


Human Resources 
 Dhruv Shan kar Dutta
  Relational Analysis of Organizational Citizenship Behavior with Work Outcomes Among the Private      
  Security Personnel
 S. Susila
  A study on problems faced by the grapes producers in managing logistics
 Titto Varghese & Karthika Ramakrishnan
  HR Campaigns through Social Media: Problem of Losing Direction

Finance 
 Siby Joseph. K & Dr. M. A Joseph
  Source of Information and Communication Mode among the Mutual Fund Retail Investors in Kerala
 Geo Thomas
  Aadhaar Based Direct Benefit Transfer as an Element in the Modern Matrix of Indian Economy and
  Financial System - A Study in the Context of U T of Lakshadweep
 Anju Lis Kurian1 and C. Vinodan
  Climate finance and investments in India: A critical analysis
 Dr.A.Murugarathinam 
  Retail banking services of the regional rural banks in Tamil Nadu: An empirical study
 Josephine Geetha & Dr. Roshna Varghese
  The Effectiveness of Financial Inclusion with reference to Banking Practices
 Pooja S. Bhat 
  An overview of financial inclusion in India
 Sudarshan Bhattacharjeeá and Rinu Joseâ
  Does Foreign Rate Volatility Spillovers to India Markets?
 Rishikesh. K.B.
  Is financial literacy a need of the hour?
  Sreekanth P V
 A study on merger of ING  Vysya Bank with Kotak Mahindra Bank

Marketing 

 Arun Antony
  Malayalam movie industry using social media platform for film promotions and marketing: a case study 
  with special reference to Facebook and Youtube
 Manju M. Kaimal
  Green awareness for sustainable green marketing
 Pooja S. Bhat
  Spiritual marketing in the FMCG segment: a case study of successful swadeshi brand Patanjali
 Rohini Krishna
  E-retailing  an overview, possibilities and road ahead



Editors 
 Marian Journal of Professional 
Management is an initiative from Marian 
international Institute of Management, 
Kuttikanam. The first issue has been very 
carefully put together covering a range of 
topics to spark a debate on management in 
the context of emerging challenges in 
business. There are a lot of challenges 
which growing economy like India face in 
the realms of basic necessities in life. It is 
very important that different stakeholders 
unite and collaborate on issues which 
confront the society. One of the key 
objectives of research should be its 
usability and application. The intent of this 
first edition of journal is to showcase 
management based which could bring 
about a fundamental change in achieving 
business and societal impact. These 
challenges could be very sophisticated to 
very elementary but in terms of impact they 
would be capable of being commercialized, 
scaled up and focus on real life challenges. 
The contributions have come in not only 
from academics but also from very 
renowned institutions and industry groups 
as well. We aim to continue publish this 
journal and set up many new milestones 
around this. I would like to thank all the 
editorial team members, reviewers and 
initial team who have helped in making this 
journal a possibility. We hope that the 
research featured here sets up many new 
milestones. I look forward to make this 
endeavour very meaningful and provide an 
opportunity to make this journal a reality.

Message 



Chief Editor /Publisher 

 Dr. P T Joseph

 Director

 Marian International Institute of

 Management

 Kuttikanam

 Peermade P.O., Idukki.

Editorial Advisory Board 

 Dr. Ram Kumar Kakkani  Professor XLRI C.H Area (East), Jamshedpur 

 Dr. Sasmit Patra Professor XIM Bhuvaneshwar 

 Dr. Siby Joseph  Dean Administration Marian International Institute of Management 

 Kuttikanam Peermade PO, Idukki. 

 Dr.Cyriac Joseph Vice-Principal Marian International Institute of Management Kuttikanam 

 Peermade P.O., Idukki. 

 Mr. Samson Thomas  Dean Research and Corporate Affairs Marian International Institute of 

 Management Kuttikanam Peermade P.O, Idukki. 

 Dr. Vincent Varghese Dean Academics Marian International Institute of Management 

 Kuttikanam Peermade P. O, Idukki. 

 Dr. Soney John Dean Student Affairs Marian International Institute of Management  

 Kuttikanam Peermade P.O, Idukki. 

Editorial Review Panel 

 Dr. Santhosh Kumar Assistant Professor Marian International Institute of Management 

 Kuttikanam Peermade P.O, Idukki. 

 Dr. Arun Sankar Assistant Professor Marian International Institute of Management Kuttikanam 

 Peermade P.O, Idukki.

 Mr. Arun Gopi Assistant Professor Marian International Institute of Management Kuttikanam 

 Peermade P.O, Idukki. 

 Mr. Shinil Sebastian Assistant Professor Marian International Institute of Management 

 Kuttikanam, Peermade P.O, Idukki. 

 Ms. Kavitha T N Assistant Professor Marian International Institute of Management Kuttikanam 

 Peermade P.O, Idukki. 



Publication Policy 

 Marian Journal of Professional Management(MJPM) is the flagship journal of 
 Marian International  Institute of Management, Kuttikanam. Our objective is to 
 encourage management research and facilitate   collaborative work among 
 researchers from different institutes. The selection of papers for publication will be 
 based on their relevance, clarity, topicality and originality, the extent to which they 
 advance knowledge, understanding and application and their likely contribution 
 towards inspiring further research and development. 

Instruction to authors (Submission guidelines)

The articles should not normally 3000 words 

 The article should be in clear and concise English and should be typed on one side of 
 A4 paper in double line spacing with wide margins. Authors are requested to submit 
 articles on CD using any well known word processing packages. 3 copies of the print 
 out should be send to the editor along with the version number , author(S) , author  
 name and short title of the article. The hard copy and electronic files must be identical. 
 The paper submitted for consideration in MJPM  should be accompanied by a 
 declaration  for the authors  that the paper has not been published elsewhere. 

Submitted articles must be authors own work. 

 Author  should acknowledge the work of others used in their research and cite 
 publications that have influenced the direction and course of their work. 

  Simultaneous submission of the same manuscript to different journals will not be 
 tolerated. If found, the submitted article will be removed without consideration. 

  This journal uses double blind review which means that both the reviewer and author 
 identifies are concealed from the reviewers and vice versa.

 To facilitate this, authors need to ensure that their manuscripts are prepared in a way 
 that does not give away their identities. 

Preparing your manuscript

 The information below details the section headings that you should include in your 
 manuscript and what information should be within each section.

 Please note that your manuscript must include a 'Declarations' section including all of 
 the subheadings (please see below for more information).

Title page

 The title page should:

 present a title that includes, if appropriate, the study designor for non-clinical or non-
 research studies a description of what the article reports

 list the full names, institutional addresses and email addresses for all authors

Abstract

 The Abstract should not exceed 350 words. Please minimize the use of abbreviations 
 and do not cite references in the abstract. The abstract must include the following 
 separate sections:



 Background: the context and purpose of the study

 Methods: how the study was performed and statistical tests used

 Results: the main findings

 Conclusions: brief summary and potential implications

Keywords

 Three to ten keywords representing the main content of the article.

Background

 The Background section should explain the background to the study, its aims, a 
 summary of the  existing literature and why this study was necessary or its contribution 
 to the field.

Methods

 The methods section should include: the aim, design and setting of the studythe 
 characteristics of participants or description of materials a clear description of all 
 processes, interventions and comparisons. Generic drug names should generally be 
 used. the type of statistical analysis used, including a power calculation if appropriate

Results

 This should include the findings of the study including, if appropriate, results of 
 statistical analysis which must be included either in the text or as tables and figures.

Discussion

 This section should discuss the implications of the findings in context of existing 
 research and highlight limitations of the study

Conclusions

 This should state clearly the main conclusions and provide an explanation of the 
 importance and relevance of the study reported.

List of abbreviations

 If abbreviations are used in the text they should be defined in the text at first use, and a 
 list of abbreviations should be provided.

Declarations

 All manuscripts must contain the following sections under the heading 'Declarations':
 Ethics approval and consent to participate
 Consent for publication
 Availability of data and material
 Competing interests
 Authors' contributions
 Acknowledgements
 Authors' information (optional)

Endnotes

 Endnotes should be designated within the text using a superscript lowercase letter and 
 all notes (along with their corresponding letter) should be included in the Endnotes 
 section. Please format this section in a paragraph rather than a list.



References

 All references, including URLs, must be numbered consecutively, in square brackets, in 
 the order in which they are cited in the text, followed by any in tables or legends. The 
 reference numbers must be finalized and the reference list fully formatted before 
 submission in APA format

Ethics policy 

 Authors must be honest in presenting the results. 

 Fabrication falsification or selective reporting of data to mislead or deceive is unethical 

 Submitting the same result to more than one journal concurrently is unethical 

 Plagiarism and self plagiarism are ruthless acts and are never acceptable. 



Relational Analysis 
of Organizational 
Citizenship 
Behavior with 
Work  Among the Outcomes
Private Security Personnel

Dhruv Shankar Dutta
Doctoral Research Scholar,DepartmentofManagement Studies
PondicherryUniversity,
Email id: dhruvdutta29@gmail.com, Mobile No.: +91-94883048

S. Riasudeen
Department of Management Studies, PondicherryUniversity,
Email id: riasudeen.dms@pondiuni.edu.in,
Mobile No.:+91-9444170944

mailto:dhruvdutta29@gmail.com,
mailto:riasudeen.dms@pondiuni.edu.in,


Relational Analysis of Organizational Citizenship Behavior with 
Work Outcomes Among the Private Security Personnel

Dhruv Shankar Dutta, Dr. S. Riasudeen
Abstract

  This study looks at how different representative attitudinal variables impact organizational 
citizenship behavior. These attitudinal variables incorporate job satisfaction, relationship with 
supervisor, fairness perceptions, organizational commitment, job stress and stress outside the 
workplace. The information was drawn from 102 private security personnel deployed in educational 
institute in India. The results discovered backing for three theories expressing that there is a positive 
relationship between relationship with supervisor, organizational commitment, job stress, and 
organizational citizenship behavior. The results were unable to not find support for three hypotheses 
affirming the relationship between job satisfaction, fairness perceptions, stress outside the 
workplace, and organizational citizenship behavior. 
Keywords: OCB, Job Satisfaction, Organizational Commitment, Interactional Justice, Job Stress.

Introduction:
 Previous research has explored the 
relationship between employee attitudinal 
variables and organizational citizenship 
behavior. Organizational citizenship 
behavior can be defined as “individual 
behavior that is discretionary, not directly or 
explicitly recognized by the formal reward 
system, and that in the aggregate promotes 
the effective functioning of the organization” 
(Organ 1988). It is basically the actions 
employees take that are above and beyond 
what is expected of them, and which do not 
give them any explicit reward. Research has 
shown that organizational citizenship 
behavior helps maximize the organizational 
performance of companies (Podsakoff et al., 
2000). Since this is the goal of every 
organization, it benefits managers to 
understand how various variables affect 
organizational citizenship behavior. This 
understanding can help managers assess what 
kind of environment to provide their 
employees, and also what motivates and 
satisfies them. Although the relationships 
between many employee attitudinal variables 
and organizational citizenship behavior have 
been previously researched (Erturk, 2007), 
for the current research project we have 
selected a unique combination of the 
previously studied employee attitudinal 
variables. These include job satisfaction, 
relationship with supervisor, fairness 
perceptions, organizational commitment, job 

stress, and stress outside the workplace.
Literature Review: 
 Katz and Kahn (1978) said that 
effective organizations provoke three 
different patterns of behavior from members: 
1. Organizations must attract and hold 
people. 2. They must insure that members 
show "dependable" levels of performance (in 
-role behavior). 3. They must propose 
“innovative and spontaneous behavior 
beyond role requirements for accomplishing 
organizational functions (extra -role 
behavior)." The last category comprises 
cooperative activities with fellow members, 
actions protective of the system, self -training 
for additional contributions. These actions 
should promote a favorable climate for the 
organization in the external environment. 
Organ &Near(1983) agreed third of three 
behavior type that is classified by Katz as 
“organizational citizenship behavior". OCB 
is defined as extra-role behavior that is 
discretionary behavior, not directly related to 
the individual's job description and not 
recognized by the formal reward system, but 
behavior that helps the organization and/or its 
members. An example would be that, when 
an employee fined another employee in 
trouble or needing help, the employee 
extends the help without being asked or 
directed to help. The worker often leaves his 
own job to help but does notexpect any 
material reward (Organ, 1988). A recent 
study explores the existing relationship 



between antecedents that contribute to job 
satisfaction or dissatisfaction, and also the 
consequences of job satisfaction or 
dissatisfaction (Ghazzawi, 2008). Ghazzawi 
bases his paper on prior research in hopes of 
further explaining the effect job satisfaction 
has on people in the workplace. One of the 
consequences of job satisfaction or 
dissatisfaction that Ghazzawi examines is 
organizational citizenship behavior. Based on 
his analytic review of studies performed by 
Organ and Ryan (1995), the results show that 
organizational citizenship behavior is a 
consequence of job satisfaction. A study 
defines transformational leadership as, a 
persuasive vision for the future of an 
organization.It offer a model steady with that 
vision,nurturing the recognition of group 
goals and providing individualized support, 
intellectual stimulation, and high performance 
outlooks.The study also looks at leader-
member exchange and how it relates to task 
performance and organizational citizenship 
behaviours. Leader-member exchange theory 
involves the reciprocal social exchanges that 
occur between leader and follower. While 
research has already shown the effects of 
transformational leadership on organizational 
citizenship behavior and task performance, a 
recent study investigated the specific 
mechanisms that explain those effects. The 
mechanism that they suggest explains the 
effects of transformational leaders is rooted in 
core job characteristics (Colquitt & Piccolo, 
2006). 
 Organizational justice refers to the role 
of fairness as it relates to the workplace. It 
involves the ways employees decide if they are 
being treated fairly at their jobs, and the way 
this decision affects their work behavior 
(Moorman, 1991). There are two commonly 
researched forms of organizational justice: 
distributive justice and procedural justice. 
Distributive justice describes the fairness of 
the outcomes an employee gets and procedural 
justice describes how fair the procedures are 
that determine the outcomes they get. 
Procedural justice consists of two factors: 
formal procedures and interactional justice. 
Formal procedures involve whether an 
organizations uses fair procedures, like for 

example, whether the organization tries to be 
consistent with their procedures. The second 
component of procedural justice is  
interactional justice. This embodies the idea 
that perceptions of procedural justice can stem 
from an organization's procedures and the way 
they carry those procedures out (Moorman, 
1991). Previous study defines organizational 
commitment as the psychological attachment 
felt by the person for the organization that 
reflects the degree to which the individual 
internalizes or adopts characteristics or 
perspectives of the organization (O'Reilly III 
& Chatman, 1986). Astudy investigated the 
relationship between job stress, work-family 
conflict and organizational citizenship 
behavior. In their study, they anticipate that 
when an employee participates in extra-role 
behavior above and beyond what is expected 
of them, this will lead to more stress 
(Bolino&Turnley, 2005). The study also 
examined how non-work roles, such as family, 
affect the employee's life. Work-family 
conflict can be defined as a type of role 
conflict where demands at work interfere with 
family demands (Greenhaus&Beutell, 1985).
Hypotheses:
 The six hypotheses have been drawn 
from the literature review of previous research 
studies. They are as bellows:
H1: Employee satisfaction with the 
organization is positively and significantly 
related to organizational citizenship behavior.
H2: Employee's positive relationship with the 
supervisor  is  pos it ively related to 
organizational citizenship behavior.
H3: An employee's fairness perceptions 
(interactional justice) are positivelyand 
significantly related to organizational 
citizenship behavior.
H4: Employee's organizational commitment is 
positively and significantly related to 
organizational citizenship behavior.
H5: Employee's job stress is positively and 
significantly related to organizational 
citizenship behavior.
H6: Stress outside the workplace is positively 
and significantly related to organizational 
Citizenship behaviors.
METHOD: 
Sample and Procedure



 Data have been collected from 102 
private security personnel working in the 
educational institute for hypotheses testing. 
The survey was administered to the security 
personnel using structured questionnaire. 
The study has been carried out in Indian 
context.
Measures 
 The responses have been measured 
with five point likert scale, items ranging 
from 1- “Strongly Disagree” to 2- “Strongly 
Agree”. The factors have been evaluated 
with following adapted scales: Job 
satisfaction measures have been taken from 
Scarpel lo  and Campbe l l  (1983) .  
Relationship with Supervisor: For the 
current study used questions that were part 
of the consulting firm's regular set of 
questions, and not part of a validated scale. 
For the purpose of analysing the results, we 
used only one of the consulting firm's 
regular set of questions in the regression 
analysis that captures the desired measure. 
Organizational Justice: Items that show 
employee perceptions of procedural 
fairness and distributive fairness have been 
used from Moorman's (1991) measure of 
organizationaljustice. Organizational 
Commitment: Items have been taken from 
O'Reilly and Chatman's (1986) measure of 
organizational commitment. Job Stress and 
Stress outside the Workplace: Items that 

measure stress have been adapted from 
Motowidlo et al. (1986). Organizational 
Citizenship Behavior: Items that measure 
organizational citizenship behavior have 
been adapted from Podsakoff, MacKenzie, 
Moorman and Fetter (1990).
Discussion: 
 Table 1 presents correlations for job 
satisfaction, relationship with supervisor, 
interactional justice, stress at home, job 
stress, organizational commitment, and 
organizational citizenship behavior. The 
results show that job satisfaction is 
significantly correlated with organizational 
citizenship behavior in the positive 
direction, relationship with supervisor is 
significantly correlated with organizational 
citizenship behavior in the positive 
direct ion, interactional justice is  
significantly correlated with organizational 
citizenship behavior in the positive 
direction, and organizational commitment 
i s  s i g n i f i ca n t ly  co r r e l a t ed  wi th  
organizational citizenship behavior in the 
positive direction. The results show that 
stress at home is not significantly correlated 
with organizational citizenship behavior, 
and that job stress is not significantly 
correlated with organizational citizenship 
behavior.



 The findings shown in Table 2 also show 
that there is a positive relationship between the 
employee's relationship with their supervisor and 
organizational citizenship behavior, which 
supports Hypothesis 2. The findings show that 
there is a positive and significant relationship 
between interactional justice and organizational 
citizenship behavior. Therefore, hypothesis 3 is 
accepted. It means that an employee's fairness 
perceptions (as measured by interactional justice) 
give positive motivation for organizational 
citizenship behavior. Further, the findings show 
that there is a positive relationship between 
organizational commitment and organizational 
citizenship behavior, which supports Hypothesis 
4. Hypothesis 5 is being supported by the value in 
table 2, i.e., there is a positive relationship 
between job stress and organizational citizenship 
behavior. Lastly, the resultsshow that there is 
negative but non-significantrelationship between 
stressfrom outside the workplace(e.g. stress at 
home) and organizational citizenship behavior. 
Therefore, Hypothesis 6 is rejected.

 The motivation of the current study is to 
extend the current literature on organizational 
citizenship behavior by reviewing employee 
attitudinal dynamics as they relate to the 
employees who work as private security personnel 
and mostly staying away from family. Our study 
also explores a new variable that could impact 
organizational citizenship behavior: stress outside 
the workplace. In the most recent Annual Job 
Satisfaction Survey documented on the website 
Salary.com, the results show that job security has 
become one of the most influential reasons why 
people are choosing to stay in their current jobs. 
Stress outside the workplace is positively related 
to organizational citizenship behavior and Stress 
outside the workplace is negatively related to 
organizational citizenship behavior, were not 
found to be significantly related to organizational 
citizenship behavior. This shows that while an 
employee's job stress is positively related to 
organizational citizenship behavior, there does not 
appear to be a significant relationship between 
non-work stressors and organizational citizenship 



behavior.
These findings have implications for both 
managers and researchers. In a study of 
organizational citizenship behavior, Smith, Organ 
and Near (1983) showed that many critical 
behaviors in organizations rely on acts of 
cooperation, altruism, and spontaneous 
unrewarded help from employees. This shows 
how organizational citizenship behavior plays a 
critical role in the functioning of an organization, 
which explains why managers must be concerned 
with ways to maximize and understand what 
creates organizational citizenship behavior. By 
testing previously tested employee attitudinal 
dynamics the current research has confirmed the 
fact that an employee's positive relationship with 
their supervisor is positively related to 
organizational citizenship behavior. It will be to 
the benefit of the organization if its supervisors are 
aware of this body of literature that supports their 
hard work to create strong positive relationships 
with their employees. As supervisors work harder 
to create good relationships with their 
subordinates, they can expect to see more 
organizational citizenship behavior.
 One limitation involves the fact that we 
did not measure organizational citizenship 
behavior from both the supervisor and employee 
perspective. Instead, we got our data from the 
employee responses to the survey. Another 
limitation is that this study only included data 
from one type of job nature.
 In spite of those limitations, our study 
adds to the current body of literature on 
organizational citizenship behavior by re-
examining employee attitudinal dynamics as they 
relate to the employees with stringed work nature 
of security guards. Our study also explores a new 
variable, in combination with the previously 
studied variables that could impact organizational 
citizenship behavior: stress outside the workplace. 
Future research could study this variable in more 
detail by creating a more detailed survey that 
addresses stress outside the workplace, and 
submitting the survey in a different setting. Future 

research could also test for a relationship between 
stress outside the workplace and extra role 
behavior by itself, rather than in combination with 
the previously researched variables. Research has 
shown that organizational citizenship behavior 
plays a big role in contributing to organizational 
functioning and performance. Research has also 
shown that because extra role behavior can make 
an organization a more attractive place in which to 
work, it can enhance an organization's ability to 
attract and retain good employees (Podsakoff et 
al., 2000). Therefore, research on what variables 
impact organizational citizenship behavior, and 
how they impact such behavior, is valuable to 
managers and employees of every organization.
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1. INTRODUCTION
 India is endowed with agro climatic 
condition, rich soil and plentiful water, making it 
suitable for growing fruits. It is the largest producer 
of fruits in the world. In fact, fruit production 
increases profitability than most of agricultural 
produce. Theni district in Tamil Nadu occupies the 
prime position in the production of grape fruits.  
Since the system of cultivation, harvesting, storage, 
marketing, transportation, etc. are not developed; 
the logistics of grapes is still a major problem. Most 
of the grape cultivators have a need to tackle this 
problem and to have a sound policy for the future. 
Therefore an attempt has been made by the 
researcher to identify the logistic functions 
performed by the middlemen and to identify the 
problems faced in performing the logistics function 
by the selected sample respondents in Theni District.
2. OBJECTIVES OF THE STUDY

1. To identify the logistic functions performed 
by the middlemen in Grapes Industry at 
Theni District of Tamil Nadu.

2. To identify the problems faced in 
performing the logistics function by the 
middlemen in Theni District of Tamil Nadu.

3. METHODOLOGY
 The study is empirical in nature based on 
survey method. The study has been conducted in 3 
blocks of Theni district where the grapes is 
cultivated in large quantity. By using stratified 
proportionate random sampling data has been 
collected from 430 respondents. A structured 
questionnaire has been administered to elicit 
information from the respondents. After having an 
in-depth review of previous studies and literatures, 
information has been gathered for constructing the 
questionnaire.  Direct interviews have been 
conducted with the grape cultivators, commission 
agents, retailers and grapes research centre for better 
understanding of the problem. Secondary data were 
collected mainly from journals, magazines, 

government reports, books,  unpublished 
dissertations. In particular, the researcher has 
collected the necessary data from Directorate of 
Economics and Statistics, Government of Tamil 
Nadu, Chennai, Office of Assistant Director of 
Economics and Statistics, Theni District,  Office of 
the Joint Director of Agriculture, Cumbum, Office 
of  the  Jo i n t  Di r ec t or  o f  Agr i cu l tu r e ,  
Uthamapalayam, Office of the Joint Director of 
Agriculture, Chinnamanur.  The  data  thus  
collected  analyzed by using factor analysis.  
4. ANALYSIS AND INTERPRETATION 
OF THE STUDY
  Logistics is the process of movement of 
goods across the supply chain. However this process 
consists of various functions that have to be 
managed to bring effectiveness and efficiency to the 
supply chain. The major logistical functions are 
order processing, inventory control, warehousing, 
transportation, material handling, storage, packing 
and information. The following analysis shows the 
logistics functions followed by the respondents for 
grapes in the study area. It also analyse perception of 
respondents on variables such as order processing, 
harvesting, field level handling, pre-cooling, 
grading, packing, storage, transportation, 
warehouse, price, demand, climate, season, skilled 
labour, packing material, cost,  middlemen, 
middlemen commission, source of finance and 
wastage have been taken into consideration. 
Correlation techniques are used to understand their 
relationship, and also to find out the common 
factors. To eliminate unique variances, the results 
are further iterated and the communalities of the 
various variables after such iteration are given table 
1.









 In the table -1  extracted communalities such as 
harvesting, field level handling, pre-cooling, grading, 
packing, storage, transportation, demand, climate, 
season, skilled labour, packing material, cost,  
middlemen, middlemen commission, source of finance 
and wastage are acceptable and all variable are fit for the 
factor solution as their extraction values are above 0.5 as 
per the recommendation of Hair et al., (2010).  The table 
- 1 show that season has the highest impact and 
middlemen commission has lowest impact. 
 The commonly used Principal Component 
Analysis with Varimax Kaiser Normalization Rotation 
is used for extracting factors. Those factors having eigen 
values greater than 1.0 are considered significant, all 
other factors are considered insignificant (Hair et al., 
2010). The eigen value and the percentage of variance 
explained by the factors are shown in the table - 2. 
According to Kaiser criterion, only the first 2 factors 
should be used, because they have the eigen values 
greater than 1 and they account for maximum observed 
variation in the executives perception on excellent 
performance. 
 On summing the communalities, the results 
show a value of 11.477 out of standarised variance of 
7.00.  Thus the variance now is reduced to 11.477 which 
equals to  57.38%.  That means about 57% of the 
variance is common and 43% of the variance is unique.  
The factor analysis made using SPSS 20 helps to extract 
7 factors from variables.  The 7 factor solution 
explaining 57% cumulative variance which is higher 
than 50% as recommended by Nunnally and Bernstein 
(1994).  Factor 1 explains maximum variance of 9.87% 
followed by factor 2 with variance of 8.845%.  Variance 
of factor 3 is 8.374%, factor 4 is 8.229%, factor 5 is 
7.636%, factor 6 is 7.262% and factor 7 is 7.163%. It 
means that factor analysis has extracted a good amount 
of variance in the items.  The factors so generated have 
Eigen values range from 8.845% to 7.163%. 
 Rotated Component Matrix was shown in the 
table  3. From the rotated factor matrix, it is noticed that 
four variables come under factor 1 with high factor 
loading.
 

All related variables are combined into a common factor 
called “Attributes”. Attributes are the factors in post 
harvest handling of grapes. Post harvest handling of 
grapes has a profound influence on keeping quality and 
total income. The losses caused by post-harvest 
handling can be minimised by proper techniques of pre-
cooling, packing and storage. Grapes are pre-cooled to 
2 C to prolong its shelf life. Pre-cooled grapes are then 0

packed in suitable container at different quantity. The 
economics of retention of quality depends mainly upon 
the place of packing (packing shed), the type of 
container and arrangement of clusters in the container. 
Grapes are packed at a place that makes possible 
minimum handling. Packed grapes are stored in cold 
storage to meet demand in the market.  Grapes could 
economically be stored upto 40-45 days in cold storage 
without grape guard. Based on the demand, the market 
prices are fixed and distributed to the ultimate 
consumers. Therefore these factors are considered as 
the “Attributes” of post harvest handling of grapes. It is 
also clear that those statements such as pre-cooling, 
packing, storage and price have high factor loading 
close to 1. It is identified from the table - 4 that 72 
percent of respondents feel that pre-cooling as an 
important attribute in logistics function, 54 percent of 
respondents feel that packing and fixing price as the 
important attribute in logistics function and 65 percent 
of respondents feel that storage as the important 
function in logistics. From the rotated factor matrix, it is 
noticed that two variables come under factor 2 with high 
factor loading. The following table - 5 shows factor 2 
variables with high factor loading.

 All related variables are combined into a 
common factor called “Obstacles”. Skilled labour and 
logistics cost are the obstacles faced by the respondents 
in performing logistics function. Labours in the study 
area are not having enough educational background and 
are unskilled in performing logistics function. Cost in 
performing logistics is also high. So these two 
statements are called as obstacles in performing 
logistics function. It is also clear that those statements 
such as skilled labour and cost have high factor loading 
close to 1. It has been interpreted from the table 5 that 73 



percent of respondenthave opined that getting skilled 
labour is their obstacle and 62 percent of respondents 
feel that cost in performing logistics function is their 
obstacle. From the rotated factor matrix, it is noticed 
that three variables come under factor 3 with high factor 
loading.

 All related variables are combined into a 
common factor called “Channels”. The channels of 
distribution of grapes are similar to those of the other 
agricultural products. The marketing channels 
linkingproducers and consumers consist  of 
intermediaries ' viz pre-harvest contractors, 
commission agents, wholesalers and retailers. In Theni 
district, the role played by the pre-harvest contractors is 
very important. There is no institutional agency like 
marketing society or regulated market involved in the 
distribution process of grape. Distribution of grape is 
done through different channels. Grapes cultivators sell 
their produce directly to commission agents. They 
bring their produce to the market where they get 
immediate payment. Here the middlemen have to do all 
the works of harvesting, deciding the market and 
transporting the produce to the market. The middlemen 
charge commission from the grape cultivators for the 
functions performed by them. It is also clear that 
those statements such as transportation, source of 
finance and wastage have high factor loading close 
to 1. It is interpreted from the table - 6 that 51 
percent of respondents prefer to have warehouse in 
logistics function, 61 percent of respondents prefer 
to have middlemen in logistics function and, 53 
percent of respondents prefer to have middlemen 
commission.

 From the rotated factor matrix, it is noticed 
that three variables come under factor 4 with high 
factor loading.
 All related variables are combined into a 
common factor called “Problems”. It has been observed 
from the table 7 that 71 percent of the respondents feel 
transportation as their problem, 59 percent of the 
respondents have answered that source of finance is their 
problem and 64 percent of the respondents say that 
wastage occur is their problem in performing logistics 
function. It is also clear that those statements such as 
transportation, source of finance and wastage have high 
factor loading close to 1. Thus transportation, source of 
finance and wastage occur are called problems in 
performing logistics function.
 From the rotated factor matrix, it is noticed that 
three variables come under factor 5 with high factor 
loading.

 All related variables are combined into a 
common factor called “Requirements”. It has been 
observed from the table 8 that 72 percent of respondents 
prefer to grade grapes, 69 percent of respondent prefer to 
have more demand forgrapes and 46 percent of 
respondents need a suitable packing material. Thus 
grading, demand and packing material have high loading 
factor and are called requirements in logistics function.



 From the rotated factor matrix, it is noticed that 
two variables come under factor 6 with high factor 
loading.
 All related variables are combined into a 
common factor called “Challenges”. Climate and 
season are the challenges in logistics function. From the 
table 9 it is clear that 66 percent of respondents feel 
climate as a challenge in performing logistics function 
effectively and 77 percent of respondents feel season as 
the challenge in performing logistics function. It is also 
clear that those statements such as climate and season 
have high factor loading close to 1.
 From the rotated factor matrix, it is noticed that 
three variables come under factor 7 with high factor 
loading.

 
 All related variables are combined into a 
common factor called “Existence”. Order processing, 
harvesting and field level handling are existing 
functions in logistics. It is inferred from the table 10 that 
65 percent respondents are performing order processing 
function in logistics, harvesting function is performed 
by 73 percent of respondents and 44 percent of 
respondents are performing field level handling. It is 
clear that those statements such as order processing, 
harvesting and field level handling have high factor 

loading close to 1.
 From the rotated factor matrix, it is seen that 
variables under Factor-1 with high factor loading are the 
predominant factors among the 20 variables in factor 
analysis.  Because the total value of Factor-1 (2.466) is 
greater than the total value of other high loading factors 
Factor-2 to Factor-7.
1. FINDINGS

 The application of factor analysis technique has 
shown that variables under factor 1 with high 
factor loading is the predominant factor among 
all variables in factor analysis,  because the 
total value of factor 1 (2.466) is greater than the 
total value of other high loading factors.

2. SUGGESTIONS
 Separate storage and warehouse facilities for 

grapes with the recommended temperature 
of -2C to -1.5C will facilitate and improve 
logistics of grapes industry in Theni District.

 The entire grapes market is dominated by the 
commission agents who influence the revenue 
of the grape cultivators. In order to protect the 
interest of the cultivators and to directly 
distribute their produce to industrial buyers, the 
Government can announce subsidies, 
warehouse and transport facilities to them. The 
Government can also motivate the cultivators 
and the middlemen to export the grapes to the 
European countries where there is a wide 
market.

 It is observed that not much attention is paid 
in grading grapes. Grading will help the 
producer as well as the consumer, and links 
the price with the quality of product, if the 
quality is really good. Brand name can be 
given to the grapes grown at Theni District to 
create more awareness to the consumer 
about the grades available.

 Packaging is one area that has assumed critical 
importance as shelf-life becomes limited and 
competes to attract the consumer. Realising the 
growth opportunities linked to it, companies 
from different sectors have jumped into the 
packaging bandwagon. This has opened the 
grapes industry for introduction of modern 
technology.  Efforts should be made to 
introduce Bamboo baskets an eco friendly and 
re-useable container as packing materials.

3. CONCLUSION
 Realising the importance of the logistics 



management for grapes industry in the present economic situation, the researcher has analysed the logistic 
functions performed by the middlemen and to identify the problems faced in performing the logistics function. 
The present study has been undertaken to provide remedial measures to the problems for successful logistics for 
grapes in Theni District. The researcher strongly believes that if the suggestions are carried out, the grapes 
industry may become an instrument of development for the economic welfare of the country. 

REFERRENCES:
A.K.Randev, Researchable issues for improving marketing efficiency in case of fruits and vegetables in 
Himachal Pradesh, Agricultural Situation in India, 2008, p-312.
Abid Hussain, ,  Agricultural Spectrum, Agricultural Marketing Scripting a new chapter in farm revolution
October 2010, PP-14-15.
C.Sharma Amod and Kalita 2008, Trends of Area, Production and Productivity of major fruits and 
vegetables in Himachal Pradesh, Agriculture situation in India, p-216.
M. Senam & S.Raju, 2002,  Daya Publication New Delhi, Vol. XVII, P-212.Fruit marketing in India,
Ramkishan 2004. , JAICO Publishing House, Murnbai, New Trends in Indian Agricultural Marketing
p.215.



HR CAMPAIGNS THROUGH SOCIAL MEDIA: 
PROBLEM OF LOSING DIRECTION

Titto Varghese & Karthika Ramakrishnan
Assistant Professors, Christ College, Vizhinjam, Trivandrum

9447186620; 9400466548, tittohere@gmail.com; karthikaramakrishnan935@gmail.com

Human relations and human resource management are very important for the smooth functioning of a system 
where more than one person is employed. Firms and organizations take utmost care in managing their personnel 
using all possible means. Today, with the advent of new media technologies, firms turn to the Social Media 
platforms for easy communication. People turn to Social Media for different gratification purposes. The HR 
departments of many firms have their own Facebook pages. Personnel from such HR departments try hard to 
address the grievances of their staff through these pages. But, social media always have a tendency to lose 
direction once the initial interest in a particular cause is lost or once the goal is accomplished. This paper is an 
attempt to compare different social media HR campaigns to analyze whether they are strictly following the 
founders' intention. We compare the online campaigns of Anna Hazare and Irom Sharmila on one side and the 
online campaigns for justice for Soumya and Jisha who were brutally killed in Kerala on the other side. These two 
sets of online HR campaigns are compared to the Facebook pages of HR departments of two leading IT firms. 
The method of data collection was a Content Analysis of the four Facebook pages of “India Against Corruption”, 
“FREE IROM SHARMILA... REPEAL AFSPA”, “Justice for Jisha”, “Justice for Soumya”, “Infosys HR” and 
“Accenture HR Academy”.  The study is conducted using the posts and comments on these pages for a 
period of 1 month in 2016. The study revealed that people began to show more interest in the case of Jisha 
after the Soumya incident. But a close look at these online movements reveals that they are driven off the course 
after some time. It is found that though Social Media play crucial role in many Human Rights & Human 
Resource Movements, they lose direction on different occasions and due to different reasons.

Keywords: Social Media, Human Resource Management, Online Movements, Public Interest Theory, Resource 
Mobilization Theory

ABSTRACT

I. INTRODUCTION
Human relations and human resource 

management are very important for the smooth 
functioning of a system where more than one person is 
employed. Firms and organizations take utmost care in 
managing their personnel using all possible means. 
Human relations (HR) is seen and understood as a study 
of human problems arising from organizational and 
interpersonal relations. It could again be regarded as a 
study or programme designed to develop better 
in terpe rsonal  and  in tergroup adjus tments  
(http://www.meriamwebster.com/dictionary/human%2
0relations). 

Organizations use different techniques in 
maintaining healthy relationship among the personnel. 
Direct and face-to-face interactions, Man-to-Man 
interactions either in person or through telephone etc are 
generally used methods of human relations 
management (Arndt, 2011). Even then, face-to-face 
communication was found to be the richest medium 
followed by telephone, email, written addressed 

documents and unaddressed documents like memos and 
letters (Arndt, 2011). Though Arndt (2011) suggested 
that face-to-face interaction is the best means of human 
resource management, today, with the advent of new 
media technologies, firms turn to the Social Media 
platforms for easy communication. People turn to 
Social Media for different gratification purposes. One of 
the major advantages we can see in social media 
campaigns is the speed with which we get feedback. 
Group norms, peer attitudes and the social climate of an 
organization also have an impact on the selection of 
media channels for HR purposes (DeSanctis & Fulk, 
1999).  An active participatory culture is enabled by the 
communities on social networking sites because they 
permit communication between groups that are 
otherwise unable to communicate (Watson, 2002). The 
HR departments of many firms have their own 
Facebook pages. Personnel from such HR departments 
try hard to address the grievances of their staff through 
these pages (Arndt, 2011). Online activism is a form of 
HR campaigns done through internet. They are 
purposeful, organized groups striving to work toward a 
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common goal. These groups might be attempting to 
create change, to resist change, or to provide a political 
voice to the voiceless (Little, 2014). 
II. REVIEW OF LITERATURE 

Researchers and Communication Psychologists 
have done a great deal of basic research on the human 
relations management issues and HR campaigns online. 
The following section is an outlook on how different 
researchers viewed the fact behind social media 
campaigns and offline human relations campaigns.
A. ONLINE HR CAMPAIGNS: 

HR campaigns are campaigns done to mobilize 
people to work for a common cause which is of human 
interest (Green, D P & Gerber, A S, 2015). This could be 
done both in the real and virtual world. Digital or online 
HR campaigns are defined as the campaigns using 
electronic communication technologies such as social 
media, especially facebook or twitter to enable “faster 
communication by citizen movements and the delivery 
of local information to a larger audience” (Frank et al, 
2013). In other words, a digital activism campaign is "an 
organized public effort, making collective claims on a 
target authority, in which civic initiators or supporters 
use digital media for cause related fund raising, 
community building, lobbying and organizing” (Frank 
et al, 2013). Online HR campaigns can be classified into 
three: awareness / advocacy; organization / 
mobilization; action / reaction (Vegh, 2003). 
B. PROBLEMS OF ONLINE HR CAMPAIGNS

Social media campaigns always have a tendency 
to lose direction once the initial interest in a particular 
cause is lost or once the goal is accomplished (Gusfield, 
2008). This happens because of many reasons. In order 
to analyze these reasons we need to focus first on the 
major socio-psychological reasons for the formation of 
an online campaign. These campaigns are either an 
emotional movement in which people follow a 
charismatic leader; or a purposive, rational or utilitarian 
association for the pursuit of common interests 
(Heberle, 2008). 
1. Bandwagon Effect: First of the reasons for losing 
direction is the fact that there is always a chance of 
transition from one nature to another for these 
campaigns depending on the way in which the campaign 
unfolds. Many movements which started as a 
“community of believers in a cause may develop into a 
band wagon, attracting socially or politically ambitious 
opportunists”, observes Heberle (2008). This could 
again be connected to the Bandwagon Effect. It is a 
phenomenon where the rate of following of new ideas 
and trends increases as the number of followers is 
already higher. It is characterized by the “probability of 

adoption increasing with respect to the proportion of 
population who have already done so” (Colman, 2003). 
As people get new topics for discussion the older ones 
will be discarded. This trend goes up as more and more 
people start thinking about and posting comments on the 
new topic.
2. Communication Gap: Another issue is the lack of 
constant communication and interaction among the 
members of the group (Watson, 2002). If members of  
the online campaign community are not in a position to 
interact with each other at least on the online platforms, 
the campaign may lose its direction as the cohesion 
among the group members is less. Watson (2002) warns 
that “without ongoing communication among its 
participants, a community dissolves”.
3. Quantity over Quality: A third issue is the over 
concern for the number of followers. Some people use 
follower counts or likes to measure the effectiveness of 
the campaign, but this is misleading; it's better to have a 
small number of passionate followers than a large 
number of despondent ones (DeMers, 2015). In the 
process of making more followers or getting more likes 
for the posts, what is discarded is the quality of the 
campaign. 
4. Loss of Consistency: In an online campaign we 
cannot expect all followers to work the whole day and 
sleep the whole night. Some may be using the platform 
during the late hours of night where the admins of the 
online campaigns may not be available for reply. 
DeMers (2015) says that “it isn't enough to post a link to 
an article and be done with it. If someone asks you a 
question, you need to be there to answer it”. If nobody 
answers the followers' queries or acknowledges their 
contributions they will easily feel being neglected and 
will go somewhere else where they can feel appreciated.
5. Problem of Self Promotion: Many of the HR 
campaigns online failed because of the posts and 
comments encouraging self promotion (O'Brien, 2015). 
Whenever the members of the community feel that the 
campaign is used for other selfish interests they tend to 
leave the group.
6. Vocabulary Issue: Words used must be 
parliamentary and must respect everyone in the group 
(Wong, 2015). Members of a campaign may be 
interested in working for that particular cause. But that 
doesn't mean that they all are alike in all interests and 
likes. Usage of proper words is a must for the campaign 
to be lengthy.
III. RESEARCH PROBLEM
 The researchers have come to the conclusion 
that there is a chance of social media campaigns losing 
its direction and focus after an initial stage of interest. 



When a new issue is raised people will automatically 
turn their attention to that topic even when the older 
issue is of prime importance. This is what happens in 
today's world too. The social media campaigns of Anna 
Hazare has been a huge hit because of the popularity of 
the topic of concern  corruption. Hazare could achieve 
what he wanted in a few days' time. At the same time the 
online campaign and the very lengthy offline protest of 
Irom Sharmila couldn't attract many to the movement 
because of the unfamiliarity of the issue. Even after 15 
years of fasting, Irom Sharmila couldn't get the much 
needed justice. The online communities for these two 
movements are still functioning. But the intensity of the 
issue and frequency of posts regarding offline action are 
much lower compared to that of 2011 when Anna was 
on hunger strike for 13 days. Then the issue was in 
limelight. But later, after Arvind Kejriwal and Kiran 
Bedi left the fray, the momentum was lost. Regarding 
Irom Sharmila's case, the offline and online campaigns 
were not that pressure building ones like that of Anna 
Hazare. The presence of lakhs and crores of people from 
all over the country was an added advantage to Hazare's 
campaign. Irom's was a campaign where the topic was 
not of a universal appeal like that of corruption. Even 
then, during the days in which Hazare was on hunger 
strike, Irom Sharmila' case also got a momentum 
online. People from other parts of the country also 
noticed her battle with determination. But today, these 
two campaigns also lost their vigour. In Kerala, there 
were other two major campaigns were started for 
supporting Jisha and Soumya  who were brutally raped 
and killed. In fact there are more than 40 groups or 
communities in Facebook pleading for Justice to 
Soumya and Jisha. The characteristics of the campaigns 
are found to be almost similar in a detailed analysis. 
Same is the case with the Facebook pages of the HR 
departments of Infosys and Accenture.  The pages are 
also with posts and comments no way related to the HR 
field. There is a noticeable deviation from the original 
intention of the group. McGee (2012) warns us of the 
precautions to be taken so that social media campaigns 
may not lose focus. Social media campaigns have the 
chance of losing its focus if the campaign has been 
started with a vague idea (McGee, 2012). This paper 
tries to see these warning signs social media give us in 
the case of online HR campaigns. 
IV. METHODOLOGY

The methodology followed here is a simple 
content analysis based on thematic classification of 
posts, pictures and comments. Six Facebook pages are 

analyzed in detail to know what are being posted on the 
walls of these pages.  The pages we studied were “India 
Against Corruption”, “FREE IROM SHARMILA...!!! 
REPEAL AFSPA...!!!”, “Justice for Jisha”, “Justice for 
Soumya”, “Infosys HR” and “Accenture HR 
Academy”.  The study is conducted using the posts 
and comments on these pages for a period of 1 month 
in 2012 and a period of 1 month in 2016.
V. THEORETICAL BACKGROUND
A. Group Development Theory: Bruce Tuckman 
(1977) suggested five stages of group development and 
the last of them was adjourning stage. He was of the 
opinion that if a group has fulfilled its goals and 
objectives, it will move into the adjourning stage. This 
may happen rather quickly for a project-specific team. 
On the other hand, permanent groups can function for a 
long time without moving into the adjourning stage 
(Tuckman, 1977). This is a basic norm for all kinds of 
groups  whether online or offline. When people fall 
away, adopt a new movement, the movement 
successfully brings about the change it sought, or people 
no longer take the issue seriously, the movement falls 
into the  (Blumer, 1969; Tilly, 1978). This decline stage
stage is typical of any social media HR campaigns too. 
B. Emergent Norm Theory: This theory asserts 
that people perceive and respond to the crowd situation 
with their individual set of norms, which may change as 
the crowd experience evolves. For Turner and Killian 
(1993), the process begins when individuals suddenly 
find themselves in a new situation, or when an existing 
situation suddenly becomes strange or unfamiliar.
C. Resource Mobilization Theory: Resource  
mobilization is the process of getting resource from 
resource provider, using different mechanisms, to 
implement the organization's work for achieving the 
pre-determined organizational goals (McCarthy & 
Zaid, 2001). It emphasizes the ability of a movement's 
members to acquire resources and to mobilize people 
towards accomplishing the movement's goals (Kendall, 
2005). 
D. Public Interest Theory: Public interest theory is a 
purely economic theory. But a version of the study 
suggests that people in a group have a tendency to 
operate inefficiently and in favour of individual's 
concern while ignoring the importance of the society as 
a whole (Pigou, 1932).
 From the table it is clear that 20% to 40% of the 
total posts in all groups are completely irrelevant. 





Another 1% to 24% of the posts are just personal posts 
and 4.5% to 15.5% are simply jokes. In case of the 
first software company, almost 65% of the posts are 
related to job search or holiday plans. But in the case 
of the second software firm only 20% of the posts are  
related to job search or picnic interests. Almost 80% 
of the posts are related to politics, jokes, personal 
issues or completely irrelevant issues. In the case of 
the IAC movement, just 48% of the posts are on the 
topic, criticising political parties. But even in that 
group the percentage of irrelevant and personal posts 
amount to almost 43%. In the Repeal AFSPA group, 
around 63% of the posts are criticising political 
parties and 30% of the posts are personal or other 
irrelevant materials. In the justice movements, the 
first one has almost 65% on the topic and 35% 
deviating from the issue. In the second justice 
movement, the ration is almost 50:50. 
 The data reveal that there is at least a sizeable 
percentage of deviation from the topic of discussion 
in almost all groups. Though we cannot say that this 
deviation is statistically significant, the percentage of 
the deviation is found to be a bit higher in all groups. 
The first software firm may be an exception where 
there is only a 22% deviation seen, if we consider the 
posts related to jokes as a means of HR activity. If not, 
the deviation rate is high at 32%. Some researchers 
have found a tendency of movements to remain in 
existence even beyond the realization of their group 
goals (Messinger 1955; Sills 1957). This may be a 
reason by which some groups are having a higher 
cohesiveness and commitment compared to other 
groups. But many of the campaigns here are found to 
have a deviation. This phenomenon could be 
explained on the basis of the above mentioned 
theories. Whenever people feel that they are fed up 
with something they may try for a new one. Again, 
once they feel that the task is accomplished they may 
adjourn the campaign group and focus on other issues 
(Tuckman, 1977). This is also a matter of 
commitment and seriousness with which we take up a 
campaign (Cantril, 1941). If people are seriously 
involved into what they do they may not deviate from 
the focal point. The HR campaigns through social 
media are no exception to this general norm. 
 Even in the case of political movements, 
people lose their interest after an initial punch 
(Heberle, 1951). Online Political Citizens (OPCs) are 
seven times more likely than average citizens to serve 
as opinion leaders among their friends, relatives and 
colleagues (http://www.ipdi.org). This position of the 
opinion leaders acts as a status symbol for the 

Netizens (Internet Citizens) and they try to be 
formally involved in all possible online campaigns. 
But researchers have found that the viral campaigns 
are great for sparking initial interest and conversation, 
but they are not as effective in the long termpeople 
begin to think that clicking "like" on something is 
enough of a contribution, or that posting information 
about a current hot topic on their Facebook page or 
Twitter feed means that they have made a difference 
(Shepherd, 2010). This might be the reason behind the 
failure of many social media campaigns or the 
deviation from the original intention. 
 Social Media is found to be one of the best 
methods of HR campaigns of this century 
(https:/ /www.linkedin.com).  Social  media 
communities are a way of making money through its 
fund raising potentials (Richman, 2002). Many of the 
participants of online campaigns get into the 
campaign with a monetary interest too. Once they 
achieve their target or once they realize that their goal 
cannot be accomplished being in that group they turn 
their attention to better fields. Researchers have found 
that college students were using social media for 
political activity the most (Nielsen, 2006). But these 
students were later found to be passive in their offline 
campaigns. They shifted their attention to new issues 
as their initial interest was lost. Nam (2010) says that 
acts of political mobilization, such as fundraising, 
volunteering, protesting require the most continued 
interest, resources and knowledge (Nam, 2010). All 
these findings support the findings of this study in 
analysing the deviation rate that happens in the case of 
Social Media HR Campaigns.
VII. CONCLUSION
 The impersonal nature of communication by 
computer may actually undermine the human contact 
that always has been crucial to social movements. 
But, internet "allows people who agree with each 
other to talk to each other and gives them the 
impression of being part of a much larger network 
than is necessarily the case” (Harris, 2003). Famous 
activist Ralph Nader has stated that "the Internet 
doesn't do a very good job of motivating action" 
(Lasar, 2009). He is of the opinion that citizens may 
"like" an activist group on Facebook, visit a website, 
or comment on a blog, but fail to engage in political 
activism beyond the Internet, such as volunteering or 
canvassing. Here in the case of these online 
campaigns, the basic communication happened not 
face-to-face but on a virtual platform. That too may be 
regarded as one of the reasons why these campaigns 
ended up in deviating from the original intention. 

http://www.ipdi.org).


Cass Sunstein (2007) explains that “the same 
medium, that lets people access a large number of 
news sources, enables them to pinpoint the ones they 
agree with and ignore the rest”. It could be seen as 
mere “Clicktivism” that reduces activism to a mere 
mouse-click, yielding numbers with little or no real 
engagement or commitment to the cause (Janssen, 
2013). In short, we can conclude that the problems of 
lack of face-to-face interaction, lack of commitment, 
shift of interest and other such factors play a crucial 
role in making people deviated from their original 
concerns when they conduct a social media HR 
campaign.
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 Indian Banking has seen many changes during the last decade especially after 2000. We started to hear 
about ATMs, core banking, RTGS, NEFT, Internet Banking, mobile banking etc. The facilities have gone beyond 
our imaginations as the technology made it possible to carry one's bank in your smart phone. The new fund 
transfer facilities like RTGS and NEFT replaced the use of cheque and demand drafts to a great extent and also 
reduced the delay in fund transfer.The Government of India has been making all its DBT( Direct Benefit Transfer) 
payments to the bank accounts of the beneficiaries in order to ensure its reach in the right hands. This has ensured 
that the money is going to the beneficiary but of course with lot of loop holes. In order to bring in more 
transparency the Government has decided to make Aadhaar based payments to the beneficiaries. This paper 
intends to verify whether 100% Aadhhar linkage with bank accounts can make 100% payment of benefits based 
on Aadhaars. The Union Territory of Lakshadweep has been chosen for the study purpose as the same is largely 
depended upon subsidies and assistance from Govt. of India.
Key Words: DBT, APB,NSAP,PFMS Aadhaar, Lakshadweep

ABSTRACT

Introduction
 Aadhaar is a 12 digit unique identification 
number that stores demographic and biometric 
information of the resident with photograph issue by 
Unique Identity Authority of India(UIDAI) on behalf of 
Govt. of India. In order to get payments based on 
Aadhaar one has to link his bank account with Aadhaar 
thus making the account as Aadhaar Enabled Bank 
Account (AEBA). Once the account is Aadhaar enabled, 
DBT payments can be made to it. DBT is a scheme 
launched by Government of India to transfer benefits 
and subsidies under various schemes like LPG subsidy, 
MGNREGA payments, Old age pension, Scholorship 
etc. directly to the account of the beneficiary. The 
scheme mainly ensures that the benefits are going to the 
right hands and eliminates the possibilities of one 
person getting multiple benefits. 
I. Direct Benefit Transfer (DBT)
 The DBT is a mechanism started by the 
Government to manage its subsidy transfer. It was 
started on 01.01.2013 with the purpose of transferring 
the benefits under various Government Schemes to the 
bank accounts  of individuals electronically, 
minimizing layers involved in fund flow thereby 

reducing delay in payment, curbing pilferage and 
duplication. The DBT scheme came out as a decision 
by the high-power National Committee on Direct Cash 
Transfers chaired by the Prime Minister Dr. 
Manmohan Singh. In subsidy management the most 
challenging task is ensuring the flow of benefits to the 
right target group. The entire DBT system is based on 
the banking network as the money flows from account 
to account and the PMJDY (Pradhan Mantri Jan Dhan 
Yojna) was launched to bring all the beneficiaries 
under the banking umbrella. 
II. Public Financial Management System (PFMS)
 The Public Financial Management 
System (PFMS) is a web-based application for 
payment, accounting and reconciliation of 
Government transactions and integrates various 
existing standalone  The objective of PFMS is systems.
to ensure efficient utilization of resources and 
establishing a transparent mechanism to transfer 
resources and track them till the benefits reach target 
recipients. The Govt. decided that payments to 
ultimate beneficiaries will be processed through PFMS 
either through Aadhaar enabled payment or NEFT. As 
a  result every Department/Ministry will transfer funds 
electronically to each beneficiary through PFMS. All 
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Departments/ Ministries uses the PFMS system of 
Comptroller and Auditor General of India for 
processing payments which is already linked with 
NEFT and APB of NPCI for settlement of funds , and 
can process both type of payments on a single 
platform. 
III. National Payment Corporation of India 
(NPCI)
 National Payments Corporation of India 
(NPCI) is an umbrella organization for all retail 
payments system in India. It was set up with the 
guidance and support of the Reserve Bank of India 
(RBI) and IndianBanks'Association(IBA) with a 
vision to set up an umbrella institution for all the 
RETAIL PAYMENT SYSTEMS in the country. The 
core objective was to consolidate and integrate the 
multiple systems with varying service levels into 
nation-wide uniform and standard business process 
for all retail payment systems. The other objective was 
to facilitate an affordable payment mechanism to 
benefit the common man across the country and help 
financial inclusion. NPCI was incorporated in 
December  2 008  and the  Cer t i f i ca te  o f  
Commencement of Business was issued in April 2009. 
It was incorporated as a Section 25 company under 
Companies Act 1956 (now Section 8 of Companies 
Act 2013) and is aimed to operate for the benefit of all 
the member banks and their customers. 
 During the last five years, the organization 
has grown multi-fold from 2 million transactions a 
day to 20 million transactions now. From a single 
service of switching of inter-bank ATM transactions, 
the range of services has grown to Cheque Clearing, 
Immediate Payments Service (24x7x365), Automated 
Clearing House, Electronic Benefit Transfer and a 
domestic card payment network named RuPay to 
provide an alternative to international card schemes.
IV. Aadhaar Payment Bridge System (APBS)
 The present payment system is very much 
based on the account number of the beneficiary. In 
APBS the prominence of account number is replaced 
by Aadhaar number. This payment system is 
implemented by National Payment Corporation of 
India (NPCI) which uses Aadhaar as a central key for 
making electronic payment of Government subsidies 
and benefits to the beneficiaries. The NPCI has issued 
Institutional Identification Number (IIN) to all Banks 
and the payment is done based on IIN which is a 
unique 6 digit. The APB System helps the 
Government to attempt financial re-engineering of its 

subsidy management program. APBS is capable to 
handle 10 million transactions per day and it provides 
secure clearing and settlement process.
The APBS provides the following benefits :
1. It eliminates inordinate delays, multiple channels, 
paper work and replaces the mode of cash or cheque 
payment.
2. Ensures timely seamless transfer of benefits to 
accounts of beneficiaries.
3. The beneficiary need not to maintain multiple bank 
accounts for receiving benefits under various social 
welfare schemes as the department maintain accounts 
with a particular bank.
4. It reduces the importance of account number and 
any change in account number does not create any 
hindrance in flow of benefits as long as the account is 
Aadhaar enabled.
 The APB payment to system has a wide reach 
in the Governments in controlling its public finance. 
At present the Central Government allots money to 
the state governments/ UTs for the Centre sponsored 
schemes and the money which may be borrowed will 
be lying in the bank accounts till its disbursements. 
Once the APBS takes full fledged shape the Centre 
can make direct payments just by getting the list of 
beneficiaries from States/UTs.
  APBS participating banks after receiving the 
Aadhaar numbers from the customers seeds the same 
into the bank account in the core banking system. This 
Aadhaar liking data gets mapped into the NPCI 
mapper on a daily basis from all participating banks. 
The NPCI mapper is a repository of Aadhaar numbers 
maintained by the APBS system and used for routing 
the transactions. The NPCI does not maintain bank 
account details of the beneficiaries but maintains only 
Aadhaar numbers along with the IIN of the Bank. If a 
beneficiary who is already receiving payments 
through APBS opens a new bank account and makes it 
aadhaar enabled then the next receipt would be in that 
account due to the regular mapping to the database of 
NPCI. The customer Aadhaar number will get 
mapped in NPCI mapper to the bank in which he/she 
has given the Aadhar number at the last. NPCI mapper 
uses the latest IIN of the bank in which the customer 
has seeded his/her Aadhaar number to transfer 
benefits. The settlement file generated by the APBS is 
submitted to the Deposits Account Department 
(DAD) of RBI through RTGS gateway by using IFS 
code. 



The process flow of APBS

V. Union Territory of Lakshadweep
 Lakshadweep is an archipelago comprising of 36 small islands is the tiniest Union Territory of India. 
These Islands lie about 220 to 440 kilometers away from the coastal city of Kochi and total area of this UT is 32 
Sq.km. These islands are scattered in Arabian Sea and for administrative set up it is considered as one district. Of 
the 36 islands only 11 are inhabited and Kavaratti is the state capital (Headquarters). As per the Census 2011 the 
population was 64,473 and the entire islanders have been classified as scheduled tribe. The Island economy is 
mainly depending upon coconut cultivation, fishing and tourism. Significant amount of subsidy is given by the 
Govt. of India to this Union Territory.
  The banking facilities in Islands were started with the commence of SyndicateBank in 1970s. There are 
total 13 branches and 16 ATMs of different banks in Lakshadweep. Syndicate Bank is having branches and ATMs 
in 9 islands and one ATM is installed for people in Bitra where population is only 271. State Bank of India has 
presence in Kavaratti and Minicoy. Uco Bank started operations in 2011 got presence only in Kavaratti. YES 
Bank is the only private sector bank in Lakshadweep with one branch in Kavaratti from 2015. SyndicateBank is 
the lead bank and they maintain currency chest in 9 islands. The was declared as 100 % financially included in 
2014.
 The Central Government has decided to implement 100% Aadhaar enabled DBT in Union Territories 
first on a pilot basis before extending the same to all states in the country as the Centre has full control over Union 
Territories.  



(Source: Monthly Performance Report for November issued by 
Finance Department, Lakshadweep Administration)

 There are totally 18 schemes under DBT in Lakshadweep with 6 centrally sponsored schemes and 12 
UT Schemes. Under both categories of schemes some are recurring in nature where the beneficiaries will be 
getting the benefits for a period. The benefits in non recurring nature are given only once and the beneficiaries 
change every time. 

 The table No:2 shows that the percentage of beneficiaries with seeded bank accounts under centrally 
sponsored schemes and UT Schemes are at  92% and 96% respectively. However, as per Table: 3 the percentage 
of fund transfer through Aadhar Payment Bridge (APB) System is at 74 % and 40 % only. Also the percentage of 
APB transactions to total number of transactions is at 67% and 33 % respectively. It is also to be noted that % 
fund transfer through APB under UT schemes are at 40 and % of APB transactions to total transactions are 33%. 
However, the Aadhaar seeding under in the same are better compared to the Central sponsored schemes. Hence it 
is evident that the APB is not taking place not due to the non availability of Aadhaar or non linkage. The Aadhaars 
are generated and seeded. However, the transactions are not taking place. Thus a scheme wise evaluation under 
both categories is required. While checking it is found out that Indira Gandhi National Pension Scheme (NSAP) 
which is a recurring nature benefit under Central Scheme with three sub schemes under it has 100% Aadhaar 
seeding but the disbursement in APB mode is below 50 %. The same is in the case of UT pension scheme where 
more than 90 % seeding is done but disbursement under APB is below 10%.







The Aadhaar seeding in U T pension scheme is 95% but the disbursement under the same through APB mode is 
at or below 10%. Hence again it is clear that benefits in recurring nature is facing difficulties compared to non 
recurring nature benefits wherein only once the payment takes place. It is also clear that 100% Aadhaar linkage 
does not provide 100 % disbursement of benefits through Aadhaar based payment. The Departments are not 
pushing the DBT transfers through APB System and instead making it through NEFT which does not use 
Aadhaar.
Findings: 
 1. The concept of 100% Aadhaar based payments is based on the ideology that one person has only one 
  account where as in reality a individual may have multiple accounts with different banks for purposes. 

2. Aadhaar can be linked to one account and the NPCI mapper picks up only the last seeded account. 
Hence, subsequent closure of the accounts, change in the status of the account into dormancy may end 
up in rejection of credit. 

3. In several cases the Public Financial Management System (PFMS) shows Aadhaar in inactive status 
while the same is linked with bank accounts. This shows that the forward mapping is not taking place at 
NPCI.

4. The error in Aadhaar number collection by the Agencies leads to wrong payment. There is only manual 
check and no system check in matching of Aadhaars with name of beneficiary. 

5. The Government could not seed beneficiaries' welfare schemes data at the time of enrolment due to 
Supreme Court Orders saying that Aadhaars cannot be made mandatory for social schemes.

6. In majority cases under old age pension and disability pension, Aadhaars of the Guardian or family 
members collected as the pensioner was physically able to visit the enrolment centres. However, when it 
comes to the payment part the same cannot be accepted as the original beneficiary differs from recipient. 

7. The lists of beneficiaries with Aadhaar are not updated with the Departments whereas account details 
are already available pushing them to transfer funds through NEFT mode under PFMS.

Suggestions:
 1. The Aadhaars may be able to link with more than one account with an option to choose a particular 
  account to receive the benefits.

2. Capturing of bank account details while doing enrolment can reduce the burden of subsequent search 
for beneficiaries. The same can ensure financial inclusion as one otherwise not having a bank account 
may go for opening one. 

3. Enrolment should be made possible for bed ridden and physically challenged beneficiaries.
4. Better co ordination between the PFMS under Ministry of Finance and NPCI would reduce the technical 

problems.
5. Govt. Departments should be provided option to check the mapping status at NPCI and verify bank 

account information. 
6. The Departments may once again physically check the list of beneficiaries in the case of recurring 

nature benefits as the same would ensure correctness in payments.
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Introduction
 Climate change is defined as the change in 
global or regional climate patterns, which is 
attributed to natural variability or as a result of 
human activity. Anthropogenic activities since 
Industrial Revolution is the major driver of climate 
change. However land use changes and other 
natural factors have also their own contributions in 
climate change, especially in recent decades. It 
should be noted that the magnitude and quickness 
of the projected changes in climate are 
unprecedented with an array of economic, social, 
and environmental risks (Bathke ., 2014). The et al
relation between climate change and agriculture are 
multifaceted and complex as their kinship is of 
particular significance due to the imbalance 
between world demographics and world food 
production rates. The alterations in temperature, 
rainfall and severe weather events are anticipated to 
reduce crop yields irrespective of geographic realm 
(Gornall ., 2010). India is also not an exception et al
in climate change wallops with adverse effects 
mainly on agriculture. LARRDIS (2013) states that 
the country is witnessing increased frequency of 
extreme events such as floods and droughts which 
in turn will hit India’s food security and water 
security. The spook of climate change currently 
blossoming is an amalgamation of various 
anthropogenic interventions over the last decades. 
Policy makers around the world are convinced and 
galvanized into action to mitigate the challenges as 
climate change impacts are attributed to economic 
and human malignancies (Verbruggen, 2011; 
Arroyo-Currás ., 2015). Enormous quantities et al
of finance and investments are needed to cop up 
with the emerging challenges of climate change 
especially in developing countries. Generally, the 
flow of funds from developed to developing nations 
to reduce emissions and initiate climate change 
mitigation efforts are termed as climate finance. 

Climate finance is considered as the cradle of global 
climate change negotiations. As per the provisions 
of the United Nations Framework Convention on 
Climate Change (UNFCCC), developed countries 
are bound to lead global emissions reductions by 
providing “new and additional financial resources” 
to developing countries for addressing climate 
change upshots. Moreover, the developed countries 
will also provide financial resources, including 
technology transfer to developing countries to meet 
costs of climate change mitigating steps (Williams, 
2015). The 2009 Copenhagen Accord set a goal for 
high-income countries to gather together US$ 100 
billion a year by 2020 ‘to address the needs of 
developing countries’ through the constitution of 
financial mechanisms like the Green Climate Fund 
(GCF) and the Technology Mechanism and Fast-
Start Finance (TMFSF) (UNFCCC 2009). 
However, the scarcity of climate finance to 
developing countries is a major challenge to the 
success of international cl imate-change 
negotiations (Fenton ., 2014). The global et al
climate finance landscape is at crossroads as the 
conditions are significantly changing with new 
commitments. Various consortiums/international 
NGOs and individuals are investing in India to 
combat climate change by the execution of the 
funds under various projects across the country. In 
India, institutional systems around climate finance 
are generally followed the national policy 
responses to climate change which is highly 
complex and fragmented with an array of 
institutions, actors, and channels of climate finance, 
both public and private, and domestic and 
international (Fig 1). India is responding positively 
towards policies pertaining to climate change vis a 
vis with the National Action Plan on Climate 
Change and has voluntarily committed to reducing 
the emissions intensity.
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 In 2015, the governments espoused three 
major agreements such as a new set of 17 sustainable 
development goals (SDGs), the Paris Agreement on 
climate change and the ‘financing for development’ 
package. Substantial capital is needed to finance a 
low carbon and more climate resilient economy and 
society which is a great challenge and sealed with a 
new international agreement on how to tackle 
climate change including a long term financial 
structure for concerted climate action.
 Deluge of funding mechanisms for 
supporting climate change mitigation and 
adaptation already exist under the UNFCCC and the 
Kyoto Protocol like Global Environment Facility 
(GEF), Special Climate Change Fund (SCCF), 
Least Developed Countries Fund (LDCF) and 
Adaptation Fund (AF). However, the global climate 
finance architecture continues to be eclipsed by 
bilateral aid agencies and international development 
institutions. Over the past decade, India has
successfully accessed climate finance from several 
of sources like Clean Technology Fund, the
Global Environmental Facility, bilateral donors like 
Germany and Japan, and private sector
finance channeled through the Clean Development 
Mechanism (CDM) (Varma, 2014).
Carbon market and eco-colonialism
The establishment of Carbon Market and related 

Fig 1: Overview of climate finance in India

efforts are at crossroads, as the ground realities
are entirely different from the objective of the 
strategies for conservation. Now, majority of the
conservation advocates are projecting Utopian 
concepts as idyllic and sacrosanct which are
totally against the socio-economic realities. This 
jeopardizes the credibility of international
conservation efforts and even engendered a new 
terminology - environmental colonization or
eco-colonization. The nexus between international 
donors and local organizations/governments
makes the situation more perplexed. Eyeing on 
foreign funds several organizations and
individuals are betraying local communities and 
numerous such examples are available
especially in developing countries like India (UNDP, 
2014).
Environmental colonialism refers to the diverse ways 
in which the conservation agendas pave the
way for restriction and eviction of indigenous people 
from their home land. The advocates of
environmental  co loniali sm are oppos ing 
development and livelihood in both the literal and the
figurative sense by interlinking everything with 
climate change and global warming. Nelson
(2003) clearly outlines the sorrow and misery of the 



Africans in the last half century due to“environmental 
colonialism”. The results of various conservation 
efforts in Africa have
devastating impact on local populations, as they are 
displaced and indigent the creation ofvia 
national parks and to serve other conservation 
objectives. The same type of invasion in the name
of environment is progressing alarmingly in India too 
where the people are totally unaware about
the impacts. The major outcomes of eco-
colonialism/eco-colonization are ‘conservation
refugees’ who thrown out from their homeland in the 
name of conserving environment. In short,
the formation or enlargement of protected areas as per 
the international commitments and
climate finance has fortuitous consequence of 
displacing people who are scattered as
‘conservation refugees’. Thus it can be concluded that 
conservation agendas are ‘brain child’ of
globalized economy.
It should be noted that each donor-backed 
concessional trust fund has different objectives,
features, and funding capabilities, and each source of 
external concessional finance helps to meet
their aims of supporting recipient countries climate 
goals in different ways which is normally
against the national and local interests.

Conclusion
 The climate finance in India has been delivered 
unevenly across sectors, themes and regions, which 
has affected the overall effectiveness of the climate 
change response in the country.
 Several externally financed projects have 
resulted in evictions which are against the national 
and local interests. More practical conservation 
agendas are framed before receiving climate funding 
from international organizations/sources to address 
climate change in a pragmatic manner.
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ABSTRACT
 The process of globalization and liberalization has strongly influenced the Indian banking sector. 
Liberalization and globalization of the Indian economy, together with the increasing entry of foreign banks, 
have opened new vistas for the development of banking organization in the Indian perspective. The regional 
rural banks, conceived as low cost institutions, mid-way between the co-operatives and commercial banks, 
locally based and imbibing indigenous social ethos, and with weaker sections for assistance, have been accepted 
as a part of the multi-agency approach to rural credit. Regional rural banks provide variegated retail banking 
services to their customers. However, in spite of their geographical expansion and functional diversification, the 
regional rural banks now-a-days have become the victims of operational efficiency. In this context, an attempt 
has been made to study the perception of customers towards retail banking of the regional rural banks in 
Tamilnadu. In order to collect primary data for the purpose of the study, multi-stage sampling technique is 
adopted. At the first stage 3 districts for each bank which outnumber in number of branches were selected. For 
Pallavan Grama Bank, Krishnagiri, Salem and Villupuram districts; and for Pandyan Grama Bank, 
Virudhunagar, Tuticorin and Sivagangai districts were selected.  In the second stage, 10 per cent of the branches 
i.e. 15 branches were selected out of the 6 selected districts by using sample random sampling technique. In the 
final stage, from each of the branches 25 savings bank account holders and 10 current account holders were 
selected on the purposive basis for the study. Therefore, the sample size consists of 525 customers. As an 
essential part of the study, the primary data were collected from 525 customers with the help of questionnaire. In 
order to study the perception of customers, analysis of variance, student t-test, paired t test, analysis of co-
efficient of variation, discriminant function analysis, multiple regression analysis and percentage analysis have 
been employed. A major contribution of this study is the provision of an approach for managers in retail banks 
thus enabling them to improve customer satisfaction and retention rates. Therefore, success of leading banks in 
future will depend on product innovation, latest technological developments and strategies to tap the potential 
retail market. Above all, an important factor of retail banking is the quality of customer service. The study will 
provoke the authority concerned to take some positive measures for improving the standard of retail banking of 
the regional rural banks.

Introduction

The process of globalizat ion and 
liberalization has strongly influenced the Indian 
banking sector. The ongoing banking sector reforms 
with their thrust on transparency, efficiency and 
sustainability have created a competitive 
environment for Indian banks by the emergence of 
new private sector banks and the opening up of new 
branches of foreign banks in India. Cost 
consciousness, credit management, profitability and 
overall efficiency have got overriding importance for 
the survival and growth of banking business. To 
achieve these, banks in India have obliged to change 
the objective of maximizing profits to develop long-
term relationship with the customers. The challenges 
ahead for banks have greatly increased with 
increasing competition and the growing demand for a 
greater variety and superior quality of banking 
services. Today the customers are not interested in 

purchasing a product on the basis of its brand name, 
physical characteristics or price alone. Now an 
important question is raised by each bank regarding 
customers' service expectations, by cutting 
operational costs and managing competition. After a 
lot of exercise and thought, they have found out 
“retail banking” or “personal banking,” whose 
superficial aim is “banking at your doorstep.” The 
growth of the retail banking is one area which has 
generated a lot of interest primarily because of the 
entry of many private sector banks and foreign banks, 
resulting in the availability of a wide range of 
innovative products and services for the customers. 

As a consequence, competition between 
banks has become more intense. Banks are 
continually looking at ways to improve their internal 
efficiency, and in turn, are trying to expand the 
utilization of their cheapest delivery methods. These 
have given a wider choice to customers, competitive 



pricing of products and easier access to services. 
Therefore, banks are under tremendous pressure to 
improve their services. Banks dealing in retail 
banking are consequently directing their strategies 
towards increasing service quality level which 
fosters customer satisfaction and loyalty through 
improved service quality. Private banks dealing in 
retail banking are pursuing this strategy, in part, 
because of the difficulty in differentiating based on 
the service offered. Typically, customers perceive 
very little difference in the banking products offered 
by private banks dealing in services as any new 
offering is quickly matched by competitors. As 
service-oriented entities striving for survival in 
such challenging marketing milieu, retail banks 
have tended to offer almost identical products and 
financial services.

Concept of Retail Banking

In the last decade, there had been important 
changes in the business of financial services. The 
banking business has undergone changes in the 
regulation of the sector, changes in consumers' 
demand for services, technological changes, and the 
entry of new competitors from businesses outside 
banking. Due to this, an increasingly open and 
competitive framework has been formed, in which 
many financial entities are beginning to be 
concerned to develop defensive strategies in order 
to avoid indiscriminate loss of customers. Firms 
should strive to maintain long-term relationships 
with their customers in order to obtain the 
advantages of a clientele loyal to the firm. Socio-
eco no mic  adv ancemen t ,  t ech no lo gi ca l  
developments and financial liberalization have 
encouraged retail banks to broaden their range of 
products and services, improve quality and extend 
their customer bases. The retail banking concept of 
broadening product bases began to acquire a new 
dimension during the early 1980s. 

Retail banking in India is not a new 
phenomenon and it has always been prevalent in 
various forms. For the last few years, it has become 
tantamount with mainstream banking for many 
banks. Retail banking is a major form of 
commercial banking which mainly involves 
individual customers rather than corporate clients. 
In order to make them economically viable and 
competitively strong, Indian banks are gradually 
providing more importance to the individual 
customers for increasing their resource base. Retail 
banking refers to provision of banking services to 
individuals and small business where the financial 

institutions are dealing with large number of low value 
transactions. “Retail banking” refers to the personal 
banking services and products provided to customers 
acting solely or jointly and includes basic banking 
activities such as deposit, loan and payment services, 
financial investments, foreign exchange, and other 
financial activities such as insurance. Retail banking is 
the cluster of products and services that banks provide 
to customers and small businesses through branches, 
the internet, and other channels. Retail banking 
products have been broadly classified into transaction 
and payment products, such as cheque accounts and 
debit cards; investment products, such as savings 
accounts, fixed deposits and unit trusts; credit and 
borrowing products, such as credit cards, home loans, 
overdrafts and car finance; and financial planning 
products such as retirement annuity plans and education 
policies. Retail banking is characterized by multiple 
products (deposits, credit cards, insurance, investments 
and securities); multiple channels of distribution (call 
centre, branch, internet and kiosk); and multiple 
customer groups (consumer, small business, and 
corporate). Retail banking has immense opportunities 
in growing economies like India.  

Statement of the Problem 

The significance of retail banking and the 
everyday involvement of banking services in people's 
lives have been recognized. Liberalization and 
globalization of the Indian economy, together with the 
increasing entry of foreign banks, have opened new 
vistas for the development of banking organization in 
the Indian perspective. Banks around the world are 
experiencing intense competition from both local and 
overseas banks as well as new entrants. With increasing 
competition among the banks, the need to gain 
competitive advantage has become exceedingly 
imperative for their survival. From the customers' 
perspective, the recent developments like the 
mushrooming of large multinational banking 
companies and increased banking innovations have 
caused a great deal of indecisiveness in differentiating 
banks from each other in terms of retail banking. The 
banking industry like any other financial services 
industries is facing a market that is rapidly changing. 
New technologies fear of economic uncertainties, 
fierce competition and more demanding customers and 
the changing climate have presented an unparalleled set 
of challenges. Beginning in the late 1980s, non-banks 
began offering traditional banking services, leading to 
greater price competition, a trend that has continued. 
Other non-traditional competitors, such as internet 
banks, have leveraged their lower, simpler cost and fee 
structures to their advantage by offering customers very 



attractive deposit products at aggressive rates, and a 
wide range of lending products at typically lower 
interest rates. In this situation, the intensity and urge 
for better customer service is not only for attracting 
low cost demand deposits but also for generating fee 
income by way of cross-selling of third party 
products. As customers become better educated, they 
demand new products, better and more reliable 
delivery, as well as more responsive services. 
Therefore, banks are transforming to universal 
banking, adding new channels with lucrative pricing 
and freebees to offer.

The growth of retail lending,  especially,  in  
emerging  economies,  is  attributable  to  the  rapid  
advances  in  information technology, the   evolving   
macro-economic   environment,   financial   market  
reform,   and   several micro-level demands and 
supply side factors. India too experienced a surge in 
retail banking. The retail loan market has decisively 
got transformed from a sellers' market to a buyers' 
market. At the same time, reduced corporate credit 
off-take has resulted in large number of competitors 
battling for the same pie. As a result, the marketplace 
has been redefined with new rules of the game. With 
the phenomenal increase in the country's population 
and the increased demand for banking services; 
speed, service quality and customer satisfaction are 
going to be key differentiators for each bank's future 
success. Thus, it is imperative for banks to get useful 
feedback on their actual response time and customers' 
perceptions of retail banking, which in turn will help 
them to take positive steps to maintain a competitive 
edge.  The regional rural banks, conceived as low cost 
institutions, mid-way between the co-operatives and 
commercial banks, locally based and imbibing 
indigenous social ethos, and with weaker sections for 
assistance, have been accepted as a part of the multi-
agency approach to rural credit. Regional rural banks 
provide variegated retail banking services to their 
customers. However, in spite of their geographical 
expansion and functional diversification, the regional 
rural banks now-a-days have become the victims of 
operational efficiency. This emerging scenario makes 
it necessary for the regional rural banks to identify 
customer perception of retail banking, which strongly 
influences the customers' behavioural intentions. 
This would facilitate the process of categorizing, 
determining and measuring, controlling and thereby 
improving customer perception in the context of retail 
banking services. In this context, an attempt has been 
made to study the perception of customers towards 
retail banking of the regional rural banks in 
Tamilnadu. 

Objectives of the Study

The study has the following objectives:\

1. To review the retail banking services offered by 
the  regional rural banks in Tamilnadu. 

2. To find out the factors influencing the customers 
to  prefer retail banking services from 
the regional  rural banks in Tamilnadu. 

3. To study the level of satisfaction of the customers 
 towards retail banking of the regional rural banks 
 in Tamilnadu. 

4. To offer suitable suggestions to improve the 
  standard of retail banking of the 
regional rural  banks based on the findings 
of the study.

Hypothesis

 In order to examine the perception of 
customers towards retail banking of the regional 
rural banks, the following null hypothesis has been 
formulated and tested: H :01  There is no significant 
relationship among the satisfaction levels of the 
respondents belonging to different demographic 
profiles towards retail banking of the regional rural 
banks in Tamilnadu.

Sampling Design

There are 2 regional rural banks in operation 
in Tamilnadu as on March 2016. They are Pandyan 
Grama Bank and Pallavan Grama Bank. In order to 
collect primary data for the purpose of the study, multi-
stage sampling technique is adopted. At the first stage 
3 districts for each bank which outnumber in number 
of branches were selected. For Pallavan Grama Bank, 
Krishnagiri, Salem and Villupuram districts; and for 
Pandyan Grama Bank, Virudhunagar, Tuticorin and 
Sivagangai districts were selected.  In the second 
stage, 10 per cent of the branches i.e. 15 branches were 
selected out of the 6 selected districts by using sample 
random sampling technique. In the final stage, from 
each of the branches 25 savings bank account holders 
and 10 current account holders were selected on the 
purposive basis for the study. Therefore, the sample 
size consists of 525 customers. The following table 
shows the sampling distribution of the present study.

Data Collection and Analysis

The present study is empirical in character, 
based on survey method. As an essential part of the 
study, the primary data were collected from 525 
customers. Taking into consideration the objectives of 
the study, a questionnaire was prepared after a perusal 



of available literature. Each question was improved 
for its relevance and meaning by constant interaction 
with the experts in the areas. The questionnaire was 
constructed based on Likert scaling technique. Pre-
testing of questionnaire was done during September 
2016, involving 25 respondents to know the relevance 
of the questions. In the light of pre-testing, necessary 
changes were incorporated in the questions and their 
sequences. The secondary data have been collected 
mainly from journals, magazines, reports, books and 
unpublished dissertations. The data so collected have 
been tabulated to arrive at useful conclusions. In order 
to study the perception of customers, analysis of 
variance, student t-test, paired t test, analysis of co-
efficient of variation, discriminant function analysis, 
multiple regression analysis and percentage analysis 
have been employed.

Findings

1. The average attitude score reveals that easy 
 access and proximity is the most important factor 
 (3.91) for the respondents to prefer retail 
banking  services from the regional rural 
banks, followed  by access to loan facility and 
friendliness of the staff  (3.68). However, with regard 
to excellent customer  service, the respondents 
assign least importance.

2. Ranging from 4.38 per cent to 19.43 per cent of the 
 respondents have availed educational loan,  
 commercial vehicle loan, schemes for retired, 
  car/two wheeler loan, auto finance, 

business loan,  loans against securities, housing loan 
and safe  deposit locker. Ranging from 17.68 
per cent to  31.30 per cent of the respondents have 
availed cash  credit, term deposit, overdraft facility, 
agricultural  loan, current account, schemes for 
children,   mortgage, NEFT, schemes 
for women and   consumer durable loan. 
Further 41.71 per cent of the  respondents have 
availed jewel loan and 48.76 per  cent of the 
respondents have deposited their money  i n  t e r m  
deposits. 50.86 per cent of the respondents  have 
availed remittance/fund transfer facility and  
64.95 per cent of the respondents have availed  
personal loan. 71.43% respondents have savings  bank 
account  

3. Ranging from 11.24 per cent to 20.95 per cent of 
the  respondents visit their bank for informing change 
of  phone number/address, account information, 
  interest rate inquiry and deposit 
withdrawal.   Statement request, loan 
enquiry and conformation  of fund transfer are 
the reasons for the respondents  to visit their regional 
rural banks at 34.67%, 38.67%  a n d  4 4 . 7 6 %  
respectively. 50.29% and 52.38% of the  respondents 
visit their regional rural banks for  r e q u es t i n g  
cheque book and loan repayment/pre- c l o s u r e  
respectively. 

4. There is no significant relationship among the 
  satisfaction levels of the customers 
belonging to  different genders, age groups, 
educational status  g r o u p s ,  o c c u p a t i o n s ,  
monthly income groups, types  of accounts and 



locations towards retail banking of  the regional 
rural banks in Tamilnadu. A significant  difference is 
found among the satisfaction levels of  c u s t o m e r s  
belonging to Pandyan Grama Bank and  P a l l a v a n  
Grama Bank towards retail banking.

5. Male respondents, respondents in the age group 
 upto 35 years, respondents belonging to SSLC 
 qualification, students and housewives, respondents 
 having the monthly income Rs.30001- 40000, the 
 customers of Pallavan Grama Bank, current account 
 holders and rural customers are more satisfied with 
 the retail banking of the regional rural banks in 
 Tamilnadu.

6. A consistency is found among the satisfaction levels 
 of the male respondents, respondents in the age 
 group upto 35 years, respondents who have  
 postgraduation and above qualifications,  
 agriculturists, respondents having the monthly 
 income Rs.20001-30000, the customers of Pallavan 
 Grama Bank, current account holders and rural 
 customers towards retail banking of the regional 
 rural banks in Tamilnadu. .

7. There has been a moderate correlation ( ) 0.532
 between the respondents' satisfaction towards 
 and the . retail banking selected personal variables
 The R square indicates that 28.30 per cent of 
  variation in the satisfaction level is 
explained by all  personal variables taken 
together. The F value  indicates that the multiple 
correlation coefficients  are significant at 1 per cent 
level of significance.   Gender, age,  education,  
monthly income, and type  of account of the 
respondents have no significant  e f f e c t  o n  t h e i r  
satisfaction towards retail banking  o f  t h e  
regional rural banks. However, the bank  t h e y  
b el on g to  h as  s i gn i f i can t  e f f ec t  o n  the    
respondents' satisfaction towards retail banking at 
 1 per cent level of significance.

8. Majority of the respondents (38.48%) are neither 
 satisfied nor dissatisfied, followed by satisfied 
 (24.95%) and dissatisfied (15.05%) towards retail 
 banking of the regional rural banks. 6.86% and 
 14.67% of the respondents are highly satisfied and 
 highly dissatisfied respectively. The average 
  satisfaction score reveals that the 
respondents  have higher satisfaction level 
towards  ( access to  and process of loans 3.45) 
followed access to  by branch  network (3.13), and 
account information  ( 3 . 11 ) .  H o w e v e r,  t h e  
customers have lower level  of satisfaction score 
(2.78) towards range of   services in the 
regional rural banks.

9. The results of the discriminant function analysis 
 reveal that t  is the maximum erms of payment
 discriminating variable (R %=17.72%) between 2

 Pallavan Grama Bank and Pandyan Grama Bank 
 customers, followed by   (13.62%), innovativeness
  (13.47%), and  faccess to account information ast 
 and efficient service (12.89%) in that order. The 
 least discriminating variable is staff courtesy and 
 response with an R % being 2.79. Out of 13  2

 variables included in the model, 7 variables are 
 found to have a discriminating power of 10% and 
 above, 3 variables have a discriminating power 
 between 10% and 5%. Three variables have a 
  discriminating power less than 5%.  

10. 49.14 per cent to 69.14 per cent of the  
 respondents' problems with the retail banking of 
 the regional rural banks are absence of customer 
 intimate strategy, poor quality customer service, 
 inadequate range of products, lack of ATM facility, 
 inadequate customer communication and delay in 
 service. Absence of creativity and innovativeness, 
 inadequate customer contact programmes, absence 
 of update information and lack of customer specific 
 strategies are the problems of the customers with 
 regard to in the retail banking regional rural 
 banks at 72.76%, 74.86%, 80.19% and 84.19% 
 respectively.

Suggestions

1. Though customers are satisfied with the retail 
  banking of the select regional rural 
banks, it is not  guaranteed that their customers do not 
switch to  other banks. Therefore, the select 
regional rural  banks must take decisive steps to 
improve their  performance, caring individualized 
attention to  every customer, thus performing the 
service   promised dependably and 
accurately and highlight  the importance of the 
relational aspects and impacts  in customer behaviour. 
Moreover, every branch  shall  consti tute a  
“Customer Relationship   Committee” 
consisting of staff and customers of  v a r i o u s  
segments.  The customers can lodge their   
complaints and offer their suggestions on various 
 matters pertaining to retail banking. These  
 complaints shall be discussed at the Customer 
  Relationship Committee meeting 
every month.

2. Banks should leverage effectively on multiple 
 delivery channels i.e. internet, ATMs, etc. to reduce 
 the cost of operations.  At present, there is no ATM 
 facility to the customers of the Pandyan Grama 



 Bank in Tamilnadu. In order to make easy  
 withdrawal of cash and to know other banking 
 details, the .customers of the Pandyan Grama Bank 
 shall be given ATM facility. It will increase the 
 customer-base in the forthcoming future.

3. Customer service must match with marketing 
  efforts; otherwise a customer would 
remain   dissatisfied and all marketing 
efforts will go down  the drain. The process of 
fulfilling customer needs,  therefore, requires 
tailoring bank services to what  customers want, rather 
than making them accept  whatever banks can 
conveniently provide. Today,  customers are exposed 
to the standards of   international banking 
and expect the same standard  from regional rural 
banks. Therefore, the select  regional rural banks 
have to maintain the   international banking 
standard by offering range of  banking products.

4. An effective customer contact strategy in the banks 
 will align marketing communications with  
 customers and will deliver the right range of  
 communications to the right customers at the right 
 time, and will drive responses through the right 
 response channels. The select regional rural banks 
 shall undertake customer contact programmes in 
 order to understand the problems and expectations 
 of the customers. For this purpose, customers meet, 
 special events, direct mails, greeting cards, etc. can 
 be used to get in touch with customers.

5. About 69.14% of the respondents state that the 
 select regional rural banks have not been able to 
provide quick service. A long delay in making available 
the services to the customers may erode the credibility 
and goodwill as well as customers' confidence. 
Therefore, the select regional rural banks should offer 
quick and prompt services to their customers.

6. There is an urgent need for the bankers to reaffirm 
themselves in view of the cutthroat competition, which 
is close on the anvil. The banks shall have to reorient 
themselves in terms of customer service parameters to 
instill the concept of quality service in the mind of 
customers and therefore growth. The select regional 
rural banks should focus more on improving the 
infrastructure. The infrastructure not only involves the 
information technology input in the branches but also 
the physical evidence, internal environment and layout. 
This will help in delivering quick and accurate services 
to customers as well as reducing the workload of 
frontline staff and thereby providing ways to employees 
to respond to customer requests. 

Conclusion

 Retail banking has been introduced in the Indian 
banking sector in recent years. Customers of Indian 
commercial banks are responding to a great extent to 
this new banking strategy. Nowadays, banks are in a 
fluctuating business environment as they experience an 
increase in competition and in customer demand, and a 
decrease in profit margins. Thus, it is critical for 
banking practitioners to focus on a differentiated 
strategy, known as service quality improvement, to 
strengthen their core competitive edge, and urgently 
make a decision to focus on either the area of personnel 
counter services or electronic services or both, to be 
able to allocate limited resources to serve that decision. 
For banks to grow organically, a strong commitment to 
strategic customer growth options must be articulated 
through a well-structured approach, designed to 
improve customer attitudes toward bank capabilities 
and assess their potential value. Therefore, banks must 
break with traditional, one-sided, inwardly focused 
customer initiatives and drive toward a well-balanced, 
customer focused model to exploit the potential of its 
most valuable customers. Further, customer service has 
become an important integral component of many 
businesses in order to remain competitive. As banks 
become more and more “high- tech,” their technical 
services are becoming standardized, reducing the 
importance of such services as a differentiating factor; 
thus, customers will evaluate banks based more on their 
“high-touch” factors than on their “high-tech” factors. 
Although the satisfaction levels are on the higher side, 
there remains a lot to be done by the managements of the 
regional rural banks in regards to retail banking in order 
to maximize their customer satisfaction and improve on 
the retention rates. A major contribution of this study is 
the provision of an approach for managers in retail 
banks thus enabling them to improve customer 
satisfaction and retention rates. Therefore, success of 
leading banks in future will depend on product 
innovation, latest technological developments and 
strategies to tap the potential retail market. Above all, an 
important factor of retail banking is the quality of 
customer service. The study will provoke the authority 
concerned to take some positive measures for 
improving the standard of retail banking of the regional 
rural banks.
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Services to the entire population without 
discrimination is the prime objective of the public 
policy. The present study makes an attempt to 
evaluate the effectiveness of financial inclusion with 
reference to the banking practices, by focusing on the 
role of formal banking sectors in financial inclusion. 
The effectiveness of financial inclusion with 
reference to banking practices will be evaluated with 
the help of primary and secondary data. The Primary 
data will be collected by administering a well 
planned questionnaire and with the help of a 
scheduled interview. The respondents for the study 
will be the urban poor from different areas of 
Bangalore from Karnataka State. To make the study 
more empirical and valid, appropriate statistical 
tools will be implemented to analyse and interpret the 
effectiveness of financial inclusion with reference to 
banking practices in Karnataka. 

Key words: Financial Inclusion, Banking Sectors, 
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IINTRODUCTION 
 Finance is a powerful intervention for 
economic development. Access to finance, especially 
for the poor, is empowering because financial 
exclusion often leads to broader social exclusion. 
Amartya Sen, the Nobel Prize winner and the famous 
Indian Economist convincingly argued that poverty 
is not merely insufficient income, but rather the 
absence of wide range of capabilities, including 
security and ability to participate in economic and 
political system. Today the term bottom of the 
pyramid refers to the global poor who live mostly in 
the developing countries. These large numbers of 
poor are required to be provided with much needed 
financial assistance in order to sail them out of 
poverty. Accordingly, there is a need for policy 
support in channeling the financial resources towards 
the economic upliftment of poor in any developing 
economy. 
 Financial inclusion refers to delivery of 
banking services to masses including under 
privileged and low income people at an affordable 
terms and conditions. It not only enhances overall 
financial intensity but also help in increasing 
activities which lead to development of economy and 
improve economic condition of people. Financial 
Inclusion is a process of promoting access to formal 
account, formal savings and formal credit where 
needed by the vulnerable group such as low income 
households, small business, etc. at affordable cost 
with no impediments. In other words it is the formal 
financial institutions reach to the vulnerable groups 
by motivating and contributing to the development of 
their economic state. 
 The broad objectives of financial inclusion 
for the poor are to address their needs through the 
formal financial system. Transform moneylender 
dependent urban and rural poor into a highly 
bankable group, eliminate the high-cost interest 
regime, stop the resource drain from the poor, build 
up diversified and multiple livelihoods and inculcate 
a strong savings culture among them. In a broader 
sense the objective of extensive financial inclusion is 
4 to offer a wide range of services for achieving 
holistic set of services for growth and development of 
the country. 
 Bangalore, or Bengaluru, is located in 
Karnataka State of India and is the capital of Kannada 
and is known as the Silicon Valley of India, due to it 
being the hub of the IT industry in the country. Rapid 
industrialization and globalization has led to a 
surprising rise in population and expansion of 

Bangalore's city limits. According to the 2001 
census, the population of Bangalore was 56.86 lakh. 
Bangalore has grown at a much faster rate, and the 
population of Bangalore has increased from 41.30 
lakh to 56.86 lakh during the decade 1991-2001. 
According to the census 2011 conducted by the 
census organization of India headed by Mr. C. 
Chandramouli, Commissioner and registrar General 
of the Indian 2011 census, Bangalore has become one 
among the most populated Metros in India with 
population of 85,20,435 of which 44,33,855 are 
males and 40,86,580 constitute females. Bangalore 
City alone has population of 84, 43,675, of which 43, 
91,723 constitute males and 40, 51,952 are females. 
The survey reveals the current population trends, its 
varied characteristics that are valuable inputs for 
planning sound programs and policies aimed towards 
the welfare of India & her people and also for 
effective public administration. 
1.1 NEED FOR THE STUDY 
 The general impression is that the urban 
population is rich and the standard of living is very 
good in all respect but the fact is that the growth and 
development of urban cities simultaneously 
contributing to the growth of urban poverty 
especially in the areas of unorganized sectors and 
weaker sections of the society .To what extent formal 
financial institutions reach to the urban low income 
households through banking practices is the concern 
of the study. Study regarding the financial inclusion 
has been conducted in States like Tamil Nadu, 
Andhra Pradesh, West Bengal and other places. A 
need is felt to conduct the study pertaining to 
financial inclusion that is access to formal account, 
formal savings and formal credit in Bangalore 
District of Karnataka State. 
1.2 OBJECTIVES OF THE STUDY 

Objectives of the study are as follows: 
1.  To report the percentage analysis of financial 
inclusion, banking practices, barriers and alternate 
sources of borrowing among low income households 
in urban Bangalore district. 
2.  To find out the effectiveness of Banking 
practices on financial inclusion among low income  
households. 
3.  To suggest recommendations from the findings 
of  the study which will help the policy holders to 
 identify policies and promote the same to cater to 
 the needs of the society. 
II. REVIEW OF LITERATURE 
 The review of literature discusses various 



literatures related to financial inclusion by giving more 
insight on the subject. In this review there are many 
authors and research scholars dealing with different 
dimensions of the financial inclusion in general and 
formal financial services reach to the vulnerable group 
of people in the society in particular. 
 The term Financial Inclusion was first coined in 
1993 by geographers who were concerned about bank 
branch closures and the resulting limited physical 
access to banking services (Helen, 2010). 
 In India, financial inclusion was first featured in 
2005, when it was introduced by K.C. Chakraborthy, the 
chairman of Indian Bank. Mangalam village became the 
first village in India where all households were provided 
banking facilities. Norms were relaxed for people 
intending to open accounts with annual deposits of less 
than Rs. 50,000. General credit cards (GCCs) were 
issued to the poor and the disadvantaged with a view to 
help them access easy credit. In India, there is a need for 
coordinated action amongst the banks, the government 
and related agencies to facilitate access to bank accounts 
to the financially excluded. In view of the need for 
further financial deepening in the country in order to 
boost economic development, there is a dire need for 
expanding financial inclusion. 
 Since 2005, the Reserve Bank of India (RBI) 
and the Government of India (GOI) have been making 
efforts to increase financial inclusion. The Reserve 
Bank of India (RBI) issued various instructions to banks 
to bring in inclusive growth through financial inclusion 
like - To open savings accounts with low or nil 'No frills' 
minimum balance as well as charges for opening and 
maintaining an account. Relax 'Know Your Customer 
(KYC)' norm for opening a bank account with self 
declaration of address and introduction by an account 
holder of a bank in order to expand the outreach of bank 
accounts to even weaker sections of the society. 
 Though the measures were initiated earlier, 
their impact on the rural, semi urban and urban 
population needs to be analysed and reframed in order to 
understand the present scenario in the rural and urban 
areas. Despite 67 years as an independent nation, India 
is still lagging behind in the process of providing 
financial services to the masses with nearly half the 
households remaining unbanked, and nearly ninety 
percent villages not having bank branches. More 
importantly, people in these unbanked areas do not fully 
appreciate why they need a bank account at all, or why 
loans from the formal sector are more useful than the 
informal sector. Lack of awareness and financial 
literacy among rural population are primarily 
responsible for low penetration of financial services 
(Charan, 2014). 

 Financial inclusion becomes a major 
prerequisite of poverty alleviation. There is a long way 
to go for the financial inclusion to reach the core poor 
according to K. C. Chakravarty, RBI, and Deputy 
Governor who states that it is a fact that even today half 
of the Indian population does not have access to formal 
services and are largely dependent on money lenders. 
Financial inclusion has not yielded the desired results 
and there is a long road ahead despite the banking sector 
playing significant role and working on the positive 
side. Reserve Bank of India has taken various measures 
for promoting financial 7 inclusion and uplifting the 
standard of living of weaker sections of the society 
(Kapoor, 2013). 
 Financial Inclusion in reality has far reaching 
position consequently which can help resource poor 
people to access the formal financial services in order to 
pull themselves out of abject poverty (Srikanth, 2013). 
Financial inclusion can meet multiple macroeconomic 
goals, but macro - economic gains wane as both 
financial inclusion and depth increase and there are 
trade-offs with financial stability (Ratna, Adolfa, & 
Martin, 2015).The presence of financial future market 
was found to be a significant determinant of economic 
growth (Hao & Hunter, 1997). The use of formal 
financial services crucially determines economic 
development (Fungacova & Weill, 2014). Goals of 
financial inclusion can be met by initiatives of banking 
sectors to cut across various strata of society, regions, 
genders, income and encourage public to embrace 
banking habits (Kumar, 2013). 
 The government should encourage the banks to 
adopt financial inclusion by means of financial 
assistance, advertisement and awareness programmes 
etc. (Nalini & Mariappan, 2012). Every bank has either 
to do new things or to do the same things differently 
evolving and adopting a strategy of innovating 
creativity to balance their socio economic and 
commercial interest (Karmakar, Banerjee, & 
Mohapatra, 2011). 
 The authors have identified a number of 
dimensions of financial exclusion and broadly 
classified them into access-exclusion, condition 
exclusion, price-exclusion, marketing exclusion and 
self-exclusion, thereby encompassing all the relevant 
factors that result in denial of financial services and 
conditions that would deprive an individual or a group 
from the benefits of these services (Carbo, Gardener, & 
Molyneux, 2005). 
 Whereas most of the researchers in the previous 
studies and the reports from reliable source do 
emphasize that changing trends in the banking 



practices, including innovative approaches such as 
technological advances and role of business 
correspondent and business facilitators have been 
emphasized as part of the changing role of the formal 
financial system to meet the needs of financial 
inclusion. There are diversified opinions and 
conclusions drawn by the researchers in various 
literatures and articles about the effectiveness of 
financial inclusion with reference to banking 
practices in particular and individual characteristics' 
influence on financial inclusion in general. Few 
authors are of the opinion that there is large unmet 
demand for credit, especially among the poor. 
Estimates of credit demand internationally and 
nationally present a wide gap in the demand and 
supply of formal financial services in general and 
credit in particular. It is generally asserted that 
roughly half of the world population is without 
access to credit and saving facilities beyond that 
provided by family members, friends or money 
lenders.  There is significant divergence 
regarding estimates about the extent to which 
formal financial services actual reach to the poor. 
 Based on the opinions, facts and realities of 
the previous studies the present study has been 
conducted to analyse the effectiveness of financial 
inclusion with reference to banking practices in 
Urban Bangalore of Karnataka State in India. The 
researcher has made sincere effort to systematically 
compile as far as possible the research studies 
relating to the effectiveness of financial inclusion 
with reference to banking practices. 
III. METHODOLOGY 
 The purpose of this investigation was to 
study the effectiveness of financial inclusion with 
reference to banking practices that is formal 
financial institutions reach to the vulnerable group 
such a low income households. Survey method was 
used to collect the primary data and data will be 
quantitatively analysed and interpreted accordingly. 
3.1 Hypotheses 
 To find out the effectiveness of Banking 
Practices on financial inclusion among low income 
households the following null hypotheses were 
framed for analyses and interpretation. 
Hypothesis-1: Reasons for saving does not 
significantly predict Account at Formal Bank 
among low income households. 
Hypothesis-2: Reasons for Loan does not 
significantly predict Account at Formal Bank 
among low income households. 

3.2 Universe and Sample 
 The low income households from five 
different main areas of Bangalore from Karnataka 
State constitute the population of the study. The 
respondents for the study is from low income 
households like self employed workers, vegetable 
vendors, casual laborers, pavement caterers, house- 
maids etc. 
3.3 Sampling Procedure 
 The selection of sample was adopted through 
Stratified sampling method. The sample had 
representation from all strata and all the categories 
were represented. The population was split into groups 
of five units from five different areas of Bangalore 
Urban which were homogenous with regard to their 
occupation and income. From each stratum a sample 
of 100 respondents belonging to the low income 
households were randomly selected for the study. 
They were drawn from varied background belonging 
to self employed workers, vegetable vendors, casual 
laborers, pavement caterers, house- maids etc. and 
from the following main areas of metropolitan 
Bangalore. 
Places covered for field study  
 1.  Bangalore South 
 2.  Bangalore North 
 3.  Bangalore East 
 4.  Yelahanka 
 5.  Anekal   
3.5 Variables for the Study 
 The data were used to test the hypotheses 
among the factors of the independent and dependent 
variables. From the literature review, it was seen that 
various critical factors have affected the level of 
financial inclusion/ exclusion. Variables for the study 
were: 
Demographic variables - Age, Gender, Religion and 
Marital status 
Dependent variables  Formal Account, Formal 
Savings and Formal Credit 
Independent variables - Educational background, 
Annual income and Working status 11 
Predictor variables: 
Saving habits - To start a new business, To grow 
existing business, For old age, For education purpose, 
For others specify, 
Loan availed - To start a new business, To grow 
existing business, For health purpose, For education, 
For others specify, 



3. 6.  Techniques of Analysis 
1.  Descriptive statistics is used to report the percentage analysis of financial inclusion, banking practices, 
barriers   and alternate sources of borrowing among low income households in urban Bangalore 
district. 
2.  The influence of the predictor variables on the dependent variable is measured using Regression analysis - 
  Multiple regressions and Logistic regression analysis. 
IV.  DATA ANALYSIS AND INTERPRETATION 
 The purpose of this research is to find out the effectiveness of Financial Inclusion with reference to 
Banking Practices. 
4.1. Descriptive Statistics 
 To report the percentage analysis of financial inclusion, banking practices, barriers and alternate sources 
of borrowing among low income households in urban Bangalore district. 
 Percentage analysis indicates that more than half (64%) of the sample have formal bank accounts; 
almost all (95%) of them have accounts in Public banks; one third (36%) of the sample have accounts for savings; 
the most important being other reasons (13%) and the least being to start a new business (1%); Only a mere (10%) 
of the sample have Loans in Banks; out of which a mere (5%) have taken loans for other reasons while for 
education (3%) and for Health and medical (2%); Among the barriers for opening a formal bank account, Lack of 
Financial knowledge (21%) was the most reported reason, next being Cumbersome documentation procedure 



(12%) followed by Low income(11%); Among the alternate sources of borrowing, nearly half of the sample 
borrowed from Private lenders (49%), followed by other sources (20%) and a few (2%) borrowed from their 
employers and family and friends(2%). 
4.2 Regression Analysis 
 To find out the effectiveness of Banking practices on financial inclusion among low income 
households. 
Hypothesis-1: Reasons for saving does not significantly predict Account at Formal Bank among low 
income households. 



 Multiple regression analysis is used to test if the Reasons for Saving significantly predicted Account at 
formal bank. The results of the regression indicated that Reasons for saving explained 31.2% of the variance 
(R2=.312, F(5,494)= 46.315, p<.001). Table-4, < 0.001 indicates that, overall, the model applied is p
significantly good enough in predicting Account at formal bank. 
 It is found from Table-5 that Start a new business (t (498) = 2.444, p<.05); Grow the existing Business (t 
(498) = 7.075, p<.01); Old age (t (498) = 8.263, p<.01); Education (t (498) = 9.242, p<.01); and Others (t (498) = 
10.286, p<.01); all reasons significantly predicted Account at formal bank. 
 The null hypothesis is rejected and the alternate hypothesis is supported: Reasons for saving 
significantly predicts Account at Formal Bank among low income households. 
Hypothesis-2: Reasons for Loan does not significantly predict Account at Formal Bank among low 
income households.
 Multiple regression analysis is used to test if the Reasons for Loan significantly predicted Account at 
formal bank. The results of the regression indicated that Reasons for Loan explained 5.5% of the variance 
(R2=.055, F(3,496)= 10.601, p<.001). Table-7, < 0.001 indicates that, overall, the model applied is p
significantly good enough in predicting account at formal bank. It is found from Table- 8 that Health and Medical 
(t (498) = 2.543, p<.05); For Education (t (498) = 3.155, p<.01); and Loan-others (t (498) = 4.167, p<.01) all 
reasons significantly predicted Account at formal bank. 
 The null hypothesis is rejected and the alternate hypothesis is supported: Reasons for Loan 
significantly predicts Account at Formal Bank among low income households. 
V. CONCLUSIONS AND IMPLICATIONS OF THE STUDY 
5.1. CONCLUSION 
 With reference to the main variables of the study that is account at formal bank, savings at formal bank 
and credit at formal bank it is found that, 64% of the samples have account at formal bank and almost 95% of 
these have account in public banks. Further 36% have savings at formal bank and only 10% of the respondents 
have borrowed from the formal bank. For the financial inclusion it is very important that urban low income at the 
least should have a bank account. The finding shows a good sign of 64% of the respondents having bank account 
and out of them 95% having account at a formal bank is a good effort from formal financial institutions whereas 
lack of financial awareness, low income and cumbersome documentations being the main barriers as per the 
study, reducing these impediments can cover the other 36% of the respondents under banking system and hence 
100% inclusion can be achieved. As far as savings is concerned only 36% out of 64% having bank account 
having savings at formal banks which is relatively very low, hence these respondents can be made to understand 
the importance of savings with the help of financial awareness programs and workshops and inculcate in them 
the habit of savings which will improve their economic conditions. Whereas availing of loan at formal bank by 
the sample shows only 10% which is not a good sign for financial inclusion. As it is found in the study it is due to 
lack of financial knowledge and cumbersome documentation that the respondents are unable to avail loan from 
formal banks and are looking out for alternate sources of borrowings such as from private money lenders and 
others, who are at their doorstep to offer finance at an extremely high interest rates as compared to  formal 
financial institutions, which is a failure of financial inclusion of RBI policies that wants to reach the urban as well 
as the rural areas. 





From the study to find out the effectiveness of banking practices on financial inclusion among low income 
households it was found that reasons for saving do significantly predict Account at Formal Bank among low 
income households. It was found that savings towards starting a new business, to grow the existing business, for 
old age, education and others all reasons significantly predicted Account at formal bank. It is a positive sign to 
financial inclusion that there are savings for old age, education and other reasons like for marriages purposes, for 
purchase of a vehicle, for purchase of luxury items like fridge, television, gold etc. 
 With reference to the reasons for Loan significantly predicting Account at Formal Bank among low 
income households it was found that Health and medical, for Education and Loan-others all reasons significantly 
predicted Account at formal bank. 
 In the Study to explore the barriers effecting financial inclusion of low income households it was found 
that barriers like Low income, Cumbersome documentation , Timings not convenient, Being rejected and Lack 



of financial knowledge significantly predicted 
Account at formal bank and Savings at formal banks. 
To achieve 100% financial inclusion the formal 
financial institutions must think of implementing the 
following measures like -Through workshops and 
training programs reach out to the low income 
households and educate them how to earn extra 
income instead of wasting their time on unnecessary 
entertainments and make them understand the 
importance of money management, because most of 
them are from below graduate level whereby they are 
not exposed to higher education. The documentation 
procedure being an impediment to financial inclusion 
can be reduced and made convenient to the study 
population as most of the targeted population, being 
urban poor have migrated from rural areas to cities in 
search of living when asked to produce identity proof 
and address proof are unable to do so and avoid 
opening of formal account which is a failure to 
financial inclusion hence.
 Alternate method should be implemented 
whereby the formal financial institutions should allow 
the low income households to open account through 
some reliable source introduce a scheme whereby the 
low income households can save to whatever extent 
possible to them and by adding little extra interest to 
the amount accumulated by the low income 
households will attract and encourage the low income 
households to save more. Since there will be 
accumulation in the bank, availing of 50% of loan to 
the extent of accumulation will not be problem to the 
financial institution, they will be lending from the 
savings of the bank customer, who is no more from 
low income household, if helped by the formal 
financial institutions in the initial stage of opening a 

formal account. 
 As far as timings is concerned most of the 
sample being self employed, during day time to visit 
the branches and to avail the services of the bank 
being an hindrance can be considered by the formal 
financial institutions by setting up Kiosks and ATM's 
with advanced technology where they have the 
facility of remitting their little bit of earning per day as 
savings, this will save them from being cheated by 
small time pigmy bankers and chit fund holders. Even 
a small and nominal amount of Rs. 10/- per day can 
become Rs. 300/- per month and Rs. 3600/- per year. 
 The low income households feel being 
rejected by the bank staffs at times when they visit the 
branches for enquiring with the facilities offered to 
them or with regard to opening of an account at formal 
bank. The barrier of being rejected must be a matter of 
concern to the formal financial institutions as every 
penny matters  little drops of water makes a 'Mighty 
Ocean' and as such little savings of poor people will 
make India a 'Mighty Nation'. To reach out to the 
targeted population, proper channels of advertising 
through media can be introduced by the formal 
financial institutions about the facilities and services 
available to them through Government schemes and 
RBI's financial initiatives. 
 It is found from the study that cumbersome 
documentation and Lack of financial knowledge 
barriers significantly predicted Loan at formal bank. 
It was found from the study that 90.4% have not 
availed the loan from formal banks due to barriers like 
lack of financial knowledge and cumbersome 
documentation procedures which could be considered 
and enhanced by the formal financial institutions. 



Financial Literacy Camps, Workshops by the formal 
financial institutions and the Model proposed by the 
researcher in the study will definitely help the low 
income households to avail loan facilities only 
through formal financial institutions as they are going 
to avail loan from their own savings with nominal 
interest as compared to the interest charged by the 
private money lender and other source of borrowings. 
 Cumbersome documentation is the only 
barrier that significantly predicted Alternate Sources 
of Borrowing. The documentation procedure being 
an impediment to financial inclusion can be reduced 
and made convenient to the study population as most 
of the targeted population, being urban poor have 
migrated from rural areas to cities in search of living 
when asked to produce identity proof and address 
proof are unable to do so and avoid opening of formal 
account which is a failure to financial inclusion. The 
Model proposed by the researcher in the study will 
definitely help the low income households to avail 
loan facilities only through formal financial 
institutions as they are going to avail loan from their 
own savings with nominal interest instead of taking 
shelter under the roofs of private money lenders and 
other sources of borrowings. 
 The objective of financial inclusion is to 
provide access to financial services to all vulnerable 
and low income households at an affordable cost with 
no impediments. According to the related literature 
bankers have done their best in reaching out to these 
segment people whereas when primary study is 
conducted, the responses by the respondents reveal 
from the data that there are no sincere attempts made 
by the formal bankers in the urban Bangalore district. 
However, the present study has revealed certain facts, 
which may motivate government agencies like RBI 
which have struggled hard to bring some tangible 
changes in the lives of underprivileged people. 
 Demand of the credit facilities revealed the 
difficulties faced by the respondents through existing 
channels of delivery which has led this segment to 
take shelter under the roofs of informal financial 
institutions and private lenders. On the other hand, 
cumbersome documentation, low income and lack of 
financial knowledge of the low income household 
were the prime impediments in adoption of access to 
account at the formal bank. In addition, the financial 
illiteracy is also a matter of concern among the urban 
Bangalore low income households. Such 
impediments could be removed / reduced through 
increased awareness and usage among the peers. 
 As far as the study is concerned, the 
indication from the study is that the Indian banking 

system still needs to adopt appropriate viable 
regulatory framework for economic strategies which 
focuses on accessible and affordable financial 
services with no impediments, urban areas have to be 
covered can be derived from this study. Government 
should make policy on financial literacy, capacity 
building and awareness of financial services for 
increasing the rate of financial inclusion as per the 
finding of this study. In making adaptation decisions, 
policies formulators and implementers must realize 
that various aspects of financial inclusion may 
require varying degrees of modifications. The key is 
to promote saving opportunities and Policy to 
improve credit flow to urban areas. If these issues are 
addressed in a proper way within time, the Indian 
banking sector has the potential to become further 
deeper and stronger. Appropriate measures from the 
policy holders and RBI with regard to financial 
services especially credit facilities will definitely 
help these segment people to come out the clutches of 
money lenders and informal financial institutions and 
contribute to their economic growth. 
5.2.  IMPLICATIONS OF THE STUDY 
 The study has contributed to the mass of 
knowledge significantly as the findings can be used 
by the financial institutions, government agencies 
and policy formulators for better understanding of the 
impediments faced by the study population. The 
findings can be utilised as guidepost for the effective 
solutions in the context. The information on financial 
inclusion can also be useful to the general public 
helping them to comprehend the importance of such 
financial services .They may also use information on 
the causes and effects of lack of access to better 
position themselves for better access to these 
opportunit ies. The Regulators (RBI) and 
implementers (financial institutions) can utilize the 
findings of this study to formulate the future policy of 
financial inclusion. The findings can be utilized by 
the financial institutions as the researcher applied a 
more informatory method of data accumulation while 
looking into aspects such as the access to formal 
account and savings, availing of credit facilities, 
barriers responsible for financial inclusion. In 
tackling the problem, it is important to note that the 
issue comes from urban low income households' 
point of view. This will enable regulators to make 
effective and innovative solutions. This can be in 
terms of customer perception and satisfaction 
regarding financial services. Acknowledging 
comments and data from all sources will drive for 
higher levels of development. 
 Indian banking system needs to adopt 



appropriate viable regulatory framework for 
economic strategies which focuses on accessible and 
affordable financial services with no impediments, 
urban areas have to be covered and can be derived 
from this study. Government should make policy on 
financial literacy, capacity building and awareness of 
financial services for increasing the rate of financial 
inclusion as per the finding of this study. In making 
adaptation decisions, policies formulators and 
implementers must realize that various aspects of 
financial inclusion may require varying degrees of 
modifications. The key is to promote Policy on to 
improve credit flow to urban areas. If these issues are 
addressed in a proper way within time, the Indian 
banking sector has the potential to become further 
deeper and stronger. Appropriate measures from the 
policy holders and RBI with regard to financial 
services especially credit facilities will definitely help 
these segment people to come out the clutches of 
money lenders and informal financial institutions and 
contribute to their economic growth. 
 The findings and conclusions from the study 
if understood and properly blended and implemented 
by the Regulators (RBI) and implementers (financial 
institutions), definitely by the year 2020 as 
anticipated, 100% financial inclusion can be achieved 
 The following proposed research model on 
savings gives lots of insight on how the low income 
households who are self employed in small business 
can come out of the clutches of the private money 
lenders over a period of time with the help of formal 
financial institutions. The amount borrowed from a 
private money lender and interest paid to them if at all 
converted as savings of an individual from low 
income household involved in small business it will 
make lots of difference in the economic status of the 
study population. 
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Financial inclusion or inclusive financing is the 
delivery of financial services at affordable costs to 
the disadvantaged sections and low-income 
segments of the society. It is a vital enabler for 
eliminating poverty and boosting the prosperity of 
a nation. According to reports, an estimated 2 
billion working-age adults globally have no access 
to the different types of formal financial services 
delivered by regulated financial institutions. As 
banking services are public goods, the availability 
of banking and payment services to the entire 
population without discrimination should be the 
key objective of financial inclusion. Access to 
banking and credit facilities helps the poor and 
needy to escape from the grip of moneylenders and 
it also manages to keep away financial crises 
caused by emergency needs. According to World 
Bank Findex Survey (2012), only 35 per cent of 
Indian adults had access to a formal bank account. 
Financial inclusion has become an issue of concern 
worldwide in economies of underdeveloped, 
developing and developed nations.
 Financial inclusion and financial literacy 
have been important and prioritised policy goals of 
the Government for quite some time. The 
government of India announced “Pradhan Mantri 
Jan Dhan Yojna”, a national financial inclusion 
mission which aimed to provide bank accounts to 

at least 75 million people by January 26, 2015, with 
a target to provide 'universal access to banking 
facilities' starting with Basic Banking Accounts 
with an overdraft facility of Rs.5000 after six 
months and RuPay Debit card with an inbuilt 
accident insurance cover of Rs. 1 lakh and RuPay 
Kisan Card & in next phase, micro insurance & 
pension etc. which would also be added. In India, 
RBI has initiated measures such as facilitating no-
frills accounts and GCCs for small deposits and 
credit to achieve greater financial inclusion. The 
all-India CRISIL Inclusix score of 40.1 is low, 
however the score has improved from 35.4 in 2009. 
Deposit penetration is the key driver of financial 
inclusion – the number of savings accounts (624 
million), is almost four times the number of loan 
accounts (160 million). The challenge for those 
working in the financial inclusion field has been to 
separate micro-credit as only one aspect of the 
larger financial inclusion efforts and use the Indian 
crisis as an example of the importance of having 
the appropriate regulatory and educational policy 
framework in place.
Keywords: Financial Inclusion, CRISIL Inclusix 
score, financial literacy, micro-credit.
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INTRODUCTION
 Financial inclusion or inclusive financing is 
the delivery of financial services at affordable costs to 
the disadvantaged sections and low-income segments 
of the society. It is a vital enabler for eliminating 
poverty and boosting the prosperity of a nation. 
According to reports, an estimated 2 billion working-
age adults globally have no access to the different 
types of formal financial services delivered by 
regulated financial institutions. As banking services 
are public goods, the availability of banking and 
payment services to the entire population without 
discrimination should be the key objective of 
financial inclusion. Access to banking and credit 
facilities helps the poor to escape from the grip of 
moneylenders and it also manages to keep away 
financial crises caused by emergency needs. 
According to World Bank Findex Survey (2012), only 
35 per cent of the Indian adults had access to a formal 
bank account. Of the 24.67 crore households in the 
country, 10.19 crore do not have access to banking 
services. In rural areas, 44 per cent households and in 
urban areas, 33 per cent still do not have a bank 
account. Financial inclusion has become an issue of 
worldwide concern in economies of under developed, 
developing and developed nations. Financial 
inclusion and financial literacy have been important 
and prioritised policy goals of the Government for 
quite some time.
IMPORTANCE OF FINANCIAL INCLUSION
 The policy makers have been continuously 
focusing on financial inclusion of Indian rural and 
semi-rural areas primarily for three most important 
pressing needs:
1. Creating a platform for inculcating the habit of 
savings – The lower income category has been living 
under the constant shadow of financial duress mainly 
because of the absence of savings.
2. Providing formal credit avenues – The unbanked 
population has been greatly and vulnerably 
dependent on informal channels of credit like family, 

friends and moneylenders so far. Availability of 
adequate and transparent credit from formal banking 
channels will allow the entrepreneurial spirit of the 
individuals to increase outputs.
3. Plug gaps and leaks in public subsidies and welfare 
programmes – A considerable sum of money that is 
meant for the poorest of the poor does not actually 
reach them. While this money meanders through the 
large system of government bureaucracy, government 
is pushing for direct cash transfers to beneficiaries 
through their bank accounts rather than subsidizing 
products and making cash payments in order to enable 
the money to reach the poor and the deserving.
 Mangalam was the first village in India where 
all the households were provided with banking 
facilities. Norms were relaxed for people intending to 
open accounts with annual deposits of less than Rs. 
50,000. General credit cards (GCCs) were issued to 
the poor and the disadvantaged to help them access 
easy credit. In January 2006, the Reserve Bank 
permitted commercial banks to make use of the 
services of non-governmental organizations 
(NGOs/SHGs), micro-finance institutions, and other 
civil society organizations as intermediaries for 
providing financial and banking services. 
Commercial banks could use these intermediaries as 
business facilitators or business correspondents. 
States or union territories like Puducherry, Himachal 
Pradesh and Kerala announced 100 per cent financial 
inclusion in all their districts. Reserve Bank of India’s 
vision for 2020 is to open nearly 600 million new 
customers' accounts and service them through a 
variety of channels by leveraging on IT. However, 
illiteracy and the low income savings and lack of bank 
branches in rural areas continue to be a roadblock to 
financial inclusion in many states and there is 
inadequate legal and financial structure.





STEPS TAKEN BY RBI TO SUPPORT 
FINANCIAL INCLUSION
1. Initiation of no-frills account – These accounts 
 provide basic facilities of deposit and withdrawal 
to  account holders thereby making banking 
affordable  by cutting down extra frills that are 
of no use for the  lower sections of the society 
and also by being a  low-cost mode to access 
bank accounts. RBI has  also eased KYC (Know Your 
customer) norms for  opening such accounts. 
Basic banking no-frills  account is with nil or very 
low minimum balance as  well as charges that 
make such accounts accessible  to vast sections of 
the population. Banks have been  advised to 
p r o v i d e  s m a l l  o v e r d r a f t s  i n  s u c h    
accounts.
2. Banking service reaches homes through business 
 correspondents – The banking systems have 
started  to engage the business correspondents and 
business  facilitators (BFs) to facilitate 
banking services in  those areas where banks are 
unable to open brick  and mortar branches for cost 
considerations and act  as  in te rmedia r ies  for  
providing financial and   banking services. 
B u s i n e s s  C o r r e s p o n d e n t s  p r o v i d e   
affordability and easy accessibility to this unbanked 

 population. Armed with suitable technology, the 
 business correspondents help in taking the banks 
to  the doorsteps of rural households, especially 
cash  in-cash out transactions, thus addressing the 
last- mile problem.
3. EBT: Electronic Benefits Transfer – To plug the 
 leakages that are present in the transfer of 
payments  through the various levels of 
bureaucracy, banks  have been advised to 
implement EBT by leveraging  ICT-based banking 
through BCs to transfer social  b e n e f i t s  
electronically to the bank account of the  beneficiary 
and deliver government benefits to the  doorstep of 
the beneficiary, thus reducing  d ep e n d en ce  o n  
cash, lowering transaction costs and  r e d u c i n g  
g o v e r n m e n t ’ s  c o s t  o f  t r a n s f e r  a n d    
monitoring. This “human-less” transfer of payment 
 is expected to provide better benefits and relief to 
 the beneficiaries.
4.  Relaxation on know-your-customer (KYC) 
norms:  KYC requirements for opening bank 
accounts were  relaxed for small accounts, thereby 
simplifying  procedures that introduction by an 
account holder  who has been subjected to the full 
KYC drill would  suffice for opening such 
accounts. The banks were  permitted to take 



new loans and mobile banking. BCs — 110,000 
business correspondents have been employed 
through the business facilitator and business 
correspondent (BC) models and goals have been set 
up for banks to provide access to formal banking for 
all 74,414 villages with a population of over 2000. 
RBI has also adopted the information,  
communication, technology-based agent bank 
model through BCs for door-step delivery of 
financial products and services since 2006. 
Minimum infrastructure for operating small 
customer transactions and supporting up to 8-10 
BCs at a reasonable distance of 2-3 km.
FINANCIAL INCLUSION STRATEGIES
 PoS (Point of Sale)
 KCC – Kisan Credit Card – from the year 
1998-99 – to meet production credit requirements 
and short-term credit needs in a timely and hassle-
free manner for crop production
 Lead Bank Scheme - aimed at forming a 
coordinated approach for providing banking 
facilities and for meeting the credit needs of the rural 
economy.
 Local Area Banks (1996) –are expected to 
bridge the gap in credit availability and strengthen 
the institutional credit framework in the rural and 
semi-urban areas.
 Swabhiman – Opening of Bank accounts 
covering the habitations with minimum population 
atleast through Business correspondent model 
providing cash services.
 Ultra small Branches with Bank officers 
offering other services, undertaking field 
verification and follow-up banking transactions.
 Interest subvention scheme: It facilitates 
access to cheap credit from the banks indirectly 
through interest subsidies from the government 
given to certain sectors like Textiles, Farm..
 Priority Sector Lending – Target of 40 per 
cent of Net Bank Credit to select few sectors for all 
banks including foreign private ones; 
 Rashtriya Mahila Kosh (RMK)- To 
facilitate credit support to poor women for their 
socio-economic upliftment;
 Dedicated bank for Women (National Bank 
for Women) proposed in 2013-14 budget with an 
objective of broadening the SHG-bank linkages. 
 CRISIL, India's leading credit rating and 
research company launched an index to measure the 
status of financial inclusion in India. CRISIL 

evidence for the identity and  ad d r es s  o f  t h e  
customer and further now, it has been  relaxed to 
include the letters issued by the Unique  
Identification Authority of India containing details 
 of name, address and Aadhaar number.
5.  Use of technology: Technology has the potential 
to  address the issues of outreach and credit delivery 
in  rural and remote areas in a viable manner and this 
 has prompted banks to effectively make use of 
 information and communications technology 
(ICT)  inorder to provide doorstep banking services 
  through the BC model where the accounts 
can be  operated by even illiterate customers by the 
use of  biometrics, thus ensuring the security of  
 transactions and enhancing confidence in the 
  banking system.
6. GCC: With a view to helping the poor and the 
  disadvantaged with access to easy credit, to 
provide  hassle-free credit to banks’ 
customers based on the  assessment of cash flow 
without insistence on  security, purpose or end use 
of the credit, banks  have been asked to consider 
the introduction of a  general purpose credit card 
facility up to ̀ 25,000 at  their rural and semi urban 
branches.
7.  Simplified branch authorization: To address the 
 issue of uneven spread of bank branches, 
domestic  scheduled commercial banks have 
been permitted  to freely open branches in tier III to 
tier VI centres  with a population of less than 50,000 
under general  permission, subject to reporting. In 
the north-  eastern states and Sikkim, 
domestic scheduled  commercial banks can now 
open branches in rural,  semi-urban and urban 
centres without the need to  take permiss ion 
from RBI in each case, subject to  reporting.
8.  Opening of branches in unbanked rural centres: 
To  further step up the opening of branches in rural 
areas  in order to improve banking penetration and 
  financial inclusion rapidly, the need for 
opening  more brick and mortar branches, 
besides the use of  BCs, was felt. Accordingly, 
banks have been   mandated in the 
April monetary policy statement to  allocate at 
least 25 per cent of the total number of  branches to 
be opened during a year to unbanked  r u r a l  
centres.
INITIATIVES BY RBI
 Financial inclusion indicates the next 
revolution of growth and prosperity. India also 
scored poorly in respect of credit cards, outstanding 
mortgage, health insurance and adult origination of 



Inclusix is a tool to measure the extent of 
inclusion in India, to each of the 632 districts, 
it is a relative index on a scale of 0 to 100, and 
it combines three critical parameters of basic 
banking services — branch penetration, 
deposit penetration, and credit penetration 
into one metric. The all-India CRISIL Inclusix 
score of 40.1 is low, though the score has 
improved from 35.4 in 2009. Deposit 
penetration is the key driver of financial 
inclusion – the number of savings accounts 
(624 million), is almost four times the number 
of loan accounts (160 million). The top three 
states and Union Territories are Puducherry, 
Chandigarh, and Kerala; the top three districts 
are Pathanamthitta (Kerala), Karaikal 
(Puducherry), and Thiruvananthapuram 
(Kerala).
 The government of India announced 
“Pradhan Mantri Jan Dhan Yojna”, a national 
financial inclusion mission which aimed to 
provide bank accounts to at least 75 million 
people by January 26, 2015, with a target to 
provide 'universal access to banking facilities' 
starting with Basic Banking Accounts with an 
overdraft facility of Rs.5000 after six months 
and RuPay Debit card with an inbuilt accident 
insurance cover of Rs. 1 lakh and RuPay Kisan 
Card & in next phase, micro insurance & 
pension etc. which would also be added. The 
challenge for those working in the financial 
inclusion field has been to separate micro-
credit as only one aspect of the larger financial 
inclusion efforts and use the Indian crisis as an 
example of the importance of having the 
appropriate regulatory and educational policy 
framework in place.
 For the Jan-Dhan Yojana to succeed, 
the following steps have been indicated: The 
business correspondent model should be 
extended to include entities such as kirana 
stores, corporates and others. BCs need to be 
properly remunerated and they must have the 
full support of banks. Banks have tied up with 
common service centres (CSCs) as BCs. 
 Insistence on KYC (know your 
customer) norms has hindered the opening of 
new accounts even in urban areas. Therefore 
greater significance is attached to e-KYCs.
 Since mobile banking will play an 

increasingly important role in scenarios 
where physical bank branches will be few, 
greater co-ordination between mobile 
telephone companies and banks will be 
necessary. 
 State governments’ support will be 
crucial.
 Commercial viability is the key to the 
programme’s success. Without proper 
incentives, the facilities on offer will not be 
used by the needy and banks will end up with 
a large number of dormant accounts.
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ABSTRACT

 Globalisation and free flow of capital from one market 

to another makes the cross border markets increasingly 

integrated to each other, which may cause shocks originated in 

one market to get transmitted to other markets. The study 

empirically examines volatility spillover from foreign markets 

to Indian markets by employing GARCH model. The study 

uses daily data from 12th January 2012 to 7th October 2016. 

The variables chosen in the study are 3-month LIBOR rate, 91-

days Treasury rate and Bombay Stock Exchange’s benchmark 

equity index SENSEX. The result shows that Indian stock 

markets are not affected by the volatility of short term foreign 

rates. It is also observed that LIBOR impacts the short term 

government bond market of India. LIBOR rate has been going 

down due to low inflation in the developed world. Indian stock 

market is not found to be impacted by the volatility in LIBOR 

may be because there are still restrictions in foreign 

investments in Indian markets.
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Introduction
 Globalisation and free flow of capital from 
one market to another makes the cross border 
markets increasingly integrated to each other. Hence 
event in one market gets transmitted to another 
market. The increasing integration has also led to co-
movement of asset prices across borders. Such 
integration may cause shocks originated in one 
market to get transmitted to other markets. Thus, 
reflection of economic news and events of one 
country gets visible in the financial market of other 
counties in such integrated market. India has 
undertaken various measures to liberalise the 
economy since early 90s when the country almost 
faced a balance of payment crisis. India has also 
adapted to capital account convertibility in a 
cautious and phased manner that helped free 
movement of capital. This makes the country 
exposed to foreign shocks. Morana (2008) opined 
that movements in economic variables have impact 
on financial markets. If there is an evidence of 
financial market integration then asset return should 
be less affected by diversifiable risk and more by 
systemic risk. The Capital Issues (Control) Act, 
1947 was done away with in 1992 which enabled the 
economic factors to determine the prices of shares in 
Indian stock markets. Also foreign institutional 
investors were allowed to invest up to USD 5 billion 
in 2008 versus mere USD1 billion in 1998 in 
government securities in India. The ceiling for 
corporate debt market was also raised to USD15 
billion in 2009. (UNCTAD 2012). All these have 
made Indian market vulnerable to shocks of other 
markets. The study of volatility spillover has got 
importance because this helps the investors to 
understand the responsiveness of various financial 
segments of India to a shock generated in other 
markets. This will help them to position their 
investment bets accordingly. London Interbank 
Offered Rate (LIBOR) is considered
Objectives
 The present study focuses its attention to the 
issue of volatility transmission from the foreign rates 
to various financial products of India. The study 
chooses a period that coincides with the winding up 
of quantitative easing in US and also debt crisis in 
Europe. Both the events substantially added 
uncertainty thus causing volatility in the financial 
markets. There were massive outflow of capital from 
India’s stock and bond market due to the uncertainty 
in Europe and USA. Also it is observed that during 

these periods the interest rates in US and Europe 
went rock bottom whereas India’s interest rate 
remained high due to higher inflation. Given this 
backdrop it is imperative to analyse if there is any 
evidence of volatility spillover from foreign markets 
to Indian markets.
Literature Review
 Various studies have examined volatility 
transmission across international stock markets. Pan 
and Hsueh (1998) examined the nature of 
transmission of stock returns and volatility between 
the U.S. and Japanese futures markets. They used 
daily opening and closing futures prices on the S&P 
500 and Nikkei 225 index from January 3rd, 1989 to 
December 30th, 1993. Employing the two-step 
univariate GARCH approach, the results show that 
there are unidirectional contemporaneous return and 
volatility spillovers from the U.S. to Japan.
 Mukherjee and Mishra, (2008) investigated 
return and volatility spillover among Indian stock 
market with 12 other developed and emerging Asian 
countries by applying the Multivariate GARCH 
model. The study used both daily opening and 
closing prices from November 1997 to April 2008. 
The results show that Hong Kong, Korea, Singapore 
and Thailand are found to be the four Asian markets 
from where there is a significant flow of information 
in India. Similarly, among others, stock markets in 
Pakistan and Sri Lanka are found to be strongly 
influenced by movements in Indian market.
 Employing bivariate VAR model, Savva 
(2008) investigated the price, volatility spillovers 
and correlations between the US and the major 
European stock markets. The study used daily prices 
S&P 500 (USA), FTSE-100 (UK), DAX-30 
(Germany), CAC-40 (France), MIBTEL-30 (Italy) 
and IBEX-35 (Spain) from August 3rd, 1990 to April 
12th, 2005. The estimated results show there is 
strong co-integration relationship between US and 
European stock markets. As far as the volatility 
spillover effects are concerned, the study revealed 
effects not only from US to Europe but also from 
Europe to US.
Methodology
 The present study uses a Generalised 
Autoregressive Conditional Heteroscedasticity 
(GARCH) model to examine the volatility 
spillover from LIBOR to SENSEX and short-term 
treasury bill rates. The Autoregressive Conditional 
Heteroscedasticity (ARCH) model was developed 



by Engle (1982). In an ARCH model, the 
conditional variance of the error term depends on 
the lag of the squared residual terms.
ó t = á  + á1-2              (1)2

0

 The equation in (1) is called ARCH (1) 
model as the conditional variance ó2 t is expressed as 
a function of one period previous squared lagged 
residual. The ARCH (1) model can be extended to 
ARCH (q) by adding q period lagged squared 
residuals terms. Bollerslev (1986) generalised the 
ARCH model into a GARCH framework by adding 
the lagged term of the conditional variance in the 
equation (1). Thus,
ó t á á u t âó t2 = 0 + 1 2 .1+ 2 .1 (2)
 In equation (2) the term 2 .1 is the one ó t
period lagged term of the conditional variance term. 
Equation (2) is a GARCH (1, 1) model. The volatility 
spillover from 3-month LIBOR to SENSEX and 91-
days treasury yield is captured by equation (3) as 
given below.
ó t á á u t âó t á u t2 = 0 + 1 2 .1+ 2 .1 + 2 2 .1 (3)
 In equation (3) the term 2 is the coefficient á
for spillover from 3-month LIBOR to SENSEX or 
91-days treasury yield. The squared residuals are 
obtained by regressing from an auto regressive 
process of SENSEX and 91-days treasury yield 
separately.
5. Database
 The present study used daily data from 12th 
January 2012 to 7th October 2016. The variables 
chosen in the study are 3-month LIBOR rate, 91-days 
Treasury rate and Bombay Stock Exchange’s 
benchmark equity index SENSEX. While 3-Month 
LIBOR is the foreign rate and the study tries to 
analyse the evidence of volatility spillover from 
LIBOR to SENSEX (the benchmark equity index) 
and 91-days treasury bill rate (short term government 
bond yield). All the data are obtained from 
investing.com website.
6. Results and Analysis
 We have built an autoregressive model of 
order 1 BSE SENSEX to obtain the residuals from the 
model to test for ARCH effect. The AR(1) process 
shows that the first lag of BSE SENSEX is 
significantly explaining the present movement in 
SENSEX. The model result is given in table 1 below.

 In table 2 the ARCH LM test is performed to 
see if there is ARCH effect in the residual obtained 
from the regression model given in table1. The model 
finds evidence of ARCH effect for two lags. That 

indicates evidence of volatility clustering in the 
series. This suggests that we can proceed with a 
GARCH model and introduce the volatility spillover 
term from 3-month LIBOR to BSE SENSEX in the 
GARCH model.

Table2: LM Test for ARCH effect for SENSEX
 In table 3 we see that the coefficient for 3-
Month LIBOR is not significant in the GARCH 
model indicating no spillover from foreign rates to 
Indian equity market. The model in table 3 is a 
GARCH (1, 1) model. Both the ARCH term and the 
GARCH term are found to be significant in the model 
thus indicating that the previous period’s conditional 
variance and also previous period’s squared residual 
has significant impact on present conditional 
variance.
 Having found no volatility spillover from 3-
month LIBOR to BSE SENSEX we proceed to 
analyse if there is any evidence of volatility spillover 
from 3-month LIBOR to 91-days treasury bill rates 
i.e. the short-term yield on government bonds. In 
table 4 the AR (1) regression model for 91-days 
treasury yield is built and it shows that the AR(1) term 
is significant in the model.

Table 5 shows that the residual obtained from AR(1) 
model of 91-days treasury yield shows ARCH effect 
i.e. evidence of volatility clustering. This indicates 
that that period of low return is followed by low 
return and high return is followed by high return. We 
have built a GARCH (1,1) model to analyse the 
volatility spillover from 3-Month LIBOR to 91-days 
treasury yield. The GARCH model is reported in 
table 6 as given below. Table 6: Fitted GARCH 
Model for volatility spillover from LIBOR to 
SENSEX 91-days treasury yield Coefficient 
Standard Error Z P Value 91-days treasury yield lag.
 In table 6 above we can see that both the 
ARCH and GARCH lags are significant in the model. 
We also find strong evidence of volatility spillover 
running from 3-Month LIBOR rate to short term 
treasury yield of India. This indicates that Indian 
short term bond market is responsive to the volatility 
of foreign rates.
7. Discussion
 It is seen that Indian stock markets are not 
affected by the volatility of short term foreign rates. 
And it is also observed that LIBOR impacts the short 
term government bond market of India. However, 
there is difference between LIBOR and Indian bond 
market. Indian bond market has generated better 



yield due to high interest rate in the market as a result of 
high inflation expectations. However, LIBOR rate has 
been going down due to low inflation in the developed 
world. Indian stock market is not found to be impacted 
by the volaitily in LIBOR may be because there are still 
restrictions in foreign investments in Indian markets. 
However, these restrictions are sometimes good as this 
protects the country from unwanted foreign volatility.
8. Conclusion
 Stock Market is considered as the back bone of 
the financial system of an economy. The stock market is 
witnessing heightened activities and is increasingly 
gaining importance in the era of globalization. This 
study investigates volatility spillover from foreign 
markets to Indian markets by employing GARCH 
model. The result shows that Indian stock markets are 
not affected by the volatility of short term foreign rates. 
Indian stock market is not found to be impacted by the 
volaitily in LIBOR may be because there are still 
restrictions in foreign investments in Indian markets. 
Sometimes these restrictions on foreign investments are 
good as this safeguards the country from undesirable 
foreign volatility.
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ABSTRACT
 In the increasingly complex financial markets of today, Financial Literacy has become 
inevitable. Financial Literacy plays a vital role in the recent Financial Inclusion initiatives of the 
government, and contributes to the broader goal of social inclusion and sustainable development. 
Financial illiteracy has socio-economic consequences affecting allocation of savings, participation 
in financial markets and ultimately the overall quality of life. There is worldwide consensus that 
financial education should start at an early age. Today such efforts are increasingly involving 
introduction of such subjects in the school and college curriculum. These strategies have been 
developed after undertaking comprehensive surveys of students to identify the literacy gaps. The 
present study is designed to measure the literacy level of college going students in Bangalore, and 
identify the socio demographic factors affecting the level of financial literacy. The study was 
conducted on 1064 students in various colleges in and around Bangalore. The results revealed 
medium levels of financial literacy amongst this segment of population under study. Further, it was 
observed that Male students have higher levels of financial literacy, and Commerce students have 
significantly higher levels of Financial Literacy. Level of education and income also has positive 
impact on Financial Literacy. Above all, there was a significant positive correlation between 
Financial Literacy and Financial behaviour. Students were ranked the least on their awareness 
about banking sector, interest rates, inflation and investment options.

Keywords: Financial Awareness, Financial Literacy, Investment, Youth

mailto:email2rishikesh@gmail.com,


1. INTRODUCTION
 Since Independence, India has prioritised economic growth, poverty alleviation and reduction in the 
income inequalities. The income share held by the top 10% of the population has been continuously increasing 
with roughly 30 % of the income being controlled by top 10 % of the population in 2011. The share of the bottom 
10 % has been continuously declining since the last two decades and widening the gap further. The richest 10% 
earned over 6.5 times than the bottom 10% in 1993 and this gap has increased to 8.5 times in 2011. The same trend 
is reflected in the comparison of top 20 % and bottom 20%. The top 20 % of the population continue to hold 40% 
of the country's income whereas the bottom 20% controls a meager 8%. The top 20 % earned roughly 4 times 
income than the bottom 20% and two decades later this proportion has increased to more than 5 times. 
  Income inequality threatening a country's political stability can lead to crime and corruption and limit 
economic growth in the long term by inefficient allocation of resources.  The income gap between the rich and 
poor has been continuously increasing in India. Our empirical investigation into the levels of financial literacy 
( )  of 64 countries and the gap between income share of as measured by S&P Global Financial Literacy Survey 1

top 10% and bottom 10 %  reveals significant negative correlation.2

 All the policy interventions by the government aimed at providing benefits to the poor can be effective 
only when it reaches them directly through the banking system. A study [ ] conducted by IMF on six developing 2
countries has revealed that financial inclusion has direct impact on GDP growth; and productivity as access to 
finance would result in efficient allocation of resources, boosting entrepreneurial ventures in the country and 
increasing aggregate output. In India, Reserve Bank of India has been spearheading the campaign of financial 
inclusion through awareness programs and rationalised banking solutions for the disadvantaged. Successive 
governments have also been targeting the underserved segment of the society through various schemes, most 
notable the recently launched Pradhan Mantri Jan Dhan Yojana. However, despite sustained efforts of the 
policymakers, progress on the aspect of Financial Inclusion is not satisfactory. According to Census 2011, out of 
24.67 crore households in the country, only about 14.48 crore or 58.70 % households had access to banking 
services.[ ] One reason for less than satisfactory performance of the financial inclusion programme is lack of 3
financial literacy.
 Financial Inclusion and Financial Literacy are integral to each other as Financial Inclusion provides 
access awareness to financial products and Financial Literacy provides  about the financial products and 
services. Without knowing about the financial products and services available and how to use them for 
maximising personal financial wellbeing, all efforts towards including the masses in the formal financial sector 
will go in vain. Lack of financial literacy has far reaching impacts even on a macro level. Financial illiteracy 
therefore has significant costs with people making awful investment choices, borrowing heavily at high interest 
rates, and eroding their savings.
 A study by Gerardi, Lorenz and Meier on the financial literacy and cognitive ability of U.S mortgage 
borrowers between 2006-07 revealed that foreclosures were two-thirds lower with borrowers that had a higher 
level of numerical ability or financial literacy than those that lack financial literacy. Financially literate 
borrowers were better able to choose mortgages as compared to those with little understanding of complex 
financial terms in mortgage contracts and ended up with excessively risky mortgages [ ]4
 World over, governments are recognising the importance of financial literacy as given the complexity and 
variety of financial products and services available, the burden on the consumers today is more than ever to make 
the right choices. Financial markets around the world are increasingly becoming deregulated. Interest rates are 
market determined and investment options with guaranteed returns are scarce. The onus is on the investor to look 
after his own interest and build his own corpus of wealth for immediate needs and retirement. Financial Literacy 
equip investors with a minimum level of financial acumen for safeguarding their financial interests. The Surveys 
conducted in various countries have revealed low levels of Financial Literacy which is becoming a cause of 



global concern. Research conducted by OECD in 
2013 revealed low levels of Financial Literacy even in 
developed countries like Japan and Korea[ ]. S&P 5
Global Financial Literacy survey conducted by 
McGrawHill Financial, World Bank, Gallup and 
George Washington University in 140 countries over 
the year 2014 have revealed shockingly low levels of 
Financial Literacy with only one third of the 
participant's world over being able to achieve passing 
grade on simple questions on inflation, risk and 
interest.[ ]6
 Financial Literacy is a matter of concern for all 
the stakeholders. However, increasing attention is 
being paid towards the youth - a potential game 
changer in strife for Financial Inclusion. International 
agencies like OECD have also focused their attention 
on students as ideal financial education and 
investments should begin at an early stage to have a 
multiplier effect on the society. Many universities 
across the world have introduced courses on Personal 
Finance as Financial Education simplifies the 
financial world for the students and helps them in the 
long run. A pre-requisite for introduction of such 
courses is measuring the current levels of Financial 
Literacy so as to gauge the areas where attention needs 
to be paid and influence the factors affecting Financial 
Literacy positively.
 The present study aims to achieve the above 
mentioned target by measuring the levels of Financial 
Literacy of the youth  the collge going students in and 
around Bangalore. Bangalore attracts students of 
different backgrounds from across the country, and 
was conceived as a representative sample of the 
population.  The study contributes to the existing 
literature by being one of its kind to define Financial 
Literacy as the combination of Financial knowledge 
and  with exclusive focus on Financial Awareness
college going students in Bangalore and identifying 
the levels of Financial Literacy and socio-
demographic factors affecting it. This study would 
specifically be useful in designing a Personal Finance 
course suited to the unique needs of the student body.
2. CONCEPTUAL FRAMEWORK
2.1. DEFINITION: 
 The OECD definition of financial literacy for 
youth, is: “knowledge and understanding of financial 
concepts and risks, and the skills, motivation and 
confidence to apply such knowledge and 
understanding in order to make effective decisions 
across a range of financial contexts, to improve the 
financial well-being of individuals and society, and to 
enable participation in economic life”.

 The National Financial Educators Council 
which certifies financial literacy programs around the 
world defines financial literacy as: “Possessing the 
skills and knowledge on financial matters to 
confidently take effective action that best fulfils an 
individual's personal, family and global community 
goals.”
 The studies by Danes and Hira (1987), Chen 
and Pavlicko (1996), Chen and Volpe (1998) are few 
of those old studies which focus specifically on 
college students and take knowledge of credit card, 
insurance, borrowing and general money 
management as a measure of Financial Literacy. 
Worthington (2006) define Financial Literacy of 
adults as mathematical ability and understanding of 
financial factors. Lusardi, Mitchell and Curto (2010) 
conducted a study on 7417 college students of US in 
1997 operationalised Financial Literacy as 
knowledge of 3 parameters: Interest rate, inflation and 
diversification. Boyland and Warren (2013) use the 
definition proposed by Cude (2006) and measure 
financial literacy as students' degree of comfort and 
familiarization with various financial topics such as 
income, money management, savings, spending, and 
credit. Fr¹czek & Klimontowicz (2015) in their study 
on assessing young customers' financial literacy 
measured basic knowledge of key financial concepts 
such as interest rate, risk to guage the Financial 
Literacy level.
 Commensurate with  major studies around the 
world, we define Financial Literacy of college 
students as Financial Knowledge and anothr 
dimension which has been added is the Financial 
Awareness.. Financial Knowledge has been defined as 
understanding working about  of key money 
management concepts such as banking, taxation, time 
value of money, insurance, interest rates, investment, 
financial markets, diversification etc. Financial 
Awareness is the basis of financial knowledge and has 
been defined as having an  about the financial idea
terms around us. Financial Awareness is intellectual 
whereas Financial Knowledge is experiential. 
Financial Knowledge is deeper understanding about 
the  of financial concepts; operation/application
whereas Financial Awareness is superficial 
knowledge of the financial terms. Financial 
Awareness has been captured through basic questions 
such as requirement of opening bank accounts, full 
forms of financial terminology, types of financial 
products, purpose of insurance etc. It is expected that 
even laymen will have a certain level of financial 
awareness.
 Financial Behaviour and Financial Attitude 



have not been considered as a component of Financial 
Literacy as our target population is students who are 
not yet earning. So their Financial Attitude and 
Financial Behaviour is a manifestation of their 
perception and not necessarily action which gets 
shaped later on when they start earning.
2.2. LITERATURE REVIEW
 Few of the studies around the world have 
focused on college going students and on an average 
the studies report low levels of Financial Literacy. A 
survey of 323 students from Iowa State University 
revealed low levels of knowledge regarding credit 
cards and insurance. Married students were more 
knowledgeable and males displayed greater 
knowledge of insurance and personal loan (Danes 
and Hira, 1987) [ ]. Volpe, Chen and Pavlicko (1996) 7
surveyed 454 students from a state university in U.S 
and found low levels of financial knowledge. Males 
were more knowledgeable than females and business 
students scored better than non-business students. [ ] 8
Chen & Volpe (1998) surveyed 924 college students 
across 14 campuses in U.S through a comprehensive 
questionnaire covering questions on savings, 
investments, borrowings and insurance concluded 
that one reason for low levels of knowledge is the lack 
of formal course on Personal Finance. However, this 
paper doesn't define financial literacy and proceeds to 
measure it using a questionnaire on 4 aspects of 
Financial Education. [ ]. All these studies use 9
financial knowledge to capture Financial Literacy 
and overlooked Financial Awareness. Also, financial 
literacy was not analysed across socio-demographic 
factors. Beal and Delpachitra (2003) in an attempt to 
determine Financial literacy of Australian population 
surveyed 789 students of University of Southern 
Queensland. It was found that there were low levels 
of financial literacy, with decision making skills and 
knowledge of insurance to be the least scored areas. 
Business majors scored better than non-business 
majors. Financial Literacy improved with work 
experience and income. [ ]. A limitation of all these 10
studies is failing to differentiate between Financial 
Knowledge and Financial Awareness as two 
components of financial literacy; and relating 
Financial Literacy with  Financial perceived
Behaviour and Financial Attitude.
 Jorgensen (2007) created a College Student 
survey instrument covering financial literacy 
( ) and peer and knowledge, attitude and behaviour
parental influences and administered amongst 478 
students across various colleges in U.S. The study 
found that financial knowledge, attitude, and 
behaviour scores were low but that they significantly 

increased with seniority. Further, students who were 
financially influenced by their parents had higher 
financial knowledge, attitude, and behaviour scores. 
Finally, students with higher financial knowledge 
also had higher financial attitude and behaviour 
scores. [ ]11
 Lusardi (2009) surveyed 7183 respondents 
using NLSY97, a dataset of U.S youth aged between 
12-17. The results revealed that only 27% of young 
adults could answer basic questions on interest rates, 
inflation and diversification. Women proved to be 
less financially literate even after adding 
demographic and family characteristics. Parents had 
an important influence on financial literacy. A lot of 
heterogeneity was seen in financial literacy even 
while considering a narrow population. [ ]12
 Boyland and Warren (2013) assessed the 
financial literacy of 92 undergraduate students at a 
southern New England university using the Survey of 
Personal Financial Literacy of the JumpStart 
Coalition dealing with aspects: income, money 
management, savings and spending. The results of 
this study were compared with the result of the 
February 2008 JumpSstart survey of 1030 students. 
There wasn't a significant difference between the 
results of the two surveys conducted, confirming the 
need for a programme which can improve financial 
literacy of the students. [ ]13
 Brau et al surveyed 1493 students of a private 
U.S University before they begin learning financial 
principles. Financial Literacy is then used a 
dependent variable and family and background 
characteristics, formal learning activities and 
experiential learning are taken as explanatory 
variables.  Gender was a significant variable and 
males were better informed than females. College 
classes on accounting and finance has a significant 
impact on financial literacy, however, entry level 
business majors were no more financially literate 
than their counterparts. Experiential learning such as 
having a savings account, allowance, participation in 
stock market, marriage, credit cards had a significant 
impact on financial literacy proving the age old adage 
that experience is the best teacher. The overall model 
was able to explain 32% of the variation in the 
financial literacy levels. [ ]14
 Shaari et al (2013) studied the level of financial 
literacy amongst students of local universities of 
Malaysia. Multiple Linear Regression was used to 
study the impact of five independent variables, i.e., 
age, gender, business and non-business major, 
spending habit and year of study on financial literacy. 
All variables except gender were found to have a 



significant influence with the financial literacy level of an individual. [ ]15
 In India, limited published studies focusing on college students were found. The scale of the studies 
were also limited. The S&P Global Financial Literacy survey found that close to 76% of Indian adults do not 
understand basic financial concepts such as interest rates, diversification. This rate is lower than the worldwide 
average although in line with other BRICS and south Indian nations. A study of college students in Mumbai 
city (Shetty & Thomas) found poor levels of Financial Literacy. However, this study was purely descriptive 
and no statistical techniques were employed. So generalisation cannot be drawn. Study on Financial Literacy 
among students of Guru Dev University, Punjab (Kaur et al, 2015) concluded that commerce and management 
students have fairly good financial literacy levels. This paper does not quantify the level of financial literacy 
and uses the questionnaire developed for foreign universities by Lusardi, Mitchell & Curto (2006) which is not 
relevant in Indian Context. [ ]16
2.3. NEED OF THE STUDY
 Financial Literacy is integral to ensuring understanding of financial services and products and the ability 
to compare them so as to as efficiently allocate one's wealth. Poor financial decisions are detrimental to one's 
economic and social well-being eroding even lifetime of savings. Financial education should begin ideally at 
an early age; and integration of it in the curriculum is the most meaningful way to ensure financial literacy 
among the youth. The world over, many Universities have recognised the importance of Financial Literacy 
amongst Students and introduced courses on Basic Financial Literacy after undertaking surveys that revealed 
gaps and lower literacy levels. These colleges where such courses have been introduced have reported positive 
habits of savings and borrowings amongst students.
 The present study aims to gauge the financial literacy level of college going students in Bangalore in 
order to determine their knowledge and awareness about key aspects of financial matters such as about asset 
building, credit, debt management, inflation, savings, risk, taxation, banking, investment etc. The sample of 
Bangalore is considered to the convenience of the researcher, and accessibility of the youth.  The study aims to 
identify the gaps so that special attention can be made on such areas through dedicated courses/modules.
 An attempt has been made to discern how the level of financial literacy differs across demographic 
characteristics such as gender, economic background, discipline, and level of education so as to identify the 
peculiar needs of various demographic groups and accordingly recommendations will be made to address the 
gaps in financial literacy. The sources of financial literacy of the students have been ascertained to determine 
what influences their financial literacy.  The results of the study will be useful in curriculum design as well as to 
regulatory institutions in designing financial literacy campaigns and awareness programs.
2.4. OBJECTIVES OF THE STUDY
 The following were the objectives of the study:
1. To measure the level of financial literacy among the youth. 
2. To measure the level of financial literacy across gender, disciplines, family income groups and level of 
education. 
3. To measure the impact of financial literacy across gender, disciplines, family income and level of  
education. 
4. To know the sources /influences of financial literacy of youth at Bangalore. 
5. To determine “whether there exists any relationship between financial literacy, financial attitude and 
financial behaviour” 
2.5. METHODOLOGY
2.5.1. Sample
 The youth ( ) were taken as a representative sample to include the especially the college students
appropriate mix of undergraduates, postgraduates and research scholars from all disciplines: Arts, Science & 
Commerce. The survey instrument was administered physically amongst close to 1500 students across 30 
colleges and the final dataset comprised of 1064 respondents.
2.5.2. Survey Instrument 
 The survey instrument was designed after discussion from experts belonging to different disciplines. 





Financial Literacy for college going students was conceptualised as combination of Financial Knowledge and Financial 
Awareness. After pilot survey, the questionnaire was revised in the light of comments received from respondents. 
Reliability tests were satisfactory.
 The components of financial awareness and financial knowledge were developed keeping in mind the unique 
conditions of India and behaviour of Indian college youth. In most of the surveys conducted abroad, questions 
pertaining to credit card usage, education loan and personal income dominate as the students abroad work part time and 
also finance their studies through loan. However, these things are not relevant in the Indian context.
 The survey instrument was divided into 6 parts: The first part focused on Personal Information of the 
respondents: Gender, Level of educational attainment, University background, Discipline, Annual family income, 
Domicile and location of college within Bangalore. The second part consisted of 12 questions (through mix of 
dichotomous responses and multiple choice questions) capturing Financial Knowledge which had questions on 
Objectives of Insurance, banking terminology, taxation, risk, return, inflation, interest rates, time value of money etc.
 The third part comprised of 12 questions pertaining to Financial Awareness (through mix of dichotomous 
responses and multiple choice questions). Financial awareness was measured through basic questions on meaning of 
financial year, bank accounts, KYC, PAN cards, financial inclusion schemes in India, mutual funds etc.
 The fourth part captured the sources of learning about managing money and whether the respondents have taken 
any course on money management / financial literacy. The fifth and sixth part captured financial attitude and financial 
behaviour through 5 statements each whose responses were recorded on a 5 point Likert Scale.
3.2. Level of Financial Literacy
Objective 1: To measure the level of financial literacy of Indian youth.
 Initially we divide financial literacy score into three categories: High level of Financial Literacy is defined as 
score more than equal to 14.4, Medium level is defined as more than equal to 9.6 less than14.4 and low level is Less than 
14.4.  The maximum score is 24 (12 s) and a score of 60 questions each of Financial Knowledge and Financial Awarenes
% and above is deemed as high, score of 40 % and above but below 60% is deemed as medium.
 The overall level of Financial Literacy is found to be medium with a mean score of 13.70. The results indicate that 
Bangalore youth have Medium level of Financial literacy with mean score 13.70 (  24). Our Maximum possible score is
results are robust as all sample subgroups shows same results.
Objective 2: To measure the level of financial literacy across gender, disciplines, family income groups and level of 
education.
Objective 3: To measure the impact of financial literacy across gender, disciplines, family income and level of 
education.
 

 It can be seen that as level of education increases, level of financial awareness and financial knowledge increases 
and so does financial literacy. This shows that although college education has a positive impact on Financial Literacy, 
the component financial awareness is contributing more to the increase in Financial Literacy than Financial 
Knowledge. This means that students are becoming more aware but not knowledgeable.
3.3. Gender Wise Analysis
 Our results shows mean score of financial literacy of male students is 14.24 and female students are 13.21. Mean 
score of Males is high compared to mean score of Females. Both male and female fall into medium level of financial 
literacy category. In the above result, mean score of Financial Awareness of male students is 7.34 (maximum possible 
score maximum possible  14) and female students is 6.62. Mean score of Financial Knowledge of male students is 6.9 (
score 14) and female students is 6.59.



 The above table shows that Males respondents on an average have medium financial literacy, except 
males belonging to commerce background have high score on financial literacy. Females whether belonging to 
any stream and origin have medium score.
3.4. Financial Literacy Level Of Under Graduates And Post Graduates
 There is medium level of Financial Literacy in UG students (  13.50) and PG students (mean value mean 
value 14.25), however on the basis of t statistic we can say that PG students have more financial literacy in 
comparison to UG students.
 This shows that level of education progresses, the students become more financially literate.

*Variances is not equal in all cases, so Equal variances not assumed for t - test
 There is significant difference in financial awareness in UG students and PG students (on the basis of p-
value). Financial awareness is increasing with education but not knowledge.
3.5. Financial Literacy Level of Students of Various Disciplines (Science, Arts and Commerce)
 On the basis of Levene Statistic there is no homogeneity of variances in Financial Literacy and 
Financial Awareness across disciplines



There is significant difference in financial literacy levels belonging to Science-Commerce & Arts-
Commerce. However, there is no significant difference in financial literacy of students belonging to Science and 
Arts. Commerce students have significantly higher literacy level ( : 14.55) as compared to Arts mean value
(12.48) and Science (13.32).

There is also significant difference in financial awareness of science and commerce students. Commerce 
students have greater financial awareness as compared to other categories. As far as Arts and Science are 
concerned, the financial awareness level is not significantly different.

3.6. Financial Literacy Level Of Students Belonging To Different Family Income Groups
On the basis of Levene Statistic there is no homogeneity of variances in Financial Literacy and 

Financial Awareness across Family income groups, so we go for non-parametric tests.

At 5 % significance level, there is a difference in the financial literacy level of students belonging to less 
than 2 lakh family income group and those belonging to more than 2 lakhs and upto 8 lakhs. The same results can 
be observed for Financial Knowledge and Financial Awareness.

At low levels of family income, financial literacy levels are low and increase as income increases. 
However, when the income crosses 10 lakhs, the literacy levels decline. Students belonging to low income 
category have low level of financial knowledge as their families may not have surplus to invest. However, as 
family income increases, money matters are discussed at home and children may also be involved in this. After 
income crosses a level, students can afford to be less financially concerned and their money matters become far 
less important to them.





As can be observed from the above mean plots, financial awareness, financial knowledge and financial literacy 
increase steadily until a level of income reaches after which these characteristics dip.

The above table shows that 73% of the students attribute their financial literacy to parents. Teachers 
(school and college) are sources for 46% of the students. Relatives and textbooks are cited by the lowest 
percentage of students (42%). This means that most of the working knowledge of students comes from home and 
as per their perception, role of school and college teachers is limited. Moreover, textbooks are seen as the cited by 
the least percentage of students.

The role of teachers and textbooks is not helpful as per the students so there is a gap which should be 
addressed and application based teaching and experiential learning based on simulation projects should be 
encouraged.

The above table ranks the questions on the basis of highest percentage of correct answers. The questions 
on insurance & service tax were answered by the highest number of respondents. A possible reason can be 
general principles of insurance are taught at the school level before specialisation. All the students go out eating 
and they are naturally aware of service tax which increases the bill amount. Banking, inflation, interest rates are 
the grey areas which were answered by roughly 40% of the respondents. These areas are of utmost practical 
importance and hence, it seems that students are missing out on working knowledge of finance. Questions on 
risk and return, time value of money and comparison of various investment options were answered roughly by 
50-60% of the respondents which shows that there is a scope of improvement and separate modules can be 
developed which focus on investment and portfolio management with simulation projects as theoretical 
knowledge is not helping half of the student community.



As far as financial awareness is concerned, here also questions on banking, interest rates. Investment are 
the least correctly answered. This affirms the findings that low levels of literacy are attributable to lack of 
knowledge about working of banking system, different accounts, interest rates and evaluation of investment 
options. The financial awareness schemes are not having the desired impact as the young generation is not aware 
of the difference between various bank accounts, which account offers the highest interest rate, which investment 
options are more desirable from risk-return perspective etc.

Objective 5: To know “Is there any relationship between financial literacy, financial attitude and financial 
behaviour”

 There is a significant positive correlation between Financial Literacy, Financial Attitude and Financial 
Behaviour. This implies that high levels of Financial Literacy are associated with desirable financial behaviour 
and positive financial attitude so the same can be influenced by improving the levels of Literacy.



4. Conclusion
 The financial literacy level of youth (especially 
students) at Bangalore is found to be medium with a 
mean score of 13.69. Medium score is defined as 
answering 40%-60% of the questions on financial 
knowledge and financial awareness. Males are found 
to have greater financial literacy as compared to 
females, however both fall in medium category. This is 
in consonance with major studies conducted 
worldwide (Danes, 1987; Volpe et al (1996); Lusardi 
(2009) ; Brau). As far as income groups are concerned, 
financial literacy levels show “S” shaped relationship 
with respect to income levels. At low levels of family 
income, financial literacy levels are low, the literacy 
increases as income increases. However, when the 
income crosses 10 lakhs, the literacy levels decline. 
Students belonging to low income category have low 
level of knowledge as their families may not have 
surplus to invest. However, as family income 
increases, money matters are discussed at home and 
children also are involved in this. After income crosses 
a level, students can afford to be less financially 
concerned and their money matters become far less 
important to them. There is significant difference in 
financial literacy level of students belonging to 
Science-Commerce & Arts-Commerce. However, 
there is no significant difference in Financial literacy 
of students belonging to Science and Arts. Commerce 
students have significantly higher literacy level as 
compared to Arts and Science. This result is logical as 
Commerce students have more knowledge of business 
and related financial terms as a fact that Commerce 
field encompasses knowledge of Banking, Insurance, 
Taxation, Investment, Interest rates which contributes 
to financial literacy.
 On the basis of level of education, significant 
difference is observed in the financial literacy levels of 
undergraduate and postgraduates. Post graduate 
students have higher financial literacy as compared to 
undergraduates. It can be seen that as level of 
education increases, level of financial awareness and 
financial knowledge increases; and so does financial 
literacy. This shows that although college education 
has a positive impact on Financial Literacy, the 
component financial awareness is contributing more 
to the increase in Financial Literacy than Financial 
Knowledge.
 As far as influences are concerned, 73% of the 
students attribute their financial decisions to their 
parents. Teachers ( ) are sources for school and college
46% of the students. Relatives and textbooks are cited 
by the lowest percentage of students (42%). This 

means that most of the financial awareness of students 
come from the discussions at home; and as per their 
perception, role of school and college teachers is 
limited. Moreover, textbooks are cited by the least 
percentage of students. The role of teachers and 
textbooks is not helpful as per the students.   So there is 
a gap which should be addressed. Application oriented 
teaching, and experiential learning based on 
simulation projects should therefore be more 
encouraged. Textbooks can also be designed with 
practical examples. Students had the least awareness 
on banking sector, interest rates, inflation and 
investment options. These are the major areas which 
are of utmost practical utility and should be the focus 
of classroom learning. A positive correlation is found 
between Financial Literacy; Financial behaviour and 
Financial attitude. This shows that desirable financial 
behaviour and positive financial attitude can be 
fostered by increasing the levels of Financial Literacy.
4.1 Recommendations
  The  literacy  level  of  college  students  at  
Bangalore  is  found  to  be  medium.  Following 
recommendations are being made based on the 
findings of the study:
All major streams should incorporate a paper on 
 Personal Finance just like Environmental studies 
 and English courses in undergraduate syllabus 
 presently. Financial Literacy is akin to a crucial 
life  skill as all students irrespective of their  
 specialization require financial literacy. 
Most of the respondents could not answer basic 
 questions on banking system, interest rates,  
 inflation and investment. These topics can be 
  included in a separate module which can be 
offered  as an elective. 
 Females are shown to have low levels of literacy 
as  compared to males as this is the phenomenon 
  observed worldwide. Vocational courses 
should be  introduced in colleges which give 
preference to  female students for admission in the 
form of relaxed  e l i g i b i l i t y  n o r m s  a n d  f e e s  
concessions. Extra credit  may also be provided 
for females completing such  courses. 
 The government should conduct financial  
 awareness programs in schools and colleges in 
 Bangalore especially, and all across India 
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Abstract

 The Indian mutual fund industry has experienced tremendous growth in recent years. 
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and challenging decisions faced by investors.  Unfortunately, this can be an especially 
challenging task given the current financial information disclosure environment. The objective of 
this research was to explore which method of information disclosure and communication mode 
impacts investors' fund evaluations and investment intentions. The present study was done among 
the mutual fund retail investors in Kerala to identify the most preferred source of information and 
communication mode among the investors and also to find out whether there is any significant 
association between demographic factors  Results indicate that while investors continue to place .
too much emphasis on prior performance, the  summary information particularly in a graphical 
format, is the preferred communication mode and advice & recommendations influence 
perceptions and evaluations of mutual funds.
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1. Introduction
 The Indian mutual fund industry has experienced 
tremendous growth in recent years. Making wise 
financial investments is one of the most important and 
challenging decisions faced by investors. The success of 
an investment activity depends on the knowledge and 
ability of investors to invest, the right amount, in the 
right type of investment, at the right time. Investors need 
to identify those attributes or characteristics of mutual 
funds that are important while making investment 
decisions.  Unfortunately, the growth in the mutual fund 
industry has not been equally matched by the growth in 
its research on its purchase and selection. In fact, most of 
the research is focused on mutual fund performance. 
One of the selection criteria that are relatively untouched 
in the vast amount of mutual fund literature is the role 
played by sources of information and communication 
mode in mutual fund selection and purchase. Although 
research is limited, a strong relationship has been found 
between information source and purchase decision 
(Vinson and McVandon, 1978; Crosby and Stephans, 
1987; and Carroll, 1990). This can be an especially 
challenging task given the current financial information 
disclosure environment.
 Mutual fund purchase decisions involve both 
i n t e r p e r s o n a l  i n f o r m a t i o n  ( a d v i c e  a n d  
recommendations from brokers or agents, magazines, 
journals or newspapers etc.) and impersonal information 
(advertising, direct mails, databases from AMCs and 
published performance ranking etc.)
 The present study was done among the mutual fund 
retail investors in Kerala to identify the most preferred 
source of information and communication mode 
among the investors and also to find out whether there 
is any significant association between demographic 
factors.
1.1 Research Objective
 The primary objective of the study was to analyse 
the investors with respect to sources of information and 
communication mode in the context of their selection of 
various types mutual funds for their investments.
 To identify which is the most preferred source of 
 information and communication mode among 
 the mutual fund retail investors in Kerala.
 To find out whether there is any association among 
 the demographic factors and source of  
 information.
 To find out whether there is any association among 
 the demographic factors and communication 
 mode.
1.2 Testing of Hypothesis 
 The study was based on the formulation of the 
following null hypothesis: There is no association 

between demographic variables and source of 
information.
 There is no association between demographic 
variables and communication mode.
1.3 Literature Review
 In the purchase decision process, consumers may 
receive two types of information namely, interpersonal 
(formal and informal sources) and impersonal (mass) 
communication. For the mutual fund purchase decision, 
impersonal sources of information include advertising, 
direct mails, TV shows, databases, literature from 
AMCs and published performance rankings/ returns or 
statistics. Interpersonal formal sources of information 
include advice from brokers or agents, advice from 
chartered accountants or bankers, advice from analysts, 
books, magazines, journals or newspapers. Formal 
interpersonal sources include fee-based advisors and 
commission-based advisors. Informal interpersonal 
sources include family and friends, recommendations 
from business associates and colleagues, etc. In the MF 
studies the role played by sources of information in 
mutual fund selection process is greatly untouched. 
With the innovations and quantity of information 
picking the fund that most appropriately matches his/her 
personal risk- return trade off is a challenging task even 
for the knowledgeable investors.
 However, for that information to have a positive 
impact on the investor's decision-making process, it 
must be easily accessible and presented in a clear and 
understandable format. Vinson and Mc Vandon (1978)  1

establish that a strong relationship has been found 
between information source and purchase decision and 
subjects' information sources and their product concept 
recall. Mazis, Richard et al (1981)  opined that “the  2

provision of information in a choice situation typically 
can provide important consumer benefits such as 
improved decision making, enhanced product quality, 
and lower prices”. On the other hand Verrecchia (1982)  3

shows that risk-averse investors acquire less 
information. Engel, Blackwell, and Miniard (1986)  4

Research on the relationship between information 
sources and other purchase decision constructs is 
limited. In related research by Surprenant and Solomon 

(1987) the degree of personalization of a service 5 

encounter has been shown to impact the level of 
consumer satisfaction. Crosby and Stephens (1987) 6 

demonstrate that insurance customer's value, personal 
over impersonal information sources.
 Carroll (1990) argues that “a bank's retail customer 7 

mix may be enhanced through selective information 
presentation”. In Murrays study (1991)  “related 8

information source use to product category (goods 
versus services) and consumer experience; internal 
memory was preferred as a source of information to 



those with greater experience”. Capon, Fitzsimons and 
Prince (1996)  in respect of mutual fund “sources of 9

information act both as information source presenting 
information about other selection criteria and at the 
same time selection criteria themselves”. Alexander, 
Jones and Nigro (1998)  study suggest that there is 10

room for improvement in investor knowledge of the 
expenses and risks associated with mutual funds and  
more can be done to make mutual fund prospectus more 
useful to investors. Sirri and Tufano (1998)  studied the 11

flow of funds into and out of equity mutual funds. 
Consumers base their fund purchase decisions on prior 
performance information, but do so irregularly and 
disproportionately in funds that performed very well 
during the past period. Search cost seems to be an 
important determinant of fund flows. High performance 
appears to be most salient for funds that exert higher 
marketing efforts, as measured by higher fees.
 Jain and Shuang(2000)  examined a sample of 294  12

mutual funds that are advertised .They tested whether 
the sponsors select funds to signal continued superior 
performance or they use the past superior performance 
to attract more money into funds. Analysis shows that 
there is no superior performance in the post 
advertisement period. Advertised funds attract 
significantly more money in comparison with a group of 
control funds. Wilcox (2003)  says that “the sources of 13

information get transformed into selection criteria, 
which ultimately form intentions that help investors in 
decision making and researcher argue that sources of 
information and selection criteria are interrelated”. 
Peress (2004)  shows that wealthier investors value 14

information more and poor investors trade little even 
with very precise information. Peress shows “very risk-
averse investors benefit little from information because 
they would invest little in stocks even if they had very 
precise information”. Investigating investors' financial 
knowledge and perceptions of investment products 
explores ways to facilitate the most important and 
challenging decisions made by investors. The Federal 
Trade Commission, The Securities and Exchange 
Commission (SEC) and Woodward (2004)  have 15

investigated the possibility of mandating a standardized 
summary disclosure in order to improve consumer 
comprehension, facilitate fund differentiation, and 
increase awareness of key information .
 Graham, Harvey and Huang (2005)  found that 16

investors who feel competent trade more often. Bruce 
and Nalinaksha (2005)  aims to investigate whether or 17

not such information is present in advertisements for 
one investment vehicle  mutual funds.  The study 
concluded that, mutual fund advertisements are not 
providing the information necessary for optimal 
investment decisions. SEC (2006)  is sensitive that, the 18

ordinary investor faces a complex decision when 

choosing a mutual fund and thus the SEC provides a 
detailed online guide that describes numerous relevant 
factors related to risk, return and expenses. Fisher and 
Gerhardt (2007)  argue that “financial advice from 19

professionals should lead to a better self-evaluation by 
investors of their own skills and therefore to more 
rational investment decisions, with a clear positive 
impact on trading”. Ivkovic and Weisbenner (2007)  20

claim that “the word-of-mouth effect is a broad 
phenomenon that affects financial decisions made by 
individual investors for they may seek to reduce search 
costs and evade their lack of expertise by relying on 
word-of-mouth communication with those around 
them”.
 Calvet, Campbell and Sodini (2007) provide 21 

evidence that “active rebalancing is more pronounced 
for sophisticated households and irrational behaviour 
diminishes substantially with investors' wealth or with 
investors sophistication and investors' characteristics 
may have an impact on trading and on the acquisition of 
information”. John, Elizabeth and Michael (2008)  the 22

objective of the research was to explore whether a 
modified method of supplemental information 
disclosure impacts investors' fund evaluations and 
investment intentions. Results indicate that “while 
investors continue to place too much emphasis on prior 
performance, the provision of supplemental 
information, particularly in a graphical format, interacts 
with performance and investment knowledge to 
influence perceptions and evaluations of mutual funds”. 
Epstein and Schneider (2008) suggested that “the 23 

quality of the information signals has an influence on 
investor trading behaviour. News from a trustworthy 
source should lead to more trades and portfolio 
rebalancing than news from a less reliable one”. Huang 
Hui (2009)  study examined, how financial news  24

affected individual investors investment behaviour. It 
explores the financial news effect on investors, based on 
communication and behavioural theories. Study 
suggests that using of financial news had a strong effect 
on people's attitude, intentions and behaviour. Jayabal, 
Kasilingam (2011) study attempts to find out the 25 

characteristics of people using different sources and to 
identify the impact of sources of information on the 
choice of securities and expected returns. It was found 
that the information sources used is having impact on 
range of awareness, choice criteria, expected return, and 
saving motive. Study states that the source of 
information used is having indirect effect on both size of 
savings and choice of securities.
 Gupta and Chandra (2011)  study presents a  26

comparative analysis of retail and non-retail mutual 
fund investors with respect to sources of information in 
the context of their selection of various mutual funds for 
their investments. Factor analysis was used to extract 



the components viz; data and information, advice and 
recommendations, and published returns. Margarida 
and Victor (2011)  investigate how the strength of the  27

positive association between frequency of trading and 
information acquisition is dependent on investors' self-
confidence and on the sources of information used by 
investors. The results confirm that “the more frequently 
individual investors invest in information, the more they 
trade in financial products. 
1.4.  Research Methodology
 The population for the research study is the mutual 
fund retail investors of Kerala. The sampling unit of this 
survey is an individual, who is technically called as a 
'retail investor' who has invested in mutual funds during 
the period of study. For the research study, Kerala state 
was divided into three zones viz: South, Central and 
Northern zones. To analyse the geographical 
distribution of unit holders, the study was focused on 
Corporations, Municipality and Panchayath from each 
of these three zones. Retail investors of various Asset 
Management Companies and clients of various 
depository participants, and banks from each zone 
constituted the source list.
 To determine the sample size accurately, especially 
a study like this where there is no reliable source to 
determine the correct number of mutual fund investors 
in Kerala, the researcher used the power analysis based 
on the pilot study with 5% level significance (p value) 
and 90% power to determine the sample size. The 
maximum required sample size turns to be 442. The 
collection of data was based on multistage random 
sampling (geographical distribution of investors). A 
population sample survey among investors was 
collected from three zones.  After editing of 
questionnaire for completion, accuracy and consistency 
the researcher was left out with 472 questionnaires
Method for Data Collection 
 The primary data were collected using survey 
method. The methodology adopted was through 
questionnaire method.  Interview with AMC, Brokers 
and Experts were also carried out to gain more insight to 
the issue. The purpose of the survey was to understand 
the behavioural aspects of individual investors.
1.5 Analysis and Discussion 

The analysis of retail mutual fund investors with 
respect to sources of information and communication 
mode in the context of their selection of various mutual 
funds for their investments is done here. Primary data 
collected was used to assess the components of sources 
of information. The three components for source of 
information viz; advertisement, data and information 
and advice and recommendations, and four components 
for communication viz; information in graphical format, 
alphanumeric information, summary information and 

written text format (descriptive) were identified for 
analysis. Chi Square test was used to find out the 
association between these variables and demographic 
variables.
1.5a Source of Information

 Of the various sources of information for mutual 
fund investment, 50.2 percent of investors prefer advice 
and recommendation followed by 36.2 percent as data 
and information and only 13.6 percent relay on 
advertisement.
Ho:    There is no association between demographic 

variables (gender, age, and educational 
qualification, area of residence, zone, occupation, 
annual income, and annual savings) and source of 
information.

Ha:  Signif icant association exis ts between 
demographic variables (gender, age, and 
educational qualification, area of residence, zone, 
occupation, annual income, and annual savings) 
and source of information.  

The Pearson Chi square test was used to test the 
significance of the hypothesis. The significance 
values in the case of demographic variables 
namely age and annual income are less than .05. 
Hence the null hypothesis is rejected in the case of 
age and annual income stating that, there is 
association between the demographic variables 
namely age, and annual income to source of 
information. Investors belonging to different age 
and income group's significantly differ with 
sources of information. 



1.5 b. Preferred Communication mode

The most preferred communication mode among the investors is summary information with 34.75 percentage followed 
by graphical format with 26.70 percentage.
Ho: There is no association between demographic variables (gender, age, educational qualification, area of 

residence, zone, occupation, annual income, and annual savings) and communication modes.
Ha: There is association between demographic variables (gender, age, educational qualification, area of residence, 

zone, occupation, annual income, and annual savings) and communication modes.

 The Pearson chi square test was used to test the significance of the hypothesis. The significance values in the case 
of demographic variables namely gender and zone are less than .05. Hence the null hypothesis is rejected in the case of 
gender and zone. It can be inferred that, there is association between the demographic variables namely gender and zone 
to communication modes i.e; only gender and zone has significant influence in communication mode.



1.6 Major Findings and Suggestions
 Of the various sources of information for mutual 
 fund investment, 50.2 percent of investors prefer 
 advice and recommendation followed by 36.2 
 percent as data and information and only 13.6 
  percent relay on advertisement.
 There is association between the demographic 
 variables namely age, and annual income to source 
 of information. Investors belonging to different age 
 and income groups prefer different sources of 
  information.
 The most preferred communication mode among 
 the investors is summary information with 34.75 
 percent followed by graphical format with 26.70 
 percent.
 There is association between the demographic 
 var iable s namely gender  and zone to   
  communication modes i.e. only age 
and zone has  significant influence in communication 
mode.
 As lack of knowledge and thorough analysis of 
 investor leads to inappropriate responses in terms of 
 investment, investor's education programme  
 should be made compulsory before investing. 
 The wrong perception of investors via;  long-term 
 refers to a period of two to three years, returns are 
 not linked to market performance and other risk 
 factors has to be clearly  educated before selling the 
 mutual funds to the investors.
 As systematic investment plans (SIPs) are  
 emerging rapidly as an investment alternative 
 method of regular savings for investors having long 
 term commitments, more number of investors 
 should be attracted to this mode of investment.
 Better communication of scheme returns on a 
  relative basis to investors is required.
 Charges and loads play vital role in the mutual fund 
 selection. Therefore, the mutual fund companies 
 should regulate the charges to be paid by the 
  investors as mutual fund products are 
at a   disadvantage, compared with some 
other financial  products investments.
1.7 Conclusion
 The study evaluates the preference of retail 
mutual fund investors against sources of information as 
selection criteria and the communication mode. In 
short, it can be concluded that there is a significant 
association in retail mutual fund investors with respect 
to a few demographic factors. The findings of the study 
assume that, of the various source of information 'advice 
and recommendation' has great importance and 
'summary information 'is the most preferred source of 
information' among the retail investors in Kerala.

 The fact remains that in our country mutual funds 
are sold rather than bought and this trend has been 
observed uniformly across all classes of investors and 
for all kinds of products. To attract retail investors, a 
stable long-term performance by funds is most 
desirable. Asset management companies with a good 
track record over a period of time will be successful in 
drawing more funds from investors. Mutual funds need 
to be positioned appropriately as a long term product in 
the investor's mind. Distributors hence need to be 
incentivised adequately in order to sell the product 
correctly to investor's. The study will add to the  
knowledge of asset management companies, policy 
makers and intermediaries who can take advantage of 
the same and handle their financial and time resources 
for managing sources of information accordingly.
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ABSTRACT 
 Merger is the one of the business expansion strategy in the competitive world. Mergers occurs when 
two or more business organizations are combine together and they operate as a single entity. Merger may be 
horizontal, vertical and conglomerate. The basic idea behind the merger is, it creates synergy. ING Vysya Bank 
has merged with Kodak Mahindra bank with effect from 1st April 2015. This was considered a significant 
merger in the banking industry. By this merger, Kotak Mahindra Bank has become one of the leading player in 
the Banking industry in terms of market capitalization, employees and business. This study is tries to analyses 
the impact of merger in the Kodak Mahindra bank, analysis of pre and post-merger share price movements by 
considering samples, pre and post-merger EPS and analysis of SWAP. This study descriptive in nature and 
secondary data are used for the study. Statistical tools are used for data analysis. 
KEYWORDS: Mergers & Acquisition, Banking, Financial Parameters, Profitability 



 1. INTRODUCTION 
 In the globalized economy, Merger and 
Acquisitions (M&As) acts as an important tool for the 
growth and expansion of the economy. The main motive 
behind the Merger and acquisitions (M&As) is to create 
synergy, that is one plus one is more than two and this 
rationale beguiles the companies for merger at the tough 
times. Merger and Acquisitions (M&As) help the 
companies in getting the benefits of greater market share 
and cost efficiency. Companies are confronted with the 
facts that the only big players can survive as there is a cut 
throat competition in the market and the success of the 
merger depends on how well the two companies 
integrate themselves in carrying out day to day 
operations. 
 Merger creates synergy and economies of scale. 
For expanding the operations and cutting costs, 
Business entrepreneur and Banking Sector are using 
Merger and Acquisitions worldwide as a strategy for 
achieving larger size, increased market share, faster 
growth, and synergy for becoming more competitive 
through economies of scale. A merger is a combination 
of two or more companies into one company or it may be 
in the form of one or more companies being merged into 
existing companies or a new company may be formed to 
merge two or more existing companies. 
 The first merger in the banking sector was Bank 
of Bihar Ltd with State Bank of India on November 8th, 
1969. 
 Here the main focus is given to discuss about 
the impact of merger of ING VYSYA Bank with Kotak 
Mahindra Bank. 
2. REVIEW OF LITERATURE 
 Several studies have been conducted to 
examine the impact of mergers and Acquisition. 
 Anand Manoj & Singh Jagandeep (2008) 
studied the impact of merger announcements of five 
banks in the Indian Banking Sector on the shareholder 
bank. These mergers were the Times Bank merged with 
the HDFC Bank, the Bank of Madurai with the ICICI 
Bank, the ICICI Ltd with the ICICI Bank, the Global 
Trust Bank merged with the Oriental Bank of commerce 
and the Bank of Punjab merged with the centurion Bank. 
The announcement of merger of Bank had positive and 
significant impact on shareholder's wealth. 
 Lehto Eero & Bockerman Petri(2008) 
evaluated the employment effects of Merger and 
Acquisitions on target by using match establishment 
level data from Finland over the period of 1989-2003. 
They focused cross border Merger and Acquisitions as 
well as domestic Merger and Acquisitions and analyzed 
the effect of employment of several different types of 
Merger and Acquisitions. 
 Mantravadi Pramod & Reddy A Vidyadhar 

(2007) evaluated that the impact of merger on the 
operating performance of acquiring firms in different 
industries by using pre and post financial ratio to 
examine the effect of merger on firms. They selected all 
mergers involved in public limited and traded 
companies in India between 1991 and 2003, result 
suggested that there were little variation in terms of 
impact as operating performance after mergers. 
 Mehta Jay & Kakani Ram Kumar (2006) stated 
that there were multiple reasons for Merger and 
Acquisitions in the Indian Banking Sector and still 
contains to capture the interest of a research and it 
simply because of after the strict control regulations had 
led to a wave of merger and Acquisitions in the Banking 
industry and states many reason for merger in the Indian 
Banking sector. 
 Kuriakose Sony et al., (2009), focused on the 
valuation practices and adequacy of swap ratio fixed in 
voluntary amalgamation in the Indian Banking Sector 
and used swap ratio for valuation of banks, but in most 
of the cases the final swap ratio is not justified to their 
financials. 
3. RESEARCH METHODOLOGY 
3.1 OBJECTIVES 
 To find out the impact of merger of ING Vysya 
with Kotak Mahindra Bank Ltd. 
3.2 DATA COLLECTION AND TOOLS USED 
 The study is conducted based on secondary 
data. The secondary data collected from Bank's website, 
journals, BSE and other Websites etc. The tools used are 
't' test and graphical representations 
4.  BANKS PROFILES AND MERGER'S 
MOVEMENTS;- 
4.1 ING Group 
 ING Group, which owns 43% in ING Vysya, 
has indicated that it supports the proposed transaction. 
ING Group will become the largest non-promoter 
shareholder in combined Kotak. ING Group and Kotak 
intend to explore areas of cooperation in cross border 
business, on the basis of a Framework for Future 
Cooperation that has been entered into, subject to 
mutual agreement on specific terms and all laws and 
regulations. In addition to the experts who undertook 
valuation and issued fairness opinions, Ernst & Young 
LLP undertook due diligence review of ING Vysya for 
Kotak, and Amarchand & Mangaldas were legal 
advisors to Kotak. Pricewaterhouse Coopers 
 Private Limited carried out due diligence for 
ING Vysya and AZB & Partners were ING Vysya's legal 
advisors. 
4.2 ING Vysya Bank 
 ING Vysya Bank Ltd is a premier private sector 
bank with retail, private and wholesale banking 



platforms that serve over two million customers. With 
over 80 years of history in India and leveraging ING's 
global financial expertise, the bank offers a broad range 
of innovative and established products and services, 
across its 573 branches. The Bank, which has close to 
10,000 employees, is also listed in Bombay Stock 
Exchange Limited and National Stock Exchange of 
India Limited. ING Vysya Bank was ranked among top 5 
Most Trusted Brands among private sector banks in 
India in the Economic Times Brand Equity  Nielsen 
survey 2011. 
 ING is a global financial institution of Dutch 
origin offering banking services through its operating 
company ING Bank and holds significant stakes in 
listed insurers NN Group NV and Voya Financial, Inc. 
ING Bank's 53,000 employees offer retail and 
commercial banking services to customers in over 40 
countries. 
4.3 Kotak Mahindra Group 
 Established in 1985, the Kotak Mahindra Group 
is one of India's leading financial services 
conglomerates. In February 2003, Kotak Mahindra 
Finance Ltd. (KMFL), the Group's flagship company, 
received a banking license from the Reserve Bank of 
India (RBI). With this, KMFL became the first non-
banking finance company in India to become a bank  
Kotak Mahindra Bank Limited. The consolidated 
balance sheet of Kotak Mahindra Group is over Rs. 1.34 
lakh crore and the consolidated net worth of the Group 
stands at Rs. 20,554 crore (approx US$ 3.3 billion) as on 
September 30, 2014. The Group offers a wide range of 
financial services that encompass every sphere of life. 
From commercial banking, to stock broking, mutual 
funds, life insurance and investment banking, the Group 
caters to the diverse financial needs of individuals and 
the corporate sector. The Group has a wide distribution 
network through branches and franchisees across India, 
and international offices in London, New York, Dubai, 
Abu Dhabi, Mauritius and Singapore. 
4.4 Kotak Mahindra Bank 
 Kotak Mahindra Bank (KMB) offers complete 
retail financial solutions for varied customer 
requirements. The Savings Bank Account goes beyond 
the traditional role of savings, and provides a wide range 
of services through a comprehensive suite of investment 
services and other transactional conveniences like 
Online Shopping, Bill Payments, ASBA, Netc@rd, 
ActivMoney (Automatic TD sweep-in and Sweep-out) 
etc. Kotak's Jifi, a first-of-its-kind fully integrated 
Social Bank Account, redefines digital banking by 
seamlessly incorporating social networking platforms 
like Twitter and Facebook with mainstream banking. 
KayPay, the world's first bank agnostic payment product 
for Facebook users enables millions of bank account 
holders transfer money to each other at any hour of the 

day or night, without the need of net banking, or 
knowing various bank account related details of the 
payee. KMBL also offers an Investment Account where 
Mutual Fund investments are recorded and can be 
viewed in a consolidated fashion across fund houses & 
schemes. Further, the Bank offers loan products such as 
Home Loans, Personal Loans, Commercial Vehicle 
Loans, etc. Keeping in mind the diverse needs of the 
business community, KMBL offers comprehensive 
business solutions that include Current Account, Trade 
Services, Cash Management Services and Credit 
facilities. 
5. DATA ANALYSIS AND INTERPRETATION 
5.1 SWAP RATIO OR EXCHANGE RATIO 
 A stock swap occurs when shareholders' 
ownership of the target company's shares are exchanged 
for shares of the acquiring company as part of a merger 
or acquisition. 
 The Swap ratio was 725 shares in Kotak for 
1,000 shares of ING Vysya. 725 equity shares of Kotak 
of the face value of Rs, 5/- each fully paid-up was issued 
to shareholders of eIVBL for every 1,000 equity shares 
of the face value of Rs,10/- each of eIVBL held by them 
on the record date i.e. 17th April, 2015. Accordingly 13, 
92, 05,159 equity shares of Rs, 5/- each of Kotak were 
allotted at par to the shareholders of ING Vysya vide 
board resolution dated 21st April, 2015. The excess of 
the paid up value of equity shares of eIVBL over the paid 
up value of equity shares issued as consideration 
amounting to Rs,122.40 crore has been transferred to 
Amalgamation Reserve as per the Scheme of 
Amalgamation. 
5.2 MERGER IMPACT 
 As a result of this merger, the general impact on 
the number of branches, equity share capital and number 
of employees are illustrated below: 







 From the above graphs it is easily understood that there is a drastic change in terms of number of employees, 
branches and equity share capital of Kotak Mahindra Bank Ltd as a result of this merger. This will help the bank to 
improve the performance in future and have better market coverage. 
5.3 PRE AND POST MERGER SHARE PRICE MOVEMENT OF KOTAK MAHINDRA BANK LTD. 
 The following table and graph shows the movement of the share price (closing) of Kotak Mahindra Bank Ltd 
before merger and after merger. The merger effect from 1st April 2015 onwards. The closing share price for 15 days 
taken for the analysis. 



GRAPH NO  4 
GRAPH SHOWING THE PRE AND POST MERGER SHARE PRICE OF 

KOTAK MAHINDRA BANK LTD. 

5.4 HYPOTHESIS TESTING 
t-Test: Two-Sample Assuming Unequal Variances 
Null Hypothesis: There is no significant difference between the Pre merger and post-merger share price 
Alternative Hypothesis: There is a significant difference between the Pre merger and post-merger share price 

TABLE  3 
TABLE SHOWING THE MEAN, VARIANCE AND T VALUES OF PRE AND POST MERGER SHARE 

PRICE OF KOTAK MAHINDRA BANK LTD. 

Here the t value is higher than the table value. So it is understood that, there is significant difference between the share 
price before the merger and after the merger. 



5.5 ANALYSIS OF PERFORMANCE IN TERMS OF INTEREST, PROFIT AND EPS 

GRAPH NO  5 
GRAPH SHOWING THE PRE AND POST MERGER INTEREST EARNED, 

INTEREST EXPENDED, OPERATING PROFIT, 
PROFIT BEFORE TAX, NET PROFIT AND EPS OF KOTAK MAHINDRA BANK LTD. 

 From above graph it is clearly understood that the interest earned is very high compared to the pre-
merger. It has increased by more than 5000 croes. The interest expended, operating profit, profit before tax and 
net profit also more than pre merger. It indicates that, the Kotak Mahindra Bank's performance has improved 
after the merger with ING Vysya Bank. 



6. CONCLUSION 
 Merger have been the one of the main technique adopted by large companies as a part of their expansion 
strategy. Every merger make a significant impact on the market as well as on the company. In this study, by 
looking in to the financial figures, it is clearly understood that there is a significant favorable difference after 
merger. The Kotak Mahindra Bank has significantly improved and advanced in terms of number of branch, 
employees and in terms of other financial figures. The decision to go for the merger was cent percent correct from 
the side of Kotak Mahindra Bank Ltd. 
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Abstract: Film making is a very challenging process and it involves multiple stages which can last from 
few months to years. Now days, Film marketing is becoming as important as actual making of the film. 
Film marketing has a long history where it has gone through the age of posters, hoardings, print ads etc. 
New media and Social Media are the latest addition to this list. Film has also started utilizing the potential 
of new media & social media completely in terms of marketing and promotions. Malayalam film industry 
is too not far behind. It has also used new media as well as social media forum to make people aware of the 
film and to drive them towards theatre. This paper shows how Malayalam movie industry has undergone 
various changes in terms of promotion and finally it harps on how contemporary movies use social media 
(considering YouTube also as a social media platform) platform to promote their work successfully. This 
paper is detailing about the growing trend on using social media for the film promotion and marketing in 
Malayalam Films with special reference to Facebook and YouTube. 
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Film is the of the most popular and young art form 
which always had fascinated the audience from the time 
of its inception. Although young in comparison to other 
conventional mass medium, the powerful combination 
of moving images finely blended with sound helps to 
create direct and deepest impact on mass. The 
circumstances in which people have watched film has 
undergone significant changes over time but interest in 
film has remained constant. Films are designed to have 
an effect on audience. Film industry makes film and 
needs audience to pay and watch them. (David 
Bordwell, Film Art, an 2 Introduction, 2008). Film 
making is always challenging as the trends in movie 
industry is highly volatile and unpredictable. 
 Film marketing and Promotion is important part 
of any movie as it involves high financial investment. 
Along with providing an entertainment value, 
commercial success of the movie is also very important. 
Without proper marketing, a film with fantastic plots, 
characters, sets fail to attract audience. So, today film 
marketing is as important as film making. 
The beginning of Malayalam Films 
 Before there was the Internet, production 
studios had to advertise through print media. Even 
before that there was period printed letters were the only 
invitation for the audience. When the first sound film in 
Malayalam Balan was released in 1938, invitation letter 
was replaced by a promotional notice which can be 
considered the earlier form of today's movie posters. 

 

 Thereafter for many years' Malayalam Films 
had witnessed a steady growth in marketing a film. 
During the period 1950- 1980, we had seen different 
traditional movie marketing steps in the form of notices, 
wall writings, print advertisements etc…. Late in 90s, 
theatrical trailers were introduced in Malayalam movie 
and those trailers were used to exhibit in theatres and 
other public exhibitions of movies. Quality of trailers 
started changing as new technical advancements came 
in the movie industry, also the nature of wall paintings & 

posters changed by the arrival of hoardings and bill 
boards. However, all these period Malayalam film 
industry was bit reluctant in spending more budgets for 
marketing a movie 3 compared to Tamil and Hindi 
films. During the period 2000-2010, internet became 
more accessible and cheap. During this period different 
exclusive online movie promotional website were 
launched in India namely nowrunning.com, 
filmibeat.com etc…, slowly these platforms started 
covering Malayalam movie industry too. 
Evolution of New Media and Social Media 
 After 2010, New Media & Social Media 
became the leaders in online marketing segment in line 
with technological changes. According to Christopher 
S. Penn, if the marketing and communications strategy 
is centred on new media, the focus must be on the 
creation of valuable content first, distribution second. If 
the marketing and communications strategy is centred 
on social media, the focus must be on the creation of a 
valuable network first, content second of a valuable 
network first, content second. Facebook, YouTube, 
WhatsApp, Twitter, Instagrm etc… are the prominent 
New/Social m Though it is a new media edia platforms .
, Youtube is also considered as a social media platform 
as it provides an opportunity for social sharing and 
interactions. 
Digital Era in Movie Marketing 
 In 2011, Social Media emerged as an important 
marketing tool for Malayalam movies. Box office 
success of movies like Traffic, Salt n' Pepper, Chappa 
Kurishu etc… owes a great to social media marketing. 
Salt n' Pepper was the first Malayalam movie 
acknowledged its Facebook friends for the promotional 
support when it was released. This was also thetime 
digital posters started gaining more attraction. There 
was a time in Malayalam cinema, when movie posters 
were solely looked upon as a notice for a film's release. 
They were meant to be mere wall posters that would 
come up at the time of release and maybe after the 
completion of 50 days or 100 days of theatrical run. 
When movie posters started getting wide attention in 
Social/New media, the style of poster design also has 
had a paradigm shift. 

Promotional Notice of Balan (1938) 
(Source: https://en.wikipedia.org/

wiki/Balan_(film)#/media/File:Balan_1938.jpg) 

One poster of Salt & Pepper which was used for 
digitalmarketing (Source:http://www.filmibeat.com

/malayalam/news/
2016/best-malayalam-film-posters-219503.html) 

https://en.wikipedia.org/
http://www.filmibeat.com


 In 2012, Aashiq Abu's movie, 22 Female 
Kottayam used YouTube effectively for its promotion by 
launching a series of short videos conveying the 
message on empowering women. Another movie in the 
same year, a musical-romantic Thattathin Marayathu 
drama film written and directed by Vineeth Sreenivasan 
had successfully used YouTube in promoting the trailer 
and teaser. The official YouTube channel of the movie 
was created by the director himself. The trailer & teaser 
of the movie had more than 1 Million views. Thattathin 
Marayathu managed to earn a profit of Rs. 9.8 crore. 
(http://zeenews.india.com/entertainment/regional/year
-of-small-films-at-southern-box-office_125047.html ). 
The song "Enthanu Bhai" from the movie ' ' Da Thadiya
which was officially released in YouTube few weeks 
before the release of the movie was a tremendous 
success and registered 4 lakh hits in the Internet within a 
month of its release. 

Different experiments with viral videos 
 Out of 158 movies released in the year 2013, a 
handful of them were commercially success. YouTube 
and Facebook had major role in successful promotion of 
these movies. The popular number 'Pistah' sung by 
Shabareesh Varma from the film ' ' was an Neram
experimental online marketing project for the online 
promoting team. The song has since then crossed 1 
Crore views and has also won the 'Most Viral Video' 
award in the Social Media Day awards, 2014. The song 
helped a lot in gaining audience when the movie was 
released after 2 months of song release. Later, some part 
of this song was used in IPL 2016 Promo Song. 
Bangalore Days - First Malayalam movie with 1 
Million Facebook fans 
 In 2014, with the advent of social media and 
digital technology, movie marketing in Mollywood was 
acquiring new dimensions .For instance, for days before 
the release of Anjali Menon's Bangalore Days on Friday 
(May 30), the makers of the film have been running an 
innovative marketing blitz. Apart from utilising 
'conventional' promotional channels YouTube and 
Facebook, the film's campaign has simultaneously 
tapped other popular social media and mobile platform 
such as Instagram, Twitter, Pinterest, We Chat and 
Whatsapp. In fact, Bangalore Days is perhaps the first 
Malayalam film to have been promoted using 
WhatsApp, a smartphone app that allows users to 5 
exchange messages for free. The trailer of the film, 
released two week ago the release of the movie was 
trending on YouTube India, and had crossed eight lakh 
views within 10 days. What we have been successful in 
doing is reaching out to our core target group  the young 
audience  through multiple mediums. (The Hindu, 28, 
May 2014). Marketing team released the song 

'Maangalyam' first because it was a wedding song that 
featured all the three leads and other important members 
of the cast of the movie. Prior to the release of the song 
team put up a video of Nivin Pauly talking about 
spending time with his cousins. The release of the trailer 
was also planned well through social media and it 
created an option before fans to ask questions about cast 
and other details which in turn became the talk in the 
city. became the first Malayalam Bangalore Days 
Movie to reach 1 Million fans in Facebook and it was the 
first Malayalam movie that crossed 1000 followers in 
Instagram. 

 Official Facebook page of Banglore days on 
31st December 2014 after reaching I Million fans Often 
the stars of the movie are also roped into promote the 
film through social media. Before the release of How 
Old Are You, for instance, its heroine, Manju Warrier, on 
her Facebook page, interacted with fans in a live web 
chat, responding to questions from fans. Movies like 
Iyobinte Pusthakam Varsham, 1983, Ohm Shanti , 
Oshana etc… used Facebook fan pages effectively for 
movie marketing. 
 Premam (2015), the sensational hit of the year, 
had shown some awesome tactics through Social Media 
Marketing. The movie experimented different 
promotional strategies where it reached the theatre 
without an official trailer rather two of the songs in the 
movie created great waves through the social media. 
The Facebook fan pages of the movie has 6 
approximately 6 Lakhs followers, the page exists even 
after 2 years of its commercial release. 
 Other commercial success of the year Oru 

Premam Movie Official Facebook Page 

http://zeenews.india.com/entertainment/regional/year


Vadakkan Selfie , Ennu Ninte Moideen & Charlie were 
also successful in having more than 1 Lakh likes in 
official page of the movie. YouTube release of songs 
from the movie had warm Ennu Ninte Moideen 
reception with more than 1 Million views. 
Experiments with Facebook live 
 The 'Monsoon Mangoes Micro film Mela' was a 
novel online game that the team has planned as a part of 
the marketing strategy for Fahad Fazil's movie, 
' ' which was released in January Monsoon Mangoes
2016. During the promotions of the hit movie of 2016, 
Maheshinte Prathikaram, Director Dileesh Pothan and 
actor Fahad Fazil had come in Facebook live to interact 
with audiences' as part of movie promotions. Actors, 
Director and producer visited many theatres across 
Kerala and response were taken into online platform 
using Facebook for larger audience. The team could 
integrate the offline promotions successfully with an 
online platform especially in Facebook. Other major 
hits of 2016 such as Action hero Biju, Jacobinte 
Swargarajyam, Oppam etc… had successful reach in 
Facebook with more than 1 Million Page followers. 
Trailer of another Malayalam movie Oppam was in the 
trending list of Youtube India. The trailer of the movie 
was edited by known movie director Alphonse Puthren 
and was perfect in drawing the attention of the audience 
by creating a suspense element and the movie went on to 
collect Rs. 63 crore worldwide 7 
 In 2016, when Kabali wave hit all across South 
India, Malayalam Movie has seen some magical 
marketing efforts for the Mohan Lal movie, 
Pulimurgan. The official Facebook page has got huge 
fan followers before the release of the movie. Teaser and 
trailer of the movie had received huge receptions from 
the audience. Promoters effectively utilized the reach of 
WhatsApp in circulating the posters of the movie. 
YouTube channel of the promoters is still active even 
after 150 days of the release with its HD version of songs 
and making videos. is still running to Pulimurugan 
packed houses in more than 80 centers across the Kerala 
has so far collected Rs. 152 crore worldwide. (Nair, Sree 
Prasad , January 2017). 
 Before the release of the recent movie Ezra, 
Prithvi Raj came in Facebook live to interact with the 
audience. This is was one of successful Facebook live 
with 1.8 M views (Original  Statics from 
www.facebook.com/PrithvirajSukumaran Retrieved 
24, February 2017). 
  According to topmovierankings.com teaser of 
the movie was the most Jomonte Suvisheshangal 
viewed trailer/teaser in Malayalam Films (11, February 
2017, https://www.topmovierankings.com/ blogs/most-

viewed-malayalam-trailers-or-teasers-in-24-hours, 
Retrieved 24 , February 2017.) 8 
Teaser war in 2017 
 Teaser war became more intense in 2017, three 
upcoming movies in Malayalam Oru Mexican 
Aparatha (1.8M views ), Godha ( 1M views ) & The 
Great Father (1 M views ) were in the top 10 trending list 
of YouTube India on 13th February 2017. Promoters of 
The Great Father claim that the teaser of the movie had 
received 6 Million views in Facebook till the last week 
of February. This movie used cross posting option in 
Facebook successfully for first time in Malayalam 
Films. 
 Many of the movie reviewing website and 
online promoters use Facebook as the best medium to 
reach a larger audience (Cinemeprthan,Muyal Media 
etc…) . Marketing platforms executed via Facebook are 
open to easy duplication by competitors. Rival business 
owners can easily pose as "friends" or "fans" to gain 
access to one's content. Photos, artwork and other 
images posted to the site are easily accessed and reused 
by visitors and can show up in other places you may not 
approve of. 
 The official Facebook pages of actors which 
was created for their personal branding now helps a lot 
in movie promotions. Many celebrities make post in the 
pages by supporting their friend's movies and this is a 
win-win marketing strategy. The Facebook pages 
generally lack official content and in most of the times 
are covered with official pictures of the casts. It may be 
useful for those who are already aware of the movie but 
not to those who wants to know the real content of the 
movie. As limitation is very much part of a creation, 
social media should also be utilised in proper channel to 
overcome its barriers. Despite of fake fan pages, 
negative tweets and posts, it should be said that social 
media platform has only given the chance to film lovers 

Prithviraj is on Facebook live for the 
promotion of movie Ezra

http://www.facebook.com/PrithvirajSukumaran
https://www.topmovierankings.com/


to interact regarding a movie in such a huge manner. (Bhattacharyya Mausumi, Dasgupta Debastuti, 2014) 
Post release promotion may even sometimes help a movie to raise its revenue especially in YouTube through 
the release of songs and short scenes. The more people like and engage with a particular movie page, more the 
chance of their friends to view the page. 
Conclusion 
 Today, Social media is seen as a game changer rather than passing trend because of its interactive 
power and converging ability with different sectors of media. It also creates avenues for combining traditional 
media with new /social media and it helps to get more effective result on the audience. A balanced mix of 
traditional and new media tools with a solid element of creativity will be unstoppable in movie marketing. A 
close analysis on past few years shows that social media has revitalised the field of film marketing scenario in 
Malayalam Films in tune with the advancement of technology and this journey will be always 'to be continued 
' in new shape and forms . 
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ABSTRACT

 The concept of green marketing has been pivotal for ecological and environmental conservation. 
Over the years green marketing as a concept has not evolved to the expected level making it more a 
myth than a treasure. Traditionally the increased awareness about health and sustainable development 
had forced the marketers to go green. But significant levels of vagueness in the concept of 'green' have 
made the term green marketing unsuccessful as it is today. Problems exist for the marketers in 
developing a green product were significant compromises have to be made with resources, cost and 
profitability. To make the concept 'green' a reality, there should be a widely accepted level of awareness 
with defined standards called green. This would be possible only if both the marketers and consumers 
think and act alike towards the concept called 'green'. The wide specifications towards green products 
and services need to be defined and there should be clear differentiation towards green products making 
green branding possible. The available remedies of awareness, encouragement and motivation towards 
'going green' should be brought in the minds of consumers to help the green marketers go ahead with 
green marketing making it a more sustainable concept. The administration (government) need to 
improvise and make better the incentives to those marketers and industries who promote the green 
concept. Hence efforts need to be made by the administration to establish a body or board to give clear 
specifications and differentiation in making green branding and green products more acceptable among 
the consumers. Mere proclamation about green marketing would not help the world 'go green', there 
need to be a more concerted effort towards green awareness to make green marketing successful and 
sustainable.
Keywords:
Green marketing, Green awareness, Green branding, Green concept, Green market
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GREEN AWARENESS FOR SUSTAINABLE 
GREEN MARKETING
Introduction
 The origin of the term 'green' is unclear; any how 
the concept is meant to define renewable, sustainable 
and eco-friendly processes, products and energy. It is 
important in the current scenario, because the world 
population faces many environmental problems. It is not 
just the current generation that must deal with this 
massive crisis; it will be a challenge for future 
generations if greater action in this direction is not taken. 
 Business being an important component of the 
society can play an important role in preserving the 
environment. Technical innovations and modernization 
as a whole and especially from the businesses part have 
negatively affected the environment by compromising 
human health, safety, endangering natural ecosystem, 
biodiversity having cumulative impact on global 
systems and depleting natural resources. It is in this 
context green awareness becomes relevant and 
important one in surviving the world from disruption, 
where the external environment is changing at lightning 
speed is to be environmentally conscious or aware and 
to act in accordance with the consciousness that you 
perceive.  In the modern era of globalization, it is a 
challenge to cater the needs of the customer without 
compromising natural and environmental conservation. 
Consumers are also aware about the environmental 
issues and its impact. In order to tackle this 
environmental and health problems created by 
marketing activities there need a switch over to the 
concept of green marketing. 
 According to American Marketing Association, 
green marketing is the marketing of products that are 
presumed to be environmentally safe (K.L., 2009). 
Thus, green marketing is a broad range of activities 
including product modification, changes to production 
process; packaging changes as well as modifying 
advertising (Shadrack, 2010). It is an attempt to protect 
consumer welfare and environmental conservation. It is 
a marketing philosophy that promotes producing and 
selling of eco friendly products with protection of 
ecological balance. Green environmental and eco 
marketing are the part of new marketing approaches that 
the marketers adopt since the customers started to be 
more conscious about the importance of being green.
 The paper would focus on the aspects that restrict 
green marketing from being a sustainable concept and 
would attempt to suggest measures to make the green 
concept more sustainable.
Objectives
1. To identify the aspects (factors) that restricts the 
 consumers towards green marketing if any.
2. To identify the new or innovative measures for 

 sustainable green marketing.
METHODOLOGY
 Theoretical framework would stand to establish 
the objectives. Unbiased methods would acquire the 
literature from various studies to substantiate the topic 
of discussion to arrive at the meaningful findings and 
suggestions. More insights would be given as to the 
future scope of investigation in this relevant area. 
LIMITATIONS 
1. Analytical restraints exist as the concept relies on 
 previously collected data.
2. Green awareness is a widely deliberated topic and 
 scope is limited to the objectives mentioned in 
 this paper.
REVIEW OF LITERATURE
 (McKinsey, 2008) report based on the survey 
conducted in Brazil, Canada, France, Germany, India, 
United Kingdom and the United States has revealed 
that, consumers say that they are concerned about the 
environment and worried about the air pollution, 
depletion of natural resources, hole in the ozone layers, 
shrinking of animal habitat etc. Further to this, the report 
has indicated that, 87% of these consumers are 
concerned about the environmental and social impacts 
of the products they buy. However, when it comes to 
actual purchase, the purchase behavior differs from 
what they say. It may be because of consumer's laziness, 
not sincere towards environment. But, it may not be the 
only reason for not buying the green product. It may be 
consumers are not properly educated about the benefit 
of green products or it may be firms are not been able to 
make the green products which can satisfy consumers 
by fulfilling their needs. Many customers buy Green 
Product for non-green reason without even knowingthat 
they are green or not necessarily for environmental 
reasons while buying the product. 
 (Roshnyunnikrishnan, 2012) In the study on “A 
Study on Customer Awareness of Green Marketing and 
Green Brand Effectiveness” has examined the factors 
such as customer awareness of green brands, customer 
perception regarding price, availability, greenness and 
effectiveness. The study also analyses whether the 
customers perceive companies marketing green 
products as being socially responsible. It was concluded 
that the consumer behavior going is to be greatly 
influenced by the greenness of the product on one side 
and decreased price and increased utilities on the other 
side.
 The study by  responded to (Banerjee, 1993)
developments of green marketing by pronouncing that 
“green is in, no question about it”. Others writers 
continued to aver that the “green market appears to be 
real and growing” , and “expanding at a  (Menon, 1997)
remarkable rate” (Schlegelminch, 1996)



 Several high ranking research agendas of going 
green include ; (Greenfiled, 2004) (Maignan, 2002)
(Williams, 2001) (Pearce, 2005);  appears to be 
reflected in theoretical and managerial discussions that 
argue 'not only is doing good the right thing to do, but it 
also leads to doing better  As a  (Bhattacharya, 2003)
result, going greenhas moved from ideology to reality, 
and many consider it necessary for organizations to 
define their roles in society and apply social and ethical 
standards to their businesses ( ). Lichtenstein et al. 2004
Although companies increasingly adhere and 
demonstrate their commitment to going green 
( ), many struggle with this Pinkston and Carroll 1994
effort ( ).Generally, consumers Lindgreen et al. 2009
become more willing to purchase products which are 
more environmental friendly ). Today, (Krause, 1993
there are more consumerswith responsible and 
environmental attitudeswho generally prefer 
purchasing products whichgenerate a minimum 
detrimental impact on theenvironment. The society 
becomes more concerned with the environment and, in 
turn, companies are forced to change their behaviors 
with regard to compliance with the society's 
environmental concern ( ; , Ottman, 1992 Peattie, 1992
1995 Vandermerwe and Oliff, 1990; ). Companies can 
utilize the idea of green marketing to generate and to 
facilitate any exchange intended to satisfy customers' 
environmental needs or wants ( ).Polonsky, 1994
 Prothero, A. (1998) introduces several papers 
discussed in the July 1998 issue of 'Journal of Marketing 
Management' focusing on green marketing. This 
includes; a citation of the need to review existing 
literature on green marketing, an empirical study of 
United States and Australian marketing managers, a 
description of what a green alliance look like in practice 
in Great Britain, ecotourism and definitions of green 
marketing. 
 Oyewole, P. (2001). In his paper presents a 
conceptual link among green marketing, environmental 
justice, and industrial ecology. It argues for greater 
awareness of environmental justice in the practice for 
green marketing. A research agenda is finally suggested 
to determine consumers' awareness of environmental 
justice, and their willingness to bear the costs associated 
with it. 
 Prothero, A.& Fitchett, J.A. (2000) argue that 
greater ecological enlightenment can be secured 
through capitalism by using the characteristics of 
commodity culture to further progress environmental 
goals. Marketing not only has the potential to contribute 
to the establishment of more sustainable forms of 
society but, as a principle agent in the operation and 
proliferation of commodity discourse, also has a 
considerable responsibility to do so. 
 Kilbourne, W.E. (1998) discusses the failure of 

green marketing to move beyond the limitations of the 
prevailing paradigm. The author identifies areas that 
must be examined for their effect in the 
marketing/environment relationship, namely 
economic, political and technological dimensions of the 
cultural frame of reference. 
 Karna, J., Hansen, E. &Juslin, H. (2003) 
interpret that proactive marketers are the most genuine 
group in implementing environmental marketing 
voluntarily and seeking competitive advantage through 
environmental friendliness. The results also give 
evidence that green values, environmental marketing 
strategies, structures and functions are logically 
connected to each other as hypothesized according to 
the model of environmental marketing used to guide this 
study. 
 Donaldson (2005) in his study realized in the 
Great Britain initially concluded that in general the 
ecological attitude of consumers changed positively. 
This study reported the strong faith of consumers in the 
known commercial brands and in the feeble behavior 
referring to the "green" claims, which was the main 
cause behind the consuming failure to interpret their 
concerns beyond the environment in their behavior. 
 Alsmadi (2007) investigating the environmental 
behaviour of Jordanian consumers reveals a high level 
of environmental conscience. Unfortunately however 
this positive tendency and preference in the "green" 
products does not appear to have any effect on the final 
decision, obviously because these consumers have a 
stronger faith in the traditional products and a small 
confidence in the green statements. The above obstacles 
are further strengthened by the lack of environmental 
conscience by a lot of enterprises and the existence of a 
large scale of prices for the same product, many of 
which included an impetuous estimate of  
environmentalresponsibility. The same phenomenon 
has been presented in other researches too 
(Ottman,2004; Donaldson, 2005; Cleveland et al, 
2005).
 Brahma, M. &Dande, R. (2008), The Economic 
Times, Mumbai, had an article which stated that, Green 
Ventures India is a subsidiary of New York based asset 
management firm Green Ventures International. The 
latter recently announced a $300 million India focused 
fund aimed at renewable energy products and 
supporting trading in carbon credits. 
 Sanjay K. Jain & GurmeetKaur (2004) in their 
study environmentalism have fast emerged as a 
worldwide phenomenon. Business firms too have risen 
to the occasion and have started responding to 
environmental challenges by practicing green 
marketing strategies. Green consumerism has played a 
catalytic role in ushering corporate environmentalism 



and making business firms green marketing oriented. 
Based on the data collected through a field survey, the 
paper makes an assessment of the extent of 
environmental awareness, attitudes and behaviour 
prevalent among consumers in India.
 Consumers' environmental concerns are related 
to the interest towards the biophysical environment and 
its problems related to the consumer and the 
surroundings. It has been noted by foregoing research 
that women were more concerned about the 
environment than men . It has also  (Murphy et al. 1978)
been stated that consumers express environmental 
concerns based on product characteristics, accuracy of 
green product claims, information provided on the 
products and its benefits (Forkink 2010; Luchs et al. 
2010) Barr and Gilg (2006).  found that committed 
individuals or mainstream environmentalists skewed 
and put forward a higher importance on environmental 
issues where they develop a high level of concern and 
express a personal responsibility and moral obligation to 
play their role to help the environment. By clearly 
communicating the benefits of a product on the 
packaging or in advertising, negative perceptions 
towards an environmentally friendly product's 
effectiveness i.e., their environmental concerns can be 
surmounted  (Luchsetal. 2010).
 A green product refers to a product that is 
typically nontoxic, originally grown, recycle/reusable, 
not tested on animals, not polluting the environment and 
minimally packaged; and contains natural ingredients, 
recycled content and approved chemicals (Ottman 
1998; Pavan 2010). Price is the attribute that consumers 
reflect on when making a green-purchasing decision. 
Consumers are less likely to purchase green products if 
they are more expensive (Blend and van Ravenswaay 
1999; D'Souza et al. 2006). However, there were a 
group of environmentally conscious consumers, i.e., 
more than 80 percent of Thai, Malaysian and Korean 
consumers from the emerging markets in the region, 
who are willing to pay premium price to purchase 
environmental product (Dunlap and Scarce 1991; 
Lung 2010). D'Souza et al. (2006)  noted that all 
products offered should be environmentally safe 
without a need to trade off quality and/or pay premium 
prices for them.
 Brand image is related to a consumer's perception 
on the image of the products with green labels or images. 
A brand image common to a consumer's eye can help 
companies to introduce new brands and improve sales of 
existing brands . Consumers (Markwick and Fill 1997)
are less likely to purchase greenproducts if they are 
unfamiliar with the brand  (Glegg et al. 2005).
Companiesthat create ads that are more focused on 
green, eco-friendly image willinfluence their customers' 

purchasing decisions. Users like to associate themselves 
with companies that have a brand image associated with 
the environment. Consumers changed their buying 
behaviour and purchase products they considered green 
( . This is because related marketing Ottman 1993)
campaigns on green products can help companies in 
increasing brand awareness and building positive 
corporate image in the minds of the customers (Adkins 
2004; Varadarajan and Menon 1988). 
FINDINGS
1. There is a general concern among the consumers 
 about the environmental and social impacts of the 
 products they buy and hence there is a preference 
 for green products.
2. The consumers differ on their concern for  
 environment when it comes point of purchase. The 
 reasons could be due to non-awareness about the 
 benefits of green products
3. The customers may purchase green products for 
 non-green reasons too, i.e. without knowing that 
 they are not green, so it indicates the unsuccessful 
 zone of green marketing.
4. Consumers purchase on green product is highly 
 influenced by the greenness of product, decreased 
 price, and increased utilities.
5. Green market appears to be real, growing and 
  expanding at a remarkable rate. In order to meet 
the  environmental needs, companies going green have 
 moved from ideology to reality.
6. At present, companies going green face many 
 challenges and struggles for implementing green 
 marketing.
7. Even though green marketing concept was shifted 
 from ideology to reality, to move beyond the 
  limitations of the prevailing paradigm is its 
failure.
8. Proactive marketers are the most genuine group in 
 implementing  environmental  marketing  
 voluntarily and getting competitive advantage 
 through environmental friendliness.
9. The strong faith of consumers in the known  
 commercial brands and in the feeble behavior 
 referring to the 'green' claims, which was the main 
 cause behind the consuming failure to interpret 
 their concerns beyond the environment in their 
 behavior.
10. Unfortunately the positive tendency and preference 
 in the green products does not appear to have any 
 effect on the final decision, obviously because these 
 consumers have a stronger faith in the traditional 
 products and a small confidence in the green 
  statements.



11. Unless some regulatory bodies are involved in 
 providing the certifications, there is no  
 standardization to authenticate the marketing 
  messages from green campaign.
12. Even though Indian literate and urban consumer is 
 getting more aware about the merits of green 
  products, still 'green' is a new concept for the 
  masses.
SUGGESTIONS
1. Educate the consumers about the advantages of 
 using green products through green marketing 
 campaign. So they will agree to pay premium 
  amount for green products.
2. Be transparent and genuine in the production of 
 green products and all the activities done by the 
 company should be environmental friendly.
3. Offers and discounts should be provided for the 
 customers who prefer green products than  
 traditional product.
4. Reinforce by law the existing green marketing 
 practices like carbon dioxide reduction technology, 
 quality standards like ISO 14001, digitalizing in 
 order to make green marketing more sustainable.
5. Government should provide tax exemptions, 
  reliefs, and deductions for those companies 
  whichmanufacture green products.
6. An environment committee should be introduced in 
 order to take up all initiatives of green marketing 
 campaign.
7. An international or national body or committee 
 should be introduced to define green specifications.
8. Awareness programme should be conducted both 
 by the company and government in order to  
 familiarize the concept of green to the consumers.

CONLUSION
 With the advent of scientific and technological 
innovations it paves way for enormous economic 
growth, intense competition and mass production. 
These leads to the exploitation of natural 
resourceswhich are scarce.Global warming, ozone 
depletion, land degradation, greenhouse gases etc. are 
there after effects. The collective tears for saving our 
planet lead to the concept of green. Green marketing 
became the motive of those companies who are concern 
about their consumers and environment. They realized 
that only by adopting green marketing they can 
withstand with the competition. Green marketing 
practices and awareness are executed by many 
companies. But still it doesn't reach its full potential. So, 
green marketing is in its infancy.  It wants to grow more. 
It can grow only with the assistanceof government, 
marketers and also the consumers. Some more 
ingenuities should be undertaken by all the stakeholders 

inorder to boost up the growth of green marketing in its 
full potential.Green marketing becomes fruitful only 
after achieving sustainability. If green marketing 
initiatives are for shorter period it doesn't become 
effective. It is indispensable for implementing more 
initiatives and emphasizing existing practicesto keep 
green marketing sustainable. Green marketing should 
be the norm for all companies and legally and forcefully 
green marketing should become their prime aim. 
Sustainable green marketing is looked-for present and 
future generation.
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Spiritual marketing has turned out to be a unique concept as it affects the consumption behavior 
of the masses. is an Indian brand of Ayurvedic, herbal and wellness productsthat has capitalised Patanjali 
on this changing consumer behaviour and has captured more  by its savvy  and smart markets marketing
pricingthereby making it the fastest growing FMCG company in India. It has been included in a “Wish 
You Were Listed” report by CLSA which estimates it to be bigger by revenue than Jyothy Laboratories 
and Emami. Patanjali was worth Rs 3000 cr in the FY15 as per the CLSA report. Patanjali, or as Forbes has 
labelled it  India's Body Shop, has taken over the markets with a storm threatening the existing market 
leaders like Colgate, Unilever, Nestle and GlaxoSmithKline.Patanjali operates via 3 business segments, 
viz., foods (30 types) (foods, supplements, digestives, dairy, juices, etc), FMCG (cosmetics (45 types) 
(shampoo, soaps, face wash), home care (detergent cakes, powder, liquid, etc) and Ayurvedic products 
(healthcare products for blood pressure, skin diseases, joint pain, etc). The company manufactures 444 
products and goes with the slogan . Best product quality, competitive prices, “Prakriti ka Ashirwad”
usage of pure raw materials, innovation, minimum profits, use of natural ingredients, Ayurveda and the 
finest distribution chain are the major factors responsible for Patanjali's success in the FMCG market  The .
advertising costs are low because of the high brand recall of celebrity brand ambassador Baba Ramdev 
whose popular TV show and public appearances have gained him mass media awareness. It is also built on 
the brand strength, firstly of Yoga and its proponent, Baba Ramdev, and of Ayurveda. The case study 
throws light on the approaches that Patanjali has made use of to acquire the numero uno position in the 
FMCG market along with its SWOT analysis and achievements.
Keywords:Spiritual marketing, FMCG market, Swadeshi brand.
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INTRODUCTION
 Spiritual marketing has turned out to be a unique 
concept with increasing number of health-conscious 
peopleas it affects the consumption behavior of the 
masses. is an Indian brand of Ayurvedic, Patanjali 
herbal and wellness products that has capitalised on this 
changing consumer behaviour and has captured more 
market share marketing by its savvy  and smart pricing 
thereby making it the fastest growing FMCG company 
in India. Founded in 2006 along with the yoga 
institution, Patanjali Yogpeethby Acharya Balkrishna 
and Baba Ramdev, Patanjali Ayurved is an Indian 
FMCG Company that imports herbs from the 
Himalayas of Nepal. Patanjali has a manufacturing unit 
in Nepal, working under the brand name of Nepal 
Gramudhyog. It has been included in a “Wish You Were 
Listed” report by CLSA which estimates it to be bigger 
by revenue than Jyothy Laboratories and Emami. 
Patanjali was worth Rs 3000 cr in the FY15 as per the 
CLSA reportand generated revenue of 5000 Crore for 
the fiscal year 2015-16. While Ramdev focused on 
yoga, Balkrishna developed Ayurveda medicines. PAL 
has its headquarters and manufacturing unit at the 100-
acre Patanjali Food and Herbal Park at Haridwar, 
Uttarakhand, employing 6,500 people.
 Patanjali, or as Forbes has labelled it  India's Body 
Shop, has taken over the markets with a storm 
threatening the existing market leaders like Colgate, 
Unilever, Nestle, and GlaxoSmithKline. Patanjali 
operates via 3 business segments,  foods (30 types) viz.,
(foods, supplements,jams, biscuits, noodles, oats, 
pulses, digestives, dairy, juices,beverages etc), FMCG 
personal care products(cosmetics (45 types) (shampoo, 
soaps, face wash), home care (cleaning agents, 
detergent cakes, powder, liquid, etc) and Ayurvedic 
products (healthcare products and medicinesfor blood 
pressure, skin diseases, joint pain, etc).The company 
manufactures 800 products and goes with the slogan 
“Prakriti ka Ashirwad”.
 PAL has a three-tier distribution system consisting 
of clinics, wellness centres, and non-medicine outlets to 
retail their products. The company also runs an e-
commerce portal that sells a wide range of products 
from hair cleansers to “hing peda”increasing their 
penetration even further.It has distribution agreements 
with retail chains Reliance Retail and the Future Group 
and a product development arrangement with the 
Defence Research Development Organisation (DRDO) 
for food and health supplements. They have 4000 
distributors, 10,000 stores and 100 mega-marts. The 
company is in talks to raise around Rs. 1000 crore in 
project loans so as to set up four new manufacturing 
plants.In India, 1000's of stores are now selling Patanjali 
products, and these stores are exclusively selling 
Patanjali, making the local retailer quake. The 
penetration levels will only rise further as the margins in 
the product are good too. 
 Best product quality, competitive prices, usage of 
pure raw materials, innovation, minimum profits, use of 
natural ingredients, Ayurveda, clear holding pattern, a 
well-developed supply chain, a sagacious product-
development process and the finest distribution chain 
are the major factors responsible for Patanjali's success 
in the FMCG segment Other factors attributing for .
Patanjali's success include conducting more than 1 lakh 
free yoga classes everyday, having a database of camps 
visitors, participating in Aastha television shows from 

the year 2002 and having partnership with prominent 
TV channels and worldwide, cashing in on cow 
products like ghee, honey and toothpaste, support for 
Narendra Modi during the 2014 Lok Sabha elections, 
local sourcing, minimum marketing expenses thereby 
reaping high profits.The advertising costs are low 
because of the high brand recall of celebrity brand 
ambassador Baba Ramdev whose popular TV show and 
public appearances have gained him mass media 
awarenessby constantly pushing Indian people to start 
using Indian brands. It is also built on the brand strength, 
firstly of Yoga and its proponent, Baba Ramdev, and of 
Ayurveda.Patanjali Ad campaigns have always focused 
on surpassing information to people that “revenue of 
Patanjali is for charity and not for brand owners”.
 Apart from the simple packaging, that gives it a 
'natural' look, Patanjali has also beenbenefited from 
a huge, readymade advertisement campaignword-of-
mouth publicity at camps by yoga students and 
trainers.Besides, the “Swadeshi” tag and the price 
advantage (products are priced at 10-40 percent below 
their rivals) endeared the Patanjali brand name to 
Ramdev's admirersthereby not failing the consumer in 
value proposition.The products themselves have an aura 
of purity about them for the Indian consumer as they are 
claimed to be “100 percent natural” and chemical-free. 
The suggestion of medicinal content also helps promote 
them.
 What works for Patanjali is the fact that the 
promoter of the brand, Baba Ramdev, also its brand 
ambassador stands for good health and spirituality. His 
health messages find resonance in his products and 
that's where his appeal lies.Patanjali has roped in actor 
Hema Malini to promote its biscuits. Also, the visibility 
on the mainstream television channels has increased. As 
per BARC, the brand is one of the three most advertised 
brands on TV in the previous few months.Although 
Indians have been veering towards natural and organic 
products for some years and with consumers 
increasingly seeking healthy living, the rise of Patanjali 
has given a push to the back-to-basics herbal 
segment.Clearly, there is a fit between what Ramdev 
stands for, what his products offer and what consumers 
are looking for.
Products where Patanjali is present and beating 
competition are
 Dabur Honey: Patanjali Ayurved is providing 
 people with option to buy quality honey at around 
 30 per cent lesser price than Dabur.
 Colgate: Patanjali Ayurved is preaching how 
 Colgate cheated people in its initial days and how 
 ayurveda is the best way to treat gums and teeth.
 Patanjali Noodles: Patanjali Noodles rose to fame 
 while Maggi was away from the market and has 
 done quite a big damage to Maggi, which was once 
 the king of the Noodle's market.
The reasons for Patanjali's accelerated growth in a 
4P framework are:
Product: Differentiated product that appeals to the 
Indian belief in Ayurveda/natural remedies/'hand' 
medicine.



Price: Discounted compared to competition. Low cost 
pack sizes  health juice sachets start at Rs 5, making 
their product accessible to many.
Place: Distribution through Ayurvedic pharmacies 
which further strengthens their health proposition. They 
have a franchisee based distribution strategy. The 
recently announced tie-up with Future Group will 
definitely further enlarge Patanjali's retail footprint and 
make it easily available to shoppers. Tie-ups with online 
retailers such as bigbasket.com not only give them 
access to a growing middle class base but would also 
reduce their cost of distribution and display.
Positioning: Strong positioning on Ayurveda and health 
consistently reinforced by its 'brand ambassador”. 
Three value disciplines to frame value propositions are 
product leadership discipline, operational excellence 
discipline and customer familiarity discipline
SWOT ANALYSIS OF PATANJALI
STRENGTHS
1. Brand name
2. Strong TQM
3. Excellent marketing strategy
4. Innovative personality
5. Cheap price cum charming products
WEAKNESSES
1. Lack of management graduates and think tanks. 
2. Not much advertising.
3. Restrictions over distributions. 
4. Packaging is poor as compared to other companies, 
for example, packages of soaps are  dull in colour.
OPPORTUNITIES
1. Natural/ herbal care market alone in India is worth 
 Rs. 9,000 crores, of which 20-25 per cent is 
  ayurvedic.
2. Increasing yoga followers. 
3. Tie-ups with retail chains like Big Bazar,  
 Bigbasket.com.   
4. Large space for Patanjali to explore more in each 
 segment.
CHALLENGES
• HUL and its own Ayurveda brand AYISH which 
 they are  re-branding
• Himalaya worth 600 crores already in to skin care, 
 ayurveda segment whose products are very popular.
• Challenges from Dabur India and Emami who are 
 planning for making new strategies for playing in 
 these segments.
ACHIEVEMENTS

1. Giant FMCG in a short period of 5 Years.
2. Accomplished “ ”Make In India Concept
3. Highest turnover cum profit (250 crores in 2007 
 and 5000 crore in 2015)
4. Maximum outlets in minimum time (150 outlets in 
 2007 and 15000 exclusive+1,00,000 stores in 
 2015)
5. Biggest Swadeshi Movement
6. Tough competitor in the market for other MNCs and 
 Indian companies 
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ABSTRACT

 The recent technological advancement in the field of e-commerce has opened bountless 
opportunities for online marketers and e-tailors. Modern marketing has brought about considerable 
challenges for the consumers' and producers', wherein both have become more demanding. The 
consumers are in a gradual process of accepting the e-retailing way of life and utilizing the various 
online services available. Retailers' on the other hand, are in the process of optimizing the resources for 
optimization. Key constituents of online marketing needed for e-retailing, like alternative payment 
mechanism, attractive B2C concept, appropriate e-commerce model, order fulfilling logistics model are 
yet to evolve to its full potential for making e-retailing better for the marketers and beneficial to the 
consumers. The research paper is an attempt to investigate the current state of e-retailing and further the 
possibilities available for the consumers. The system of online service providers need to identify the 
bottleneck for making e-retailing more successful. 
 The study would carry out a survey among the online consumers trying to understand their level 
of acceptability and also point out the inefficiencies if any. Appropriate review would be made on 
existing literature to bring meaningful relation to the research problem in question. Appropriate 
suggestions would be attempted based on the study, to make e-retailing more beneficial for marketers 
and consumers.
Keywords: e-retailing, e-marketing, e-retailing concept, B2C concept, logistic model.



INTRODUCTION
 E-retailing, E-tailing or Internet retailing is a 
process of selling goods and services through electronic 
media without an intermediary service, over the 
internet. In the year 1994, the German company 
introduced its first online shopping system. In 1995, 
Amazon was born and in 1996, e-bay appeared. By the 
end of 2000, many European and American companies 
offered their services through the World Wide Web. 
Now, India will also share a good proportion of this 
success.
DEFINITION
 “Electronic Retailing is the use of Electronic 
Commerce used specifically for retail purchases. 
(Dictionary)”
 A successful e-tailing will have strong brand 
name, wide consumer reach, 24*7 access, good delivery 
system, and safe payment mechanism etc. These entire 
features will attract consumers from retail shops to e-
retailing. As compared to traditional stores e-retailing 
sites provides detailed information about the product to 
the consumers and they can shop from the comfort of 
their homes at any time rather than being physically 
present in the store during specific hours. Through e-
retailing, customer is being able to quickly seek out 
deals for items or service with many different vendors 
and they get wide varieties of product and service 
specification.
 When we do cross border purchases, it will 
impose high shipping cost but some e-retailers provide 
free shopping facility. Lack of general full cost 
disclosure, lack of ability to inspect merchandise before 
purchase, higher risk of fraud, low penetration of 
computers, lesser amount of debit and credit card 
holders and phishing is some of the problems of online 
shopping.
 Online shoppers can be found scattered across 
the globe but the world most avid internet shoppers is 
from South Korea. As per 'India online 2011' report, 
online shopping shows an upward trend. More and more 
people are gaining confidence to purchase online. 
Because of slow internet penetration online shopping is 
limited to only major metros in India. Online shopping 
trends are improving and promise a bright future.
OBJECTIVES
· To compare the consumers' perception towards 
 retailing and e-retailing 
· To study the impact of e-retailing in the society.
· To know the consumer awareness and their level of 
 acceptability towards E-retailing.
· To measure consumer confidence on various 
  services provided by E-retailers.

RESEARCH METHODOLOGY 
· Sample Design          
 Under sample design the method of convenience 
 sampling is been used to collect data from the 
  respondents. 
· Sample Size         
  Sizes of 30 respondents are taken for the collection 
 of the data. 
· Type of data
 Both primary and secondary data has been used for 
 the purpose of this study.  Primary data is collected 
 from 30 respondents with the help of a structured 
 questionnaire. The secondary data is collected from 
 various published sources such as books, journals, 
 newspapers, websites etc.  
· Tool for data collection         
  For the collection of primary data from 30  
 respondents a structured questionnaire was used. 
· Data Analysis and Interpretation  
 The collected data was analyzed using  
 PERCENTAGE ANALYSIS.
LIMITATIONS OF THE STUDY
1. Since the study is based on sampling the inherent 
 limitations of sampling is present in this study.
2. Respondents may be reluctant to give correct 
  answers to the question.
3. Limitations of time are also present in the study.
REVIEW OF LITERATURE
 The consumers' attitudes and beliefs are 
separated from the consumer psychological 
characteristics and is mainly determined from past 
experiences . Buyers  (Tonita Perea y Monsuwe, 2015)
are mostly in relation to the purchase of products at the 
lowest price or get the best value for the money they 
spend through online shopping. 
 (Bellenger, 1980)  has made a comparison of the 
traditional way of shopping and online shopping and 
comparison has shown that shopping online is more 
convenient to make purchases compared to the 
traditional ones. This has principally concluded on the 
fact that the internet allows for more information must 
be collected in minimum quantity of the effort, the 
convenience and invested time by the consumer.
 The research work of (Kamineni, 2004) has 
explained that the World Wide Web has changed the 
human behavior and human interactions to a very 
large extent. Web based shopping behavior is 
pointed as the apt example in this direction. This 
exploratory study has attempted to establish the 
differences between several web-based shoppers 
from across the world. Several critical factors  



associated with online shopping behavior was 
explored to identify the cross cultural differences 
between several shoppers. 
 According to (Archana Shrivastava, 2012) 
the online buying amongst consumers is still relatively 
low in India. In view of above problem an empirical 
study of online buying behavior was undertaken. 
Predominant psychographic parameters namely 
attitude, motivation, personality and trust were studied 
with respect to online buying. For better understanding 
the factors of internet and consumer shopping behaviors 
towards internet shopping was also analyzed.
 (Sinha, 2010) propounded that the number of 
people engaged in various online activities is increasing 
every day. While the number of online shoppers is 
increasing, it is not proportional to that of brick-and-
mortar shoppers. Research has tried to explain the 
dismal performance of online shopping as compared to 
the physical shopping format. Reasons for the lower 
level of Internet sales have been cited as being perceived 
risk in carrying out an online transaction, socio-
psychological factors (Like - influence of friends and 
relatives) and infrastructural limitations (Availability of 
Internet, computers, credit-cards, cyber laws etc.). 
Under the purview of aforementioned factors the study 
tried to understanding the online shopping behaviour of 
Indian consumers. Socio-psychological factors and 
infrastructure have been found influential factors while 
the perceived risk surprisingly is not significant as a 
whole but at gender level there was significant 
difference between the online behavior of male and 
female due to risk perception.
 (Christy M. K. Cheung, 2003) Propose a 
research framework with three key building blocks 
(intention, adoption, and continuance) so as to analyze 
the online consumer behaviour in a systematic way. This 
proposed framework not only provides us with a 
cohesive view of online consumer behaviour, but also 
serves as a salient guideline for researchers in this area.
 According to (Bruke, 2002), Trust is a key 
factor that determines the success of Business to 
Consumer (B2C) e-commerce transactions. The 
research focuses on available security measures which 
assure online shoppers safety and great sales 
promotions and online deals which stimulate customers 
to shop online. The work of  using (Jihyun Kim, 2005)
U.S. samples suggests that their positive attitudes as 
well as willingness to search for pre-purchase 
information leads to a strong likelihood that they will 
buy online.
 According to  the innovation of (Stephen, 2003)
e-commerce has affected not only the marketplace 
through the facilitation of the exchange of goods and 
services, but also human behaviour in response to the 

mechanisms of online services. Researchers have 
identified and hypothesized on relevant subject matters 
ranging from Web usability, marketing channels and 
other factors influencing online buying behaviour.
 (Rupp, 2003) have examined that consumers 
are affected by various psychological factors, such as 
perception, motivation, personality, attitudes and 
emotions. Due to the importance of making consumers 
feel secure and comfortable, the author argues that the 
information concerning the security must be to the 
mediation consumers in such a way that the sense of 
security is increased. The study clearly indicates that the 
trust and convenience are major influence for the online 
consumer shopping behaviour, even if they are 
influencing the decision making process.
 Price which is a part of the marketing mix is a 
factor used to stimulate the consumer and is also 
communicator, to negotiate and a competitive weapon. 
The consumer can use price as a means to compare 
products, judge relative value for the money, and the 
judge quality of products. It is estimated that this factor 
has a considerable influence on the consumers during 
their online shopping (Yasory, 2012)
 Information technology provides online 
consumers with tremendous access to information 
products and services from anywhere in the world and 
from different sources other than solely from the 
product seller. The combination of less time available 
for shopping, limited information-processing capability 
and the explosive amount of information on the web has, 
however, led customers to demand more control, less 
effort and greater efficiency during shopping 
(Jarvenpaa, 1977) In order to respond to the customers' 
desire for control and convenience, web stores have to 
design an efficient system to enable consumers to easily 
find what they need, learn more about it and quickly 
make a purchase decision .  (Baty, 1995) Davis, (2002)
raises the issue of examining what factors affect 
consumers to shop online. Therefore, a framework is 
needed to structure the complex system of effects of 
these different factors, and develop an in depth 
understanding of consumers' perceptions toward 
Internet shopping and their intentions to shop online. 
The research suggests that consumers' perception 
toward Internet shopping first depends on the direct 
effects of relevant online shopping features.



INTERPRETATION:
 From the table it is clear that 67% of respondents are female and 33% of respondents are male.

STUDY ON WHETHER E-RETAILING IS BETTER THAN TRADITIONAL SHOPPING 
IN TERMS OF QUALITY OF GOODS, DELIVERY PERIOD, 

AFTER SALE SERVICE, SECURITY AND PRIVACY

INTERPRETATION:
 The table reveals the opinion of customers relating to various aspects of shopping. Majority of them opined 
that traditional shopping is somewhat better in terms of quality, delivery period, after sale service, security and 
privacy as compared to online shopping.

STUDY ON CUSTOMER AWARENESS ABOUT E-RETAILNG, HAVE THEY EVER HAD IT, 
AND WHEATHER THEY CONSIDER TRANSACTION SECURITY AND 

CUSTOMER REVIEWS BEFORE SHOPPING

INTERPRETATIONS:
 It is evident from the table that 93 percent of the respondents are aware about    e-retailing, most of them have 
had online shopping experience and majority of them consider transaction security and customer reviews before 
shopping.



STUDY ON APPLICATIONS USED FOR BILL PAYMENT

INTERPRETATION:
 The table shows that 57 percent of respondents use Cash on delivery for paying bills while shopping online. 
33 percent of them use credit/debit card and 10 percent of them use bank transfer for the same.

STUDY ON THE ISSUES CONFRONTED WHILE SHOPPING 
ONLINE AND NATURE OF THE PROBLEM

INTERPRETATION:
 The above table shows that some of the respondents have felt issues while shopping online. Among the 
respondents 47 percent of them faced PAYMENT PROBLEM and 20 percent of them faced problems of delay in 
delivery and product damage. While another 13 percent of the respondents faced problems due to cheap quality.



STUDY ON THE FUTURE OUTLOOK OF E-RETAILING

INTERPRETATION:
 The above table shows future outlook of e-retailing. As per the table, 37 percent of the respondents agree 
that e-retailing concept will give comfortable shopping life and shopping with reduced experience and better 
service respectively. 10 percent of them agree that it will gain customer confidence and 16 percent of them agree 
that it will help to expand better shopping experience in future.



INTERPRETATION:
 The table reveals the opinion of customers relating to price, time, promotion, advertisement, and any time 
shopping feasibility. From the analysis it is clear that 73 percent of respondents  agree that  cost and time are being 
saved through online shopping and also agree that any time shopping feasibility, promotion and advertisement 
influence respondents to do e-retailing as compared to traditional shopping.



STUDY OF OBJECTIVE ANALYSIS

TABLE SHOWING THE LEVEL OF ACCEPTABILITY 

INTERPRETATION: 
 From the table above, it is clear that majority of the respondents belong to the High level of transaction. 
40 percent of the respondents have a medium level of acceptability towards online shopping.



FINDINGS
The study reveals the opinion of customers relating to various aspects of shopping. Majority of them opined that 
  traditional shopping is somewhat better in terms of quality, delivery period, after sale service, security and 
privacy  as compared to online shopping.
Out of 30 respondents, 93 percent of the respondents are aware about e-retailing, most of them have had online 
  shopping experience and majority of them consider transaction security and customer reviews before 
shopping.
The study reveals that 57 percent of respondents use Cash on delivery for paying bills while shopping online. 33 
  percent of them use credit/debit card and 10 percent of them use bank transfer for the same.
As per the study some of the respondents have felt issues while shopping online. Among the respondents 47  
 percent of them faced PAYMENT PROBLEM and 20 percent of them faced problems of delay in delivery and 
  product damage. While another 13 percent of the respondents faced problems due to cheap quality.
 As per the study, 37 percent of the respondents agree that e-retailing concept will give comfortable shopping life 
  and shopping with reduced experience and better service respectively. 10 percent of them agree that it will gain 
  customer confidence and 16 percent of them agree that it will help to expand better shopping experience in 
future
With regard to the opinion of customers relating to price, time, promotion, advertisement, and any time shopping 
  feasibility, it is clear that 73 percent of respondents  agree that  cost and time are being saved through online 
  shopping and also agree that any time shopping feasibility, promotion and advertisement influence 
respondents to  do e-retailing as compared to traditional shopping.
As per the study majority of the respondents belong to the High level of transaction. 40 percent of the respondents 
 have a medium level of acceptability towards online shopping

SUGGESTIONS
  Based on the findings of the study the following suggestions and recommendations are given by the researcher 
to overcome the problems associated with online shopping: 
 The results of the study can be utilized by practitioners in relooking or revamping their strategies for online  
 shopping. 
 Online websites should concentrate more to the female segments as results prove that females shop more in online 
 shopping as compared to men. So companies should devise the policies and strategies to magnetize more number 
 of people in this segment in future also. 
 Online retailers should also look into the prospect of call centres which could guarantee that the customer get a 
  chance to officially interact with the other party before the actual purchase
 The online retailers should give first preference to the quality of the product than any other factor, as the quality of 
 the product is preferred by the customers.
 The online wardrobe should be updated according to the changing trend in the country as the customers are  
 updated in the changing fashion.
 The online retailers should have a policy where customers can try the product as soon as it is delivered and then 
  return it there itself if the customers are not satisfied.
 The product bought online, since it is going to be delivered to the customer's address the exact delivery date should 
 be specified when the product is ordered.
 Online retailers can try drone delivery technology may be tried to delivery costly items.  
 Online retailers should concentrate on prompt delivery and supply of non-defective products which enables to 
  remove the misconception about online shopping.



CONCLUSION

 The previous few years have seen an unprecedented growth in the 
number of online business players. This ever increasing competition has 
called for adoption of new marketing strategies, new media and “out of 
box thinking” to influence the customer to visit the site and make 
purchases. The study was accomplished to discover the affects of online 
shopping towards the attitude of consumer buying behavior, impact of 
online shopping in society, consumer's level of acceptability and their 
confidence on various services provided by e-retailers.
 Online shopping is getting more popular among the younger 
generation. The source seems to be important for the students and hence 
most of them prefer the online shopping. Assorted factors influence 
consumers in their online shopping. Among them the main influencing 
factors are price, confidence, security, convenience, and discounted 
deals. The price factor exists because the prices online are lower 
compared to retail stores. Hence Price is a major factor that influences the 
customers to go online. 
 Obstacles like the privacy concern of the customers are a major 
concern in online shopping. The personal details of the customers are 
stored in these shopping sites and hence tranquility is necessary to keep 
the customers in confidence. Thus trust is an important factor that should 
be maintained to keep confidence of the customers to have sustainability. 
 The overall results prove that the respondents have perceived 
online shopping in a positive manner. In India, e-retailing has the 
potential to grow more than hundred fold to reach a value of USD 76 
billion by 2021. The country's growing Internet-habituated consumer 
base, which will comprise about 180 million broadband users by 2020, 
along with a burgeoning class of mobile Internet users, will drive the 
online shopping story. This clearly justifies the project growth of online 
shopping.  The frequency of online shopping is relatively less in the 
country. Online shopping organizations can apply the relevant variables 
and factors, identified from the research, to create their strategies and 
tactics. The organizations can prioritize the consumer inherent and 
unequivocal requirements in online shopping environment. The results 
can also be used by various organizations to identify their target customer 



segments. 
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