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Editor-in-ChiefFrom the Desk of the 

“In the happiness of his subjects lies his happiness; in their welfare, his welfare; whatever pleases himself, he 

shall not consider as good, but whatever pleases his subjects he shall consider as good.”
Chanakya

Since independence, India, the world's largest democracy, has experienced not less than three distinct 

electoral phases or “systems”. The first phase, commenced with India's first general election in 1952. It was 

synonymous with INC hegemony and a deeply fragmented opposition. In 1967, INC suffered a series of 

devastating electoral losses at the state level, which marked the unraveling of its preeminent era.

The second system started (1967-1989) where INC maintained power in Delhi (with the exception of 

1977–1979), but its authority in the states was increasingly challenged by a group of regional, largely caste-

based parties.

1989 brought the dawn of the coalition-era politics in Delhi and hence began the third electoral system. This 

system, which evolved within two and a half decades and prevailed until the present, is built around a series 

of principles. These core principles include a sharp rise in political competition at the national level and the 

declining margins of victory in the parliamentary races. The vote share belonging to regional parties has also 

expanded, while the growth in voter turnout in national elections has halted and the electoral politics has 

become “federalized.”

The National Lok Sabha Elections of 2014 started the era of transformation in the Indian political system. Both 

the number of candidates and the political parties participating in the elections went up in 2014 and the votes 

appeared to be concentrated on a relatively small number of core parties.

The world's largest democratic exercise, the Indian general election of 2014 saw nearly 554 million voters who 

exercised their franchise, selecting 543 members of the parliament from a state of more than 8,000 candidates 

representing 464 political parties competing across 28 states and seven union territories. The money spent on 

elections hover around $5 billion, second only to the 2012 presidential election in the United States. That 

elevation of Mr. Narendra Modi as Prime Minister of India and the Bharatiya Janata Party's (BJP) victory 

surprised many analysts, yet the magnitude of the rout and the defeat endured by the incumbent Indian 

National Congress caught even longtime India watchers off guard. The BJP managed a tally of 282 out of 543 

seats in India's lower house of parliament (the Lok Sabha). For the first time, a single party has won a majority 

in the three decades. The Congress tally, meanwhile, sunk to just 44 seats at their all-time low.

After 2014, the Nation saw many State elections with unpredicted and unprecedented results, specially 

mentioning the State of Gujarat in Dec. 2017, which was again very close. The marginal win of BJP has surely 

cast a shadow on the summer of 2019. 

Change is the law of nature and the world is changing. ABR is also changing into a new league with indexing 

and impact factor and the trend of research papers is also changing.

I have an ardent hope that you will enjoy reading the articles in the current issue and will revert with your 

valuable comments.

Enjoy reading!

Sanjeev Bansal
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INTRODUCTION
Brand equity is the commercial value that is derived 

from consumer perception of the brand name of a 

product or service, rather than from the product or 

service itself (Rogers, Morgan, & Foxall, 2015). 

According to Mulder (2016), it is the value of a brand 

that is expressed in financial, strategic and 

management advantages and benefits for the firm 

that owns the brand. This value premium can be 

derived from brand loyalty, brand awareness, brand 

associations and perceived quality.

The value of a brand can be assessed from financial 

market level (Simon & Sullivan, 1993; Aaker & 

Jacobson, 1994; Silverman, Sprott& Pascal, 1999), 

company or firm level (Kapferer, 1999;Doyle, 

2001;Kim, Kim & An, 2003), and customer level 

(Chen, 2001; Keller, 1993; Aaker & Joachimsthaler, 

2000; Bendixen, Bukasa&Abratt, 2003; Baker, 

Nancarrow & Tinson, 2005; Tong & Hawley, 2009). 

The significant intangible value of brands has made 

building and managing brand equity a priority for 

companies of all size in a wide variety of industries 

and markets (Lehmann, Keller, & Farley, 2008).  This 

is based on the fact that brand equity has emerged as 

a key strategic asset that needs to be monitored and 

nurtured for maximum long-term performance 

(Sriram, Balachander&Kalwani, 2007). 

Branding is normally used by organizations to 

differentiate their products from other competitors. This, 

sometimes, is done with the use of Third-Party 

Organization (TPO) endorsement by companies for 

consumers to purchase their brand. There are always 

differences in the perception attached to this endorsement 

by consumers, which may have an effect on their purchase 

decision. The objective of this study, therefore, is to 

examine the influence of TPO endorsement on consumers' 

purchase intention. A sample of 384 consumers was 

considered for the study by convenient sampling method. 

Findings revealed that perceived product quality; 

manufacturer credibility and purchase confidence have a 

significant effect on consumer purchase intention. The 

study concludes that achieving brand equity for a TPO 

endorsed brand requires customer loyalty. It is 

recommended that companies using third-party 

organisation endorsement strategy in their advertising 

must carefully select the third-party endorser with 

relatively high credibility.

Keywords: Brand equity, Consumers, Customer, 

Endorsement, Purchase & Third party.
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The attainment of value at the financial market and 

company is based on achieving value at the customer 

level. This, according to Keller (2014), is because the 

power of a brand lies in what consumers have felt, 

heard, seen and learned about the brand over the 

time as the result of their experiences about the 

brand. In order to achieve value for the brand, Keller 

(2010) argues that “modern marketing is all about 

choices”. These choices have led to an explosion of 

different means to communicate about and sell 

products to consumers. Therefore, independent 

of how a product is branded, the nature of the 

product itself, and its supporting marketing 

programme, marketers can create brand equity by 

“borrowing” it from other sources (Keller, 2008). 

Organisationsnormally adopt strategies that help 

influence customers’ perception of their brands. 

Third-party Organisation (TPO) endorsement 

happened to be one of the strategies used by the firm. 

Marketers can create secondary associations in a 

number of different ways by linking the brand to 

various third-party sources as such can especially be 

credible sources. Linking a brand to some other 

entity may create a new set of associations from the 

brand to the entity, as well as affecting existing brand 

associations (Keller, 2008). Using this approach is 

geared towards achieving value for the brand.  

TPO endorsement is defined as a solicited or 

unsolicited recommendation or testimonial 

from an entity (usually a customer or user) other 

than the manufacturer and seller of a product or 

service (Business Dictionarywww.business 

dict ionary.com / definit ion/third-party-

e n d o r s e m e n t . h t m ) .  T P O  e n d o r s e m e n t  

advertisements have grown increasingly popular 

due to its influence on consumers’ brand purchase 

(Feng, Wang &Peracchio, 2008). Marketers use TPO 

as a signal of product quality in advertising(Dean 

and Biswas, 2001). These endorsements may 

function as a signal of unobservable product quality 

(performance, reliability, and durability of product) 

thereby aiding in the reduction of consumer 

uncertainty and risk perception in a purchase 

situation (Chen, Chen, & Huang, 2012). TPO 

endorsement may thus, help marketers with 

endorsed products position their products against 

the competition. Studies on use of endorsement in 

building brand equity through the use of 

endorsement are numerous in literature (Pringle 

&Binet, 2005; Amos, Holmes &Strutton, 2008; White, 

G o d d a r d  &  W i l b u r ,  2 0 0 9 ;  R a n j b a r i a n ,  

Shekarchizade, &Momeni, 2010; Al Zoubi & 

Bataineh, 2011; Dehradun, 2011). 

The linkage between brand equity and TPO is also 

important in Africa, and specifically in Nigeria. The 

examples of TPO endorsements in Nigeria include 

that of Cadbury Bournvita by Nutrition Society of 

Nigeria,Reckitt Dettol Re-energize by Nigerian 

Medical Association, Unilever Pears by National 

Association of Nigerian Nurses, Ric-Giko Tomato 

Paste by Nigerian Doctors and Sensodyne Oral Care 

Toothpaste by Nigerian Dental Association. 

Although marketers are using TPO endorsement as 

a signal of product quality in their advertising, its 

effectiveness as quality signals are yet to be known 

as very little has been done on brand equity and TPO 

endorsement.

Existing studies examined the effect of TPO 

endorsements on consumers’ perceptions of 

endorsed products or services (Peterson, Wilson & 

Brown, 1992; Dean, 1999; Dean & Biswas, 2001; 

Pasqual, 2012; Alshehri & Meziane, 2015; Hirose, 

Mineo, Tabe & Yanagidate, 2015; Sangsawang, 

2015). The review of the literature has shown 

thatthere is a dearth of scholarly works on TPO 

endorsement focusing on consumers’ perceptions of 

endorsed products or services in Nigeria. This leaves 

a gap which this study sought to fill. Specifically, the 

study examined (i) the relationship  between 

exposure to TPO endorsement and consumer 

perception of the endorsed products and (ii) the 

effect of TPO endorsement on consumer purchase 

intention as a proxy for brand equity for the 

endorsed brand. 

Amity Business Review
Vol. 18, No. 2, July - December, 2017
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The rest of the paper is organized as follows: Section 

two is the review of the literature. The next section 

presents the research methodology, while Section 

four focuses on the findings and discussion. The 

conclusion and recommendations were the last 

section.

LITERATURE REVIEW
Brand equity has value both to a branding company 

and to a brand’s user. Aaker (1996; 2009) advanced a 

widely accepted definition of brand equity as a set of 

brand assets and liabilities linked to a brand, its 

name, and symbol, that add to (or subtract from) the 

value provided by a product or service to a firm or 

firm’s customers. Generally, brand equity is defined 

in terms of the marketing effects uniquely 

attributable to the brand (Tuominen, 1999). It is 

defined by Lassar, Mittal and Sharma (1995) as the 

enhancement in the perceived utility and 

desirability a brand name confers in a product. This 

is based on the consumers’ perception of the overall 

superiority of a product carrying that brand name 

when compared to other brands (Gil, Andre´s, & 

Salinas; 2007; Lassa et al., 1995). Hence, as postulated 

by Ambler (2000), brand equity is “what we carry 

around in our heads about the brand.”

Brand equity from the consumer perspective can be 

defined as ‘the differential effect that brand 

knowledge has on consumer response to the 

marketing of that brand’ (Keller, 2008). It must be 

noted that all definitions of brand equity focus on the 

incremental effect of the brand compared with what 

the customer response would be to the same product 

or service, most especially for unbranded ones 

(Barwise, 1993).

According to Tuominen (1999), there are three 

alternative ways to leverage brand equity: first 

building it, second borrowing it, or thirdly buying it. 

Brand leverage communicates to consumers about 

the product and its qualities based on their existing 

perceptions of the parent company. Obtaining brand 

equity for the product will thus be based on 

customers’ subjective and intangible assessment of 

the utility of a brand, above and beyond its 

objectively perceived value (Keller, 2008). Brand 

equity from an individual consumer’s perspective is 

reflected by the increase in the strength of 

association that an individual has for a product by 

using the brand (Kotler & Keller, 2012). This result in 

lower uncertainty in purchasing and less need for an 

extensive decision-making process on the part of the 

customer (Keller, 2008). It means that brand equity is 

the added value that bonds with consumers 

(Santoso, & Cahyadi, 2014).Keller (2008) posits that 

brand equity should be managed over time by fine-

tuning the supporting marketing programme. One 

of such supporting programmes is the creation of 

secondary brand knowledge by linking to other 

third-party sources.

Organisationsattempt to create secondary 

associations by linking the brand to various third-

party sources. The endorsements from leading 

magazines, registered association, and experts may 

improve perceptions of brands and attitude towards 

brands (Keller, 2008). The credibility attached to 

third-party sources, make marketers often feature 

them in advertising campaigns and selling efforts. A 

third-party organisation (TPO) endorsement 

hasbeen employed by companiesto effectively 

convey product claims to consumers and attain a 

socially responsible image (Feng, Wang & Peracchio, 

2008). 

Dean and Biswas (2001) define TPO endorsement as 

an advertisement that contains a positive evaluation 

of the advertised product or service that comes from 

an identified third-party organization. The TPOs 

areconvincing voices in specific segments of the 

products they have endorsed. De Pelsmacker, 

Geuens and Van den Bergh (2010) stated that TPO 

endorsement may take one of three general forms: 

the product is ranked against competing products in 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

7



4

Effects of  Third-Party Organisations' Endorsement on 
Purchase Intention for Selected Products in Lagos, Nigeria

its class on one or more criteria, the product is 

awarded a seal of approval by the TPO, or a 

subjective, non-competing statement is made about 

one or more product attributes. TPO endorsement 

hasa range of benefits for the consumers, profit and 

not-profit making company. This explains why this 

marketing strategy has recently become increasingly 

popular (Feng, et al., 2008).

In a market having products of similar price, quality, 

and service, a TPO endorsement helps in 

differentiating a product from that of the 

competitors (Bronn&Vrioni, 2001). The adoption of 

TPO endorsement in such markets is that brand 

differentiation is pivotal to the brand-building 

process (Aaker & Keller, 1990). Consumers perceive 

the endorsements as indicating greater product 

quality (Ippolito, 1990), more accurate and credible 

advertising information (Dean &Biswas, 2001) and 

more different from competitors, which reflects 

positively on the brand and enhances its image 

(Boulding&Kirmani, 1993; Dean & Biswas, 2001). 

The ability of TPO endorsement to affect change in 

the receivers’ opinion is based upon the persuasion 

effect (Chernikova,2013). 

TPO endorsements have been found to be effective 

in enhancing consumers’ view of a product’s quality 

(Feng et al., 2008) and attitude toward the product 

(Fireworker& Friedman, 1977) than in product 

advertisements with or without an endorsement 

from a celebrity. Perceived product quality, in this 

case, denotes overall assessment of the brand’s 

superiority in comparison with other brands (Dean, 

1999). TPO endorsements also provide such values 

as serving as a quality cue for consumers, it has a 

positive influence on consumers’ attitude towards 

advertisement and consequently motivates 

consumer purchase intention (Boulding & Kirmani, 

1993; Hirose, Mineo, Tabe&Yanagidate, 2015). 

However, Tinlin (2013) advised that marketers can 

and should play a far more active role in selecting the 

right third parties to make partnerships with their 

brands by taking ownership of the issue and solution 

as they would any other brand property. And with 

that comes a responsibility to evaluate, learn and 

provide feedback – even influencing the labeling 

organisations themselves. 

Past research on TPO endorsement has been 

conducted from different perspectives. The result of 

the studies has been inconsistent on its effect on 

consumers. Peterson, Wilson and Brown (1992) 

examined whether print advertisements containing 

a TPO endorsement were more effective than 

advertisements not containing an endorsement in 

influencing consumers’ attitudes and purchase 

intentions. The study shows that TPO endorsement 

in the advertisements had no effects on the 

consumer.  Dean’s (1999) study found that TPO 

endorsement has effects on consumer perceived 

product quality, uniqueness, and manufacturer 

esteem. The studywhich gave a contrary view 

concluded that TPO endorsements might function as 

an advertising cue for enhancing consumers’ 

perceptions of endorsed products.Dean and Biswas 

(2001) in a further study conducted, compared 

advertisements containing a TPO endorsement to 

advertisements with a celebrity endorsement and 

advertisements without an endorsement. This was 

done in terms of its ability to affect perceived 

product quality, manufacturerattitude, purchase 

risk, and value of advertisementsinformation. The 

study adopted the use of a structured questionnaire 

to collect two sets of data from two categories of 

respondents; those exposed to adverts with TPO 

endorsement and those exposed to adverts without 

TPO endorsement. The data sets were analysed 

using MANOVA and confirmatory factor analysis. 

The result indicated that advertisements with TPO 

endorsement  were  more  e f fec t ive  than  

advertisements containing a celebrity endorsement.  

Also, TPO endorsement is more effective for 

advertisements without an endorsement in 

enhancing respondent perceptions of product 

quality. Another study by Pasqual (2012) 

Amity Business Review
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investigated whether the effect of the presence of 

pro-environment TPO endorsement and/or 

presence of an environmental claim in product 

labeling affect consumers’ product-labeling 

likeability, brand likeability, and purchase intention. 

In effect, the study sought to determine if consumers 

are vulnerable to being misled by pro-environment 

TPO endorsements. The survey employed an online 

panel sample of 268 randomly selected Australian 

residents, used a seven-point Likert scale 

questionnaire to gather data for the study. The data 

tested using various analyses such as ANOVA, 

ANCOVA, and MANCOVA indicates that 

displaying a pro-environment TPO in product 

labeling can influence consumers’ product-labeling 

likeability, brand likeability and/or purchase 

intention.

In order to confirm the effectiveness of TPO 

endorsement advertising in Japan, Hirose, Mineo, 

Tabe and Yanagidate (2015) designed a study to 

reveal the relationship between TPO credibility and 

pre-purchase evaluations using attitude toward the 

advertising (Aad) model and signaling theory. 

They developed an empirical model which was 

tested using a data set of 458 university students. The 

structural equation modeling demonstrated that all 

of the model’s causal relationships were supported. 

The findings suggested that TPO endorsement 

influences consumer purchase intention via attitude 

toward the advertising, perceived quality, and 

perceived risk.  

Sangsawang (2015) investigated the efficacy of third-

party endorsement for facial skincare products 

using a quantitat ive research involving 

administration of questionnaires to respondents via 

online and offline medium to 400 female consumers 

of selected skincare products aged between 15 and 

44 years old in Bangkok. The result of the 

multinomial logistic regression analysis revealed 

that the use of TPO endorsement for the skincare 

products influenced consumers’ purchase decision.

Alshehri and Meziane (2015) evaluated the impact of 

social influence and endorsements on online 

shopping and whether this plays an important role 

in increasing online shopping in Saudi Arabia. The 

study examined four factors connected to the impact 

of social influence and third-party endorsements in 

online shopping by employing a survey method, 

which involved the use of a five-point Likert scale 

questionnaire, to gather quantitative data from a 

sample of 606 Saudi citizens living in Saudi Arabia. 

The data obtained were analysed using simple 

descriptive statistics indicating the frequency of 

consumer responses to items on the questionnaire. 

The findings of the study showed that the impact of 

social influence and third-party endorsements seem 

to encourage and support the development of online 

shopping.

THEORETICAL FRAMEWORK
This study employed the signaling theory which 

serves as basis for explaining the working of third-

party endorsement and how it influences the 

attainment of brand equity. The theoretical 

foundations of brand alliance come from theories on 

signaling (Rao &Ruekert, 1994; Rao, Qu &Ruekert, 

1999). 

Signaling theory suggests that firms need to find a 

way to communicate the products’ information to 

the buyers (Riley, Charlton &Wason, 2015). 

According to Spence (1974, 2002), signals are 

activities or attributes of a firm that alter the beliefs 

or convey information to other market actors. A 

signal is a perceivable action or structure that is 

intended to or has evolved to indicate an otherwise 

not perceivable quality about the signaler (Maynard 

Smith & Harper, 2003). Signaling theory has been 

used in the study of Corporate Governance, Human 

Resources and Entrepreneurship (Suazo, Martinez 

& Sandoval, 2009; Zhang &Wiersema, 2009). 

According to Connelly et al. (2011), Signaling theory 

has gained momentum in the management literature 

Amity Business Review
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in recent years as scholars have expanded the range 

of potential signals and the contexts in which signals 

occur. Signaling theory holds that a signal, in form of 

TPO endorsement is a deliberate action by the firm to 

communicate information to the market (Spence, 

1974; Wernerfelt, 1988). The endorsements 

sometimes create information asymmetry between 

two game parties, sellers, and buyers, in a 

transaction (Boulding&Kirmani, 1993; Kirmani& 

Rao, 2000). 

In an exchange situation between sellers and buyers, 

sellers know the true quality of their products, while 

buyers may not know (Kirmani, Akshay& Rao, 

2000). The game that is played between sellers and 

buyers contains both cooperative and competitive 

elements (Dacis, 1970). The competitive element of 

the game leads buyers to ignore direct claims from 

sellers. However, when there is incomplete 

information, buyers and sellers cannot get a 

transaction. 

The buyers need reliable information to predict or 

evaluate the products quality. The possible route for 

this situation is to send signals from sellers to buyers 

(Feng &Peracchio, 2008). Signals such as warranty, 

manufacturer reputation, and price may be used by 

manufacturers attempting to reduce consumer 

uncertainty and risk perception by sending pre-

purchase signals of unobservable product quality 

(Boulding&Kirmani, 1993; Shimp& Bearden, 1982). 

For these signals to be credible, it must contain a 

“bonding” component (Ippolito, 1990).

It is believed that if TPO endorsements function as 

signals, it should impact on the fortune of the 

endorsed brand. This assertion is in line with the 

Signaling theory. The signaling theoryalso 

predictedthat TPO endorsements in advertising can 

signal high quality when itendorses high-quality 

brands. Signals have varying degrees of reliability. 

There are some which are quite highly correlated 

with the quality they represent, upon seeing such a 

signal, one can be sure that the quality is present 

(Donath, 2011). The resultant benefit of this strategy 

to both the high-quality brands and the TPO is that 

the brand’s manufacture will directly inform more 

consumers about their high quality (Ghodeswar, 

2008). It also enhances the firm’s perception of their 

products and increases sales while TPOs earn the 

reputation as well as revenues by endorsing high-

quality firms (Feng &Peracchio, 2008). This 

reputation enables TPOs to have more power to 

influence firms in the marketplace, leading to more 

high-quality firms willing to pay more for TPO 

endorsements (Feng &Peracchio, 2008; Tuominen, 

1999). Conversely, in the case of a false signal, it is 

expected that both TPO endorsed low-quality 

brands and the TPO would suffer (Kirmani et al., 

2000). The brand’s manufacturer loses money on 

wrong advertising campaigns which attempt to 

boost recognition as an award receiver because 

consumers may not perceive the TPO endorsement 

in advertising as a quality signal (Das &Padhy, 

2012). 

TPOs also suffer more for endorsing low-quality 

brands because they may lose their reputation, 

perhaps the most valuable asset that the TPOs 

possess (Erdem&Swait, 1998; Rao et al., 1999). 

Inadvertently, a negative word-of-mouth effect is 

likely to occur and can result in more people 

doubting the TPO (Feng &Peracchio, 2008). In 

consumer marketing, brands often provide the 

primary points of differentiation between 

competitive offerings and make a company’s 

product develop unique capabilities over other 

competitors’ products (Wood, 2000). This 

phenomenon can be critical to the success of 

companies (Buh, Kovačič, &Štemberger, 2015). It has 

thus, become imperative to approach the 

management of brands strategically. A successful 

brand managed strategically, and found successful 

is one that can be said to have achieved brand equity 

(Ghodeswar, 2008).

Amity Business Review
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METHODOLOGY
The design of the study is both descriptive and 

quantitative. The data are based on a survey done in 

Lagos state, having a population of over 21 million 

inhabitants, in the south-western part of Nigeria. 

The data for the study were obtained from a 

convenient sample of consumers with knowledge of 

TPO endorsed brands within five major consumer 

goods markets (Alade market, Ikeja; Ojuwoye 

market, Mushin; Sabo Model market, Sabo-Yaba; 

Tejuosho market, Yaba; Oke-Aarin market, Lagos-

Island) all in Lagos State, Nigeria. The participants 

were real consumers who reported their exposure to 

two or more of the different products selected for 

this study.The selected respondents are consumers 

who patronise markets where the selected TPO 

endorsed products are sold. These are people of age 

16 and above who either influence the purchase 

decision or makes the actual purchase. These 

individuals consist of people with high as well as 

low level of education. The estimation of the sample 

size was done using Cochran's formula:

Where:  n = t² x p (1-p)

                         m²

n = required sample size  

t = confidence level at 95% (standard value of 1.96)  

p = percentage of the probability of selecting a 

respondent (50% if unknown, infinite or more than 1 

million)  

m = margin of error at ±5% for a two-tailed test 

(standard value of 0.05).

Based on this, the sample size was 384 (consumers of 

Cadbury Bournvita, Sensodyne Oral Care 

Toothpaste, Unilever Pears, Ric-Giko Tomato Paste, 

and Reckitt Dettol products). These products were 

selected because their current advertisements 

feature TPO endorsements by professional 

associations to which their product category 

belongs. Hence, it is believed that the targeted 

respondents’ exposure to the TPO endorsement is 

high. 

The selected respondents were administered 

q u e s t i o n n a i r e s  o n  t h e i r  p e r c e p t i o n  o f  

advertisements with TPO endorsement. Next, they 

were asked to fill the seven-point Likert scale 

questionnaire (with 1 being least agreement and 7 

being strong agreement), which included five 

measures as follows: Product quality, manufacturer 

credibility, purchase confidence, positive word-of-

mouth, and purchase intention. The questions and 

scales used in the questionnaire were adapted from 

Dean and Biswas (2001) with little modification to 

suit this present study. Next, the consumers were 

asked to fill the questionnaires which included five 

dependent measures.

The regression analysis was used to test the 

hypothesis for the study. This is based on studies (Al 

Zoubi&Bataineh, 2011; Sabir, Aziz, Mannan, 

Bahadur, Farooq & Akhtar, 2014) that examined the 

effect of a phenomenon on consumer purchase. For 

the purpose of this study, however, the data sourced 

were mainly to measure the effectiveness of TPO 

endorsement in obtaining brand equity for the 

endorsed brand through consumer purchase. Thus, 

this is a point of difference from Feng et al. (2008) 

study which examined TPO influences from a 

separating equilibrium and a pooling equilibrium 

perspective. The data obtained from the survey were 

analysed through computation of the average 

responses for the constructs using regression 

analysis.

RESULTS AND DISCUSSIONS
The demography of respondents is presented 

Table 1.As observed from the table, this survey 

generated 79.5% responses from females and 20.5% 

formales. This show that the opinions expressed in 

this study largely emanated from females, which 

show that respondents sampled on TPO 

endorsement in the selected markets are essentially 

females.
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Table 1: Respondents’ Demographic Information

Variable Frequency Percentage (%)

Gender

Male 73 20.5

Female 283 79.5

Age Group

16-25 years 65 18.3

26-35 years 134 37.6

36-45 years 82 23.0

46-55 years 54 15.2

Above 55                          21 5.9

Marital Status    

Single 110 30.9

Married 246 69.1

Educational status

Primary School Certificate  6   1.6

Secondary School 47 13.2

Undergraduate                     196 55.1

Graduate 107 30.1

Work

Self-employed 51 14.3

Employed 64 18.0

Retired 12   3.4

Full Housewife 6 1.7 

Student                         223 62.6

Market Patronised

Alade Market 61 17.1

Ojuwoye Market 60 17.0

Sabo Market 109 30.6

Tejuosho Market 102 28.6

Oke-Aarin Market 24 6.7

Total 356 100

Source: Field Survey (2017)
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Also, the educational status of the respondents 

shows that majority of the respondents are 

undergraduates(55.1%), followed by graduates 

(30.1%), secondary school leavers (13.2%), and 

primary school certificate (1.6%). This shows that the 

educational background of the respondents is 

enough to make them understand the questions on 

TPO endorsement. 

It is observed from Table 1 that majority of the 

respondents, representing 62.6%, were students. 

This was followed by those who are employed 

18.0%, and those who are self-employed 14.3%. 

Respondents who are retired and those who are full 

housewives represented3.4% and 1.7% of the total 

respondents respectively.

The relationship between exposure to TPO 

endorsement and consumer perception of the 

endorsed productsis presented in Table 2.

Table 2 shows the relationships existing among 

variables. The correlation analysis above is 

conducted to examine the strength of relationships 

existing among variables and verify if these 

relationships are statistically significant. The 

variables include perceived product quality (ppq), 

manufacturer credibility (mc), purchase confidence 

(pc), positive word-of-mouth intention (pwm), 

purchase intention (pi – the dependent variable) and 

Exposure to TPO endorsement. The number of 

observation used for this analysis is 356 due to 

missing information. The result shows that product 

quality is significantly related to manufacturer 

credibility, purchase intention and exposure to TPO 

endorsement at 1%, 5%, and 1% levels of significance 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

Ppq Mc Pc pwm Pi Exposure to TPO endorsement

Ppq Pearson Correlation 1

Sig. (2-tailed)

N

Mc Pearson Correlation .143** 1

Sig. (2-tailed) .007

N 356

Pc Pearson Correlation .059 .199** 1

Sig. (2-tailed) .264 .000

N 356 356

Pwm Pearson Correlation .054 .146** .128* 1

Sig. (2-tailed) .309 .006 .016

N 356 356 356

Pi Pearson Correlation .106* .710** .163** .179** 1

Sig. (2-tailed) .045 .000 .002 .001

N 356 356 356 356

Exposure to Pearson Correlation .164** .082 -.002 .020 .140** 1

TPO endorsement Sig. (2-tailed) .002 .120 .966 .714 .008

N 356 356 356 356 356

Note: **  0.01 level (2-tailed).
Note: * 0.05 level (2-tailed).

Table 2: Correlation Matrix of Variables
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respectively. Since each of their correlation 

coefficients shows a positive sign, it indicates that 

there is a significant positive relationship between 

product quality and each of the variables. This 

implies that product quality moves in the same 

direction with each of manufacturer credibility, 

purchase intention and exposure to TPO 

endorsement. Higher levels of product quality are 

associated with higher levels of manufacturer 

credibility, purchase intention and exposure to TPO 

endorsement and vice versa. The result also shows 

that product quality is not significantly related to 

purchase confidence and positive word-of-mouth 

intention. 

This means that product quality has no relationship 

with these latter variables. The next column 

showsthe relationship between manufacturer 

credibility and other variables aside product quality. 

The result shows that manufacturer credibility is 

significantly related to purchase confidence, positive 

word-of-mouth intention, and purchase intention at 

1% significance level but is insignificantly related to 

exposure to TPO endorsement. Since the significant 

relationships between manufacturer credibility and 

the former variables are positive, it indicates that 

manufacturer credibility moves in the same 

direction with these variables. Higher levels of 

manufacturer credibility are associated with higher 

levels of purchase confidence, positive word-of-

mouth intention, and purchase intention and vice 

versa. On the other hand, the insignificant 

relationship between manufacturer credibility and 

exposure to TPO endorsement implies the two 

variables are not really related. The next column 

shows the correlation coefficients of the relationship 

between purchase confidence and each of positive 

word-of-mouth intention, purchase intention, and 

exposure to TPO endorsement. The result shows that 

purchase confidence is significantly related to 

positive word-of-mouth intention and purchase 

intention at 5% and 1% levels of significance 

respectively. This indicates that purchase confidence 

moves in the same direction with each of positive 

word-of-mouth and purchase intention. This 

implies that higher levels of purchase confidence are 

associated with higher levels of positive word-of-

mouth intention and purchase intention, and vice 

versa. The insignificant relationship between 

purchase confidence and exposure to TPO 

endorsement implies that the two variables are not 

really related. The next column shows the 

correlation coefficients between positive word-of-

mouth intention and each of purchase intention and 

Exposure to TPO endorsement. The result shows 

that positive word-of-mouth intention is 

significantly related to purchase intention but 

insignificantly related to exposure to TPO 

endorsement. This implies that the two variables 

move in the same direction and higher levels of 

positive word-of-mouth intention are associated 

with higher levels of purchase intention and vice 

versa. The next column shows the relationship 

between purchase intention and exposure to TPO 

endorsement. The result shows that both variables 

are positive and significantly related. This implies 

that they move in the same direction and higher 

levels of purchase intention are associated with 

higher levels of exposure to TPO endorsement and 

vice versa. 

Overall, the result shows that all the significant 

relationships existing among variables are not 

really strong except in the case of manufacturer 

credibility and purchase intention. This is evident 

from each of the low correlation coefficient (below 

0.2) and a high correlation coefficient of 

manufacturer credibility and purchase intention 

(0.710). A conclusion can be made from the result 

that the relationship existing among the variables 

are not very high. As such, the variables can be 

included in a regression model without a problem 

of multicollinearity.The logistic regression result of 

the effect of TPO endorsement on consumer 

purchase intention is presented in Table 3.      

Amity Business Review
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Table 3 presents the regression conducted to 

examine the impact of Third Party Organization 

(TPO) endorsement of a consumer product on 

purchase intention in Nigeria. 356 observations (out 

of the total 384 observations) were used to generate 

the result due to missing information. The result 

above employed the heteroskedasticity-robust 

standard errors in order to eliminate the possibility 

of heteroskedasticity (unequal variance) problem 

which may result to rejecting a true null hypothesis. 

The result presented above shows that two variables 

(Manufacturer credibility and Exposure to 

TPO)significantly affect purchase intention of 

consumer goods. Manufacturer credibility 

influences purchase intention at 1% level of 

significance (indicated by its p-value is less than 

0.01) while exposure to TPO influences purchase 

intention at 5% level of significance (indicated by its 

p-value is less than 0.05). Other variables included in 

the model such as Product quality, purchase 

confidence, and positive word-of-mouth intention 

do not significantly influence purchase intention. 

This is because their respective p-values are greater 

than the conventional significance levels – 0.01, 0.05 

and 0.1. This is an indication that the negative effect 

of product quality and the positive effects of 

purchase confidence and positive word-of-mouth 

intention are not significantly affecting purchase 

intention of consumer goods. This implies that these 

variables do not determine consumer purchase of 

TPO endorsed goods. On the other hand, the 

significant positive effect of manufacturer credibility 

and exposure to TPO indicates that higher levels of 

these variables improve consumer purchase 

intention. The coefficient of manufacturer credibility 

(0.643) indicates that a unit improvement in 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

VARIABLES Coefficient z-statistic p-value Variance Inflation Tolerance
Factor (VIF)

Product quality -0.014 -0.33 0.745 1.08 0.954
(0.043)

Manufacturer credibility 0.643*** 11.99 0.000 1.05 0.926
(0.054)

Purchase confidence 0.0231 0.28 0.782 1.05 0.949
(0.083)

Positive word-of-mouth 0.0819 1.06 0.290 1.03 0.968
(0.077)

Exposure to TPO 0.192** 2.01 0.045 1.03 0.969
(0.095)

Constant 1.615*** 2.83 0.005
(0.570)

Observations 356

F-statistic 39.55***

P-value (F-statistic) 0.000

R-squared 0.5163

Mean of VIF 1.05

Robust standard errors in parentheses

*** p<0.01, ** p<0.05, * p<0.1
Source: Authors’ Computation, 2017

Table 3: Ordinary Least Squares (OLS) Regression of Purchase intention on TPO Endorsement
Dependent Variable: Purchase Intention
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manufacturer credibility improves consumer 

purchase intention by 0.643 units and vice versa. The 

coefficient of exposure to TPO (0.192), which entered 

the model as a dummy variable of those that are 

exposed to TPO endorsement indicates that being 

exposed to TPO endorsement implies having an 

improved purchase intention than not being 

exposed to TPO endorsement. The reported F-

statistic shows a high value of 39.55 and p-value of 

0.000 which indicates the overall model is 

significant. This implies that the variables included 

in the model jointly influence purchase intention. 

The reported R-squared of 0.5163 indicates that 

about 51.63% of variations in consumers' purchase 

intention of TPO endorsed products are explained 

by exposure to TPO endorsement and other 

variables included in the model. The mean of 

Variance Inflation Factor (VIF) shows a value of 1.05 

which is low. The VIF of individual variables also 

shows low values of 1.08, 1.05, 1.05, 1.03, and 1.03 

respectively for Product quality, manufacturer 

credibility, purchase confidence, positive word-of-

mouth intention and Exposure to TPO endorsement. 

VIF values that exceed 10 are generally viewed as 

evidence of the existence of problematic 

multicollinearity (Asteriou& Hall, 2016). This 

implies the regression result presented above is free 

of multicollinearity problem.

The outcome of the analyses supports the findings of 

Dean and Biswas (2001) andDean (1999) that TPO 

endorsement is effective in enhancing consumers' 

perceptions of product quality. Also, the regression 

results support Pasqual (2012)and Sangsawang 

(2015) findings that TPO endorsement influences 

consumers' purchase intention.

CONCLUSION AND RECOMMENDATIONS
The major finding from this study is thatthere is a 

positive relationship between exposure to TPO 

endorsement, and perceived product quality, 

manufacturer's credibility, positive word-of-mouth 

and purchase intention. The strength of the 

relationship between perceived quality and 

exposure to TPO endorsement is in linewith the 

findings of Hirose, et al. (2015) which suggested that 

TPO endorsement influences consumer purchase 

intention via perceived quality. This shows that TPO 

endorsement has a strong influence on consumers' 

perception of quality of the endorsed brand. Based 

on the regression analysis on the effect of TPO 

endorsement on consumer purchase intention, the 

resultshows that two variables (Manufacturer 

credibility and Exposure to TPO) significantly affect 

purchase intention of the TPO endorsed consumer 

goods studied in the five selected markets in Lagos, 

Nigeria. However, it was found that word-of-mouth 

is not sufficient enough to promote TPO 

endorsement.

The findings of the study are in consonant with the 

signaling theory which holds that signals convey 

information to other market actors and is intended to 

indicate an otherwise not perceivable quality about 

the signaler. The results suggest that TPO 

endorsements of brands could also function as a 

signal of product quality, and an endorsement of the 

manufacturer of the endorsed brand, thus building 

consumers purchase confidence. 

Drawing from the above, the study, therefore, 

recommends that manufacturers of consumer 

goodsshould take advantage of the significant 

benefits of third-party organisation endorsement for 

their product promotion.Therefore, manufacturers 

of consumer goods must carefully select the third-

party endorser with relatively high credibility in 

order to influence consumer perception of the brand 

being promoted.
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INTRODUCTION
Studies in the field of retail investment state that the 

information available to the investors always 

influences their investment decisions. An investor’s 

thinking process is a cognitive process and is based 

either on his previous experience or the expectations 

arising on the basis of information available to him 

from various sources (Paul and Garodia,2012).

An investor receives the information from different 

sources, processes it in his mind and later on uses it 

for making an investment decision (Paul,2013). In 

fact, information search is one of the most important 

element of an investor’s decision-making process. 

Information search while purchasing an investment 

may result into increased profits and reduced risk of 

loss.

Therefore, investment decisions being important 

and highy risky decisions demand extensive search 

on the part of an investor.

Gender Differences in Sources of  

Investment Information

Men are more likely than women to learn about 

investments on their own rather than from others is a 

general finding of most of the studies conducted on 

gender differences in investment behavior. 

Differences in self confidence, risk tolerance, 

availability of time, familiarity with the investment 

related concepts as well as the gender stereotypes 

are some of the reasons that best explain the 

An investor's thinking process is a cognitive process which is based 

either on his previous experience or upon his future expectations. 

These expectations are based on the information that is available to 

him. Information search is in fact one of the most important element 

of an investors decision-making process. Investment decisions being 

important and highy risky decisions demand extensive search on the 

part of an investor. Difference in self confidence, risk tolerance, 

availability of time, familiarity with the investment related concepts 

as well as the gender stereotypes are the reasons that explain the 

differences in the choice of source of investment information among 

men and women. The sources of information significantly influence 

the extent of an investor's participation in investment activities. 

Therefore, an understanding of the sources that are likely to 

influence the investment decisions of women will help in improving 

the participation of women in investment activities. Thus, the 

present study is an attempt to identify the preferred sources of 

Investment Information among women investors in Punjab and to 

examine whether these preferred sources of Investment Information 

vary across demographics or not. For the purpose of the study, data 

were collected from primary sources using a pre tested, well 

structured questionnaire. Descriptive Statistics as well as the 

Kruskal Wallis test have been used in order to analyze the collected 

data. The results of the study brought out that Personal Opinion and 

Family Recommendation form the basis of investment decision 

making among women investors in Punjab. Further the results of the 

study brought out that the reliance on family recommendation as a 

source of information varies with the education and occupation of the 

respondents. The results of the study also revealed significant 

differences in the preferred sources of investment information of 

women stock investors and non stock investors. Women stock 

investors were found to make investments on the basis of their 

personal opinion while women non stock investors depended upon 

the recommendation of their family at the time of making 

investments.The paper suggests that on account of the fact that 

investment awareness leads to active participation in investment 

activities and vice versa, emphasis should be laid on providing 

women with practical training that will helpin improving their level 

of financial literacy. This would in turn help in improving their 

participation in investment activities. 

Keywords: Information, Kruskal Wallis Test, Preferences, Sources, 

Women.

Sources of Investment Information : 
A Study of Women Investors’ in Punjab

1 2Tina Vohra  and Mandeep Kaur
1 Department of Commerce, BBK DAV College for Women, Punjab

2 Department of Commerce, Guru Nanak Dev University, Amritsar, Punjab

17Amity Business Review
Vol. 18, No. 2, July - December, 2017

21



18

Sources of  Investment Information : 
A Study of  Women Investors’ in Punjab

differences in the choice of source of investment 

information among men and women.

Women also differ from men in the way they search 

for information about investments and are less likely 

to put in huge efforts in order to search for 

investment related information (Hira and 

Liobl,2006).In fact, due to lower levels of self 

confidence and a high amount of risk aversion, 

women prefer to seek the advice of a professional 

(Looney et al.,2007).The theory of time poverty also 

supports women’s demand for easy to read and 

quicker to assimilate financial information (Nathet 

al.,2000).

REVIEW OF LITERATURE
Lewellenet al.(1977) attempted to study the Asset 

portfolio of U.S investors and their decision making 

behavior. The respondents were chosen at random 

from a list of accounts of a brokerage firm over a 

period from January 1,1964 to December 31,1970. 

The responses revealed that journals and 

newspapers were the preferred source of 

information of the investors. Alongwith this, the 

results of the study also revealed that factors such as 

age, income level and gender were the most 

dominant factors effecting an individual investor’s 

investment decisions.

Lin (2002) attempted to study the factors that 

influenced a consumer’s information search. The 

author’s objective was to find out the sources of 

information used by the consumers while making 

investment decisions. Using data from 2000-01 

Macro Monitor, 3759 respondents from the United 

States were selected for the purpose of the study. 

Descriptive Statistics, Factor Analysis, Multiple 

Regression and Logistic Regression were used to 

analyze the results of the study. The results of the 

study revealed that various sources of information 

namely literature, media, Internet, friends/family 

and professional financial services providers were 

used by consumers while making investment 

decisions. The results of the study also brought out 

that investment-specific individual differences, 

personal traits and the demographic characteristics 

of the respondents except education were likely to 

influence a consumer’s information search. The 

authors also found that the choice of sources of 

information used by the consumers varied with the 

consumer characteristics.

Gupta et al. (2004) attempted to take stock of the 

emerging trends and problems in the capital market. 

The study was based on the data collected through 

two successive independent All- India surveys of the 

household investors, conducted in April-June 2001 

and September-October 2002 respectively. Besides 

this, the data was also collected from primary 

sources. The authors found print media to have a 

dominant influence on the investors as 50% of the 

respondents depended upon newspapers as a 

source of investment information.

NASD Investor Education Foundation (2006) 

conducted a national survey in America in order to 

gain knowledge about key factors that influenced 

the investment behavior and the ways in which these 

key factors had an impact on the investment 

decision-making processes of men and women. A 

random sample of 911 U.S. households with annual 

household incomes of $75,000 or higher were 

selected for the purpose of the study. The data was 

collected through telephone interviews conducted 

from October 2005 to February 2006.The results of 

the study revealed men were more likely to make 

adjustments to their investments while women were 

more likely to seek the advice of a financial 

professional prior to making an investment decision.

NCAER (2011) National Council of Applied 

Economic Research, New Delhi and Securities and 

Exchange Board of India conducted an All India 

Survey on “How Households Save and Invest: 

Evidence from NCAER Household Survey” of over 

38,000 households in 44 cities and 40 villages across 

the states and estimated that there were 24.5 million 

investors in India. The survey focused on 
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understanding the behavior of households as 

investors in various financial instruments which 

were traded in markets regulated by SEBI. The 

results of the study revealed that the investors across 

all income/educationcategories found newspapers 

as the preferred source of information while 

investing in an IPO whereas advice given by 

intermediaries and friends was preferred at the time 

of dealing in mutual funds and the secondary 

market.

Nussbaumeret al. (2011) focused on examining the 

information search behavior of customers while 

preparing to make an investment decision. The data 

for the study was gathered from an online survey on 

consumer information behavior for a period from 

September to October 2008.Descriptive Statistics 

were used to analyze the results of the study. The 

results of the study showed that advisory services 

were used at a later stage in the investment decision 

process, after using internet-based professional 

sources, media and personal contacts.

Seth et al. (2011) attempted to find out the most 

preferred sources of information used by the 

individuals while making investment decisions. The 

data for the study was collected with the help of a 

structured questionnaire. Out of 140 questionnaires 

mailed, 105 were found to be useful. The study 

indicated that most of the people relied on telecast on 

T.V channels or advertisements put out in the 

newspapers and magazines to learn about financial 

products followed by advice from friends. On the 

other hand, individuals preferred to rely on brokers 

while investing in stock market.

Ntalianis (2012) tried to determine the importance 

placed by superannuation fund members on the 

various sources of investment information. The 

sample for the study was drawn from 6000 staff 

members belonging to 27 universities of Australia, 

having a defined contribution fund. Descriptive 

Statistics and Chi Square test of Independence were 

used to analyze the results of the study. The results of 

the study revealed that most of the respondents 

relied upon friends and colleagues as the most 

important sources of information followed by 

newspaper publications, financial advisor, financial 

magazines, radio and television. The authors also 

found that women being less aware about 

investments and finance matters were more likely to 

depend upon financial advisors, friends and 

colleagues for information while men were more 

likely to find newspaper publications and financial 

magazines as important sources of information.

Chaudhry and Alansari (2013) attempted to 

investigate the various types of information that the 

investment professionals considered crucial in order 

to support their investment decisions, the sources of 

information that were preferred by investment 

professionals in order to advise their clients and the 

difficulties experienced by them while finding 

investment information. The data for the purpose of 

the study was collected from 44 companies 

identified from the companies mentioned in the 

Capital Standards Directory and Union of 

Investment Companies. The results of the study 

portrayed that investment professionals in Kuwait 

relied heavily on electronic and digital sources in 

order to find investment related information.

PFS (2014) attempted to study the public’s views 

towards the retail  investment advice market. The 

data for the study was collected from an online 

survey of 2,038 consumers belonging to 

England,Scotland and Wales. The results of the 

study brought out that internet was the main source 

of information for retail investors followed by 

newspapers and magazines. The authors suggested 

that the advisers need to increase their online 

presence in order to reach the retail investors.

Surendar (2015) tried to look into the strategies 

adopted by retail investors while investing in equity 

shares. The author’s objective was to find out the 

sources of information of retail investors in India. 

The data for the study was collected from 100 retail 
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investors belonging to the cities of Bangalore, 

Chennai, Hyderabad, Mumbai and Warangal. 

Descriptive Statistics were used to analyze the 

results of the study. It is found that the information 

required for trading in equity investments was 

obtained from various sources namely financial 

press, stockbrokers, past literature, company’s 

publications and advice & counseling from 

investment advisers.

Dioufet al. (2016) attempted to understand the 

behavior and choices of investors with regard to SRIs 

(socially responsible investments).The authors 

objective was to  probe into the strategies framed for 

promoting socially responsible investment. The data 

for the study was gathered through various online 

surveys. Bivariate and Multivariate analysis were 

used to analyse the results of the study. The results of 

the study brought out that advertisements and the 

Internet were the most frequently used sources of 

information for promoting socially responsible 

investments.

RESEARCH DESIGN
Need of the study

Women are holistic thinkers, concerned about the 

various aspects of an issue and therefore need to 

possess adequate investment information for better 

decision making with regard to the complex world 

of investing.

Since the sources of information significantly 

influence the extent of an investor’s participation in 

investment activities, an understanding of the 

sources that are likely to influence the investment 

decisions of women will help the professionals in the 

field of financial education in creating investment 

awareness among them. This would in turn help in 

improving the participation of women in investment 

activities, thereby leading to sustainable growth and 

development of the economy.

Objectives: Following are the specific objectives of 

the study:

1. To identify the sources of investment 

information of women investors in Punjab.

2. To study the differences in the sources of 

investment information of women stock 

investors’ and women non stock investors’.

3. To examine the whether the preferred source of 

investment information of women investors 

vary across demographics or not.

Data Base and Research Methodology

The preference of women investors for various 

sources of investment information was examined 

with the help of a pre-tested, well-structured 

questionnaire. The questionnaire was divided into 

two parts. The first part of the questionnaire was 

designed to find out the most preferred sources of 

investment information of women investors in 

Punjab. The respondents were asked to assign ranks 

to the various sources of investment information. 

Seven sources of investment information identified 

on the basis of the review of literature were used in 

order to determine the most preferred source of 

investment information of women investors. The 

sources of investment information considered for 

the purpose of the study are namely Personal 

Opinion, Family & Friends, Intermediaries, T.V, 

Print Media, Internet and Word of Mouth. The 

second part of the questionnaire was related to the 

demographic profile of women investors. 

Demographic variables, namely age, marital status, 

occupation, education and monthly income were 

considered for the purpose of the study. The data 

were collected from 400 women (200 stock and 200 

non stock investors) from the four major cities of 

Punjab, i.e. Amritsar, Jalandhar, Ludhiana and 

Chandigarh. Women investors were selected using 

Purposive Sampling Method. The questionnaires 

were sent to the respondents by post. Online 

questionnaires were also mailed to the respondents. 

The survey was conducted during December,2013 to 

September,2014. The Sum of percentages assigned to 
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the various sources of investment information and 

the Kruskal Wallis test were used in order to analyze 

the collected data.

Sample Characteristics

As far as the demographic profile of the respondents 

is concerned, the sample comprised of variety of 

respondents belonging to different financial and 

professional backgrounds. The demographic profile 

of the sampled respondents is presented in Table 

no.1. The table shows that the majority of the 

respondents (47.8%) belonged to the age group of 20- 

30 years, followed by 34.8% respondents belonging 

to the age group between 30-40 years. The next 

category of respondents was of the age group of 40-

50 years (11.8%).The respondents falling in the age 

category of 50-60 were 4.8%, while those falling in 

the age category of above 60 formed just 1% of the 

sample.

Amity Business Review
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Table 1: Demographic Profile of Respondents

Demographic Variables No. of Respondents (%)

20- 30 191(47.8)

30-40 139(34.8)

40-50 47(11.8)
Age (Yrs)

 50-60 19(4.8)

60-70 4(1.0)

Total 400 (100)

Married 271(67.8)

Single 116 (29.0)

Marital Status Divorcee 9(2.3)

Widow 4(1.0)

Total 400 (100)

Matriculation 5(1.3)

Under Graduation 7(1.8)

Graduation 129(32.3)
Education Level

Post Graduation 255(63.8)

Any other 4(1.0)

Total 400 (100)

Businesswoman/Self employed 109(27.3)

Professional 84(21.0)
Occupation

Service 207(51.8)

Total 400(100)

Less than 40000 173(43.3)

40000-60000 111(27.8)

Personal Monthly Income (Rs.) 60000-80000 47 (11.8)

More than Rs 80000 69 (17.3)

Total 400 (100)

Source: Author's own Calculations. Based on collected data.
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As far as the marital status of the respondents is 

concerned, most of the respondents i.e. 67.8% 

respondents in the sample were married while 29% 

of them were single, 2.3% were divorced and the rest 

1% widowed. As far as respondent's occupation is 

concerned, the table shows that majority of the 

respondents belong to service category (51.8%), 

followed by businesswomen/self employed women 

(27.3%).Professional women constituted 21% of the 

sample. Since the sample respondents were only 

working women, therefore housewives did not form 

a part of the sample. Table 1 also shows the 

education level of the sampled population. It brings 

out that 63.8% of the respondents were post 

graduates followed by graduates (32.3%).Few of 

them were undergraduates (1.8%) followed by 1.3% 

of the respondents with a matriculation degree and 

only 1% of the respondents had a doctoral degree. 

The income categorization, shows that 43.3% of the 

respondents belonged to the personal monthly 

income category of less than Rs. 40000 followed by 

27.8% belonging to the income category of Rs. 40000-

60000.Only 11.8% of the respondents were of the 

income category of 60000-80000 while 17.3% of the 

women belonged to the income category of above 

Rs.80000 income.

ANALYSIS AND DISCUSSION
The sum of ranks assigned to the various sources of 

investment information and the Kruskal Wallis test 

was used in order to analyze the collected data. The 

ranks given by the respondents to various sources of 

investment information were added and since the 

ranks were assigned in ascending order of 

preference i.e. from 1 to 7, the source of information 

with the lowest sum was found to influence women 

the most (shown in table no.2). Therefore, family 

recommendation and personal opinion are the most 

important sources of investment information for 

women investors.

After determining the most preferred source of 

investment information of women investors, the 

Kruskal Wallis test was used to find out whether 

personal opinion and family recommendation are 

the preferred sources of investment information of 

women investors across demographics. Along with 

this another hypothesis was set to study the 

differences in the sources of investment information 

of women stock investors' and women non stock 

investors'.

The following hypotheses were framed in order to 

measure the effect of demographics on the Preferred 

Amity Business Review
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Source: Calculated through SPSS, Note: Sum of Percentage is obtained by adding the product of (Percentage ×Frequency).

Table 2: Sum of Ranks for various sources of Investment Information

               Sources Personal Family Intermediaries TV Print Internet Word of 
Opinion (Frequency) (Frequency) (Frequency) (Frequency) (Frequency) MouthRank

(Frequency) (Frequency)

1 (Very Preferred) 151 136 8 62 10 20 13

2 106 102 29 60 39 41 25

3 40 52 57 62 60 69 60

4 41 36 63 77 88 60 35

5 19 40 68 70 90 73 40

6 22 16 94 48 76 78 64

7 (Least Preferred) 21 18 81 21 37 59 163

Sum 1021.00 1062.00 1960.00 1461.00 1785.00 1795.00 2108.00
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Source of Investment Information of women 

investors:

H : There is no significant relation between the Age 01

of women investors and their Preferred Source of 

investment Information.

H : There is no significant relation between the 02

Marital Status of women investors and their 

Preferred Source of investment Information.

H : There is no significant relation between 03

Educational Qualification of women investors and 

their Preferred Sources of investment Information.

H : There is no significant relation between 04

Occupation of women investors and their Preferred 

Sources of investment Information.

H : There is no significant relation between Personal 05

Monthly Income of women investors and their 

Preferred Sources of investment Information.

H : There is no significant difference between the 06

Preferred Sources of investment Information of 

women stock investors and non stock investors.

The Chi-Square values (as shown in table 3) point out 

that women investors believe in their personal 

opinion while making investment decisions. 

Moreover, the reliance on family recommendation 

as a source of information varies with the education 

and occupation of the respondents.

Although, the number of respondents in the 

education groups namely matriculat ion,  

undergraduate and doctorate is too small, the 

results of the Kruskal Wallis test reveal that post 

graduate women depend the most on family 

recommendations. Further, women in service 

depend more upon family recommendation as 

compared to businesswomen. 

As far as the differences in the preferred sources of 

investment information of women stock investors 

and non stock investors are concerned, women stock 

investors are more likely to make investments on the 

basis of their personal opinion while women non 

stock investors depend upon the recommendation of 

their family at the time of investing. The difference in 

thelevel of financial knowledge leads women non 

stock investors to rely more on family 
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Table 2: Sum of Ranks for various sources of Investment Information

Source of Investment Age N Mean Chi- df Sig. Decision
Information Rank Square

Personal Opinion 20-30 198 209.01 8.862 4 .065 Accept the Null Hypothesis

30-40 137 195.31

40-50 44 162.06

50-60 17 230.03

60-70 4 254.63

Total 400

Family Recommendation Age N Mean 5.126 4 .275 Accept the Null Hypothesis
Rank

20-30 198 188.68

30-40 137 208.59

40-50 44 220.43

50-60 17 224.32

60-70 4 188.00

Total 400
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Source of Investment Marital N Mean 3.070 3 .381 Accept the Null Hypothesis
Information Status Rank

Personal Opinion Married 262 194.64

Single 126 212.87

Divorcee 8 218.69

Widow 4 158.50

Total 400

Family Recommendation Marital Status N Mean Rank  7.075 3 .070 Accept the Null Hypothesis

Married 262 209.05

Single 126 184.18

Divorcee 8 147.88

Widow 4 259.75

Total 400
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Source of Investment Education N Mean 4.799 4 .309 Accept the Null Hypothesis
Information Rank

Personal Opinion Matriculation 4 219.00

Under Graduate 6 290.83

Graduate 113 205.70

Post Graduate 274 196.32

Doctorate 3 180.67

Total 400

Family Recommendation Education N Mean Rank 13.979 4 .007* Reject the Null Hypothesis

Matriculation 4 258.00

Under Graduate 6 260.17

Graduate 113 224.29

Post Graduate 274 187.44

Doctorate 3 301.17

Total 400

Source of Investment Occupation N Mean 1.007 2 .604 Accept the Null Hypothesis
Information Rank

Personal Opinion Businesswoman/ 109 195.41
Self Employed

Professional 84 193.89

Service 207 205.86

Total 400

Family Recommendation Occupation N Mean Rank 8.101 2 .017* Reject the Null Hypothesis

Businesswoman/ 109 221.66
Self Employed

Professional 84 209.73

Service 207 185.62

Total 400
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Source of Investment Stock Investors/ N Mean 8.330 1 .004* Reject the Null Hypothesis
Information Non Stock Investors Rank

Personal Opinion Non Stock Investors 200 216.55

Stock Investors 200 184.45

Total 400

Family Recommendation Stock Investors/ N Mean Rank 13.979 1 .000* Reject the Null Hypothesis
Non Stock Investors

Non Stock Investors 200 179.55

Stock Investors 200 221.46

Total 400

Source of Investment Personal Monthly N Mean 3.193 3 0.363 Accept the Null Hypothesis
Information  Income Rank

Personal Opinion Less than 40000 173 208.90

40000-60000 111 189.09

60000-80000 47 211.47

More than 80000 69 190.32

Total 400

Family Recommendation Personal Monthly N Mean 0.917 3 0.821 Accept the Null Hypothesis
Income Rank

Less than 40000 173 196.13

40000-60000 111 202.18

60000-80000 47 197.37

More than 80000 69 210.89

Total 400
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recommendations as compared to having faith in 

their Personal Opinion. The finding is in consonance 

with that of Fonseca et al. (2010) and Hira and Loibl 

(2006).

MANAGERIAL IMPLICATIONS OF THE STUDY
Following are the managerial implications of the:

• The results of the study bring out that the 

differences in the level of financial knowledge 

leads women non stock investors to depend on 

their family for advice while women stock 

investors can rely upon their personal opinion. 

Therefore, providing women with practical 

training will help in improving the level of 

financial literacy among them, thereby 

improving their participation in investment 

activities. 

• The society needs to provide adequate support 

to women in order to acquire sufficient 

knowledge in order to deal in financial matters. 

Women will not able to ensure their financial 

well being until and unless they get an adequate 

support from the society.

CONCLUSION 
Gender differences in investment behaviour have 

always existed around the world and have been the 

concern of researchers, financial advisors and 

Amity Business Review
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Source: Calculated through SPSS,Kruskal Wallis Test, Grouping Variables,* indicates significant at 5% level of significance
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companies. Research on gender differences in 

investment behavior suggests that women are not 

able to behave in the same manner as men in dealing 

with investments. Due to gender differences in the 

behaviour of individual investors, women investors 

exhibit different investment related characteristics 

and rely upon different sources of investment as 

compared to men.

Therefore, the current study attempted to identify 

the sources of investment information that are 

preferred by women investors in Punjab while 

making investment decisions.

The results of the study brought out that personal 

opinion and family recommendation form the basis 

of investment decision making among women 

investors in Punjab. The results also point out the 

differences in the sources of information of women 

stock investors and non stock investors. 

The findings of the study throw light on the fact that 

investment awareness and active participation in 

investment activities go hand in hand. The increase 

in the level of investment awareness leads to 

increased participation in investment activities. On 

the other hand,actively participating in investment 

activities makes the investors aware about 

investments. It is mainly due to the fact that women 

stock investors have learnt a lot about investments 

by investing in the stock market that they are able to 

rely on their personal opinion while women non 

stock investors still have to depend upon their 

family for advice while making investment 

decisions. 

SCOPE FOR FURTHER RESEARCH
• Research needs to be carried out on specific 

segments of women investors such as rural 

women, pure housewives etc. in order to find 

out their sources of investment information. 

Also a comparison of the sources of investment 

information of women investors belonging to 

different segments can be made.

• The sources of investment information of 

women investors with regard to different 

segments of the securities market i.e. IPO, 

Mutual Funds, Derivatives,etc can also be 

examined separately.

• A comparative study of men and women 

investors can be carried out in order to find out 

their sources of investment information. 
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INTRODUCTION
Corporate Social Responsibility (CSR) is not only a 

mechanism to compete in the market, but also a 

means of gaining the poise and support of 

stakeholders. The companies that show that they are 

responsible against the stakeholders as well are 

more likely to gain this confidence. The increase in 

the organizational commitment and job satisfaction 

is very natural when the employees observe that 

their company also works for the social wealth 

through CSR implementations. Hence, it is possible 

to create a working environment that fulfills the 

expectations of both the company and the 

employees. The relationship between a business and 

its employees can be regarded as a precondition for 

CSR: if a company does not assume a high level of 

responsibility toward its own staff, it is unlikely to 

do so toward its customers or the social and natural 

environment in which it operates (Johnston, 

2001).However, little research attention has been 

devoted to the relationship between job satisfaction 

and CSR. Chong (2009) found positive correlations 

between identification with the organization’s 

values and satisfaction with the workplace on the 

one hand, and other direct involvement in CSR 

activities on the other. Lee and Chang (2008) found 

that peripheral appreciation of the organization is a 

fundamental factor in employee satisfaction 

because, according to the social identity theory, 

employees are proud to identify with organizations 

that have constructive reputations. Some studies 

This is a conceptual paper to study how CSR practices 

influence job satisfaction and corporate reputation based 

on employees' perspectives. This paper investigates the 

link between corporate social responsibility and job 

satisfaction, which is a more widely recognized measure to 

assess the well-being at work. The study is based on 

primary and secondary data. Data has been collected on 

the survey of 3600 respondents indifferent industrial 

sectors in different areas in Bangladesh. Findings of the 

study indicate that employees' assessments on various 

aspects of their job are noticeably higher in firms that are 

perceived as more engaged in CSR activities both towards 

their internal and external stakeholders. A further 

outcome of the study emphasizes the negative link between 

firm size and corporate social responsibility, thus 

reflecting that smaller firms tend to show higher 

assessments regarding CSR. The study suggested that for 

effective CSR activities every firm can emphasizeon its 

stakeholder engagement.

Keywords: Corporate Social Responsibility, Job 

Satisfaction, Stakeholders, Employee engagement.
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have argued that there is a relationship between 

organisational reputation and job satisfaction of 

employees. Therefore, CSR put into practice as an 

organisational ethics provide to strengthen the 

casual contract between employees and the 

organizations by satisfying organizations obligation 

to provide a desirable employment situation for its 

employees which lead to job satisfaction.CSR 

initiatives and practices are a top-down strategy that 

is usually enforced by the top management of the 

companies, whereby many of their employees may 

not be aware of and have insufficient knowledge 

about the practices of CSR. This paper focuses on the 

link between corporate social responsibility and job 

satisfaction measures. The empirical study will base 

on working environment and labor survey in 

Bangladesh different organizations in different 

places. In total, 3600 employees were questioned 

over the period in 2015. As main research methods, 

various quantitative methods such as mean 

comparison, one-way analysis of variance 

(ANOVA) as well as correlation and factor analyses 

are applied by the IBM SPSS version 20.

LITERATURE REVIEW
Tamm et al, (2010), this paper investigated the link 

between corporate social responsibility and job 

satisfaction, which is a more widely recognized 

measure to assess well-being at work. Based on the 

survey of 3637 employees in Estonia, Latvia and 

Lithuania, measures of internal and external social 

responsibility were found to be positively associated 

with job satisfaction. Findings of the study indicated 

that employees’ assessments on various aspects of 

their job were noticeably higher in firms that were 

perceived as more engaged in CSR activities both 

towards their internal and external stakeholders. A 

further outcome of the study emphasized the 

negative link between firm size and corporate social 

responsibility thus reflecting that smaller firms tend 

to show higher assessments regarding CSR. Similar 

relationships were also found between firm size and 

job satisfaction.

Tziner &oren (2011), this study therefore examined 

the connections between the macro concept of CSR 

and micro research in the employee dimensions of 

organizational justice and job satisfaction. 

Questionnaires measuring CSR, organizational 

justice, and job satisfaction were completed by 101 

employees. Results show that CSR was positively 

related to both organizational justice and job 

satisfaction. In addition, the relationship between 

CSR and job satisfaction was found to be mediated 

by organizational justice. The discussion stresses the 

value of CSR as a business strategy.

Arcan (2014), this paper investigated the employees’ 

perception on corporate social responsibility, and 

examined the effect of this perception on 

organizational commitment and job satisfaction. 

Hence, the individual factors that have an impact on 

this perception, namely gender, age, education level, 

the hierarchical position in the organization, the 

working time and the participation to the company’s 

social responsibility projects, were considered. The 

data collection was through a survey conducted 

among the employees of Turkish Petroleum 

Refineries Corporation (TUPRAS), the third most 

profitable and the largest private firm quoted to the 

Borsa Istanbul. From the findings obtained through 

chi square, t-test and ANOVA, one can observe an 

insignificant relation between organizational 

commitment and job satisfaction, and perceptions of 

corporate social responsibilities.

Jie & Hasan (2015) , this was a conceptual paper to 

study how CSR practices influence job satisfaction 

and corporate reputation based on employees’ 

perspectives. The study reviewed the literature to 

explore links between CSR, job satisfaction, and 

corporate reputation. The findings of the paper 

included conceptual evidence that employees’ 

involvement in CSR positively correlates with job 

satisfaction and corporate reputation. The literature 

on CSR argued for organisations to focus on 

employees as one of the key contributing factors for 

reputational management. This paper highlights the 

need for further investigation on CSR and job 

Amity Business Review
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satisfaction particularly in relation to corporate 

reputation of organisations in a Malaysian 

perspective. The study provided a fresh perspective 

to the understanding of the CSR practices by 

exploring the job satisfaction of employees as 

organisational commitment and demonstrating the 

value of corporate reputation.

From the above literatures it was found that there is 

positive relation between job satisfaction and 

corporate social responsibility. It was included 

conceptual evidence that employees’ involvement in 

CSR positively correlates with job satisfaction and 

corporate reputation and also found that similar 

relationships between firm size and job satisfaction.

METHODOLOGY
Sample of the Study

It is an empirical analysis we have used the different 

Export Processing Zone (EPZ) and Small and 

Medium Industrial areas of Bangladesh in 2015. The 

sample consists of 3600 respondents from different 

areas. It is specific to our sample that 60% of 

respondents represent micro sized firms (1-10 

employees) and 25% are employed by small firms 

(11-50 employees), but just a small share of 

respondents come from medium sized (10%) or big 

(5%) firms. As a matter of fact, if we look at real 

situation in survey year, the percentage of micro 

sized firms was even larger, but all other groups had 

smaller shares than in our sample. Thus we can say 

that in our sample, micro sized firms are under-

represented while all other categories are over-

represented. Regarding the capital ownership, the 

sample corresponds quite well to the actual 

situation. In case of the field of activity, agricultural 

sector is under-represented and manufacturing 

firms over-represented; while other fields’ share in 

the sample responds relatively well to the reality. 

Out of all respondents, 62% are females and 38% 

males, indicating that females are overrepresented 

in the sample as compared to real numbers.

Data Collection

Primary Data

Job satisfaction was measured using 15 statements 

about various aspects of job that are assigned as 

essential in the CSR context. Those aspects are: basic 

pay, career opportunities, supervision, working 

conditions, social relations and workload. Typical 

questions included: “to what extent are you satisfied 

withcareer opportunities i.e. chances for promotion 

in your job”, “to what extent are you satisfied with 

social protection provided by your employer e.g. 

medica l  insurance ,  acc ident  insurance ,  

pensioncontribution”. In each case respondents 

were asked to respond ona four-point scale i.e.TS= 

Fully Satisfied, RS= Rather Satisfied, RNS= Rather 

not Satisfied and NS= Not Satisfied at all.

Secondary Data

The study based on primary data and secondary 

data. Secondary data has been collected from 

different sources such Annual report of respective 

company, CSR related books, Article and web site.

Test

We used descriptive statistics such as means, 

minimum, maximum and Standard Davison, mean 

comparison methods such as t-test and one-way 

analysis of variance (ANOVA), correlation and 

factor analysis by using IBM SPSSversion 20.

ANALYSIS
C o m p o s i t i o n  o f  C o r p o r a t e  S o c i a l  
Responsibility Index

CSR index has been identified in two steps and was 

based on the following initial variables. As a first 

step, variables have been selected out of the survey 

questionnaire which according to our view could be 

used as proxies for assessing internal and external 

social responsibility. For both internal and external 

side of CSR three initial variables have been chosen 

and their mean value reflects respective partial 

indexes. Finally, the CSR index was found as a mean 

of all six initial variables. The argument of 

computing the indexes is presented in the following.

Amity Business Review
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Table 01: Descriptive statistics for the composed CSR indexes

N Minimum  Maximum Mean SD Variance

Overall CSR index 3485  1.004.00 1.8788 0.634500.414

Internal CSR index27881.00 4.00 1.8950 0.680600.427

External CSR index 33771.00 4.00 1.88800.663460.445

Valid N (listwise) 2861

Notes: N=sample size; SD=standard deviation
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The argument of how CSR index has been composed

Initial variables from Employees’ Survey Computed variables

• Management and employee relations are honest and fair 

• For employee welfare Management takes care Internal CSR index

• Management listens to workers’ health and safety concerns

• Management takes special care for environment and society 

• Management behavior is honest for relations with customers and others

• Management is always consider External CSR index

social obligations to the community

Above Table 01 shows that both partial indexes and 

final CSR index range from one to four as indicating 

to minimum and maximum values respectively 

whereby lower number reflects to higher CSR as 

perceived by respondents.

Table 2 presents the results of ANOVA test for 

groups on the basis of company size. It is evident 

from the Table that there is a uncomplicated 

relationship between company size and CSR 

activities. Namely, bigger firms seem to be more CSR 

oriented according to employees' views. But 

the previous studies found that this finding is 

not in line with some earlier studies indicating 

that small firms tend to be socially more responsible. 

“As argued by Meznar and Nigh (1995), larger firms 

are more resistant to influences and, therefore, are 

less socially responsive” (Tamm,2010). However, 

some other studies found that bigger firms 

possessing more resources would be able to take 

more activities that are considered as socially 

responsible ones. 

Table 02: CSR index according to company size

Micro (1-9 employees) Mean 1.93

SD 0.613

N 2260

CV 31.77

Small (10-49 employees) Mean 1.98

SD 0.641

N 760

CV 32.37

Medium (50-249 employees) Mean 2.10

SD 0.653

N 415

CV 31.10

Big (250 and more employees) Mean 2.15

SD 0.619

N 165

CV 28.80

ANOVA    test F statistic 18.995

p-value 0.000***

Author’s calculated by SPSS IBM Version 20
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Table 03: CSR index according to capital ownership

Local Mean 1.95

SD 0.656

N 3005

CV 33.64

Foreign Mean 2.29

SD 0.535

N 237

CV 23.36

Joint venture Mean 2.15

SD 0.661

N 358

CV 30.74

ANOVA    test F statistic 13.586

p-value 0.000***

Author’s calculated by SPSS IBM Version 20

(Notes: N=sample size; SD=standard deviation; ***= differences in 
means are significant at 0.01 level)
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Table 3 presents the results of ANOVA test for 

groups on the basis of companies position. It is 

evident from the Table 3 that there is a 

uncomplicated relationship between company 

position and CSR activities. Namely, foreign 

firms seem to be more CSR oriented according 

to employees' views. But the local companies 

are not more initiatives for csr activities. For 

more business reputation every foreign 

company has taken more initiative for social 

responsibility.

Table 4 presents the results of ANOVA test 

for groups on the types of companies' position. 

It is evident from the Table 4 that there is a 

uncomplicated relationship between company 

position and CSR activities. Namely, Public 

administration firms and Manufacturing firms 

seem to be more CSR oriented according to 

employees' views. But the Agriculture and 

Trade companies are not more initiatives for csr 

activities. 

Above Table 05 shows that there is a significant 

relationship among sectors.

For easier comparison of results, responses have 

been grouped according to  CSR index.  

Consequently, Initial sample of firms was divided 

into three groups depending on perceived CSR level. 

The existing differences between groups according 

to CSR index have also been confirmed by ANOVA 

analysis. Respective outcomes show in Table 6.The 

Table reflects that mean values of CSR index in three 

groups diverge to a large extent. It is evident that the 

Amity Business Review
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Table 04: CSR index according to the field of activity

Agriculture/ Forestry/ Fishing Mean 1.80

SD 0.579

N 180

CV 32.17

Manufacturing Mean 2.14

SD 0.663

N 694

CV 30.98

Services Mean 1.95

SD 0.613

N 1590

CV 31.44

Trade Mean 1.97

SD 0.675

N 730

CV 34.26

Construction Mean 1.90

SD 0.624

N 274

CV 32.84

Public administration Mean 2.18

SD 0.585

N 132

CV 26.83

ANOVA    test F statistic 4.721

p-value 0.000***

Author’s calculated by SPSS IBM Version 20.
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(Notes: N=sample size; SD=standard deviation; ***= differences 

in means are significant at 0.01 level).

Above Table 07 shows that all variables turned out to 

demonstrate statistically significant outcomes. It is 

found that the lowest satisfaction level in terms of all 

variables except career opportunities and workload 

in the public administration firms seem to contrast 

with all others by demonstrating. Satisfaction with 

workload is the highest in public sector and service 

firms, working conditions are most highly assessed 

in agricultural firms, social relations are 

comparatively highly evaluated in trade and 

construction companies, career opportunities seem 

to be the best in construction sector, best perceived 

supervision and basic pay is given by agricultural 

firms. Thus, it follows from the results that generally, 

employees from agricultural sector are the most 

satisfied, employees from public administration are 

the least satisfied and employees from other sectors 

remain in-between. In fact, it is to some extent 

surprising that agricultural firms demonstrate 

the highest satisfaction level regarding working 

conditions, supervision and basic pay. However, 

they are least satisfied with their workload and 

career opportunities, which is quite an expected 

result. Another interesting outcome is related with 

public sector firms that indicate the worst results in 

four out of six aspects.

Above Table 10 shows that the smaller company, the 

more satisfied are employees with different aspects 

Amity Business Review
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Table 05:  CSR index according to respondent’s occupation

Manager/ Top specialist Mean 1.98

SD 0.625

N 432

CV 31.57

Clerk (public sector) Mean 2.14

SD 0.615

N 340

CV 28.74

Worker in private sector Mean 1.95

SD 0.626

N 1573

CV 31.94

Manual worker in private sector Mean 2.15

SD 0.658

N 920

CV 30.60

Manual worker in public sector Mean 2.23

SD 0.736

N 196

CV 33.00

Self-employed/ Farmer Mean 1.80

SD 0.619

N 82

CV 34.39

ANOVA    test F statistic 9.152

p-value 0.000***

Author’scalculated by SPSS IBM Version 20.

mean of CSR index in the highest and the lowest 

group differs by 1.420 scale-points, which is a 

remarkable difference. From the above Table 6, it 

clearly appears that the respondents' assessments 

regarding changed opportunities to influence 

management's decisions also considerably differ 

among various groups.

Table 06: Results of ANOVA test for the differences 
in CSR index on the basis of firm groups

Mean SD N CV

High level of CSR 1.330 0.260 1219 19.55

Medium level of CSR 1.950 0.112 1294 5.74

Low level of CSR 2.750  0.440 1087 16.00

ANOVA test F-statistic 6720.34

p-value 0.000***

Author’s calculated by SPSS IBM Version 20.

(Notes: N=sample size; SD=standard deviation; ***= differences in 
means are significant at 0.01 level).
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Notes: N=sample size; SD=standard deviation;Job satisfaction measures: smaller value refers to higher satisfaction level and vice 
versa; ***= differences in means are significant at 0.01 level; **= differences in means are significant at 0.05 level

Selected Areas Statistic Workload Conditions Relations Career Supervision Basic pay

Micro Mean -0.084 -0.025 -0.097 -0.077 -0.096 -0.053

SD 0.951 0.996 0.924 0.924 0.990 0.956

N 1634 1524 2175 1923 1530 2170

Small Mean 0.136 0.045 0.126 1.079 0.123 1.040

SD 1.070 1.022 1.044 0.086 0.989 0.095

N 530 530 532 630 706 730

Medium Mean 0.143 0.029 0.071 0.188 0.188 1.095

SD 1.077 1.083 0.955 1.015 1.015 0.184

N 290 292 381 292 351 395

Big Mean 0.144 0.070 1.082 0.143 0.223 1.199

SD 1.010 1.040 0.124 1.033 1.056 0.274

N 116 116 145 116 140 163

ANOVA test F-statistic 9.919 0.935 14.043 4.476 12.223 17.927

p-value 0.000*** 0.423 0.000*** 0.004** 0.000*** 0.000***

Author’s calculated by SPSS IBM Version 20.

Table 08: Results of ANOVA test for the differences in job satisfaction on the basis of firm size

Selected Areas Statistic Workload Conditions Relations Career Supervision Basic pay

Agriculture Mean 0.141 -0.208 0.051 0.106 -0.169 -0.18

SD 0.953 0.851 0.879 1.003 0.913 1.025

N 122 122 122 142 154 166

Manufacturing Mean 0.063 0.005 0.035 0.09 0.068 0.013

SD 0.997 1.101 1.021 1 1.031 1.008

N 447 447 447 547 628 674

Services Mean -0.039 -0.037 0.019 -0.048 -0.031 0.004

SD 0.966 0.986 1.007 0.973 0.987 0.986

N 1137 1137 1137 1346 1478 1525

Trade Mean 0.097 0.092 -0.152 0.102 0.076 -0.009

SD 1.095 1.039 1.008 1.072 1.037 1.032

N 469 469 469 571 662 705

Construction Mean -0.056 -0.022 -0.009 -0.139 -0.154 -0.075

SD 0.965 0.959 0.897 0.962 0.949 0.978

N 191 191 191 226 259 259

Public administration Mean -0.012 0.25 0.282 0.037 0.154 0.315

SD 1.012 1.103 1.025 0.944 0.918 0.896

N 105 105 105 111 123 129

ANOVA test F-statistic 2.197 3.506 4.102 3.954 4.34 3.986

p-value 0.052* 0.004** 0.001*** 0.001*** 0.001*** 0.001***

Author’s calculatedby SPSS IBM Version 20.

Table 07: Results of ANOVA test for the differences in job satisfaction on the basis of the field of Activity
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of job. Regarding the indicators of workload, social 

relations, supervision and basic pay microfirms 

demonstrate the highest satisfaction level, followed 

by small, medium and big firms. In terms of career 

opportunities, mediumsized firms seem to show 

somewhat better results compared to small firms, 

but this is a subtle difference.

FINDINGS
1. According to findings, employees in public 

administration are relatively the most 

unsatisfied with their pay, supervision, social 

relations at workplace and working conditions. 

Indeed, public sector wages are not competitive 

compared to private sector, but dissatisfaction 

with other aspects seems rather unexpected. 

However, low level of satisfaction in public 

sector could be explained by company size, 

because in our sample, the share of large firms is 

predominantly the biggest.

2. The study found that generally, employees 

working in smaller firms tend to be more 

satisfied with various aspects of their job.

3. The study found that regarding the indicators of 

workload, social relations, supervision and 

basic pay micro firms demonstrate the highest 

satisfaction level, followed by small, medium 

and big firms.

4. The study found that all aspects of job 

satisfaction except social relations turned out to 

have stronger relationships with internal CSR 

measure. 

5. The study found that ANOVA tests have been 

applied to check for statistically significant 

differences according to company size, capital 

ownership, field of activity and occupation of 

the respondent. Except capital ownership, other 

classifications of the sample reflected 

statistically significant results.

CONCLUSION
The growing awareness of the issue of corporate 

social responsibility has raised the questions about 

how responsible behavior of firms would impact 

employees’ well-being. This paper investigates the 

link between corporate social responsibility and job 

satisfaction, which, as pointed out by Clark and his 

co-authors (1997), is a more widely recognized 

measure to assess well-being at work. While 

analyzing the relationships between CSR and 

different aspects of job satisfaction such as 

workload, working conditions, social relations, 

career opportunities, supervision and basic pay the 

findings clearly showed that employees working for 

low CSR companies obviously felt less satisfied with 

any aspects of job. The largest gap between 

assessments of employees in low and high CSR 

companies derives from the estimates given to 

supervision, basic pay and working conditions. 

Hence, these can be interpreted as the most essential 

factors indicating to positive relationships between 

CSR and job satisfaction. The confirmed positive link 

between corporate social responsibility and job 

satisfaction has important implications. As 

employees feel better off in firms that commit 

themselves more to socially responsible activities, it 

indicates that developing socially responsible 

practices can be seen as a means to enhance job 

satisfaction among the employees in the workplace. 

As indicated by Brammer et al (2007), greater job 

satisfaction is expected to augment organizational 

commitment.
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APPENDIX-I

To what extent are you satisfied with following aspects of your workplace? TS=FullySatisfied, RS=Rather 

Satisfied, RNS=Rather not Satisfied andNS=Not Satisfied at all.

FS RS RNS NS

 1   2   3   4

1. Job facilities i.e. chances for promotion in your job

2. General social impression (relations with co-workers such as from amicable to more hostile)

3 Relationship with your working team

4 Relationship with your direct supervisor

5 Time of work (total hours per day and total number per week that you are obliged to work)

6 Work suppleness (whether you can vary your routine tasks, vary your hours to fit in with other domestic 

needs)

7 Work understanding in terms of how much you have to do compared with Co-workers

8 Acknowledgment and comment on your work presentation from your superiors

9 Stress level related to the demands of your job

10 Basic pay of salary (rate per hour or salary per week/month)

11 Social defense afforded by your employer such as medical insurance, accident insurance, pension 

contribution etc.

12 Workload (the amount you are expected to do)

13 Workplace furnishing and interior design (your office or workshop environment)

14 Outside of work rooms (clothing, toilet, washing, rest and eating rooms)

15 Workplace health and safety conditions.
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The Role of Social Context in Influencing 
Career Decision Making in Generation Next 

The present study has tried to explore influence of social 

context in carrier decision making of generation next.  The 

primary objective was to find the role played by various 

social context such as family, teachers, friends and media 

in the career decision making of generation next. The 

study has primarily focused on the young generation in 

the urban area of Delhi, capital  city of India. The study 

has adopted the descriptive survey design .The 

questionnaire was the main research instrument used for 

the study. Primary data was collected from 106 

respondents through simple random sampling method. 

The population for the study were the students either 

pursuing graduation or post graduation study or 

completed their education. The data has been tested for 

reliability. The results of this study support that the close 

social context is one of the key influencing factor for career 

decision making. It found that parents, family members, 

sibling and relatives do influence the career desionmaking. 

Similarly the professionals whom the individuals admire 

and career advisors, strongly influence the career decision 

making of the generation next. No other category of the 

influencers has any influence in career decision making. 

The study has brought the social context that influences 

the mind of the young generation while they are in the 

process   of career decisions making  

Keyword : Social context , Influence,  career decision 

making, generation next.

INTRODUCTION
Generation –Next are those born between 1980 and 

1992, these are between 20-30 years of age and 

comprise about 17 percent of the world's population. 

They  are quite different in their values and 

characteristics from their parent's generation. Most 

of them, being single children, are used to dealing 

head-on with figures of authorities and are inclined 

to establish a familial attitude with their friendship 

groups. They have a strong trust in their social 

network and are a peer-oriented population. A large 

number of them have computers and mobile phones 

from their teens and spend a considerable amount of 

time messaging, chatting, watching videos and 

visiting social networking sites. They are tech-savvy 

population and have grown up using the Internet 

and its applications for communication, 

entertainment, social networking, shopping, 

information, reviews, and news and so on. 

Generation next has grown up using two crucial 

elements in their daily lives – mobile and social 

media. While the Internet has become an integral 

part of their lives, one of the most remarkable 

phenomenon over the past few years has been the 

growth of the mobile and wireless market.  This 

growth in technology has made mobile banking 

possible through SMS or Mobile Internet, which is 

commonly used to check account balances and 

account transactions.  

About two-third of the global Internet population 

visits social networks, Face book has more than 400 
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million active users. World-wide, Face book saw 69 

percent growth in the number of users in May 2010 

as compared to May 2009. The U.S. still has more 

Face book users, 115 million, than any other country. 

Over the past year, Latin America and Europe saw 

the strongest growth rates in users, with the number 

of visitors in those regions growing by 102 percent 

and 74 percent respectively.  Face book went from 

being non-existent to number one in most European 

countries in the past few years. 

Making career decisions is a lifelong process. It is 

all about exploring and experiencing the world of 

work. It is also about understanding abilities, 

interests, skills, and values and combining these to 

create a meaningful framework for life. Making a 

career decision, or any decision for that matter, can 

be very easy or very difficult depending on the 

amount of information an individual have about the 

choices available. Career decision-making begins 

with an awareness of the world around you and the 

ability to understand what is personally important. 

The following checklist may help student in  

beginning : 

• Learn about yourself: interests, abilities, skills, 

and values.

• Observe individuals in the workplace.

• Talk with family and friends about their work 

experiences.

• Collect information about specific careers and 

companies.

• Experience different careers through volunteer 

or part-time work, or school internship, co-op, 

and apprenticeship programs.

• Consider your personal short-term and long-

term goals

The next section is devoted to the literature 

review. This is followed by objective & 

hypothesis, methodology and result and discussion 

section respectively. The paper ends with  

conclusion.   

LITERATURE REVIEW
Career decision-making is influenced  by numbers 

of influences that may be related to education, 

training, jobs and careers andretirement. While 

contextual influences such as the family, peers, the 

labour market are acknowledged, they have 

infrequently been the focus of sustained 

investigation in relation to career decision-

making(Patton & McMahon, 1999). A number of 

researcher  has found that the career decision 

process is a rational one (e.g. Dawis&Lofquist, 1984; 

Dawis, Lofquist& Lloyd, 1976; Dawis, Lofquist, & 

Weiss, 1968; Holland, 1959, 1992;

Scott, Dawis, England, &Lofquist, 1960). Social 

learning and social cognitive approaches to career 

decision-making also emphasise that learning 

experiences  shape people's vocational interests, 

values and choices (e.g. Krumboltz, 1979; 

Krumboltz& Nichols, 1990; Lent, Brown, & Hackett, 

1996).

Vocational decision-making does not occur in a 

vacuum, and social cognitivevariables such as self-

efficacy do not operate independently of their 

socialand physical context. However, the manner in 

which 'context' has been considered in the research is 

somewhat limited. For instance Lent, Brown, and 

Hackett (1994, 1996) have characterised the 

environment as: predispositions gender, race, 

disability, and status. The opportunities for skill 

development, cultural and gender-role socialization 

processes, emotional and financial support for 

selecting a particular option, job availability in one's 

preferred field and socio-cultural barriers also 

influence the career decision making . Other 

researchers such as Rounds and Hesketh (1994) list 

variables such as gender, prestige, equal 

employment opportunity (EEO), climate, type of 

contract and type of career path as 'environmental' 

variables in their Interactional model of vocational 

behaviour. Szymanski and Hershenson (1998) 

reviewed a wide range of career development 
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theoretical approaches and then classified constructs 

into five types: individual; contextual; mediating; 

environment; and outcome. Patton and McMahon's 

(1997, 1999) systems theory framework draws 

attention not only to the individual as a system but 

a lso  to  the  social  context  and broader  

environmental/societal context as larger systems in 

which the person develops and makes career 

decisions. Along with a range of other writers 

(Collins, 1990;Leong, 1996; Sears, 1982; Vondracek, 

Lerner, & Schulenberg, 1986), they point to the range 

and complexity of the influences of human career 

decision-makingand development, and the need to 

consider a much broader range of variables across 

various disciplines.

There are a number of research studies conducted 

by scholars  on careers decision making and the 

role of different influences .Some of the studies have 

been given here .The study of  Andreas Hirschi 

(2010), University of Lueneburg investigated 

that chance events are considered important 

in career development, yet little empirical research 

is available on their predictors and consequences. 

The results showed that the majority of both groups 

reported a significant influence of chance events 

on their transition from compulsory school to 

vocational education or high school. In another 

study undertaken by Ladislav Valach, Richard A. 

Young(2009),found that there are several issues 

that contribute to the contextual action theory of 

career and counseling. This theory is based on the 

notion that career is constructed through the 

intentional goal-directed actions of persons and that 

counseling is a process that involves both action and 

career. 

The study undertaken by Siriwan Ghuangpeng 

(2010), investigated what factors appear to drive the 

career decision-making of Thai and Australian 

tourism and hospitality students. The study  

identified several factors that were perceived to 

influence the career decision making process of Thai 

and Australian students. These factors appeared to 

be interrelated and could have a positive or negative 

impact on students' decision to seek a career in the 

industry. The study also highlighted the important 

implications of culture for career decision-making 

and suggested that although Thai and Australian 

students identified similar factors as influencing 

their career decision-making, they perceived the 

importance of these factors differently. The study 

concluded that career decision-making is a 

complicated process. Although this study provided 

a structured model to demonstrate how students 

make their career decision, it is essential to recognise 

the complex range of factors associated with 

students' decisions. The study undertaken by Peter 

Mcilveen and Wendy Patton(2006), found that the 

science and professional practices of vocational 

psychology and career development are important 

factor in career decision making .

OBJECTIVE AND HYPOTHESIS 
The objective of the study  is to  find the role 

of various social context such as family 

members, teachers, friends and media etc in 

the career decision making of generation next. The 

following hypothesis have been formulated for the 

study.  

H0 - Age of the social context doesn't have 1

significant influence in career decision making .

H0 - Gender of the social context  doesn't have 2

significant influence in career decision making.

H0 - Qualification of the social context  doesn't have 3

significant influence in career decision making.

H0 - Qualification of the mother doesn't have 4

significant influence in career decision making.

H0 - Qualification of father doesn't have significant 5

influence in career decision making.

H0 - Annual family income  of social context  doesn't 6

have a significant influence in career decision 

making.
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METHODOLOGY 
The present study is a descriptive type of research 

study. The study aims to determine the role of social 

context in influencing career decision making in 

generation next . In order to conduct this study, 

young students who either have completed their 

study or are pursuing study in  Delhi have been 

surveyed using simple random sampling method . 

This was in line with our objective to find who 

influence the young mind in their career decision 

making. The study has been carried out during 

March to August 2015. The structured questionnaire 

was used as the instrument for data collection. 

Research Limitation: The study has focused on the 

students either pursuing graduation or post 

graduation study in urban area only and hence 

cannot be generalized for whole student population. 

This may be overcome by further studies in different 

area such as semi urban and rural area.

RESULTS AND DISCUSSIONS 
Demographic Analysis  :  There is equal 

representation of male and female students  in the 

survey . This was done to ensure that sample was 

representative of both the genders and is not biased 

towards any one gender. 33% respondents were 

between 18-20 years age and remaining were above 

20 years of age. Majority of respondents (65%) were 

perusing graduation study and remaining were 

pursuing post graduate study .This is the ideal 

sample for our study were the majority of 

graduation class requires career advice. 

The qualification of respondent's mother profile 

indicates that 51.9% of the respondents are 

graduates followed by 25.5% and 22.6% being senior 

secondary and post graduates respectively. The 

qualification of respondent's father profile indicates 

that 53.8% of the respondents are graduates 

followed by 36.8% and 9.4% being post graduates 

and senior secondary respectively. Therefore, it is 

the right profile of parents who can guide their ward 

towards better career decision making.

Reliability Test:  The research instrument has been 

tested for reliability. The Cronbach alpha value is 

0.729. Cronbach's alpha score is greater than the 

Nunnaly's (1978) generally accepted score of 0.7. At 

.0729 it indicates good internal consistency. 

Therefore, it indicates that our data is reliable for 

analysis. In order to find the influence of social 

context  and test  hypothesis ANOVA  and 

frequency analysis have  been employed .

ANOVA - Analysis of variance is a general 

method for studying sampled-data relationships. 

The method enables the difference between two 

or more sample means to be analysed, achieved 

by subdividing the total sum of squares. The 

purpose is to test for significant differences between 

class means, and this is done by analysing the 

variances.

Computation of ANOVA on the basis of 

age indicates  that in case of majority of influencers 

the significance value is greater than 0.05 so we 

accept H01, and conclude that majority of 

influencers  does not have the significant influence 

on the respondents  however in case of  industrialist 

the significance value is less than 0.05 which 

indicates that the industrialist does  have significant 

influence  on  the career decision making  process of 

students.  

Computation of ANOVA on the basis of gender  

indicates that in case of majority of influencers the 

significance value is greater than 0.05 so we accept 

H02, and conclude that majority of influencers  does 

not have the significant influence on the respondents  

however in case of  celebrities  the significance value 

is less than 0.05 which indicates that the celebrities 

does have significant influence on the career 

decision making  process of students.

Computation of ANOVA on the basis of educational 

qualification show   that in case of majority of 

influencers the significance value is greater than 0.05 

so we accept H03, and conclude that majority of 

influencers  does not have the significant influence 

on the respondents

Amity Business Review
Vol. 18, No. 2, July - December, 2017

45



Sum of Squares df Mean Square F Sig.

Internet Between Groups .351 1 .351 .297 .587

Within Groups 123.008 104 1.183

Total 123.358 105

Films Between Groups .005 1 .005 .006 .941

Within Groups 96.759 104 .930

Total 96.764 105

TV Between Groups 2.913 1 2.913 2.556 .113

Within Groups 118.521 104 1.140

Total 121.434 105

Media Between Groups .875 1 .875 .836 .363

Within Groups 108.861 104 1.047

Total 109.736 105

Politicians Between Groups .169 1 .169 .139 .710

Within Groups 126.746 104 1.219

Total 126.915 105

Sports Icons Between Groups .110 1 .110 .102 .750

Within Groups 112.117 104 1.078

Total 112.226 105

Celebrities Between Groups .580 1 .580 .368 .545

Within Groups 163.957 104 1.577

Total 164.538 105

University Lecturer Between Groups .220 1 .220 .132 .717

Within Groups 173.374 104 1.667

Total 173.594 105

Favourite Teacher Between Groups 1.030 1 1.030 .900 .345

Within Groups 119.092 104 1.145

Total 120.123 105

Friends Between Groups .399 1 .399 .344 .559

Within Groups 120.545 104 1.159

Total 120.943 105

Table 1: Computation of ANOVA on the basis of age
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Sum of Squares df Mean Square F Sig.

Family Between Groups .000 1 .000 .000 .992

Within Groups 106.877 104 1.028

Total 106.877 105

Relatives Between Groups .085 1 .085 .071 .791

Within Groups 125.537 104 1.207

Total 125.623 105

Siblings Between Groups .052 1 .052 .038 .846

Within Groups 142.674 104 1.372

Total 142.726 105

Career Advisors Between Groups .748 1 .748 .664 .417

Within Groups 117.289 104 1.128

Total 118.038 105

Social Networking Sites Between Groups .119 1 .119 .087 .769

Within Groups 142.872 104 1.374

Total 142.991 105

Radio Between Groups .281 1 .281 .270 .604

Within Groups 108.059 104 1.039

Total 108.340 105

Industrialist Between Groups 6.269 1 6.269 5.416 .022

Within Groups 120.382 104 1.158

Total 126.651 105

Parents Between Groups .084 1 .084 .100 .753

Within Groups 87.925 104 .845

Total 88.009 105

Rich People Between Groups .030 1 .030 .026 .871

Within Groups 118.432 104 1.139

Total 118.462 105

Professional Between Groups .105 1 .105 .136 .713

Within Groups 80.235 104 .771

Total 80.340 105
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Sum of Squares df Mean Square F Sig.

Internet Between Groups 2.415 1 2.415 2.077 .153

Within Groups 120.943 104 1.163

Total 123.358 105

Films Between Groups .764 1 .764 .828 .365

Within Groups 96.000 104 .923

Total 96.764 105

TV Between Groups .943 1 .943 .814 .369

Within Groups 120.491 104 1.159

Total 121.434 105

Media Between Groups .151 1 .151 .143 .706

Within Groups 109.585 104 1.054

Total 109.736 105

Politicians Between Groups 2.726 1 2.726 2.283 .134

Within Groups 124.189 104 1.194

Total 126.915 105

Sports Icons Between Groups .943 1 .943 .882 .350

Within Groups 111.283 104 1.070

Total 112.226 105

Celebrities Between Groups 7.934 1 7.934 5.269 .024

Within Groups 156.604 104 1.506

Total 164.538 105

University Lecturer Between Groups .236 1 .236 .141 .708

Within Groups 173.358 104 1.667

Total 173.594 105

Favourite Teacher Between Groups .009 1 .009 .008 .928

Within Groups 120.113 104 1.155

Total 120.123 105

Friends Between Groups .943 1 .943 .818 .368

Within Groups 120.000 104 1.154

Total 120.943 105

Table 2: Computation of ANOVA on the basis of gender  
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Sum of Squares df Mean Square F Sig.

Family Between Groups 1.142 1 1.142 1.123 .292

Within Groups 105.736 104 1.017

Total 106.877 105

Relatives Between Groups .340 1 .340 .282 .597

Within Groups 125.283 104 1.205

Total 125.623 105

Siblings Between Groups 2.726 1 2.726 2.025 .158

Within Groups 140.000 104 1.346

Total 142.726 105

Career Advisors Between Groups .038 1 .038 .033 .856

Within Groups 118.000 104 1.135

Total 118.038 105

Social Networking Sites Between Groups 2.726 1 2.726 2.022 .158

Within Groups 140.264 104 1.349

Total 142.991 105

Radio Between Groups 2.415 1 2.415 2.371 .127

Within Groups 105.925 104 1.019

Total 108.340 105

Industrialist Between Groups .085 1 .085 .070 .792

Within Groups 126.566 104 1.217

Total 126.651 105

Parents Between Groups .085 1 .085 .100 .752

Within Groups 87.925 104 .845

Total 88.009 105

Rich People Between Groups 1.142 1 1.142 1.012 .317

Within Groups 117.321 104 1.128

Total 118.462 105

Professional Between Groups .000 1 .000 .000 1.000

Within Groups 80.340 104 .772

Total 80.340 105

49



46

The Role of  Social Context in Influencing 
Career Decision Making in Generation Next 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

Sum of Squares df Mean Square F Sig.

Internet Between Groups .959 2 .479 .403 .669

Within Groups 122.400 103 1.188

Total 123.358 105

Films Between Groups 2.353 2 1.177 1.284 .281

Within Groups 94.411 103 .917

Total 96.764 105

Tv Between Groups 4.325 2 2.163 1.902 .154

Within Groups 117.109 103 1.137

Total 121.434 105

Media Between Groups .137 2 .069 .064 .938

Within Groups 109.599 103 1.064

Total 109.736 105

Politicians Between Groups .002 2 .001 .001 .999

Within Groups 126.913 103 1.232

Total 126.915 105

Sports Icons Between Groups .673 2 .337 .311 .733

Within Groups 111.553 103 1.083

Total 112.226 105

Celebrities Between Groups .080 2 .040 .025 .975

Within Groups 164.457 103 1.597

Total 164.538 105

University Lecturer Between Groups .233 2 .117 .069 .933

Within Groups 173.361 103 1.683

Total 173.594 105

Favourite Teacher Between Groups .905 2 .453 .391 .677

Within Groups 119.217 103 1.157

Total 120.123 105

Friends Between Groups .858 2 .429 .368 .693

Within Groups 120.085 103 1.166

Total 120.943 105

Table 3: Computation of ANOVA on the basis of educational qualification
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Sum of Squares df Mean Square F Sig.

Family Between Groups .604 2 .302 .293 .747

Within Groups 106.273 103 1.032

Total 106.877 105

Relatives Between Groups 5.510 2 2.755 2.362 .099

Within Groups 120.113 103 1.166

Total 125.623 105

Siblings Between Groups 1.931 2 .966 .706 .496

Within Groups 140.795 103 1.367

Total 142.726 105

Career Advisors Between Groups .109 2 .055 .048 .953

Within Groups 117.928 103 1.145

Total 118.038 105

Social Networking Sites Between Groups .556 2 .278 .201 .818

Within Groups 142.435 103 1.383

Total 142.991 105

Radio Between Groups 1.065 2 .533 .511 .601

Within Groups 107.274 103 1.041

Total 108.340 105

Industrialist Between Groups 11.138 2 5.569 4.966 .009

Within Groups 115.513 103 1.121

Total 126.651 105

Parents Between Groups .289 2 .144 .170 .844

Within Groups 87.721 103 .852

Total 88.009 105

Rich People Between Groups 6.551 2 3.275 3.014 .053

Within Groups 111.912 103 1.087

Total 118.462 105

Professional Between Groups .669 2 .335 .433 .650

Within Groups 79.670 103 .773

Total 80.340 105
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Sum of Squares df Mean Square F Sig.

Internet Between Groups 5.112 2 2.556 2.226 .113

Within Groups 118.247 103 1.148

Total 123.358 105

Films Between Groups 2.541 2 1.270 1.389 .254

Within Groups 94.224 103 .915

Total 96.764 105

TV Between Groups 2.410 2 1.205 1.043 .356

Within Groups 119.024 103 1.156

Total 121.434 105

Media Between Groups .180 2 .090 .085 .919

Within Groups 109.556 103 1.064

Total 109.736 105

Politicians Between Groups .787 2 .394 .321 .726

Within Groups 126.128 103 1.225

Total 126.915 105

Sports Icons Between Groups 1.251 2 .626 .581 .561

Within Groups 110.975 103 1.077

Total 112.226 105

Celebrities Between Groups 3.743 2 1.872 1.199 .306

Within Groups 160.795 103 1.561

Total 164.538 105

University Lecturer Between Groups 10.905 2 5.453 3.452 .035

Within Groups 162.689 103 1.580

Total 173.594 105

Favourite Teacher Between Groups 1.789 2 .895 .779 .462

Within Groups 118.333 103 1.149

Total 120.123 105

Friends Between Groups .834 2 .417 .358 .700

Within Groups 120.109 103 1.166

Total 120.943 105

Table 4: Computation of ANOVA on the basis of  qualification of mother
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Sum of Squares df Mean Square F Sig.

Family Between Groups .944 2 .472 .459 .633

Within Groups 105.933 103 1.028

Total 106.877 105

Relatives Between Groups 3.384 2 1.692 1.426 .245

Within Groups 122.239 103 1.187

Total 125.623 105

Siblings Between Groups 5.184 2 2.592 1.941 .149

Within Groups 137.542 103 1.335

Total 142.726 105

Career Advisors Between Groups 5.477 2 2.739 2.506 .087

Within Groups 112.561 103 1.093

Total 118.038 105

Social Networking Sites Between Groups 3.865 2 1.933 1.431 .244

Within Groups 139.125 103 1.351

Total 142.991 105

Radio Between Groups 2.691 2 1.346 1.312 .274

Within Groups 105.649 103 1.026

Total 108.340 105

Industrialist Between Groups 1.871 2 .936 .772 .465

Within Groups 124.780 103 1.211

Total 126.651 105

Parents Between Groups .082 2 .041 .048 .953

Within Groups 87.927 103 .854

Total 88.009 105

Rich People Between Groups 1.189 2 .594 .522 .595

Within Groups 117.273 103 1.139

Total 118.462 105

Professional Between Groups .839 2 .420 .544 .582

Within Groups 79.500 103 .772

Total 80.340 105
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Sum of Squares df Mean Square F Sig.

Internet Between Groups 3.259 2 1.630 1.398 .252

Within Groups 120.099 103 1.166

Total 123.358 105

Films Between Groups 1.090 2 .545 .586 .558

Within Groups 95.675 103 .929

Total 96.764 105

Tv Between Groups 3.283 2 1.641 1.431 .244

Within Groups 118.151 103 1.147

Total 121.434 105

Media Between Groups 5.187 2 2.593 2.555 .083

Within Groups 104.549 103 1.015

Total 109.736 105

Politicians Between Groups 1.516 2 .758 .623 .539

Within Groups 125.399 103 1.217

Total 126.915 105

Sports Icons Between Groups 2.381 2 1.190 1.116 .331

Within Groups 109.846 103 1.066

Total 112.226 105

Celebrities Between Groups 8.621 2 4.311 2.848 .063

Within Groups 155.916 103 1.514

Total 164.538 105

University Lecturer Between Groups 8.031 2 4.016 2.498 .087

Within Groups 165.563 103 1.607

Total 173.594 105

Favourite Teacher Between Groups 1.783 2 .891 .776 .463

Within Groups 118.340 103 1.149

Total 120.123 105

Friends Between Groups 3.001 2 1.500 1.310 .274

Within Groups 117.943 103 1.145

Total 120.943 105

Table 5: Computation of ANOVA on the basis of  qualification of father
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Sum of Squares df Mean Square F Sig.

Family Between Groups 2.470 2 1.235 1.218 .300

Within Groups 104.408 103 1.014

Total 106.877 105

Relatives Between Groups .997 2 .499 .412 .663

Within Groups 124.626 103 1.210

Total 125.623 105

Siblings Between Groups 1.573 2 .786 .574 .565

Within Groups 141.154 103 1.370

Total 142.726 105

Career Advisors Between Groups .061 2 .031 .027 .974

Within Groups 117.976 103 1.145

Total 118.038 105

Social Networking Sites Between Groups 7.762 2 3.881 2.956 .056

Within Groups 135.228 103 1.313

Total 142.991 105

Radio Between Groups 1.115 2 .557 .535 .587

Within Groups 107.225 103 1.041

Total 108.340 105

Industrialist Between Groups 1.681 2 .841 .693 .502

Within Groups 124.970 103 1.213

Total 126.651 105

Parents Between Groups .864 2 .432 .510 .602

Within Groups 87.146 103 .846

Total 88.009 105

Rich People Between Groups .475 2 .238 .207 .813

Within Groups 117.987 103 1.146

Total 118.462 105

Professional Between Groups 2.086 2 1.043 1.373 .258

Within Groups 78.254 103 .760

Total 80.340 105
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Sum of Squares df Mean Square F Sig.

Internet Between Groups 3.207 3 1.069 .907 .440

Within Groups 120.152 102 1.178

Total 123.358 105

Films Between Groups .575 3 .192 .203 .894

Within Groups 96.189 102 .943

Total 96.764 105

TV Between Groups 2.945 3 .982 .845 .472

Within Groups 118.489 102 1.162

Total 121.434 105

Media Between Groups 2.412 3 .804 .764 .517

Within Groups 107.323 102 1.052

Total 109.736 105

Politicians Between Groups 3.373 3 1.124 .928 .430

Within Groups 123.542 102 1.211

Total 126.915 105

Sports Icons Between Groups 1.768 3 .589 .544 .653

Within Groups 110.458 102 1.083

Total 112.226 105

Celebrities Between Groups 6.349 3 2.116 1.365 .258

Within Groups 158.189 102 1.551

Total 164.538 105

University Lecturer Between Groups 1.291 3 .430 .255 .858

Within Groups 172.303 102 1.689

Total 173.594 105

Favourite Teacher Between Groups .883 3 .294 .252 .860

Within Groups 119.240 102 1.169

Total 120.123 105

Friends Between Groups 1.915 3 .638 .547 .651

Within Groups 119.028 102 1.167

Total 120.943 105

Table 6: Computation of ANOVA on the basis of  annual family income
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Sum of Squares df Mean Square F Sig.

Family Between Groups 3.894 3 1.298 1.286 .283

Within Groups 102.983 102 1.010

Total 106.877 105

Relatives Between Groups 4.010 3 1.337 1.121 .344

Within Groups 121.612 102 1.192

Total 125.623 105

Siblings Between Groups 1.781 3 .594 .430 .732

Within Groups 140.946 102 1.382

Total 142.726 105

Career Advisors Between Groups 5.000 3 1.667 1.504 .218

Within Groups 113.038 102 1.108

Total 118.038 105

Social Networking Sites Between Groups 5.708 3 1.903 1.414 .243

Within Groups 137.283 102 1.346

Total 142.991 105

Radio Between Groups .780 3 .260 .247 .864

Within Groups 107.559 102 1.055

Total 108.340 105

Industrialists Between Groups 1.091 3 .364 .295 .829

Within Groups 125.560 102 1.231

Total 126.651 105

Parents Between Groups 1.770 3 .590 .698 .556

Within Groups 86.240 102 .845

Total 88.009 105

Rich People Between Groups .277 3 .092 .080 .971

Within Groups 118.186 102 1.159

Total 118.462 105

Professionals Between Groups 1.755 3 .585 .759 .520

Within Groups 78.585 102 .770

Total 80.340 105
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Computation of ANOVA on the basis of educational 

qualification of mother show that in case of majority 

of influencers the significance value is greater than 

0.05 so we accept H04, and conclude that majority of 

influencers does not have the significant influence 

on the respondents.

However in case of University Lecturer the 

significance value is lower than 0.05 which indicate 

that they have significant influence in the career 

decision making of generation next. 

Computation of ANOVA on the basis of educational 

qualification  of father  show   that in case of majority 

of influencers the significance value is greater than 

0.05 so we accept H05, and conclude that majority of 

influencers  does not have the significant influence 

on the respondents. However in case of social 

networking site  the significance value is 0.053 which 

indicate that social networking site does have 

significant influence in the career decision making of 

generation next.   

Computation of ANOVA on the basis of annual 

family income show that in case of majority of 

influencers the significance value is greater than 0.05 

so we accept H06, and conclude that family income 

does not have the significant influence on the 

respondents. 

Frequency analysis 

It was found that the close social context is one of the 

most influencer for career decision making. It is 

evident from the result as parents ( 84% agreement )  

family ( 76.4% agreement  only 7.6 disagreement ) 

sibling( 47.2 % agreement), relative (44.3% 

agreement ). Similarly the professionals whom the 

individual admire strongly influence career decision 

making as  86.8% of the respondents’ agree  where as 

only  5.6% disagree to this statement. Also the career 

advisors influence career decision making as there is  

60.4% agreement and  18% disagreement. The same 

cannot be said about the friend as the opinion is 

almost divided equally with  30.5% agreement  and 

31.2% disagreement. Similar is with the social 

networking sites as there is 36.8% agreement and 

35.9% disagreement  to this statement. 

The result indicates that majority of respondent 

(51%) agree that internet does influences in career 

decision making where is 73.6% respondents agree 

that films does not influence in Career Decision 

Making. It was found that only 23.6% of the 

respondents’ agree  whereas and 38.7% disagree that 

TV influences career decision making. We found that 

print media does influences in career decision 

making as 62.2% of the respondents’ agreed with the 

statement and only  16.1% disagree to this statement 

.Also the radio does not  influences career decision 

making as  indicated by 19.8% of the respondents’ 

agreement and 37.7% disagreement to this 

statement. 

The politicians doesn’t influence career decision 

making as  78.3% of the respondents’ agree and only 

11.3% disagree to this statement similarly it was 

found that  sports icons don’t influence in career 

decision making as 68% of the respondents’ agree 

and 10.4% disagree to this statement.

It was found that the favourite teacher (60.4% 

agreement, 15% disagreement ), does influence 

career decision making where as not all university 

lecturer influence the career decision making  (38.6 

% agreement 37.8% disagreement). However the 

opinion is somewhat similar in case of celebrities as 

well (38.6 % agreement 37.8% disagreement). When 

we take the case of industrialist and rich people it 

was found that they do not influence the career 

decision making. It is indicated with  45.3% and 51% 

agreement and 22.7% and 17% disagreement 

respectively.   

CONCLUSION
The result of ANOVA supports that celebrities, 

university lecturer , and social networking sites have 

Amity Business Review
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significant influence on the career decision making 

whereas no other influences has strong influence on 

the career decision making.

The results of this study provide support that the 

close social context is one of the most influencer for 

career decision making. It is found parents, family 

members, sibling and relative does influence the 

career desionmaking. Similarly the professionals 

whom the individual admire as well as career 

advisors, strongly influence career decision making. 

However  same cannot be said about the friends, 

celebrities and social networking sites as the opinion 

is almost divided equally with  respondents. These 

finding supports the findings of the previous studies 

(e.g.Krumboltz,1979;Patton & McMahon, 1999; 

Pryor & Bright, 2003 ; Fisher and Stafford 1999).  
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INTRODUCTION
In this era of globalization employees need 

empowerment in the organization to take quick 

decision and react quickly to every change taken 

place in the environment. Empowerment leads to 

committed and motivated workforce (Nick et al., 

1995)7. It is the motivational tools for the employees 

to manage the performance with an increased 

participation in taking decision (Pun K, 2001)8. 

Employee empowerment is associated with a 

transferring the power from superior to the 

subordinates. This will make the employees 

competent to handle the situation in a better way. It 

is a relocate of power from the managers to their 

subordinates. It is the process of transferring 

knowledge, skill and ability from senior employees 

to the junior. This helps the employees to analyze the 

things in a better way and contributes towards the 

growth of the organization (Lee M. and Koh J, 

2001)5. In the empowerment process each individual 

is responsible for given task to be performed in the 

organization. This will make them accountable for 

their work and enjoys all the credit of success. It also 

provides platform for innovation and recognize 

them for the entire work done in the organization. 

Empowerment results continuous growth of the 

individuals and organization in the performance 

management system(Morrow, 1993)6. 

Empowerment creates leaders in the organization to 

perform various tasks in the organization. It enriches 

the skills and competiveness among the employees 

Employee empowerment is concentrated on the 

developmental aspects of the individuals in the 

organization. It is the tool to improve the team 

performance, develop competitiveness and be accountable 

in the attainment of goals of the organization.  Employee 

participation is the key issue for the successful 

implementation of employees' empowerment in the 

organization. Hence, it is the responsibility of the 

management to develop a strategic plan to empower the 

employees. Performance management is focused on the 

continuous development of the individuals. In the 

performance management process, 'empowerment' has a 

positive relation in the development of the capabilities of 

the individuals. With this intension, this paper is designed 

to know the benefits for the employee empowerment in the 

performance management. This study is based on 

reviewing the literature on employee empowerment. 

Keywords: competitiveness, responsibility, capability.
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to take leadership at the work place. Employees are 

feeling free to take their own decision in the plant 

and it encourages them to think in their own angle. 

This results empowerment builds leadership quality 

among the employees to execute the projects 

successfully in the organization (Hamish D, 2004)4. 

Employee empowerment creates interest in job and 

it enhances active involvement of employees in the 

projects. Further, involvement creates satisfaction in 

the mind of the employees in achievement of results. 

This result improvement in the productivity of the 

employee’s in attainment of goals of the 

organization.  Empowerment brings maturity in the 

thinking and forces employees are loyal in the 

organization. It feels like employees are recognized 

for their contribution in the workplace (Seibert S, 

2004)9.

Empowerment gains the support from top 

management to lower level management and vise 

versa. This creates a mutual understating and 

cooperation for every project executed in the 

organization. A healthy relationship among the 

management and employees will always result a 

healthy progress in the operations of the 

organization. It reduces the conflict in the workplace 

and aims growth in the performance of individuals 

(Conger J A and Kanungo R N, 1988)3. 

The success of the empowerment is depends on the 

involvement of the employees in this process. 

Management has to prepare a strategic plan to 

empower each individuals and department to take 

higher responsibility and authority. In the process of 

empowerment to make the employees competent 

provide training and initiate development activity. 

This will boost the performance of the employees to 

take higher responsibility and authority in the 

workplace. A successful delegation of the authority 

is only possible if employees take it in a positive way. 

Empowerment is a continuous process, which 

concentrate on the growth of the performance of the 

employees in the operations of the organization. 

Empowerment is a journey to meet the final 

destination of success with cooperation from each 

employees of the organization. In the performance 

management, empowerment contributes significant 

role in development of competencies of the 

employees. It concentrates on creating a good 

atmosphere for the growth of the industry.

Empowerment is an intrinsic motivation that 

involves positively valued experiences for which an 

employee derive directly from a task. The employees 

consider themselves as having freedom, autonomy 

and discretion, feel personally connected to the 

organization, and feel confident about their abilities 

and capable of having an impact on the organization 

(Busche et.al, 1996)1. The empowerment of 

employees can occur in ways that may not require 

giving the employees more power. The feeling of 

employee empowerment can be improved by 

listening and being more responsive to employee 

comments,  providing necessary training, 

encouragement by management and fellow 

employees, providing employees with the necessary 

resources to do their jobs, allowing access to relevant 

information and matching employees to their tasks 

according to training and experience (Morrow, 

1996)6. Like most initiatives in organizations, “to be 

effective, practical, and achievable, empowerment 

and quality must start at the top” (Venkat Ratnam, 

2006)11. Believe it or not, empowerment changes an 

organization’s model, whether it can be a 

restructuring or change in job responsibilities 

(Chandan and Sitaram, 2011)2. Thus, upper 

management must be an active factor for building 

and implementing employee empowerment 

initiatives (Singh, 2004)9.

OBJECTIVES OF THE STUDY
• To study the impact of employee empowerment 

on the performance of the employees.

• To understand to the concept of employee 

empowerment. 

Amity Business Review
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METHODOLOGY
Primary Data

The research is developed through observation and 

collection of data through questionnaires issued to 

the 43 respondents who presently working in the 

steel industry of Karnataka. 

Secondary Data

The theory is developed on the basis of referring 

secondary data like books, journals and magazines.

Statistical tool:

To analyze the data Chi square technique and 

tabulation are used to make meaningful inference 

from the data collected.

EMPIRICAL RESULTS
Table1. H1: Null Hypothesis: There is no significant 

difference that experience helps in developing 

leadership qualities of employees in the 

empowerment process.

Here p (.492) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that education 

qualification had an impact in developing the 

competency level of the employees in the 

empowerment process.

Table 3. H3: Null Hypothesis: There is no significant 

difference that Designation of the employees had 

concern related to delegation of authority.

Amity Business Review
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Value df Asymp. Sig. 
(2-sided)

Pearson Chi-Square 5.099 4 .277

Likelihood Ratio 6.728 4 .151

Linear-by-Linear Association 1.612 1 .204

N of Valid Cases 43

Value df Asymp. Sig. 
(2-sided)

aPearson Chi-Square 5.415 6 .492

Likelihood Ratio 7.084 6 .313

Linear-by-Linear Association 1.038 1 .308

N of Valid Cases 43

Here p (.277) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that experience 

helps in developing leadership qualities of 

employees in the empowerment process.

Table 2. H2: Null Hypothesis: There is no significant 

difference that education qualification had an 

impact in developing the competency level of the 

employees in the empowerment process.

Value df Asymp. Sig. 
(2-sided)

aPearson Chi-Square 11.399 12 .495

Likelihood Ratio 13.755 12 .317

Linear-by-Linear Association .683 1 .409

N of Valid Cases 43

Here p (.495) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that 

Designation of the employees had concern related to 

delegation of authority.

Table 4  H4: Null Hypothesis: There is no significant 

difference that empowerment provides guidelines 

to improve the performance of the employees.

Value df Asymp. Sig.
(2-sided)

Pearson Chi-Square 6.350 6 .385

Likelihood Ratio 7.654 6 .265

Linear-by-Linear Association .288 1 .592

N of Valid Cases 43
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Here p (.385) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that 

empowerment provides guidelines to improve the 

performance of the employees..

Table 5. H5: Null Hypothesis: There is no significant 

difference that Departments contribution had an 

impact on the continuous growth of employees in 

the empowerment process.

employees to take quick decision in the 

empowerment process.

Amity Business Review
Vol. 18, No. 2, July - December, 2017

 Here p (.514) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that 

Departments contribution had an impact on the 

continuous growth of employees in the 

empowerment process.

Table 6. H6: Null Hypothesis: There is no significant 

difference that age factor motivates the performance 

of the employees in the empowerment process. 

Value df Asymp. Sig. 
(2-sided)

Pearson Chi-Square 8.010a 6 .237

Likelihood Ratio 8.950 6 .176

Linear-by-Linear Association .406 1 .524

N of Valid Cases 43

Here p (.237) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that age factor 

motivates the performance of the employees in the 

empowerment process. 

Table.7. H7: Null Hypothesis: There is no significant 

difference that education qualification will helps the 

Value df Asymp. Sig. 
(2-sided)

Pearson Chi-Square 8.931a 6 .177

Likelihood Ratio 6.538 6 .366

Linear-by-Linear Association .360 1 .548

N of Valid Cases 43
Value df Asymp. Sig. 

(2-sided)

Pearson Chi-Square 20.113a 21 .514

Likelihood Ratio 20.474 21 .491

Linear-by-Linear Association .000 1 .986

N of Valid Cases 43

Here p (.177) value is greater than .05 it indicates that 

accept the null hypothesis from this we conclude 

that there is no significant difference that education 

qualification will helps the employees to take quick 

decision in the empowerment process.

FINDINGS

• Empowerment results to take quick decision for 

the problems faced in the organization.

• Empowerment motivates the employees to take 

challenging job.

• Empowerment is emphasized on the continuous 

growth in the performance of employee’s. 

SUGGESTIONS

• Encourage the employees to pursue higher 

education to make them a better performer in 

the organization.

• Improve the competency level of the employees 

to make empowerment process successful in the 

organization.

CONCLUSION
Empowerment results continuous development of 

the employees for the long term success of the 

organization. It helps the employees to achieve 

greater result and be a performer in all the projects 

executed by the organization. A clear plan and 

successful implementation of the empowerment 

process in the performance management system 

results overall growth of the organization. 
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Integrated Reporting in India: 
A Case Study of BSE 100 Constituents

The study investigated the level of Integrated Reporting 

(IR) in India focusing on mandatory disclosure norms. It 

employed content analysis using an Integrated Reporting 

Index (IRI) in examining the annual reports of top 

100Indian listed companies on BSE. Based on the score 

range of 0 to 1 being the minimum and maximum 

respectively, the study revealed an average IRI of 0.69and 

consequently an IR gap of 0.31. The average IRI suggested 

achievement of some progress toward IR by the companies 

and on the other hand the IR gap indicates the need for 

much more effort to be exerted in promoting IR amongst 

the listed companies in India. 

Keywords: Integrated reporting (IR), Integrated 

Reporting Index (IRI), Integrated Report Gap (IR gap).

INTRODUCTION
Historically, private and publicly-listed companies 

in India have disclosed only as much information as 

is mandatorily required. The justification and 

argument for this approach- that the provision of 

additional information would be of greater interest 

to competitors rather than investors- has often been 

repeated by companies. Today, however, increasing 

regulatory activism and international institutional 

investors are demanding additional disclosures 

from India’s 9,000+ listed companies, in the interest 

of improving corporate governance and removing 

information asymmetries in the capital markets. Last 

year, Indian capital market regulator Securities and 

Exchange Board of India (SEBI) introduced an 

amended Clause 49 in the Equity Listing Agreement 

that demands board-level oversight for ‘disclosure 

and communications,’ while acknowledging weak 

enforcement of mandatory disclosure standards.

The modern business communit considers 

information as an influential component in decision-

making process. Reporting is thus important aspect 

of management of companies. Previously financial 

reporting was considered adequate in meeting the 

reporting requirements. This was possible because 

“<IR> is a journey and it will take more than one reporting cycle to get there. As businesses start to use <IR> as a tool to better 

understand the connections between key resources and relationships that contribute to their success, and as a result make more 

informed decisions, the real value of integrated thinking and the integrated report will be realized”.

PAUL DRUCKMAN, CEO

INTERNATIONAL INTEGRATED REPORTING COUNCIL (IIRC)
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companies were narrowly recognizing their 

stakeholders who were also less demanding and 

biased towards financial information. The current 

business environment embraces a broader 

stakeholder view; as a result the number of 

recognized stakeholders has greatly increased. 

Furthermore, the stakeholders are more demanding 

and not simply biased on financial indicators; they 

are seeking a balanced overview of the companies’ 

situation. There is pressure for the companies to 

provide balanced reporting of performance by 

providing both financial and non-financial 

information. Although the original intention of non-

financial reporting was to provide information of 

interest to other stakeholders not previously 

recognized, ironically shareholders are also paying 

increasing attention to them.

Pressure to provide both financial and non-financial 

information is also emanating from the very 

objective of financial reporting of presenting “a true 

and fair view”. Eccles and Saltzman (2011) argued 

that the ‘questions about whether a financial report 

presents a “true and fair view” of a company cannot 

be adequately answered, because the reports do not 

contain information on non-financial performance 

that can determine a company’s long-term financial 

picture’. Basically organizations do not operate in a 

vacuum, their performance is impacted by the 

environment; hence the financial figures aiming at 

representing the performance of the organizations 

should be given within their operating context to 

allow the stakeholders make appropriate 

assessments.

Another reason for increased need for non-financial 

reporting is based on morality. The current thinking 

is that organizations are obliged morally to enhance 

a positive contribution to society. This is based on the 

understanding that organizations exist because 

society has authorized them to operate, to use 

resources and to affect the quality of citizens’ lives. 

Thus it is expected that corporate reporting should 

provide insights into how a company views itself 

and its role in society, communicating company’s 

performance both good and bad and indicating 

commitments to improve future performance and 

establish accountability for meeting objectives.

This increased need to improve disclosure of both 

financial and non-financial information has brought 

into attention the opportunity to implement a 

reporting framework called “Integrated Reporting”. 

Integrated Report attempts to combine the reporting 

of different facets of organizational activities on a 

common platform with a unified objective, bringing 

together all important elements of organizational 

performance in a single report. At the heart of the IR 

conceptual framework is the notion that companies 

should expand their reporting to include all of the 

resources they use as inputs to their business 

activities. Krzus (2011) posited that the IR practice 

has potential of enabling stakeholders to fully 

evaluate the economic, environmental, and social 

performance of a business in so doing facilitating a 

more effective assessment of a company’s ability to 

create value over the long-term. The IR framework is 

being seen as an opportunity for reporting formats 

that focus on single aspect of reporting that work 

together to achieve a more holistic reporting format 

about the simultaneous web of interactions and 

implications of financial, social, environmental, and 

governance-related organizational activities for 

stakeholders.

Due to the perceived benefits, IR is gaining 

worldwide acceptance and research interest is 

growing. However currently there is dearth of 

empirical studies on the subject worldwide. At the 

same time, it is being acknowledged that research is 

in a complex developmental stage which is critical to 

its development. There is therefore need for more 

studies to facilitate its development generally. 

Further to that, more often than not, most studies on 

contemporary corporate reporting issues (such as 

CSR, corporate governance, risk etc) tend to be 

carried out in developed countries and far less in 

Amity Business Review
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developing countries. This tendency leads to little 

knowledge of the status and of the needed 

improvements in developing countries, and 

consequently the reporting frameworks tend to be 

underdeveloped. This study ensures that 

developing countries are not left behind. As a result, 

the study focused on a developing country, India 

and it examined the annual reports of companies 

listed on Bombay Stock Exchange (MSE). The study 

endeavours to create awareness and impetus for IR 

in Malawi by highlighting the existing gaps in the 

Indian IR framework and giving the current IR 

status by the Indian listed companies. The study will 

also assist the preparer of annual reports in aligning 

them and move in tandem with current reporting 

trends. The study contributes to extant literature on 

integrated reporting generally and on current status 

in developing countries and will act as a reference for 

future studies. The rest of the paper is structured as 

follows. Section two presents a review of literature 

on the development of the integrated reporting 

framework and the provisions of integrated 

reporting in India and the gaps thereof, followed by 

section three that discusses the research 

methodology. Presentation of results and the 

ensuing discussion are in section four and the finally 

section five gives concluding remarks.

LITERATURE REVIEW
Integrated Reporting

According to Ioana and Adriana (2013), corporate 

non-financial reporting has developed from 

predominately single-issue reports that were mostly 

environmentally focused, to multi-issue or 

sustainability reports. Ioana and Adriana (2013) 

noted that the trend towards multi-issue reporting is 

going further towards integrated reporting, which 

they described as sustainability reporting integrated 

within the financial or annual report”. They then 

intimated that IR could be one of the major topics in 

the debate on the future of sustainability reporting. 

Rightly as they predicted, currently IR is gaining 

worldwide acceptance as a holistic corporate 

reporting framework of relevance to the modern 

environment.

IIRC (2013) defines Integrated Reporting as “a 

process founded on integrated thinking that results 

in a periodic integrated report by an organization 

about value creation over time and related 

communications regarding aspects of value 

creation”. IR can be understood as the convergence 

of the sustainability report and the financial report 

into a single “narrative” i.e. a communication 

intended mainly for investors in which top 

management provides its views on how 

sustainability issues and initiatives are expected to 

contribute to the long-term growth strategy of the 

business. “Integrated thinking” on the other hand is 

defined as “the active consideration by an 

organization of the relationships between its various 

operating and functional units and the capitals that 

the organization uses or affects”. IIRC (2013) 

recognizes that integrated thinking leads to 

integrated decision making and actions that 

consider the creation of value over the short, 

medium and long term.

The product of the IR process is the production of an 

“integrated report”. IIRC (2013) defines integrated 

report as “a concise communication about how an 

organization’s strategy, governance, performance 

and prospects, in the context of its external 

environment, lead to the creation of value over the 

short, medium and long term”. According to Eccles 

and Saltzman (2011), an integrated report is not 

intended simply to be a compendium of every single 

piece of performance information; on the contrary, it 

is there to bring together material information on 

financial and non-financial performance in one 

place. Furthermore, Abeysekera (2013) posited that 

integrated report should explain the story of 

reaching the organisation’s vision, underpinned by 

its values, enacted by management, monitored by 

governance, and using facets of resources relating to 

Amity Business Review
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financial capital, intellectual capital, social capital, 

and environmental capital. Besides, it should 

show the relationships between material, financial 

and non-financial performance metrics (Eccles 

and Saltzman, 2011).Thus the report should be 

capable of promoting a more cohesive and efficient 

approach to corporate reporting, that aims at 

improving the quality of information enabling more 

efficient and productive allocation of capital (IIRC, 

2013).

International Integrated Reporting Council 

(IIRC) Framework

The International Integrated Reporting Council 

(IIRC) was established in 2010 (Cheng et al., 2014). 

The IIRC is a global coalition of regulators, investors, 

companies, standard setters, the accounting 

profession and NGOs with a shared view that the 

“communication about value creation should be the 

next step in the evolution of corporate reporting” 

(IIRC, 2013).The mission of the council is “to enable 

Integrated Reporting to be embedded into 

mainstream business practice in the public and 

private sectors” (http://www.theiirc.org/theiirc/). 

Accordingly IIRC issued an Integrated Reporting 

(IR) Framework in late 2013 (Cheng et al., 2014). The 

Framework allows companies to provide a clear link 

between the reported non-financial information and 

the financial information in a manner that allows 

assessment of the on-going future performance of 

the company. It is supposed to be implemented by 

companies through the production of a separate 

report (i.e. an integrated report) that integrates the 

companies’ financial and non-financial information 

(Cheng et al., 2014).

The Framework comprehensively provides general 

understanding of IR, the IR process and the essential 

elements that may be included in the presentation of 

the integrated report. According to IIRC (2013) an 

integrated report is supposed to depict the following 

eight elements answering the corresponding 

questions:

Organizat ional  Overview and External  

Environment: What does the organization do and 

what are the circumstances under which it operates?

Governance: How does the organization’s 

governance structure support its ability to create 

value in the short, medium and long term?

Business Model: What is the organization’s 

business model?

Risks and Opportunities: What are the specific risks 

and opportunities that affect the organization’s 

ability to create value over the short, medium and 

long term, and how is the organization dealing with 

them?

Strategy and Resource Allocation: Where does the 

organization want to go and how does it intend to 

get there

Performance: To what extent has the organization 

achieved its strategic objectives for the period and 

what are its outcomes in terms of effects on the 

capitals?

Outlook: What challenges and uncertainties is the 

organization likely to encounter in pursuing its 

strategy, and what are the potential implications for 

its business model and future performance?

Basis of presentation: How does the organization 

determine what matters to include in the integrated 

report and how are such matters quantified or 

evaluated?

According to the Framework an integrated report 

has three aims which are to provide insight about:

The external environment that affects an 

organization.

The resources and the relationships used and 

affected by the organization. The “resources and 

relationships” are collectively referred as the 

“capitals” and are categorized as financial, 

manufactured, intellectual, human, social and 

relationship, and natural.

Amity Business Review
Vol. 18, No. 2, July - December, 2017

69



66

Integrated Reporting in India: 
A Case Study of  BSE 100 Constituents

How the organization interacts with the external 

environment and the capitals to create value over the 

short, medium and long term.

Furthermore, the IR framework is principle based, 

thus underlying the preparation of an integrated 

report are the eight guiding principles which 

according the Framework should inform the content 

and how the information is presented. They are:

Strategic focus and future orientation: An 

integrated report should provide insight into the 

organization’s strategy, and how it relates to the 

organization’s ability to create value in the short, 

medium and long term, and to its use of and effects 

on the capitals.

Connectivity of information: An integrated report 

should show a holistic picture of the combination, 

interrelatedness and dependencies between the 

factors that affect the organization’s ability to create 

value over time.

Stakeholder relationships: An integrated report 

should provide insight into the nature and quality of 

the organization’s relationships with its key 

stakeholders, including how and to what extent the 

organization understands, takes into account and 

responds to their legitimate needs and interests.

Materiality: An integrated report should disclose 

information about matters that substantively affect 

the organization’s ability to create value over the 

short, medium and long term.

Conciseness: An integrated report should be 

concise.

Reliability and completeness: An integrated report 

should include all material matters, both positive 

and negative, in a balanced way and without 

material error.

Consistency and comparability: The information in 

an integrated report should be presented: (a) on a 

basis that is consistent over time; and (b) in a way 

that enables comparison with other organizations to 

the extent it is material to the organization’s own 

ability to create value over time.

Benefits of the established IR framework

According to Krzus (2011) the four critical benefits of 

IR that are correcting fundamental problems with 

today’s reporting model include: greater clarity; 

better decisions; deeper engagement; and lower 

reputational risk. Eccles and Saltzman (2011) 

classified the benefits to include: internal benefits – 

involving better internal resource allocation 

decisions, greater engagement with shareholders 

and other stakeholders, and lower reputational risk 

and external market benefits – the ability to meet the 

needs of mainstream investors who want 

environmental, social and governance information. 

Krzus (2011) observed that IR enables the reader to 

better understand the cause and effect relationships 

between, for example, financial and sustainability 

performance. Abeysekera (2013) pointed out that IR 

facilitates achievement of a more holistic reporting 

format that reports about the simultaneous web of 

interactions and implications of financial, social, 

e n v i r o n m e n t a l ,  a n d  g o v e r n a n c e - r e l a t e d  

organizational activities for stakeholders. 

Technologically, Krzus (2011) noted that IR serves as 

a platform to furnish more detailed data than what is 

available only in a paper or PDF report. This enables 

organisations to leverage on the Internet and Web 

2.0 tools and technologies, consequently facilitating 

the readers’ ability not only to perform their own 

analysis of financial and non-financial information, 

but also to communicate their thoughts and opinions 

with other stakeholders. The same is of importance 

because in the current era in which news spreads as it 

happens through the Internet and social media 

networks, investors, society, and governments are 

increasingly demanding that organisations be 

accountable to stakeholders,  not merely 

shareholders, and be transparent about their 

activities (Abeysekera, 2013).
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RESEARCH OBJECTIVES
The key objectives of this research paper are:

• To reveal a wide disclosure parameter based on 

IIRC framework, covering all nine aspects.

• To identify the level of IR score of selected 

sample companies.

• To identify the level of IRI Gap of selected 

sample companies.

RESEARCH METHODOLOGY
The Mandatory Disclosure weighted score of each 

company has been calculated on the basis of 

presence (1) or absence (0) of fourteen mandatory 

information disclosure parameters, available 

publicly either on the company's or the BSE’s 

website.

Sampling

The study focused on the Bombay Stock Exchange 

(BSE) Top 100 index constituents by market 

capitalization.

Data Collection and Analysis

Data was collected through prowess software. 

Consistent with other related studies, content 

analysis was employed to the collected data for 2014 

annual report. A expanded disclosure framework 

was developed based on IR framework in order to 

evaluate the level of IR disclosure by the sampled 

listed companies.

Development of the disclosure framework

Consistent with du Toit (2014), the disclosure 

framework for this study take full cognizance of the 

2013 IR Framework of the International Integrated 

Reporting Council (IIRC), as it was published after 

the drafting of all the 2013 annual reports of the listed 

companies. The framework was thus developed 

based on the framework used by du Toit 

(2014).These were ideal to this study as they are all 

based on the conceptual model premised on the King 

Report on Governance for South Africa. All 14 

parameters (Table 1) are combined for a weighted 

Composite Disclosure score of between 0–14, with a 

14 score indicating that all 14 disclosures are publicly 

and readily available, with diminishing values for 

companies that score low on overall disclosure.

Measurement of integrated reporting

The level of IR by the sampled listed companies was 

measured by Integrated Reporting Index (IRI). The 

annual reports were analyzed and a “1” was 

assigned when an item on the disclosure framework 

is disclosed and a “0” when it is not disclosed in the 

annual reports.

Consistent with other annual report corporate 

governance disclosure studies (Boolaky, 2011; 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

Source:https://www.ifac.org/system/files/publications/exposure-drafts/IAASB-
Disclosures_Discussion_Paper.pdf

Organization’s Vision Intellectual Capital Disclosure

Organization’s Values Environment Capital Disclosure

Organization’s Context Social Capital Disclosure

Ethical Leadership and Corporate Citizenship Governance

Boards, Directors and Remuneration Governing Stakeholders Relationship

Governance of Risk Integrated Reporting and Disclosure

Financial Capital Disclosure Integrated Reporting Philosophy

Table 1: Disclosure Parameters

71



68

Integrated Reporting in India: 
A Case Study of  BSE 100 Constituents

Lipunga, 2014), the IRI was calculated using the 

following formula:

IRI = ∑ di/n = TS/M

Where,

di = 1 if item is disclosed; 0 if item is not disclosed

n = number of items

TS = Total Score

M = Expected Maximum Score

Thus, the expected maximum score for each sampled 

company was 14, since there are 14 items of 

disclosure. The expected maximum IRI score was 

“1” and with a minimum of “0”. As such a score by a 

sampled company of 1 or closer to it suggested high 

level of IR by the company, otherwise a score of “0” 

or closer to it, suggested low level adoption of the 

concept.

On the other hand an Integrated Reporting Gap (IR 

Gap) was calculated using the following formula 

consistent with Boolaky (2011) and Lipunga (2014):

IR Gap = 1 – IRI

Since the expected maximum score is 1, the IR gap is 

thus obtained by subtracting the actual IR score from 

1 (Boolaky, 2011). Consequently the closer the IR 

Gap is to zero (0) the better the level of the IR in 

annual reports of the sampled companies.

RESULTS AND DISCUSSION
This section provides the results of analysis of the 

data. It begins by presenting the results and 

discussion of the types of narrative reports 

contained within the annual reports of the sampled 

companies and their frequencies.

Typical Narrative Reports within the Annual 

Reports of Sampled Companies

As indicated in Figure 1 that no company (except 7) 

present a standalone integrated report as the MCA 

does not explicitly require it nor mentions it. The 

annual reports of the sampled companies contained 

narrative reports that may be grouped into four 

namely: Chairman’s report, Chief Executive Officer 

(CEO)’s (or Managing Director’s) report, Director’s 

reports and other reports (i.e. reports that were 

covering issues such as corporate social 

responsibility, corporate governance and corporate 

profile etc).

The analysis (Table 2) revealed that all the 100 (100%) 

sampled companies presented the Director’s report, 

100 (100%) presented a chairmen’s report, 73 (73.6%) 

other reports while 76 (76.2%) presented the CEO’s 

report. This may suggest that if the integrated report 

can be explicitly required by regulations, all 

companies are likely to present it.

Amity Business Review
Vol. 18, No. 2, July - December, 2017

No. of Companies (%)

Chairman’s report 1001 100 %

CEO’s report 76 76.2 %

Director’s report 100 100 %

Other reports (CSR*, CG**, CP*** etc 73 73.6 %

Table 2: Typical Reports Presented in Annual Reports

*Corporate Social Responsibility **Corporate Governance ***Corporate Profile
Source: Own Compilation
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Furthermore, Table 3indicates that 69 companies (69 

%) presented all the four narrative reports while 8 

companies(8%) presented three of the four and the 

remaining 23 companies (23%) presented two of the 

four. The analysis suggests that the sampled 

companies are generally aware of importance of 

narrative reporting in their annual reports and are 

making using various types of reports within it. This 

awareness may be extended in the promotion and 

implementation of integrated reporting. As it has 

already been indicated in the IIRC IR framework 

provide that an integrated report may be prepared 

either a standalone report or be included as a 

distinguishable, prominent and accessible part of 

another report or communication (IIRC, 2013). Thus 

MCA and other promoters of corporate governance 

should consider encouraging the companies to issue 

integrated reports within annual report or within in 

other reports as a step towards full IR.

Integrated Reporting Scores

Since only 7 companies presented an integrated 

report, the level of IR of the sampled listed 

companies was evaluated by analyzing the typical 

reports presented in Table 1. 

This study uses three IR score levels in presenting 

results of analysis namely: 

(i) Individual company scores, 

(ii) Overall (averages) scores, and 

(iii) Individual item scores.

As already noted, IRI closes to 1 signify high level of 

IR and while a better IR Gap should be closer to 0.The 

overall IR score for the sampled companies was 0.69. 

Accordingly the score suggests that on an average 69 

% of the disclosure items on the IR disclosure 

framework were actually disclosed. The overall 

score indicates some progress by the listed 

companies towards the adoption of IR philosophy in 

presenting their annual reports. 

Individual Company and Overall IRI scores

Figure 1 shows that the IRI that was exactly 1 scored 

by 7 companies, suggesting that in its 2014 annual 

report 100 % (n=100) of the items on the IR disclosure 

framework. On the other hand the lowest IRI was 

0.35 scored by 2companies, suggesting that the 

company disclosed only 35 % (n=2) of the items of 

disclosure. Respectively these 7 and 2 companies 

respectively had the best 0 and worst (0.65) IR gaps. 

Furthermore, Figure 1shows that about 83 

companies (83 %) disclosed at least half of the items 

(i.e. by their scores were of at least 0.5).

The overall IR score for the sampled companies was 

0.69 as exhibited by the average score. Accordingly 

the score suggests that on average 69 % of the items 

on the IR disclosure framework were actually 

disclosed. The overall score indicates some progress 

by the listed companies towards adoption of IR 

philosophy in presenting their annual reports. On 

the other hand it reveals a bigger average IR gap of 

0.31 that needs to be filled towards achieving full IR. 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

No. of Companies (%)

All four reports 69 69 %

Three of the four 8 8 %

Two of the four 23 23 %

One of the four 0 0 %

None 0 0 %

Total 569 100 %

Source: Own Compilation

Table 3: Report Presentation Frequency
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Considering further that the IR disclosure 

framework adopted by the study was not as 

comprehensive as the IIRC framework, the gap is 

likely much wider if the later can be used. This 

further indicates that more promotional work is 

needed in order to stimulate IR in India.

The scores suggest that all the sampled companies 

endeavoured to give some information about their 

operating environment, gave a statement that they 

are complying with relevant regulatory instruments 

and provided some analysis of financial 

performance and position of the companies over and 

above the disclosures required by the accounting 

standards. Figure 2on the other hand, indicates that 

two items obtained the second highest score of 0.83, 

these are “Boards, Directors and Remuneration” and 

“Governance of Risk”. Accordingly, these items 

were disclosed by ten sampled companies. It is 

worth noting that it seems that the important role of 

the Board committee as well as the governance of 

risk is well recognized the bigger majority of the 

companies.

Figure 2shows items that scored third highest (0.62). 

As is exhibited five items scored at this level. These 

include: ethical leadership and corporate 

citizenship, Intellectual capital, and Environmental 

capital and general impression of how the company 

reacting to good integrated reporting. An item worth 

noting is “general impression of how the company 

reacting to good integrated reporting”. The “general 

impression” in this study does not necessarily mean 

the companies were fully presenting information as 

per the IR concept, but they showed willingness to 

provide more non-financial information. 

Figure 2 shows that only about 64 % of the items on 

the IR disclosure framework were disclosed by at 

least half of the sampled listed companies. The 

disclosure items that scored poorly include 

“Integrated Reporting” and “Integrated Reporting 

Philosophy” (disclosed by nine companies). 

FINDINGS AND CONCLUSION
Overall as a group, the BSE 100 index constituents, 

have an average Composite Disclosure score of 0.69 

with the IR Gap 0.31.

A little over a fourth (27%) has Composite Disclosure 

scores of 8 or more. This includes three companies 

which stand out for achieving the maximum score of 

14 (Infosys, Bharti Airtel, HDFC Bank, TCS, Yes 

Bank, Tata Steel, Kriloskar Brothers). 

About half of all BSE100 index constituent 

companies have Composite Disclosure scores of 

more than 7 but less than 12. 

Amity Business Review
Vol. 18, No. 2, July - December, 2017
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Another fourth of the BSE 100 index constituent 

companies have low Composite Disclosure Scores of 

5 or less. A third of these are government-owned 

enterprises. 

73 per cent of India’s N100 companies have full 

amount of CR disclosure. 45 per cent use standard 

frameworks for CR disclosure. 31 per cent of India’s 

N100 comprehensively reports on CR through 

separate reports.

There is higher rate (70%) of N100 companies 

disclosing CR information in annual reports but 

Integrated Reporting will take a few years to gain 

prominence.

The results of analysis suggest some progress 

towards the implementation of IR indicated by an 

average IRI of 0.69 and on the other hand revealing a 

bigger IR gap of 0.31 that needs filling. Furthermore, 

it was found that the IR framework is based on the 

Code of Corporate Governance that contains less 

detailed guidance with regard to IR.

The current format of BR reports is narrative in 

nature with a few performance indicators. While this 

is a progressive step towards disclosure on CR in 

annual reports, integrated reporting in India is a 

distant future. With only two companies from India 

participating in the Pilot Programme of IIRC to 

develop and test the IR framework, integrated 

reporting is expected to take a few years to gain 

wider acceptability among Indian regulators, 

companies and investors.And Last, I would like to 

acknowledge my sincere gratitude to Indian Council 

of Social Science and Research (ICSSR), New Delhi 

for their financial support.
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Infosys 1 1 1 0 1 1 1 0 0 0 0 0 0 1 14 0

Bharti Airtel 1 1 1 1 1 1 1 0 0 1 0 0 0 1 14 0

HDFC Bank 1 1 1 0 1 0 1 0 1 1 1 0 1 1 14 0

TCS 1 1 1 1 1 1 1 1 1 1 1 1 1 1 14 0

Yes Bank 1 1 1 1 1 1 1 1 1 1 1 1 1 1 14 0

Tata Steel 1 1 1 1 1 1 1 1 1 1 1 1 1 1 14 0

kriloskar Brothers 1 1 1 1 1 1 1 1 1 1 1 1 1 1 14 0

Reliance Com. 1 1 1 1 1 1 1 0 1 1 1 0 1 1 12 2

M&M Financial 1 1 1 1 1 1 1 0 0 1 1 1 1 1 12 2

Ashokley 1 1 1 1 1 1 1 0 0 1 1 1 1 1 12 2

Reliance Cap. 1 1 1 1 1 1 1 0 1 1 1 0 1 1 12 2

Union Bank 1 1 1 1 1 1 1 0 0 1 1 1 1 1 12 2

Colgate Palmolive 1 1 1 1 1 1 1 0 0 1 1 1 1 1 12 2

Cairn India Ltd. 1 1 1 1 1 1 1 0 0 1 1 1 0 1 11 3

Indusind Bank 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

Cipla 1 1 1 1 1 1 0 0 1 0 1 1 1 1 11 3

IDBI Bank 1 1 1 0 1 1 1 0 1 0 1 1 1 1 11 3

Tata Steel 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

Shriram Trans 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

RIL 1 1 1 1 1 1 1 0 0 0 1 1 1 1 11 3

Power Grid Crop. 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

Power Finance 1 1 1 1 1 1 1 0 0 0 1 1 1 1 11 3

Gail India 1 1 1 1 1 1 1 0 0 1 1 1 0 1 11 3

Dr. Reddy Lab. 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

BPCL 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

Lupin 1 1 1 1 1 1 1 0 0 1 1 1 0 1 11 3

NHPC 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

Ultratech Cement 1 1 1 1 1 1 0 0 1 0 1 1 1 1 11 3

HindalcoInds 1 1 1 0 1 1 1 0 1 0 1 1 1 1 11 3

74

Integrated Reporting in India: 
A Case Study of  BSE 100 Constituents

Annexure 1

Amity Business Review
Vol. 18, No. 2, July - December, 2017

78



GMR Infra 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

SAIL 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

Reliance Power 1 1 1 1 1 1 1 0 0 0 1 1 1 1 11 3

Maruti Suzuki 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

LIC Housing Finance 1 1 1 1 1 1 1 0 0 0 1 1 1 1 11 3

Excide Ind. 1 1 1 1 1 1 1 0 0 1 1 1 0 1 11 3

Amuja cement 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

United Spirits 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

Divis Lab 1 1 1 1 1 1 1 0 0 1 1 1 0 1 11 3

Can Bank 1 1 1 0 1 1 1 0 0 1 1 1 1 1 11 3

Coal India 1 1 1 1 1 1 0 0 0 1 1 1 1 1 11 3

Hindustan Unilever 1 1 1 1 1 0 1 0 1 1 1 0 0 1 10 4

Cumminis India 1 1 1 0 1 1 0 0 0 1 1 1 1 1 10 4

Wipro 1 1 1 1 1 1 1 0 0 0 0 1 1 1 10 4

BOI 1 1 1 1 1 1 1 0 0 0 1 1 0 1 10 4

Ranbaxy Lab 1 1 1 1 1 1 0 0 0 0 1 1 1 1 10 4

Bajaj Auto 1 1 1 1 1 1 0 0 0 1 1 1 0 1 10 4

Tata Power 1 1 1 1 1 0 1 0 1 1 1 0 0 1 10 4

HCL Tech 1 1 1 0 1 0 1 0 1 1 1 0 1 1 10 4

United Phos 1 1 1 0 1 1 0 0 0 1 1 1 1 1 10 4

Godrej Cons. 1 1 1 1 1 1 1 0 0 0 0 1 1 1 10 4

CG 1 1 1 1 1 1 1 0 0 0 1 1 0 1 10 4

NMDC 1 1 1 1 1 1 0 0 0 0 1 1 1 1 10 4

Unitech 1 1 1 1 1 1 0 0 0 1 1 1 0 1 10 4

Ashok Leyland Wind Energy Ltd. 1 1 1 1 1 1 0 0 0 1 1 1 0 1 10 4

ICICI Bank 1 1 1 1 1 1 0 0 0 1 0 0 0 1 9 5

NTPC 1 1 1 0 1 1 1 0 1 0 0 0 1 1 9 5

Kotak Mahindra Bank 1 1 1 0 1 1 1 0 1 0 0 0 1 1 9 5

BOB 1 1 1 1 1 0 0 0 1 1 1 0 0 1 9 5

Axis 1 1 1 0 1 0 1 0 1 0 0 1 1 1 9 5

Federal Bank 1 1 1 1 1 0 0 0 0 0 1 1 1 1 9 5

IDFC 1 1 1 1 1 1 0 0 0 0 0 1 1 1 9 5

Hero Motor Corp. 1 1 1 0 1 0 1 0 0 0 1 1 1 1 9 5

GlenmarkPharma 1 1 1 1 1 0 0 0 0 1 1 0 1 1 9 5

ABB 1 1 1 0 1 1 1 0 1 1 0 0 0 1 9 5

SBI 1 1 1 1 1 1 1 0 0 1 0 0 0 1 9 5

Dabur India 1 1 1 0 1 1 1 0 1 0 0 0 1 1 9 5

Adani Port 1 1 1 0 1 1 1 0 1 0 0 0 1 1 9 5
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M&M 1 1 1 1 1 0 0 0 1 1 1 0 0 1 9 5

ITC 1 1 1 0 1 0 1 0 1 0 0 1 1 1 9 5

HDIL 1 1 1 1 1 0 0 0 0 0 1 1 1 1 9 5

United brewiers 1 1 1 1 1 1 0 0 0 0 0 1 1 1 9 5

Tech Manhindra 1 1 1 0 1 0 1 0 0 0 1 1 1 1 9 5

Reliance Infra 1 1 1 1 1 0 0 0 0 1 1 0 1 1 9 5

Indian Oil Corp. 1 1 1 1 1 1 0 0 0 0 0 1 1 1 9 5

HPCL 1 1 1 0 1 0 1 0 0 0 1 1 1 1 9 5

Hindustan Zinc 1 1 1 1 1 0 0 0 0 1 1 0 1 1 9 5

Ansal A P I Power Ltd. 1 1 1 0 1 1 0 0 0 1 1 0 1 1 9 5

DLF 1 1 1 0 1 1 0 0 0 0 0 1 1 1 8 6

Sesa Goa 1 1 1 1 1 1 1 0 0 0 0 0 0 1 8 6

Nestle India 1 1 1 1 1 0 0 0 0 1 0 1 0 1 8 6

L&T 1 1 1 1 1 0 0 0 0 1 0 1 0 1 8 6

Jindal Steel 1 1 1 1 1 1 0 0 0 0 0 0 1 1 8 6

Adani Pow 1 1 1 0 1 0 0 0 0 1 1 1 0 1 8 6

Zee Ent. 1 1 1 0 1 1 0 0 0 0 0 1 1 1 8 6

Siemens 1 1 1 1 1 1 1 0 0 0 0 0 0 1 8 6

BHEL 1 1 1 1 1 0 0 0 0 1 0 1 0 1 8 6

Asian Paints 1 1 1 1 1 0 0 0 0 1 0 1 0 1 8 6

Abirlanuvo 1 1 1 1 1 1 0 0 0 0 0 0 1 1 8 6

Asia Bioenergy (India) Ltd. 1 1 1 0 1 0 0 0 0 1 1 1 0 1 8 6

Prashant India Ltd. 1 1 1 1 1 0 0 0 0 1 1 0 0 1 8 6

Sun Pharma 1 1 1 1 1 1 0 0 0 0 0 0 0 1 7 7

Grasim Inds 1 1 1 0 1 1 0 0 1 0 0 0 0 1 7 7

Bharat Forge 1 1 1 1 1 1 0 0 0 0 0 0 0 1 7 7

AdnaiEnt. 1 1 1 0 1 0 1 0 0 1 0 0 0 1 7 7

Idea Cellular 1 1 1 0 1 1 1 0 0 0 0 0 0 1 7 7

REC 1 1 1 1 1 1 0 0 0 0 0 0 0 1 7 7

PNB 1 1 1 0 1 1 0 0 1 0 0 0 0 1 7 7

Titan Inds 1 1 1 1 1 1 0 0 0 0 0 0 0 1 7 7

ONGC 1 1 1 0 1 0 0 0 0 0 0 0 0 1 5 9

HDFC Fin. 1 1 1 0 1 0 0 0 0 0 0 0 0 1 5 9
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INTRODUCTION
The Indian consumer electronics and appliances 

market is around $9.7 billion at present and is 

expected to reach $ 20.6 billion by 2020.(Economic 

Times, 2015).Although Indian markets have grown 

at a CAGRof 9.7 per cent over the 2010-2014 period 

(Economic Times, 2015), still its share in organised 

retail market is at a nascent stage. The consumer 

durables retail market constitutes only 12% of the 

total organised retail market of India.(TechSci, 2016). 

Organised retailing can be defined as sale and 

purchase related activities undertaken by licensed 

retailers who are registered for sales tax, income tax, 

etc. Examples of such retailers are corporate-backed 

hypermarkets and retail chains, and also the 

privately owned large retail  businesses.  

Unorganised retailing can be defined as traditional 

retailing consisting of low cost formats such as 

Kirana shops, hand carts, roadside vendors, and 

small shops owned and managed by private vendors 

etc. Organised retailing formats such as, shopping 

malls are gaining importance in Indian market 

which has streamlined the supply chain and has also 

led to increased demand especially for branded 

products. But due to high degree of homogeneity in 

case of consumer durables, consumers can choose 

from a wide range of brands thus leading to intense 

competition. As a result , retailers can dominantly 

influence the customer’s buying decision. 

(Sharman,1984). Researchers have demonstrated 

The main objective of this research is to find out the 

relationship between service quality and customer 

satisfaction and further between customer satisfaction 

and customer loyalty and to also to identify which aspect 

of service quality influences customer satisfaction the 

most.

Design/methodology/approach – The research paper is 

based on a sample of 180 customers of electronics durables 

retail chains viz. Croma, Reliance digital, Next and E-

zone in Delhi-NCR who have responded to a self-

administered questionnaire. Descriptive statistics and 

regression analysis have been used to analyse the data and 

prove the conceptual model. 

Findings – The paper concludes that personal interaction, 

reliability and policy are the three dimensions which are 

positively related to customer satisfaction which in turn is 

positively related to customer loyalty.

Originality/value – The paper provides certain 

suggestions to managers of retail chains regarding the 

relationship between service quality dimensions, 

satisfaction, and loyalty.
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that as a result of increasing products homogeneity, 

brands have almost lost their image which has led to 

decreasing brand loyalty.(Thomason et.al 

2006).However, consumers tend to become loyal to a 

particular store rather than a particular 

brand.(Lincoln, 2006).Consumer electronics such as 

television, refrigerator, DVD players, computer 

related devices etc are sold by retail stores of 

different formats. Thus, retail chains which 

generally sell homogenous products need to 

differentiate themselves by improving their service 

quality attributes such as environment, accessibility, 

employees attitude and behaviour , appearance of 

tangibles etc. which will directly affect the 

perceptions of customers further affecting their 

satisfaction and loyalty intentions.(Jamal and 

Anastasiadou, 2007).In order to achieve competitive 

advantage, retailer must focus on three important 

factors viz service quality, customer satisfaction and 

customer loyalty(Rust et al 1994, Zeithaml, 1996). 

The studies related to finding out the relationship 

between service quality and satisfaction have always 

attracted the interest of a large number of 

researchers (Tan,2004).Most researchers have found 

that service quality positively influences customer 

satisfaction (PZB, 1985, 1988), which in turn has a 

positive influence on customer loyalty. Therefore, as 

service quality is the primary factor influencing both 

customer satisfaction and customer loyalty, retailers 

must understand the customer’s perceptions of 

service quality to further understand the 

consequential influences. (Olorunniwo et al 

2006).Despite a large number of researches on 

service quality, there are only a limited number of 

studies finding out the relationship between service 

quality, customer satisfaction and customer loyalty. 

(Jamal and Anastasiadoou, 2007). Also, no 

consensus has been achieved on their relationship as 

to whether consumers’ service quality evaluations 

impact customer loyalty or whether satisfaction is an 

antecedent to service quality. (Brady and Robertson, 

2001)Therefore, the main purpose of this study is to 

find out the relationship between service quality, 

customer satisfaction and customer loyalty in case of 

organised electronics consumer durables retailers as 

we have not come across any such study in Indian 

context. Also, we aim to find the most important 

factors of service quality affecting the consumer’s 

choice of retail store.

LITERATURE REVIEW AND 
HYPOTHESES DEVELOPMENT
Firstly, we have tried to explain the meaning of 

perceived quality and have then explained the 

relationship between perceived service quality and 

customer satisfaction and then between customer 

satisfaction and customer loyalty.

Perceived service quality

Kotler (2000) has defined service quality as the 

summation of all the attributes of a product or 

service that have an ability to satisfy both the explicit 

and implicit needs. Quality can be of  two types: 

objective and subjective. Objective quality refers to 

the actual quality while subjective quality refers to 

the perceived quality(Kotler, 2000).Parasuraman et 

al(1988) define service quality as “an anticipated 

judgement as a result of appraisal but refer to quality 

as an ambiguous and indefinite construct.”

Lewis and Booms (1983) stated that service quality is 

a measure of how well the service level delivered 

matches the customers’ expectations. Gronroos 

(1984) contended that it is very important for the 

service firms to define perceived service quality and 

determine its influence in order to attain competitive 

advantage. Thus, according to Gronroos(1984), 

perceived service quality is the outcome of an 

appraisal wherein customer compares expectations 

and perceptions resulting in perceived service 

quality.  This was further supported by 

Parasuraman, Zeithaml and Berry (1985) who 

defined service quality as the difference between 

customer’s expectations and perceptions. Within the 

frame of reference of European thought process also 

known as Scandinavian school, Gronroos (2001) 
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stated that service quality can be defined in terms of 

technical quality, functional quality and the image. 

Technical quality refers to the traits related to the 

interactions between the customer and the service 

provider and functional quality refers to the 

characteristics of the outcome whereas image which 

is a dynamic factor is actually the combination of 

both functional quality and technical quality.

The thought process of North American school has 

focussed upon intangible factors assuming the 

scarcity of tangible factors in case of service 

encounter process.(Perez et al, 2007)).Parasuraman 

et al have made a great contribution in the field of 

service quality by developing a widely accepted 

measurement tool called as SERVQUAL by 

extending the thought proposed by Gronroos of 

Scandinavian school(Chowdhary and Prakash, 

2007). The Gap model which was pioneered by 

Parasuraman et al puts light on the differences 

between service providers and customers 

perceptions (Svensson, 2006). Parasuraman et al 

advocated five gaps viz. Consumer expectations Vs 

Service quality specifications, Management 

perceptions Vs Service quality specifications, 

Service Quality specifications, Service encounter 

process Vs outsider communication and Expected 

service Vs perceived service such that they have a 

negative relationship with service quality. The wider 

the gap, the more is the need to improve service 

quality by the service providers. After many 

revisions and modifications, PZB (1988) laid the 

foundation of a 22 item scale called SERVQUAL 

which consists of five dimensions: Reliability, 

assurance, tangibles, empathy and responsiveness. 

Babakus and Boller(1992) ,  Babakus and 

Mangold(1992) have pointed out the ambiguity in 

the five factor structure of SERVQUAL(Carman, 

1990).PZB’s view to measure service quality as the 

difference between perceptions and expectations of 

consumers has also not been supported because 

researchers (Buttle 1995, Cronin and Taylor 1992) 

argue that customers do not use expectations to 

measure service quality as there is no defined tool to 

measure expectations(Buttle, 1995).Babakus and 

Boller, 1992 argue that SERVQUAL model focuses 

only on the process of service and ignores the 

outcome. The concept of service quality mainly 

emphasizes on how the service provider fulfill the 

demands of customers (Lewis et al 1994). With the 

growing importance of service quality, a large 

number of researchers have exhibited their interests 

in the topic by developing numerous multi 

dimensional models.(Haywood-farmer 1988, 

Brogowicz et al 1990, Babakus and Mangold 1992, 

Mattsson(1998) ,  Teas(1993) ,  Cronin and 

Taylor(1992), Philip and Hazlett(1997), Mei at (1999), 

Bahia and Nantel(2000), Brady and Cronin(2001), 

Long and Mc Mellon(2004),  Shahin and 

Samea(2010).One of the measurement models which 

has been widely recognized and admired has been 

given by Dabholkar et al (1996) called as RSQS 

model. This model is more comprehensive and 

specific to retail services (Das et al 2010). This model 

consists of a total of 28 items out of which 17 items 

came from the existing SERVQUAL scale and 

remaining 11 have been developed from literature 

review and qualitative research. The items are 

attributed to five dimensions namely: physical 

aspects, reliability, personal interaction, problem 

solving and policy and six sub dimensions namely 

appearance, convenience, promises, doing it right, 

inspiring confidence and courteous/helpfulness

Service quality and Customer Satisfaction

Researchers have suggested that it is necessary to 

monitor customer satisfaction on a continuous basis 

(Fornell, 1994) as it influences attitude and word of 

mouth communication (Sivadas and Baker prewitt, 

2000), future purchase intentions (Garbarino and 

Johnson, 1999, Kasper, 1988) which in turn 

influences profit (Anderson et al 19994. Kotler and 

Keller, 2011), firm’s success (Fonseca, 2009) and store 

loyalty (Oliver, 2010). Many firms relate the quality 

of service to customer satisfaction (Anderson and 

Sullivan, 1993) and therefore it is crucial for the 

retailers to recognize the importance of customer 
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satisfaction and identify the drivers of customer 

satisfaction. Churchill and Suprenant (1982) 

suggested that consumer satisfaction is the result of 

the difference between the expected reward and the 

actual cost borne by the consumer. According to 

Homburg and Giering (2001), ‘satisfaction is a post 

choice evaluative judgement with regard to a 

specific purchase decision.’ Lee et al (2011) defined 

consumer satisfaction as ‘the summation of 

cognitive and affective reaction to a service 

situation.’

Some researchers are of the view that service quality 

is an antecedent to customer satisfaction 

(Parasuraman et al, 1985, 1988) while others suggest 

that good service quality leads to customer 

satisfaction which in turn influences the perceived 

service  quality.(Bitner 1990).However, Cronin and 

Taylor(1994) opined that neither of the two 

constructs are antecedent of one another. Dabholkar 

(1996) suggested that the relationship between 

service quality and customer satisfaction is specific 

to a particular situation and thus depends on the 

process of service encounter. His notion is that if 

customer has cognitive orientation, then he/she will 

be of the view that service quality is an antecedent of 

customer satisfaction; however, if the customer has 

an affective orientation, then he will perceive that 

satisfaction leads to positive service quality 

perceptions. The relationship between service 

quality and customer satisfaction vary across 

national  borders.(Murti ,  Deshpande and 

Srivastava,2013).However, not all dimensions of 

service quality may have an impact on customer 

satisfaction, hence it is imperative to identify such 

crucial factors which lead to satisfaction so as to 

deploy the limited resources efficiently. Even 

though, there are other factors also affecting 

customer satisfaction namely: price, situation and 

personality of the buyer (Natalisa and Subroto, 

1998), but service quality is of prime importance as it 

within the service provider’s control and by 

improving the level of service quality, its 

consequences on customer satisfaction and 

ultimately on customer loyalty can be improved.

Hence, our prior hypotheses are:

H1. Tangibles have a significantly positive influence 

on customer satisfaction.

H2. Reliability has a significantly positive influence 

on customer satisfaction.

H3. Responsiveness has a significantly positive 

influence on customer satisfaction.

H4. Assurance has a significantly positive influence 

on customer satisfaction.

H5. Empathy has a significantly positive influence 

on customer satisfaction.

Customer satisfaction and customer 

loyalty

Customer satisfaction can have a positive influence 

on profitability because satisfied customers are more 

more likely to become loyal to a particular service 

provider leading to repurchase, however, 

dissatisfied customers are prone to complain and 

switch to the competitors. (Lee et al , 2011). 

Researchers (Ueltschy et al., 2007) have argued that 

satisfied customers are even willing to pay a higher 

price for the service. Customer loyalty may be 

defined as the behaviour exhibiting repeated 

purchases from a service provider such that there is a 

positive attitude of the customer towards the service 

provider and only this provider is considered as and 

when the need for such service arises. (Gremler and 

Brown, 1996, p. 173).It can be concluded from the 

literature that customer loyalty can be attitudinal as 

well as behavioural (Kyner, 1973). Loyalty is 

exhibited in behaviour such as repeated purchases 

from the same supplier, increase in the amount of 

purchases and the act of recommending (Yi, 

1990).Loyal customers indulge into positive word of 

mouth communication thus resulting into increased 

customer base for the company over a period of time. 

(Reichheld and Sasser, 1990 and also provokes 

others to become loyal customers. (Heskett et 

al.,1997).Although it is very important for all types of 
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firms to attract and maintain loyal customers, 

however it is primarily more important for service 

firms because of three reasons: loyalty is more 

prevalent in consumers of services rather than 

goods(Zeithaml, 1981);service firms involve more 

face to face communication between the service 

provider and the customer thus increasing the 

probability for the evolution of loyalty(Parasuraman 

et al.,1985);and risk is perceived more by the 

customers in case of services rather than 

goods(Murray, 1991).Research on customer loyalty 

has focussed mainly upon products rather than 

services and thus research related to loyalty with 

respect to service organisation has remained under 

researched.

Thus, the related hypotheses are:

H6. Customer satisfaction has a significantly 

positive influence on customer loyalty

METHODOLOGY
In our research, we have followed descriptive 

research design as the objective of our study is to 

test the relationship between service quality, 

customer satisfaction and customer loyalty in 

case of organised electronic retail chains in Delhi 

–NCR. While undertaking a descriptive study, 

we have followed cross sectional design which 

involves collection of data from only one sample 

of population at a single point of time. (Malhotra, 

2010).Primary source of data has been used in 

order to achieve our objective to collect information 

about customer’s current perceptions regarding 

service quality and their loyalty intentions 

with respect to four organised electronics retail 

chains viz. Croma, Next, Reliance digital and E-

Zone. In order to collect data, we found survey 

approach as more suitable and carried out the survey 

by requesting the customers to give their responses 

in the store itself so that he/she is able to analyze the 

actual environment and give correct response. 

(Dabholkar, 1996)

Questionnaire development

The survey instrument consisted of items to measure 

service quality, customer satisfaction and customer 

loyalty. As researchers have argued that RSQS 

model is not a valid and reliable tool in all sectors of 

retail, we conducted confirmatory factor analysis to 

check its validity and reliability in context of 

organised electronics retail stores.The findings 

obtained by applying confirmatory factor analysis 

and reliability tests indicated that all the five 

dimensions i.e. physical aspects, reliability, personal 

interaction, problem solving and policy can 

significantly measure service quality particularly in 

electronics store. The findings of our study, thus, 

clearly support Dabholkar et al’s (1996) claim that 

their instrument is appropriate to measure service 

quality of retailers that offer a mix of goods and 

services such as hypermarkets, supermarkets, 

discount stores, specialty stores etc.

In order to measure service quality, 27 out of 28 items 

of RSQS instrument developed by Dabholkar et al 

(1996) have been used. One item which stated ‘The 

store has its own credit card’ has not been considered 

because of its inapplicability in Indian markets. Only 

1 statement is used to measure overall customer 

satisfaction as suggested by. In order to measure 

customer loyalty, a total of 13 items with dimensions 

such as word of mouth communication, purchase 

intentions, price sensitivity and complaining 

behaviour as given by Zeithaml et al(1996) has been 

used. A five point likert scale was used for data 

collection with ‘1’ indicating completely disagree 

and ‘5’ indicating completely agree (Likert, 

1934).The data was collected from customers of 

electronic durables retail chains i.e. Croma, E-zone, 

Reliance Digital, Next etc. 

FINDINGS
The final sample of respondents comprises more 

number of males than females such that there are 102 

males and 78 females. This may be because 

researchers have suggested that although females 
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initiate the family purchase process but generally 

male member of the family is the decider and 

ultimate purchaser.( Burns, Alvin C. and Granbois, 

Donald H, 1980, Davis, Harry L, 1976, Jenkins, Roger 

L., 1985). Since the store was offering a wide range of 

products including the ones used for individual 

consumption also, it was interesting to note that 

nearly 85% of the total sample comprises of 

consumers in the age group of 19-30 years thus, 

supporting the view that brand awareness is being 

penetrated in the younger generation at an early age 

thus leading to an increase in the number of young 

consumers. (Sinha, 2012)

Results of descriptive statistics and cronbach 

alpha are indicated in table 1(Refer to Appendices). 

The cronbach alpha value for 13 items of 

customer loyalty is 0.875; for six items of 

physical aspects dimension of service quality, 

cronbach alpha is 0.862; for five items of reliability 

dimension, cronbach alpha is 0.822; for nine 

items of personal interaction, cronbach alpha is 

0.929; for three items of problem solving, cronbach 

alpha is 0.860 and for four items of policy dimension, 

cronbach alpha value is 0.731.Thus, there is a 

high degree of reliability among all the variables. 

Table 1(Refer to Appendices) indicates that 

customers have given highest marks for the 

statements: This store accepts most major credit 

cards (3.83), The store layout at this store makes it 

easy for customers to find what they need (3.60) and 

Customers feel safe in their transactions with this 

store (3.60).Generally, arithmetic means of various 

variables are in the range of 2.67 to 3.83 and the 

standard deviation of individual items are in the 

range of 0.857 to 1.14.

Multiple regression analysis has been done in order 

to find out the relationship between various 

variables i.e. service quality, customer satisfaction 

and customer loyalty. According to Nakip, 2003, 

multiple regression is generally used to test the 

relationship between dependent variable and 

several independent variables.

The various assumptions of regression analysis have 

been verified. In order to check if there are any 

outliers present, cook’s distance test was done. As 

the max. Value =0.371 which is less than 1, we can 

conclude that no outliers are present in the data. The 

co l inearity stat ist ics  (Physical  aspects ,  

Tolerance=0 .382 ,  VIF=2 .907 ,  Re l iab i l i ty ,  

Tolerance=0.283, VIF=3.245, Personal interaction, 

Tolerance=0.249, VIF=2.456, Problem Solving, 

Tolerance=0.461 ,  VIF=2.190  and Pol icy ,  

Tolerance=0.345, VIF=1.567)indicated that 

multicollinearity is also not a concern. The data also 

met the assumption of independent errors(Durbin-

Watson value=1.916).The histogram of residuals 

indicated that the errors are normally distributed 

and the same is also supported by the P-P plot of 

standardized residuals which showed the most of 

the points were on the line. As all the assumptions of 

regression analysis are met, there is no need of any 

further transformations in independent variables. 

The results in Table 2(Refer to Appendices) show 

that independent variables together account for 69% 

variability of customer satisfaction .The value of R2 

coefficient is significant (F =77.394,p=0.01). There is a 

significant impact of three out of five service quality 

variables on customer satisfaction. The Beta 

coefficients of reliability, personal interaction and 

policy are 0.220, 0.192 and 0.562 respectively. 

Reliability dimension (t=2.327, p=0.021), personal 

interaction (t=2-021 , p=0.045) dimension and policy 

dimensions(t=7.1098, p=0.000) are significantly 

related to customer satisfaction. It can be clearly 

concluded from the Beta estimates that policy 

dimension has the greatest influence on customer 

satisfaction. However, two dimensions namely 

physical aspects and problem solving were found to 

have no significant impact on customer satisfaction.

The results in table 3(Refer to Appendices) shows 

that there is a significant relationship between 

customer satisfaction and behavioural intention 

(t=10.263, p=0.000) at 1% significance level. The 

results also suggest that customer satisfaction 
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account for 37.2% variance of customer loyalty. Beta 

value of 0.447 indicates that 1 standard deviation 

increase in customer satisfaction (independent 

variable) will lead to 0.447 standard deviation 

increase in customer loyalty (dependent variable).

In fig1(Refer to Appendices), all significant 

paths along with their coefficients are illustrated 

such that reliability and personal interaction are 

significant at p<0.05 whereas policy is significant at 

p<0.01

CONCLUSION AND DISCUSSIONS
This paper has focussed on finding out the 

relationship between three important constructs of 

service marketing i.e. service quality, customer 

satisfaction and customer loyalty. The results of our 

study suggest that only three out of five dimensions 

of service quality as measured using Retail Service 

Quality Instrument(RSQS) developed by Dabholkar 

have a significant relationship with customer 

satisfaction. Dimensions namely reliability, personal 

interaction and policy were found to have a 

significant positive relationship with customer 

satisfaction. In order to find out the probable reasons 

for the same, we conducted in depth interviews of 10 

customers who recently visited organised 

electronics durable stores.  The results were found to 

be true in context of organised electronics retail 

stores .Reliability refers to the ability of the retailers 

to keep their promises. Consumers stated that they 

most of the stores under study sell genuine products 

and ensure accuracy in billing. These retail chains 

deliver the products timely and always keep their 

promises thus making their customers satisfied. It 

has also been contended in the literature that when 

consumers are presented with plenty of choices with 

regard to products and the products offer value for 

money along with quality, positive emotions like 

pleasure, excitement and satisfaction will be aroused 

among the shoppers(Yoo, 1998).Not only this, 

customers also mentioned that that the employees 

are very generous and have knowledge which helps 

them make the right choice while making a purchase 

related decision. Customers also revealed their 

positive perceptions regarding the policy 

dimensions such as convenient operating hours, 

high quality merchandise; easy payment facilities 

etc. which has led to customer satisfaction. However, 

customers stated that theses stores need to improve 

their parking facilities.

Two of the dimensions namely physical aspects and 

problem solving exhibited no significant relation 

with customer satisfaction because of p values 

greater than the significance level. The dimension of 

physical aspects is related to the store appearance 

and layout (Huang, 2009 and Vazquez et al, 2001) 

.The results which indicated no relationship 

between physical aspects and customer satisfaction 

may be because of negligible impact of physical 

appearance and layout of stores in case of purchase 

decisions of high ticket items. Besides, customers 

also suggested that the service providers have failed 

to provide them a unique touch experience before 

purchasing the product which leads to no impact of 

physical aspects on customer satisfaction. The 

problem solving dimension of service quality relates 

to the proficiency with which the service provider 

handles situations such as returns and exchanges as 

well as complaints and problem of customers. No 

significant relationship of problem solving 

dimension with customer satisfaction is because 

situations related to returns, exchanges, complaints 

or any other after sales service is generally handled 

by the manufacturer rather than the seller who is the 

service provider in case electronics durable as 

concluded from the in depth interviews of select 

customers. Other probable reason could be the 

exclusion of variables such as installation, delivery 

and after sales service as a part of problem solving 

dimension. Even though some of the retail service 

quality dimensions were found to be positively 

related to customer satisfaction but the degree of 

association is not very high. This is because of 

ignorance of some important variables of service 

quality such as store location, price, warranty, 
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installation, after sales services etc which have a 

considerable impact on customer satisfaction. (Yuen 

and Chan, 2010).

The results of the study also indicate a strong 

positive relationship between customer satisfaction 

and customer loyalty with a beta value of 

o.447.Thus, in case of electronics retail, it is very 

important for the service provider to formulate 

customer oriented policies so as to improve the level 

of satisfaction among the customers and achieve 

competitive advantage by maintaining loyalty 

among the existing customers and attracting new 

customers.

MANAGERIAL IMPLICATIONS
In the light of the findings of the study, we can 

conclude that organised electronic retail chains are 

not very successful in establishing customer 

satisfaction. Thus, it is imperative for the 

management to improve the various service quality 

dimensions so as to create long term relationship 

with customers. Walton stated that ‘store’s physical 

environment affects the ways in which shoppers 

interact with your merchandise, and it ultimately 

affects how much money customers spend.’Thus, in 

order to improve the physical appearance of the 

stores, the retailers must improve the various 

aspects of the store such as shelf placement, lighting, 

layout etc so as to encourage the customers to buy 

from the store .To improve the reliability dimension, 

the management of the stores must develop a 

comprehensive policy regarding each and every 

aspect of the service delivery process which must be 

completely followed by the staff. In order to bring 

about a positive change in personal interaction 

dimension, staff members must be trained more 

comprehensively and must be given continuous 

knowledge regarding new products and 

innovations. They must also be given special 

training to improve their sales skills. In order to 

improve the problem solving dimension and 

establish its relationship with customer satisfaction, 

store must keep a check on important factors such as 

on time delivery and installation and after sales 

service which is very important with regard to sector 

under study. Results show that policy dimension is 

the strongest predictor of customer satisfaction and 

thus service providers must continually improve 

their policies regarding parking, payment options, 

hours of operation, quality of products etc. by 

constantly tracking the current perceptions of 

customers on this dimension. Thang and Tan, 2003 

have suggested that stores characterised with 

facilities such as parking lots, convenient operating 

hours, easy payment system etc. have a greater 

probability of achieving favourable consumer 

perception. Retail stores offering good quality 

merchandise will be preferred by the consumers. 

(Thang and Tan, 2003).

LIMITATIONS AND FUTURE RESEARCH
This study has some limitations. As the study is 

based only on organised electronics durables retail 

chains, the results cannot be generalised onto other 

sectors. Future research should focus on other areas 

also which have remained unexplored. As a result of 

resource and time constraint, the sample size was 

relatively small (n=180), as a result, findings cannot 

be generalised to the whole sector. Besides, the area 

of study is also very limited. Thus, in future, 

researchers must undertake a study with an 

adequate sample.
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Cronbach Alpha Mean Std. Deviation

Physical Aspects 3.415 0.896

1. This store has modern-looking equipment and fixtures. 0.862 3.54 1.067

2.  The physical facilities(washrooms) at this store are visually appealing. 3.08 1.129

3. Materials associated with this store’s service (such as shopping bags, 
catalogs or statements) are visually appealing 3.31 .950

4. This store has clean, attractive and convenient public areas 
(restrooms, fitting rooms). 3.32 1.104

5. The store layout at this store makes it easy for customers to find 3.60 .997
what they need.

6. The store layout at this store makes it easy for customers to move 3.64 1.130
around in the store.

Reliability

7. When this store promises to do something by a certain time 0.822 3.27 .940
(such as repairs, exchange etc), it will do so.

8. This store provides its services at the time it promises to do so 3.29 .871

9. This store performs the service right the first time. 3.38 .925

10. This store has merchandise available when the customers want it. 3.42 .892

11. This store insists on error-free sales transactions and records.

Personal Interaction 3.38 1.017

12. Employees in this store have the knowledge to answer 0.929 3.53 1.035
customers’ questions

13. The behaviour of employees in this store instils confidence in customers. 3.47 .990

14. Customers feel safe in their transactions with this store. 3.60 .939

15. Employees in this store give prompt service to customers. 3.50 .932

16. Employees in this store tell the customers exactly when services will be performed. 3.42 .917

17. Employees in this store are never too busy to respond to customers’ request 3.29 .968

18. This store gives customers individual attention 3.38 1.081

19. Employees in this store are consistently courteous with customers. 3.50 .920

20. Employees in this store treat customers courteously on the telephone

Problem Solving 3.31 1.007

21. This store willingly handles returns and exchanges. 0.860 3.00 1.033

22. When a customer has a problem, this store shows a sincere interest in solving it 3.15 .972

23. Employees of this store are able to handle customer complaints directly and 3.12 .916
immediately.

Policy

24. This store offers high quality merchandise. 0.731 3.48 .857

25. This store provides plenty of convenient parking for customers. 3.09 1.103

Table1: Descriptive statistics
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Cronbach Alpha Mean Std. Deviation

26. This store has operating hours convenient to all their customers. 3.46 1.001

27. This store accepts most major credit cards.

Customer loyalty 3.83 1.141

28. This retailer will be my first choice to buy services? 0.875 3.44 1.076

29. I intend to do more business with this retailer in the next few years 3.28 .989

30. I intend to do less business with this retailer in the next few years 2.73 1.125

31. I will say positive things about this retailer to other people. 3.32 .940

32. I will recommend this store to someone who seeks my advice 3.44 .887

33. I will encourage friends and relatives to do business with this retailer. 3.37 .880

34. I will take some of your business to a competitor that offers more attractive prices. 3.14 1.064

35. I will continue to do business to a competitor that offers more attractive prices. 3.24 1.040

36. I will pay a higher price than competitors charge for the benefits I currently 2.67 .976
receive from this particular store/retailer.

37. I will switch to a competitor if I will experience a problem with this store. 3.53 1.083

38. I will complain to other consumers if I will experience a problem with this retailer 3.31 1.044

39. I will complain to external agencies if I will experience a problem with this retailer. 3.19 .947

40. I will complain to employees if I experience a problem with this store's service.

Customer Satisfaction 3.53 1.062

41. How satisfied are you overall with this store? 3.51 .878

Valid N (listwise)

Table 2: Multiple regression analysis of various dimensions of RSQS towards customer satisfaction

Notes: Significant at p<0.05 level; R=0.831, R2=0.691, F value=77.394, Sig F=0.000

Independent Variable Beta coefficients t-value p-value

Constant -.105 -.549 .584

Physical aspects .087 1.191 .235

Reliability .220 2.327 .021*

Personal Interaction .192 2.021 .045*

Problem Solving -.009 -.146 .884

Policy

.562 7.108 .000*

92



89

The Effect of  Perceived Service Quality on Customer Satisfaction and 
Customer Loyalty in Organised Retail Chains

Amity Business Review
Vol. 18, No. 2, July - December, 2017

Table 3: Regression analysis of customer satisfaction towards customer loyalty

Notes: Significant at: *p <0.01 level; R = 0.610; R2 =0.372; F =105.327; Sig. F =0.000

Independent Variable Beta coefficients t-value p-value

Constant 1.680 10.654 .000

Customer Satisfaction .447 10.263 .000

Fig 1:Figure indicating relationship between variables through Beta values
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Strategizing Social Media Brand Perception 
to Influence Consumer Buying Behavior

Social Media Marketing (SMM) includes procedure of 

dispersing messages, picking up web movement or 

consideration through social networking sites with a 

specific end goal to advance an identity, reason or 

business. The merger of innovation and social media have 

changed the way individuals associate with each other and 

organizations can no more overlook these advanced 

groups.

The social media platform also helped businesses to 

connect with end customers in a timely manner and at low 

cost and has greater influence on the consumers' purchase 

behavior. An exploratory research is conducted to 

investigate the social media brand perception on consumer 

buying behavior. Snow ball sampling technique was used 

for research with a sample size of 70 respondents.

It is observed that corporate message on online networking 

spreads from client to client and apparently reverberates 

on the grounds that it seems to originate from a trusted, 

outsider source, rather than the brand or organization 

itself.

Keywords: SMM, web movement, media platform, 

business

INTRODUCTION TO 
SOCIAL MEDIA MARKETING
Social media Marketing (SMM) alludes to the 

procedure of dispersing messages, picking up web 

movement or consideration through social 

networking sites with a specific end goal to advance 

an identity, reason or business. 

It includes all routines, methodologies, channels and 

stages went for utilizing online networking stages to 

convey and connect with a characterized target 

gathering of people keeping in mind the end goal to 

meet a characterized promoting objective. 

The meeting of innovation and Social Media have 

changed the way individuals associate with each 

other and organizations can no more overlook these 

advanced groups. The Internet has streamlined 

business correspondence in this way enhancing the 

way organizations offer, advance items and 

administrations. Item appropriation has been made 

worldwide and correspondence prompt; news go 

inside of seconds making today's daily papers great 

just for yesterday's data. The impact on brands can 

be either to a great degree positive or negative 

contingent upon the impression of buyers.

OBJECTIVES OF THE STUDY
The objective of this study is to analyse and 

understand Social Media Marketing messages and 

how they have affected shopper's views on brands. It 

will help marketers to formulate suitable strategies 

to manage Social Media and in creation of Brand. 
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Online marketing communications regularly fixates 

on endeavours by an individual or association to 

make media content (music, article, video) that 

conveys showcasing messages that pull in 

consideration and urge its intended interest group to 

experience, interface and offer data with their 

interpersonal organizations (either online or logged 

off) to meet a business objective. 

REVIEW OF LITERATURE
Online networking is viewed as the marvel that has 

drawn consideration of people and organizations for 

connecting with one another. In this appreciation, 

analysts and experts have diverse assessment on 

how online networking is not quite the same as other 

web media and client produced content (Kaplan and 

Haenlein, 2010).

Regardless of the ambiguity of meaning of online 

networking among scientists, it is a reality that it has 

upset in the most recent decade. This transformation 

of online networking has enormously changed the 

way people and organizations used to correspond 

with one another( (Hutter et al, 2013). 

Just, it can be said that online networking unrest has 

changed the promoting correspondence angles 

inside of associations. Inside of the expanding 

prominence and significance of online networking 

systems, for example, Facebook, YouTube and 

Twitter, buyers' inclinations and methods of 

correspondence with the associations have changed 

as it were. A few past studies have noticed that 

with expanding cash spending by purchasers on 

online networking uncovers that expanding 

correspondence happens on online networking 

systems administration sites (Barwise and Meehan, 

2010). 

In context of advertising correspondence, it 

uncovers that brand related introduction and 

cooperation happens on online networking systems 

administration sites by associations to an expanding 

level. Along these lines, it is clear that expanding 

correspondence on online networking has changed 

customary detached correspondence method of 

purchasers to dynamic influencers and makers 

(Kozinets et al., 2008; and Merz et al., 2009). 

Thus, power movement has happened from brands 

to customers (Constantinides and Fountain, 2008). In 

the same way, Bernoff and Li (2008) likewise 

proposed that expanding impact of clients of online 

networking as far as client power and culture 

movement has brought about client driven brand 

correspondence.

In the present period, organizations have begun to 

depend on data accessible in regards to client 

prof i les  for  advancing their  i tems and 

administrations in an assorted business sector 

(Kaplan and Haenlein 2012). The expanding fame of 

online networking systems administration sites can 

be surveyed in a way that extensive and acclaimed 

brands and additionally little brands try to create 

relations with clients by uniting with them through 

Facebook, Twitter and other social networking sites.

IMPORTANCE OF THE STUDY
Today the need of social media has increased all over 

India, consumers have access to the social media 

websites like Facebook; twitter etc. through their 

p h o n e  a s  w e l l .  A s  i n c r e a s i n g  c r e a t i v e  

communication in social media, marketers are using 

this platform to reach their target audience. Big 

companies are using this channel to create a brand 

perception among the media users because 

customers rely on branded products and mostly 

prefer to buy products well known to them as result 

they can build a long term profitable relations with 

the customers.

The social media platform also helped businesses to 

connect with end customers in a timely manner and 

at low cost and has greater influence on the 

consumer purchase behavior Now even the 

customers refer to social media before making a 

purchase decision and social media provides a 

public forum to the individual customers to gain 

information about the brands and in the meanwhile 

customer becomes aware of the unfamiliar brands 

and products; gets latest updates about new brands 

and products also gets influenced by the feedback of 

other customers on the same social media platform. 
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Table No.1

    KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .919

Bartlett's Test of Sphericity Approx. Chi-Square 1442.054

Df 105

Sig. .000

FACTOR ANALYSIS
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A social media brand perception gives a confidence 

and tempts the customer to feel good about the 

brands and momentously impacts the customer to 

buy the product.

This study focuses on examining the impact of the 

social media brand perception on the consumer 

buying behavior. However the findings of the study 

will contribute towards investigating the social 

media brand perception on the consumers and its 

influence on the buying behavior but considering 

the above limitations, this study will help to form a 

base of study and to understand the impact of social 

media brand perception on social media user.

RESEARCH METHODOLOGY
An exploratory research is conducted to investigate 

the social media brand perception on consumer 

buying behavior. A structured questionnaire is 

chosen from the available studies to assess the 

buying decision of the customers and to measure the 

social media brand perception.

Data Sources

Two types of data were taken into consideration i.e. 

Secondary data is a typeof information that is obtain 

directly from first hand sources by means other than 

the user. Our major emphasis was on gathering the 

primary data.

Sampling Technique

Snow ball sampling technique was used for research. 

Sample size was 350 respondents with different age 

groups, gender and marital status.. After all the data 

gathered the data is analyzed through the statistical 

software like SPSS and Microsoft excel and testing of 

data through factor analysis and content analysis.

ANALYSIS AND INTERPRETATION OF 
DATA

Age Group:

Around 80% of the respondents belong to 21-30 age 

group who are heavy users of Facebook whereas 

only 12.9%  belong to less than 20 years.

Usage of Facebook:

43.6% of People generally use Facebook for 1-2 hrs. 

regularly and stay connected with their friends, 

family and acquaintances whereas 13.6% of people 

use Facebook heavily everyday more than 3hrs and 

23% of people use Facebook for less than 1hr.

Friends on Facebook:

12% of the respondents have friends over Facebook 

more than 1000 so this makes them connected to 

their friends and family whereas majority of the 

respondents have friends less than 500 (48.5%).

Purpose of using Facebook:

64.7% of the respondents use Facebook to keep in 

touch with friends and family whereas 12.6% of the 

respondents use Facebook to search for jobs and 

other available opportunities, 13.8% to promote a 

business or cause, 16.8%to find information and 

share feedback about brands and products, 25.7%to 

share photos, videos, music and play games, 13.2%to 

make professional and business contacts (gaining 

leads, members, customers) and to meet new people 

and share experiences about life 27.5%

Data Reduction ( Fcator Analysis)

Amity Business Review
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Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy - This measure varies between 0and 1, 

and values closer to 1 are better. A value of .9 is a 

suggested very highly.

b.) Bartlett's Test of Sphericity - This tests the null 

hypothesis that the correlation matrix is an 

identity matrix. It reject this null hypothesis 

according to the given table (1.1).The reason is 

that the sig. level is zero because all the variable 

is related with each other that's why the null 

hypothesis is reject. Taken together, these tests 

provide a minimum standard which should be 

passed before a factor analysis should be 

conducted.

Communalities - This is the proportion of each 

variable's variance that can be explainedby the 

factors. It is also noted as h2 and can be defined as the 

sum of squared factor loadings for the variables.

b. Initial - With principal factor axis factoring, 

the initial values on the diagonal of the 

correlation matrix are determined by the 

squared multiple correlation of the variable 

with the other variables. For example, if you 

regressed items 14 through 24 on item 13, the 

squared multiple correlation coefficients would 

be .564. 

c. Extraction - The values in this column indicate 

the proportion of each variable's variance that 

can be explained by the retained factors. 

Variables with high values are well represented 

in the common factor space, while variables 

with low values are not well represented. (In this 

example, we don't have any particularly low 

values.) They are the reproduced variances from 

the factors that you have extracted. You can find 

these values on the diagonal of the reproduced 

correlation matrix. 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

Initial Extraction

Involvement 1.000 .478

Involvement 1.000 .653

purchase intention 1.000 .646

Involvement 1.000 .521

to be updated 1.000 .540

to be updated 1.000 .547

Credibility 1.000 .645

purchase decision 1.000 .743

effectiveness of add through Facebook 1.000 .552

effectiveness of add through Facebook 1.000 .632

evaluations of alternatives 1.000 .583

to be updated 1.000 .644

effectiveness of add through Facebook 1.000 .641

effectiveness of add through Facebook 1.000 .719

effectiveness of add through Facebook 1.000 .224

Extraction Method: Principal Component Analysis.

Table No.2: Communalities97



94

Strategizing Social Media Brand Perception 
to Influence Consumer Buying Behavior

Behavioral Intention towards Purchase: The first 

factor is named as "Behaviouralintentions towards 

purchase" because items like "purchase decision 

(.814) and “involvement of customer on Facebook” 

(.714) and “purchase intention” (.773) load highly on 

it. So according to these three variables, they play an 

important role in investigating how consumer 

purchase decision is affected by the use of Facebook.

Perceived usefulness of Facebook as a marketing 

tool: The second factor is named as  "Perceived 

usefulness of Facebook as a marketing tool” because 

items like " to be updated by the information about 

the products on the Facebook (.560) and 

“creditability from other fan pages on Facebook” 

(.727) and “effectiveness of ads through Facebook” 

(.750) and evaluation of alternatives “(617)” load 

highly on it. So according to these three variable, 

they play an important role in business also now 

This table shows about the actual factors that were 

extracted. If we look at the section labeled “Rotation 

Sums of Squared Loadings,” it shows you only those 

factors that met your cut-off criterion (extraction 

method). In this case, there were two factors with 

eigenvalues greater than 1. SPSS always extracts as 

many factors initially as there are variables in the 

dataset, but the rest of these didn’t make the grade. 

The “% of variance” column tells you how much of 

the total variability (in two of the variables together) 

can be accounted for by each of these summary 

scales or factors. Factor 1 account for 34.087 % and 

58.86 of the variability in all 17 variables, and so on.

Factor analysis - The columns under this heading are 

the rotated factors that have beenextracted. As you 

can see by the footnote provided by SPSS (a.), factors 

were extracted. These are the factors that analysts are 

most interested in and try to name.

Amity Business Review
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Component 1 2

1 .781 .625

2 -.625 .781

Component Transformation Matrix

Table No.4 : Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Component Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %

1 7.702 51.350 51.350 7.702 51.350 51.350 5.113 34.087 34.087

2 1.064 7.096 58.446 1.064 7.096 58.446 3.654 24.359 58.446

3 .927 6.183 64.629

4 .809 5.394 70.023

5 .701 4.671 74.694

6 .637 4.245 78.939

7 .557 3.715 82.654

8 .455 3.032 85.685

9 .423 2.821 88.506

10 .372 2.479 90.985

11 .353 2.352 93.336

12 .307 2.046 95.383

13 .278 1.855 97.237

14 .242 1.615 98.853

15 .172 1.147 100.000

Extraction Method: Principal Component Analysis. 98



Component

1 2

Involvement .621 .305

Involvement .749 .304

purchase intention .773 .220

Involvement .653 .307

to be updated .476 .560

to be updated .389 .629

Credibility . 341 .727

purchase decision .814 .285

effectiveness of add through Facebook .356 .652

effectiveness of add through Facebook .264 .750

evaluations of alternatives .450 .617

to be updated .704 .385

effectiveness of add through Facebook .759 .256

effectiveness of add through Facebook .315 .787

effectiveness of add through Facebook .082 .466

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

aTable No.6: Rotated Component Matrix

Component

1 2

Involvement .675 -.150

Involvement .775 -.230

purchase intention .741 -.311

Involvement .702 -.168

to be updated .722 .140

to be updated .697 .248

Credibility .781 -.188

purchase decision .813 -.286

effectiveness of add through Facebook .685 .287

effectiveness of add through Facebook .674 .421

evaluations of alternatives .737 .201

to be updated .790 -.139

effectiveness of add through Facebook .752 -.274

effectiveness of add through Facebook .738 .418

effectiveness of add through Facebook .355 .312

Extraction Method: Principal Component Analysis.
a. 2 components extracted.

aTable No.5 : Component Matrix
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days company use Facebook as a marketing tools to 

create awareness among the Facebook uses its leads 

to increase in sales and profitability and how 

Facebook plays an important role in promoting the 

brand and is more reliable than other traditional 

media.
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The average mean of factor 1 is 3.202 which is higher 

than 2.5 which shows that Facebook plays an active 

role in influencing consumer purchase decision. 

There are five factor influence the purchase decision 

of product through Facebook (involvement of 

Facebook, Purchase intention of consumers, 

purchase decision)

The average mean of factor 1 is 3.582 which is higher 

than 2.5 which shows that Facebook plays an active 

role in business also people used Facebook as a 

marketing tool for their business benefits. There are 4 

factor) play an important role in business also now 

days company use Facebook as a marketing tools to 

create awareness among the Facebook uses its leads 

to increase in sales and profitability and how 

Facebook plays an important role in promoting the 

brand and is more reliable than other traditional 

media.

CONTENT ANALYSIS
In order to understand the content of the data 

gathered from the respondents the systematic 

method of content analysis is used. In investigating 

the impact of social media brand perceptions on 

consumer buying process, the greatest challenge lay 

in creating themes of instances of behavior that can 

be described as alike in some or other way. The 

difference found in people from the responses and 

the contexts which make those differences are 

profoundly important.

In analyzing the results from the survey, a number of 

recurrent themes were apparent in the findings. 

These themes have been represented in tabular 

format below.

LIMITATIONS OF THE STUDY
The study have following limitations:-

1. Lack of resources: Lack of time and other 

resources as it was not possible toconduct 

surveys at large level. 

2. Small number of respondent: Only 350 

respondents were chosen for ourresearch which 

is a small number to represent the whole 

population. 

3. Sampling: The selection of respondent was 

based on convenience samplingand it might not 

truly representative of the respondents. 

4. Total Variance: According to our research we 

find a 34.087 in first factorand 58.446 in so its 

show there are some more factor which affect the 

consumer buying decision on the basis of social 

Amity Business Review
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Mean

involvement involvement purchase intention Involvement purchase decision

3.264 3.023 3.029 3.441 3.270

Table No.7

Mean

to be to be Credi- effectiveness Effective ness to be effectiveness effective ness effectiveness evaluations
updated updated bility of add of Add Updated of add of of of

Through Through through Add add alternate-es
Facebook FacebooK Facebook through through  

FacebooK Facebook

3.770 3.647 3.452 3.635 3.505 3.476 3.358 3.615 3.717 3.676

Table No. 8
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Seeking Information about 
brands

• People use Facebook

To seek new information about brands to get 
Updated with new information regarding the 
characteristics of the product

• Offers  on  brands  or new launches.

• Price and specification.

• Reviews.

• Quality check and appropriation of the product.

Word of mouth • With no existing Boundaries within The realm of  
virtual Communication Through Facebook, The 
Spread of word of mouth is rapid and 
uncontainable.

• Good source of providing information and 
awareness.

• Promotion.

• Good  way  to bring loyal customers together.

Users Perception about 
brands promoting through 
Facebook

• A lot of big brands communicate Through 
Facebook Fan pages to connect with their 
customers, To increase their customer base and 
providing information about their product.

• Useful and upgrade.

• Creating awareness.

• Promotional  tools  to increase their large scale 
publicity.

• Innovative.

Table No. 9

Major themes

Virtual socializing

Perceived Benefits

•  People use Facebook to connect with their friends, 
family  and brands and moreover Updating them 
with news, latest  updates About brands, searching 
for job and Seeking valuable information.

Keywords

• Chatting.

• For updates about products, companies, views of 
professional experts, etc.

•  To share the idea and experience, to meet my old 
buddies, to know what happening around the 
world And to get aware about any new 
opportunities.

• News feed from friends.

media like actor but in our study we are focusing 

only 2 major factors. 

CONCLUSION
Social media has for recent years been constantly 

been debated by various businesses as to whether or 

not it is a worthwhile vehicle to invest significant 

resource in or not. While some feel that traditional 

marketing communication channels are adequate 

means of reaching and communicating with 

consumers of products, the growth of Facebook 

cannot be ignored by any business that intends on 

remaining in business. According to findings from 

this study, equally Facebook in isolation at this point 

can serve to positively impact on consumers buying 

process. As has been evidenced through this 

research study, consumers expect to find 

information in some form or another in the realm of 

Facebook concerning their brands. Interestingly, the 

empirical findings from the study indicate that there 

seems to be a slight discord between consumer 

expectations and marketing initiatives on Facebook 

and blogs. In essence, there is consensus from parties 

of the potential possessed on Facebook in terms of 

communication of products; the challenge 

unmistakably lies in the execution techniques. It 

appears then, that in order for brand perceptions to 

be positively impacted by Facebook, the activities 

carried out in these spaces need to be cognizant of 

the needs attitudes and sentiments that consumers 

hold regarding these spaces. Approach is taken with 
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consideration of the consumer’s viewpoint 

particularly as it follows their buying process.

RECOMMENDATIONS
In this section, the objective is essentially addressed, 

which was to determine the impact of social media 

brand perception on consumer buying process using 

Facebook. With due cognizance of the above 

discussion, there are practical solutions that can 

implement in order to fully leverage both existing 

and potential benefits of Facebook.

As it was found through this study, Facebook tend to 

play the role of first point of contact in terms of new 

brand discoveries as well product reviews.

Big companies can implement campaigns where 

consumers could sample new products that they see 

on Facebook for example for apparels developing a 

tool that allows them to

‘apply’ the products on their Facebook pictures and 

if they like the results this can help consumers to buy 

that particular product

Traditional and social media engagement activities 

can lend themselves to one another when integrated. 

In  implement ing  t rad i t iona l  mark e t ing  

communications, plans should be put in place to 

determine the way in which these could be used to 

drive consumers to the Facebook brand page and 

vice versa. Effort should be made never to allow 

either activation to operate in isolation but as part of 

a greater amalgamated plan. Consumers evidently 

rarely only refer to one source in making their 

purchase decisions.

In this study it is also found that few people use 

Facebook to penalize the company or negative word 

of mouth therefore there should be a platform on 

Facebook where the companies can handle such 

queries, doubts and try to prevent them form 

negative image among the Facebook users.
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Social Media and Brand Choice: 
A Study of Delhi and NCR

In the present times, social media usage has percolated to 

all the sections of the society and is having increasing 

engagement on the users. With seamless online 

connectivity and smart phones, the social media platforms 

are emerging as an extended platform for the users to 

communicate and interact. With these, extended social 

media platforms are offering lot of information to the 

users, which is having profound influence on their 

thinking as well as behavior. Particularly, the young 

generation is highly vulnerable to the impact of social 

media, although its impact encompasses the users across 

all age groups, gender and income levels. Although Indian 

population started using social media relatively late, it has 

fast caught up and there is high usage of Facebook, Linked 

In, Twitter, Youtube, etc. The present study on 218 users 

of social media from Delhi, NCR and Haryana 

investigates the impact of social media usage on brand 

choice. Data has been collected by means of online 

questionnaire to the social media users. Descriptive 

analysis of the data has been done with the help of bar 

charts, frequency and cross tabulation. The effect and 

relationship of brand awareness, brand engagement, word 

of mouth, brand choice and purchase intention has been 

studied with the help of regression analysis. A positive 

linear relationship has been found among all five 

variables. Purchase intention affects brand choice more 

significantly than EWOM and brand awareness, 

inferring that various aspects of social media have great 

influence on brand choice.

Keywords : Social Media, Consumer behaviour Brand 

awareness, EWOM, Brand engagement, purchase 

intention, brand choice

INTRODUCTION
The social media has given a new medium for 

communication. It has changed the way of 

communication between consumers and brands. 

The traditional buying process of a consumer 

includes a lengthy process mainly a) to search detail 

information of a brand/ product, after getting 

detailed information, b) they consider many brands 

and c) to evaluate a few brands out of those brands 

and d) in the end, the final decisions are taken 

according to his/her needs. They also consulted 

with their family, friends and peers. Nowadays, due 

to advancement of technology, social media is 

considered as the right way to get adequate and right 

information at the right time by the consumer. Social 

media give consumers high control as it enables the 

buyers to search and collect enough information, 

watch reviews, and make comparison of different 

products, while sitting at home. From the last 

decade, social media has been proved to be the ‘best 

opportunities available’ to a brand to connect with 

their prospective consumers. Social media is the 

medium to socialize. It has a strong impact on the 

purchasing process of a consumer. 

Earlier, brands only used to give messages through 

print and electronic campaigns and got responses 

late. Now, consumers express their views about 

brands easily through social networking sites. This 

new type of media has enabled consumers to make 

positive and negative influence on brands. Social 

media users recognize and recall brands, even, 

interact with the brands owners. So, brand managers 

are taking proper care in managing brands 
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and engaging consumers through impactful 

contents, videos, pictures and promotional tools. In 

this ways, social media has proved to be quite cost-

effective to attract many customers. In today’s world 

internet is considered as the best way to make 

messages viral. Therefore, many companies are 

gaining advantages a lot from digital marketing and 

fans through social networking. Social Networking 

sites such as Facebook, Youtube and Twitter which 

are now being used by various multinational 

companies in order to convey their message to the 

customers.

In this way, social media has become a major factor 

to influence consumer behavior which leads to 

brand loyalty or commitment. According to Barnes, 

N. G., & Mattson (2008) social media helps to reach 

to the customers in less time and has vast amount of 

possibilities. It helps to grab attention of a customer 

with many ways like by writing a blog, sharing 

links or leaving a comment on someone else’s 

blog. One can reach out to potential clients by 

advertising on social websites and in a cost 

effective manner, especially if one is a small business 

owner and he/she doesn’t have the budget for 

advertising campaigns on television or in public 

event.

The firms have converted the marketing approaches 

towards the social media. Now, every business 

large, medium and small is focusing on it and trying 

to divert attention of users to their pages existed on 

the various social networking sites. The consumers 

are also getting awareness about new brands. They 

recognize their favorite brands and like to discuss 

with the other users and brand managers about their 

expectations from the brand. Social media has put 

the consumers at the centre of business world, which 

needs marketers to use new set of marketing tools to 

integrate the consumers to their brands in very 

innovative manners.      

Social Media

Kaplan and Haenlein (2010) define social media as “a 

group of Internet-based applications that build on 

the ideological and technical foundations of Web 2.0 

and that allow the creation and exchange of user 

generated content.” Unlike traditional marketing 

channels and communication tools, social media is a 

two way channel for communication between the 

users/public and organization. The nature of social 

media platform gives the opportunity to people to be 

an active participant, rather being a passive 

audience.  Social media basically includes the 

various online technological tools that enable people 

to communicate easily via the internet to share 

information and resources. Social media can include 

text, images, audio/ video, podcasts and other new 

multimedia communications. These are various 

forms of electronic communication such as making 

websites for linking with social networking and 

microblogging through which users create 

online/virtual communities to share information, 

personal messages, idea and other content.

Social networking sites 

Boyed & Ellison (2007) construe social networking 

site as “a web based service which allows people to 

make profiles, express or share views with other 

members on the same connection, and allow them to 

make visible their list of connection to others”. There 

are many social media platforms, such as Facebook, 

Linkedin, Twitter, Instagram, Pintrest, Myspace and 

Youtube etc. Out of the many social networking sites 

online, Facebook has become a dominant player 

because of its incredible growth and because of how 

quickly its audience has become diversified 

(Cavanaugh, 2009).  These sites enable users to 

create profiles, share ideas, pictures/videos, connect 

with each other, to join groups and engage in social 

general behavior.      

From a marketing perspective, businesses hope to 

use Facebook to brand their organizations and 

products and create sales. This is commonly done 

through Facebook using the concept known as 

‘friendvertising’ leveraging the power of social 

influence to build momentum in promoting a 

company and its unique brand (Ryan & Jones, 

2009).Brands are using social networking sites 
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platform not only to advertise their brands, but to 

make users engage with their brands. Consumers 

are also taking assistance to make evaluation and 

select the brands. They like the brand pages, so that 

they can get notifications about new products, 

discounts, freebies, offers and also take participation 

in discussions regarding brands. They also look for 

the reviews by other users about products/brands, 

they want to buy. Social Media platform represent a 

mind blowing new innovative inclination that 

should be of interest to companies which operate in 

online space (Kaplan and Haenlein, 2010).

REVIEW OF LITERATURE
With increasing use of social media, it has been 

studied from diverse perspectives. Extant literature 

broadly contains studies defining social media, its 

impact on marketing, user engagement and brand 

choice. Kaplan and Haenlein (2010) defined social 

media as “a group of internet based applications that 

build on the ideological and technological 

foundations of web 2.0, and that allow the creation 

and exchange of user -generated content”. Social 

media can take many different forms, including 

social networks, Internet forums, weblogs, social 

blogs, micro blogging, wikis, podcasts, pictures, 

video, rating and social bookmarking (Kaplan and 

Haenlein, 2010; Weber, 2009). Similarly, Weber 

includes search engines in the definition of social 

web, and describes them as reputation aggregators 

with the task of combining sites with the best 

product or service to offer and usually put things in 

order of reputation (Weber 2009).Safko and Brake 

(2009) have supported the concept proposed by 

Kaplan and Haenlein (2009), as they have described 

social media to “practices, activities, and behaviors 

among different communities of people who gather 

online to share information, ideas, knowledge, and 

opinions using innovative conversational media”. 

Nonetheless, social media expedite the flow of 

communication by encouraging contributions and 

feedback from everyone who is interested and it is a 

two-way conversation when comparing to the 

traditional media because social media outlets are 

open up to feedback and participation.

Social media marketing 

Craig Lefebvre (2011) found that the main focus of 

social marketing was on products or services, price 

and distribution commitment. Social marketing 

used communication persuasiveness to make 

behavioural change with the use of incentives and 

other behavioural economic elements. Keller (2009) 

states, “Interactive marketing communications 

enable consumers to know from and tell others 

about a brand, as well as express their commitment 

to a brand and observe about brand loyalty of 

others”. Social media plays a vital role and has 

already left an ever lasting impact in terms of brand 

equity.Liana Evan (2010) found that now customers 

don’t like the traditional ways of advertising. They 

usually skip the flash ads and banner ads. It doesn’t 

mean they don’t see or engage with the products and 

companies. They are conversing with brands by 

expressing their thoughts, opinions and experiences 

on blogs, forums. Thus, to engage the customers, 

companies have to look deeply the comments, 

ratings, and reviews of the users-generated contents 

on the social media sites. Otherwise, conversation 

will become one sided.

Social Media and Brand Engagement

Bond et al (2010) suggested that use of social media 

advertising with multichannel communications 

tools have influential impact on brand loyalty and 

engagement. Consumers perceived the difference 

between the brands on social media. Some brands 

focus on publicity only and other brands intent to 

engage consumers on social media. If brands want to 

achieve successful position on social media then they 

have to interact with consumers rather just showing 

their attractive presence on social media.Weber 

(2009) came up to the question of branding in the 

social web. According to him, the companies 

communicate with their customers and assert that 

the stronger the dialogue is, the stronger the brand is, 

and vice versa. The author questioned the very core 

concept of traditional marketing and branding. The 
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marketers used to broadcast messages to audiences 

and target groups,  but in the era of social web, 

branding and marketing is about to participate in 

online social networks to which people want to 

belong, where they can have dialogue with 

customers and their discussions with customer and 

between the customer can flourish. Evan (2010) 

analyzed that customer Engagement is very 

different in open and participative environment on 

social media platforms. Engagement is redefined by 

the online consumers from read only mode to 

participative mode. Consumers are now 

participants rather than just viewers. Customers are 

now willing to talk to brands, show their personal 

interest in your business. By sharing their 

experiences on social media, customers can take 

better purchase decisions.  Engagement involves 

four  processes  1 .  Consumption  (means  

downloading, reading, watching, or listening to 

digital content), 2. Curation ( filtering and sorting, 

rating, reviewing the content, commenting on, 

tagging, or otherwise describing content), 3. 

Creation (uploading contents, photos, and 4. 

Collaboration (Blogging, taking direct inputs from 

the consumers and design the product accordingly)

Social Media and Brand Awareness

Aaker (1991) discussed about brand equity as a 

combination of fundamental grouped dimensions of 

brand awareness, perceived quality, brand loyalty 

and brand associations. Aaker (1996) also suggested 

a brand equity model comprised of ten factors 

among which brand awareness is fundamental. 

Brand awareness is very essential in buying 

decisions making that consumer recall the brand 

among the several product categories. Keller (2008) 

specified two elements of brand awareness, a) brand 

recognition and b) brand recall performance. Brand 

recognition is termed as the consumer’s capacity to 

identify the brand at the same time the brand itself is 

given as a cue. Brand recall is the consumer ability to 

remind the concerned products/items. Here, 

instead of the brand itself, purchase and/or usage 

situation is given as cue. Brand recognition is 

important in store based purchase decision while 

recall is important in other cases. Nowadays, 

consumers get awareness about different new 

brands over various social networking sites through 

many promotional activities conducted by brands, 

comments & likes by friends on brand pages. Thus, 

social media become a source of brand awareness 

among the consumers. 

Social Media and WOM

WOM helps to marketing practitioners for 

understanding the consumer engagement with 

brands through social media. Consumers consider 

the social media as trusted information source 

(Robyn, 2011).  In order to engage with consumers, 

marketers have got to learn the new rules of 

conversation with consumers (Mangold &Faulds, 

2009). A particularly interesting aspect of social 

media is its potential to engage users in sharing their 

opinions and interests, generating a vast amount of 

word-of-mouth, also known as electronic word-of-

mouth (eWOM) (Jansen et al. 2009)

Social Media and Purchase Intention

Lee (2014) describes that the sociability has positive 

influence on customer’s trust and trust further 

influences perceived value. Thus, by creating groups 

and communities and engaging members in 

discussions help in attracting loyal customers. This 

will help customers more when they have needs.  

Social media dependency has positive influence on 

trust and perceived value of customers on social 

media. It will stimulate them to have purchase 

intensions. So, if companies want to attract and 

obtain customers, then companies need to make 

their customers active on the social media platforms 

by providing the new features and functions. 

Companies should understand the need of users and 

make them free to trust. Their brand should be 

prominent and distinguish on social media.

Literature shows that social media usage has an 

influence on all the aspects of marketing and 

consumer behavior,  encompassing brand 

awareness, word of mouth, brand engagement and 
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purchase intention. However, there is a need to 

study the impact of social media on these aspects of 

brand choice on the Indian users.

OBJECTIVES
The objectives of the study are defined as under:

a) To study the usage pattern of social media in 

Delhi and NCR

b) To identify the influence of social media on 

brand choice

RESEARCH METHODOLOGY
The study has been conducted on social media users 

to have insight on consumers’ response toward the 

social media. The data has been collected by means 

of an online survey from 218 users of social media in 

Delhi and NCR regions, who have an account on 

various social networking sites and blogs. There are 

125 male and 93 female respondents. The 

convenience sampling technique has been used 

because data can be collected from the respondents 

who use social networking sites. The study has 

considered five variables i.e. brand awareness, 

brand engagement, electronic word of mouth, brand 

choice and purchase intention to make relationship 

between these variables. A structured adapted 

questionnaire has been developed on variables 

identified through review of literature. SPSS has 

been used to analyse the data. Bar charts, tables, 

cross tabs, diagrams, and multiple linear regression 

analysis have been performed to analyze the data 

statistically.

FINDINGS
Demography and Social Media Usage 

pattern

Social media usage encompasses all  the 

demographic segments. The following table shows 

the usage of social media across various 

demographic parameters – age, education, gender 

and occupation.

The above table shows that users upto the age 
groups of 34 years accounted for more than half the 
social media users. Similarly, social media usage was 
exhibited by the users from all education i.e. 
undergraduate, post graduate and those pursuing 
higher education as well. The male users were little 
more in number than the female users. In terms of 
occupation, social media usage was found to be 
popular among the students, professionals and even 
servicemen. 

Accounts on Social Networking sites

Exhibit shows that Facebook is the most popular 
platform of social media as a majority of the users 
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Age Frequency Percentage

18-24 52 23.9

25-34 104 47.7

35-44 36 16.5

45-54 16 7.3

55 and above 10 4.6

Total 218 100.0

Education 

Under Graduate 25 11.5

Post Graduate 99 45.4

M.phil/Ph.d 89 40.8

Others 5 2.3

Total 218 100.0

Gender Frequency Percent

Male 125 57.3 

Female 93 42.7 

Total 218 100.0 

Occupation Frequency Percent

Student 62 28.4

Business 7 3.2

Profession 53 24.3

Service 79 36.2

Retired 4 1.8

Total 218 100.0

Table 1 : Demographic Profile of Social Media Users
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(about 94 %) had an account on the same. Besides 
this, Linked In, Youtube and Twitter are also found 
to be popular among the users. The usage of blogs, 

Pinterest, etc. is less popular among the users in the 
sample under study. It may be noted that the users 
have multiple accounts on the social networking 
sites as well.

Amity Business Review
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SNS\Age 18-25 25-34 35-44 45-54 55 and above Total

Facebook 51 101 29 15 9 205

% 24.9 49.3 14.1 7.3 4.4 100.0

Twitter 22 55 12 10 4 103

% 21.4 53.4 11.7 9.7 3.9 100.0

LinkedIn 19 75 25 15 8 142

% 13.4 52.8 17.6 10.6 5.6 100.0

Youtube 34 68 10 7 3 122

% 27.9 55.7 8.2 5.7 2.5 100.0

Instagram 22 16 2 3 0 43

% 51.2 37.2 4.7 7.0 0.0 100.0

Pinterest 6 9 1 2 1 19

% 31.6 47.4 5.3 10.5 5.3 100.0

Blogs 13 24 6 3 0 46

% 28.3 52.2 13.0 6.5 0.0 100.0

Forums 5 10 3 2 1 21

% 23.8 47.6 14.3 9.5 4.8 100.0

Others 6 30 5 4 2 47

 12.8 63.8 10.6 8.5 4.3 100.0

Table 2: Usage of social media by different age groups

Age wise Social Networking Sites Distribution

The following table shows the usage of various social networking sites by different age groups.

Exhibit 1: Usage of different social media platforms
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SNS\Gender Male Percent Female Percent

Facebook 114 55.6 91 44.39

Twitter 70 68.0 33 32.0

LinkedIn 85 59.9 57 40.1

Youtube 77 63.1 45 36.9

Instagram 23 53.5 20 46.5

Pinterest 6 31.6 13 68.4

Blogs 29 63.0 17 37.0

Forums 17 81.0 4 19.0

Others 37 78.7 10 21.3

Table 3 : Gender wise usage of social media
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From the above table 3, it is evident that males have 

majority in having accounts on almost all social 

media networking sites except Pinterest, which is 

quiet interesting. Male users seem to be more 

hooked into the social media than the female 

counterparts, although the difference is not much. 

On entertainment sites, the presence of both male 

and female users is almost similar.

Education wise usage of social media

The following table shows how different social 

media platforms are being used by various 

education segments.

Above table shows that a majority of respondents 

from under graduate education background have 

accounts on Facebook, Youtube, Instagram and 

Blogs, whereas majority of respondents from 

M.Phil/Ph.d education background have accounts 

on Twitter, LinkedIN, Pinterest, Forum and others 

sites.

Age wise social media engagement

Social media has high engagement by the users, 

which can be estimated by the time spent by them on 

the same. The following table shows the time spent 

by the users of different age groups on the social 

media.

The above table shows that majority of respondents 

have account on Facebook i.e. 205 (94%). It means 

Facebook is the most popular social networking site 

among all other sites. Majority of respondents i.e. 

49.3% with age bracket 25-34 have accounts on 

Facebook. Linkedin is also getting popular among 

respondents. 52.8% respondents with age bracket 

25-34 have account on LinkedIn. People use 

LinkedIn for making good professional connections. 

Total 122 respondents and 55.7% respondents from 

age bracket 25-34 yrs have account on Youtube to 

view and share videos. Twitter is also a famous for 

interesting tweets and trolls. 103 number of 

respondents and 53.4% with age bracket 25-34 have 

account on Twitter. Instgram, Blogs and other sites 

are also gaining popularity, whereas, people are 

least interested in Pinterest. Majority of respondents 

from age bracket 25-34 have accounts on almost on 

all social networking sites, although respondents 

from age bracket 18-24 are also not very much 

behind.

Gender wise usage of social media

The usage of social media is very popular by 

both male as well as female users. The following 

table shows the use of various social media 

platforms by male and female respondents.

Amity Business Review
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SNS\Education UG PG M.Phil/Ph.d Other Total

Facebook 24 96 80 5 205

% 11.7 46.8 39.0 2.4 100.0

Twitter 14 39 46 4 103

% 13.6 37.9 44.7 3.9 100.0

LinkedIn 8 63 67 4 142

% 5.6 44.4 47.2 2.8 100.0

Youtube 14 61 44 3 122

% 11.5 50.0 36.1 2.5 100.0

Instagram 11 17 14 1 43

% 25.6 39.5 32.6 2.3 100.0

Pinterest 4 6 8 1 19

% 21.1 31.6 42.1 5.3 100.0

Blogs 8 20 16 2 46

% 17.4 43.5 34.8 4.3 100.0

Forums 6 6 9 0 21

% 28.6 28.6 42.9 0.0 100.0

Others 3 19 24 1 47

% 6.4 40.4 51.1 2.1 100.0

Table 4 : Education-wise usage of social media
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 Time spent on social media

Less than 30 mins 30 mins 1 hr 1-2 hr 2-3 hr 3 and above Total

18-24 Count 12 19 14 5 2 52

% within Age 23.1% 36.5% 26.9% 9.6% 3.8% 100.0%

25-34 Count 33 37 22 7 5 104

% within Age 31.7% 35.6% 21.2% 6.7% 4.8% 100.0%

35-44 Count 12 15 7 1 1 36

% within Age 33.3% 41.7% 19.4% 2.8% 2.8% 100.0%

45-54 Count 3 7 3 2 1 16

% within Age 18.8% 43.8% 18.8% 12.5% 6.3% 100.0%

55 and above Count 4 3 2 0 1 10

% within Age 40.0% 30.0% 20.0% 0.0% 10.0% 100.0%

Table 5:Age-wise social media engagement (time spent)
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From the above table 5, it is clear that respondents 

from almost all age groups spend time 30 mins – 1 hr 

on social media on daily basis, except respondents 

from age group 55 and above, they spend only less 

than 30 mins on social media.

Gender wise time spending on social media 

(daily basis)

The above table  shows that a majority of male as 

well female use to spend time on social media for 30 

mins – one hour in a day. This is quite interesting 

finding as this implies that they are getting 

influenced by spending time on the social media.

Amity Business Review
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 Time spent on social media

Less than 30 mins 30 mins 1 hr 1-2 hr 2-3 hr 3 and above Total

Male Count 32 47 32 8 6 125

% within Gender 25.6% 37.6% 25.6% 6.4% 4.8% 100.0%

Female Count 32 34 16 7 4 93

% within Gender 34.4% 36.6% 17.2% 7.5% 4.3% 100.0%

Table 6:Gender-wise social media engagement (time spent)

Various purposes of use of social media

Above exhibit 3 is showing that maximum number 

of respondents 93.6% use social media to keep in 

touch with friends and relatives. After that 74.8% 

respondents use it to get various types of 

information. Only 27.1% respondents use social 

media for shopping. Yet approx 30% respondents 

use it to get information about discounts, offers and 

to know about new products.

Exhibit 2: Purpose of usage of different social media platforms
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Source for information about products / services which you want to buy

Majority of respondents 61.9% search information about products and services on google. They also prefer to 

search on company's websites and social networking sites to seek information about products and services 

which they want to buy.

Amity Business Review
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Variables Cronbach’s Alpha 

Brand Awareness .957 

Brand Engagement .931 

EWOM .926 

Brand Choice .942 

Purchase Intention .907

Table 7:Reliability of variables

The values of the Cronbach’s Alpha for the 

independent variables, Brand awareness, brand 

engagement, EWOM and purchase intention are 

obtained as 0.957, 0.931, 0.926 and 0.907 respectively, 

and for the dependent variable brand choice, as 

0.942. The value 0.7 or more of Cronbach’s alpha is 

considered as acceptable social science studies 

(Nunnally, 1978). Thus, the result highly confirms 

the internal consistency of the constructs.

Impact of social media usage on brand 

choice

To investigate the objectives of this research study, 

the relationship between the dependent variable and 

the independent variables, Multiple Linear 

Regressions have been used. The dependent variable 

is Brand Choice (Y) and four independent variables 

are Purchase Intention (X1), Brand Engagement 

(X2), Electronic-Word-Of-Mouth (X3) and Brand 

Exhibit 3: Social media and source of information

Reliability and Relationship of variables

Reliability Check 113
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Awareness (X4). These variables are used in the 

multiple linear regression models:

Y=β0+β1X1+β2X2+β3X3+ β4X4+e      (e is the error term)

Here multiple linear stepwise regression has been 

performed to assess the relationship between 

independent variables i.e. brand awareness, brand 

engagement, ewom, purchase intention and 

dependent variable i.e. brand choice.

Stepwise Regression : Malhotra and Dash (2011), 

the purpose of stepwise regression is to select a small 

subset of variables from a large number of predictor 

variables that account for most of the variation in the 

dependent variable. In this procedure, the predictor 

variables enter or are removed from the regression 

equation one at a time. 

Table 8  presents model summary, to show the 

strength of the relationship between the 

independent variables of multiple regressions and 

the dependent variable which is measured by the 

relation R. Regarding the results of analysis, R=0.880 

(Purchase_Intention), 0.914 ( Purchase_Intention 

and EWOM) and 0.922 (Purchase_Intention, EWOM 

and Brand_Awareness) which shows a high positive 

correlation. The R Square value of model1, model2 

and model3 are .774, .836 and .850 respectively 

which show the independent variables of model1, 

model2 and model3 explain 77.4%, 83.6% and 85% 

variance in adoption. These values describe the 

variation in brand choice can be described by the 

variation in brand_awareness, purchase intention, 

and EWOM. The Durbin Watson statistics is used for 

indicating variables that do not have autocorrelation 

problems. According to Shim (2000), the values that 

fall within the range of 1.5 to 2.5 are favorable. The 

Durbin-Watson index is at 2.052, so the assumption 

of independence of error is not violated and no 

autocorrelation problem is happened.

In Table 9, the ANOVA gives information about 

levels of variance within a regression model which is 

used for tests of coefficients' significance. One-way 

ANOVA analysis, shows that acceptance of brand 

choice toward social media is statistically significant, 

because F-value is statistically significant, in model1 

F (1, 216) = 738.985, model2 F(2,215) = 546.534 and 

model3 F(3,214) = 403.050. The p-value is less than 

0.05 (P=0) which means that at least one of the three 

predictor variables can be used to model brand 

choice. 

The coefficient test is used to find the most effective 

independent variable(s). According to the result 

(Table 10), the estimated multi regression model is 

formulated as

Amity Business Review
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dTable 8: Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson

1 .880a .774 .773 5.28018

2 .914b .836 .834 4.51161

3 .922c .850 .848 4.32535 2.052

a. Predictors: (Constant), Purchase_Intention

b. Predictors: (Constant), Purchase_Intention, WOM

c. Predictors: (Constant), Purchase_Intention, WOM, BRAND_AWARENESS

d. Dependent Variable: BRAND_CHOICE

Note : Here independent variable named Brand_Engagement has been removed because it does not results in any 

variation in dependent variable  i.e. brand choice. It is statistically insignificant. In stepwise method any predictor has been 

removed which no longer meet the specified criterion at each step)
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Model Sum of Df Mean F Sig.
Squares Square

b1 Regression 20603.140 1 20603.140 738.985 .000

Residual 6022.149 216 27.880

Total 26625.289 217
c2 Regression 22249.036 2 11124.518 546.534 .000

Residual 4376.253 215 20.355

Total 26625.289 217
d3 Regression 22621.631 3 7540.544 403.050 .000

Residual 4003.658 214 18.709

Total 26625.289 217

a. Dependent Variable: BRAND_CHOICE

b. Predictors: (Constant), Purchase_Intention

c. Predictors: (Constant), Purchase_Intention, WOM

d. Predictors: (Constant), Purchase_Intention, WOM, BRAND_AWARENESS

a
Table 9: ANOVA

Model Unstandardized Standardized t Sig. Collinearity Statistics
Coefficients Coefficients

B Std. Error Beta Tolerance VIF

1 (Constant) 5.697 1.554 3.666 .000

Purchase_Intention 1.351 .050 .880 27.184 .000 1.000 1.000

2 (Constant) 3.441 1.351 2.546 .012

Purchase_Intention .934 .063 .608 14.871 .000 .457 2.190

WOM .606 .067 .368 8.992 .000 .457 2.190

3 (Constant) 2.059 1.332 1.545 .124

Purchase_Intention .778 .070 .507 11.162 .000 .341 2.931

WOM .441 .074 .268 5.924 .000 .344 2.907

BRAND_AWARENESS .252 .057 .222 4.463 .000 .283 3.534

a. Dependent Variable: BRAND_CHOICE

aTable 10 : Coefficients
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Model1 Y=5.697+1.351X1

Model2 Y=3.441+0.934X1+0.606X2

Model3 Y=2.059+0.778X1+0.441X2+0.252X3

According to the equation, in model3 the highest 

coefficient is possessed by Purchase intention which 

is equal to 0.778 with highest t-statistic (11.162) and 

p-value of 0.000. Brand awareness has the lowest 

coefficient with weight 0.252 and p-value is 0.000, 

thus, brand awareness also affect brand choice 

significantly. It shows that one standard deviation 

increase in purchase intention is followed by 0.778 

Amity Business Review
Vol. 18, No. 2, July - December, 2017

The above results show that purchase intention is affected by brand awareness as well as brand awareness 

generated through the use of social media.
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standard deviation increase in brand choice, 

provided that the  EWOM and brand awareness are 

left unchanged. It can be explained for both other 

independent variables in the same way. Based on the 

VIF values of the independent variables, there is no 

multicollinearity problem in the data, because none 

of the VIF greater than 5. However, a value of 10 has 

been recommended as maximum level of VIF 

(Kennedy, 1992; Hair, Anderson, Tatham & Black, 

1995; Neter, Wasserman &Kutner, 1989; Marquardt, 

1970) and 5 as maximum VIF value (Rogerson, 2001).  

Therefore, this model can be used for an estimation 

of impact of social media on brand choice.

CONCLUSION
Social media provides a platform to brands to 

communicate with consumers and conduct their 

marketing activities on it. The consumers also 

contribute actively towards those marketing efforts 

by making connections with brands. Customers are 

very conscious who use social media. Brands cannot 

persuade them easily by showing any stories on their 

wall. These customers are literate and sophisticated. 

From the above results, it is clear that consumers use 

social media as a medium to collect information 

about brands. Many of the respondents consider 

social media as a reliable source of information. It 

provides users a place where they can know about 

their favourite companies or brands. Consumers 

consider many brand aspects while choosing a 

brand like they like to know about brands from their 

friends, peer groups and other users of the social 

media. They ask for recommendations from their 

folks about the products/services. In other words, 

they consult on the social media about brands they 

like or want to buy. Friends also deliver their 

feedback/reviews and recommendation in return 

through brand endorsement by post sharing, 

commenting, liking, even by checking in at a place. 

Sometimes social media has emotional impact in 

evaluation of products. Friends help to find brand 

and discuss whether to buy or not and price is 

suitable or not.  Word of mouth has exponential 

growth on social media. Marketers and consumers 

both are using it to have communication with each 

other and get benefits from the power of social 

media. It also enables users to recall and recognize 

brands easily. Users like to engage in discussions 

with brands but it doesn’t help in selection of a 

brand. Word of mouth and purchase intention play 

very significant role in brand choice. Thus, brands 

and marketers should make effective efforts to make 

users involve in discussions and persuade them to 

transfer the information immediately. It requires 

good contents marketing. User generated contents 

on social media is the hardest thing to control.  In this 

way, social media has great impact on our choices. 

As it influences our decision making and we should 

be more conscious while using social media for 

brand choice. 
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E-Retailing versus Physical Retailing: 
A Comparative Study on 

Service Quality Perspectives

Increasing levels of Internet penetration and the ability of 

the customers to exploit the advantages of e-retailing 

contributes to hectic e-retailing activities throughout the 

world. While, this development causes shift in the demand 

patterns, in favor of e-retailing for products and services 

offered through physical retailing facilities, the effects are 

not causing any significant problem to the growth and 

prospects of physical retailing operations. This is mainly 

due to the benefits that a physical retailing facility can 

offer to the customers which cannot be replaced in online 

selling environment. Hence, the co-existence of both the 

forms of retailing proves to be imperative in the market 

and thus, it becomes necessary to deepen our 

understanding on customer choice when it comes to 

selection of retailing format. Based on the service quality 

perspectives, the present study compares such customer 

choice and comes out with the finding that customer 

perceived service quality significantly vary between e-

retailing and physical retailing facilities. The 

corresponding findings and implications were discussed 

Keywords: e-Retailing, Service Quality, Internet 

Penetration & Physical retailing

INTRODUCTION
There has always been a debate when it comes to 

which is better, buying in a physical retail store or via 

e-retail store. Though the popularity of web based 

retailers boomed in recent years, many customers 

are still choosing to go in physical retails to get their 

goods. No one can argue that nothing compares to 

the experience of physically touching product 

(Laroche and Yang2005). But beyond the physical 

retail, shopping in physical store gives customers the 

opportunity to really inspect the product they buy 

for quality.  Physical retail shops also gives this 

adventure kind of hype and elevate the sense of 

satisfaction discovering rare finds or great 

bargains(Andrews and Currim:2004). Sometimes 

talking directly to a store owner, a customer can 

negotiate to lower the price of a product. The human 

contact also creates a bond between seller and buyer, 

initiating trust and guarantee which makes most 

customers feel good about the purchase(Levin et 

al.,2005). Best of all, customers can take their product 

the day the purchase it, that is if the product is small 

enough that they can carry it with them. Despite 

these factors, shopping online has become very 

popular because of vast availability of Internetand  

shopping sites (Tabatabaei & Manouchehr, 2009). 

The shopping online presents a tremendously 

convenient medium for the consumer as geographic 

boundaries cease to exist since, the Internet allows 

one to shop from retailers and firms who may not 
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only exist out of the shopper’s home state but may 

exist in a foreign country. This allows the consumer 

to get the best possible price for what they need since 

they can compare the price for the same good across 

different firms and retailers and buy from the one 

that provides the best service and price 

(Niranjanamurthy et al., 2013). Similarly, store hours 

become irrelevant to the consumer since they can 

always surf the Internet from the comfort of their 

homes regardless of the time. This makes the entire 

process more flexible and less bothersome for the 

consumer (Mosahab et al., 2010).

Service Quality

Service quality is a comparison of expectations with 

performance (Parasuraman et al., 1988). Service 

quality is viewed as an achievement in customer 

service. Customers form service expectations from 

past experiences, word of mouth and advertisement. 

Service quality is the measure of well the service 

level delivered matches customer expectations, 

service quality results from customers’ expectations 

of what should the service provider offer, how the 

provider actually performs to meet those 

expectations (Allon & Bassamboo, 2011). Thus 

delivering quality service means ensuring 

consistency is service delivery performances on 

daily basis. Customer compare perceived service 

with expected service in which if the former falls 

short of the later the customers are disappointed 

(Allon &Bassamboo, 2011). A service provider with 

high service quality will meet customer needs, 

remaining economically competitive. Improved 

serv ice  qual i ty  may increase  economic  

competitiveness, this may be achieved by 

understanding and improving operational process, 

identifying problems quickly & systematically, 

establishing valid & reliable service performance 

measures, measuring customer satisfaction and 

other performance outcomes.

Service quality in Retailing

Retail service quality is termed as the customer’s 

overall impression and satisfaction of the relative 

inferiority or superiority of the organization of its 

services and which is more important to retail 

outlets. Service quality is one of the most important 

factors that affect the consumer’s choice of store 

(Chu et al.,2008), so it important to understand retail 

service quality. In case of physical retail, service 

quality also may be very critical in determining 

customer satisfaction (Forman et al., 2009). It is 

important to maintain quality when interacting with 

customers and delivering the service-product to 

customers (Ofek et al., 2011). Some researchers see 

retail service quality as being the same a service 

quality and others make a distinction between the 

two(Akbar& Parvez, 2009) as retail shops offer both 

a service and a product. The best way to describe a 

retail business is to think of it as a continuum with 

products or tangible goods at one end and services or 

intangible goods at the other end (Lepkowska, 2004). 

Service quality is important in every aspect of the 

business and it helps in creating a positive image for 

the retailers brand.(Akbar& Parvez, 2009) Therefore 

customer service must be the focus of a successful 

retail business that has loyal customers (Lepkowska, 

2004).Satisfying customers through high quality 

service, business firms not only retain their current 

customers, but also increase their market share. In 

retail setting, especially retail stores where there is a 

mix of product and service, retailers are likely to 

have impact on service quality more than on product 

quality as retailers can create such effects, service 

quality plays a significant strategic role in creating 

quality perceptions(Allon &Bassamboo, 2011).

Dimensions of Service Quality

Based on the well-established works of Parasuraman 

el al., (1988), the following 9 dimensions of service 

quality is considered very important to make quality 

observations in services settings;

1. Responsiveness: It is the timely reaction towards 

customers need. It is the ability of retailers 

(physical or online) to provide appropriate 

information to customers, when a problem 

occurs, willingness to help customers and 

provide prompt services.
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2. Reliability: Ability to perform the promised 

service dependably and accurately

3. Assurance: knowledge and courtesy of 

employees and their ability to inspire trust and 

confidence.

4. Facility: One can say facility as absence of 

difficulty or effort. Facility can be a place, 

amenity or piece of equipment provided for a 

particular purpose

5. Empathy: Caring, individualized attention the 

firms provide its customers. Retailers can offer 

great product selection and value, but those who 

lack empathy for their customers are at the risk 

of losing them.

6. Trust: It is reliance on another person or entity. 

Trust is a situation in which one is willing to rely 

on the actions of another party. Trust can be 

attributed to relationships between people. 

Trust is a confidence that customer feels in 

dealing with the retailing formats (online & 

physical), confidence develops due to the 

reputation of the retailing formats.

7. Security: Degree to which the customer believes 

that the retailer is safe from intrusion and 

personal information are not shared, credit card 

information is secured.

8. Privacy: The state of being private or seclusion. 

The state of being free from disturbance in one’s 

private life or affaires. It is an ability to keep a 

secret. Protect what you say or do with a privacy 

agreement.

9. Delivery: It is the process of transporting goods 

from seller to consumer.

STATEMENT OF THE PROBLEM
E-retailing is gaining wider acceptance in India in 

recent times with many competing players entering 

and operating their business model more vibrantly 

than earlier scenario(Nisha and Sangeeta, 2012). 

While, this development cause’s shift in the demand 

patter in favor of e-retailing for products and 

services offered through physical retailing facilities, 

the effects are not causing any significant problems 

to the growth and prospects of physical retailing 

operations. This is mainly due to the benefits that a 

physical retailing facility can offer to the customers 

which cannot be replaced in online selling 

environment. Also, the increased acceptance of 

online buying reveals improvisation of advantages 

that an e-retailing can offer to its customers.   Thus, 

an existing market situation for retailing presents an 

opportunity for the customers to exploit the benefits 

of both the forms of retailing with different levels of 

advantages. More specifically the Internet enabled 

customers are placed in an opportunistic position to 

grab these advantages than the non-Internet enabled 

customers. While Service Quality is proved to be the 

deciding factor in the retailing success(Minjoonand 

Kim, 2004), the success of both online and physical 

retailing together in a same market is viewed as 

deliverance of same in both the formats leaving the 

customers to optimize the advantage. Hence, the 

present work is carried out to identify the variations 

in the perceived service quality of both online and 

physical retailing formats to deepen our 

understanding on customer choices between 

physical and e-retailing formats.

REVIEW OF LITERATURE
The concept of service quality and corresponding 

measurement schemes have been deployed 

extensively over the years to find out  actual service 

quality as the difference between the Expected and 

Perceived service qualities. However, a few studies 

have successfully utilized service quality 

dimensions and its mediating effects into the other 

aspects of consumer behavior such as customer 

satisfaction. One such works of, Pollack (2008) 

observes the existence of nonlinear relationship 

between service quality and customer satisfaction. 

While, discriminating the satisfied customers from 

unsatisfied customers on the basis of perceived 

service quality, the above work highlights the 
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importance of service quality conceptual framework 

in its utility on consumer studies.

According to Srinivas Durvasula (2005)This paper 

examines the service quality perceptions of 

consumers towards retailers in Singapore. We 

applied SERVQUAL, a popular measure of service 

quality to a sample of 172 consumers to assess 

service quality perceptions, expectations and gaps in 

service  qual i ty .  We f i rs t  examined the  

dimensionality and reliability of this scale. 

Subsequently, analysis by various demographic 

groups revealed significant gaps in service quality; 

the gaps in quality were much higher for some 

service quality dimensions than for others. The 

implications of these results for Singapore retailers 

and retail entrepreneurs are then presented along 

with future research directions.

According to Taylor and Baker(1994),in his study 

“An assessment of the relationship between service 

quality and customer satisfaction in the formation of 

consumers purchase intentions” service quality and 

customer satisfaction are widely recognized as key 

influences in the formation of consumers' purchase 

intentions in service environments. However, a 

review of the existing literature suggests that the 

specific nature of the relationship between these 

important constructs in the determination of 

consumers' purchase intentions continues to elude 

marketing scholars (c.f. Bitner and Hubbert 1994; 

Bolton and Drew 1994; Gronroos 1993; Rust and 

Oliver 1994). The study reported here was designed 

to aid in the understanding of these relationships by 

empirically assessing the nature of the relationship 

between service quality and consumer satisfaction in 

the formation of consumers' purchase intentions 

across four unique service industries. According to 

this study, the weight of the evidence in the 

emerging services literature, suggest that consumer 

satisfaction is best described as moderating the 

service quality/purchase intention relationship

According to Mosahab et.al., (2010), in his study, 

“Service Quality, Customer Satisfaction and 

Loyalty: A Test of Mediation” the outcome of a field 

research, which aimed to determine the quality of 

services offered by Sepah Bank, and also to study the 

relationship between the service quality, satisfaction 

and loyalty. According to this study, the service 

quality standard model has been used for evaluation 

of service quality, Gremler and Brown (1996) model 

with some revision was used for evaluating the 

loyalty, and the instrument offered by Bitner and 

Hubbert (1994) was used for evaluation of customer 

satisfaction. The focus of this study is a Sepah Bank 

branch around Fatemi St., Tehran, Iran, and 147 

customers of this bank were sampled. The results of 

this study show that in all aspects, customers’ 

expectation, are higher than their perceptions of the 

Bank’s operation, and in fact the quality of offered 

services is low. Besides, this research findings show 

that the customer satisfaction plays the role of a 

mediator in the effects of service quality on service 

loyalty. These findings are further explored.

According to Paulins (2005) in his study, “An 

analysis of customer service quality to college 

students as influenced by customer appearance 

through dress during the in-store shopping 

process”. This study describes that significant 

differences were observed between customer 

expectations of service and service received overall. 

The premise that customer appearance through 

dress influences customer service quality in retail 

stores is explored. Research subjects completed 

instruments designed to measure customer 

expectations at a specific retail store of their choice. 

According to this study they visited that store three 

separate times posing as shoppers for the purpose of 

evaluating customer service quality.

According to Fullerton(2005), in his study “The 

service quality-loyalty relationship in retail service: 

does commitment matter?” The marketing literature 

has produced two schools of thought on the cause of 

customer loyalty in services industries. The service 

quality perspective puts forward that service quality 

evaluations substantially drive customer loyalty in 

services industries. The relationship marketing 
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perspective puts forward that  customer 

commitment to the service provider substantially 

drives customer loyalty in services industries. In 

addition, commitment is a complex construct with at 

least two forms, one based in liking and 

identification (affective commitment) and one based 

in dependence and switching costs (continuance 

commitment). These positions were examined in an 

integrated model of retail–service relationships. 

According to this study, affective commitment and 

continuance commitment were mainly partial 

mediators of the service quality–loyalty 

relationship. It was also found that affective 

commitment to the retailer had a positive impact on 

customer loyalty while continuance commitment in 

marketing relationship had a deleterious effect on 

customer loyalty.

According to Andaleeb & Basu (1998) in his study, 

“Do warranties influence perceptions of service 

quality? a study of automobile repair and service 

industry”. This study examined the relationship 

between customer’s overall evaluation of service 

quality and five factors i.e., perceived fairness, 

empathy, responsiveness,  reliabil ity and 

convenience in the automobile repair and service 

industry. The study findings indicate that the 

empathy demonstrated by the service provider was 

important only when the service was not under 

warranty. Fairness and reliability were found to be 

important when there was no warranty and their 

effects were heightened by the presence of warranty. 

The influence of responsiveness and convenience 

were significant and remained the same with or 

without warranty.

According to Alexandris et al., (2008) in his study, 

“Testing the role of service quality on the 

development of brand associations and brand 

loyalty” the main aim of this study is to measure 

brand association in the context of a fitness club, to 

test the influence of brand associations on the 

development of brand loyalty and investigate the 

role of service quality on the development of brand 

associations. This study findings analysis revealed 

eight brand association factors: popularity, 

management, logo, escape, vicarious achievement, 

nostalgia, pride and affect. In the relationship among 

brand associations, loyalty and service quality, the 

study analysis revealed that: five of the eight brand 

associations (escape, nostalgia, pride, logo and 

affect) significantly contributed to the prediction of 

loyalty.

According to Slatten, (2008), in his study 

“Antecedents and effects of emotional satisfaction 

on employee-perceived service quality “studied the 

relationships among: four role stressors (“role 

ambiguity”, “role overload”, “role conflict”, and 

“work-family conflict”); emotional satisfaction 

among employees; and employee-perceived service 

quality. A conceptual model of the aforementioned 

relationships has been presented. Hypotheses 

regarding these relationships were proposed, and 

data were then collected by a cross-sectional field 

study of employees in six post offices in Norway. 

These data have been analyzed to test the 

hypotheses. According to this study, “emotional 

satisfaction” is positively related to “employee-

perceived service quality”. Three role stressors 

(“role overload”, “role conflict”, and “work-family 

conflict”) were negatively related to emotional 

satisfaction.

According to Constantinides (2004) in his study, 

“Influencing the online consumer’s behavior: the 

Web experience” Addresses one of the fundamental 

issues of e-marketing: how to attract and win over 

the consumer in the highly competitive Internet 

marketplace. Analyses the factors affecting the 

online consumer’s behavior and examines how e-

marketers can influence the outcome of the virtual 

interaction and buying process by focusing their 

marketing efforts on elements shaping the 

customer’s virtual experience, the Web experience. 

Identifying the Web experience components and 

understanding their role as inputs in the online 

customer’s decision-making process are the first step 
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Table-1

S. no Service Quality Dimensions References

1. Tangibility, Responsiveness, Reliability ,Assurance, Empathy, Parasuraman.A, Zeithmal and Berry  (1998)

2. Responsiveness, Reliability, Access, Flexibility, Ease of navigation, Efficiency, Parasuraman, Zeithmal&Malhotra (2005)
Assurance/Trust, Security/Privacy, Price knowledge, Site Aesthetics, 
Customization/Personalization

3. Responsiveness, Reliability, Assurance, Empathy, Tangibles Mosahab, Mahamad&Ramayah (2010).

4. Assurance, Reliability, Empathy, Responsiveness, Tangibles Munusamy, Chelliah&Mun (2010)

5. Assurance, Reliability, Efficiency, Responsiveness, Fulfillment, Privacy/Security, Sakhaei, Afshari&Esmaili (2013).
Website design

6. Tangibility, Responsiveness, Reliability, Assurance, Empathy, Communication, Long and McMellon(2009)
Ordering/shipping
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in developing and delivering an attractive online 

presence likely to have the maximum impact on 

Internet users. Click-and-mortar firms delivering 

superior Web experience influence their physical 

clients’ perceptions and attitudes, driving additional 

traffic to traditional sales outlets. Provides a 

contribution to the theoretical debate around the 

factors influencing the online consumer’s behavior 

and outlines some noticeable similarities and 

differences between the traditional and virtual 

consumers.

OBJECTIVES OF THE STUDY
To find the variations in perceived retail service 

quality and its dimensions between online and 

physical formats of retailing.

Hypothesis:

H1: Perceived Retail Service Quality and its 

dimensions do not vary between online format and     

Physical format of retailing

Survey design:

(a) Questionnaire Design:

Questionnaire was framed for the present study 

comprising the measurement schemes for 

measuring (a) Demographic profile of the 

respondents and (b) Perception of Service 

Quality towards online and physical retailing. 

The dimensions incorporated for measuring 

service quality in the present study include 

responsiveness, reliability, assurance, facility, 

empathy, trust, security, privacy and delivery. 

In this regard, the well-established previous 

studies provided in the table 1 forms the basis for 

the inclusions of these 9 dimensions in the 

measurement scheme deployed in the present 

work. These 9 dimensions form the common 

basis for measuring the service quality both in 

online and physical retailing. Some of the service 

quality dimensions that are unique to e-retailing 

(Rossiter,2009; Parasuraman et al.,2005;Long 

and McMellon2009;Sakhaei et al.,2013) have 

been excluded in the measurement scheme as 

they may not form the basis for comparison with 

physical retailing.The items measuring each 

dimension of service quality on 7 point scale 

(Parasuraman et al.,1998)were adapted as per 

the requirements of retailing service model both 

in physical and online formats.  The survey 

instruments was subsequently validated with 

appropriate reliability analysis comprising the 

computed value of Cron-Bach alpha as shown in 

table-2,were it can be noted that the alpha value 

for all dimensions taken up in the survey 

instrument is found to be above the suggested 

value of 0.70 ( Nunnaly, 1967)
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(b) Survey instrument validity:

Table-2 Results of Reliability test on Service Quality Dimensions 

Cronbach’s Alpha
S.no Service Quality Dimensions No. of Items

Physical Retailing Online Retailing

1 Responsiveness 8 0.725 0.730

2 Reliability 4 0.710 0.722

3 Assurance 5 0.720 0.738

4 Facility 7 0.742 0.724

5 Empathy 2 0.715 0.713

6 Trust 7 0.705 0.815

7 Security 5 0.715 0.717

8 Privacy 2 0.700 0.700

9 Delivery 3 0.722 0.731

(c) Sampling details & Statistical tools:

The primary data for the present work was 

collected among the customers of e-retailing 

shops who also purchase significantly from 

physical retailing outlets. These customers were 

identified on random basis from the state of 

Delhi and Jammu& Kashmir by shortlisting the 

profiles obtained from a few Courier Companies 

that act as logistics partner for various

e-Commerce Sites in India. The filled up 

response could be collected successfully from 

202 respondents out of total 500 profiles 

shortlisted based on the intensity of online 

buying. Hence the sample size for the present 

work is treated as 202 comprising the customers 

shopping at both physical and e-retailing 

formats. Thus, the sampling procedure adopted 

for the present study is treated as stratified 

random sampling method. The primary data for 

the present study is collected between the period 

June 2013 and August 2013. The data collected 

were coded and transferred in to Statistical 

package for Social Science (SPSS) for the purpose 

of analysis with independent sample t-test.

The results of the t tests to find out the variations in 

the perceived service quality and its dimensions for 

physical ande-retailing is shown in table-1, where it 

can be inferred that perceived service quality with a 

small F value of 0.061 corresponding to a P value of 

0.04is found to varying significantly between 

physical and e-retailing. With higher mean value of 

278.67, the perceived service quality on e-retailing is 

higher that of physical retailing where the mean 

value is 274.08.Similarly, the variations in the 

dimensions of the perceived service quality such as 

assurance, facility, empathy and trust is found to 

significant at 5 percent level with corresponding F 

v a l u e s  o f  8 . 3 4 ( P = 0 . 0 0 ) ,  0 . 3 5 1 ( P = 0 . 0 1 5 ) ,  

10.060(P=0.010) and 6.901(P=0.00).The dimensions 

of service quality such as assurance, facility and trust 

have higher mean values of 29.88,49.89 and 42.43 on 

e-retailing format than that of physical retailing. 

However, the dimension of the service quality 

empathy is found to be with higher mean value of 

17.86 for physical retailing than that of e-retailing. 

The results of the t test with F values of 

1.433,2.662,0.058,0.882,4.372 for remaining 

d imens ions  o f  se rv ice  qua l i ty  such  as  

responsiveness, reliability, security, privacy and 

delivery is not found to be varying significantly 

between online and physical retailing formats. 

Based on these results the proposed hypothesis H1 is 

not supported for perceived service quality, 
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assurance, facility, empathy and trust. However, H1 

is supported for service quality dimensions 

responsiveness, reliability, security, privacy and 

delivery.

IMPLICATIONS AND CONCLUSION
The perceived service quality on e-retailing 

experience of the customers is better when 

compared with such experience in physical retailing. 

This clearly indicates a possible loss of potential 

customers to physical retailing outlets due to e-

retailing models that operate successfully in Indian 

market. The issues like providing information on 

product attributes, promotional efforts, product 

choices, product quality, customer relations, 

ensuring safe shopping experience, ensuring 

customer confidence and safe deliverance of the 

products purchased are not found to be varying 

significantly between physical shopping experience 

and online shopping experience. As far as e-retailing 

is concerned, customers could ensure better clarity 

on product details, reduced price for the products, 

transparent pricing mechanism, round the clock 

(24x7) shopping possibilities, loyalty reward 

facilities and trust worthiness of the sellers. 

However, the lesser perceived service quality on 

physical retailing among online customers does not 

reflect the bad propositions for physical retailing as 

it records consistent growth in the Indian 

market(Srikanth andDhanapal, 2003). This clearly 

indicates the ability of the online customers to 

improvise the advantages of E-retailing along with 

physical retailing experience augmented with 

personal interactions with shop keepers. Since, the 

variations in the perceived responsiveness between 

online and physical retailing among the customers is 

insignificant in our study, it can be argued that the 

customers are well informed about the particulars of 

the product and the services of both physical 

retailing and e-retailing format. While these details 

are expected to be provided in the website of the e-

retailing shop, the physical format of the retailing 

delivertheseinformation to the customers through 

shopping experience in the premises or out of the 

premises of the retailing shops (Perdikaki et al., 

2012).Since the variation in the perceived reliability 

between online and physical retailing among the 

customers is insignificant in our study, it can be 

argued that both the forms of retailing have 

established strong reliability index among the 

customers. While it is easier for physical retailers to 
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Table-1: Variations in the service quality and its dimensions

E-retailing Physical Retailing Level of Support for
Df F Significance (P)  hypothesis H1

Mean SD N Mean SD N

Service Quality 278.67 19.22 202 274.08 22.68 202 402 0.061* 0.040 Not Supporting

Responsiveness 49.22 5.09 202 49.24 5.23 202 402 1.433 0.962 Supporting

Reliability 23.44 3.73 202 23.37 2.95 202 402 2.662 0.825 Supporting

Assurance 29.88 3.69 202 28.57 4.58 202 402 8.340* 0.002 Not Supporting

Facility 49.89 8.41 202 48.17 5.34 202 402 0.351* 0.015 Not Supporting

Empathy 17.10 3.26 202 17.86 2.58 202 402 10.060* 0.010 Not Supporting

Trust 42.43 4.08 202 40.95 5.43 202 402 6.901* 0.002 Not Supporting

Security 29.98 3.80 202 29.66 3.71 202 402 0.058 0.405 Supporting

Privacy 12.23 1.48 202 12.12 1.58 202 402 0.882 0.497 Supporting

Delivery 24.45 2.55 24.12 24.12 2.94 202 402 4.372 0.234 Supporting

*Significant at 5 percent level
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sites(Forman et al., 2009). Assured and hassle free 

replacement of defective items ensures confidence to 

most of the online customers who also benefit with 

rebate and loyalty based pricing discount. In 

contrary to these advantages in e-retailing, the 

physical retailing outlet loses their customers on 

issues like product non availability, rigidity in 

product pricing, overcrowded shopping facilities, 

inability to ensure safe home delivery of the 

products and lacuna in courteous behavior of the 

front line employees.Since, the variations in the 

perceived facility between online and physical 

retailing among the customers is significant in our 

study with higher mean value for e-retailing, it can 

be argued that the offering on the facilities of e-

retailing shops are perceived to be better than the 

offerings of the facilitiesin physical retailing format. 

There are few reasons for this; the main reason is the 

ability of many customers to use the Internet to 

locate cheaper items that can be bought at the 

convenience of 24x7 shopping possibilities. Further, 

Internet access presents them the opportunity to 

access comprehensive product review helping them 

to make judicious choices on the product attributes 

like price and quality(Nisha andSangeeta, 2012). 

Also,online shopping allows the customers to reach 

the product that are not available in their immediate 

physical shopping facilities. In contrast to these 

advantages in e-retailing, physical retailing facilities 

loses the customers on their shortcomings to ensure 

24 x 7 shopping experience, lacuna in the facilities to 

provide comprehensive product  review,  

Insufficiencies on implementing customer loyalty 

rewards and lack of appealing ambience in physical 

retail outlets.Since the variations in the perceived 

empathy between online and physical retailing 

among the customers is significant in our study with 

higher mean value for physical retailing, it can be 

argued that the physical retailing shops enhances the 

shopping experiences of customers through 

comprehensive promotional  efforts  with 

individualized interest on every customers (Laroche 

and Yang, 2005). Further, the ability of the frontline 

employees in physical retailing outlets to politely 

address the customer queries enhances the shopping 

experiences of the customers. In contrary to these 
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establish the customer reliability, the e-retailers have 

succeeded in the difficult task of establishing 

reliability with the remote and invisible customers 

through Internet based interaction mediums. The 

most of what a customer remembers about service 

he/she receives in physical retailing occur during 

the moments of truth which are interactions between 

a customer and service provider. For physical 

retailing customer; service to be perceived as 

reliable, the customer should consistently 

experience positive service each time interaction 

takes place with frontline employees (Minjoon and 

Kim, 2004). Thus, physical retailing employees 

should be readily available to assist customers, 

follow through on promises made to the customer 

and correct any errors or issues efficiently, politely 

and with little inconvenience to the customers. Some 

of the reliability measures adopted in retailing 

include asking the customer feedback about the 

product and the services and ensuring the quality of 

the products sold. In e-retailing environment it 

becomes easy to capture the feedback and opinion of 

the customers by asking them to post the product 

review with ratings and reliable suggestive remarks 

in the shopping web site that actually will act as the 

guidance for subsequent online buyers. Further, E-

retailing shops deliver services that customers 

believe as reliable, as they have the freedom to 

choose and decide on what they want and order 

from different web sources offering retailing 

services.

Since the variations in the perceived assurance 

between online and physical retailing among the 

customers is significant in our  study with higher 

mean value for e-retailing, it can be argued that e-

retailing shops have the ability to inspire trust and 

confidence on their offerings than offerings in 

physical retailing. In e-retailing environment, 

customer confidence is assured due to the reputation 

of e-retail shops and the product or services it sells 

along with clear and trustful information presented 

in the shopping website.Most of the e-retailers have 

the instant chat facility that can assure the customers 

on product details and attributes, infusing 

confidence while shopping with those e-retailing 
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physical retailing features, the customers in e-

retailing are not impressed with the promotional 

efforts and the response time to address the queries 

in Internet mediated medium. Also, the customers in 

e-retail ing could not get  impressedwith 

individualized interest extended to them through 

the virtual medium.

Since the variation in the perceived trust between 

online and physical retailing among the customers is 

significant in our study with higher mean value for 

e-retailing, it can be argued that the successful e-

retailing revolves around the aspect of customer 

trust as every transaction is mediated in virtual 

medium. In addition to the trust factor, the Internet 

mediated environment enables the customer with 

provision for comparing prices for the same 

products(Tabatabaei and Manouchehr, 2009). 

Further, the ability of the e-retailing shops to deliver 

the product within stipulated time with online 

tracking facility for the shipment gives the 

impression that promises and commitments go with 

full levels of transparency in e-retailing operations. 

Some of the innovatively designed web sites of 

online shops ensure sense of sociability and human 

warmth enhancing the trust worthiness of theonline 

shops. In contrary to these features ine-retailing 

outlets, the limitations and nature of physical 

retailing outlets places trust as a less significant 

aspect on the success of such operations. Since the 

variation in the perceived security between online 

and physical retailing among the customers is 

insignificant in our study, it can be argued that the 

perceived security is not a major differentiating 

factors between online and physical retailing 

formats. While it is easy to understand the secured 

nature of physical shopping experience, the e-

retailing shops in recent times have succeeded in 

establishing secured payment systems in Internet 

mediated environment (Burke, 1998). Further, many 

of the online shops incorporate provisions like Cash 

on Delivery method in their operations enhancing 

the secured feeling of the customers in online 

shopping. While it was considered a major challenge 

for the e-retailers to ensure safe and secured online 

transactions, the developments like net banking 

facilities with almost every banking establishment 

have contributed to less perceived risk on online 

transactions. Further, many of physical retailing 

facilities have started to operate with the provisions 

to handle credit and debit card based payments 

systems in their operations causing overall positive 

impression on usage of such payment systems 

among the customers.

Since the variations in the perceived privacy 

between online and physical retailing among the 

customer is insignificant in our study, it can be 

argued that the perceived privacy is not a major 

differentiating factors between online and physical 

retailing formats. While it is easy to ensure privacy of 

shopping in e-retailing because of its nature, the 

physical retailing shops adapts methods like 

enhanced customer relationship schemes to ensure 

privacy of shopping. Also, many of the e-retailers 

have succeeded in ensuring customer confidence on 

the protection of the personal data exchanged 

during online transactions (Akbar and Parvez, 

2009).Since the variations in the perceived aspects of 

the product and services deliverance between online 

and physical retailing among the customers is 

insignificant in our study, it can be argued 

thatperceived deliverance is not a major 

differentiating factor between online and physical 

retailing formats.This is a clear indication of the 

customer understanding on the intricacies of 

product/services deliverance aspect both in 

physical  and e-retai l ing formats .  While  

product/services deliverance takes place 

instantaneously in physical ambience of the physical 

retailing outlets avoiding anxious moments, itis a 

major challenge in e-retailing environments 

particularly with reference to product selling (Burke, 

1998).Some of the challenges that an e-retailer faces 

in the deliverance aspect of product include cost and 

safety aspect of the supply chain. Most of the e-

retailers place cost limitations on the orders to 

ensure free delivery of the products that are mostly 

complemented with the provisions to track the 

movement of the shipment from the place of origin 

till the point of destination. 
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APPENDEX:
DEMOGRAPHIC PROFILE

Name of the respondent:

Gender:(a) Male (b) Female

Age: (a) Less than 21 years (b) 21 – 30 years (c) 31 – 40 years (d) 40 – 50 years (e) Above 50 years

Educational Status: (a) School dropouts (b) Upto 10th or 12th STD (c) Diploma or technically certified  
(d)Graduate (e) Post-graduate

Total family Income per month: (a) Upto Rs.15000 (b) Rs.15000 to Rs.25000 (c) Rs.25000 to Rs.45000 (d) 
Rs.45000 to Rs.85000 (e) Above Rs.850000

Marital Status: (a) Single (b) Married

Income Earners:(a) Dependent or single earning (b) Married, one income (c) Married, two income (d) 
Married, three income (e)Others

Occupational Status:(a) Self-employed (b) Private employee (c)Government employee (d) Employed in 
MNC (e) Industrialist or Others

Total Family Members: (a) 1 (b) 2 (c) 2-4 (d) 5 (e) Above 5

Type of Accommodation having at present:(a) Own house (b) Rental house (c) Hostel (d) Guest 
accommodation (e) others

Area of Living:(a) Village panchayat (b) Town panchayat (c) Municipalities (d) Non Metropolitan city (e) 
Metropolitan city.

Religion:(a) Don't want to disclose (b) Hindu (c)Islam (d)Christianity (e) Others

General Perceptionwith regard to physical retailing.
(1 being strongly disagree and 7 being strongly Agree.)

RESPONSIVENESS:

Physical retailers provide sufficient information regarding product 
features. 

Physical retailers provide sufficient information regarding product 
price.

Physical retailers provide information regarding special schemes to 
customer by mail or phone.

Physical retailers provide new items to the changing needs of the 
customers.

Physical retailers handle customer complaints properly.

The product display at Physical retailers is attractively displayed. 

The choices for the products are numerable at physical retailing 
shops.

Waiting time for completing the purchase of the product in physical 
retail shop is minimal.

Perception towards the e-retailing shop you trade with. 
(1 being strongly disagree and 7 being strongly Agree.)

RESPONSIVENESS 

E-retailers provide sufficient information regarding product features.

E-retailers provide sufficient information regarding product price.

E-retailers provide information regarding special schemes to 
customer by mail or phone.

E-retailers provide new items to the changing needs of the 
customers.

E-retailers handle customer complaints properly.

The product information on e-retailer’s web sites is attractively 
displayed.

The choices for product are numerable at e-retailing shops.

Waiting time for completing the purchase of the product at e-retail 
shop is minimal.
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RELAIBILITY 

Physical retailers frequently ask for suggestions from customers 
and try to improve the services.

Physical retailers offer good quality products.

Physical retailers send cards or mails to customers on special 
occasions like Diwali, Anniversary, New-year.

Physical retailers provide up-to-date product and services 
information.

ASSURANCE 

Clarification on the product details are immediately provided at 
physical retail outlets.

Provisions for easy replacements of defective items purchased are 
available in physical retail outlets.

Physical retailers provide discount and rebate to regular customers.

Physical retailers follow fair price policy.

Physical retailers exchange products without hassles.

FACILITY 

The physical retailing shops provide trial usage facility for the 
product sample.

Customer product review catalog are available in physical retailing 
shops.

 24*7 shopping facility is available in physical retail outlets.

Physical retailers provide adequate post purchase support for the 
product.

Physical retailers provide value added service (credit) facilities to 
the customers.

Physical retailers provide coupons or points on bulk purchase.

Physical retailer stores are visually appealing.

Transaction at Physical retailers is completed easily.

EMPATHY  

The sales promotion efforts by the sales personals at physical 
retailing shops/Malls arebenefitable always.

Physical retailers provide proper response to customer query.

Physical retailers take personal interest in each customer.

RELAIBILITY  

E-retailers frequently ask for suggestions from customers and try to 
improve the services.

E-retailers offer good quality products.

E-retailers send cards or mails to customers on special occasions 
like Diwali, Anniversary, New-year.

E-retailer’s web sites provide up-to-date product and services 
information. 

ASSURANCE 

Clarification on the product details are immediately provided at e-
retail shops through instant chat facility.

Provisions for easy replacements of defective items delivered 
against the order are available at e-retail   shops.

E-retailers provide discount and rebate to regular customers

E-retailers follow fair price policy.

E-retailers exchange products without hassles.

FACILITY 

Lack of trial usage facility for the products at e-retail shops results 
in bad online shopping experience.

Customer product review details are available at e-retail 
shops.

Online shops are providing 24*7 shopping facility.

Online shops are providing adequate post purchase support for the 
product ordered.

E-retailers provide value added service (credit) facilities to the 
customers.

E-retailers provide coupons or points on bulk purchase.

E-retailer’s web sites are visually appealing.

Transactions on E-retailer’s web sites are completed easily.

EMPATHY  

The sales promotional emails, SMS’s, calls from e-retailers are 
always benefitable.

E-retailers provide proper response to customer query.

E-retailers always take personal interest in each customer.
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TRUST

Physical retailers provide the provision for comparing the prices for 
the same category of products.

Travel cost towards reaching physical retail shops is less.

Physical retailers give the impression that it keeps promises and 
commitments.

Physical retailers have a sense of sociability.

Physical retailers have a sense of human warmth.

Physical retailers deliver the products in promised time.

Physical retailers are trustworthy and honest.

SECURITY 

Physical retail outlets provide safe and secure financial 
transactions.

Time saving during shopping is an important aspect while shopping 
at physical retailing outlets/Malls.

Physical retailers sell well known brands.

Physical retailers instill the confidence in his customers.

Physical retailers abide by personal data protection laws.

PRIVACY

Privacy of shopping is ensured in physical retailing.

Physical retail shops establish good relationship with their 
customers.

DELIVERY  

Instant deliverance of the products avoids anxious moments of the 
customers at physical retailing shops.

Physical retailers deliver the items purchased to the homes of the 
customers as for as possible.

Physical retailers deliver the products without extra cost.

Physical retailers take care of the products during the delivery 
process.

TRUST

Online shops are providing provision for comparing the prices for 
the same products.

Cost of accessing online shops are less.

E-retailers give the impression that it keeps promises and 
commitments. 

E-retailer’s web sites have a sense of sociability. 

E-retailer’s web sites have a sense of human warmth. 

E-retailers deliver the products in promised time

E-retailers are trustworthy and honest.

SECURITY

E-retail shops are providing safe & secure financial 
transactions.

Time saving during shopping is an important aspect while shopping 
at e-retail shops.

E-retailers sell well known brands.

E-retailer’s instill the confidence in their customers. 

E-retailer’s web sites abide by personal data protection laws. 

PRIVACY  

Online shops ensure privacy of personal data.

The customer relationship practices of e-retail shops lack originality 
(lacking of human factor in the relationship).

DELIVERY  

You feel anxious till you receive the actual products ordered 
online.

The costs of delivering products to the homes of the customer are 
minimal at e-retail shops. 

E-retailers deliver products without extra cost. 

E-retailer takes care of the products during the delivery 
process.
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INTRODUCTION
Traditional bricks and mortar service providers like 

real-estate brokers, marriage bureaus, letting agents, 

betting houses, mortgage advisors, etc. are all now 

being taken over by online service providers 

(Sahadev and Purani 2008). Businesses are 

transforming and disruptive innovations have 

forced to think marketers about inventing more and 

more novel services and adopt them to deliver 

through the internet. Online consumers have not 

only clear expectations regarding their interactions 

with online vendors; they also demand high level of 

services. Research in the context of electronic 

commerce has been studied from two different 

perspectives. Scholars have generally carried out 

their studies on customer satisfaction of consumers 

shopping from e-commerce (Balasubramaniand 

Rajamohan 2011, Pritwani K., Sharma N.K.) and the 

assessment of the service quality presented by 

websites to consumers (Parasuraman et al. 2005, Sam 

andTahir 2009).  In the above context, service quality 

is given importance and not manufacturing quality 

regardless of the industry (VargoandLusch, 2004).

REVIEW OF LITERATURE
Important studies in the past have focused on issues 

like, the search behavior of individuals with regard 

to a website, consumer behavior in the context of 

internet retailing and characteristics of online 

consumers, information agents, consumer 

communities etc. (Sahadevand Purani 2008). New 

researches in the area has responded to the changing  

This paper reviews range of studies that have applied the 

E-S-QUAL scalefor measuring the quality of core e-

services from the year 2006 till recently. The research 

papers are sourced from prestigious databases such as 

ABI/Inform, ScienceDirect, Emerald, Sage, Springer, 

Routledge, EBSCOhost, Google Scholar. The paper 

identifies and summarizes the dimensional structure of E-

S-QUAL that appears to be very unstable, even within a 

given sector.Majority of the studies documented contrast 

results regarding the comparative importance of 

dimensions of e-service quality. After reviewing more 

than 35 studies it can be concluded that the E-S-QUAL 

scale which is claimed to be a generic scale given by 

Parasuraman et al. 2005, for measuring e-service quality 

however gives researchers an idea about the important 

dimensions and attributes for measuring any e-service 

quality but it does not provide the exhaustive list of 

items.This paper is first to undertake the comprehensive 

review of the studies undertaken using E-S-QUAL scale 

since its inception. The paper is an attempt to highlight 

various methodological differences in studies while 

adopting the scale across industries and countries.From a 

managerial perspective, author believe that the E-S-

QUAL instrument is an excellent instrument to measure 

electronic service quality but practitioners must examine 

and evaluate the dimensionality before drawing any 

conclusions.

Keywords: E-S-QUAL, e-service quality, online 

shopping, review of literature, methodological issues

Application of E-S-QUAL : 
Assessment of Studies Across Globe
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nature of the online marketing effort by focusing 

on new issues like moderating effect of culture on 

e -serv ice  qual i ty (Sabiote  e t  a l .  2012)  ,   

conceptualization of service quality for hybrid 

services (Ganguliand Roy 2013), transaction cost and 

repurchase-intention in online shopping (Wu et al. 

2014) etc. 

Given the importance of service quality, it is not 

surprising that a number of tools have been 

developed to measure it. Probably the best known 

and most commonly used measure has been the 

SERVQUAL scale, which was originally developed 

by Parasuraman et al. (1985) and subsequently 

refined by Parasuraman et al. (1991, 1994). Although 

SERVQUAL was developed for the measurement of 

service quality in a traditional service context, the 

applicability of the instrument in the online 

environment has been assessed in a few studies 

(Devraj et al. 2002, Nagesh et al. 2003). Gefen (2002) 

applied an adapted SERVQUAL instrument to the 

online service context and reported that the five 

dimensions of the scale collapsed into three namely 

tangibles, empathy, and one combined dimension of 

responsiveness, reliability and assurance. The 

results of the study demonstrated  a need to further 

research in the area of e-service quality to 

Parasuraman et al.(2005) and they stated that service 

quality needed to be extended to the online 

shopping environment, so that the firms could 

benefit from the increased interest in online 

shopping (Pearson et al. 2012). 

E-S-QUAL SCALE (What and Why)
To build a multidimensional measure of online 

quality, Parasuraman et al. (2005) developed two 

scales to evaluate e-service quality. The first scale, E-

S-QUAL, provides a more comprehensive approach, 

since it supports the measurement of both pre and 

post e-service quality aspects with the research focus 

on those web sites which sold physical products. E-

S-QUAL scale consists of 22 items on four 

dimensions, which they labeled and defined as 

follows:

1. Efficiency: The ease and speed of accessing and 

using a site. 

2. Fulfillment: The extent to which the site's 

promises about order delivery and item 

availability are fulfilled. 

3. System availability: The correct technical 

functioning of a site. 

4. Privacy: The degree to which the site is safe and 

protects customer information.

The second multidimensional scale to measure 

service recovery is E-RecS-QUAL contains 11 items 

having responsiveness, compensation, and contact 

dimensions- that is intended for assessing the 

quality of a website's service in response to problems 

or questions experienced by customers. (However, 

this scale is not replicated much, as compared to E-S-

QUAL, thus this scale has not been considered as a 

part of the review). 

Authors used focus groups to understand 

respondents' reaction to alternative ways of 

phrasing scale items and anchors (Likert-type versus 

low or high performance anchors). On the basis of 

insights from focus groups, study adopted a five-

point Likert scale (1= strongly disagree, 5= strongly 

agree) format for capturing responses. Both the 

scales demonstrated good psychometric properties 

based on findings from a variety of reliability and 

validity tests. 

Why E-S-QUAL

The main reason behind the widespread use of E-S-

QUAL is that it focuses on measuring the quality of 

the core service attributes rather than technical 

quality of the web site measured by other models ( 

YooandDonthu 2001, Branes and Vidgen 2002). 

Scholars find E-S-QUAL scale relatively simple 

(Sheng and Liu 2010) as it is able to make accurate 

assessment of quality from customer's perspective 

Amity Business Review
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(Marimon et al. 2010).It also takes into account 

consumers' entire shopping experience (Kim and 

Kim 2006) and demonstrates good psychometric 

properties during its development phase(Connolly 

et al. 2010).  Additionally, developers of E-S-QUAL 

suggested directions for further research in the area 

by highlighting various gaps which could be the 

objectives of various studies. Various scholars took 

the clue from these identified gaps and helped in 

further validation of the scale. The first gap 

identified is the need to examine the scale in the pure 

service sites. Authors of E-S-QUAL also suggested 

that adapted versions of scale need to be created and 

formally for other kind of e-service websites, which 

gives relevance to scholars to replicate the E-S-

QUAL scale in their research area.

METHODOLOGICAL ANATOMY OF 
REVIEWED STUDIES
Widespread use across countries and cultures: The 

review of literature demonstrated that E-S-QUAL 

scale developed by Parasuraman et al.  in 2005, has 

been so far able to attract the attention of researchers 

across the countries. This scale has been used 

(adapted/adopted) in approximately twenty 

countries like China, India, Turkey, Taiwan, Spain, 

U.K., Australia, Ireland etc. which have diverse 

languages and cultures (Table 1). The reason of such 

an overwhelming response to this particular scale of 

measurement is because it's the first scale of its kind 

to capture the nature of electronic service quality 

from the consumer's perspective for shopping online 

through a website (Boshoff, 2007). Since service 

quality is important for success of e-retailers, 

external validation of e-service quality measures 

through replication is extremely important, 

particularly in cases where measures developed in 

one country are intended for use in other 

countries(Rafiq et al. 2012). Kim and Kim (2010) 

examined E-S-QUAL on a cross-cultural basis 

aiming to examine how consumers in two different 

countries (Korea and USA) perceived e-service 

quality in relation to overall e-service quality, e-

satisfaction, and e-loyalty. The result of the study 

confirms the significant relationship among overall 

e-service quality, e-satisfaction and e-loyalty. Such 

r e l a t i o n s h i p s  a r e  v a l i d a t e d  i n  I n d i a  

(SahadevandPurani 2008), Ireland (Connolly et al. 

2010), Taiwan (Liang et al. 2012) and in Spain 

(Marimon et al., 2010, Cristobal-Fransi et al. 2017) 

.The results of another study which was conducted 

by Khan et al. in 2014 usingE-S-QUAL, compared the 

online service quality of the websites, which offers 

services in China with that of Kingdom of South 

Africa (KSA) in order to identify cultural variations. 

Types of Service Industries: Various endeavors have 

been made by the scholars to validate the results of E-

S-QUAL scale for different industries which has 

originally been designed to assess quality in services 

in general. This scale had been successfully adopted 

(Yang and Tsai 2007, Lee and Wu 2011, Santouridis 

et al. 2012, KandulapatiandBellamkonda 2014) and 

adapted (Chiou et al. 2009, Falk et al. 2010, Barrera et 

al. 2014, Stamenkov and Dika 2016),  for different 

sectors (travel agency, media, auction, sports, 

banking, portal sites, gaming ,etc). The reason 

behind using E-S-QUAL model of assessing the 

service quality in general to measure the service 

quality of specific sector is to analyze the quality of 

service and particular the structure in which it 

operates, not the product (Cristobal-Fransi et al. 

2017). The dual usage of the scale in the field of 

service marketing and IS provides sufficient 

confidence about the appropriateness of using it 

across sectors (StamenkovandDika 2016).

Scales Used:  Studies under review shows that 

approximately 65 percent of the studies (table 1) 

adopted Likert type 5 point scale to capture the 

respondents' views for the service quality 

dimensions. One justification of being 5 point scale 

so widely used is given as it helps in increasing the 

quality of response rateand reducesthe respondents' 
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Table 1 Methodological anatomy of Reviewed Studies

S. Study Country Type of Sample size and Surveys Internal Validity Adoption/ Dimensions Directly
No. website sampling method reliability Adapted considered related to

α/composite   for study/Items
construct 
reliability ρ

1.

2.

3.

4

Cristobal Fransi 
et al.
(2017)

Stamenkov and 
Dika (2016)

Roger-Monzo et 
al. (2015)

ÇETİNSÖZ 
BurçinCevdet
(2015)

Spain

Republic of 
Macedonia

Portugal,
Spain and 
the USA

Turkey

Online  
Newspaper

Employee’s 
Attitude 
towards e-
banking 
service (cross 
sectional 
study)

Travel 
agency

Tourist 
service

211 Respondents
Age 25-44: 57.8%
Gender: 56.9% 
females
(Not reported about 
sampling method)

112 for internal e-
service perspective, 
119 for  external e-
service perspective, no 
demographic 
information reported, 
(Convenience 
sampling)

334 Respondents 
(74% Spanish 
respondents)
Average age : 33 years
Gender: 50.3% 
females 
(Convenience 
sampling)

346 respondents
Age < 40: 38.6%
Gender: 37.8% 
females
(Convenience 
sampling)

Online 
survey,
(No 
information 
about anchors 
of scale)

Intranet 
survey 
uploaded on 
website for 30 
days,
(No 
information 
about anchors 
of scale)

Offline 
questionnaire 
through 
personal 
survey,
(5 point scale)

Offline 
administration 
of 
questionnaire
(5 point scale)

Ranges from 
.771 to .896

For internal 
perspective:  
ranges from 
.73 to .76
For external 
perspective: 
ranges from 
.77 to .92

Ranges from 
.88 to .88

Ranges from 
0.95 to 0.95

Convergent,
Discriminant, 
Nomological

Content,
Convergent, 
Discriminant,
Nomological

Convergent,
Discriminant,
Nomological

Discriminant
Nomological

Adapted

Adapted

Adopted

Adopted

Efficiency(15)
System 
availability(8),
reliabilityand 
privacy(7),
Interaction(7)

QUAIE(3), 
QUAIARC(3) 
QUAEEA(3), 
QUAEARC(2), 
QUAEP(3)

Efficiency(6),
system 
availability(4),
fulfillment(6),
privacy(3),

Efficiency(8),
system 
availability(4),
fulfillment(7),
privacy(3)

Perceived 
quality

Satisfaction
, Loyalty

Perceived 
value , 
Loyalty

Perceived 
value
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fatigue. There are some studies (Cristobal-Fransi et 

al. 2017,  Stemenkov and Dika 2016, Vos et al. 2014, 

Ariff et al. 2012, Zavareh et al. 2012, Saha et al. 2010) 

under review which have not reported any 

information about the scale they have used. Boshoff 

(2007) has used 6 point Likert-type scale and other 

studies by researchers (Yang and Tsai 2007, Rafiq et 

al. 2012, Liang et al. 2012, Barrera et al. 2014) have 

used 7 point scale as they consider it helpful in 

broadening the range and variability of responses. 

Sampling Method:  Sixty percent of the studies 

reviewed (table 1) adopted convenience sampling as 

their sampling technique. Number of researchers 

have acknowledged the limitation of convenience 

sampling (Francis and White 2002, Caiand Jun 

2003,Yang et al. 2003), and expressed their concern 

about generalization of their results to broader 

population because the sample may not consists of 

truly representative population. Still only a few 

actually applied it (Ariff et al. 2012, Marimon et al. 

2012, Rafiq et al. 2012, Yaya et al. 2011, Connolly et al. 

2010, Boshoff 2007). Kurt and Atrek (2012), 

expressed their infeasibility to use random sampling 

on the basis of non availability of list of population 

which opts for online shopping. Similarly Kim and 

Kim (2010), expressed their inability to use online 

survey because of the less availability of online 

survey companies in South Korea. Other arguments 

for the use of convenience samplingis having an 

additional advantage of choosing homogenous 

samples which typically provide a stronger test of 

theory (Akinci et al. 2010).  Some researchers 

(Zavareh et al. 2012, Cristobal-Fransi et al. 2017) have 

not reported any information about their sampling 

techniques.
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S. Study Country Type of Sample size and Surveys Internal Validity Adoption/ Dimensions Directly
No. website sampling method reliability Adapted considered related to

α/composite   for study/Items
construct 
reliability ρ

5 Barrera et al. Spain Online 267 respondents E-mail Ranges from Convergent, Adapted Design(3), N/A
(2014) shopping Age: < 24 years : invitation 0.789 to Discriminant functionality(4), 

47.5% Gender: with embedded 0.923 privacy (3), 
49% females URL link to reliability(5), 
(Convenience and the website recovery(7)
snowball sampling) hosting the 

survey 
(7 point scale)

7 Khan et al. China Online service 551 respondents Offline For most Nomological Adopted Efficiency(8), Perceived 
(2014) Saudi Arabia quality across (250 Chinese administration of the system value,

sectors respondents, of dimensions availability(4), Loyalty 
301 Saudi Arabian questionnaire < .81 fulfillment(7), intention
respondents), (5 point scale) privacy(3)
no demographic 
information reported
(Convenience sampling)

8 Kandulapati and India Online 160 respondents Online survey Ranges from Predictive Adopted Efficiency(8), Perceived 
Bellamkonda shopping Age< 35 59% through .808 to .922 system service 
(2014) Gender: 39% females emailed availability(4), value,

(Random sampling) questionnaire fulfillment(7), Customer 
(5 point sacle) privacy(3) satisfaction

9 Vos et al. Greece Online 74 respondents Offline Ranges from Predictive Adopted Efficiency(8), e-loyalty, 
(2014) shopping Age< 35: 46.3% administration .74 to .94 system e-

Gender: 48.4% females of availability(4), satisfaction
(Convenience  questionnaires fulfillment(7), 
sampling) (No privacy(3)

information 
about anchors 
of scale)

10 Suh et al. USA Sports 409 respondents E-mail Ranges from Content, Adapted Ease of use (4), Satisfaction
(2013) websites Age: Mean age 22 years invitation with .88 to .95 Convergent, security(4), 

Gender: 47% female embedded Discriminant reliability(4), 
(Convenience  URL link to Nomological, information(4), 
sampling) the website appearance(4) 

hosting the 
survey
(5 point scale)

11 Llach et al. Spain Airline tickets 617 respondents Online Survey Ranges from Discriminant, Adapted Efficiency(6), Perceived
(2013) Age< 35 = 59% via airline’s .924 to .928 Nomological, system value,

Gender:48%females website availability(2), Loyalty
(Random sampling) (5 point scale) fulfillment(6),

privacy(3),
hedonic(5),

12 Rao and Rao India Airline and 130 respondents Offline Ranges from Discriminant, Adopted Efficiency(8), Perceived 
(2013) movie tickets no demographic administration 0.839 to 0.937 Nomological system value, 

information reported, of availability(4), Loyalty 
(Convenience sampling) questionnaire fulfillment(7), intentions

(5 point scale) privacy(3)

13 Ariff et al. Malaysia Online 256 respondents No information Ranges from Content Adapted Efficiency(6), N/A
(2012) banking no demographic reported .781 to .912 assurances (4),

information reported, regarding contact (4), 
(Random sampling) survey website aesthetic 

administration and guide (4), 
No information privacy(2)
about points 
of scale

14 Bernardo et al. Spain Online travel 1201 respondents Questionnaire Ranges from Convergent, Adapted Efficiency(6), Satisfaction,
(2012) agency Age< 35 = 55.8% filled through 0.93 to 0.93 Discriminant, system Loyalty

Gender: 50.2% females Telephonic Nomological availability(2), 
(Convenience sampling)  Survey fulfillment(6), 

(5 point scale) privacy(3), 
hedonic 
quality(5)
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S. Study Country Type of Sample size and Surveys Internal Validity Adoption/ Dimensions Directly
No. website sampling method reliability Adapted considered related to

α/composite   for study/Items
construct 
reliability ρ

15 Kurt and Atrek Turkey Importance 202 respondents Online survey N/A N/A Adopted Efficiency(8), N/A
(2012) of E-S-Qual Age<34 : 46% through  (AHP system 

quality Gender: 57.9% females emailed technique) availability(4),
attributes for (Snowball sampling) questionnaire fulfillment(7),
online (5 point scale) privacy(3)
Shoppers
(No specific 
web site)

16 Liang (2012) Taiwan Online game 485 respondents Both online N/A Predictor Adopted Efficiency(8), Satisfaction
industry (122 offline respondents and offline construct system 

363 online respondents) method used availability(4),
Age < 35= 99.2% for fulfillment(7),
Gender = 34% female questionnaire privacy(3)
(Convenience sampling) administration

(7 point scale)

17 Marimon et al. Spain E-banking 131 respondents E-mail 
(2012) Age< 35: 28.2% containing Ranges from  Convergent, Adapted Efficiency(7), Perceived

Gender: 75.6% females hyperlink to 0.819 to 0.904 Discriminant, System value
(Random sampling) questionnaire Nomological availability(7),, 

(5 point scale) privacy(3), 
responsiveness
(4), contac t(3)  

18 Pearson et al. USA Online retail 158 respondents Offline Ranges from Convergent, Adopted Efficiency(8), Perceived 
(2012) shopping Undergraduate students administration .800 to .909 Discriminant system value,

Gender: 39% females of Nomological availability(4), Loyalty 
(Convenience sampling) questionnaire fulfillment(7), intentions

(5 point scale) privacy(3)

19 Rafiq et al. UK Online grocery 491 respondents Web-based Ranges from Convergent, Adopted Efficiency(8), Customer 
(2012) shoppers Age < 40: 47% survey 0.83 to 0.96 Discriminant, system satisfaction

Gender: 50.7% females (7 point scale) Nomological availability(4),
(Random sampling)  fulfillment(7),

privacy(3)

20 Santouridis Greece Online 227 respondents, Offline Ranges from Predictive Adopted Efficiency(8), Overall 
et al. (2012) retailing Age< 34: 75.8% Questionnaire 0.86 to 0.92 Construct, system quality,

 Gender: 41% females (5 point scale) Nomological availability(4), Perceived 
(Convenience sampling) fulfillment(7), value, 

privacy(3) Loyalty

21 Zavareh et al. Iran Online 392 respondents No information Ranges from Content Adapted Efficient and N/A
(2012) banking no demographic reported 0.735 to 0.810 reliable 

information reported, regarding services(4) ,
no information survey security/trust(3),
regarding sampling administration site asthetic (2), 

(No information responsiveness/  
about anchors contact (3)
of scale)   fulfillment (4), 

ease of use (3)

22 Yaya et al. Spain Online 428 respondents E-mail Ranges from Convergent, Adapted Efficiency(7), Satisfaction, 
(2011) banking Age< 34. 66.7: % invitation 0.887 to 0.906 Discriminant, system Loyalty

Gender: approx. 50% with embedded Nomological availability(7),
females URL link to the privacy(3)
(Random  sampling) website 

hosting the 
survey (5 point 
scale)  

23 Akinci et al. Turkey Online 2017 respondents Online Ranges from Content, Adapted Efficiency(2), Perceived
(2010) banking Age <40: 70.2% questionnaire .83 to .87 Convergent, system Value,

Gender: 70% females through e-mail Discriminant, availability(2),  behavioral 
(Convenient sampling) (5 point scale) Nomological fulfillment(2), loyalty

privacy(2)
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S. Study Country Type of Sample size and Surveys Internal Validity Adoption/ Dimensions Directly
No. website sampling method reliability Adapted considered related to

α/composite   for study/Items
construct 
reliability ρ

24 Connolly et al. Ireland Government 6121 respondents E-mail Ranges from Convergent, Adapted Efficiency(8), Perceived
(2010) website Age<40 : 32.8% containing .85 to .90 Nomological ease of public

Gender: 49.9% females hyperlink to completion(3),  value 
(Random sampling) questionnaire system 

(5 point scale) availability(4), 
privacy(2), 
contact(3)  

25 Marimonet al. Spain Online 131 respondents Online survey Ranges from Content Adapted Efficiency(8), Perceived 
(2010) supermarket Age< 34: 28.2% through 0.756 to Convergent system Value

Gender: 75.6% females specially 0.887 Nomological availability(4),
(Random sampling) designed fulfillment(7),

Web page privacy(3)
(5 point scale)

26 Falk et al. Germany Online 456 respondents of Online Ranges from Convergent Adapted Efficiency(3), Satisfction
(2010) retailing and online retail site, Questionnaire .89 to .94 Discriminant system 

Internet 558 respondents of flashed on the Nomological availability(3),
portal sites internet portal site portal site fulfillment(6),

Mean age for Online (5 point scale) privacy(3), 
retail:34.6 years website 
Mean age for internet design(3), 
portal site: 35 years enjoyment(3), 
Gender: 45% females image (3)
for online retail site
52% females for 
internet portal site
(Random sampling)

27 Kim and Kim USA Apparel 361 respondents Online survey Ranges from Discriminant Adopted Efficiency( 4), Overall 
(2010) South Korea website (175 from USA administered in 0.82 to 0.98 Nomological system e-service 

186 from Korea) USA and (USA) availability (2), quality, 
Age <28 = 100%  offline Ranges from fulfillment (3), E-
(for USA and Korea) administered 0.76 to 0.87 Privacy (3), satisfaction
Gender : 65.7% in South korea (South Korea) Responsiveness
Females(USA) (7 point scale) (3), Contact(2)
70.4% females 
(Convenience sampling)  

28 Sheng and Liu China Online 164 respondents Online Ranges from Convergent, Adapted Efficiency(5), Satisfaction
(2010) shopping Age: No information questionnaire 0.839 to 0.858 Discriminant system Loyalty

reported through e-mail Nomological availability(4),
Gender: 43.9% females (5 point scale) fulfillment(6),
(Convenient sampling) privacy(3)

29 Saha et al. Sweden Government 425 respondents Online survey Ranges from Discriminant Adapted Efficiency(3), Actual 
(2010) e-service Demographic profile using web .756 to .909 Nomological responsiveness(3), usage of 

delivery not reported based web service, 
(Systematic sampling) questionnaire assistance(2), Citizen 

(No information privacy(3), satisfaction 
about anchors 
of scale)

30 Chiou et al. Taiwan Online 221 respondents E-mail Ranges from Face, Adapted Efficiency(10), Overall 
(2009) auction sites Age< 35= 94.8% invitation with 0.88 to 0.94 Convergent’ system satisfaction

Gender: 73.8% females embedded Disciminant availability(4), 
(Convenience sampling) URL link to the Nomological fulfillment(7), 

website privacy(3), 
hosting the responsiveness(5), 

survey compensation(3), 

(5 point scale) contact(3)

31 Herington and Australia Online 200 respondents Offline Ranges from Discriminant Adapted Only 2 Satisfaction
Weaven (2009) banking Age<40: 44% administration 0.80 to 0.96 Nomological dimensions 

Gender: 55% females of (efficiency and 
(Convenience sampling) questionnaire availability) used

(5 point scale) Personal needs 
(3), Site 
organization (4), 
User friendliness 
(4), efficiency of 
web site(3)
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Demographic profile: Some variations were 

identified across the respondents profile which are 

selected by the researchers for their respective 

studies. Some studies (Pearson et al. 2012, Rao and 

Rao 2013, Suh et al. 2013) have taken college students 

as their subjects which may cause the variations in 

the results in spite of using same E-S-QUAL scale for 

measuring service quality. 30 % of the studies 

reviewed are found to be gender biased (table1), 

either they have taken maximum male respondents 

(Sahadevand Purani 2008,Liang 2012, Pearson et al. 

2012) or there were dominance of female 

respondents (Chiou et al. 2009, Akinci et al. 2010, 

Kimand Kim 2010, Marimon et al. 2012). Most of the 

studies ( Chiou et al. 2009, Yaya 2011, Santouridis 

2012, Liang 2012, Llach et al. 2013, Barrera et al. 2014) 

have chosen maximum young respondents (table 1) 

for analyzing the perceived service quality. Kimand 

Kim (2010) have conducted survey taking age group 

up to 28 years of age. With the growing number of 

older people using internet for searching the 

information, reading emails and shopping online, 

the selection of demographic profile for future 

studies needs attention (FernandesandPaschoarelli 

2014). Hence diverse sample profile is recommended 

for future studies.

Amity Business Review
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S. Study Country Type of Sample size and Surveys Internal Validity Adoption/ Dimensions Directly
No. website sampling method reliability Adapted considered related to

α/composite   for study/Items
construct 
reliability ρ

32 Sahadev and India Job portal site 350 respondents Both online Ranges from Convergent, Adapted Efficiency(8), Trust, 
Purani (2008) (191 executives, and offline 1.242 to 0.689 Discriminant system Satisfaction

159 MBA) Age: average filling of Nomological availability(4), 
age 27 years questionnaire fulfillment(5), 
Gender: 27% females (5 point scale) privacy(3), 
(Convenience sampling)

33 Ingle and Ireland Online portal 361 respondents Online survey Not Reported Not reported Adapted Efficiency(8), Consumer
Connolly (2007) site Demographic profile through system  trust,

not reported vendor’s availability(4),  Perceived
(Random sampling) website fulfillment(7),  value , 

(5 point scale)  privacy(3), Loyalty 
responsiveness(5), intentions
compensation(3), 

contact(3)
(Plus one each 
dimension on 
trust)

34 Yang and Tsai Taiwan Online 278 respondents No information Ranges from Convergent, Adopted Efficiency(8), Overall 
(2007) shopping Age 21 to 50 years: reported 0.868 to 0.941 Discriminant system satisfaction 

94.6% Gender: 75.2% regarding Nomological availability(4),
females administration fulfillment(7),
(Convenience sampling) of survey privacy(3), 

(7point scale) responsiveness(5), 
compensation(3), 

contact(3)

35 Boshoff South Africa Online 1409 respondents Online Ranges from Convergent Adapted Efficiency(6), Value
(2007) Marketing Age < 39 years : 58.4% questionnaire 0.768 to 0.938 Predictive system 

Firm selling Gender: 66.67% females received from Nomological availability(3),
mainly books, (Random sampling) the website privacy(3),  
CDs, DvDs,  while buying reliability (3), 
gifts first product speed(3), 

6 point scale delivery(3)

36 Kim et al. USA Women’s 111 retail web sites (No Survey) N/A N/A Adapted Efficiency(15), N/A
(2006) apparel Demographic profile: Content fulfillment(6), 

websites N/A Analysis of system 
(Random sampling) the websites availability (2), 

privacy (8), 
responsiveness(2), 
contact (2), 
personalization (8), 

information (7), 
graphic style(21)
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Sample size and survey administration: The 

conventional requirement of four to five 

observations per item is considered sample size 

sufficiency (Hair et al. 1998). Some scholars 

(Connolly et al.2010, Akinci et al. 2010, Boshoff 

2007)have conducted study on fairly large sample 

size and there are few studies (Vos et al. 2014, 

StamenkovandDika 2016) considered  sample size 

(table 1). Other studies under review took base of 

sample size i.e. approx. 150 to 500 respondents. 

However a sufficiently large sample size should be 

considered to validate the results of the study.

Online or off line, are the two methods of collecting 

primary data for conducting any study.  For 

identifying and reaching online shoppers, online 

methodology is considered more efficient 

(Szymanski and Hise, 2000). Approximately 60% of 

the studies under review administered online 

survey (table 1).  For conducting online survey 

various methods are adopted by researchers such as 

survey sent by e- mail, e-mail containing hyperlink 

to questionnaire, web survey etc.  There are some 

studies (Sahadev and Purani 2008, Liang 2012) 

which have used both online as well as offline 

methods of survey administration. However some 

scholars did not adopted online surveys due to its 

low response rate (Herington andWeaven 2009). 

Hence it is advised to researchers that they should 

report logic behind choosing a particular mode for 

administrating a survey.  

Dimensionality Analysis for assessing factor 

structure (EFA, CFA)

Researchers use exploratory factor analysis (EFA) or 

confirmatory factor analysis (CFA) to estimate or 

assess dimensionality of the scale. EFA is used to 

uncover the underlying structure of a relatively 

large set of variables. It does not involve any pre-

hypothesized factor structure.  Some studies, which 

are under review conducted EFA only (Herington 

and Weaven 2009, Connolly et al. 2010,Santouridis et 

al. 2012, Vos et al. 2014). EFA helps in selecting most 

suitable solution on the basis of theoretical 

interpretability among various computed solutions.  

CFA tests are considered as a prehypothesized factor 

structure or model. Around 40 % of the studies 

reviewed (Sahadev and Purani 2008, Chiou et al. 

2009, Saha et al. 2010, Sheng and Liu 2010, Falk et al. 

2010, Akinci et al. 2010, Kimand Kim 2010, Zavareh 

et al. 2012, Rafiq et al. 2012, Pearson et al. 2012, Ariff 

et al.2012, Suh et al. 2013, Khan et al. 2014, 

Kandulapati 2014, Barrera 2014, Roger-Monzo 2015) 

applied only CFA to test their models. The argument 

given by these researchers for not using EFA before 

conducting CFA is the existence of already the 

oretically supported base of E-S-QUAL scale. 

Moreover CFA provides goodness of fit indicators to 

evaluate whether factor structure fit into data or not. 

It further helps in comparing several model 

specifications and allows the researchers to examine 

the invariance of a specific parameter in the factor 

solution.

Whereas some studies (Boshoff  2007, Yang and Tsai 

2007, , Marimon et al. 2010, Yaya et al. 2011, Lee and 

Wu 2011, Marimon et al. 2012, Bernardo et al. 2012, 

RaoandRao 2013, Llach et al. 2013, Cetinsoz 2015, 

Stamenkov and Dika 2016, Cristobal- Fransi 2017) 

applied both EFA and CFA in their studies. Liang 

2012 used E-S-QUAL scale for the online gaming 

websites, which have hedonic elements like fun or 

pleasure in it also added one new dimension 

‘entertainment’ in the scale but he did not  apply any 

psychometr ic  tes ts  to  re ject/accept  the  

items/dimension.

Reliability and Validity: The ability of an instrument 

to measure consistently, is termed as the reliability of 

the scale. Cronbach’s alpha or composite reliability 

are the two main tests available for assessing the 

reliability of any measure. Cronbach (1951) 

developed α, indicates the degree to which a set of 

items measures a single unidimensional  latent 

construct. The composite reliability also known as 

jorskog’s ρ coefficient, takes into account the actual 

factor loadings, rather than assuming that each item 

is equally weighted in the composite load 
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determination (Sun et al. 2009). Most of the papers 

under review indicated good reliability of each 

dimension presented with Cronbach α coefficient 

ranging between 0.70 to 0.96 (Nunnally and 

Bernstein, 1994, Peterson , 1994) which demonstrates 

high internal consistency.

Reliability does not dependent on validity though 

validity is dependent on reliability of an instrument. 

Validity is the extent to which an instrument 

measures what it intends to measure (Tavakol and 

Dennick, 2011). There are six types of validity 

classified under two categories. One is translation 

validity (which includes face validity and content 

validity), and the other is criterion validity (it 

includes predictive / nomological validity, 

concurrent validity, convergent validity and 

discriminant validity) (Drost 2004). 

Face validity is the weaker form of construct validity 

than the content validity, as it includes subjective 

judgment on operationalization of a construct. It is 

used by Kim and Kim 2010 (table 1) for the purpose 

of translation of English language questionnaire into 

Korean language. Content validity on the other hand 

gives more insight about the domain of the concept, 

as expert advice is used to judge whether the 

measure fully represents the domain. Many studies 

under review have adapted the E-S-QUAL, as per 

their field of study, hence content validity becomes 

more important.  Marimon et al. 2010, Akinci et al. 

2010, Zavareh et al. 2012, Ariff et al. 2012, Suh et al. 

2013and  Stamenkov and Dika, 2016 established 

content validity in their respective studies.

Convergent validity reflects the extent to which two 

measures capture a common construct. Poor 

convergent validity can affect the magnitudes and 

interpretability of research findings (Carlson 

andHerdman 2012).  One way of calculating this 

type of validity is the average variance extraction. 

According to FornellandLarcker (1981), Hair et al. 

(1998), if average variance extracted (AVE) extracted 

from each construct exceeds 0.5 of the total variance 

supported convergent validity, Scholars like 

(Cristobal- Fransi 2017, StamenkonandDika 2016, 

Barrera et al. 2014, Suh et al. 2013, Akinci et al.2010)  

in their studies applied it. The other test to assess the 

convergent validity of an instrument is to assess 

factor loadings on individual items both after 

running exploratory factor analysis as well as 

confirmatory factor analysis (Parasuraman et al. 

2005), which was further applied by Boshoff 2007, 

Connolly 2010. In a recent study conducted by Yaya 

et al.(2016), experts were of the opinion that it is not 

necessary to use more than one of these methods 

because some of these criteria overlap .But however 

they maintained that convergent validity must be 

reported by the researchers. 

Scale’s discriminant validity is viewed as the extent 

to which measures of constructs that theoretically 

should not be related to each other (Yaya et al. 2016). 

The AVE values must be higher than the variance 

shared between a subscale so that, when performing 

correlations between them, the values on diagonal 

(corresponding to the square root of the AVE values 

of each of them) should be greater than the other 

factors of each row and column that corresponds to it 

and the correlations between the dimensions 

comprising the construct should not exceed 0.8 

(Baggozzi and Yi 1988). This test is applied by 

various scholars (Cristobal- Fransi 2017, Stamenkon 

and Dika 2016, Roger-Monzo 2015).  One test 

suggested by (FornellandLarcker 1981) to assess the 

discriminant validity is when average variance 

extracted for each factor is greater than the squared 

correlation between the construct and the other 

construct in the model used by (Yaya et al.2011, 

Barrera et al.2010, Akinci et al. 2010). Falk et al. (2010) 

used nested model confirmatory analysis approach 

to test the discriminant validity. In this approach, for 

each pair of factors, a constrained model is 

constructed in which the covariance between them is 

fixed to unity. Then an unconstrained model is 

constructed by freeing the covariance between the 

factors and then on the basis of Chi-square values 

between constrained and unconstrained models 

with one degree of freedom, discriminant validity is 

identified.
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Predictive/ Nomological Validity test measures 

some outcomes in the future from the measured 

constructs (Drost 2004). If the constructs perform as 

predicted by theory (based on traditional service or 

emerging evidence on the field), then it can infer that 

t h e  m e a s u r e m e n t  o f  t h e  c o n s t r u c t s  i s  

nomologicallyvalid (Yaya et al. 2012). Some authors 

modeled e-SQ as a first order exogenous (predictor) 

construct that influences the higher order constructs 

of predictive dimensions in the proposed model ( 

Akinci et al. 2010, Marimon et al. 2010,Chiou et al. 

2009). While others on the basis of strong positive 

inter-correlations among the dimensions of e-SQ, 

predict validity about the relationship between the 

respective dimensions with e-SQ and further treat e-

SQ as a second order latent construct in the structural 

model (Roger-Monzo 2015, Kandulapati and 

Bellamkonda 2014).

Out of 36 studies reviewed (table 1),  most of the 

studies reported convergent and discriminant 

validity, with a few exceptions like, Kurt andAtrek 

2012, Liang et al. 2012, who did not report  

convergent and discriminant validity. The studies 

reviewed indicated that irrespective of any 

particular method or test applied to measure 

nomological validity, in most of the cases 

relationships between the dimensions of E-S-QUAL 

and predictive dimensions were confirmed.

Observation regarding dimensionality validated:  

Out of the 36 studies reviewed, 19 studies (approx. 

half of the studies) reported four dimensions which 

were in line with the universal dimensions proposed 

by the Parasuraman et al. (2005) for measuring 

service quality delivered by customers’ online web 

sites. It has also been observed that scholars have 

altered the number of items in dimensions, names of 

the dimensions and wordings of the statements as 

per their context of the study. Disagreement over one 

dimension ‘fulfillment’ is also found across studies. 

Boshoff (2007) and Yaya et al. (2011) removed 

‘fulfillment’ dimension from their model while Rafiq 

et al. (2012) and chiou et al. (2009), regarded 

‘fulfillment’ as one of the core elements for online 

services. The review of literature also shows that 

dimensional structure is very unstable even within 

same sector and country as well. For example, 

Marimon et al. 2012 and Yaya et al. 2011 both 

conducted study to measure the service quality 

provided by online banking websites in Spain. The 

number and items used by both researchers in their 

study is not same as Marimon et al. 2012, used five 

dimensions namely efficiency, system availability, 

privacy, responsiveness and contrast, while Yaya et 

al. 2011 used efficiency, system availability and 

privacy. Similarly, dimensions and items within 

dimensions, considered for measuring e-service 

quality provided by general online retailing 

companies operating in different cultures or 

countries, were also different. Barrera et al. 

2014(Spain), used five dimensions with 22 items, Vos 

et al. 2014 (Greece) used four dimensions with 22 

items, Sheng and Liu 2010 has considered four 

dimensions with 18 items. Lot of disagreement felt 

across studies about the importance or relevance of 

the dimensions which suggested by Parasuraman et 

al. (2005) for measuring e-service quality.

CONCLUSION
The present study has raised some concerns about 

the different methodology used by researchers 

associated with the re-assessment of E-S-QUAL in 

different countries for varied e-services.Review of 

literature shows that all the studies are of the same 

view about the multidimensionality of the e-service 

quality as a construct. However, disagreement 

found in reviewed studies regarding the 

dimensionality of the e-service quality construct 

across industry or country. Bauer et al. (2006) draws 

attention towards the inability to measure the 

hedonic elements of service quality which are crucial 

determinants of service quality. Boshoff 2007, who 

was one of the first to examine the relationship 

between e-quality and e-loyalty, proposed that the 

E-S-QUAL scale should have six dimensions rather 

than the original four. He also advised that proper 

examination and evaluation of the dimensions 
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should be done by researchers before capturing the 

data by the original scale given by Parasuraman et al. 

2005.   Some studies (Roger-Monzo et al. 2015,   Rao 

and Rao 2013,Connolly et al. 2010)reported the same 

results as reported by Parasuraman et al. 2005. 

Majority of the studies documented contrast results 

regarding the comparative importance of 

dimensionsof e-service quality. For example Privacy 

is found to be least important dimension in the 

studies conducted by Bernardo et al.(2012), Rafiq et 

al. (2012) while the results of the studies done by 

Kurt and Atrek (2012) , Kim and Kim (2010) reported 

it as most important dimension for e-service 

quality.After reviewing more than 35 studies it can 

be concluded that the E-S-QUAL scale which is 

claimed to be a generic scale given by Parasuraman 

et al. 2005, for measuring e-service quality is 

however gives researchers an idea about the 

important dimensions and attributes which should 

be considered for measuring any e-service quality 

but it does not provide the exhaustive list of items. 

Variables can be different across industry and 

culture. Scholars should keep in mind the nature of 

the service and the context of the study before 

applying the scale in adopted form. A thorough 

revision of items is advised to researchers before 

conducting the study using E-S-QUAL in the 

original form.  

On the whole, this study is a small endeavor to 

highlight the results obtained by several authors on 

the same platform so that concrete conclusions can 

be formed. Having said that, in this new 

environment of electronic service, practitioners in 

general need a generic scale that provides the 

potential for cross-industry and cross-functional 

comparisons.   
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INTRODUCTION
People have been using purchase bags for a variety 

of purposes. Purchase bags were perceived from 

utilitarian view. It was one of the means of carrying 

purchased goods. With easy availability from the 

seller and inclusion of the element of the 

attractiveness of the bag, buyers' preferences have 

changed. The tendency to carry bag from home has 

significantly lowered down during purchase. 

Expectations of the bag during purchase became  the 

norm for the buyer. Bags were offered by seller also 

to promote the product, store and the offers to the 

prospective buyers. As the norm of sustainable 

practices and discouraging use of plastics, retail 

outlets are charging an additional amount for 

providing plastic bags. Buyers are opting for 

carrying a bag from home while shopping. Buyers 

are also experimenting with the use of cloth bag 

while purchasing.

The use of environment-friendly products is being 

supported by organizations as well as the policy 

makers. Though, the buyer endorses the use of 

environment-friendly products, yet in reality, he 

may not purchase such products. A number of 

marketers and corporate organizations have 

promoted the use of environment-friendly products 

through commercials and corporate social 

responsibility respectively. However, buyers' 

perspective has not been studied from purchase 

perspective or acceptance perspective. A buyer may 

endorse such products but he may not accept such 

With the rise of the use of plastic amongst retail buyers and 

menace created by plastic bags, a number of retail outlets 

are promoting the use of sustainable purchase bags to 

discourage the increase the use of plastic bags. To 

discourage the use of plastic bags amongst shoppers, there 

are practices wherein the retail outlet is charging for the 

bags. Buyers are opting for multiple uses of plastic bags 

lying idle at home or use of cloth bag while shopping. 

However, the use of cloth bag of the shoppers is limited due 

to several constraints. Purchase bags are perceived from 

utilitarian view. It was one of the means of carrying 

purchased goods. With easy availability from the seller 

and inclusion of the element of the attractiveness of the 

bag, buyers' preferences have changed. The tendency to 

carry bag from home has significantly lowered down 

during purchase. Expectations of the bag during purchase 

became of the norm for the buyer. Bags were offered by 

seller also to promote the product, store and the offers to 

the prospective buyers. The present research attempts to 

explore the factors influencing purchase decisions for cloth 

bag amongst youth. After conducting focus group 

discussion and recording respondents' responses through 

a structured questionnaire; factor analysis was performed. 

Four factors were identified as the influencer in 

purchasing decisions for cloth bag amongst youth. Cloth 

bag size based convenience, stylish, affordable and peer 

influence are the factors which influences a young buyer 

while purchasing a cloth bag. The research is significant 

and relevant to the context of sustainability. The research 

findings are significant for the marketers and policy 

makers especially in the context of promotion and 

adoption of sustainable practices. It will help in promoting 

the use of cloth bags and instilling the habit of using cloth 

bags amongst shoppers. 

Keywords: Cloth bag, youth, factor analysis, retail, no-

plastic. 
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products. It is necessary to understand the 

factors that influence the purchase decisions. In the 

present study, the objective of the study is to identify 

factors influencing purchase decision for the cloth 

bag.

LITERATURE REVIEW
Sustainable consumption

Much of the promotion by the policy makers and the 

organizations on the promotion of sustainable 

products or environment-friendly products stresses 

on the rational choice of the consumer. Rational 

choice model is proposed in the consumer behavior 

research theme. Use of sustainable products is 

emphasized towards sustainable practices (Chahal, 

2013). Different aspects have been sought especially 

in sustainable consumption like authenticity, green 

practices etc. Use of recycling products is also 

promoted under the umbrella of sustainable 

consumption. There are notable business models 

especially the social enterprise that focused on the 

use of recycling products towards the sustainable 

world (Draiss, 2009). Efforts have been initiated by a 

number of social enterprises in promoting through 

the social meet and exhibition. 

Cloth bag

Bags offer convenience in assorting and carrying 

goods. The association of bags with humans is quite 

old enough. Recently, bags became more colorful 

and the buyers made it as an aspect related to their 

lifestyle. Plastic bags though are sturdier in its 

flexibility and convenience; it causes a number of 

environmental hazards. Plastic bags are discouraged 

by the shopping malls by charging extra amount 

from the shoppers. The practice of bags being offered 

may be linked with sellers' promotional activities 

related to the product, store, and offers. Buyers with 

strong ethical inclination have been preferring cloth 

bags. There is authentic appealing pattern present on 

the cloth bag viz the long bag and the short one. The 

longer one is hanging on the shoulder while the 

shorter one is preferred while making small 

purchases. However, purchases at a retail outlet are 

mainly carried out by the shoppers through trendy 

bags i.e. plastic bags.  It is observed that buyers 

prefer to use plastic bags for retail purchases while 

they prefer to use a cloth bag for small grocery 

purchases near the vicinity. 

Youth  

The world is witnessing a rise in the number of 

young buyers that, anecdotal evidence suggests, are 

increasingly brand conscious (Sahay and Sharma, 

2010). Youth as a segment has grown into 

prominence due to the modernization. In marketing 

literature, the youth is perceived globally as a 

common phenomenon, with fundamental 

commonly uniform consumption habits (Kjeldgaard 

et al, 2006).

Style has become the most prominent cultural 

medium for expressing the identity aspirations of 

youth culture by Kjeldgaard et al, (2006). The 

literature described the emergence of style based 

sub culture. There were differentiations with such 

style groups. Researchers have observed that this 

sub-culture were a representation of culture 

diversity and rebels within society. There were 

representations of class struggles. Style remains 

distinct way to communicate with others. As 

discussed earlier, a youth was identified with the 

rebellious attitude. However, rebel does not 

represent a violent mode of expression. It represents 

an approach that has a similarity with 

independence. Youth, therefore, relate with others 

with their feelings and emotions. In other words, 

there is a possibility of emotional outburst. The 

emotional outburst is more with out of box outlet of 

emotions that are quite radical enough. The 

researcher believes that since there is the sense of 

uniqueness that needs to be represented in a 

coherent manner. The style is a prominent cultural 

medium for expressing the identity aspirations of 
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youth culture.  A youth needn't now to be vocal to 

express him; rather an acceptance of style can really 

help him out to relate to the context that he would 

like to represent.

The purpose of the research is to identify the factors 

that influence the purchase decision of cloth bag 

amongst youth. The research questions examine the 

young consumers' preferences towards cloth bag to 

better understand the benefits that the cloth bag 

provides to their consumers. 

The research questions are:

1) Which aspect of the cloth bag influences the 

young buyers?

2) Which significant factors influences the buying 

decision? 

RESEARCH METHODOLOGY
The researcher conducted a focus group 

discussion to identify factors influencing the 

purchase decisions for the cloth bag. The focus 

group discussion was conducted at the cafeteria 

with prior invitation of seven days.  The discussion 

was recorded with the consent of the participants.  

A list of 30 factors was identified for the survey. The 

identified factors were validated by industry 

persons and academician. Further, the 30 factors 

were finalized to 15 factors. 

A structured questionnaire was used to conduct 

the survey. The preference for the cloth bag with 

the pool of 15 factors was used in the item 

statements. The preference was measured with 

five points Likert scale. Confidentiality of the data 

was assured to the respondents. The respondents 

were briefed initially related to the purpose of 

research. The researcher was involved in the 

conduct of the survey. The respondents were in the 

age group of 16 to 25 years. In this study, the sample 

frame was young consumers. Following this criteria, 

through a purposive sampling method, the 

respondents were identified. Purposive sampling is 

also called as judgmental sampling. The researcher 

uses his own judgment in identifying the 

respondents. The respondents were selected on the 

characteristics of the population and the purpose of 

the study. 

Data Analysis 

Factor analysis is the useful tool to understand the 

variable relationship. Factor analysis was executed 

through SPSS 18.  Principal component method was 

employed to extract factors. Because, in the social 

science there is a high probability of correlation 

between factors, factors were rotated with direct 

oblimin.  Four factors were identified based on the 

eigenvalues. Cloth bag size based convenience, 

stylish, affordable and peer influence are the factors 

which influences the young buyer while purchasing 

a cloth bag.

Amity Business Review
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Communalities

Initial Extraction

Availability of cloth bag 1.00 .55

Trendy 1.00 .83

Word of mouth effect 1.00 .58

Cost aspect 1.00 .75

Convenience 1.00 .82

Peer influence 1.00 .74

Design 1.00 .71

Concern about environment 1.00 .73

Pack size 1.00 .78

Appearance 1.00 .83

Multiple use 1.00 .76

Sturdiness 1.00 .64

Plain bag (no advertisement) 1.00 .64

Less association with the context (purpose) 1.00 .71

Washable 1.00 .75

Table 1 Communalities149
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Component Matrix

Component

1 2 3 4

Availability of cloth bag .66 .28 -.14 .13

Trendy .57 .61 -.16 .33

Word of mouth effect .75 .06 .12 .02

Cost aspect .61 -.04 .59 .17

Convenience .81 .07 .07 -.40

Peer influence .61 -.29 -.29 .45

Design .72 .09 -.43 -.03

Concern about environment .78 .15 .23 -.19

Pack size .80 -.14 -.21 .27

Appearance .71 .32 .46 .09

Multiple use .62 -.53 .26 -.15

Sturdiness .57 -.29 -.28 -.39

Plain bag (no advertisement) .73 -.19 -.21 -.12

Less association with the context (purpose) .69 .30 -.13 -.35

Washable .66 -.47 .11 .31

Table 2 Component Matrix

Table 3 Component Plot in Rotated Space
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DISCUSSION AND CONCLUSION
There is a considerable influence of sustainable 

products on young consumers. One of the effective 

influences occurs through promotions and 

awareness exercise by the marketers and the policy 

makers. Although, there is a significant assurance 

from the young consumers related to their 

commitment towards sustainable products, the 

adoption of sustainable products is not impressive. 

The present study therefore attempted to investigate 

the factors influencing purchase decisions of youth 

during a purchase of cloth bag. ‘]

The study examines that the usage of cloth bag is 

limited due to the hindrance of certain factors, 

however, the product appeal is intact. Hence 

appropriate identification of factors will help in 

influencing purchase decisions amongst youth. Four 

factors were identified as the influencer in 

purchasing decisions for cloth bag amongst youth. 

Cloth bag size based convenience, stylish, affordable 

and peer influence are the factors which influences a 

young buyer while purchasing a cloth bag. 

Researchers have identified earlier the role of style in 

purchase decision amongst youth. However, it was 

not investigated in the context of a cloth bag. Aspects 

that are found in a plastic bag may not be replicated 

in the context of cloth bag due to the difference in the 

product appeal. However, factors like style, peer 

influence, affordability and pack size convenience 

do play a significant role based on the responses 

tabulated from the survey. 

The study has important implications for the 

marketers in the context of promotion and adoption 

of sustainable practices. As noted earlier, the style, 

cost, convenience and peer influence the purchase 

decision for cloth bag. Marketers should use the 

opportunity to design the cloth bag considering the 

preferences of young consumers related to style and 

convenience. Additional efforts should also be given 

towards the cost of cloth bag and peer influence of 

young consumers.  
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Identification of Predictor Variables Influencing 
Learning Style Preferences of Knowledge 
Workers in Indian IT Service Companies

Learning and development of employees is an essential 

process in an organization. This is fulfilled by training 

interventions, which can ensurebetter learnability of 

employees. This makes it essential to ensure that an 

employee is trained in an environment cohesive to 

individuals' learning style preferences. Indian 

Information Technology (IT) service companies devise 

learning and development programs to train large number 

of employees. But, the elements ensuring learnability of 

one employee may be significantly different from that of 

another employee. If organizations have to achieve 

excellence in learning, they need to assess learning styles 

of employees before providing them the training. 

Therefore, this research work attempts to assess learning 

styles of knowledge workers in Indian IT service 

companies. In this study, Peter Honey and Alan 

Mumford's Learning Styles Questionnaire (LSQ) was 

used to conduct primary data collection trough online 

platform. Thereafter, Multinomial Logistic Regression 

was used to identify significant predictor variables 

influencing learning style preferences of knowledge 

workers in Indian IT service companies. Practical 

implications of this research work can help learning and 

development managers in Indian IT service companies to 

understand learning styles preferences of knowledge 

workers in order to improve learnability.

Keywords: Learning styles, Andragogy, Experiential 

Learning Theory, Knowledge worker, Learning Styles 

Questionnaire, IT Company.

INTRODUCTION
Globalization has brought whirlwind changes in 

the conduction of business. In such a whirlpool, 

organizations need to adapt quickly to new 

technologies producing exponential effects, and 

the Indian software industry is not an exception. 

With a whopping revenue of US$ 143 billion, the 

Indian software industry is a darling sector to 

investors, which involves US$ 110 billion worth 

exports, which is approximately 49% of total Indian 

services export. This industry is also a regular 

breadwinner to 3.9 million people working 

under direct employment (NASSCOM, 2017). India 

is strengthening its position as a global 

resource centre for IT and ITeS services by providing 

digital transformation solutions to clients in North 

America and Europe. In the domestic market, e-

Commerce is attracting investment from venture 

capitalist from all across the world. This is providing 

the base to Indian e-Commerce firms to invest in 

building technological platforms. The software 

service business provided by Indian e-Commerce 

firms is increasing with 33 per cent year on year 

growth. The IT sector contributes more than 7.7 per 

cent of the Indian Gross Domestic Product (GDP) 

(NASSCOM, 2017). It is also the largest private sector 

employer and leading global sourcing destination. 

With 1.3 million women working in the IT sector, it is 
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one of the biggest promoters of gender diversity. 

Due to its potential, the IT sector receives 

continuous investment from venture capitalists, 

boosting entrepreneurship in India (NASSCOM, 

2016).

In this agile world of business, human capital is the 

cornerstone of an organization. Often, it is the 

proficiency of human capital, which can make or 

break the future of an organization. Nevertheless, 

the proficiency of human capital is not constant. 

Technological advancements render skills acquired 

by humans obsolete. Therefore, it is essential 

for an organization to train their employees by 

promoting a conducive learning environment 

(Lancaster & Di Milia, 2015).  It is the responsibility 

of the human resource (HR) department of an 

organization to facilitate a learning environment 

that encourages employees not only to learn 

but also to develop cutting-edge skill sets (Pokharel, 

& Choi, 2015). The HR department provides 

training and development programs to encourage 

learning attitude among the workforce. However, 

learning capability of an individual is highly 

influenced by their learning style (Chen &Macredie, 

2001). Learning styles vary depending on 

inclination of individuals to learn the same 

concepts (Coffield, Moseley, Hall, & Ecclestone, 

2004). 

It is the capability of employees to embrace 

learning in their practice, which decides the 

trajectory of growth of an organization. Investment 

in strategizing training and development plays 

a vital role in achieving organizational goals 

(Simpson, Schraeder, & Borowski, 2015). Therefore, 

in order to enhance the outcome of training 

and development programs, it is essential to 

assess learning styles of the participating 

employees. Leaders of an organization must 

encourage HR department to provide effective 

training to employees (Amitay, Popper, & Lipshitz, 

2005).

LITERATURE REVIEW
Till the end of 1980’s, most of the research work 

involved theory building by underpinning 

constructs in learning styles of an individual. During 

the span of 1981-2000, learning styles research 

progressed on empirical studies which were focused 

on learning styles of graduate and post-graduate 

students. With the dawn of the 21st century, 

awareness came regarding learning styles of 

employees working in organizations. Most of the 

work done on learning styles of employees is from 

UK and USA (James-Gordon &Bal, 2001; Wyrick, 

2003). Looking at differences in how people learn, 

many researchers have even used personality type 

as an indicator to assess learning styles (Sirmans, 

2002). It was observed that with an understanding of 

one’s personality type, it is possible to predict 

preference towards particular learning styles. 

(Pittenger, 1993). Especially, researchers have used 

Myers-Briggs Type Indicator (MBTI) extensively to 

predict the learning styles of an individual. 

Therefore, it is understood that the phenomenon of 

personality type indicator and learning styles is 

coherently related (Ashraf, Fendler, &Shrikhande, 

2014; Seiver, Haddad, & Do, 2014). Table 1 has key 

findings from highly cited empirical studies on 

learning styles of students in higher education 

settings or employees in organizations. In the Indian 

context, there are few studies of learning styles of 

students in higher education settings (Manikutty, 

Anuradha, &Hansen, 2007; Sharma, 2009).

Wyrick (2003) used Kolb’s LSI to assess learning 

styles of industrial engineering students and 

industrial management students to understand 

most preferred learning style. It was a longitudinal 

study over a period of 1992-2000 by taking small 

samples from American and Swedish students in 

each assessment.  Wyrick found that both 

engineering and industrial management students 

tend to have converger as their preferred learning 

styles. Penger & Tekavčič (2009) used Dunn and 

Amity Business Review
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Dunn’s LSI and Honey and Mumford’s (LSQ) to 

compare the results of two instruments over 

learning styles of students in higher education at 

University of Ljubljana. The study found there is no 

correlation between factors of two instruments viz. 

Dunn and Dunn’s LSI and Honey and Mumford’s 

LSI and therefore they are independent of each 

other. The study concludes that it is necessary for 

students to understand their learning style 

preferences in order to adapt themselves for lifelong 

learning.

Amity Business Review
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Table 1: Key Findings from Empirical Studies

Authors

McKee, Mock 
& Ruud (1992)

Booth & 
Winzar (1993)

Chi-chang&Noi 
(1994)

Sadler-Smith 
(1999)

James‐Gordon 

& Bal (2001)

Buch& 
Bartley (2002)

Alfonseca et 
al.(2006)

Charlesworth 
(2008)

Wyrick (2003)

Kappe et al. 
(2009)

Purpose

To perform a comparative study on learning 
styles of Norwegian accounting student with 
their counterparts in the USA.

To find evidence of Myers-Briggs personality 
type bias for accounting students in 
Australian Universities.

To identify the influence of culture on 
learning styles.

To provide empirical elaboration, in the 
context of business and management 
education, for models of cognitive style.

To investigate learning styles of engineers in 
the automotive design industry.

To understand the relationship between 
learning styles preference and training 
delivery mode among employees.

To understand learning style for collaborative 
learning in a group of students.

To identify the relationship between different 
cultures (Indonesian, Chinese, French) and 
learning styles in higher education settings.

To understand suitable learning style to be 
an effective team leader and manager.

To examine the predictive validity of Honey 
and Mumford’s learning style LSQ among 
higher education settings in Netherlands.

Sample 
Size (N)

350

200

1032

226

45

165

166

113

Not
Defined

90

Model/ 
Instrument

Kolb’s LSI

MBTI

Kolb’s LSI

Onion model and 
Cognitive Control 
Model

Honey and 
Mumford LSQ

Kolb’s LSI

Felder and 
Silverman model

Honey and 
Mumford LSQ

Kolb’s LSI

Honey and 
Mumford LSQ

Key Findings

Dominating learning styles of Norwegian 
accounting students is assimilator while 
that of their counterparts in USA, is 
converger.

Myers-Briggs personality preferences are 
associated with significant differences in 
how students prefer to learn.

People with science and mathematical 
background tend to be assimilators while 
those with management education tend to 
be accommodators.

The results provide support for the onion 
and cognitive control models.

No need to have different training and 
learning method for engineers and 
managers.

Convergers show a strong preference for 
computer-based delivery while assimilators 
show a preference for print-based delivery.

There exist a relationship between the 
ways in which students group themselves 
with respect to their learning styles.

Indonesian students are preferably 
reflectors while Chinese are more inclined 
towards being activists. French students 
were found to have higher tendency as 
pragmatist.

Engineers are predominantly convergers 
while people with management skills tend 
to be assimilators.

LSQ revealed no predictive 
validity,however, we can report good 
test–retest reliabilities over a two year time 
period.
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Table 2: Key Learning Styles Instruments

Author Year Measure Key Terms

Isabel Myers & Katharine Briggs 1962 Myers-Briggs Type Indicator (MBTI) Perceiving- judging, sensing- intuition, thinking-
feeling, extraversion- introversion

Rita Dunn & Kenneth Dunn 1975 Learning Styles Inventory (LSI) Environmental, emotional, sociological, physiological
processing

David Kolb 1976 Learning Style Inventory (LSI) Accommodating, diverging, converging, assimilating
styles

Anthony Gregorc 1977 Gregorc Style Delineator (GSD) Concrete sequential, abstract random, abstract
sequential, concrete random

Peter Honey & Alan Mumford 1982 Learning Styles Questionnaire (LSQ) Activist, reflector, theorist, pragmatist

Authors

Penger&Tekav
čič (2009)

Chan &Mak 
(2010)

Goulding & 
Syed- Khuzzan 
(2014) 

Jepsen, 
Varhegyi, &Teo 
(2015)

Gemmell 
(2017)

Purpose

To explore learning styles of Slovenian 
students in higher education settings.

To examine the use of LSQ in educational 
settings in Macao.

To develop a four variant diagnostic learning 
styles questionnaire using earlier learning 
styles measures.

To identify relationship between students’ 
learning styles and perception of teaching 
quality.

To assess learning styles of entrepreneurs in 
knowledge intensive industry. 

Sample 
Size (N)

63

135

90

272

168

Model/ 
Instrument

Honey and 
Mumford LSQ, 
Dunn and Dunn 
LSI

Honey and 
Mumford LSQ

Kolb’s LSI, 
Honey and 
Mumford LSQ, 
Felder and 
Silverman model

Honey and 
Mumford LSQ

Kolb’s LSI

Key Findings

The study resulted in a clear extraction of 
all four factors of Honey and Mumford 
LSQ.

Differences in learning styles were found 
on the basis of gender among students.

More thoroughly instructors understand the 
differences in learning styles, the better 
chance they have of meeting the diverse 
learning needs of their learners.

Students with reflector and theorist 
learning styles are influenced in their 
perception of teaching quality.

Preference for the Kolb Active 
Experimentation (AE) learning mode over 
Reflective Observation (RO).
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Synthesizing and analyzing previous literature lead 

to the identification of five major model (refer Table 

2) which are widely cited by researchers in learning 

styles area. These are models which are currently at 

the forefront of learning styles research in different 

capacities.

Hayes &Allinson (1998) raised the need for assessing 

learning styles of employees in organization. It was 

found that there is a lack of empirical studies on 

assessing learning styles of employees in 

organization vis-à-vis students in higher education 

settings (James‐Gordon &Bal, 2001; Buch& Bartley, 

2002; Wyrick, 2003; Khatun, 2015; Gemmell, 2017).

Khatun (2015) emphasized on the lack of research 

work to assess learning styles of employees in Indian 

organizations.

THEORETICAL FRAMEWORK
With this systematic literature review, it was evident 

that theoretical research in learning styles has 

matured in the 20th century. There are many 

Amity Business Review
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empirical studies on students in an education 

setting, but, learning styles area needs more 

empirical evidence from organizational context to 

plan and strategize development of human capital. 

Such evidence and insights on individual learning 

styles can immensely benefit organizations.

Kolb (1984) asserts the types of profession plays a 

key role in determining learning styles preferences 

of an individual. Baldwin &Reckers (1984) used 

Kolb’s LSI to investigate learning styles preference 

for undergraduate students. They identified that 

students in different year of study has got significant 

difference in their preference for learning styles. 

Baker, Simon, &Bazeli (1986) also used Kolb’s LSI 

and found that preference for a learning style is 

significantly related with experience of students in 

educational settings. They identified that final year 

managerial students have developed preference for 

Converger as their learning style. McKee, Mock, & 

Ruud (1992) performed an empirical study to 

compare learning styles preferences of accounting 

students from Norway and USA. They found that 

age and study experience in the course plays a 

significant role in deciding learning styles 

preference. Chi-chang&Noi (1994) found that 

educational background plays a significant role in 

determining learning styles preference. While 

educational background was used in higher 

education setting studies, type of jobs were taken in 

research studies on employees in organizations. In 

their study on learning styles preferences of 

Singaporean and USA students using Kolb’s LSI 

they found that Assimilators have an education 

background in Science or Mathematics while 

b u s i n e s s  m a n a g e m e n t  s t u d e n t s  p r e f e r  

Accomodators as their learning style. Khatun (2015) 

used Kolb’s LSI to examine influence of learning 

styles on instructional method preference of 

employees in Indian organizations. She used chi-

square test to find that gender, age, education and 

learning styles play crucial role in influencing 

instructional method preference of employees. 

However, according to Khatun, type of industry and 

experience were found to be insignificant in 

deciding instructional method of preference. These 

results need to be probed further because research 

method used for this study is not based on robust 

foundation. Moreover, using chi-square technique 

to establish models is always under the questions.

There are studies which critic Kolb’s learning styles 

inventory stating that it is limited factors in 

capturing learning styles (Vince 1988; Holman, 

Pavlica & Thorpe 1997; Hopkins 1993). Vince (1988) 

argue LSI has ignored demographics aspect related 

to individuals. Also, there has been consistent 

criticism over the validity of Kolb’s LSI because of 

poor factor loadings analyzed by researchers in 

various empirical studies (Freedman &Stumpf, 

1978; Katz, 1986). Newstead (1992) found low 

reliability score of on administering LSI among 

psychology students. While on the other side 

Allinson& Hayes (1988, 1990) argued that Honey & 

Mumford’s LSQ has better validity and reliability 

than Kolb’s LSI.

Therefore, after having detailed review of theoretical 

literature and assimilation of empirical research 

studies, it was finalized that this research study will 

have gender, age, work experience and job role as 

demographic variables. Through this systematic 

literature review, it is derived that Honey and 

Mumford’s LSQ is the best suited model to assess 

learning styles of knowledge workers in 

organizational context. LSQ is best suited when it is 

required to assess learning styles of individuals 

where intellectual capabilities are the driving force 

behind providing quality services or building 

products. Therefore, four learning styles parameters 

of LSQ viz. activist, reflector theorist and pragmatist 

were included as psychographic variables. Figure 1 

depicts theoretical framework for this research 

study.

According to Honey and Mumford (2000), activists 

are the people who learn through action learning. 

Amity Business Review
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They prefer job rotation to understand the overall 

situation of the organization. Training methods 

which involve role plays and outdoor activities are 

preferred a method to impart knowledge to such 

people. Reflectors prefer e-learning as it gives them 

an opportunity to go through a training program at a 

pace suitable to them by reflecting on concepts and 

review, till it is completely understood. They do not 

rush to take a decision. Reflectors require a period to 

understand a situation in detail before taking any 

decision. Theorists are the people who prefer 

learning by understanding and applying theories. 

Their foundation lies in the constructs and variables 

of a phenomenon. They enjoy learning through 

lectures and prefer to develop theoretical foundation 

than going for practical aspects. While pragmatists 

are the people, who are interested in practical 

applications and are least interested in discussions 

and debates. 

HYPOTHESES FORMULATION
As from previous research work it was found that 

gender, age group, work experience and job role can 

play important role in determining learning style of 

employees in organization. Considering this 

analysis, following hypotheses were created for 

gender, age group, work experience and job role as 

dependent variables influencing learning styles 

preference of knowledge workers in India IT service 

companies.

H1:There is a significant relationship between 

gender and learning styles of knowledge workers in 

Indian IT service companies.

H2:There is a significant relationship between age 

group and learning styles of knowledge workers in 

Indian IT service companies.

H3:There is a significant relationship between work 

experience and learning styles of knowledge 

workers in Indian IT service companies.

H4: There is a significant relationship between job 

role and learning styles of knowledge workers in 

Indian IT service companies.

RESEARCH METHODOLOGY
Considering theoretical framework, it was finalized 

that positivist as an epistemological position along 

with objectivist as an ontological position will be best 

suitable for this research work. Therefore, according 

to this philosophical position, it was decided to 

create a non-experimental research design.

Amity Business Review
Vol. 18, No. 2, July - December, 2017

Figure 1 : Theoretical Framework for Research
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For this research study, unit of analysis was 

identified as a knowledge worker in Indian IT 

Service Company. Review of literature revealed that 

Honey and Mumford 's  Learning  S ty les  

Questionnaire (LSQ) is most suitable in the context 

to assess learning styles of employees in 

organization. Considering NASSCOM (2016) report, 

it was identified that Bengaluru, Delhi-NCR, 

Chennai, Mumbai, Hyderabad and Pune are the 

Indian cities where each city has greater than 5% 

accumulation of IT companies. Therefore, 

considering the purpose of study, it was decided to 

use clustered sampling to gather responses using 

LSQ through online platform. Required sample size 

for this study was calculated using Cochran's (1977) 

sample size formula. Considering 95% confidence 

level it was found that 384 responses were required 

for the purpose of this research study. Thereafter, 

online questionnaire using Honey and Mumford's 

LSQ was administered to get responses from 

knowledge workers having different demographic 

characteristics.

ANALYSIS AND RESEARCH FINDINGS
Total 437 responses were received from knowledge 

workers in Indian IT service industry. Thereafter, 

using Honey & Mumford (1982) LSQ, activist score, 

reflective score, theorist score and pragmatist score 

were transformed to identify learning styles of 

knowledge workers in Indian IT service companies. 

Thereafter, pre-analysis measures were performed 

before proceeding with research methods (Figure 2).

It was found that there were total 388 responses 

which were useful for further analysus. Out of 388 

responses, 267 were male while 121 were female. On 

the basis of age group, 179 were of 25 years or under, 

83 were in between 26-30, 49 were in between 31-35, 

39 were in between 36-40, 34 were in the age group of 

41-45 and 4 were 45 and above. Based on work 

experience, 242 were having experience of 5 years or 

less, 68 were having experience ranging from 6-10, 

43 were having experience in between 11-15 years, 23 

were in the range of 16-20 years of work experience 

and 12 respondents were having more than 20 years 

of experience. Based on job role 236 were on 

engineering role while 152 were on managerial role. 

It was also found that respondents were having 

activist, reflector, theorist and pragmatist, activist-

theorist and activist-pragmatist as their learning 

style. Out of which activist was the most preferred 

learning styles while reflector was the least preferred 

learning style.

After that, graphical test was conducted to check 

whether the data was normally distributed. Through 

this graphical test it was found that distribution of 

scale variables was not normal (refer Figure 3). 

Therefore, it was decided to consider logistic 

regression models that do not have assumption of 

normality. 

Amity Business Review
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Figure 2: Pre-Analysis Measures
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It was identified that widely used logistic models in 

social science research are binomial logistic 

regression, multinomial logistic regression and 

ordinal logistic regression model. As in this research 

study, dependent variable was categorical in nature, 

therefore, possibility of using ordinal logistic 

regression was ruled out. Also, as dependent 

variables had more than two category, therefore 

using binomial logistic regression model was also 

not possible. Considering multiple categories of 

dependent categorical variable and four 

independent variables with categorical or ordinal 

data, multinomial logistic regression was correct 

choice to proceed further with analysis. Therefore, it 

was decided to develop logistic regression model 

using gender, age group, work experience and job 

role as predictor variables while type of learning 

styles was used as dependent variable.

On conducting multinomial logistic regression, it 

was found that value for Pearson's goodness of fit 

was 0.99828. This indicated that final model is 

adequately fit. Table 3 shows model summary 

indicating all four variables viz. gender, age group, 

work experience and job role was having significant 

impact in deciding type of learning styles.

Considering 95% confidence level, it was found 

that all variables have p-value less than critical value 

(0.05). Therefore, null hypotheses relevant to 

gender, age group, work experience and job role 

were rejected and their alternate hypothesis were 

accepted. Hence, it was found that gender, 

age group, work experience and job role have 

significant relationship in deciding learning styles 

preference of knowledge workers in Indian IT 

service companies.
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ASSUMPTIONS AND LIMITATIONS
Like all other social science research work, this 

research work also has certain assumptions and 

limitations. Considering this study used primary 

data collection we assume that respondents have 

read instructions carefully mentioned in 

questionnaire and they were honest and accurate 

while responding to questionnaire. As this study 

focuses only on knowledge workers in Indian IT 

service companies, the results of the study may not 

be applicable for other types of worker viz. support 

staff, maintenance workers and technicians in the IT 

service industry. Also, the study could not address 

to the possibility of establishing any fact regarding 

persistence of learning styles over a period of time. 

Also, it was out of scope of study to explain the 

reason behind acquisition of a particular learning 

style.

SCOPE OF FUTURE RESEARCH WORK
Future research work in this area can assess learning 

styles of employees in other industries in India. 

Future endeavors can also conduct exploratory 

research to understand reasons behind learning 

styles preferences. It is also possible to longitudinal 

study on learning style preferences of knowledge 

workers in Indian IT service companies.
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A Manager's Guide to Data 

Warehousing by Laura L. Reeves 

is an excellent book designed for 

strategists andpolicy makers who 

are working on solving the 

problem of  handling the bulk of 

d a t a  w i t h  a c c u r a c y  a n d   

authenticity while maintaining 

the  integrity of data . This book 

provides a solid introduction to 

the fundamentals  of  data 

warehousing. The author details 

each step of a data warehouse 

project, and provides a clear 

explanation of what's involved in 

efficiently building a data 

warehouse and what must be 

done to deliver the data to the 

a u t h o r i z e d  u s e r s .  T h e  

chaptalization of  the book is into 

five parts that builds up the 

necessary knowledge for readers 

and gives them a fair idea about 

how to manage big data using 

data warehouse.

PART I

Chapter 1 Gives a broad 

overview of data warehouses and 

helps in setting expectations for 

what it will take to start from the 

ground up. This is an excellent 

footage for executives and senior 

leadership across the industry to 

get base level knowledge about 

i m p l e m e n t a t i o n  o f  d a t a  

warehouse. People at lower 

levels of the organization may 

find this section a bit lacking in 

detail. However it is still worth 

reading in order to be on the same 

page with leadership or to gain 

insight on how to communicate 

the information at an appropriate 

level to executives with proper 

guidelines and how to manage 

data in bulk. The book  is no 

doubt  a complete package for a 

manager to handle the crisis of 

managing data with accuracy 

and  securely. The chapter is 

designed with the aim of helping 

business and IT managers clearly 

and it shows the path as to how 

the software can communicate 

with other networks without 

changing the portability or its 

configurations. 

Chapter 2 Gives an insight about 

the issues which concerns data 

s t o r i n g  a n d  d a t a  m i n i n g  

techniques. It also provides 

various practical methods for 

building a collaborative data 

warehouse.  I t  gives clear  

explanations of the goals and 

objectives of each stage of the 

data warehouse lifecycle while 

learning the roles that both 

b u s i n e s s  m a n a g e r s  a n d  

technicians play at each stage of 

the implementation of data 

warehouse. 

PART II

It is expanded into four chapters 

which deal with the business 

perspective of data warehouse. It 

is an important portion for both 

non-technical and technical 

people. The ideas that Author 

presents on this part is to help the 

m a n a g e r s  t o   e s t a b l i s h  

partnerships between business 

and IT, by showing how software 

can be portable and platform 

independent,while creating a 

collaboration within and outside 

the business. The content on roles 

and responsibilities of the policy 

makers and system developers  

as well as the steps requires for  

gathering information  for setting 

up a data ware house for success 

of a business is explained 

properly with an example at each 

stage .It explains how each  team 

members is  likely to play his role 

while setting up a warehouse.

Chapter 2 of this section focusses 

on the  of the most critical 

decision points for success at each 

phase of the development of data 

warehouse lifecycle which helps 

us to  understand the ways in 

which both business and IT 

management can make decisions 

that best meet the unified 

objectives, keeping in mind the 

feasibility of the implementation 

of the project.
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PART III

Parts  Three gives further 

description about managerial 

aspects of warehousing where 

both the technical and non-

technical details come into play. 

In contrast to the first two parts, it 

emphasizes more on the business 

team to checkout and skip the 

remainder of the material. Reeves 

has done a great job of keeping 

the information at a high enough 

level as not to bog down in 

minutia. This way operational 

level executives or Front line 

business team members will also 

benefit from having a solid basis 

for communicating with the IT 

team throughout the day to day 

project execution. It is important 

to note that this is not a detailed 

"how to" for IT to implement a 

data warehouse. This topic 

would not lend itself well to the 

context of Reeves' book, and 

Reeves rightly suggests that the 

readers interested in this should 

look to other resources as well.

The book written is an ideal 

guide for the non-technical 

professionals who are eager to 

l e a r n  m o r e  a b o u t  d a t a  

warehousing. It provides an 

insight on how to build and 

maintain a data warehouse.  It 

focuses on how designing a 

warehouse needs the combined 

efforts of both IT and non-

technical personnel. This book 

fills that void and serves as an 

ideal resource for business and IT 

managers and others from the 

non-IT side who want to do their 

part to ensure data warehousing 

success.

Summarization:

A Manager's Guide to Data 

Warehousing is a complete one 

place solution which explains in 

details what we require to create 

the data warehouse in order to 

establish long-term success in 

business. The book covers 

broadly covers:

• The most common factors for 

ensuring data warehousing 

success and the roadblocks 

that can prevent its successful 

implementation.

• How to ensure that business 

and technical staff have a 

common understanding of 

the data warehouse project

• How to effectively communicate 

your business requirements 

for the data warehouse to all 

levels of management.

• The tools one  need to use to  

certain that data is organized 

and can be delivered as 

needed

• Ways to deploy the data 

warehouse and ensure 

sustainable success

The overall goal of the author of 

this bookis - to bridge the gap 

between executives and the IT 

department. The only real 

criticism that I have is that it does 

seem to move slowly at times and 

lacks in moving towards the 

intricacies of implementation of 

the data warehous. However, I 

believe that it is left since the 

author is catering to  a diverse 

audience with different domains. 

The book is boon for the budding 

managers or  an IT manager or 

above or a member of the 

business team who is new  to data 

warehousing,

Dr Anita Venaik
Head of Department, General 

Management

Amity Business School, Amity 

University
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“The Power of Meaning” is a 

book that attempts to explain the 

search for meaning of life from 

the area of psychology and 

philosophy. To understand life is 

itself a very vast topic and many 

books are penned on this. The 

author has tried to cover 

the meaning of life in seven 

chapters. She has tried to draw 

the meaning through the insights 

derived from diverse authors 

such as Homer's Iliad, Plato's 

dialogues, The divine Comedy, 

Shakespeare, Montaigne and 

Goethe. The philosophical, 

religious, literature and artistic 

approaches were used in a 

wholesome way to explore the 

nuances of existence of life. This 

book carries 9 chapters and have 

introduction and conclusion 

chapters individually written.

The author introduces the 

relevance of the title of book in 

initial pages. According to her, in 

developed world, the religion has 

already lost the authority to 

convince  people about the 

existence of life and in the 

developing world, people are still 

relying on the religion itself. 

Generally people are attaining 

education not for moral and 

intellectual growth but they 

are taking it as an instrument 

for seeking job (merely for 

earning livelihood). Thus it has 

created a quenching thirst to 

know about the futility of life. 

Hence ,  in  the  n ineteenth  

century, universities and college 

curriculum tried to quench 

the thirst about life through 

various master pieces such as The 

divine comedy, Homer's Iliad, 

Aristotle's writings on ethics 

but in twentieth century,  

the universities shifted to 

specialization based education 

whose objective was to produce 

professionals in different areas. 

Over the last few decades, 

a group of social scientists 

has begun investigating the 

reasons to live a quality of 

life. Pennsylvania's Martin 

Seligmanfounded “positive 

psychology”. Researches had 

grown in search of happiness 

manifold as google searches of 

2014 reveals. It is good to see this 

change but depression has 

become the number two killer 

disease that reveals our society is 

becoming miserable day by 

day.The author has mentioned 

the ideology of Nozick who had 

worked very closely with Martin 

S e l i g r a m  o n  ' P o s i t i v e  

P s y c h o l o g y ' .  T h e i r  w o r k  

distinguished between happy life 

and meaningful life. First concept 

t h a t  h a s  b e e n  a d d r e s s e d  

is'Hedonic'whichmeans 'striving 

after happiness' and it decides the 

purpose of life for most people. 

Another means is concept of 

'Eudaimonia' - a Greek word for 

“human flourishing”. Aristotle 

e n d o r s e d  t h e  c o n c e p t  o f  

Eudaimonia more and he 

distincts Hedonia as “feeling 

good” but eudaimonia is “being 

and doing good”. Henceforth, 

this introductory chapter has 

tried to pose certain sincere 

question about life such as why 

people of certain communities 

are more takers or how living 

meaningful life affect's one's 

health and how do we might find 

a meaning in the face of death?

First chapter is titled “The 

Meaning of Crisis”. It starts with 

the US author Durant's work 

especially about The Story of 

Philosophy (1926) and the story 

of Civilization. He explained that 

for astronomers, human affair 

constitutes a moment in the 

trajectory of star, whereas 

g e o l o g i s t  c o n s i d e r s  t h a t  

civilization is a prelude between 

ice ages. Further, the biologist 

r e f e r s  t o  l i f e  a s  a  w a r .  

Interestingly, the historians refer 

to the human progress as 

delusion and psychologists 

regard human self and will 

p o w e r  a s  t h e  h e l p l e s s  

instruments of heredity and 

environment. Durant specified 

that life from philosophical 

perspectiveis a fitful population 

of human insects on earth, a 

planetary eczema that may soon 

be cured. Carrying forward the 

outcome of Durant's view, few 
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researchers from Japan analyzed 

the data by country on various 

variables like wealth, rates of 

suicides and other social factors 

and it was found that wealthier 

nations had significant suicidal 

rate. The author also narrates 

about severe depression of 

famous Russian novelist Leo 

Tolstoy once he turned fifty year 

old in 1870. Although, he is 

known for his excellent master 

pieces like, 'A confession, War 

a n d  P e a c e ,  d o c t r i n e  o f  

nonresistance', etc. but still in the 

last years of his life, he started 

leading a life of simplicity and 

became a believer of “infinite” 

that lies beyond self. In this 

context, Tolstoy writes “every 

answer of faith gives infinite 

meaning to the finite existence of 

man meaning that  is  not  

d e s t r o y e d  b y  s u f f e r i n g ,  

deprivation and death.”Another 

French novelist, Albert Camus in 

his essay “The Myth of Sisyphus” 

is about how to live in such a 

world and he concluded to carry 

attitude of defiance toward the 

absurd. Camus also explained 

about the three qualities for a 

meaningful life - revolt, passion 

and freedom. Tolstoy found 

meaning of life in infinite but 

Camus found it in finite in the 

daily task of living. On the basis 

of these different views presented 

by different philosophers, the 

author reached to four pillars of 

meaning of life, they are – 

'Belonging, purpose, storytelling 

and transcendence'. All these 

pillars are accessible to everyone 

irrespective of their religious 

belief.

The second chapter is titled 

“Belonging”. It is the first pillar of 

meaning of life. The author has 

tried to explain belongingness 

with a story of Tangier island's 

unusual practices of having 

graves near to their dwelling 

places. People living closely 

knitted feel more cherished and 

they feel happier for their 

existence. The author also wrote 

about the John B.Watson and 

warned against “the danger of 

too much of mother's love” 

mentioned in a book titled 

Psychological Care of infants and 

child. People took seriously 

Watson's advice and suddenly 

mortality rates started increasing. 

In 1945, Rene Spitz insisted to 

give the babies back to their 

mothers with his series of 

experiment. Further Emile 

Durkheim (father of sociology) 

investigated the relationship 

between suicide and variables 

like marriage, education levels 

and religious orientation and 

found suicide is not an individual 

but social problem. The author 

indicated “privatizing of the 

leisure time” tendency i.e. 

spending time with electronic 

device is making the people 

growing apart from one another 

in many important ways and this 

is a dangerous sign for the 

society. People are now no longer 

mingling with their real set of 

friends and families.The author 

has suggested that keeping 

connections with few people 

leads to high quality and 

meaningful life. Both close 

relationships and high quality 

connections requires one to focus 

on others. This chapter is 

completed with a small anecdote 

of Buddha's life. When Buddha 

was about to leave the world, he 

took a meal prepared by a person 

who hated him, so Buddha 

devoted his last time in ensuring 

safety of this person. Thus this 

incident contains a lesson that 

search for meaning is not a 

solitary philosophical quest, but 

focusing on the other one can 

build the pillar of belonging for 

both oneself and themselves. 

The third chapter is titled 

“Purpose”. It is the second pillar 

of meaning of life.The author 

explored the purpose of life 

through many small stories. 

William Damon a developmental 

p s y c h o l o g i s t  a t  S t a n f o r d  

identified two dimension of 

purpose, one is stable and far-

reaching goal (all mundane 

a c t i v i t i e s )  a n d  o t h e r  i s  

contribution to the world. Living 

purposefully requires self-

reflection and self-knowledge. 

Researchers at Texas A&M 

University have examined the 

tight relationship between 

identity and purpose and they 

concluded that knowing oneself 

is very important predictors of 

meaning in life. Because of this 

Adam Grant a professor from 

Wharton School of Business 

concluded that people must have 

service mindset. The author 

ended the chapter by focusing to 

o u r  r e s p e c t i v e  f a m i l y ,  

communities and at work. This 

would be the part of a legacy that 
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each one of us will be leaving 

behind in this mortal world.

The Fourth chapter is based on 

“Story Telling”. It is the third 

pillar of meaning of l ife.  

Anthropologist Marry Catherine 

Bateson writes that stories are an 

act of creation which is the 

composition of our lives and our 

lives do not follow a predefined 

arc. By defining the disparate 

pieces of our lives and placing 

them together into a narrative, 

one can create a unified whole 

that makes life as a coherent 

whole and this is a key source of 

meaning. Mc Adams introduces a 

concept of “narrative identity” 

that is an internalized story one 

create about oneself- a personal 

myth. This identity becomes 

one's own fictional story. We tend 

to share our personal story with 

others and it focuses on our most 

i m p o r t a n t  g o o d  o r  b a d  

experiences and they are called 

“ N A R R A T I V E  C H O I C E S ”  

(coined by Mc Adams). Once 

individual learns to develop 

stories, they start imagining 

about life gracefully. It leads to 

the power of counterfactual 

thinking and it engages the 

sensory organs more rigorously 

than simple thinking about the 

meaning of life. The Chapter 

concluded with the insight 

derived from novel “Life of Pie” 

and it suggested that the world 

isn't just the way it is but it is how 

we understand it. 

F o u r t h  c h a p t e r  i s  

“Transcendence”. It is the fourth 

and the last pillar of meaning of 

life. Author starts this chapter 

with beautiful description of 

the journey and experience of 

Mc Donald Observatory that is a 

s t a r  g a z i n g  m e s m e r i z i n g  

e x p e r i e n c e  t h a t  l e a d s  t o  

understand cosmos is chaotic, 

unpredictable place for us. This 

feeling of meaninglessness of 

the life paradoxically fills one 

with a deep and powerful sense 

of meaning. It is power of 

transcendence that means “to go 

b e y o n d ”  o r  “ t o  c l i m b ” .  

Transcendence in Buddhism is 

t h e  m e t a p h o r  o f  f l i g h t .  

Transcendence or mystical 

experiences share four qualities; 

they are passive, transient, 

ineffable and noetic. They are 

illuminations, revelations and 

full of significance all inarticulate 

through they remain and they 

carry a sense of authority for after 

time. During transcendence, 

one's sense of self (concerns and 

desire) washes away and a deep 

connection happens to other 

people. Emotional response to 

mystery is called awe and it 

challenges all mental models that 

we use to make sense of the 

world. Thus SELF is an illusion 

therefore author suggested for 

practicing mindful meditation 

(heightened awareness). In this 

way one can be in present 

moment with nonjudgmental 

attitude. Author concludes this 

chapter with a beautiful analogy 

as clouds are not lost they are 

transformed into rain, then rain 

into grass and the grass into cows 

and then to milk and then into ice 

cream. Thus clouds do not die but 

it transforms in the universe in 

one way or another. 

Nect chapter is “Growth”. After 

understanding four pillars of life, 

author tries to make one grow 

beyond adversities.It is new idea 

in mainstream psychology as 

earlier traumas used to be 

catastrophic stressor. Author 

quoted the work of Tedeschi and 

Calhoun that one can grow after 

crisis in five different ways. 

Firstly, relationship strengthens, 

discovers  new paths  and 

purposes in life, thirdly strong 

inner strength, fourthly spiritual 

life deepens and finally gets a 

new ins ight  for  renewed 

appreciation for life. By adopting 

these means one can overcome 

the traumatic experience both 

physically and emotionally. 

Sense making and narratives are 

other techniques that make one 

bounce back. Author quoted the 

work of Southwick and Charney 

that distinguishes resilient 

from the rest are purpose, moral 

compass tied to altruism, 

social support, and spiritual 

faith, ability to take challenge, 

genetic makeup and early life 

experiences. Author ends the 

chapter with the understanding 

to learn one's suffering well.

Last chapter is “Cultures of 

Meaning”. Author was focusing 

on the individuals search for 

meaning towards life till last 

chapter. In this process “Work 

and Spend” mentality was found, 

lots of distractions are there and it 

makes introspection almost 

impossible. It is more about post-
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m a t e r i a l i s t  v a l u e s  t h a t  

emphasizes on self-expression 

and a sense of meaning and 

purpose. The cultures of meaning 

highlighted in this book are a way 

to unlock “the limitless potential 

of every young person” It can 

boost the productivity among 

employees also as a study reveals 

that 70 per cent of all employees 

are  not  engaged in  their  

work.Author ended this chapter 

by narrating the significance of 

legacy that one should leave for 

future generations.

Finally reaching to conclusion, 

apt question is raised, that in the 

absence of a definitive belief in an 

afterlife, how to search a meaning 

in life that cannot be annulled by 

death. Meaning and death are 

two sides of the same coin dealing 

with the two fundamental 

problems of human existence. 

William Breitbart chairman of the 

department of Psychiatry and 

behavioral science developed 

deathbed test. This test is to make 

one aware about the essential 

stage of life is death and one must 

think in terms of life satisfaction. 

Author narrates few excerpts 

from a book titled “Man's search 

of meaning” by Holocaust 

survivor Viktor Frankl. Frankl 

had written the importance of 

finding meaning in suffering in 

the concentration camp. Thus, 

author concluded that Love is the 

center of the meaningful life. 

Love begins by stepping outside 

of the self to connect with and 

contribute to something bigger. 

Being human, Frankl wrote,” 

always points and is directed to 

something, or someone, other 

than oneself be it a meaning to 

fulfill or other human being to 

encounter. The more one forgets 

him- by giving himself to a cause 

to serve or another person to love-

the more human he is. Author 

ended the book with the meaning 

derived from human poetry and 

human thought and belief is “The 

salvation of man is through love 

and in love”.
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