is the place which 
promotes the spirit of excellence and developmental approach. 
It is the institution that gave inspirational climate for promotion 
of scientific temperament and research of knowledge. 

University as a champion of change:

University as an institution play the role of champion. Truly 
speaking it is the fundamental chain agent and play the role of 
catalyst to expatiate the role of knowledge and understanding the 
socio-economic change. Fundamental thinking, open discussion 
and creative analysis of every idea are undertaken by the 

University. The multiple roles play by the university is as under: 

Figure 1: Multiple roles of universities

There are various arguments as put forward to justify the role of 
university as chain agent. Universities like Oxford, Cambridge, 
Nalanda, Taxila were not only the centre of learning but 
historical had proof that they brought an ideology and 
significant change in contemporary and scientific thinking. 
University brings in new idea in the society and they keep on 
experiment on unexplored concept. It is rightly said that they 
are the playground of thinking. 

The faculties of the universities play the role of thought leader, 
the leader who promotes ideas in the field of knowledge. 
Therefore, the true responsibility of university is not just to 
organize various programmes but to play the role of chain agent. 

It is the university that can bring through a systematic process 
of idea generation. The university can undertaken the process 
of change in various ways – creative awareness, educating 
masses, enlightens the young minds and enriching knowledge 
in different field of life. It is only the University that 
empowered people and established the rule of knowledge that 
remove darkness and brings light on racisms and to our life.  

Role of the University in India: 

The system of education in India is now well established. Since 
1857 our universities is offering higher education to the desired 
class of learners in various disciplines. A formal structure, well 
define system and a scientific approach towards education is 
now well established in our country. Thus the Universities has 
help India to grow in various ways. The contribution of 
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University in the field of science and technology is also not 
negligible. The major prevailing strength of the university is 
presented as follows: 

Figure 2: Strengths of the University

The University can contribute by utilizing these strengths for 
rapid economic development. Taking research to people and 
encouraging people to participate in the process of 
development are the two areas where university can bring a 
significant change. At present the major challenges is creating a 
sense of responsibility, developing desired financial and 
economic literacy and empowering people to utilise their skills, 
abilities and competence. Without right contributions and 
supports from the university we cannot address these issues 
appropriately. However, at present the image of university is 
like dormant partner in socio-economic development and 
change process. Society at large are often sceptic about 
contribution of universities to address its economic problems, 
employment related issues and development of a meaningful 
opportunities. Some people believe that universities are like 
dis-association Island in this large sea. These institutions are 
away from the ministry and have no role in addressing the 
social changes. Unless and until the universities undertakes a 
specific initiatives and show a proactive approach, the gap 
between society and universities cannot be minimize. 
Universities are the light house to guide the society and the 
nation. Therefore, universities should contribute in a 
meaningful manner, not only on their own but by developing 
right partners with different social segment, chain agent and 
other institution working for transformation of economy. 

Role of Universities in ‘Make in India’:

Today our country is operating in a competitive zone. The 
economic and technological challenges are also on rise. 
Depending for assistance – either of technology or for 
economic purposes will hamper the growth process of our 
country. Further, to make this country self-reliant it is necessary 
that more emphasis be given on various developmental as well 
as technological advancement issues. No institution but 
university can help the country to enhance its quality of 
technical inputs, knowledge and research inputs which 
constitute the major portion of intellectual capital. University 
alone can bring the desire change in the status of capital 
intellectual which is a key input in overall growth process. 

University helps industries, business houses, commerce as well 
as various formal and non-formal educational institutions to 
identify the means of effective utilization, application of 
appropriate technology and development of suitable structure 
which is a prerequisite for economic change. 

If one question – where do our university stand today? Then the 
answer is definitely not positive and encouraging. Most of the 
barriers to growth are related with quality of human resource, 
absence of suitable work culture, appropriate environment, 
dependent on fundamental knowledge of outside the country. 
We need to change this situation. For these purpose universities 
has to come forwards and accept the responsibility of 
knowledge generation. That is why the preset policy has 
emphasis on Make in India as need of the hour. 

The Rational of ‘Make in India’: 

The concept of Make in India deals with a philosophical self 
reliant, enhancing economic independent and developing India 
as super power.  

Today, though India is one of the largest countries, their 
contribution to global economy is still negligible. India is still 
not a major trading and economic partner when one considered 
the contributions of some important countries like China, USA, 
Germany and Japan. We have to help this status to develop the 
country and India has to acquire the status of global trading 
leader. At present India’s share in most of the global activities is 
not much satisfactory. 

How Universities can contribute to the ‘Make in India’ 
Movement: 

Universities can definitely contribute to ‘Make in India’ 
movement. The true purpose of University is to work as a 
champion of change and leaders of development. Every 
university can bring the desired change in the total 
development process. Certain areas that can be contributed by 
University are highlighted as follows: 

Figure 3: Certain areas where universities can contribute

   

Every university can enlarge the scope of activities beyond its 
campus and work for inclusive growth. The university can 
identify the areas where improvement in terms of quality 
education system is possible and can offer solution to different 

Enlargement Improvement Innovation

Excellence Infusion Initiation



agencies and institutions. Encouraging innovation and creative 
thinking to address the problems of industry as well as other 
industries, to improve productivity and efficiency and 
enhancing resource utilization can be other areas where 
universities can participate.

Here some important areas where universities can 
contribute to the Make in India mission are highlighted:

1. Establishment of functional labs.

2. Establishment of skills building. 

3. Establishment of testing centres.

4. Establishment of innovative and incubation centres.

5. Function as thought leader.

6. Play role to meet the gap between available and desired 
competent level. 

1. Establishment of functional labs: The competent of 
functional lab is very important. These labs can work for 
helping the industries, their operational problems. These 
labs can bring the university to the industries and 
institutions and help in improving their functioning as well 
as reduce various problems. 

2. Establishment of skills building centres: Today, the 
major challenge is lack of qualified skills manpower. Our 
industries cannot compete with other industrial 
organization from other country for want of efficient and 
qualified manpower. Just offering degree and providing 
facilities of certification cannot be task of the universities.  
The learners should be providing with an appropriate skills 
set which will help them to get meaningful requirement for 
enhancing their socio-economic and income statement. 

3. Establishment of testing centres: Today most of the 
Universities are having a state of art laboratories in various 
scientific and technical fields. This labs can be utilize for 
helping small scale industries, medium scale industries as 
well as other business organization to avail the facility of 
testing product, quality standard as well as other various 
purposes. This will help in developing right collaboration 
as well as effective utilization of available facilities for 
enhancement of the country. 

4. Establishment of innovation and incubation centres: 
Start up India is a very innovative scheme launched by 
policy maker. To boost this scheme it is necessary that 
commercial ideas, business proposal be tested and young 
entrepreneur be encouraged to start their own unit. 
University can play a role of analysis, assessment of 
various creations, useful ideas, undertaking research 
process, study of feasibility, commercial viability and 
socio-economic impact. University can also encourage the 
fellow faculty members to start with identifying innovative 
ideas having commercial and economic utilities. 

5. Universities as thought leaders: The principle function of 
university is to bring in the intellectual change. University 
posses funds of knowledge and a band of competent 
learners, people who can play the role of thought leader. 
Cultural change in economic thinking and change in 
contemporary social idea can be rightly brought by these 
thought leaders. Analysis of economy, development of 
technical, promotion of fundamental research is the key 
tasks which the universities faculties can be perform. This 
research can create a culture promoting self-reliant. 

6. Play role to meet the gap between available and desired 
competence level: The strength of any nation is depend on 
the availability of competent manpower. Developing 
calibre and competent and abilities of the youth is in true 
sense the most important challenges before our economy. 
India is having a unique advantage of demographic 
dividend. However, this demographic dividend cannot be 
encased unless and until we train our youth with suitable 
skills and by enhancing their level. The competent of 
youths depends totally on the kind, quality and form of 
education. Therefore, the principle task of our universities 
is to develop youth in term of quality and competent. 
Offering skills based education and developing skills set 
for productive, deployment of talent is what the principle 
challenge of our education. 

Conclusion: 

Thus it can be rightly concluded that in order to bring in the 
desired change in the overall structure of our economy and to 
expedite the growth study, it is necessary that institution like 
university should come forward with great enthusiasm. The 
support of universities and their contributions in 
developmental process will decide how India can achieve the 
esteem dream of becoming a super power. Universities can 
contribute in a process of socio-economic changes, 
advancement of technology, development of economic market. 
This is the only way to bring desire success in “Make in India” 
mission. 
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FDI Dilemma In India - 
A Theoretical Approach
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ABSTRACT

The FDI is here to stay. This paper explains the advantages and disadvantages associated with its implementation. The government has 
decided to allow 51% FDI in multi-brand retails.FDI in theretail sector in India will lead to economic growth and creation of new jobs 
along with rural infrastructure development. This benefits the whole economy as well as it adds to the overall GDP figures. Passing the 
proposal has cleared the floor for welcoming the multi-brand retail chain like wall mart, Tesco & Carrefour in the country for setting 
up of their shop and retail outlets. We have used only secondary data to emphasize our point as there is no scarcity of studies related to 
the topic. It can be said that the advantages of allowing unrestrained FDI in the retail sector evidently outweigh the disadvantages 
attached to it and the same can be deduced from the examples of successful experiments in other countries. But, it has its share of 
disadvantages which at times can create problems for the local/small traders.

Keywords: FDI, Advantages of FDI, FDI in India, FDI disadvantages, FDI Dilemma.

Introduction:

Foreign direct investment is characterized by both advantages 
and disadvantages for the host nation. It benefits the domestic 
industry as well as the consumers by providing opportunities 
for technological upgradation, access to global managerial 
skills and practices, optimal utilization of human and natural 
resources, making industry internationally competitive 
(Saxena, 2014). On the other hand, it comes with various types 
of shortcomings as well as the issues of Farmlands and Water 
Grabbing. A prime example of greed in the midst of poverty is 
aland grabby foreign investors and domestic elites. Seen as a 
new form of colonialism, especially in poorly governed 
countries such as Ethiopia (Birara, 2017). It could also lower 
the comparative advantage of strategically important industries 
in a given country (Pranulis, 2016). This leaves any nation with 
a question whether to allow FDI or not. Looking at the various 
benefits associated with it a decision could be taken in its 
favour, but various limitations associated with it could cripple 
the host nation in the long run. So allowing FDI should be in a 
controlled fashion in order to regulate it and avoiding any sort 
of damages due to it.

Beginning in the summer of 1991, India began a series of major 
policy changes, including FDI liberalization, exchange rate 
liberalization and various other initiatives to boost their 
economy (Nataraj, 2011). Before this Indian economy was 
highly regulated and investments were limited even from 
domestic investors. Various recent initiatives in FDI policy also 

speaks volumes about the intention of the currentregime in 
favour of it. The least possible investment one can make 
through FDI in multi-brand retail is $100 million. The 50% of 
the investment is to be made in back-end operations and 
infrastructure development. FDI in cash and carry with 100% 
proprietorship was permitted under the government approval 
route and since 2006 it was brought under the automatic route. 
In case of Agriculture produce, government has the first right to 
obtain material from the growers. Foreign Direct Investment 
(FDI) up to 100 percent is permitted under automatic route in 
specified activities of the agriculture and allied sectors. Further, 
100 percent FDI is also allowed under automatic route in the 
plantation sector(Singh & Dave, 2013); (Deshpande et al, 
2014). Foreign Investment in India is administered by the FDI 
policy stated by the Government of India and the provision of 
the Foreign Exchange Management Act (FEMA) 1999.

The FDI policy is informed through Press Notes by the 
Secretariat for Industrial Assistance (SIA) and Department of 
Industrial Policy and Promotion (DIPP). The foreign 
stakeholders are free to invest in India, excluding few sectors or 
activities already notified and the list gets updated regularly as 
per the new orders. Before investing through this route a prior 
approval from the RBI or Foreign Investment Promotion Board 
(FIPB) is always necessary. As agriculture in India still follows 
traditional as well as inadequate methods and due to 
insufficient facilitiesagriculture produce in abundance gets 
destroyed every year. Another reason being a poorly managed 
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food supply distribution infrastructure. This makes a good case 
allowing for allowance of FDI in India. Foreign direct 
investment of 51% in multi-brand retail and 49% is allowed in 
aviation and power distribution or transmission. This will bring 
in the sufficient amount of funds needed to revive the industries 
or making them future ready (Mundra el al, 2013).

Need For the Study:

The announcement of FDI in the multi-brand retail market with 
51% equity holding has a roused mixed reactions from various 
personalities and organizations throughout the country 
(Venkatesh, 2013).Whether FDI in there tail industry is a boom 
or bane in case of Indian scenario remains to be seen. FDI has 
its share of benefits as well as limitations for the host nation. As 
it is up to the administration to limit its influence and allow a 
balanced approach (Gowda, 2015). This paper looks at the 
dilemma of FDI from the prism of secondary data, as various 
studies have already been conducted on its various effects.

Research Methodology:

This study is based on secondary data from various sources 
such as from Central Statistical Organization, other sources 
like amagazine, government report. A large amount of 
secondary data is available related to FDI in the forms of 
journals, booklets and previously conducted researchers on the 
similar topic. That data can be used to fulfil our current 

objectives as well.

Objective of the study:

The study aims to achieve a theoretical approach in discussing 
the various advantages and limitations associated with FDI in 
the Indian scenario. A number of studies have already been 
carried out on the topic which focus on both benefits and 
disadvantages from FDI.  We hope to put forth their arguments 
and reach a conclusion.

Sector-wise FDI Inflow:

In Table 1 we can clearly observe the FDI inflows in the 
different sectors for the period of April 2014to March 2017 and 
the cumulative figures from 2000 -2017. Most of the 
investments have happened in the services sector like: 
Construction, Telecommunications and Computer industries 
because these sectors earn more profit compared to others 
sectors. Whereas, power and metallurgical industries have 
witted the least investment from the FDI. It depends upon the 
lucrativeness of the sector, various other incentives and 
government policies to encourage FDI in a particular sector. 
This sectoral disparity leads to the success of one sector over 
the other. This inequality in FDI inflows can be controlled by 
proper policy formulation and incentivize the particular sector. 
So, that the benefits from the FDI inflows can be shared by the 
whole economy leading to a symmetrical growth.

Ranks
Sector (April-

March)

2015-16

(April 
March )

Cumulative
Inflows 

(April,2000 -
March,2017)

Inflows

(In terms of 
US$)

1.

 

Services sector

 

27,369

(4,443)

 

45,415

(6,889)

 

58,214

(8,684)

 

316,568

(59,476)
18 %

2.

 

Computer software & 
hardware

 

14,162

 

(2,296)

 

38,351

 

(5,904)

 

24,605

 

(3,652)

 

136,789

(24,669)
7 %

3.

 

Construction development

 

4,652

 

(769)

 

727

 

(113)

 

703

 

(105)

 

114,639

(24,293)
7 %

4.

 

Telecommunications

 

 

17,372

 

(2,895)

 

8,637

 

(1,324)

 

37,435

 

(5,564)

 

130,164

(23,946)
7 %

5.

 

Automobile industry

 

16,760

 

(2,726)

 

16,437

 

(2,527)

 

10,824

 

(1,609)

 

92,218

 

(16,674)
5 %

6.

 

Drugs & pharmaceuticals

 

9,052

 

(1,498)

 4,975

 

(754)

 5,723

 

(857)

 75,820

 

(14,707)
4 %

7.

 

Trading

 
16,755

 

(2,728)

 25,244

 

(3,845)

 15,721

 

(2,338)

 84,557

 

(14,211)
4 %

8.
 Chemicals (other than 

fertilizers)
 

4,658
 

(763)
 

9,664
 

(1,470)
 

9,397
 

(1,393)
 

68,952
 

(13,293)
4 %

9.  Power  
4,296  

(707)  

5,662  

(869)  

7,473  

(1,113)  

60,087  

(11,589)
3 %

10
 

Metallurgical industries
 

2,196

 

(359)
 

2,982

 

(456)
 

9,647

 

(1,440)
 

53,074

 

(10,331)
3 %

(April
March)

2014-15 2016-17 % age to total

Table 1: FDI Inflows in Different Sector in India.

Amount in Rs. Crores (US$ in Million)

Source: DIPP, Federal Ministry of Commerce & Industry,
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S.No. State covered 

2014-15

(April- 
March)

2015-16 

(April – 
March ) 

2016-17 

(April – 
March ) 

Cumulative 

Inflows (April, 
2000 March, 

2017) 

%age to total 
Inflows (in terms 

of us$) 

1 
Maharashtra, Dadra & 

Nagar haveli, Daman & 
Diu 

38,933 

(6,361)

62,731 

(9,511) 

131,980 

(19,654)

547,733 

(102,283) 
31 

2 
Delhi, part of UP and 

Haryana 

42,252 

(6,875)

83,288 

(12,743)

39,482 

(5,884) 

371,794 

(68,037) 
20 

3 Tamil Nadu, Pondicherry 
23,361 

(3,818)

29,781 

(4,528) 

14,830 

(2,218) 

133,378 

(23,760) 
7 

4 Karnataka 
21,255 

(3,444)

26,791 

(4,121) 

14,300 

(2,132) 

123,212 

(22,374) 
7 

5 Gujarat 
9,416 

(1,531)

14,667 

(2,244) 

22,610 

(3,367) 

91,074 

(16,652) 
5 

6 Andhra Pradesh 
8,326 

(1,369)

10,315 

(1,556) 

14,767 

(2,195) 

74,322 

(13,766) 
4 

7 
West Bengal, Sikkim, 
Andaman & Nicobar 

islands 

1,464 

(239) 

6,220 

(955) 

332 

(50) 

21,179 

(3,985) 
1 

8. Kerala, Lakshadweep 
1,418 

(230) 

589 

(90) 

3,050 

(454) 

9,789 

(1,755) 
1 

9. Rajasthan 
3,237 

(541) 

332 

(50) 

1,111 

(165) 

8,237 

(1,480) 
0.4 

State-wise FDI Inflow

In Table 2 we witness the FDI inflow in various states with 
Maharashtra, Delhi and Tamil Nadu leading in investments. 
Whereas, Jammu & Kashmir is at the bottom of the table. Same 
as is the case with various sectors, there is adisparity in FDI 
investments when it comes various states as well. As is 
apparent from the table some places in India are preferred by 
FDI for investment than other locations. It could be due to 
various reasons like availability of infrastructure, present 
business environment, etc.The major issue which India is 
facing today is widening regional inequality arising due to 

uneven distribution of FDI. The distribution is so skewed that 
the top five regions Maharashtra, New Delhi, Tamil Nadu, 
Karnataka and Gujarat account for 67% of the total share of 
FDI with Maharashtra individually receiving 31% of the total 
FDI inflows (from April 2000- December 2013). The paper 
targets to analyse the factors behind this unequal distribution of 
FDI inflows. To ensure that the entire country benefits from the 
policy of liberalization and globalization, it is essential to 
examine the major determinants affecting regional distribution 
of FDI flows to India.

Table 1: FDI Inflows in Different Sector in India.

Amount in Rs. Crores (US$ in Million)
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S.No. State covered 

2014-15

(April- 
March)

2015-16 

(April – 
March ) 

2016-17 

(April – 
March ) 

Cumulative 

Inflows (April, 
2000 March, 

2017) 

%age to total 
Inflows (in terms 

of us$) 

10. 
Madhya Pradesh, 

Chattisgarh 

601 

(100) 

518 

(80) 

515 

(76) 

7,129 

(1,372) 
0.4 

11 
Chandigarh, Punjab, 
Haryana, Himachal 

Pradesh 

234 

(39) 

177 

(27) 

39 

(6) 

6,576 

(1,364) 
0.4 

12 Goa 
211 

(35) 

117 

(18) 

555 

(83) 

4,539 

(924) 
0.3 

13 Uttar Pradesh, Uttranchal 679 524 50 3,018 0.2 

(110) (80) (8) (570) 

14 Orissa 
56 

(9) 

36 

(6) 

83 

(12) 

2,080 

(416) 
0.1 

15 Bihar, Jharkhand 
68 

(11) 

272 

(43) 

69 

(10) 

607 

(103) 
0.03 

16 

Assam, Arunachal Pradesh, 
Manipur, Meghalaya, 
Mizoram, Nagaland, 

Tripura 

29 

(5) 

66 

(10) 

15 

(2) 

462 

(96) 
0.03 

17 Jammu & Kashmir 
25 

(4) 

11 

(2) 

2 

(0.2) 

39 

(6) 
0.00 

 Source: DIPP, Federal Ministry of Commerce & Industry, Government of India

Effect of FDI on Multi Brand Retail:

The Standing Committee on Industry presented its report on the 
impact of Foreign Direct Investment (FDI) in multi-brand retail 
on Micro, Small and Medium Enterprises (MSMEs). The 
Confederation of Indian Industry (CII) conducted a survey 
during December 2011 to January 2012 on the impact of FDI on 
Small and Medium Enterprises (SMEs) based on a large sample 
size of 250 companies covering different categories of SMEs 
according to sales turnover. A majority of the SME companies, 
surveyed have supported the government’s decision and the 
notification allowing 100% FDI in single-brand retail and 
about 52 percent of respondents hoped for early 
implementation of 51% FDI in multi-brand retail.

• If we talk about the pros and cons of FDI in retail business 
sector in India then the first and the foremost advantage is 
that it serves as an aid to make investments which would 
yield long-term profits (Moran, 2012). Once the FDI is 
allowed then the home country would obtain financial 
assistance from much richer countries like USA.

• FDI apart from its capital benefits also helps in reducing 
unemployment as it increases job opportunities for the 
people (Zeb et al, 2014). When companies from other 
countries will start operating in India then it would lead to 
an exchange of skill sets and much better production levels. 
Not only that there is an exchange of technologies as well 
whenever any two countries come together to work, for eg; 
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Walmart comes to India in collaboration with Bharti, then 
they will use the strong distribution network of Bharti in 
India which will help them in achieving the economies of 
scale. Along with that Walmart will also bring its retail 
expertise to India so that they can attract consumers.

• FDI will also benefit the farmers in India as the multi brand 
retailers who will operate here will be purchasing the goods 
directly from the farmers which means that the demand will 
rise and farmers will be able to sell their products at better 
and fairer price (Gupta, 2012). Looking at the present 
scenario in India it’s the farmers who are suffering the most 
as they are being exploited by the middlemen who pay them 
very less price for their products. The foreign retailers will 
be purchasing directly from the farmers as they will 
eliminate the middlemen which will give them more 
margins to play with.

• The ultimate consumer will also be benefitted as they will 
have more options to choose from, they will be able to buy 
better quality and variety of products at much more 
reasonable price (Shaha & Shinde, 2013). This is the reason 
why many politicians believe that the local kirana stores 
will lose their business but the reality is different. 

Effect on Traditional Stores:

Traditional retailing has been established in India for many 
centuries and is characterized by small, family-owned 
operations. In contrast, players in the organized sector have to 
cover big fixed costs, and yet have to keep prices low enough to 
be able to compete with the traditional sector. Getting 
customers to switch their purchasing away from small 
neighbourhood shops and towards large-scaleretailers may be a 
major challenge. The experience of large Indian retailers such 
asBig Bazaar shows that it is indeed possible. The Kirana stores 
operate in a different environment catering to a certain set of 
customers and they will continue to findnew ways to retain 
them (Singh & Agarwal 2013).It may result in an increase in the 
cost of real estate in the cities that will eventually affect the 
interest of the ordinary people who desire to own their 
commercial establishments. Effects on labour can also be 
witnessed in terms of wage increase leading to the increase in 
cost for national businesses (Bhattacharyya, 2012).A 
partnership can be seen as one into the future between the two 
types of setups that is between the big organized retailer and 
local Kirana stores. India is a big market and reaching all the 
nook and corners is a tedious task even for big players in the 
retail business. This way even the government can be 
convinced of controlling the ill effects of FDI on local stores.

Effect on Farmers:

The fact is that the giant retailers would have far greater buyer 
power vis-à-vis the farmers compared to the existing 
intermediaries. The entry of giant MNC sinto agricultural 
procurement would make the problems worse for the farmers. 

As against the ‘mandis’ that operate today, where several 
traders have to compete with each other in order to buy the 
farmers’ produce, there will be a single buyer in the case of the 
MNCs. This will make the farmers dependent on the MNCs and 
vulnerable to exploitation. The advocates of FDI believe that 
FDI in retail in the agriculture will help in improving supply 
chain, infrastructure and ensure economic security for farmers 
through the elimination of middlemen in the country (Banerji, 
2013); (Chakrabarty, 2015).

Effect on Consumers:

At present, foreign retailers operate in India through both store 
and non-store formats in terms of the shopping behaviour of 
Indian consumers across different retail outlets, traditional 
outlets are preferred as consumers can bargain while modern 
outlets are preferred because they link entertainment with 
shopping (Mahadevaswamy & Nalini, 2013).Those who 
purchase at modern outlets have reported better product 
quality, lower prices, one-stop shopping, choice of more brand 
sand products, better shopping experiences with family and 
fresh stocks as some of there as ons for their choice of outlet. On 
the other hand, proximity to there sidence, good will, credit 
availability, possibility of bargaining, choice of loose items, 
convenient timings, home delivery, etc., are some of the 
benefits of traditional outlets. In terms of the shopping 
behaviour of Indian consumers across different retail outlets, 
traditional outlets are preferred as consumers can bargain while 
modern outlets are preferred because they link entertainment 
with shopping (Kandpal & Kavidayal, 2014).

Benefits of FDI:

Results of studies have shown that by resorting to FDI 
companies can achieve economies of scale and produce goods 
and services at lesser cost and also reduce threw transportation 
cost thereby providing goods and services at alesser price to the 
enduser (Tanwar, 2013).

(1) Expansion of business leads to the creation of alarge 
number of job openings, thus benefitting the host country.

(2) Increased production with better technology, labour and 
expanded markets may boost exports and help in reducing 
the balance of trade of the host country.

(3) FDI is expected to improve the GDP and growth rate of the 
host country, which in turn may enhance the living standard 
of masses in that country.

(4) It is observed that FDI enhances the competition at the 
global level. FDI inflow develops the efficiency and 
sustains the growth rate of developing country.

Conclusion:

Although an attempt has been made in this paper to analyse the 
system of foreign direct investment in India with reference to 
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the various advantages and disadvantages associated with it. 
There are still some limitations associated with it like scarcity 
of time, only secondary data etc. Since it is only a preliminary 
study, an elaborate study will be carried out in duecourse 
thereby covering various other spheres of FDI in the country. 
FDI has proven to be a boon for many but has its share of 
criticism. The government should consider it from time to time 
and also specify the sectors which can benefit from it more. 
Restrictions in the form of various policies should be used to 
check its effects and control them. There is alot of scope for 
further study in the field.
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ABSTRACT

A good academic institution is the greatest asset of the society. It takes the responsibility of shaping the future of society by developing 
good human resources. So, to make society grow, it is essential to have a strong and well established high quality academic institution. 
And to make the organisation a high quality academic instruction, it is very important to identify the factors that impact their 
development. SWOT analysis shall help the organisation in achieving these objectives. Thus, the present papers highlight the 
formulating idea of SWOT analysis of educational institution

Keywords : SWOT Analysis, Educational Institutions, Development.

Introduction:

Every organization passes through certain phase of life cycle. 
Right from the conceptualization till decay where the 
organizations achieve certain objectives, accomplish certain 
goals and perform certain activities. The journey of the 
institution is not usually in a linear manner. There are ups and 
downs, achievement and failures as well as gains and losses. 
For sustainable and long term development; an academic 
institution must analyse various aspects of its functioning. It 
must make a futuristic analysis of likely opportunities and 
avenue of development. Similarly, it should also make an 
empirical analysis of its past achievement, performance and 
mode of functioning. The insight gains through such analysis 
help the organization in many ways. The right approach for an 
institution is to understand its past effectively and project the 
future in appropriate manner. For this purpose, a systematic 
analysis becomes essential. 

The days are gone – academic institutions were managed in an 
orthodox and conventional manner. There was a belief that 
modern techniques and systems are applicable only to 
professional organizations. Educational institutions are 
working not for profit motive but for promotion of charity. 
However, this belief is slowly changing. We know for sure that 
professional approach to management irrespective the nature 
of institution has become essential due to its application, utility 
and its purpose. 

Modern day education especially education of higher learning 
adopts many new techniques of institutional management 
which are Enterprise Resource Planning (ERP), Quality Circle, 

Kaizen, MBO, etc. SWOT (Strengths, Weaknesses, 
Opportunities and Threats) analysis has become a very 
important and more appropriate technique for performance 
evaluation of educational institution. It is now a commonly 
accepted systematic method of analysis, where the strengths of 
the institution are assessed for its proper and systematic 
growth. Therefore, SWOT analysis is now applied by almost all 
educational institutions in a very systematic and regular 
manner.

The Approach: The idea of the educational institution is 
related with promotion of a noble cause. Educational 
institution works for advancement of purpose, development of 
empowerment and societal enrichment. A good academic 
institution is the great asset that the society possesses. No 
society can grow without having a strong & well established 
high quality academic institution. The idea of academic 
institution is related with promotion of culture, enrichment and 
enlightenment of social values. Growth of education depends 
on variety of factors. The resources available, availability of 
competent faculty, well defined structure as well as right 
opportunities. 

From this point of view, it becomes essential to understand how 
the academic institution analyses its strengths, examines their 
avenues of developments and promote the cause of education. 
SWOT analysis is a comprehensive analysis of opportunities, 
future planning as well as analysis of availability of resources 
& selecting the right method of eliminating the weaknesses as 
well as challenges posed by environment and competitors. 

Rationale of the Study: The purpose of SWOT analysis is 
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obviously clear; it is the examination of strengths and 
weaknesses which exists in an institution. Like any other 
institutions; academic institutions also face many challenges. 
They too have certain strengths and limitations which regulate 
their performance and influence their opportunities of 
advancement. 

The rationale of the paper can be stated as follows: 

1. SWOT analysis of academic institution shall help to 
understand the strength, plus points and core areas of 
competence of an academic institution.

2. It shall help an academic institution to evaluate the root 
causes affecting its performance and achievements as well 
as to know the basic weaknesses in the system and the 
structure. 

3. A futuristic approach can be adopted for the development 
of institution.

Objectives of the study: The objectives of the paper are to 
examine the method and manner in which SWOT analysis can 
be done for enhancement of academic performance of an 
academic institution. 

1. To understand the concept of formulating the idea of 
SWOT analysis.

2. To examine the salient features of SWOT analysis as it is 
applicable to academic institution.

3. To study how the SWOT analysis shall help the academic 
institution in formulating sound, long term policy of 
academic development.

4. To identify the technique and approaches that can be 
adopted for proper application of SWOT analysis in 
academic institution. 

Working definition: The terms related with the paper are spell 
out as follows: 

Quality: Quality in this context indicates the establishment of 
certain standard of academic performance and benchmarking 
system for evaluation of performance of the institution. 

Benchmarking: Benchmarking means laying down a scale of 
standard against which the performance of achievement can be 
measured and rating of institution can be done.

Strength: Strength means the acquired competent resources 
and the area of dominants of an institution.

Weakness: The grey areas responsible for limiting the 
performance of academic institution. 

Premises of the study: In this paper following premises are 
laid down for discussion: 

1. SWOT analysis is an essential aspect for evaluation of 
performance of academic institution. 

2. SWOT analysis can help the academic institution to 
examine its strength and estimate the challenges 

influencing the performance.

3. An undertaking SWOT analysis can help the institution to 
improve its performance in the light of competitive and 
changing environment.

4. Appropriately undertaking SWOT analysis can help the 
institution to minimize the image of various weaknesses 
and improve its strengths. 

Review of Discussion: 

1. SWOT analysis is an essential aspect of performance 
appraisal of educational Institutions.

The method of analysis - Figure 1

 

?Educational institutions are working in the area which is 
often considered as ‘no competitive zone’. Unlike other 
organisation educational institutions do not work for 
project organisations educational institutions do not work 
for profit and therefore there is no logical reason that they 
should compete with each other. However, this 
presumption is not correct. Profit is not only the element 
that induces the spirit of competition. Rewards, 
recognition, appreciation from stakeholders of the 
organisation also matters. The extent of contribution 
inculcates the spirit of competition. It is wrong to resume 
that competition is “unfriendly element” and therefore 
academic institution need not encourage competition.  

?Excellence is a watch word for every organisation. It is 
necessary that academic institution should also strive for 
achieving excellence. The spirit of excellence demands a 
fine understanding the strength and weakness of the 
organisation.

?Excellence is the result of continuous efforts, to achieve 
the set target. When an academic institutions focus as more 
on enhancing on strength and limits its weaknesses. 

?SWOT analysis is a very useful technique to evaluate 
strengths and weaknesses of academic institution. It helps 
not only to enhance performance but also to set the manner 
to overcome the kind of challenges that the institutions 

understand the strength

examine the weakness

the challenges ahead

the potential opportunities
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face.  

?Rightly conducted SWOT analysis is not just telling how 
strong we are but also to know what the organisation 
possess and lacunae in the system. It also helps to know the 
inherent limitations that restrict certain development. 

2. An academic institution can rightly understand the 
challenges it faces and improve its performance through 
effective implementation of strategy.

?SWOT analysis is managerial performance evaluation 
technique. The sole purpose of this technique is to estimate 
the strength and identify the weaknesses which an 
organisation may realise while undertaking a particular 
activity. No organisations can claim to have unlimited 
resources and limitless opportunities. This shall be a 
constraint explained of the difficulties and challenges 
which the organisation faces.  

?One can enlist the constraint and challenges faced by 
academic institutions which are as follows. 

a. Challenges due to limitations of academic structure: While 
designing the academic structure every institution accepts 
certain principles and premises as its foundation. These 
foundations in the initial stage may become very useful. 

b. Environmental constraints do matters. Environment is 
very dynamic factor. When the organisation starts its 
journey it may have a favourable and friendly 
organisational climate. But the territory limits the 
moderate scope of activities which help the organisation to 
survive and grow. However, with the passage of time and 
acceptance of expansion mode may become challenging.

c. Expectations of stakeholders may increase various social, 
cultural and political influences on the functioning of the 
organisation. Not only external factors but also internal 
organisational factor like enhancement in expectation of 
teacher & employees also make the organisation to work in 
more careful way. For this, appropriate application of 
SWOT analysis help the organisation to decide a right 
strategy for achieving targets and meet the expectations of 
all stakeholders. 

3. Performance of the organisation is often the result of its 
ability to face competition and changing environment.

a. As stated earlier environment is dynamic entity. 
Organisation has never have a stable environment in which 
they work. Dynamic is a factor that influence the activities, 
performance and approach of the organisations. 

b. Availability of resources, expected improvement in the 
functioning and willingness to overcome challenges are 
the areas where organisations has to sustain and work in a 
steady manner.

c. Until & unless organisation undertake any factors 
contributing to achieve the set target it cannot work 

efficient. 

For an academic institutions analysis following parameter 
becomes essential 

 Resource analysis:

Like any other organisation academic institution has also 
limited resources. Unless & until these resources are 
utilized effectively; organisation cannot maintain desired 
level of efficiency. Academic institution often adopts some 
simple criteria for adopting the resources which are as 
follows:

a) The extent to which the resources are utilized.

b) The frequency of utilizing the assets

c) Return on investment made by institution.

Resource analysis: Figure 2

Process analysis:

Success of the organisation depends on how various 
managerial processesare design and framed. In many cases 
framing of policy is done on the present requirement. However, 
with the passage of time organisational requirement often 
change.  Enhancement in the area of functioning, development 
of organisation, improvement in the number of activities, 
programme, function as well as territory expansion demand 
new system and structure. Organisation cannot continue with 
old structures in order to meet the requirement of the 
expansion, therefore the process analysis should focus on 
understanding the major processes, identifying the core, 
relating to implement the processes.  

Process analysis - Figure 3

 

The nature of resources

Type of assets

land and building

library and other resources

laboratories and equipment

utilities

the structure 
of the institution

direction and 
guide lines

nature of 
academic activities

the flow 
of authority

the major 
processes
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 Value Analysis:

Every organisation work with a set of values and philosophical 
foundation. No organisation can survive and sustain if fails to 
adhere to the basic principle and value analysis becomes 
essential. If an organisation cannot exhibit desired flexibility 
dynamism philosophy it will faces many threat to survive. 

Values and principles analysis: Figure 4

Philosophical foundation has to be strong but it must have 
flexible and adaptable to changing environment. Organisation 
must revisit its mission and vision statement to confirm the 
appropriateness of vision with the changing environment and 
expectation. 

4. SWOT analysis helps the academic institution to enhance 
its strength and meet the challenging environment.  

SWOT for policy formulation: Figure 5

?A good academic institution is the one which never stops 
its improvement. It keeps on adding new academic 
initiatives and programs. From this point of view academic 
institutions must estimate the challenges ahead. Often 
these challenges appear in the form of various visible 
responses form stakeholders like growing expectations of 

stakeholders, accepting standard, benchmarking as well as 
ability to stand in global environment. An academic 
institution when continuously improves its functioning 
often gets recognition for its achievements developing 
cutting edge. Research standard and patenting the 
innovations and ideas that addresses challenges which 
many academic institutions are facing.

SWOT for institution building: Figure 6

?These challenges demand the institution to improve its 
functioning, strengthen the system and exhibit the ability 
to stand to the new expectations of the stakeholders.

?When the institutions start understanding the challenges 
ahead it will easily be identifying its weaknesses. A 
weakness is an area where the institutions fall short to the 
expectations of the stakeholders. Some of the weaknesses 
emerge as a result of properly built and unsystematic 
structure, rigidity in the system and complex method of 
functioning whereas every academic institution as a policy 
must adopt SWOT analysis.  It may identify the area of 
potential improvement in the system, program and 
structure. It may get insights on how new developmental 
plan scan be formulated& what expectations of 
stakeholders can be rightly met by upgrading its existing 
work culture. Necessary and adequate feedback from 
stakeholder is most useful inputs for this purpose. 

?Therefore, it would be appropriate to say the SWOT 
analysis is one of the key managerial techniques that can be 
applied for building an academic institution.

Conclusion:

SWOT analysis helps the organisation to know what the 
organisation possess and lacunae in the system. It helps the 
organisation to identify the factors that restrict their 
development. Therefore, having a right SWOT analysis makes 
the organisation to understand the area where to improve to 
achieve their set target.
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IT in Banking: A Review of Its Acceptance 
and Impact on Bank Performance
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ABSTRACT

Information technology has completely changed the lives of people all around the world. The banking industry is one of the leading 
adopters and users of IT in its business. Banks are driven towards the adoption of innovative technologies due to globalization, 
competitive environment, and changing patterns of consumer demand. The incorporation of IT in business operations, these days, 
offers a number of benefits and positive outcomes to the organizations. The perfect integration of IT in banking requires acceptance 
and use of IT-based banking services by all the parties concerned. The present paper consists of a review of relevant literature on the 
acceptance of IT-based banking services. The paper has also included the previous studies on the impact of IT-based banking on the 
bank performance. The studies published from 2000 to 2017 have been considered for the purpose of inclusion in the present review 
paper. 

Key Words: Technology Acceptance, Banking, Performance.

INTRODUCTION:

Information and communication technology (ICT) has 
widespread dispersal across all the sectors around the world. 
India is one of the major adopters of information technology 
(IT) in all the fields. The banking industry is among the most 
penetrating in the adoption and deployment of technological 
innovations across the globe (Aliyu et al. 2014). The banking 
industry in India, too, has integrated ICT into all of their 
operations. The banking has been transformed into click-and-
mortar from the traditional brick-and-mortar form of business, 
such as internet banking (Waite, 2006), which helps the banks 
and financial institutions to save money in the form of reduced 
operating expenses as the operating expenses associated with 
internet banking has been found to be only 25 to 30 percent of 
the cost of non-internet banks, i.e., traditional banks 
(Hensmans et al. 2001; Chau & Lai, 2003; Waite 2006). The 
consumption pattern of retail banks is rapidly changing as the 
social dimension is getting eliminated; that is why traditional 
banking is rapidly being converted into IT-based banking 
(Bitner et al. 2000; Ganguli & Roy 2011). Internet banking and 
mobile banking have widespread dispersal around all over the 
world. Europe has been found to be the leader in online banking 

adoption and usage (Schneider, 2001).

These days, performance and service delivery of the banks are 
greatly influenced by the strength of their IT-based services and 
systems (Thulani et al. 2011). Due to increased globalization, 
competition, customers’ demand, modernization, and need for 
sustainability, etc., banks like all other businesses are driven 
towards the adoption of innovative services, i.e., electronic 
banking in different forms such as internet banking, mobile 
banking, EFT, NEFT, core banking solutions, and many more. 
This multi-channel form of banking has provided customers 
with a number of significant benefits in the form of ease of 
performing transactions, convenience, low cost of transactions, 
anytime and anywhere feature of banking, etc. (Nsouli & 
Schaechter 2002; Markku 2012). Customers today are 
becoming more demanding and tech-savvy. They want all the 
services at their doorstep which is only possible with the help of 
ICT. By effective and efficient use of IT in banking, banks can 
also get instant and timely feedback and response from the 
customers about their services to gauge their performance and 
quality of service delivery. IT-based banking helps 
organizations to gain a competitive advantage over their rival 
firms. Thus, the banks should use IT positively to earn 
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maximum profits, achieve a higher level of customer 
satisfaction, increased market share, improved reputation, and 
to undertake sustainable banking.

Theoretical Background

The study is primarily focused on the review of the previous 
studies from the perspective of IT-based banking. IT has 
completely changed the way of living of people and also the 
functioning of all the businesses (Ahmed et al. 2010).Adoption 
of technology-based systems and applications has been studied 
by various researchers in the literature. The studies in the past 
have used different standardized models (Ajzen 1985; Rogers’ 
1995; Ajzen &Fishbein 1975; Davis 1986, 1989; Venkatesh & 
Davis 2000; Venkatesh et al. 2003; Venkatesh &Bala 2008) to 
examine the adoption of IT-based systems and applications in 
different industries and countries as well. Theory of Planned 
Behaviour, Theory of Reasoned Action, Technology 
Acceptance Model, TAM 2, Unified Theory of Acceptance and 
Use of Technology are the most adopted models in this 
regard.The performance of the banks gets affected after the 
successful adoption of IT in banking operations which has been 
noticed by a number of previous researchers (Malhotra & 
Singh 2009; Ahmed et al. 2010; Akhisar et al. 2015; Stoica et al. 
2015). Some of the studies have found a positive relationship 
between the IT and banks’ performance and others found no 
significant relationship between the two variables. 

Selecting the Studies for Review

There are several studies available in the literature related to IT-
based banking services. This field of research has grabbed the 
considerable attention of researchers as it is an emerging field 
of banking. The present paper is an attempt to review some 
important studies undertaken by the researchers in the recent 
past. The studies published from 2000 to 2017 have been 
considered for the purpose of inclusion in the current review 
paper. The research papers have been selected from peer-
reviewed and scholarly journals relevant to the topic of study. 
The studies related to examination of the impact of IT-based 
banking adoption on banks’ performance have also been 
included in the paper. The objective is to study what past 
researchers have examined and found about the IT-based 
banking in terms of adoption of IT-based services by all the 
stakeholders of the banks and impact of IT on the performance 
of the banks. The paper has been divided into different sections 
as follow:

a) Indian scenario of IT-based banking

b) Acceptance of IT-based banking services

c) IT-based banking and banks’ performance

IT-based banking: Indian Scenario

Indian banking industry has contributed significantly to the 
economic development of the country. Banks in India are 
working upon the efficient and effective implementation of IT 
into their operations. Like all other sectors of the economy, 

banking sector also needs to achieve a higher level of adoption 
and deployment of IT to survive in today’s highly competitive 
and dynamic business environment. Banks are using IT to offer 
customers with effective and speedy service delivery and thus 
to make them satisfied. The number of ATMs per million 
people has increased from 105 in 2012 to around 300 in 2017, 
i.e. the total number of ATMs as on February2017 has increased 
to a significant number of 207,402 (Banking report 2017 by 
Indian Brand Equity Foundation (IBEF). The extension of 
facilities by banks such as internet banking, mobile banking, 
tab banking, and the like have helped the banks improve their 
operational efficiency.

There have been considerable penetration of internet and 
mobile banking in India due to several initiatives and 
developments undertaken by the Government of India. As 
several banks and government are collectively making efforts 
to promote cashless economy by the way of important policy 
initiatives such as demonetization, consolidation, a greater 
focus on financial inclusion in the form of implementation of 
schemes such as Pradhan Mantri Jan DhanYojana, plan of 
setting up 2, 00,000 point of sale (PoS) terminals at banks and 
in the villages, and distribution of RuPay cards to the farmers to 
promote cashless transactions. 

The growth and development of IT-based banking services can 
be directly seen by the noticeable increase in the number of 
ATMs, frequency and volume of internet and mobile banking 
transactions, electronic payments using NEFT (National 
Electronic Fund Transfer), RTGS (Real Time Gross 
Settlement), debit cards and credit cards, etc. The total number 
of ATMs has increased to 207,402 in India as on February 2017 
(IBEF, 2017).  

The Indian banking industry has a considerable presence in the 
economy. There are 27 public sector banks, 26 private sector 
banks and 46 foreign banks in India. Other than these, there are 
56 RRBs (Regional Rural Banks) which have covered the rural 
areas of the country; and 95,487 cooperative banks, out of 
which there are 1574 urban cooperative banks and 93,913 rural 
cooperative banks (IBEF, 2017). The banking industry in India 
has shown noticeable growth and development in the last few 
decades in terms of asset base, number and volume of deposits, 
credit off-take, interest income earned, return on assets (ROA), 
risk management practices and technological innovations. 
Various types of technological innovations have taken place in 
Indian banking sector which include product, process and 
channel innovations such as in the form of internet banking, 
mobile banking, ATMs, tab banking, green banking, NEFT, 
RTGS, credit and debit cards, etc. 

With the existence of IT-based services and channels in 
banking, the interaction and communication between the banks 
and the customers have been completely transformed as the 
banks can communicate any message they want to convey to 
the customers through their website and other interactive 
channels and the customer can provide instant feedback and 
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response to the banks about their services and other grievances. 
With the help of E-CRM (Electronic Customer Relationship 
Management), banks can maintain long lasting relationships 
with its customers which will assist the banks to ensure more 
customer retention.

As the customer is considered the king in today’s market, so the 
ultimate aim of any business is the satisfaction of the customer. 
Customers today are transformed into tech-savvy customers. 
They want convenient banking services to be provided to them 
even at their door-step. Indian banking sector has to completely 
adapt to the new technologies to make their customers satisfied. 
More sophisticated technologies have also come into existence 
for facilitating more ease and convenience to the customers. 
Some of these important innovative technology-based services 
are internet banking, mobile banking, tab banking, EFT, NEFT, 
RTGS, card-based payments, electronic payment platforms, 
and the like. Nowadays, due to a continuous increase in mobile 
users in India and even in the rural and far-reaching areas of the 
country, the usage of mobile and internet banking and 
ultimately the financial inclusion has also increased. As shown 
in Figure 1, there is a continuous increase in the teledensity in 
rural India from 2007 to 2017, i.e. in 10 years which postulates 
good prospects of adoption and acceptance of internet banking, 
mobile banking and other electronic banking based platforms 
in the rural areas of the country.

As everything has two facets, technology also has some pros 
and cons for its use. There are a considerable number of 
benefits associated with the use of technology-based systems in 
banking like reduced costs, improved service delivery, 
increased efficiency and productivity, convenience and much 
more for the customers, employees as well as for banks.

The growth of prepaid instruments has been depicted in Figure 
2, which shows that there has been a considerable growth in 
electronic cards based instruments as compared to paper-based 
vouchers. Increased availability of multi-channel or 
approachability to more sophisticated delivery channels helps 
the bank administration to reduce the branch network which is 
expensive and also to minimize other overhead costs. Robinson 

(2000) argued that with the help of online banking, banks can 
improve the relationship with the customers by the provision of 
essential financial services right into their doorstep or offices of 
the retail as well as corporate customers. 

In spite of all the benefits provided by use of technological 
devices in banking, there also exist many risks and challenges 
involved in their use. White and Nteli (2004) had undertaken a 
study that focused on establishing the relationship between the 
changes in the number of Internet users and increase in Internet 
usage for banking purposes in the UK. The study had 
concluded that even after several improvements in the security 
features of technology-based services, customers are still very 
much concerned with the security and the safety facets of the 
Internet. There are also greater chances of frauds in case of use 
of the modern technologies in banking. These frauds may be 
cheque frauds, ATM frauds, Credit card frauds, etc. 

Acceptance of IT-based Banking Services

The banks, today, are striving to incorporate IT into all of their 
operations. Like all the businesses, the banks also do have 
different stakeholders. Any development or innovation 
undertaken by a business has to be entirely welcomed by all its 
stakeholders. IT is one of the most important innovation 
transpired in the business world in general and in the banking 
industry in particular and its wider adoption can only be 
ensured when all the stakeholders adopt and accept it without 
any barriers or resistance. A person accepts a new technology or 
innovation if he finds it easy to use (Davis 1989), bearing lower 
cost, useful (Davis 1986, 1989), increases efficiency and 
effectiveness (Alsajjan and Dennis 2010), enjoyable 
(Venkateshet al. 2003; Anderson et al. 2006; Abushanab & 
Pearson 2007), trustworthy (Lee & Turban 2001), and enhance 
social status (Venkatesh & Davis 2000). There are many 
additional factors that influence the adoption and acceptance of 

Source: Report on Banking by Indian Brand Equity Foundation, 2017. 
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IT-based banking services and systems by the stakeholders of 
the banks. 

The most challenging task for the businesses in today’s 
competitive environment is to know why the customers accept 
or do not accept a new technology. The sophisticated 
technology-based services in banking such as internet banking 
have widespread adoption and usage but still, there is lack of 
trust among the users due to which some people are not ready to 
adopt this form of banking (Grewal et al. 2004; Kesharwani & 
Singh 2012). Thus it becomes vital for the banks to examine 
those factors that encourage the users to accept new 
technology-based banking services. The researchers have also 
attempted to find the restraining factors for the acceptance of 
these services. As Mattila et al. (2003) had underlined that 
people who did not use internet banking complained that it 
lacked the feeling of socialisation, i.e. which was present in 
face to face interaction at the banks with the bank employees. 

The area of technology acceptance has grabbed the attention of 
researchers and academicians to a greater extent. Some of the 
basic factors found by the researchers are perceived usefulness, 
ease of use (Davis 1989), social influence, performance 
expectancy, trust (Gefen et al. 2003; Grewal et al. 2004) , 
perceived risk (Flavian et al. 2006; Vatanasombut et al. 2008), 
computer self-efficacy (Compeau 1992; Igbaria & Ivari 1995), 
prior experience (Venkatesh & Morris 2000), perceived 
enjoyment (Teo et al. 1999). Bhatnagar (2015) had a 
undertaken to study the level of awareness and adoption of ICT 
based banking especially by the rural people of India. The 

author found that the level of awareness and adoption of 
technology-based banking is still very low among the rural 
people in India. From employees perspective, Nath et al. (2014) 
had conducted a study to examine the factors that determine the 
employees’ adoption of IT-based banking in private sector 
banks in India. The study had used the extended version of the 
basic TAM theory to pinpoint the factors that affect the 
adoption and usage of core banking solution (CBS) in banks. 
The results of the study indicated that social influence, 
computer self-efficacy and technological facility (facilitating 
conditions) in addition to the basic TAM factors influence the 
employees’ attitude towards adoption of core banking solution 
in banking operations.

Various researchers have attempted to find out the factors that 
determine the adoption of IT-based banking. There are diverse 
structured models propounded by different researchers to study 
the level of adoption and acceptance of a new technology or 
technological innovations. Some of these models are: Theory 
of Reasoned Action (TRA) (Ajzen & Fishbe in 1975, 1980), 
Theory of Planned Behaviour (TPB) (Ajzen 1985), Technology 
Acceptance Model (TAM) (Davis 1986, 1989; Igbaria et al. 
1995), TAM 2 (Venkatesh & Davis 2000), UTAUT (Venkatesh 
2003). The researchers in this area has explored varied systems 
and applications, i.e. microcomputers (Anandarajan et al. 
2000), internet banking (Tan & Teo, 2000; Pikkarainen et al 
2004; Lai & Li, 2005; Malhotra & Singh 2007;Kesharwani & 
Bisht, 2012; Nath et al. 2014; Chandio et al. 2017), Tablet PCs 
(Anderson et al. 2006).

Year Author(s) Sample System or Journals Country

Application

2000 Anandarajan et al. Employees Microcomputers Information Technology & People Nigeria

2003 Gerrard& Cunningham Customers Internet banking International Journal of Bank Singapore

Marketing

2003 Venkatesh et al. Organizations Information MIS Quarterly Not 

technology mentioned

2004 Pikkarainen et al. Bank Customers Online banking Internet Research Finland

2005 Lai & Li Bank customers Internet banking Information & Management Hong Kong

2006 Anderson et al. Faculty Tablet PCs Journal of Information Systems U.S.A.

Education

2007 Malhotra& Singh Banks Internet banking Internet Research India

2009 Al-Somali et al. Customers Online banking Technovation Saudi Arabia

2010 Alsajjan& Dennis University Internet banking Journal of Business Research The United 

Students Kingdom & 

Saudi Arabia

2011 Dimitriadis &Kyrezis Bank customers Internet banking and The Service Industries Journal Greece

phone banking

Table 1:Studies on Acceptance of Technology
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Year Author(s) Sample System or Journals Country

Application

2012 Kesharwani & Bisht Customers Internet banking International Journal of Bank India

Marketing

2012 Patsiotis et al. Bank customers Internet banking International Journal of Bank Greece

(Adopters& Marketing

Non-adopters)

2013 Chandio et al. Customers Online banking Behaviour& Information Pakistan

information systems Technology

2014 Nath et al. Employees Information Vikalpa: The Journal for India

technology Decision Makers

2015 Arenas-Gaitán et al. Elderly Internet banking Journal of Internet Banking Spain 

and Commerce

2017 Chandio et al. Customers Online banking Information Systems Management Pakistan

information system

Table 1:Studies on Acceptance of Technology

The studies on technology acceptance in different contexts have been presented in Table 1. It can be seen that the studies in this field 
have been undertaken for the adoption of different technologies and systems such as microcomputers, internet banking, and phone 
banking, etc. in different geographical regions, i.e. in developed as well as in developing countries.

Table 2 shows the important models of technology which have been used by the studies reviewed for the purpose of the present paper. 
The most basic and important model of technology acceptance has found to be the Technology Acceptance Model (TAM) given by 
Davis (1989). The Technology Acceptance Model has been further extended by the researchers in the field to suit their studies. Thus, 
there are many versions of TAM propounded afterwards, i.e. TAM 2 (Venkatesh & Davis 2000), UTAUT (Venkatesh et al. 2003), and 

   Year Author(s) Model Used

1 Anandarajan et al.  (2000) TAM and external variable (Social pressure)

2 Gerrard& Cunningham (2003) Rogers (1962) & Ostlund (1974)

3 Venkatesh et al. (2003) UTAUT

4 Pikkarainen et al. (2004) TAM

5 Lai & Li (2005) TAM

6 Anderson et al. (2006) UTAUT

7 Malhotra& Singh (2007) Logistic model

8 Al-Somali et al. (2009) TAM and extra control variables

9 Alsajjan and Dennis (2010) Revised TAM (IBAM)

10 Dimitriadis&Kyrezis (2011) TRA and TAM

11 Kesharwani&Bisht (2012) TAM

12 Patsiotis et al. (2012) No specific model used

13 Chandio et al. (2013) TAM and external variables

14 Nath et al. (2014) Extended TAM

15 Arenas-Gaitán et al. (2015) UTAUT 2

16 Chandio et al. (2017) Extended TAM

Table 2: Important Models of Technology Acceptance used by Researchers
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UTAUT 2. The prospective researchers in this field also can use 
TAM as the basic model to gauge the acceptance of a new or 
innovative technology in the future but only after checking the 
validity of this model in the context of their study. 

IT-based Banking and Bank Performance

Information technology has provided the organizations with 
the improved and modernized infrastructure to go global and 
also to gain a competitive advantage by increasing their 
competencies (Ahmed et al. 2010). Using ICT in the banking 
operations affects the bank’s performance directly or indirectly. 
There are several studies that have examined this aspect of IT-
based banking. The researchers have suggested that IT-based 
banking has helped banks reduce operational risks (Hasan 
2002, Ciciretti et al. 2009) and increase the operational 
profitability (Kaganet al. 2005).As suggested by Malhotra & 
Singh (2007), the banks with the larger size, higher deposits 
and investments, younger age are more likely to adopt internet 
banking or an innovative technology.

As in a study conducted by Akhisar et al. (2015), it has been 
found that the profitability of banks in 23 developed and 
developing countries was significantly affected by the ratio of 
number of ATMs to the total number of bank branches and 
electronic banking services provided by the banks by using 
ROA and ROE as performance measures. Similarly, Ciciretti et 
al. (2009) had considered comparing the banks that use 
multichannel strategy with others not using this strategy in 
Italy. They also found that provision of internet banking 
services significantly influence return on average assets 
(ROAA) and return on average equity (ROAE), i.e. 
performance of banks. In line with these researchers, Floros 
(2013) had also found a significant positive relationship 
between internet banking services and diminishing operating 
expenses by using econometric model for the Greek banks. But 
he did not find a positive relationship between these services 
and profitability of the banks. 

Stoica et al. (2015) also conducted a study to investigate the 
level of contribution of internet banking services in select 24 
Romanian banks in their overall efficiency and found that only 
a few banks out of the sample have incorporated these services 
into their production processes to increase and improve their 
efficiency. Considering a larger sample of 30 countries from 
Europe, Akhisar et al. (2015) had studied the interaction 
between the service of internet banking and bank performance, 
i.e. ROA and ROE during the period of 2005-2013 and 
indicated a significant relationship between the two variables 
under the study. On the basis of a study of 85 scheduled 
commercial banks in India, Malhotra & Singh (2009) discussed 
that the internet banks were larger in size and enjoyed higher 
profitability and higher operating ratios as compared to the 
non-internet banks. Various other researchers have also found a 
significant positive relationship between the IT-based banking 
service provision and performance of the banks (Hasan et al. 
2002; Hernando and Nieto 2005; DeYoung et al. 2006).

It has been rightly said that the growth, effectiveness and 
competitiveness of the banks are determined by the widespread 
and successful deployment of innovative technologies 
(Maldeni & Jayasena 2009). Banks enjoy considerable cost 
reduction by providing customers with IT-based banking 
services. Studies have proved that electronic banking is the 
cheapest and most economical delivery channel for the 
provision of banking services (Robinson 2000).

On the other hand, Li (2007) had suggested that there existed 
operational inefficiencies in the banks in Taiwan during the 
period of the study, i.e. 1996-2000 which were mainly caused 
by scale efficiency and technical efficiency. They found that IT 
expenditure did not have a significant relationship with the 
performance but had a significant positive relationship with the 
profits. They also found that type of ownership had a 
significant influence on performance. Also, Atay (2008) had 
opined that the banks used IT-based systems to promote 
themselves and to increase the market share instead of 
improving their performance and for this purpose, the 
macroeconomic factors were considered by the researcher. 
Thus, it has been found that there exists a conflict amongst the 
researchers regarding the impact of adoption of IT on the 
banks’ performance and profitability. 

Conclusion

The present paper makes a significant contribution in 
undertaking a review of the literature available on IT-based 
banking services by including different perspectives on the 
topic. Firstly, a theoretical presentation of IT-based banking in 
the Indian context has been presented by means of including 
some important trends and the initiatives taken by the 
government of India to promote the integration of IT in banks. 
Secondly, the study provides insight into the aspects of 
acceptance of IT-based banking services by the different 
stakeholders of the banks. The review of literature indicates 
that studies in the past have used different models to examine 
the acceptance of IT-based banking by the users. Thirdly, the 
paper presents a review of the studiesrelating to the impact of 
IT-based banking on the performance and profitability of the 
banks. It has been found that there is a conflict amongst the 
researchers regarding the relationship between the IT adoption 
and banks’ performance as some of them has established a 
positive relationship and others found no significant 
relationship in this respect. In this way, present study provides a 
deeper insight into the area of research for prospective 
researchers. The managers and the bankers should also 
consider the findings of the study to get a profound 
understanding of the factors that affect the acceptance of IT-
based banking both by the customers and employees, while 
framing strategies and policies regarding IT-enabled banking.

References

Abu Shanab, E., & Pearson, J. M. (2007).Internet banking in 
Jordan. Journal of Systems and Information Technology, 9(1), 

31IT in Banking : A Review of Its Acceptance and Impact on Bank Performance



78–97. http://doi.org/10.1108/13287260710817700

Ahmed, A., Rezaul, K. M., &Rahman, M. A. (2010).E-banking 
and its impact on banks’ performance and consumers’ 
behaviour.4th International Conference on Digital Society, 
ICDS 2010, Includes CYBERLAWS 2010: The 1st 
International Conference on Technical and Legal Aspects of the 
E-Society, (August), 238–242. http://doi.org/10.1109 
/ICDS.2010.46

Ajzen, I. (1985). From intentions to actions: A theory of 
planned behavior. In Action control (pp. 11-39). Springer 
Berlin Heidelberg.

Ajzen, I., &Fishbein, M. (1975). Belief, attitude, intention and 
behavior: An introduction to theory and research.

Ajzen, I., &Fishbein, M. (1980).Understanding attitude and 
pre- dicting social behavior. New Jersey: Prentice-Hall.

Akhisar, Ý., Tunay, K. B., &Tunay, N. (2015). The Effects of 
Innovations on Bank Performance: The Case of Electronic 
Banking Services. Procedia - Social and Behavioral Sciences, 

195, 369–375. http://doi.org/10.1016/j.sbspro.2015.06.336

Aliyu, A. A., Rosmain, T., &Takala, J. (2014). Online Banking 
and Customer Service Delivery in Malaysia: Data Screening 
and Preliminary Findings. Procedia - Social and Behavioral 

Sciences ,  129,  562–570.  h t tp : / /doi .org/10.1016 

/j.sbspro.2014.03.714

Alsajjan, B., & Dennis, C. (2010). Internet banking acceptance 
model: Cross-market examination. Journal of Business 

Research, 63(9–10), 957–963. http://doi.org/10.1016/ 

j.jbusres.2008.12.014

Al-Somali, S. A., Gholami, R., & Clegg, B. (2009).An 
investigation into the acceptance of online banking in Saudi 

Arabia.Technovation, 29(2), 130–141. http://doi.org/10.1016/ 

j.technovation.2008.07.004

Anandarajan, M., Igbaria, M., &Anakwe, U.P. (2000), 
Technology acceptance in the banking industry: A perspective 
from a less developed country. Information Technology & 
People, 13(4), 298-312.

Anderson, J.E., Schwager, P.H. and Kerns, R.L. (2006), The 
drivers for acceptance of tablet PCs by faculty in a College of 
Business. Journal of Information Systems Education, 17(4), 
429-40.

Arenas-gaitán, J. (2015). Elderly and internet banking? : An 
application of Journal of Internet Banking and Commerce, 

(November 2016), 1–13. http://doi.org/10.1007/978-3-531-

92534-9_12

Atay, E. (2008). Macroeconomic Determinants of Radical 
Innovations and Internet banking in Europe. Annales 
Universitatis Apulensis Series Oeconomica, 2(10).

Banking Report 2017 (2017). Indian Brand Equity Foundation. 
Retreived August 2, 2017 from https://www.ibef.org/industry/ 
banking-presentation

Bhatnagar, H. (2015). Awareness and Adoption of Technology 
in Banking Especially by Rural Areas Customers? : A Study of 

Udaipur Rural Belt, 7(11), 24–37.

Bitner, M.J., Brown, S.W. and Meuter, M.L. (2000). 
Technology infusion in service encounters. Journal of the 
Academy of Marketing Science, 28(1), 138-49.

Chau, P.Y.K. and Lai, V.S.K. (2003). An empirical 
investigation of the determinants of user acceptance of Internet 
banking. Journal of Organizational Computing and Electronic 
Commerce, 13(2), 123-45.

Chandio, F. H., Irani, Z., Abbasi, M. S., &Nizamani, H. A. 
(2013). Acceptance of online banking information systems: an 
empirical case in a developing economy. Behaviour& 
Information Technology, 32(7), 668-680.

Chandio, F. H., Irani, Z., Zeki, A. M., Shah, A., & Shah, S. C. 
(2017). Online Banking Information Systems Acceptance: An 
Empirical Examination of System Characteristics and Web 
Security. Information Systems Management, 34(1). 
http://doi.org/10.1080/10580530.2017.1254450

Ciciretti, R., Hasan, I & Zazzara, C. (2009). Do Internet 
activities add value? Evidence from the traditional banks. 
Journal of Financial Services Research, 35(1), 81-98.

Compeau, D. R. (1992). Individual reactions to computing 
technology: A social cognitive theory perspective. Doctoral 
dissertation.The University of Western Ontario.

Davis, F. D. (1989). Perceived usefulness, perceived ease of 
use, and user accep- tance of information technology.MIS 

Quarterly, 13, 319–340.

Davis, F., Bagozzi, R., &Warshaw, P. (1989). User acceptance 
of computer technology: A comparison of two theoretical 

models. Management Science, 35, 982–1003.

Davis, F.D. (1986). A technology acceptance model for 
empirically testing new end-user information system: Theory 
and result. Doctoral Dissertation, MIT Sloan School of 
Management, Cambridge, MA.

DeYoung, R., Lang, W. W. and Nolle, D. E. (2006). How the 
Internet Affects Output and Performance at Community Banks. 
Journal of Banking and Finance

Dimitriadis, S., &Kyrezis, N. (2011). The effect of trust, 
channel technology, and transaction type on the adoption of 
self-service bank channels. The Service Industries Journal, 
31(8), 1293-1310.

Flavian, C., Guinaliu, M., &Gurrea, R. (2006). The role played 
by perceived usability, satisfaction and consumer trust on 

32 PMR  JUL - DEC 2018



website loyalty. Information and Management, 43(1), 1–14.

Floros, G. D., Siomos, K. E., Fisoun, V., Dafouli, E., & 
Geroukalis, D. (2013). Adolescent online cyber bullying in 
Greece: The impact of parental online security practices, 
bonding, and online impulsiveness. Journal of School Health, 
83(6), 445-453.

Ganguli, S., & Roy, S. K. (2011). Generic technology-based 

service quality dimensions in banking. International Journal of 

B a n k  M a r k e t i n g ,  2 9 ( 2 ) ,  1 6 8 – 1 8 9 .  

http://doi.org/10.1108/02652321111107648

Gefen, D., Karahanna, E. and Straub, D.W. (2003). Trust and 
TAM in online shopping: an integrated model. MIS Quarterly, 
27(1), 51-90

Gerrard, P., & Barton Cunningham, J. (2003).The diffusion of 
Internet banking among Singapore consumers. International 

Journal of Bank Marketing, 21(1), 16–28. http://doi.org/ 

10.1108/02652320310457776

Grewal, D., Iyer, G. R., & Levy, M. (2004). Internet retailing: 
enablers, limiters and market consequences. Journal of 
Business Research, 57(7), 703-713.

Hasan, Z. (2002). Mudaraba as a mode of finance in Islamic 
banking: theory, practice and problems.

Hensmans, M., Van den Bosch, F.A.J. and Volberda, H.W. 
(2001). Clicks vs bricks in the emerging online financial 
services industry. Long Range Planning, 34, 231-47.

Herna´ ndez, B., Jimene´z, J., & Martin, M.J. (2008).Extending 
the technology acceptance model to include the IT decision-
maker: A study of business management software. 
Technovation, 28(3), 112-121.

Hernando, I. and Nieto, M. J. (2005). Is the Internet Delivery 
Channel Changing Banks’ Performance? The Case of Spanish 
Banks. Banco de Espana, Unpublished Manuscript

Igbaria, M., & Ivari, J. (1995).The effects of self-efficacy on 
computer usage. Omega International Journal of Management 

Science, 23(6), 587–605.

Igbaria, M., Iivari, J., &Maragahh, H. (1995). Why do 
individuals use computer technology? A Finnish case study. 

Information and Management, 29, 227–238.

Kagan, A., Acharya, R. N., Rao, L.S., & Kodepaka, V. (2005). 
Does Internet banking affect the performance of community 
banks? American Agricultural Economics Association Annual 
Meeting, July 24-27, 2005, Providence, Rhode Island.

Kaleem, A. and Ahmad, S. (2008). Bankers’ perceptions of 
electronic banking in Pakistan. Journal of Internet Banking & 
Commerce, 13(1), 1-16.

Kesharwani, A., Bisht, S. S. (2012). The impact of trust and 

perceived risk on internet banking adoption in India. 
International Journal of Bank Marketing, 30(4), 303-322.

Lai, V. S., & Li, H. (2005). Technology acceptance model for 
internet banking: an invariance analysis. Information & 

Management, 42(2), 373–386. http://doi.org/10.1016/ 

j.im.2004.01.007

Lee, M., & Turban, E. (2001).A trust model for consumer 
Internet shopping. International Journal of Electronic 

Commerce, 6, 75–91.

Li, C. (2007). The Role of Information Technology in 
Operating Cost and Operational Efficiency of Banks? : An 
Application of Frontier Efficiency Analysis. Journal of 

Management, 2, 36–56.

Maldeni, H., & Jayasena, S. (2009). Information and 
Communication Technology Usage and Bank Branch 
Performance. International Journal on Advances in ICT for 

E m e r g i n g  R e g i o n s  ( I C T e r ) ,  2 ( 2 ) ,  2 9 – 3 7 .  

http://doi.org/10.4038/icter.v2i2.1386

Malhotra, P., & Singh, B. ( 2007). Determinants of Internet 
banking adoption by banks in India. Internet Research, 17(3), 
323-339.

Malhotra, P., & Singh, B. (2009). The Impact of Internet 
Banking on Bank Performance and Risk? : The Indian 

Experience. Journal of Business, 2(4), 43–62.

Markku, T. (2012). Impact of future trends on banking services. 
Journal of Internet Banking and Commerce, 17(2), 271-295.

Mattila, M., Karjaluoto, H. and Pento, T. (2003), “Internet 
banking adoption among mature customers: early majority or 
laggards. Journal of Services Marketing, 17(5), 514-26.

Nath, R., Bhal, K. T., &Kapoor, G. T. (2014). Factors 
influencing IT Adoption by Bank Employees: An Extended 
TAM Approach. Vikalpa: The Journal for Decision Makers, 

3 8 ( 4 ) ,  8 3 – 9 6 .  R e t r i e v e d  f r o m  

http://search.ebscohost.com/login.aspx?direct=true&db=buh
&AN=94611286&site=bsi-live

Nsouli, S. M. and Schaechter, A. (2002), Challenges of the e-
banking revolution: development. International Monetary 
Fund, 39(3), 231-254.

Patsiotis, A. G., Hughes, T., & Webber, D. J. (2012). Adopters 
and non-adopters of internet banking: a segmentation study. 

International Journal of Bank Marketing, 30(1), 20–42. 

http://doi.org/10.1108/02652321211195686

Patsiotis, A. G., Hughes, T., & Webber, D. J. (2012). Adopters 
and non-adopters of internet banking: a segmentation study. 

International Journal of Bank Marketing, 30(1), 20–42. 

33IT in Banking : A Review of Its Acceptance and Impact on Bank Performance



http://doi.org/10.1108/02652321211195686

Pikkarainen, T., Pikkarainen, K., Karjaluoto, H., & Pahnila, S. 
(2004). Consumer acceptance of online banking: An ex- 
tension of the technology acceptance model. Internet Research: 
Electronic Networking Applications and Policy, 14(3), 224-35.

Report on Trends and Progress of Banking in India 2015-16. 
Reserve Bank of India. (2016). Retrieved October 5, 2017 from 
https://rbidocs.rbi.org.in/rdocs/Publications/PDFs/0FRTP16
A120A29D260148E58B484D4A60E381BB.PDF

Robinson, T. (2000). Internet banking: Still not a perfect 
marriage. Informationweek.com, April 17, 104-06

Rogers, E., 1995. Diffusion of innovations (4th ed.), New York: 
Free Press

Schneider, I. (2001). Is time running out for Internet-only 
banks? Bank Systems & T echnology, September, 8.

Stoica, O., Mehdian, S., &Sargu, A. (2015). The Impact of 
Internet Banking on the Performance of Romanian Banks: 
DEA and PCA Approach. Procedia Economics and Finance, 

20(15), 610–622. http://doi.org/10.1016/S2212-5671(15) 

00115-X

Tan, M and Teo, T. (2000).Factors Influencing the Adoption of 
Internet Banking. Journal of the Association for Information 

Systems, 1(5), 1–42.

Teo, T.S.H., Lim, V.K.G. and Lai, R.Y.C. (1999).Intrinsic and 
extrinsic motivation in internet usage. Omega International 
Journal of Management Science, 27, 25-37.

Thulani, D., Njanike, K., Manomano, C. & Chiriseri, L. (2011). 
Adoption and use of sms/mobile banking services in 

zimbabwe: an exploratory study. Journal of Internet Banking 
and Commerce, 16(2), 149-167.

Vatanasombut, B., Igbaria, M., Stylianou, A., & Rodgers, W. 
(2008). Information systems continu-ance intention of web-
based applications customers: The case of online banking. 

Information and Management, 45(7), 419–428.

Venkatesh, V., &Bala, H. (2008). Technology acceptance 
model 3 and a research agenda on interventions. Decision 

Sciences, 39(2), 273–315.

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension of 
the technology acceptance model: Four longitudinal field 
studies. Management science, 46(2), 186-204.

Venkatesh, V., & Morris, M. G. (2000). Why don't men ever 
stop to ask for directions? Gender, social influence, and their 
role in technology acceptance and usage behavior. MIS 
quarterly, 115-139.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. 
(2003). User acceptance of information technology: Toward a 
unified view. MIS quarterly, 425-478.

Venkatesh, V., Morris, M.G., Davis, G.B. & Davis, F.D. (2003). 
User acceptance of information technology: Towards a unified 
view. MIS Quarterly, 27(3), 425-478.

Waite, K. (2006). Task scenario effects on bank Website 
expectations. Internet Research, 16(1), 7-22.

White, H., Nteli, F. (2004). Internet banking in the UK: Why are 
there not more customers?.Journal of Financial Services 
Marketing, 9 (1), 49-57.

34 PMR  JUL - DEC 2018



A Empirical Study of Adoption of Television 
Advertisements Among Millennial during 
Investment Purchase

Pallavi*
Dr. Rishi Raj Sharma**

ABSTRACT

As the technology grows the basic needs of the people had been shifted to the addition of some more needs. Now a day’s life is not 
dependent upon the basic things, people changed their lifestyle according to the time. We can some of materialistic things such as 
Television, air conditioned, refrigerators, laptop etc in every home. This will give rise to the new face of advertisement as television 
advertisements. The researchers intend to study the impact of television advertisements on Generation Y people during their financial 
planning. A questionnaire was given to the generation Y who generally watch television advertisements related to financial sector. The 
final sample consists of 245 males and females who had watched financial advertisements on television media. To execute this research 
work, an attempt will be made to identify the contributing factors that facilitate the media source like television advertisements. On the 
extracted factors in order to determine the highest impact factor regression analysis has been applied.

Keywords- television, newspaper, media, generation y, attractiveness, interest, advertisements.

Introduction:

During the 20th century till date, Television had been 
considered as a powerful media for spreading the promotional 
messages to the wide spread of the people. As the approach of 
the people is now shifting towards more materialistic things, 
television becomes a necessity which should be in every home 
nowadays. Even the concept of nuclear family increases the 
demand of the requirement of the television in every room of 
the home which gives rise to the individual living. The one 
more reason could be cited that people nowadays prefer their 
children to be present in the home or less interest in the outdoor 
games leads to the same culture.

This all leads to the interest of the people for the television. 
These results in the emergence of the television as a powerful 
tool for the direct marketing as it control the information 
sources on which the society and the individual is 
dependent(Blas, 2008). Beside the ability to reach large 
audiences, Television advertisements help to classify the 
audience on the basis of the geographical areas, country 
specification, cultures. Companies need to understand the 
perception of non-purchasing tele viewers’ to devise effective 
strategies to convert them to teleshopping (Khuong, 2015).

Sale and profit maximization is biggest challenge for the 
companies in present situations. Measure of effectively of 
television advertisements on people and their purchase 
intention may play key role in understanding of target group. 
Consumer motivations and purchase engagement may help us 
in deeper understanding of generational cohorts. Generational 
cohort people have born during a particular period, and their 
life courses correspond to each other (Ordun, 2015).

The generation Y people are those who born between1980-
1999’s. Gen Y is exposed to the traditional media as well as 
modern technologies therefore giving a tough challenge to 
marketers how to influence them. Their behavior is studied due 
to reason that they are more exposed to the technology and 
internet. They are first generation people to get addicted to the 
social networking websites such as Twitter, Facebook,  what’s 
up, Instagram, professional site Linkedin. The population 
belonging to Gen Y is very large therefore marketers can’t 
ignore them (Powers,2013). India is youngest country with a 
population is under the age of 25 and as many as 65 percent are 
under the age of 35 (Deodhar, 2015). They are also different in 
the purchase behavior and loyalty aspects as compared to the 
Gen X, who are very loyal customers (Lazaveric,2012).   
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Now the question arise what factors influence gen Y to 
purchase the financial products. They have any evaluation 
criteria which they apply while selecting the products or 
customers have developed a selection criteria based upon some 
attributes of the product or some predispositions which was 
there in the mind of the customer (Williams, 2002). The 
formation of the image is related to the availability of the 
product. There is direct relationship between there availability 
of product i.e When the product is available, people will use 
them; get involved with them, which results in the 
predisposition of the product. In case of the financial product 
appeals and promotions are at large scale but the products 
which are available attract the involvement of the buyer 
(Mazursky, 2010).

The first part deals with the literature review and the content is 
critically evaluated and second part of the research paper deals 
with the data analysis, results, and discussion.

Literature review

Consumers’ are widely concerned towards the advertisement 
content, ethical and visual display (Zanot, 1984). Advertising is 
the selling of views and raising customer expectations towards 
products and providing fairness and factual information of 
advertising.  Hovland and Weiss (1951-1952) commented that 
consumers give more weight age to the sponsor/ 
communicators. Sources of information, their credibility, 
reputation of sponsor, brand value of the company builds 
consumer’s confidence towards advertised product. The 
following section presents the overview of the previous studies 
done on the important parameters present in the television 
advertisements. 

Attractiveness

In order to reduce the switching cost and to attract more 
customers attractive cues in the advertisement are important. 
These cues includes the celebrity, models, images, animation 
which attract the viewers and develop a positive response 
towards them Kelly et al., (2002), Schooler et al.,(1996). Crisp, 
(1987) and Santilli, (1983) opined that attractive 
advertisements are linked with unconscious desires of the 
consumer like power, sex, money, etc. These reduce the 
switching cost and increase the brand loyalty. Kansal ,(2013) 
found that Indian advertisement are using more attractive cues 
as compared to the informational cues. Celebrity can influence 
the brand image because of the two reasons i.e. attractiveness 
and celebrity status (Kamins, 1990). Kim and Na, (2007) found 
that attractiveness and fitness of the celebrity athlete attracts 
the more viewers. Celebrity attractiveness can effect on the 
recall of brand promises, likeability of product and positive 
effect on consumer attitude (Kahle and Homer, 1985, Till and 
Busler, 1998)

Likelihood

According to Hosein, (2011) consumers’ interest or likelihood 
(consumer’s feelings) is a parameter related to product for the 
products and brands being advertised. It is a measure of 
consumers’ willingness to purchase the product. Consumers 
likelihood depends upon their lifestyle, age-group, 
psychoanalysis, phase of life, class of a consumer.  The modern 
research revealed a positive relation between customers? 
purchase behavior and interest (Eagerness). 

Consumer’s income is limited and they fix their budget on 
products. They try to equalize marginal utility of money and 
distribute their money in a definite proportion and purchase 
products based on their interest or choice based on priorities. As 
the research outcome, Purchase intention is influenced by 
consumer’s interest and social factors related to consumer. 
Consumer’s desire (willingness) may be one of the effective 
tools to predict customer buying intention (Yildiz, 
2012).Karthikeyan, (2012) consumer interest factor was found 
to be the most influential factors on customers purchase 
intention. Fam et.al (2006) found that the important parameter 
for liking a television commercial is “entertainment”.

Useful Information

Attitude of consumer with respect to source of information and 
sponsor while evaluating advertising is another component to 
decide whether consumer should go for advertised product.  
Perceived information value of advertising depicts an overall 
attitude of a consumer towards advertising. Perceived 
information value is a strong predictor for attitudes toward 
television advertising. Researchers tried to find out another 
factor, which may affect the purchase behavior of a consumer. 
Brown and Stayman (1992) found that the quality of 
information or quality of information factor was another 
influential factor in predicting brand attitude.

Shavitt et al. (1998), observed that consumers related 
information like lifestyle, usage, value delivery and authentic 
plays a decisive role in purchase of a product. Karniouchina 
et.al, (2009) demonstrated that traditional advertising 
variables, such as message length, recency–primacy effects, 
information clutter, and source credibility, influence the size of 
the market reaction to a “buy” recommendation. Devi et.al, 
(2017) found that information is strong parameter while 
selecting the specific mutual fund for investment. Whereas on 
the contrary Taha et.al, (2011) found that information provided 
in the mutual fund advertisement has no effect on investor’s 
enthusiasm regarding the future returns.  During the review 
they found out content and tone as a new dimension.  

Content & tone

Constantinos et al. , (2016) found that message appeal and 
richness in the message result in the high engagement 
independent of the source and content categories. Moldovan, 
(1985), Aaker and Stayman, (1990), observed that content and 
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tone of advertisement is a measure of rise of desire towards the 
product. Advertising content such as quality of information, 
familiarity of advertisement, and entrainment content increases 
the interest of a consumer. Lee et al., (2017) found that personal 
opinion or viewpoint can be changed when they start believing 
on the content which is being displayed or presented.  
Advertising content evokes the use of judgmental heuristics, 
advertising will influence investors’ risk return perceptions by 
means of those heuristics (Jordan and Kass, 2002).

Effect on purchase decision

Advertising not only serves as an essential tool for creating 
awareness in customer’s mind but also affects purchase 
intentions and eventually buying decisions (Abideen and 
Saleem, 2011). The most widely used conative measure in 
advertising effectiveness research is intention to purchase 
(Andrews et al. 1992; Beerli and Santana 1999). Chook (1985); 
Schultz (1979) found that in some advertisements 
advertisement context is most important component in making 
the advertisement effective which further effect the purchase 
intention. Many studies have confirmed that attitude toward 
advertising strongly affects the purchase intention for the 
advertised product (Korgaonkar & Wolin, 2002; Lutz et al., 
1983; Mackenzie & Lutz, 1989; Mitchell & Olson, 1981 ). The 
purchase intention and brand attitude were higher in the 
positive conditions than negative conditions (Yi, 1993) . In 
online shopping, when consumers’ perceived risk is low, their 
purchase intention is high (Ja¨rvenpa¨a¨ and Tractinsky, 1999). 
Bhatnagar et al. (2000) consider that the risks associated with 
internet shopping were financial risk and product risk.

Data Analysis & Findings

The data was collected with the help of non disguised 
structured questionnaire. The response had been taken on likert 
scale which ranges from strongly agree (5) to strongly disagree 
(1). In order to check the reliability and validity of the designed 
questionnaire, valuable inputs had been taken from four 
experts from advertisement and marketing field. In addition 30 
questionnaires were pre tested. The structured questionnaire 
had been given to the sample consisting of 300 males and 
females who had watched televisions ads. The questionnaires 
were distributed on the internet and by using the personal 
contacts. In return only 245 fully filled questionnaires had been 
received in return, which was leading to response rate of 
81.6%. The collected had been putted to the statistical software 
SPSS (Version 19.0). 

The table no 1 shows the demographic profile of the 
respondents. The final sample includes the 129 males and 116 
females. The study mainly focuses on the investment behavior 
of millennial therefore questionnaire was only sent to whose 
people who born between 1980-1990’s. The majority of 
respondents were post graduate i.e. 42% followed by graduate 

(28.5%), professional (21.2%), higher senior secondary 6.1% 
and doctorate only 2%.Majority of respondents included in the 
study were servicemen, professional and students earning 
salary ranging from 20,000 to 50,000. 54.2% respondents were 
married. 45.7 % respondents had no children followed by 
single and two children.

Table I: Demographic analysis

Factor Analysis and Reliability 

In order to judge the authentication of the scale reliability test 
had been applied. Reliability signifies the internal consistency 
of the items that were developed to measure a specific construct 
with a high level of reliability. Table no 2 shows the value of the 
Cronbach’s Alpha is greater than 0.6 which is an acceptable 
range for social sciences.  

Table no.2: Reliability Statistics

Exploratory factor analysis was conducted on the scale 
containing 20 items, consisting of variables in research 
problem (dependent and independent variables). Descriptive 
statistics were used to describe the demographic data and all 
other variables in the research model. Multiple regressions 
were conducted to study the effect of the prominent variable 
among the list of the independent variables.

The results revealed that value of the Kaiser-Meyer-Olkin for 
sampling adequacy is found to be 0.680 which lies in the 
acceptable range. Hence, data was suitable for conducting the 

Demographics Frequency Percentage
Gender

Male 129 52.7
Female 116 47.3

Age
28-33

 

years

 

139

 

56.7
33-38

 

years

 

106

 

43.2
Qualification

  

Up to

 

HSC

 

15

 

6.1
Professional

 

52

 

21.2
Graduate

 

70

 

28.5
Post-Graduate

 

103

 

42.0
Doctorate

 
5

 
2.0

Occupation
  

Businessman 18  7.3
Service men 72  29.3
Professional

 
80

 
32.7

Student

 

77

 

31.4
Income

 
Less than 20,000

 

42

 

16.7
20,000 to 35,000

 

63

 

25.7
35,000-50,000

 

59

 

24.1
More than 50,000

 

81

 

33.1
Marital Status

  

Unmarried 112 45.7
Married 133 54.2

Children
No child 112 45.7

Single child 65 26.5
2 children 68 27.3

   Cronbach's Alpha N of Items

.653       15



further analysis. The Bartlett?s test is highly useful for factor 

analysis at significant ≤ 0.05.

The factor analysis provides the five constructs having the 
acceptable value of the eigen value. These five factor account 
for the explanation for the 64.87% of the variance in the listed 
sample.

Table no. 3: Results of factor analysis

Factor 1 Attractiveness 

The third factor explains the 21.11% of the variance and it 
consists of the five variables. This factor explains the some of 
the characteristics of the advertisement that attract the 
respondents towards it. They felt that TV advertisements have 
brought about the change in concept of authenticity, trust and 
loyalty. The various celebrities endorsing the brand create 
attractiveness for the brand. Therefore they resist changing the 
channel when the ad is aired.

Factor 2: Likelihood

The first important factor is the like ability for the newspaper 
media. This factor explains the 16.03% of total variance and 
contains the three variables. This is factors that consists of the 
variables such as I the support of the television advertisements. 
This factor explains the television advertisements are liked by 
the respondents. They liked the content, celebrity, offers, 
schemes, jargons present in the television advertisements are 
liked much by the millennial.

Factor 3: Useful Information

This is the third factor which explains 11.30 % of the variance 
and consists of three variables. This factor explains that 
respondents prefer to watch the television advertisements to 
know the present discounts. The current updates in financial 
markets & investments. This updated information fetches 
respondents to believe on the television advertisements.

Factor 4: Content & tone

The fourth factor explains the 9.66 % of variance and consists 
of two variables. The millennial like the content and tone in the 
television advertisements. The content of the advertisements 
provide them information. The tone of the television 
advertisement gives them entertainment, pleasure and joy 
while watching them.

Factor 5: Effect on purchase decision

The last factor explains the 6.78% of the variance and it 
consists of three variables. This explains how the financial 
advertisement helps them in the making of their investment 
portfolio. The respondents agree that television advertisement 
gives them required information about the various products and 
features. These television advertisements effect the purchase 
decisions regarding the financial products and services.

Regression Analysis

To extract /explore the key determinant factor we have applied 
regression analysis. The equation has identified other 
independent factors and strength of relationship on the 
purchase behavior of the consumers.

The results of the first multiple regression, showed that R value 
represents the simple correlation and is .24 (the "R" Column), 
which indicates a low degree of correlation.

Table 4: Regression results between the Factors affecting 
television advertisement and the Effect on purchase 
decision

Sr. 
No

Factors No of 
items

 Factor 
Loading

 Cronback 
alpha

 Variance 
explained

1 Attractiveness
 

5
 

.842-.815
 

á =.628
 

21.11%
2 Likelihood 3 .876-.872  á =. 689  16.03%
3 Useful Information 3 .867-.833  á =.532  11.03%
4 Content & tone

 
2

 
.759-.717

 
á =.685

 
9.66%

5 Effect on purchase 
decision

3

 
.630-.542

 
á =.674

 
6.78%

 

Model Summary
 

Model R R Square 

Adjusted 

R Square 

Std. 

Error of 

the 

Estimat

e 

Change Statistics  

Durbin-

Watson  

R Square 

Change  

F 

Chang

e  df1  df2  

Sig. F 

Chang

e  

1 .155
a

 

.024 .008 2.68230 .024  1.468  4  24

0  

.212  1.864

a. Predictors: (Constant), CONT, INFO, INT, LIKE  
b. Dependent Variable: PD
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ANOVA b  

Model
 

Sum of 

Squares
 

Df
 

Mean Square
 

F
 

Sig.
 

1
 

Regression
 

23.185
 

4
 

5.796
 

7.812
 

.000a  

Residual 178.077 240 .742    

Total 201.263 244    

a. Predictors: (Constant), CONT, INFO, INT, LIKE  

b. Dependent Variable: PD 

Table exhibits the statistical significance for the regression. The value of p is very low(  p  

< 0.0005 ), compared to 0.05, Therefore the regression model  is statistically significant 

and establishes outcome variable (Good fit for the data).  

Table 6: T and p -value for the factors affecting television advertisement and the 

Effect on purchase decision 

Coefficients  

Model 

Unstandardized Coefficients  

Standardized 

Coefficients  

T  Sig.  B Std. Error Beta  

1 (Constant) 2.233 .395   5.649  .000  

INT .117 .081  .090  1.439  .152  

LIKE -.067 .080  -.053  -.837  .403  
INFO

 
.265

 
.050

 
.321

 
5.265

 
.000

 
CONT

 
.015

 
.021

 
.043

 
.703

 
.483

 
a. Dependent Variable: PD

The Coefficients table 5, provides us with the necessary 
information to predict impact of television advertisement on 
the purchase decision of financial products, as well as 
determine which independent variable of bank selection 
parameter have major impact or is more important.

The table shows that factor 4 quality of information, source of 
information establishes a major effect on consumer while 
watching advertisement since the significance value is less than 
0.05.  Whereas the above table also predicts that like ability is 
negatively related and shows the consumer is least bothered 
about the likes towards the product. 

Hence the research formulates the regression equation as 
following

Buying Behavior Y= 2.233+ .112(Interest)X  + (-.067) 1

(Likeability) X   + (.265) (Information) X  + .015 (Content& 2 3

tone) X4

Results & Discussion

The data collected by the meant of the questionnaire. The 
questionnaire contains 20 items relating to the advertisements 
shown to the television. With the help of factor analysis, five 
factors had been extracted. These five factors were Interest & 
Attractiveness, Likelihood, Useful Information, Content & 
tone and Effect on purchase decision.

The regression analysis was conducted in order to identify 
strength of weak and strong factor only five factors have been 
extracted among the 20 variables. The findings of this research 
showed that information from the advertisements have great 
effect on the purchase effect of the customers. This 
demonstrates that customer prefer information which is 
provided in the television advertisement when they are going 

39A Empirical Study of Adoption of Television Advertisements Among Millennial during Investment Purchase



for the purchase for the financial products.

Whereas the variable i.e. like ability, interest and content & 
tone towards the television advertisement having the negative 
impact on the purchase behavior of the millennial towards the 
financial products. Therefore, it seems that customers does not 
like the television advertisements linked to the financial 
products. 

Conclusion 

The research concludes that the millennial behavior towards 
investment buying is determined by an intercept (2.233), 
independent variables interest (0.112), negatively related to 
like ability towards the advertisement (0.067), positively 
related by authenticity and reliability of information (0 .265) 
and content and tone of tele advertisement (0.015). Therefore 5 
factors exhibited the behavior of the millennial.   Strong and 
weak factors were also reported and weak factors were dropped 
as a low score. 

The study applied the factor analysis and the multivariate 
regression analysis in order to establish the link between the 
extracted factors.  As a result, the study provides useful 
information to the marketers when they are framing their 
advertisement programs. 
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ABSTRACT

The accompanying exploration proposition will investigate the impact of shopper and the reaction of client towards green showcasing. 
The investigation will build up a pattern for green showcasing and will take choice for putting resources into green promoting ventures 
to deliver green items. Green-Marketing is an extremely tremendous subject with restricted extent of research. The target of the 
examination is to dissect the reaction to green showcasing and the impact for green promoting which breaks down climate green 
advertising ought to be embrace by the organizations of Kashmir. The aftereffects of this examination venture (Green-marketing) 
would be educated data; information could be use for additionally investigate in the related field.

Key words: Customers, Green marketing.

Introduction:

While globalization process continues at a very fast pace across 
the world, This process also brought some problems with it. 
People across world now take all environment related issues 
seriously. Consumers now have worries about the future of the 
world and as result of this mostly prefer environment friendly 
products. In return to these companies now formulate strategies 
so as to appeal increasing awareness of this environmental-
friendliness. These marketing strategies, named as Green 
Marketing have cause companies to adopt green policies in 
their pricing, promotion, product features and distribution 
activities.

Green Marketing term was first discussed in a seminar on 
“Ecological Marketing” organized By American Marketing 
Association (AMA) in 1975 and took its place in the literature. 
“According to the American Marketing Association, Green 
marketing is the marketing of merchandise which might be 
presumed to be environmentally secure. For this reason, green 
marketing carries a wide variety of activities, which include 
product amendment, changes to production system, packaging 
changes, as well as modifying advertising”.

“As per J. Polonsky (1994), Green Marketing or environmental 
marketing includes all activities designed to generate and 
facilitate any exchanges meant to satisfy human needs or 
wants. Such that the satisfaction of these needs and wants 
happens, with minimal detrimental effect on the natural 
surroundings”. 

Green Consumer:

The green consumer is generally defined as one who adopts 
environmentally-friendly behaviours and/or who purchases 
green products over the standard alternative. Green consumers 
are more internally-controlled as they believe that an individual 
consumer can be effective in environmental protection. Thus 
they feel that the job of environmental protection should not be 
left to the government, businesses, environmentalist, or 
scientists only, they as consumers can also play a part. They are 
also dogmatic and more open-minded or tolerant toward new 
products and ideas. Their open-mindedness  helps them to 
accept green products and behaviours, more readily 
(Shamdasani et al 1993: 491).

Problem Statement:

To evaluate consumer potential influence and response to 
purchase green products. When they are willing to purchase or 
they went to but any product how much consider 
environmental friendly products as global warming is now 
consider by different companies and manufacturers to produce 
green products weather Green-Marketing can be use as a long 
term competitive tool for company and retailers

Objective of The Study:

The objective of the study is to measure the consumer’s 
response and influence to buy environmental friendly products 
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(Green product).The result would evaluate whether Green-
marketing could be a competitive tool for any company or 
retailer, would retailer appreciate Green-marketing and 
Environmental Friendly Product (green products) to deal in. 
The result of this research would also helpful to evaluate the 
scope of Green-Advertisement (green communication) As it 
would be a considerable part of marketing strategy what would 
be the future of green marketing in Kashmir.

Literature Reveiw:

Hardeep (2011) analyze that Green marketing is considered the 
most essential part of development in business process now a 
days. 

According to Henion “Green Marketing is defined as the 
implementation of marketing programs directed at the 
environmentally conscious market segment.” Keeping in mind 
all the points related to environment protection, the role of 
green marketing is expected to be observed at all levels of 
business process in this world of internationalization. Main 
emphasis has been made on analysis of the concept and need of 
green marketing in business process so as to make our 
environment human friendly. As society becomes more 
concerned with the natural environment, business 
organizations have begun to modify their working in an attempt 
to increase greenery to the maximum possible. Questionnaires, 
market survey and personal interviews with marketing 
professionals and environment research scholars are 
conducted. There is utmost need to create awareness, 
implement and follow green marketing as much as possible in 
today's business world of innovative technologies. Polonsky et 
al (2009) examines the inclusion of sustainability into 
marketing activities of the top Australian firms. Almost half of 
organizations (46%)did not integrate sustainability or 
environmental issues into their mission statement. Of those that 
did include sustainability in their mission, few then integrated 
environmental issues into other areas of their activities, as 
reported on their corporate web sites. It is suggested that while 
sustainability is frequently talked about within organizations as 
being important, it does not necessarily translate in to a 
strategic integration across activities. Firms might therefore be 
using environmental issues tactically, which could 
unfortunately result in superficial attempts at becoming 
environmentally sustainable. Savale. K.T, et al (2003) analyze 
that Green marketing is not going to bean easy concept, the firm 
has to plan and then carry out research to find out how feasible 
it is going to be. Green marketing has to evolve since it is still at 
its infancy stage. Adoption of Green marketing may not be easy 
in the short run, but in the long run it will definitely have a 
positive impact on the firm. Government and Social 
organizations may compel all the organization to practice 
Green Marketing for sustainable development. Customers too 
will be ready to pay premium price for green products. A smart 
marketer is one who not only convinces the consumer, but also 

involves him in marketing his product. Green marketing should 
not be considered as just one more approach to marketing, 
buthas to be pursued with much greater vigor as it has societal 
and environmental dimensions. Marketers also have the 
responsibility to make the stakeholders aware about the need 
and the advantages of green products. The green marketers will 
have full support of the Government, and the consumers also 
will not mind paying more for a cleaner and greener 
environment.

Hypotheses :

1. Response of consumers towards green marketing in Kashmir.

2. Attitude of consumers towards green products.

SCOPE:

The scope of the present study is confined to the Response of 
consumers towards Green Marketing  in kashmir

 Methodolgy:

Research Design: Research design for this study is the 
arrangement of conditions for collection and analysis of data in 
a manner that aims to combine relevance to the research 
purpose with economy in procedure. In fact the research design 
is the conceptual structure within which research is conducted; 
it constitutes the blueprint for the collection, measurement and 
analysis of data. 

Method Adopted: Having known and studied advantages & 
disadvantages of different research methods the researcher 
decided to conduct a survey, as the objectives of the study were 
related to gathering opinions, attitudes, feelings that could not 
be easily observed. 

The researcher has used and relied on both the primary and 
secondary sources of data collection

Analysis And Interpretation Of Data

Table 1. Are you aware about Green marketing

Table 2. Response of consumers For Green Marketing;

Options Frequency of Percentage of 

Respondents Respondents

Yes 346 69.2

No 154 30.8

Total 500 100

Options Frequency of Percentage of 

Respondents Respondents

Very low 3 0.87

Low 40 11.57

Neutral 164 47.39

High 127 36.70

Very high 12 3.47

Total 346 100
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Table 3: Attitude of consumers for green products

Table 4: Do you think green products are important 
Options Frequency of Respondents Percentage of 
Respondents

Table 5. Are you willing to pay more for green products 
Options Frequency of Respondent Percentage of 
Respondents

Hypotheses Testing:

Hypothesis -I) The Response consumers towards green 
marketing .

Null Hypothesis (H0): The response of consumers towards 
green marketing is equally distributed across the groups of the 
consumers who respond or do not respond towards green 
products.

Alternative Hypothesis (H1): The response of consumers 

towards green marketing is  not equally distributed across the 
groups of the consumers who respond or do not respond 
towards green products.

Values are n (% of respondents). P-value is obtained using Chi-
Square test, if cell frequencies are larger than 5, else Fisher’s 
exact probability is used on pooled data. P-value<0.05 is 
considered to be statistically significant. 

Test Statistics Details:

     Value of Chi-Square =77.191.

      P-value = 0.001 (Significant by Chi-Square test).

Decision: We reject Null hypothesis (H0) and accept 
Alternative hypothesis (H1) at 5% Level of Significance 
(LOS).

Interpretation:

1. The response regarding green marketing is not equally 
distributed across different attitude levels of the consumers 
regarding green products.

2. Significantly higher proportion of consumers who are not 
aware about the green marketing had high response towards the 
green products (P-value<0.001).

Hypothesis -II) The awareness of consumers towards green 
marketing is significantly associated with their attitudes 
towards the green products.

Null Hypothesis (H0): The awareness of consumers towards 
green marketing is equally distributed across the groups of the 
consumers who favour or do not favour the green products.

Alternative Hypothesis (H1): The awareness of consumers 
towards green marketing is not equally distributed across the 
groups of the consumers who favour or do not favour the green 
products.

Values are n (% of respondents). P-value is obtained using Chi-
Square test, if cell frequencies are larger than 5, else Fisher’s 
exact probability is used on pooled data. P-value<0.05 is 
considered to be statistically significant. 

Options Frequency of Percentage of 

Respondents Respondents

Very low 3 0.87

Low 40 11.57

Neutral 164 47.39

High 127 36.70

Very high 12 3.47

Total 346 100

Options Frequency of Percentage of 

Respondents Respondents

Yes 346 69.2

No 154 30.8

Total 500 100

Options Frequency of Percentage of 

Respondents Respondents

Very low 3 0.87

Low 40 11.57

Neutral 164 47.39

High 127 36.70

Very high 12 3.47

Total 346 100

Response   

Green Marketing value value

(n=346)

Very low 4 (1.2) 77.191

Low 8 (2.3)

Neutral 244 (70.5)

High 83 (24.0)

Very high 7 (2.0)

Total 346 (100)

Aware Regarding Chi-Square P-

0.001 (Significant)

Response   

Green Marketing value value

(n=346)

Highly 4 (1.2) 77.191

unfavourable

Unfavourable 8 (2.3)

Neutral 244 (70.5)

Favourable 83 (24.0)

Highly 7 (2.0)

favourable

Total 346 (100)

Aware Regarding Chi-Square P-

0.001 (Significant)
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Test Statistics Details:

Value of Chi-Square =77.191.

P-value = 0.001 (Significant by Chi-Square test).

Decision: We reject Null hypothesis (H0) and accept 
Alternative hypothesis (H1) at 5% Level of Significance 
(LOS).

Interpretation:

1. The awareness regarding green marketing is not equally 
distributed across different attitude levels of the consumers 
regarding green products.

2. Significantly higher proportion of consumers who are not 
aware about the green marketing had favorable attitude 
towards the green products (P-value<0.001).

Findings :

1. From the study it is observed that maximum number of 
respondents were aware about green marketing

2. It is observed from the study that the Response of 
consumers towards green marketing is neutral. 

3. The hypothetical study observes that the awareness 
regarding green marketing is not equally distributed across 
different attitude levels of the consumers regarding green 
products. Significantly higher proportion of consumers 
who are aware about the green marketing had neutral and 
favorable attitude towards the green products. 

4. The analysis shows that majority of respondents are willing 
to pay 1-3 % more for the products which offers green 
marketing activities and rest of the respondents are least 
interested to pay more for the products which offers green 
marketing activities.

Conclusion:

1. It is observed that importance attribute receive higher 
appreciation in conveying eco-friendliness of the products

2. The consumers must take a lead and make others 
understand the benefits of Green Marketing and must teach 
them the ways to identify the brands which incorporate 
Green Marketing activities.

3. It is everyone’s liability to contribute towards well-being of 
society
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Awareness and Significance of 
E-Banking among Rural India

Asma K. Bagwan*
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ABSTRACT

E-banking has been penetrated in the rural area as well and with the advanced availability of infrastructure the services have been 
spread to the geography. But still owing to non-internet connectivity or poor internet connectivity, though bankers are ready to provide 
the e-services it cannot be availed. The rate of adopting e-banking services is not satisfactory in rural area. This research paper is an 
effort made to find out value delivered to rural customers by e-banking services. Objective of this paper is to know the awareness and 
significance of e-banking in rural Satara. It is found that 66.5% samples are not aware about e-banking in rural Satara, Maharashtra 
and bankers agree that e-banking is significant in rural area of Satara. The negative value of one sample ‘t’ test reveals that the sample 
bank account holder are not agree with the significant impact of e-banking on the rural people. 

Keywords: E-banking, Rural banking, Satara District

Introduction:

E -banking is vital part of service quality. In today’s cut throat 
competition offering variety of services is need of every bank. 
E- banking helps to give quality service. Because role of human 
being is cut down due to E –banking.

“Internet banking is defined as the automated delivery of new 
and traditional banking products and services directly to 
customers through electronic, interactive communication 
channels” (Daniel, 1999; Sathye, 1999).

E- banking enables bank customers to handle account 
management and do account transactions directly with the bank 
through the internet. There is no need to go in bank.

E- banking is  method of banking in which the customer 
conducts transactions electronically via the Internet.

Review of Literature:

In rural area access of banking services is challenging task. In 
such case it is important to know what is role of Internet 
Banking in rural area does it significant or not. In this regard 
some researchers have contributed their thoughts

Rao conducted research to assess the customer awareness 
about different services provided by the SBI in rural areas. It is 
found that SBI customers have less awareness about the E-
banking services provided by the bank in the rural areas.  Most 

of the customers are not aware about types of products and 
services offered by the banks. The major lacunas of SBI was lack 
of awareness of internet banking among the customers, obsolesce 
of technology related to security, complicated procedures of 
availing internet banking facilities in the rural area. It is also 
concluded that  SBI Employees are not properly aware with all E 
banking services.(Rao & Chilumuri Srinivasa, 2013)

Another study was conducted on rural customer's satisfaction 
from E-Banking in India. Study found that rural customers are 
quite satisfied with the provisions of updating, accuracy of 
transactions and convenience. However, they were not found to 
be much satisfied with the regulatory mechanism and 
compensation given in case of fraudulent attack by unauthorized 
person or error by bank. Further they expect better services 
should be provided for differently able persons. Most of them 
were also not aware about multi-language provision in e-
banking. (NIshi & , Sharma, Dec 2012)

Some of reasons of not using internet banking in rural side are 
lack of education, missing E-banking awareness, no prior 
knowledge of computer and its peripherals, fear to perform bank 
transaction on machine, mentality to unchanged from manual 
activities, unfaith on computer machine, Economically unsound 
situation (Potadar, Santosh. B.Hidayatulla K. Pirjade, 2013)

On contrast  E -banking is also found to be benefitial in rural 
area .According to one study 60% of the respondents reported 
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Aware Frequency  Percentage

Yes 472 33.5

No 937 66.5

Total 1409 100

that modern technology usage by banks in rural areas had 
improved the quality of services.  E-banking method is 
regarded as more important than branch banking. Most 
customers prefer banking through ATMs followed by 
cellphones, and the least preferred method is telephone 
banking (Masochal, 2011)internet banking users are satisfied 
with internet banking reliability, internet banking usability, 
internet banking quality. They have also positive attitude 
regarding internet banking and they are willing to recommend 
it. Internet banking quality cannot be considered as factor that 
delays adoption of internet banking and use of internet banking 
as environment for marketing.(Rullis & Hermanis, 2011)

Consumers  prefer  I-banking  because  it saves time   and  
convenient  to  use, should  be  user  friendly  and  best  in  
security. Reasons for using  I-banking  facilities  are,  by 
having traditional account in the same bank and excellent 
services provided by it. ,Balance inquiry are the mostly 
preferred facilities  of      I-banking.  (Parmar Bhavesh J., 
Ranpura, Patel, & Patel)

Research Methodology:

Study has been undertaken to test the hypothesis i.e. selected E-
banking services add significant values to the rural banking 
customer. The prime objective of study is to know awareness 
and significance of e-banking in rural Satara.

In rural area all sectors bank are coming with advanced 
infrastructure facilities. Major banks provides e -banking service 
to its consumers. But  rates of availing e-banking services are not 
satisfactory in rural area. So there is need to study reasons behind 
not availing e-banking service by rural population, significance 
of e-banking in rural area. So study is conducted on awareness of 
e-banking in rural area of Satara District.

The study is conducted in Satara district of Maharashtra State 
of India .Structured codified; close ended schedule was used as 

an instrument in order to collect data from samples. It includes 
14 variables which are assessed by using five point likert scale. 

Total 96 bank officials and 1409 sample bank account holder 
are interviewed by using convenient sampling method. Data is 
analyzed using mean and SD data were taken on five point 
likert scale. Present research is descriptive inferential in nature 
and data analysis was done by using percentage, measures of 
central tendency and measures of dispersion. Hypothesis tested 
by using Independent sample‘t’ test.

Data Analysis and Interpretation: 

The data was entered in Ms-Excel with data validation check. 
The data was further validated with the help of SPSS. The 
filtered and validated data was subjected to test of reliability 
using Cronbach’s Alpha of 14 variables calculated to be 0.796. 
Data was classified and presented in tables.

Table: 1: Customers’ opinion about  E-banking Awareness

Following table shows e-banking awareness among rural 
people. Data presented using frequencies and percentages.

Source: (Field data)

Above table 1 show that out of total samples taken for study 
66.5% of samples are not aware about e-banking and only 
33.5% samples are aware about e-banking. This leaves scope 
for e-banking in rural area. Bank has to take effort in making 
rural population aware about e - banking. 

Table 2 shows scenario of e-banking services in rural area. 
Total 1409 samples were interviewed for study and 472 
samples found aware of e-banking. Opinions of these samples 

Source: (Field data)
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Table: 2: E-banking Services Availed by Samples 
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have been assessed for the e-banking services availed.  
Analysis of 472 samples has been done considering it has 100 
percent respondents

Table 2 depicts scenario of e-banking services availed in rural 
area. 99.3% sample customers out of whom aware of e-banking 
from total sample found uses ATM card/ Debit card/ Credit card 
followed by 90.5 % avail balance inquiry whereas 39.4% 
respondents i.e. avail stock and trading DMAT service.

In Public sector banks 99.7 % sample customers and 93% use 
ATM card/ Debit card/ Credit card and balance enquiry service 
respectively. In private sector entire samples found uses ATM 
card/ Debit card/ Credit card. In co -operative sector 97.1% 
samples found uses ATM card/ Debit card/ Credit card.

Overall it is said that E-banking services like ATM card/ Debit 
card/ Credit card and balance enquiry are availed maximum by 
sample customers, out of total samples who are aware of e-
.banking. This shows poor penetration of e-banking services in 
rural area. 

Table 3 shows satisfaction of customers about E-banking 
services. Mean, SD is calculated and rank is given on mean 
basis.

Table 3 shows satisfaction of respondents towards e-banking 
services. Mean satisfaction score ranges from 3.70 to 3.99 and 
SD ranges from 0.89 to 1.03. Maximum customers are satisfied 
about mini statement of account and balance inquiry services 
which secure rank I and II having mean satisfaction score of 
3.99 and 3.94 respectively. Whereas customers are less 
satisfied about ATM card/ debit card/ credit card   and 
electronic fund transfer services as it secures rank 5 and 6with a  
mean score  3.70 and standard deviation 0.89.

Opinions of samples with sample Public sector banks towards 
satisfaction of e-banking services, the mean ranges from 3.68 

to 3.89 and SD between 0.90 to 1.28. It shows sample 
customers are moderately satisfied about e-banking services. 
Respondents are more satisfied about mini statement of 
account and balance inquiry , whereas less satisfied about ATM 
card/ debit card/ credit card .

With sample customers of Private sector the mean ranges from 
3.04 to 4.7 and SD between 0.45 to 1.27.  It shows sample 
customers are moderately satisfied about E-banking services. 
Respondents are more satisfied about mini statement of stock 
& trading (DMAT). Whereas customers are less satisfied about 
ATM card/ debit card/ credit card.

In co-operative sector samples opinion  mean ranges from 3 to 
4 and SD between 0.91 to 1.27. Contrary in co -operative sector  
respondents are more  satisfied about ATM card/ Debit card/ 
Credit card   and balance Inquiry   and less satisfied about mini 
statement of account and DMAT services both have mean 
satisfaction score of 3.

Table 4 probes into analysis of data using mean and SD of 
significance of e -banking in rural area from the view point of 
customer.

Table 4 shows significance of E-banking in rural area. Mean 
agreement score ranges from 3.36 to 4.50 and SD ranges from 
0.628 to 1.55.Mean score falls into agreement level and SD is 
within acceptable range. Maximum customers opine that 
internet banking saves their time, it secures first five ranks. The 
mean agreement score for time category above ranges from 
4.43 to 4.50. Followed by it   the factor convenience has found 
to be  preferred by sample customer.  Sample customers are 
partially agreed that e-banking leads development since it 
secures last five ranks. Its mean is less i.e. 3.36 to 3.82 but 
standard deviation ranges high i.e. 1.27 to 1.55.which shows 
deviation in opinions.

Source: (Field data)
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The reasons behind non using of e-banking services were 
sought on five point scale and analyzed using mean and 
standard deviation as follows.

Table 5 shows customers opinion about reasons of not using E-
banking. The mean ranges from 2.80 to 3.10 which is 
reasonable agreement level. And SD is also above 1 which is 
beyond acceptance level. It means there is deviation in opinion 
of sample customer.

It is revealed that maximum respondents are not using  e-
banking because they feel traditional banking is better and has a  
fear to transact which secure rank 1 and 2 with a mean 
agreement score 3.10 and 2.90 respectively and SD is 1.45 and 
1.44.respectively.But  minimum people opine that e-banking is 
unsecure. As it secure last rank. Mean and SD is 2.80 and 
1.46.Illiteracy also not matter behind not using e-banking.

It is concluded that still in rural area people prefer traditional 
banking. They fear for E- banking. So there is need of training 
and development of e –banking in rural area.

Sr Reasons M SD Rank

1 It is unsecure 2.80 1.46 6

2 I fear to such transactions 2.92 1.48 2

3 I don’t believe on E-banking 2.91 1.48 3

4 I am illiterate 2.81 1.45 5

5 Bank has not given training 2.90 1.44 4

6 I feel Traditional banking 3.10 1.45 1

is better 

Source: (Field data)

Table 4: Customer’s opinion about Significance of E-banking in rural area

Table 5: Reasons behind not Using E- banking
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Sr Category Statements Public sector Private sector Co-operative sector Total banks

M SD M SD M SD M SD

1 Time a)E-banking saves our time 4.67 0.48 4.43 0.53 4.46 0.89 4.53 0.75

b)Saved time can be used 4.58 0.66 4.29 0.49 4.52 0.83 4.52 0.75

for other productive work

c)It reduces burden of  4.61 0.79 4.29 0.49 4.39 0.82 4.46 0.79

long ques

2 Efficiency a)Many repetitive and 4.58 0.71 4.29 0.49 4.50 0.60 4.51 0.63

 tedious tasks have now been 

fully automated resulting in 

greater Efficiency

b)burden of rush reduced 4.48 0.67 4.14 0.38 4.59 0.50 4.52 0.56

so efficiency increases

3 Competitive a)The rise of E-banking has  4.21 0.99 4.29 0.49 4.54 0.69 4.41 0.80

made banks more 

competitive.

b)It has also led to expansion 4.24 0.79 4.43 0.53 4.63 0.68 4.48 0.73

of the banking industry, 

opening of new avenues 

for banking operations.

c) It has added number 4.09 1.04 4.29 0.49 4.05 0.46 4.67 0.66

of transactions

d) It has added revenue 4.03 1.08 4.29 0.49 4.54 0.76 4.34 0.89

to the bank

e) Electronic banking has 3.88 1.14 4.29 0.49 4.46 0.89 4.25 1.00

also helped bank in proper 

documentation of their 

records and transactions

4 Cost The growth of E-banking 3.94 1.22 4.00 0.58 4.34 0.88 4.18 1.01

has greatly helped the banks 

in controlling their overheads 

and operating cost

5 Less Electronic banking has greatly 3.94 1.48 4. 1. 4.41 1.07 4.22 1.23

docum- helped the banking industry 

entation to reduce paper work, thus 

helping them to move the 

paper less environment.

6 Social Status Electronic banking helps to 3.79 1.45 3.57 1.51 4.30 1.19 4.07 1.32

improve  Social Status 

of rural people

7. Quality Quality of service improves 3.57 1.54 5.00 0 4.48 0.50 4.03 1.14

Following table shows significance of e-banking in rural area from banker’s point of view. Opinions are sought on seven different 
parameters with its statements, using five point likert scale. Mean and standard deviation has brought in use for analysis of data. 

Source: (Field data)

Table: 6: Bankers Opinion about E-banking in Rural Area
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Above table 6 shows viewpoint of bankers regarding e-banking 
in rural area. Opinions agreement mean score ranges from 4.03 
to 4.67, and SD ranges from 0.67 to 1.14.Mean is above 4 
reveals high significance of e-banking in rural area.

The point of view of maximum bankers is that the e-banking 
system has added number of transactions as well the e-banking 
system saves their time than the prior. E-banking system has 
added number of transactions having mean value 4.67 secures 
1st rank while with mean value 4.53 of the e-banking system 
saves their time, secures 2nd rank their SD are 0.66 and 0.75 
respectively. Whereas very less banker’s viewpoint is due to E-
banking system the quality of service has improved, where the 
mean is 4.03 and SD is 1.14

In sector wise analysis it has seen with  public sector bankers 
opine that due to e-banking time saves as mean significant 
score rated is 4.67 while they are disagree about electronic 
banking helps to improve quality of service as its mean 
significance score is 3.57 little less to significance level

Whereas in private sector bankers strongly agree that, due to e-
banking quality of service improves as its mean is 5 and SD is 
zero. While they are disagree about electronic banking helps to 
improve social status of rural people which have mean score of 
3.57 which is below complete agreement. 

In Co -operative sector like public sector that e-banking has 
added revenue to the –bank which has shown from the mean 
acceptance score of 4.57 by the bankers. 

Concluding the discussion on bankers opinion about e-banking 
in rural area that bankers agree that e-banking is significant in 

rural area as it saves bankers time but there is moderate 
agreement in bankers that due to e-banking quality of service 
improves since opinion mean score of this variable is 4.03 
which is high but standard deviation is high i.e. 1.14 it shows 
that there are deviations in opinion in bankers.

Hypothesis Testing: 

H05: Selected E-banking services add significant values to the 
rural banking customer.

The hypothesis tested on the opinion sought from customers 
and even perception of bankers.

Sample customers were asked to opine on 23 perceived 
benefits rendered by e-banking services on five point likert 
type of scale ranging from strongly agree to strongly disagree. 
The mean of all these 23 statements were worked out and one 
sample test has been used to test the hypothesis. 

H0: µ = 4

H1: µ ≥ 4

H1: µ ≤ 4
The 23 variables across seven different categories were asked 
to opine on. These categories are, time, place, safety, 
convenience, mobility, low errors but fast efficiency and 
development. 

Following table shows the one sample ‘t’ test at test   which 
reveal agreement towards variables under process.
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Test Value = 4
 

T df 
Sig. 

-(2 tailed) 
Mean 

Difference 

95% Confidence Interval

of the Difference
 Lower  Upper  

Average of perception

of Significance of E -

banking in Rural area 

by customer 

-

2.7

40 

442 .006  -.0710 -.1220  -.0201  

Table: 7:One sample‘t’ for perception of customers on significance of E-banking.

Source: (Compiled by researcher) 

Above table 7 shows the calculated‘t’ is -2.740 with 442 df. and ‘p’ value at 5% level of significance is 0.006 hence the null hypothesis is 
rejected and alternative hypothesis is accepted. Since the t value is negative it states that the samples are not agree with the significant 
impact of e-banking on the rural people. 
The sample bank account holders are not seems to be much aware of e-banking facilities. The samples who aware of e-banking facilities 
are again doubtful to what extent they know these facilities and the extent they use it. 
Sample bankers were also asked to opine on 14 different variables across seven categories viz. time, efficiency, competitive, cost, less 
documentation, social status and quality. The perceptual opinions were sought on five point likert type of scale ranging from strongly 
agree to strongly disagree.
Following table shows the one sample ‘t’ test at test value4 which reveal agreement towards variables under process
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Table 8 shows the value of calculated’ is 6.560at 95df. ‘p’ value 
at 5% level of significance is 0.000 reveals to reject null 
hypothesis and accept the alternative hypothesis i.e. the e-
banking services added value to the rural people. 

Looking towards the perceptions of bank account holders and 
bankers on the impact of e-banking services to the life of values 
of rural masses especially bank account holders the null 
hypothesis is rejected and alternative hypothesis is accepted. 
But in the case of rural bank account holders the alternative 

hypothesis µ ≤ 4 is accepted this reveals that the samples are 

not agreeing on the impact of e-banking on adding significant 
value to the life of rural people. On the contrary the bank 
officials are at the opinion it has added the significant value to 
the life of rural people. This shows that there is significant gap 
in the perceptions. In such case the opinions of customers 
should be taken for further decision making.

Findings and Conclusion: 

From this research it has been found that 66.5% samples are not 
aware about e-banking. Among e-banking services maximum 
i.e. 99.3 % of customers use ATM card/ Debit card/ Credit card 
and balance Inquiry service .Whereas Stock & trading (DMAT) 
and mini statement of account these services are availed less. 
Bankers agree that e-banking is significant in rural area as it 
saves bankers time but there is moderate agreement in 
customer that due to e-banking quality of service improves. 
Reasons for not using e-banking in rural area are found that 
they feel traditional banking is better and they fear to such 
transactions.

Connectivity problem is a major problem in rural area. Both 
banks and customers face this problem. Backup power 
problem, Load shedding problems are also arises in rural area 
frequently. During demoralization period people in rural area 
have to suffer more due to these problems.

People in rural area are becoming aware about e -banking 
service. So banks should arrange training programme for 
customers for how to use e -banking services. So that fear of 
machines and unfaith on e-banking will minimize.
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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, customersatisfaction. 
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.
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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 
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 TiBei 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 as the 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. 
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Flowchart For Creating Loyalty

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 
i n v e s t  a n o t h e r  U S $  5  b i l l i o n  t i l l  2 0 2 0  

(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 

Reaching a Customer

Acquiring a Customer

Converting a Customer

Retaining a Customer

Loyal Customer
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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 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 
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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 
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 thebrand 
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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