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Abstract
Women are always considered as a separate segment of customers for most of the products.

As a result specialized and tailor made products are created to suit to their requirements. But, the
case is different when it comes to financial products. Though women are almost equal in number
when compared to men on this planet and proportion of working women is also increasing
significantly, so far no specific efforts are been made by the financial institutions to see them as
worthy equity investors. They not only become a new class of investors but can actually give
wonderful shock absorption capacity to equity markets whenever there is crash of equity markets
due to external pressures. As women have better proportion of disposable income when compared
with women, if they are trained well and are shown enough opportunities to invest on equity
oriented securities, they can be of great help in building nation's economy

Keywords:  Equity Investment, Working Women, Theory of Planned Behaviour, Multiple
Regression

Need For the Study
More and more women are becoming financial decision makers. It is estimated that by 2020,

half of the U.S. wealth would be in the hands of women and two-thirds by 2030. The trend is similar
in other parts of the world (US Securities Exchange Commission Report 2010). Almost one third of
women are financially independent and 23% of them earn more than men (UN statistics 2010).

According to the analysts, money is not solely meant wealth for women. It is security,
independence, freedom and the ability to leave a legacy that they wanted most from money. It was
earlier perceived that women needed funding to purchase jewellery or get discounts at the beauty
salons (Barletta Marti 2001). Later market researchers (Hargreaves Lansdown 2004), (Sinha Pradip,
Banerjee Prashant 2004) had proved that, in financial services, a women look for a complete financial
plan that would take care of her special investments as well as other financial needs. Howevr, this
financial plan depends on the four distinct stages during her life-span, such as a young single woman,
married woman, family-centered priorities and single status (Learned Andrea & Johnson Lisa 2001).

Equity Investment Behavior of Working Women

– Dr. Y.V. Ramana Murthy*

* Associate Professor, Centre for Management Studies, NALSAR University of Law, Email : yvrmurthy@nalsar.ac.in,
murthyyvr@gmail.com
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It is estimated that women usually have less working hours and a longer life-expectancy, which has
created a distinct drive for the financial services among women when compared with that of men (US
Labor Daprtment Statistics).

According to marketing researchers (Eckel, C., and P. Grossman 2002), women want to keep
a larger part of their current earnings as savings and investment, put every penny at its best use and
invest conservatively without exposing too much of capital risk.

Women earn only about 80 cents for every dollar earned by men.  Because they earn less,
women often are unable to invest as much as men. However, in order to make up for other discrepancies
in retirement benefits, women may actually need to invest more. Women often leave work to bring up
children or care for elderly relatives; they have fewer total working years. On an average, they spend
seven years out of the workforce to care for family members (US Labour Department Statistics)

This may mean that women qualify for lower pension benefits. Fewer years in the workforce,
fewer years with a single employer, and lower pay are all factors that may contribute to a lower
average pension for female retirees. At the same time women on average live longer than men (UN
Statistics of women 2011).

This trend of women investing on equity oriented securities is not confined only to advanced
nations, in a developing nation like India, National Council of Applied Economic Research (NCAER)
found in its survey, the number of working women investing on equity oriented securities has doubled
in just two years span from 2009 to 2011 and it further stated that the proportion of investment on
equity oriented securities as a percentage of total investment on all financial assets.

Given the above backdrop, it is felt that, there is a greater need to study on "investment behavior
of working women with a special focus of equity oriented securities.

Statement of Research Problem
The global economy went through one its worst ever recession in the recent past. Financial

markets across the world have suffered with lack of liquidity to reduce the ill effects of recession.
Coincidentally, it was also the time when proportion of working women also started growing rapidly
and so as their investment capacity (UN Statistics of women 2010).

Hence, it is felt appropriate to do research on the investment behavior of working women. The
research process began with a question "is investment behavior of women same as men?' in a general
way. After the initial review of literature, it is found that women behave differently than men while
investment. This prompted the researcher to conduct an initial survey of working women in the state
of Andhra Pradesh in India and also brainstorming session with personal financial planners which
revealed that there are numerous internal and external factors affecting working women's investment
decision making. This entire process led this researcher to formulate the final research problem as "to
what extent various internal and external factors are affecting women investment behavior?"
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Scope of the Study
Every academic research should serve a purpose of uplifting the society. This study is aimed at

motivating the equity investment culture among working women so that, economy of a nation will
benefit apart from upliftment of socio-economic status of women. In this study working women with
in the age group of 18 years to 60 years are taken as respondents as they form the majority of working
women.

As this study is based on equity investment culture and the respondents are drawn from India,
only those respondents with minimum annual income of Rupees One Hundred Twenty Thousand are
considered, thinking that they are financially capable of making investment.

The scope of the study is extended to the following segments of society.
1. Working Women: working women form the nuclease of this study. as their financial needs are

increasing every day, they need to focus more than ever on their personal financial planning in
general and investment planning in particular. As the equity investment world is becoming more
complex with the introduction of a range of equity oriented securities and working women are
finding it difficult to spare time on their, investment planning, this study is expected to help them
in identifying various factor affecting equity investment so that they are able to invest in more
organized way.

2. Financial Institutions: Financial institutions play vital role in economy by mobilizing funds
from the investors in favor of   the companies that are needed to start or expand their business
which in turn develop the economies. Certain financial intermediaries like Mutual Fund Companies,
Insurance Companies, Pension Funds, Stock Broking agencies, etc., are expected to find this
useful in terms of understanding the needs of working women in a better manner and they may
reach to them in a better way.

3. Professional Advisors: As the literature suggests, more number of working women are taking
the help of professional advisors while making equity investment decision. Profession advisors
must know what working women are looking from their investment and how they are behaving
and which are the factors influencing their investment behavior. Once the professional advisors
are aware of these issues, they can perform their role with much ease.

4. Government: Government of any nation has to take care of socio-economic status of its
citizens. In the older days, women were suppressed in majority of the nations. With the changes
in socio-economic status of women in the recent past, Governments across the globe have to
formulate policies to ensure that the emergence of working women will last longer. This will
happen when working women   are able to decide their future on their own and they are having
enough opportunities to invest their funds.
Apart from the above mentioned segments of society, the study also extends to media and
academicians.
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Research Objectives
Based on the research problem and research gap, the following objectives are framed to guide

the research process.

1. To gain insight about investment behavior among women with special focus on equity oriented
securities

2. To assess the existing investment practices towards equity oriented securities among women.

3. To identify various internal and external variables affecting investment decision of women on
equity oriented securities.

4. To classify all the identified variables into different factors and name them in accordance with
their underlying nature and dimensions.

5. To ascertain the extent to which these factors affect the equity investment decision of working

Nature of Research
Descriptive research is chosen to attain the research objectives as descriptive research studies

are those studies which are concerned with describing the characteristics of a particular individual, or
of a group. Descriptive research also concerned with specific predictions, with narration of facts and
characteristics concerning individual, group or situation (Kothari C.R. 2002). Most of the social research
comes under this category. Some important features of descriptive research can be presented in the
following table.

Characteristic Explanation 
Overall design Rigid design (design must make enough provision for protection  

against bias and must maximize reliability) 
 

Sampling design Probability sampling design (random sampling) 
Statistical design Pre-planned design for analysis 
Observational design Structured or well thought out instruments for collection of data 

 
Operational design Advanced decisions about operational procedures 

Sample Design

Type of Universe and Sampling Unit.
The first step in developing any sample design is to clearly define the set of objects, technically

called the Universe, to be studied. The universe can be finite or infinite. In finite universe, the number
of items is certain. But in case of an infinite universe the number of items is infinite. In this research,
the type of universe consists of those working women who are aged between 18 years to 60 years. As
it is not possible to identify the exact number of such working women, the universe is infinite.
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A decision has to be taken concerning a sampling unit before selecting sample. Sampling unit
may be a geographical one such as state, district, village, etc., or a construction unit such as house,
flat, etc., or it may be a social unit such as family, club, school, etc., or it may be an individual. In this
research, the sampling unit is a geographical region i.e. India.

India is selected as the sampling unit due to the following reasons

1. India's gross domestic product in purchasing power parity (PPP) terms stood at $4.46 trillion in
2011, marginally higher than Japan's $4.44 trillion, making it the third-biggest economy after
the United States and China.(IMF)

2.  India is second most populous nation in the world (UN Statistics).

3. Human sex ratio of India in the 15 to 64 age group (which is considered to be economically
active group) is 1.07 against 1.05 of world average (World Fact Book 2011).

4. Growth rate of working women is on par with growth rate of world (ILO statistics 2011).

5. Women investors in equity oriented securities category in India account for  38% of total
investors (NCEAR-SEBI survey 2011)

Sample Size Determination

The Respondents Population and Sample
The premeditated objectives of the empirical investigation required a reasonably large and

representative sample of the targeted respondent population. It is fairly well known from the available
facets of the residents of India, that only certain segments of the population are of direct interest from
the view point of the 'objectives of the present study'. As such the focus for collection of data has been
on relevant segments of the population. The 'targeted relevant population segment' comprises those
respondent investors who:

i. Possess reasonable level of income i.e. those women who are earning a minimum of Rupees
One hundred twenty thousand per annum, and well employed or engaged in economic activities
such as professionals, entrepreneurs, etc.

ii. Are well aware of their social/economic needs and of the investment scenario; and

iii. Have availability of investible funds and are presently engaged in investment activity.

After considering the above points, the sample size is decided as 500 respondents.

Method of Data Collection
The Internet is increasingly being used as a medium for social science research. To assess the

validity of such efforts, an electronic version self-monitoring questionnaire was placed at a site on the



Vol.7, No.1, January-March 2018

9

World Wide Web by Tom Buchanan and John L. Smith in 2010. In all, 963 responses were obtained
through the Internet and these were compared with those from a group of 224 undergraduates who
completed a paper-and-pencil version. Comparison of model fit indices obtained through confirmatory
factor analyses indicated that the Internet-mediated version had similar psychometric properties to its
conventional equivalent and compared favorably as a measure of self-monitoring.

Internet survey has many advantages also. Some of them are

1. It involves no cost while collecting data

2. It consumes very less time and has  high response rate than conventional method Dejana
Braithwaite at all, (2003)

3. Unless all the questions are answered, the web system will not process it further. Hence, there
will not be any problem of missing data.

4. As the responses are automatically saved in a spread sheet, there will not be any data entry
mistakes.

Due to the above mentioned advantages of Internet survey, this researcher created a questionnaire
on "google documents".

After preparing the online questionnaire, the biggest challenge was to get a source list of
respondents. For this purpose, the two companies;- National Securities Depository Services Limited
(NSDL) and Central Depository Services Limited (CDSL), which are authorized to hold the electronic
accounts called as Demat accounts of investors in India were contacted to get the email IDs of women
investors. Unfortunately, both the companies did not respond for long and one of them CDSL replied
later saying that they cannot share the data even for academic research. Thankfully, one stock broking
company in India i.e. Reliance Securities Limited has agreed to share the email IDs.

To know why women are not investing on equity oriented securities, some of the non-equity
investors are also needed as respondents. Hence, some banks were approached to get the email IDs of
their women customers. Except two private sector banks in India; ICICI Bank and Axis Bank have
agreed to provide access with a rider. They both replied to the request by saying that they cannot give
the email IDs as it may create problem to them. But, they said if the questionnaire is sent to their
authorities, they will forward that to their women customers chosen randomly.  They concluded that
under Corporate Social Responsibility, this is the maximum that they can do.

Immediately, the online questionnaire is sent to the women customers of Reliance Securities
Limited and also to the authorities of ICICI bank and Axis bank. But, to the dissatisfaction of this
researcher, only 78 responses have come back during two months period. Though the number of
responses is not even 20% of total expected sample size, they served an important purpose in identifying
certain mistakes and later the questionnaire was redesigned after eliminating those mistakes.
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After corresponding with the authorities of both the Banks ICICI & Axis and also with the
authorities of Reliance Securities on the poor response of the women, it is understood that majority of
the women customers of those institutions might not be interested in responding to such a lengthy
questionnaire which requires at least an hour to answer them. So it is understood that only those
women who are willing to spend time and have genuine interest in responding the questionnaire have
to be contacted.

At this juncture, this researcher decided to paste the questionnaire on the wall of social networking
website "Facebook" requesting the working women to understand the importance of the research on
the topic of equity investment by women and respond. It was well informed in the request that it will
be a time consuming exercise. The mobile telephony number and email ID of this researcher is also
given for clarification of any doubts.

To the surprise of this researcher in approximately two months duration, all the targeted responses
have been received on the email of this researcher. It also gave happiness to receive a few phone calls
and emails appreciating the efforts of this researcher on such a topic and in fact, some of the respondents
have stated that the questionnaire is an eye opener to them to act seriously on their financial and
investment planning. So once the desired 500 responses are received, the post is withdrawn from the
wall after thanking all the respondents.

Analysis of Data
After thorough review of literature and brainstorming sessions with Personal Financial planners,

eighteen variables that are affecting investment behavior of working women are identified. They are as
follows.

1. Attitude:  It is the tendency to respond positively or negatively towards equity investments

2. Belief: it is defined as mental acceptance of and conviction in the truth, actuality, or validity of
equity investment.

3. Income: It is perception of relative income position of the respondent.

4. Perception: It is defined as the act of apprehending by means of the senses or of the mind
towards equity investment.

5. Locus of Control: It is defined as the self-controlling power of an individual.

6. Value: It is defined as the regard that something is held to deserve and the importance or
preciousness of something.

7. Motivation to Learn: It is defined as the internal drive directing behavior towards learning new
things.

8. Family Influence: Influence of family in making a decision making capacity of the respondent.
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9. Place of Work: It is the work place of the organisation

10. Media: Respondent's dependency on media while making any decision.

11. Finance: Knowledge of Finance of the respondent in understanding Financial data.

12. Professional: Respondent's dependency on the professional advice

13. Awareness: Respondent's awareness towards equity oriented securities

14. Age: It is the perception of respondent on correlation between age and investment decision.

15. Risk: Risk bearing capacity of the respondent on investment

16. Freedom: Financial freedom of the respondent

17. Technology: Access and ability of using Online Trading

18. Friends: Influence of Friends on the decision of respondent

19. Intention: Intention to Invest on equity oriented securities.

The analysis is performed with the following two objectives:

1. Grouping all the above mentioned variables based on their underlying relationship and

2. Measuring the extent to which each of these group of variables are predicting intention to
invest on equity oriented securities by working women.

To attain the first objective, Exploratory Factor Analysis is used and to attain the second objective,
Multiple Regression Analysis is used.

Factor Analysis

Kaiser-Meyer-Olkin (Kmo) Measure of Sampling Adequacy
To understand the underlying dimensions among the variables and to draw a structure for the

purpose of model building it is decided to perform Exploratory Factor Analysis. The Kaiser-Meyer-
Olkin (KMO) measure of sampling adequacy has been used to gauge the appropriateness of factor
analysis approach.

Table-1

KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .752
Bartlett's Test of Sphericity Approx. Chi-Square 7406.631

df 171
Sig. .000



SUMEDHA  Journal of Management

12

KMO Measure of Sampling Adequacy value is 0.752 which means that all the variables are
positively correlated. Bartlett's test of Sphericity significance value is less than 0.05 and hence it is
concluded that Factor Analysis can be performed for these variable.

Rotated Component Matrix
Table-2

Rotated Component Matrix 

 
 Component 
 1 2 3 4 
Friends -.094 .201 .760 .007 
Work Place .024 .134 .589 .317 
Belief .812 .209 .082 -.052 
Perception .637 .350 .248 -.126 
Media .362 .222 .563 .462 
Attitude .772 .224 .116 .079 
Family .346 .748 -.188 .115 
Locus Of Control .286 .743 .357 .016 
Learning .656 .267 .225 .333 
Finance .338 .149 .346 .643 
Professional .236 .166 .855 -.011 
Awareness .365 .186 -.257 .571 
Age -.063 .758 .154 .338 
Risk .344 .401 .316 .619 
Freedom -.044 .071 .013 .837 
Value .660 .091 .205 .310 
Income .294 .771 .159 -.145 
Technology .346 .289 -.364 .578 

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.
From the above table only those factor loadings which are greater than or equal to 0.5 are

considered. It can be seen in the above table that Attitude, Belief, Learning and Motivation, Perception
and Value are loaded on First Factor. Based on the underlying relationship among these five variables,
this Factor is named as Personality.
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On the Second Factor, four variables namely Friends, Media, Work Place and Professional
Advice are loaded. Based on their underlying relationships, this Factor is named as Society Influence.

On the Third Factor, four factors namely, Age, Family, Income and Locus of Control are
loaded. This factor is named as Demography and Control.

On the Fourth Factor, another five variables namely Awareness, Knowledge, Financial Freedom,
Risk Capability and Technology are loaded. This Factor is named as Financial Liberty.

Reliability Analysis
After grouping the variables into various Factors, Reliability Analysis for all four factors has

been done by calculating "Cronbach's Alpha". The results are as follows.TheChronbach's Alpha value
of Personality is 0.856 which is above the minimum acceptable norm of 0.6 and hence, it is concluded
that the Five variables loaded on the First Factor can be formed as a new Variable.

The Chronbach's Alpha value for Society is 0.818, which is over and above the minimum
acceptable standard of 0.6 and hence, the four variables loaded on this Factor  can be formed as a
group and they together will form a new variable.TheChronbach's Alpha value of Third Factor is
0.829, which is above the minimum acceptable level of 0.6 and hence the four variables loaded on this
Factor can be formed together as another variable by the name Demography and Control.

The Chronbach's Alpha value of Forth Factor is 0.791, which is above the level of minimum
acceptable value of 0.6 and hence, all those five variables together can be formed as a new variable by
the name Financial Liberty.

Intention to Invest
Intention to Invest is measured with three point summated scale. After measuring its

unidimensionality reliability analysis for this variable is performed. The results are as follows.The
Chronbach;s Alpha value of Intention is 0.764, which is above the minimum acceptable level of 0.6
and hence theses three statements can together be called as Intention.

Model Validity
Based on the results of Factor Analysis, four Independent Variables and one dependent variable

have been identified. As per the objective of the research, to what extent each variable is affecting
working women investment intention has to be measured. To establish this causal relationship, Multiple
Regression Analysis is identified as all the variables are measured in metric data.

Multiple Regression & Model Validation
As per the model proposed, there is one Dependent Variable namely Intention to Invest and four

Independent Variables viz. Personality, Society Influence, Demography& Control and Financial Liberty.
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The step wise method of Multiple Regression is performed by using SPSS package of version
17 and the following table is obtained.

Table-3 : Model Summary

Model R 
R 

Square 
Adjusted 
R Square 

Std. 
Error of 

the 
Estimate 

Change Statistics 
R 

Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 .665a .442 .441 .94159 .442 394.940 1 498 .000 
2 .756b .571 .569 .82652 .129 149.314 1 497 .000 
3 .810c .656 .654 .74085 .085 122.587 1 496 .000 
4 .834d .696 .693 .73387 .040 10.481 1 495 .001 

Predictors: (Constant), Personality

Predictors: (Constant), Personality, Society

Predictors: (Constant), Personality, Society, Demo control

Predictors: (Constant), Personality, Society, Demo control, Finance

Dependent Variable: Intention

Inference of Model Summary

• I the stepwise method, all the four Independent variables are added to the analysis in the sequence
of Personality, Society, Demography & Control and Financial Liberty.

• With the inclusion of all Independent Variable, the prediction capacity (R Square) of the Model
has increased from 44.2% to 69.6%. It means, 69.6% of total variance of Intention to Invest
explained by these four  Independent Variables and the remaining variance of 30.6% is unexplained.

• With the inclusion of each Independent Variable, the prediction capacity (R Square) has increased
by considerable percentage and hence the inclusion of each Independent Variable is justified.

• Adjusted R Square value is also continuously increasing which is also an indicator for the
justification of inclusion of all Independent Variables.

To validate the model proposed the following hypothesis are drawn.

H1: Personality of working women is a predictor of her Intention to Invest

H2: Influence of Society on working women is a predictor of her Intention to Invest

H3: Demography & Self Control of working women is a predictor of her Intention to Invest

H4: Financial Liberty of working women is a predictor of her Intention to Invest

F significance value of Personality is less than 0.05 and hence hypothesis H1 is accepted
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F significance value of Society is less than 0.05 and hence hypothesis H2 is accepted

F significance value of Demography & Self Control is less than 0.05 and hence hypothesis H3
is accepted

F significance value of Financial Liberty is less than 0.05 and hence hypothesis H4 is accepted

Construction and Inference of ANOVA Table
ANOVA test is performed to check the authenticity of the Model in terms of better of its

prediction capacity than normal.

Table-4

ANOVA Table 

Model 
Sum of 
Squares df 

Mean 
Square F Sig. 

 Regression 525.077 4 131.269 243.739 .000 
Residual 266.590 495 .539   
Total 791.667 499    

a. Predictors: (Constant), PERSONALITY

b. Predictors: (Constant), PERSONALITY, SOCIETY

c. Predictors: (Constant), PERSONALITY, SOCIETY, DEMOCONTROL

d. Predictors: (Constant), PERSONALITY, SOCIETY, DEMOCONTROL, FINANCE

e. Dependent Variable: INTENTION

Hypothesis

H5: The proposed Model has better prediction capacity than normal Arithmetic Mean or Average

Conclusion: As the F Significance value is less than 0.05, the hypothesis H13 is accepted.

Prediction Capacity of each individual variable
Prediction capacity of each individual variable is measure with the help of Standardized beta

values which are shown in the following coefficients table.
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Table-5 : Coefficients of Independent Variables

Model 

Un standardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
 (Constant) .008 .153  .050 .960 

Personality .463 .037 .465 12.627 .000 
Society .359 .029 .377 9.076 .000 
Demo control .332 .035 .320 10.483 .000 
Finance .373 .038 .397 6.153 .000 

• The Standardized Beta coefficient of Personality is 0.465. Which means each unit of change in
Personality will cause a change in the Intention to Invest by 0.465 Unit.

• The Standardized Beta coefficient of Society Influence is 0.377. Which means each unit of
change in Influence of Society will cause a change in the Intention to Invest by 0.377 Unit.

• The Standardized Beta coefficient of Demography & Self Control is 0.32. Which means each
unit of change in Demography & Control will cause a change in the Intention to Invest by 0.32
Unit.

• The Standardized Beta coefficient of Financial Liberty is 0.397. Which means each unit of
change in Financial Liberty will cause a change in the Intention to Invest by 0.397 Unit.

Based on the Standardized Beta coefficients, the order of most dominant Independent Variables are

1. Personality of Working Women

2. Financial Liberty of Working Women

3. Influence of Society on Working Women

4. Demographic Features and Self Control of Working Women.

Regression Equation
Based on the coefficients of all Independent Variables, the regression equation is formulated as

follows.

I = C + 0.465P + 0.377S + 0.32DC + 0.397F + e

Where, "I" is Intention to Invest of Working Women,

"C" is Constant,

"P" is Personality of Working Women,
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"DC" is Demography & Self Control of Working Women,

"F" is Financial Liberty and

"e" is Error Term .

Discussion of Results
The analysis started Kaiser-Meyer-Olkin (KMO) test to check whether the sample size was

sufficient   to perform Factor Analysis. The KMO test statistic of 0.752 indicates that the sample size
is sufficient to perform Exploratory Factor Analysis. Further Bartlett's test of Sphericity is performed
to know whether all the eighteen variables used in the analysis are having required amount correlations
with each other variable used in the analysis of data. As the level of significance of Bartlett's test of
Sphericity is found to be less than 0.05, it is confirmed that all the eighteen variables are having
sufficient amount of correlation with each other.

While performing Factor Analysis, communalities of all variables are extracted and those variables
and all of them are retained in the analysis as their communalities are found to be more than required
value of 0.5

After performing factor rotation by Varmax method, all the eighteen variables are loaded on four
factors. It is found that the variance explained by these four factors is 69.54% which is above the
minimum acceptable norm in social science research of 60%.

Variable with factor loading values of more than 0.5 are grouped into four factors and they are
labelled as follows.

1. Personality beliefs

2. Influence of Society

3. Self-Control& Demography and

4. Financial Liberty

The factors under which various variables are loaded are shown in the following table.

Personality 
Factors 

Influence of 
Society 

Self-Control& 
Demography 

Financial 
Liberty 

Attitude Friends Family Awareness 
Belief Place of Work Self-Discipline Knowledge 
Perception Media Age Risk 
Learning & 
Motivation 

Professional 
Advice 

Income Financial 
Freedom 

Value Technology 
 



SUMEDHA  Journal of Management

18

Once the factors are extracted, their reliability is measured by using "Cronbach's Alpha".  The
statistic values of Cronbach's Alpha for all factors are found to be more than 0.6 and hence, their
reliability is confirmed so that they can be used as factors. As per the proposed model, Intention to
invest on equity will be taken as the Dependent Variable. Hence, the reliability of average values of
summated scale of intention to invest is also is also measured by using Cronbach's Alpha and found
that it is also above the required level of 0.6. So, the model was ready to be tested by using Multiple
Regression Analysis.

The model is proposed with one Dependent Variable namely, Intention to Invest and four
Independent Variables namely Personality Factors, Influence of Society, Demogaphic Factors & Self
Control and Financial Liberty.

As per the standard procedure, the assumptions of Multiple Regression Analysis are confirmed
before proceeding the model validity by performing the following activities.

Among all the assumptions, Normality is confirmed first by both graphical and statistical methods.
In the graphical method, the frequencies of all four independent variables and the dependent variables
are graphed and the bell shaped curve of normality is superimposed on the frequencies. The bell
shaped curve of all five (Independent and Dependent) confirmed the normality of the variables. To be
on the safer side, Stem and Leaf Plots of all five variables are drawn and found that they are in
conformity with the normality of variables.

To confirm normality by using statistical tests, Skewness and Kurtosis of all five variables are
calculated and found that they all are within the acceptable range of -1 to +1 and hence, the normality
of all the variables is established.

Linearity of all the variables is also confirmed first by forming Carl Pearson Coefficient of
correlation matrix and later by drawing Scatter Plots. In the correlation matrix, all the correlation
values are found to be significant as their levels of significance are less than 0.05. the scatter Plots also
suggested that all the independent variables are   having linearity with the dependent variable called
Intention to invest  on equity.

Absence ofMulticollinearity is confirmed by calculating Variance Inflation Values of all independent
variables. In doing so first, an independent variable is taken as dependent variable and the remaining
three independent variables are taken as independent variables and a multiple regression was run to get
Variance Inflation Factor (VIF) values. The process is repeated till all independent variables are taken
as dependent variables. It is found that all the VIF values are less than 3 and hence, absence of
Multicollinearity is confirmed and it is concluded that there is no duplication of independent variable.

The final assumption of Homoscadasticity is also confirmed for all the variables by performing
Levene's test. It is found that the test statistics for all variables are above 0.5 and hence the presence
of Homoscadasticity is confirmed and internal consistency of variables is ensured. After confirming all
the necessary assumptions of Multiple Regression Analysis,  the next step of model validation was
performed.
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Step wise method of Multiple Regression was performed by taking Personality Factors, Influence
of Society, Demographic Factors & Self Control and Financial Liberty as Independent Variables and
Intention to invest on equity is taken as the Dependent Variable.

It is observed that with the inclusion of every independent variable, the prediction capacity of
the model called R Square has been increasing significantly. It was increased from 44.2% to 69.6%.
The significance values of F Statistic for addition of every independent variable has been less than the
maximum allowed value of 0.5 and hence, it the prediction capacity model is validated.

To know the individual  prediction capacity of all independent variables, their Standardized Beta
Coefficients are taken and it is found that Personality Factors are influencing with highest Beta value of
0.465 and followed by  Financial Liberty, Influence of Society and lastly by Demographic factors & elf
Control with the Beta values of 0.397, 0.377 and 0.320 respectively.
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Abstract
This study looked at the various factors affecting teachers' morale at higher secondary

school at Balodabazar district of Chhattisgarh.  Ten antecedents of teachers' morale have been
considered in this study viz. teacher rapport with principal rapport among teachers, teachers'
salary, teachers' load, curriculum issues, teachers' status, community support of education, school
facilities and services, community pressure based on PurdueTeachers Opinionnaire (PTO) given
by Benteley and Rempel (1967). A survey-based exploratory and descriptive research design was
used. The data was collected from 144higher secondary school teachers of Balodabazar using
structured opionionnaire. Mean, Median and Standard Deviation was used to determine the
effect of various factors on teachers' morale. Results depicted that the rapport among teachersis
significantly affecting the teachers' morale, followed by teachers'status. Out of the various factors
considered under opinionnaire teacher load and curriculum issuehave least influence on teachers'
morale.Implications for practice and recommendations forfurther research are also included.

Keywords:  Teacher;Morale;Teachers; Morale;Opinionnaire;Rapport; Status

Introduction
"The way to improve education is through a healthy environment at each school" (John Goodlad,

Speaking in Denver, Colorado, on January 17, 1980)

Schools, teachers and principals are often blamed for much of what is wrong with education in
the India.  Teachers are the integral part of a school, have the pivotal role to play in the students life
because they interact with the students throughout the day. When teachers feel optimistic about their
position, feelings referred to as teacher morale, they have remarkable positive influence on the students
and the school.  Similarly, when teachers have pessimistic feelings about the school, they may negatively
influence the students and the school. Teachers have the command as a group and as individuals to
deeply influence a school's environment. The teacher is the pedestal of schooling and the morale of
that teacher has an effect on every facet of the educational process. As a backbone of the society they
are supposed to bring radical changes in the lives of the students. They are successful to an extent but
some of the negligence from the government or the management of schools makes them underprivileged.
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Somehow this existing policies and practices are accountable for the strikes and disappointing state of
affairs of teaching system in Chhattisgarh. It is imperative for educational leader to be responsive of
factors that affect teacher morale and how they may have an effect on student's achievement. This
study is conducted in the Balodabazar district of Chhattisgarh state of India. Chhattisgarh state is
suffering from shortage of regular appointed teachers and recently had a wide- level strike of contractual
teachers to persuade their claims.  This study is targeted to study the factors affecting the morale level
of higher secondary school teachers and so that appropriate practices can be adapted by the government
or management to make progressive changes in the environment of the school and increase the morale
level of the teachers. This also seeks to measure the level of teacher's morale and to give suggestive
measures to perk up the existing condition.

2. Literature Review

2.1 Teachers'Morale
Morale is a complicated concept to define and even intricate to measure. Though it is ubiquitously

defined and understands by different experts. Staff morale is considered to be another flimsy matter
that affects job performance (Analoui, 2000; Chambers, 1996; Cox, 2001; Rauktis & Koeske,
1994).Morale is in steady state of change and it can be explained by number of factors like confidence,
enthusiasm, willing hard work etc. and cannot be measured by a single factor (Reyes 1990, Bess,
1997 and Evans, 1997.Morale is defined by Little and Onions (1933) as, "condition conduct or behavior
with regard to confidence and discipline". Floyd House (1947) defined morale as, "A measure of will or
tendency to act". American association of school administration (1955), defined morale as, "A disposition
on the part of persons engaged in an enterprise to behave in ways which contribute to the purpose for
which the enterprise exists". Morale can be defined as the professional interest and enthusiasm a
person displays towards the achievement of individual and group goals in a given job situation (Bentley
& Rempel, 1980). Millor (1981) indicated in his study that teacher morale can have a positive consequence
on students' attitudes and learning. Raised morale of teachers generates favorable environment for
learning to students.Mackenzie (2007) proposed in his research that the level of teachers' morale is
openly influenced by workloads inside and outside of school. The construct of facilities and resources
is directly addressed by the teacher morale research of Hirsch and Emerick (2007) make noticeable in
their study that teacher morale is influenced by external factors, counting the physical facilities, training
etc.

The designers of the PTO, R.R. Bentley and A.M. Rempel (1967) stated that the level of morale
is then determined by the extent to which an individual's needs are satisfied.As the teachers moves
towards higher responsibilityand accountability, greater pressure and demand will be experience by
them. These pressures and demands can be very arduous and can leads towards lower morale of a
teacher which can consequently leads towards way out of the job (Hardy, 1999; Tye & O'Brien,
2002). Teachers' morale describes the overall outlook, attitude, satisfaction, and confidence that teachers
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feel at work.Teachers' morale is positive or high when teachers are optimistic about their work
environment and believe that that job can meet their career and vocational needs at work. To become
part of goal, serving the needs of the students and communication, interaction with coworkers,
harmonious interpersonal relations promotes teachers morale (Shibu, N.S. Ramchandra, S., 2017).Hoy,
and Miskel said that, "Teachers feel good about each other and, at the same time; feel a sense of
accomplishment from their jobs".2. Now-a-days, low morale is a problem in many educational
organizations." Some of the factors described by White, 2000 and Meckenzie, 2007 as indicators of
low morale are-Low status, poor salary, fear of increasing accountability and lack of professional
autonomy). According to Dinham (1994)slopping status of teachers in society, weak supervisors and
administrators, increased workloads and social demands and pressure related to institution are the
factors of low morale. "For teachers' higher morale, Adams in 1992 proposed that if the principals
promote their teaching staff in the educational institutions, the morale and self esteem of teachers will
be enhanced and eventually the system will function better.

3. Justification of the Study
Morale is psychological concept. Morale is not a cause but rather the effect or result. Morale,

teachers' status, community support of education, school facilities and services and community pressure
are getting much importance. Teachers' morale plays very importance role in every school. Good
teacher morale helps to create good scholars. A teacher with low morale always strives for strike to
fulfill his demands and do not deliver his best to produce the best scholars. This is very hazardous
condition for the society. The similar situation occurred in Chhattisgarh state, where thousands of
teachers (contract teachers called as 'shikshakarmi') underwent state level striketo fulfill their
demands.Unless an employee has poor morale there is always a possibility of employee disharmony
and also affect smooth running of the organization.Teacheris considered as a fundamental person in
the social context being responsible for creating and nurturing the futures of the society.

4. Research Methodology

4.1  Research Objectives
To address the problem of the study and effort to answer the research questions, the study used

descriptive research design. Following are the research objectives formulated-

1. To study the factors which affect the moral level of higher secondary school teachers
inBalodabazar district.

2. To study the morale level of higher secondary school teachers inBalodabazar district.

3. To give suggestions to improve the morale level of higher secondary school teachers in
Balodabazar district.
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4.2 Research Variable
Following is the variable and its description used in the study described in table 1.

Table 1 Research Variable

Variable Antecedents No. of Items Concept 
 
 
 
 
 
 
 
Teachers’ Morale 

Teacher rapport with principal 20 Feeling about the principal, 
professional competency etc. 

Satisfaction with teaching 20 Feeling and satisfaction with 
teaching 

Rapport with teachers 14 Teacher’s relationship with other 
teachers 

Teachers’ salary 7 Teachers feeling about salary and 
salary policies 

Teachers’load 11 Record keeping, extra- curricular 
loads etc. 

Curriculum issues 5 Teacher reactions to the adequacy 
of the school program in meeting 
student needs 

Community support of education 8 Prestige, security and benefits 
afforded by teacher 

School facilities and Services 5 Adequacy of facilities , supplies and 
equipments etc. 

Community Pressures 5 Teacher’s support to sound 
education program 

 Total PTO Scores 5  

4.3 Instrument
Purdue Teacher Opinionaire (PTO) was the instruments used in this study. The PTO was

developed in the1967 by Bentley & Rempel, and has been used in various studies over the past decades
(Houchard, 2005; Hunter-Boykin & Evans, 1995; Bhella, 2001). This instrument consists of 100
questions ranked on a 4 point Scale. These 100 items are divided in tenareas of teacher's morale.

The following is a brief description of Bentley and Rempel (1967) of the factors included in the
opinionaire.

Each of the 10 items of the PTO uses a four point (Likert type) scale that measures the degree
of agreement with statement.

1. Disagree

2. Probably Disagree

3. Probably Agree

4. Agree
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For the purpose of this study item numbers in which disagreement represents a high degree of
teacher morale have been reverse coded so that a 1 represents low morale and a 4 represents high
morale for all 100 questions. By adding the numeric responses for all items for a given factor, it was
possible to create score for each of 10 factors.

The 50 questions of the PTOare divided into each of the 10 teacher morale factors which have
been mentioned in table 1.

4.4 Research Procedure
The descriptive research design was adopted for the purpose of the study. The sampling design

was non-probabilistic convenience sampling technique. Data was collect through primary and secondary
data collection techniques. Primary data was collected through structured questionnaires, technically
called opinionnaire (PTO, developed by Bentley and Rempel in 1967) from 144 higher secondary
school teachers of Balodabazar district.There are 185 higher secondary schools and 1220 teachers in
the Balodabazar district. There are six blocks in Balodabazar district. From each block 4 schools were
selected and from each school six teachers were selected. Hence, total 144 teachers were selected.
Data was analyzed through descriptive statistics i.e. mean values and standard deviations were calculated,
whereas percentage and graph method is also used.

5. Data Analysis and Interpretation
Data for this study was compiled from the results of the survey instruments and various statistical

methods were used to analyze the data.

To better understand and compare each aspects of teachers' morale as measured by the PTO
each factor was created by summing the items that make up the factor and dividing by the number of
items in the factor. This calculation results in each factor having a potential range of 1 to 4, Table 2
shows that a low score represents low morale where as a high score represent high morale.

 Table2. Guidelines for understanding the means of teacher morale factor on PTO

Mean Score of Teacher Morale Teacher Morale Definition 

1.00-1.25 Very low teacher morale 

1.26-1.99 Moderately low teacher morale 

2.00-2.75 Moderate teacher morale 

2.76-3.49 Moderately high teacher morale 

More than 3.50 High Teacher morale 

Mean, Standard deviation, bar graph is used to analyze the data.  To better understand and
compare each aspects of teacher morale as compared by the PTO, opinionnaire was administrated on
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144 teachers of higher secondary schools of Balodabazar district. This tool contains 10 factors as
teachers' rapport with principal, rapport among teachers, teachers'salary, teachers' load, curriculum
issues, teachers' status, community support of education, school facilities and services, community
pressure.  All the cofactors are denoted in Fig. 1 with the help of pie chart.

Fig. 1: Pie chart for teacher morale factor

This chart shows that teachers'morale is largely affecting by rapport among teachers (Mean-
4.03) and is least affected by teachers' load (Mean-3.31), teachers'salary (Mean-3.72) and school
facilities and services (Mean-3.72) are approximately equally affecting teachers' morale.

Then another factor which is affecting teachers' morale is teachers' status (Mean-4.0) and
teachers' rapport with principal (Mean-3.85). In this way we can say that the teachers' morale is
affected by rapport among teachers, teachers' status but it is less affected by teachers' load (Mean-
3.31) and curriculum issue (Mean-3.5). Only one factor fell below moderately high teachers' status of
the 10 factors fell below high teacher morale (teachers' load). The factors which effect teachers'
morale are tabulated in table 2.
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 Table 3.Descriptive statistics for various morale factor of teacher on PTO

S.No. Factor Mean Median SD 

  Teacher rapport with principal 3.85 4 0.94 

  Satisfaction with teaching 3.53 4 1.63 

  Rapport among teachers 4.03 4 1.03 

  Teacher’s salary 3.72 4 1.26 

  Teacher’s load 3.31 4 1.03 

  Curriculum issues 3.5 3 1.21 

  Teacher status 4.0 4 1.14 

  Community support of education 3.74 4 0.85 

  School facilities and services 3.71 4 1.12 

10.  Community pressure 3.8 4 0.91 

11.  On all factor 3.72 4 1.07 

Fig. 2: Bar Diagram of Mean score of Factor of Teacher morale
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 Table 3 shows that mean score above 3.50 indicates a high morale of teacher. In this approach
only mean score of curriculum issues lies below 3.5which indicates a moderately high teachers'
morale status and rest of the factors lies above the mean score of 3.5. All the  factors of PTO in this
context of the study except teachers' load (3.31)  is demonstrating high teachers' morale  naming
principal rapport among  teacher, satisfaction with teaching, rapport with teachers, teacher salary ,
teacher load, curriculum issues, teacher  status,  community support of education ,school facilities
and services, community pressure. Results of table 3 shows that the average of rapport among teachers
is high, i.e. 4.03, which reveals that teachers have high morale when their connection with other
teachers is good. The another factor affecting teachers' morale is teachers' status with mean value 4.0.
It designates that the level of esteem a teacher possess on the basis of teaching job. The factor which
least affects the morale is teachers' load with mean value 3.31. This type of load or burden apart from
teaching is a matter of slight importance for a teacher. The next least affecting factor is curriculum
issue with a mean value 3.5. This result discloses the fact that the teachers are least affected by the
responsibility of themselves towards the fulfillment of need of students and to understand student's
individual difference to take remedial steps

5. Results and Discussion
The study was conducted to examine the level of higher secondary school teachers' morale at

Balodabazar district. The study thoroughly examined the factors affecting the teachers' morale at
Balodabazar district of Chhattisgarh.Total ten factors of teachers' morale are studied on the basis of
Purdue Teachers'Opinnionnaire developed by Benteley and Rempel in 1967. The result showed a
highest teachers' morale score of the factor Rapport among the teachers (4.03). No employee
irrespective of its profession would be confident and content if the relationship of his or her with
colleagues is not harmonious. 'Human being is a social animal' and humans feels and performs better
and comfortably in group or association with others. The next factor with highest score affecting
teachers' morale is Teachers' status (4.0). If the prestige, position and salary associated with that
particular job is high than the morale of the teacher will be high. This status creates a reputation of
teacher in the society which is going to affect the morale. The least score lies with teachers' load
(3.31) which shows moderately high teachers' morale. This pointed out that the extra-curricular work
possessed by the teacher to update a teacher professionally does not influence the morale of a teacher
up to a significant level. The second lowest score factor in this study is curriculum issue with score of
3.5 which lies in the range of high morale score.The result coincides with the findings of Abdullah et
al. (2016) in terms of relationship with teachers.

6. Suggestions
To improve the level of teacher morale, it is better to consider the following suggestions which

are made based on the analysis of the survey.
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 The government should make better provisions for the teachers in Chhattisgarh regarding
regularity, salary structure, pay grade, transfers, appointments, etc. so that teachers can earn good
appreciation and status in the society which will further encourage the next generation to build their
career in teaching. It will be better if school administrator and principal go for performance and
potential appraisal regularly to improve salary and provide timely promotions which will further increase
the rapport of teachers among others which will enhance the morale of teachers.It will be more
effective if the school administrator take the steps to introduce suggestion scheme system for the
teachers.

7. Direction for further research
This study focused on the overall level of morale among teachers in Balodabazar districts. It is

the hope of the researcher that awareness will prevail over all school principal of the importance and
role that teachers' morale plays in the success of a school. At the very least, teacher quality can be
improved just by creating an awareness and recognition of morale in our schools. The following are
recommendations for future research.A study conducted with a large and more diverse population of
teachers. Involvement of middle and primary level teachers as respondents will make the study more
generalized. Broad area of study viz. state or with different district will give new dimensions of
implications. A study also conducted on principal leadership, teacher morale and student achievement
in school. The comparative study of teachers' morale in government school with private schools will
let slip the fact of education and status of teachers' in Chhattisgarh. Relationship of the various factors
of teachers' morale can be calculated with other factors as satisfaction, retention etc to make the study
more viable.

Conclusion
This study examined the factors which mostly affect the moral level of higher secondary school

teachers Purdue Teachers' Opinionnairegiven by Benteley and Rempel in 1967. More thoroughly it was
seen that the level of teachers'morale in higher secondary school teachers in Balodabazar district of
Chhattisgarh state in India. Ten antecedents of Teachers' Morale were tested and teachers' status and
rapport among teachers' are significantly influencing the teachers' morale.Curriculum issue and teachers'
load were found as influenced antecedents least affectingteachers' morale. Overall there is a high level
of teacher morale as measured by the purdue teacher opinionaire of Balodabazar district.It provided
insights to the government and policy makers for focusing on constructs of teaching policies. A proper
understanding of teachers' morale will help government and education policy makers to formulate a
strategy to increasethe teachers' morale and improve the quality of teaching in the district as well as
state.
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Abstract
Impact analysis of microfinance programmes becomes necessary for evaluating the

performance of these programmes. SHG Bank Linkage Programme has played an effective role
in improving the lives of the members of such programmes in India. The purpose of the present
study is to find out the impact of the SHG Bank Linkage Programme on its participants in the
state of Himachal Pradesh. For the purpose of analysis the treatment group i.e. participants and
control group i.e. non-participants are compared to each other on the basis of different variables
like income, family income, consumption, savings, agricultural and non agricultural assets. Mann
Whitney U test is used to find out whether there is any significant difference between the means
scores of participants and non-participants.

Keywords:  Self Help Group, SHG Bank Linkage Programme, Impact assessment, Non
Government Organisation, Income

Introduction
Microfinance has emerged as one of the efficient and effective way of reaching the poor and

the unbanked population of the country. In India, the concept of microfinance has gained widespread
coverage through Self Help Group Bank Linkage programme.  In one way or another it becomes
pertinent for researchers to analyse the impact of such programmes on the members. Impact analysis
of microfinance programmes help Self Help Group (SHG) promoting and funding agencies to improve
their product and services so that the programme becomes more beneficial for the participants of such
programmes (Simanowitz, 2001). It can also help us in understanding the effect of such programmes
on reducing poverty (Makina & Malobola, 2004). Impact assessment makes an effective contribution
to gain insights of complex relationship between microfinance intervention on poverty, empowerment
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and livelihood patterns of the members(Mayoux, 2001). Another purpose of analyzing a microfinance
programme is to assess its strengths and weaknesses and to find out whether it has an effective
positive impact on the participants or not. Impact evaluation becomes also indispensible to find out the
accomplishments or failures of a particular programme. The studies conducted in other developing
countries other than India show that microfinance programmes has laid a positive impact on the
respondents(Hashemi, Schuler, & Riley, 1996; Pitt & Khandker, 1998). Puhazhendi and Badatya (2002),
Sinha, Parida, and Baurah (2012)analysed the impact of microfinance programmes on social
empowerment, that too only in few states. Arora & Singh, 2015 recommended that the banks should
assist the SHG members in monitoring and supervising the loan amount for better repayment
performance. This will help the participants to gain more benefits out of these programmes. There are
certain authors who found insignificant or little impact of microfinance programmes on the socio
economic status of members (Kabeer, 2001,2005; Leach & Sitaram, 2002). Therefore, it is difficult to
arrive at consensus regarding the effects of microfinance programmes on the members based on few
studies. In addition to it, most of the studies done in India to analyse the impact of microfinance
interventions on group members are conducted in the southern part of India. In northern India, very
few studies are conducted to examine the impact of microfinance programmes. Talking particularly
about Himachal Pradesh, only few detailed grass root studies are carried out to analyse impact assessment
of microfinance interventions on the members.

The present study tries to find out the impact of SHG Bank Linkage Programme on the income
of the participants, income of their family, consumption level of the households and their employment
status in Himachal Pradesh. The impact of the programme on asset creation (both agricultural and
non-agricultural assets) is also evaluated in the current study.

Objective of the study
The objective of the study is to analyse impact of Self Help Group Bank Linkage Programme on

the empowerment level of women members of Self Help Groups in Himachal Pradesh. Following
hypotheses are formulated in the present study.

Hypotheses of the study
Following hypotheses are framed to fulfil the objectives of the study

H0 1 There is insignificant difference in income level of target group and control group in
Himachal Pradesh.

H0 1a There is insignificant difference in income level of target group and control group in
Kangra district.

H0 1b There is insignificant difference in income level of target group and control group in Solan
district.
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H0 1cThere is insignificant difference in income level of target group and control group in
Sirmaur district.

H0 2There is insignificant difference in savings of target group and control group in Himachal
Pradesh.

H0 2aThere is insignificant difference in savings of target group and control group in Kangra
district.

H0 2bThere is insignificant difference in savings of target group and control group in Solan
district.

H0 2cThere is insignificant difference in savings of target group and control group in Sirmaur
district.

H0 3There is insignificant difference in family income of target and control group in   Himachal
Pradesh.

H0 3aThere is insignificant difference in family income of target and control group in Kangra
district.

 H0 3bThere is insignificant difference in family income of target and control group in Solan
district.

 H0 3cThere is insignificant difference in family income of target and control group in Sirmaur
district.

 H0 4 There is insignificant difference in consumption expenditure of target and control group in
Himachal Pradesh.

H0 4aThere is insignificant difference in consumption expenditure of target and control group in
Kangra district.

H0 4bThere is insignificant difference in consumption expenditure of target and control group in
Solan district.

H0 4cThere is insignificant difference in consumption expenditure of target and control group in
Sirmaur district.

H0 5 There is no significant difference in employment status of target and control group in
Himachal Pradesh.

H0 5aThere is no significant difference in employment status of target and control group in
Kangra district.

H0 5bThere is no significant difference in employment status of target and control group in
Solan district.
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H0 5c There is no significant difference in employment status of target and control group in
Sirmaur district.

H0 6 There is no significant difference in agricultural asset holdings of target and control group
in Himachal Pradesh.

H0 6aThere is no significant difference in agricultural asset holdings of target and control group
in Kangra district.

H0 6bThere is no significant difference in agricultural asset holdings of target and control group
in Solan district.

H0 6cThere is no significant difference in agricultural asset holdings of target and control group
in Sirmaur district.

H0 7 There is insignificant difference in non-agricultural asset holdings of target and control
group in Himachal Pradesh.

H0 7aThere is insignificant difference in non-agricultural asset holdings of target and control
group in Kangra district.

H0 7bThere is insignificant difference in non-agricultural asset holdings of target and control
group in Solan district.

H07c There is insignificant difference in non-agricultural asset holdings of target and control
group in Sirmaur district.

Study area
The present study is based on primary data which is collected from three districts of Himachal

Pradesh i.e. Kangra (228), Solan (87), Sirmaur (45) in the year 2015. Out of each district, one Non
Government Organisation (NGO) was selected for the purpose of study. In total, 120 SHGs are taken
as sample from Chinmaya Organization for Rural Development in Kangra, Ambuja Cement Foundation
in Solan and Himalaya Awakening Society in Sirmaur. The schedules including questions of dichotomous
nature were prepared and it was pretested and validated. 360 members (treatment group) of SHGs and
180 non-members (control group) were included in the sample for the purpose of study.

Research Methodology
For conducting impact analysis, control group is used to make comparison with the members

participating in the program (Hulme, 2000; Kenny, 1975).Counterfactual formulation involves observation
of possible outcomes; had the participants not participated is such programmes. The main motive is to
find out the potential without intervention of microfinance programmes (Blundell & Costa Dias, 2000;
Heckman & Vytlacil, 2007). For conducting impact analysis of a programme, the non-participants are
selected in order to estimate the results if participants had not participated (Heckman, Ichimura,
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Smith, & Todd, 1998). While comparing these two groups the selection bias may arise (Hulme, 2000).
The control groups selected are identical to the participants in term of socio economic characteristics.

Data Analysis
For the present research work, the data collected from the members and the non-members is

analysed using Mann Whitney U test. Mann Whitney U test is a non-parametric alternative for t test.
This technique is applied to test whether there is any significant difference between means of two
groups.

Impact Analysis of SHG Bank Linkage Programme
Impact analysis of SBLP has been conducted by comparing the target group i.e. members of

the programme and control group i.e. non-members of the programme. The impact of the programme
has been analysed using various variables like income, family income, savings, consumption expenditure,
assets creation both agricultural and non-agricultural assets. To examine the impact of microfinance
programme on the income of the members, Mann Whitney U test is applied to compare participants
with non-participants of the programme based on various variables in Himachal Pradesh.

Impact of SHG Bank Linkage Programme on the Income of the Members
Microcredit programmes provide the opportunity to the members to earn income and gain

financial independence. The SHGs run by the NGOs and linked to bank have greater advantage. The
NGOs from time to time organise different training programmes for the participants and try to inculcate
some entrepreneurial skills in the respondents. These NGOs try to encourage and nurture their skills
with an objective of making them self-dependent. For studying the difference between the income of
the members and non-members, Mann Whitney U test statistics is used. The test statistics show the
value of Mann-Whitney U, Z value and the significance value. The null hypothesis (H01) is framed that
there is insignificant difference in income level of target group and control group in Himachal Pradesh.
Table 1 shows the mean ranks and test statistics values of income of the respondents respectively.
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Table 1: Mann Whitney U test statistics of Members and Non members based on Income, Savings and
Family Income

 Income of the 
Respondents 

Saving Performance Family Income 

Member Non-
members 

Member Non- 
members 

Member Non- 
members 

 
Kangra 

N 228 113 228 113 228 113 
Mann-Whitney U 10887.50 10400.00 10410.0 
Z -2.459 -3.097 -2.885 
Asymp. Sig. 0.007 .002 .002 

 
Solan 

N 87 44 87 44 87 44 
Mann-Whitney U 1571 1560.50 1414.0 
Z -1.731 -1.880 -2.438 
Asymp. Sig.  0.042 .060 .007 

 
Sirmaur 

N 45 23 45 23 45 23 
Mann-Whitney U 430 478.00 443.0 
Z -1.653 -.870 -.966 
Asymp. Sig.  0.049 .385 .167 

 
Total 

N 360 180 360 180 360 180 
Mann-Whitney U 27270 26750.50 25841.50 
Z -3.204 -3.633 -3.838 
Asymp. Sig.  .000 .000 .000 

In district Kangra the Mann-Whitney U value is 10887.50 and Z value is -2.459 and the test
significance value is 0.007, which is less than the 0.05. Thus, the null hypothesis (H01a  ) is rejected
and the alternate hypothesis is accepted. The mean ranks (179.75)  of member's income is more than
the mean rank of the non-participants' income (153.35) in Kangra. Thus, the findings state that the
programme has significantly improved the income level of the members in Kangra district.

In Solan district, the Mann-Whitney U value is 1571.00 and Z value of -1.731 it is found to be
significant at 0.042 that is less than the 0.05. Thus the null hypothesis (H01b) is rejected. This mean
rank of income of members (69.94) is more than the mean ranks of non-members' income (58.20) in
Solan. It reveals that the programme has improved the income level of the members.

In Sirmaur district, the Mann-Whitney U value is 430.00 and Z value of -1.653 and the test
significance value is 0.049. Thus the null hypothesis (H01c ) is rejected. This mean rank of members
(36.38) is more than the mean ranks of non-members (30.83) in Solan, which states that the income
of members is more than the income of non-members.

The mean rank of income of members (284.75) is more than the mean ranks of non-members'
income (242.00) in Himachal Pradesh. It indicates that the income of members is higher than the
income of non-members. The overall impact of the programme is also calculated. The Mann-Whitney
U value and Z value comes out to be 27270 and -3.204 respectively and the test significance value is
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0.00. Therefore, the null hypothesis (H01) is rejected. The results confirm that the programme helps
in improving the income of the members of SHGs in Himachal Pradesh.

Impact of SHG Bank Linkage Programme on the Saving Performance of the
Members

Savings are necessary for the meeting day-to-day expenses and contingencies. These
programmes try to build saving habits among the members of the microfinance programmes. The
members contribute monthly small savings and pool it together to make a common fund. The members
can borrow loan out of this fund created and invest in income generating activities. They have started
saving money in banks. The savings of the members and non-members are compared to evaluate the
impact of SHG bank linkage programme. Mann Whitney U test statistics is used to test difference
between saving performance of members and non-members. Null hypothesis (H02) is framed that
there is insignificant difference in savings level of target and control group in Himachal Pradesh.

In district Kangra, the Mann-Whitney U value comes out to be 10400.00 and Z value is

-3.097 and the test significance value is .002 which is less than the 0.05. Therefore null hypothesis
(H02a) is rejected. The mean ranks of saving performance of members (181.89) are more than the
mean ranks of non-members' saving performance (149.04). It shows that microfinance programme
has improved the saving habits among the members of SHGs as compared to the non-members.

In Solan district, the Mann-Whitney U value is 1595.50 and Z value is -1.652 and it is found to
be significant at .049 which is less than 0.05. The null hypothesis (H02b) is rejected. The mean ranks
of saving performance of members (70.06) are more than the mean ranks of non-members' saving
performance (57.97) in Solan. Thus, the results state that the programme has enhanced the saving
performance of the members.

For the district Sirmaur, the Mann-Whitney U value is 478.00 and Z value is -.870 and the test
significance value is .385 which is above .05 level. Thus, the null hypothesis (H02c) is accepted. It
states that the programme has insignificant impact on the saving performance of members in Sirmaur
district.

For overall Himachal Pradesh Mann-Whitney U value is 26750.50 and Z value is -3.633 and the
test significance value is .000 which is less than 0.05 level. Therefore, null hypothesis (H02) is rejected.
The means ranks of participants' savings (286.19) are more than non-participants (239.11). Thus the
findings states that the programme helps in building the savings habit among the members of the
groups in Himachal Pradesh. It also states that SBLP programme has positive impact on the savings.

The Impact of SHG Bank Linkage Programme on the Family Income
The microfinance programme is expected to increase the income of the family of the participants.

These programmes provide an opportunity to the members to earn income and therefore contribute
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toward the income of the family. Mann Whitney U test is used to find the difference between family
income of members and non-members. The null hypothesis is framed that there is an insignificant
difference in family income of target group as compared to the control group. The table 1 shows the
mean ranks and the Mann Whitney U test statistics of family income of the respondents for over all
Himachal Pradesh and district wise too. These mean ranks are considered for finding out that which
group has highest scores as compared to another.

The null hypothesis (H03) is that there is an insignificant difference in the family income of
target group and control group in Himachal Pradesh. In district Kangra the Mann-Whitney U value
comes out to 10410.0 and Z value is -2.885 and the test significance value is .002 which is less than
the 0.05. Thus, the null hypothesis (H03a) is rejected and alternate hypothesis is accepted. The mean
ranks of members' family income (181.84) is more than the mean ranks of non-members' family
income (149.12) in Kangra. The findings state that the members of programme have high-income level
as compared to the income level of the non-members in Kangra.

In Solan district, the Mann-Whitney U value is 1414.0 and Z value of -2.438 it is found to be
significant at 0.042 which is less than the 0.05. Thus, alternate hypothesis is accepted and null hypothesis
(H03b) is rejected. The mean ranks of members (71.75) are more than the mean ranks of non-
members (54.64) for the income of the family showing that the programme has positive and significant
impact on the family income level of the members. The members' family have high-income level as
compared to non-members.

The Mann-Whitney U value is 443.0 and Z value of -.966 and the test significance value is 0.167
for the district Sirmaur. Thus, the null hypothesis (H03c) is accepted which states that the programme
has no impact on the family income of members of the programme.

For overall Himachal, Mann-Whitney U value is 25841.50 and Z value is -3.838 and the test
significance value is 0.00. Therefore, null hypothesis (H03) is rejected and alternate hypothesis is
accepted. The mean ranks of members (288.72) are more than the mean ranks of non-members
(234.06) for income of the family. The results show that SHG Bank Linkage Programme improves the
family income of the members in Himachal Pradesh as the mean ranks of members are more than the
mean ranks of non-members.

Impact of SHG Bank Linkage Programme on the Consumption Expenditure of
Respondents

A rise in the consumption expenditure is an indicator that people are spending more on different
food and non-food items. This also shows that there is rise in the standard of living. It is expected that
the members of the microfinance programmes invest in income generating activities. As they start
earning, they also contribute to their family income. As the family income increases, the consumption
expenditure of the family also increases. It ultimately improves their socio-economic status. To compare
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the consumption expenditure between members and non-members of the programme, Man Whitney U
test is applied. Table 2shows the mean ranks and test results of the consumption expenditure variable
for Himachal Pradesh as well as district wise.

Table 2: Mann Whitney U test statistics of member and non members on consumption expenditure,
employment, agricultural and non agricultural assets

 Consumption 
Expenditure 

Employment Days Agricultural Assets Non-Agricultural 
Assets 

Member Non-
members 

Member Non- 
members 

Member Non-
members 

Member Non-
members 

 
Kangra 

N 228 113 228 113 228 113 228 113 
Mann-
Whitney U 

11825.500 10979.0 9416.500 7725.00 

Z -1.233 -2.388 -4.075 -6.018 
Asymp. 
Sig. 

.109 .008 .000 .000 

 
Solan 

Mann-
Whitney U 

1502.000 1595.50 1305.000 1560.50 

Z -2.008 -1.652 -2.981 -1.723 
Asymp. 
Sig.  

.022 .049 .003 .042 

 
Sirmaur 

Mann-
Whitney U 

430 430.50 208.500 494.00 

Z -1.653 -1.645 -4.066 -.305 
Asymp. 
Sig.  

0.049 .100 .000 .380 

 
Total 

Mann-
Whitney U 

27270 27437.50 22498.00 22202.50 

Z -3.204 -3.150 -5.829 -5.966 
Asymp. 
Sig.  

.000 .001 .000 .000 

Source: Results obtained from SPSS

In district Kangra, the Mann-Whitney U value is 11825.50 and Z value is -1.233 and the test
significance value is 0.109 that is more than the 0.05. Therefore, the null hypothesis (H04a) is rejected
and the alternate hypothesis is accepted. The mean ranks of members' consumption expenditure
(175.63) are more than the mean ranks of non-members's consumption expenditure (161.65) in Kangra.
It states that the programme has significantly improved the consumption expenditure of the members
in Kangra district thereby indicating that it has improved their standard of living.

In Solan district, the Mann-Whitney U value is 1502.00 and Z value is -2.008 which is found to
be significant at .022, and is less than 0.05. The null hypothesis (H0 4b) is rejected and alternate
hypothesis is accepted. The mean ranks of members' consumption expenditure (70.74) is more than
the mean ranks of non-members' consumption expenditure (56.64) in Solan.  The results show that
programme has significantly enhanced the consumption expenditure of the members as compared to
non-members in Solan district only.
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For district Sirmaur, the Mann-Whitney U value is 421.50 and Z value of -1.244 and the test
significance value is .106 which is above .05 level. Thus the null hypothesis (H04c) is accepted and
alternate hypothesis is rejected which states that the programme has insignificant effect on the
consumption expenditure of members of the programme in Sirmaur district.

Mann-Whitney U value is 28628.50 and Z value is -2.207 and the test significance value is .013.
The overall statistics of Himachal Pradesh confirms that the null hypothesis (H04) is rejected and the
alternate hypothesis is accepted. The mean ranks of consumption expenditure for members (280.98)
are higher as compared to the mean ranks for non-members (249.55) in Himachal Pradesh. This
supports the fact that the programme has improved the consumption expenditure of members of the
programme, which clearly indicates significant improvement in consumption level of the members as
compared to non-members.

Impact of SHG Bank Linkage Programme on Employment Generation
Employment generation is necessary for the development of a country. Microfinance has proved

to be an effective tool for reducing the problem of poverty by creating earning opportunities for the
people. The main motive of a microfinance programme is to make the members self-reliant. The
SHPIs organise training programmes for the members on various aspects and they try to encourage
them to start their own micro enterprises. They help farmers to improve their agricultural production
by organising special training programmes for the farmers. Members are encouraged to indulge in
lucrative agricultural activities like mushroom farming, greenhouse farming, dairy farming, handicrafts
etc. Mann Whitney U test is used to find the difference between the employment status of members
and non-members. Null hypothesis (H05) is framed that there is insignificant difference in employment
status of target and control group in Himachal Pradesh. The table 2shows the mean ranks and test
statistics for the employment days generated under the SHG Bank Linkage Programme.

Sub-hypotheses are framed to test the difference between the target group and the control
group in three districts of Himachal Pradesh.

In district Kangra the Mann-Whitney U value is 10979.0 and Z value is -2.388; the test significance
value is 0.008 which is less than the 0.05. Thus, the null hypothesis (H05a)is rejected and alternative
hypothesis is accepted. The mean ranks of employment days for the members (179.35) are more than
the non-members (154.16). Therefore, the finding highlights that the members of the programme are
employed for more number of days as compared non-members.

In Solan district, the Mann-Whitney U value is 1595.50 and Z value of -1.652. It is found to be
significant at 0.049 which is less than 0.05. Thus, alternate hypothesis is accepted and null hypothesis
(H05b) is rejected. In Solan, the members have highest mean ranks (69.66) for the employment as
compared to the non-members (58.76) thus revealing that the programme has helped in creating
employment for its members.



SUMEDHA  Journal of Management

44

For the district Sirmaur, the Mann-Whitney U value is 430.50 and Z value of -1.645 and the test
significance value is 0.10 which is above .05 level. Thus the null hypothesis(H05c) is accepted which
states that the programme has insignificant impact on the employment days of members of the programme.

 The results based on the impact analysis of the programme shows Mann-Whitney U value is
25841.50 and Z value of  -3.150 and the test significance value is .001. This shows that that null
hypothesis (H05) is rejected. In overall Himachal, the members have highest mean ranks (284.28) for
the employment as compared to the non-members (242.93). The programme has significant impact
on the members of the programme.  The members of programme are employed for more number of
days as compared to non-members.

Impact of SHG Bank Linkage Programme on the Agricultural Assets possessed
by the Members

Most of the members of SHGs are engaged in dairy farming and poultry farming. Livestock
forms a great part of their agricultural assets. This section shows the impact of programme on the
assets possessed or held by the members by comparing them to the assets held by the non-members.
The null hypothesis (H06) states that there is no significant difference in asset holdings of target and
control group in Himachal Pradesh. The null hypothesis is tested using Mann Whitney U test. Table 2
shows the value of Mann- Whitney U, Z value and the significance value. In Kangra district, the Mann-
Whitney U value is 9416.50 and Z value is -4.075 and the test significance value is .000 which is less
than the 0.05. The null hypothesis (H06a) is rejected and alternative hypothesis is accepted. The mean
ranks of agricultural assets for members are 298.01 as compared to the mean ranks for non-members
are 215.49 in Kangra.  It shows that members of the programme held more agricultural assets as
compared to the non-members in Kangra district.

Thus, the findings state that the programme has helped to boost the asset holdings of the
members. In Solan district, the Mann-Whitney U value is 1305.00 and the Z value of -2.981 it is found
to be significant at .003 which is less than 0.05. Therefore, the null hypothesis (H06b) is rejected and
alternate hypothesis is accepted. The mean rank of agricultural assets for members (73.00) is higher
as compared to the mean ranks for non-members (52.16) in Solan. It states that the programme has
improved the assets holding of the members as compared to the non-members of Solan.

For district Sirmaur, the Mann-Whitney U value is 208.50 and Z value is -4.066 and the test
significance value is 0.000 that is below 0.05 level. Thus, the null hypothesis (H06c) is rejected and the
alternate hypothesis is accepted. The mean rank of agricultural assets for members (41.37) is higher
as compared to the mean ranks for non-members (21.07) in Sirmaur. The findings show that the
programme helps in improving agricultural asset held by members in Sirmaur.

For overall Himachal, Mann-Whitney U value is 22498.00 and Z value of -5.829 and the test
significance value is 0.000. As the significance value is less than 0.05, the null hypothesis (H06) is
rejected and alternate hypothesis is accepted. The mean ranks of agricultural assets for members
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(298.01) are as compared to the mean ranks for non-members (215.49) in Himachal.  The results
confirmed that the programme has significantly enhanced the assets position of the members over the
non-members.

Impact of SHG Bank Linkage Programme on the Non-Agricultural Assets
possessed by the Members

Like  agricultural assets, the members also hold non-agricultural assets. Microfinance programmes
helps in improving their individual income as well as their family income. This increased income is
used to purchase assets like television, refrigerators, mobiles etc. The position of non-agricultural
assets is also compared with the non-members to know the impact of the programme on the members
and for this purpose Mann Whitney U test is used.

Table 2 shows the value of Mann- Whitney U, Z value and the significance value.  In district
Kangra the Mann-Whitney U value is 7725.00 and Z value of -6.018 and the test significance value is
.000 which is less than the 0.05. It states that null hypothesis (H07a) is rejected. The mean ranks of
non-agricultural assets for members (193.62) are higher as compared to the mean ranks for non-
members (125.36) in Kangra. Therefore, the results show that the programme has significant
improvement in asset holding position of the members over non-member in Kangra.

In Solan district, the Mann-Whitney U value is 1560.50 and Z value of -1.723 and p value is
.042 which is less than 0.05. Therefore, the null hypothesis (H07b) is rejected. The mean ranks of
non-agricultural assets for members (70.06) are higher as compared to the mean ranks for non-
members (57.97) in Solan. The findings state that the programme has significantly boosted the value
of non-agricultural assets held by the members in Solan.

For the district Sirmaur, the Mann-Whitney U value is 494.00 and Z value is -.305. The test
significance value is .380 which is above .05 level. The null hypothesis (H07c) is accepted and the
alternate hypothesis is rejected. It shows that in Sirmaur, the microfinance programme has no impact
on the non-agricultural assets holdings of members.

In overall Himachal, Mann-Whitney U value is 22202.50 and Z value is -5.966. The test significance
value is .000. The null hypothesis (H07) for overall Himachal is rejected and the alternate hypothesis is
rejected. The mean ranks of non-agricultural assets(298.83) for members are higher are as compared
to the mean ranks of non-agricultural for non-members(213.85) in Himachal. It confirmed that the
programme has significantly improved the land holding position of the members of the programme.

Conclusion
The study has been conducted to find out the impact of the SHG Bank Linkage Programme on

the income of the members, family income of the members, employment level, agricultural assets,
non-agricultural assets and consumption expenditure of the respondents. The study also highlights the
living standard of the respondents. The status of te members of the programmes is compared with the
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control group i.e. the respondents who are not members of these programmes. It was found that
programme has laid a positive impact on the income of the members and also indicates an increase in
the agricultural assets holdings of the members in all the districts. The programme also showed
positive impact on other variables like family income, non-agricultural assets, and consumption
expenditure in overall Himachal Pradesh. In Kangra district, a positive impact is seen on all the variables
except for consumption expenditure. It showed negative impact on the consumption expenditure.
Findings revealed that in Sirmaur district there is positive impact only on income of the members and
the agricultural assets holdings. The study also showed a negative impact on other variables under
study. Results obtained in Solan district showed that programme has laid a positive impact on all the
variables. In nutshell it can be stated that Microfinance interventions in the state of Himachal Pradesh
has improved the status of members based on various parameters.
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Abstract
Now a day's many of the financial institutions and banking sector are using strategic

branding for capturing customer attention in long- run, so Banks must adopt various types of
strategic planning towards develop a positive perception in the minds of customers. For that,
developing and implementing customer centric strategies, banks need to provide a consistent
strategic brand experience to prevent customer from switch out to other competitive banks. In
order to understand customer expectations of banking services, there is a need to understand
customer based brand equity and its major determents. The current research paper deals to
identify the various determinants of customer-based brand equity in the banking sector. For this
purpose, a structured questionnaire was developed and a sample of 140 respondents was taken
from the customers of select banks from Hyderabad city.  For analyzing the data, statistical tools
like, correlation analysis and multiple regressions by using SPSS 20.0 Version. Correlation analysis
was conducted on the study variables and the results indicated that there are strong, positive and
significant relationships between demographical variable and determinants of CBBE, and the
multiple regression results showed that Brand verdict, brand felling and brand performance
have significant influence on the  banking customers.

Keywords:  Brand equity, Brand verdict, Brand felling, Brand performance, CBBE

Introduction
Customer-based brand equity (CBBE) is a way of assessing the value of a brand in customers'

minds. The CBBE concept approaches brand equity from the perspective of the consumer, whether
the consumer is an individual or an organization or an existing or prospective customer. The basic
premise of the CBBE concept is that, the power of a brand lies in what resides in the minds and hearts
of customers. The challenge for marketers in building a strong brand is ensuring that customers have
the right type of experiences with products and services and their accompanying marketing programs
so that the desired thoughts, feelings, images, beliefs, perceptions, opinions, and experiences become
linked to the brand. Mainly it refers, the value consumer's associate with a brand, as reflected in the
dimensions of brand awareness, brand associations, perceived quality, brand loyalty and other proprietary
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brand asset. The differential effect of brand knowledge on consumer response to the marketing of the
brand. Brand knowledge is the full set of brand associations linked to the brand in long-term consumer
memory. According to Berry (2000), branding is a principal success driver for service organizations.

Building brand equity requires creating a familiar brand name and a positive brand image i.e.,
favourable, strong, and unique brand associations. Strategies to build customer-based brand equity
can be both in terms of the initial choice of the brand identifiers (brand name, logo, and symbol) and
how the brand identifiers are supported by and integrated into the marketing program. Two basic
approaches can be outlined as to how to measure customer-based brand equity: i) The indirect approach
measures brand knowledge (brand awareness and elements of brand image) to assess the potential
sources of brand equity; and ii) the direct approach measures the effects of the brand knowledge on
consumer response to marketing activity. Brand equity may be defined as a set of elements, such as
brand associations (BASs), market fundamentals and marketing assets, that help distinguish one brand
from another (Tiwari, 2010). Brand equity has been considered in many contexts (Kim, 2003); in a
general sense, brand equity is defined in terms of the marketing effects uniquely attributable to the
brand (Keller, 1993). One of the most common definitions of brand equity is that it is a set of brand
assets and liabilities, linked to the brand's name and symbol, which can subtract from as well as add to
the value provided by a product or service, and which provides value to customers as well as to a firm
(Aaker, 1991). So brand equity can be viewed from different perspectives.

Review of Literature
Atiglan et, al. (2005) aimed to investigate the causal relationships between the dimensions of

brand equity and brand equity itself. The study was conducted in the beverage industry of Turkey.
Data were collected from a sample of 255 university students in Turkey. The statistical techniques
used for the analysis were exploratory factor analysis and structural equation modelling (SEM). The
results of factor analysis revealed that four factors were extracted from 13 variables; 74% variance
was explained by the model. These four factors were named as BL, BA, perceived quality and BAS.
The results of SEM reflected that out of the four factors extracted, BL underlined the positive and
direct role in affecting brand equity and the other three constructs had very low or negative influence
on brand equity. Che and Has him (2007) analyzed the customer perceptions on brand equity dimensions
among consumers of bank services in Malaysia. The study was conducted on 265 MBA students at
the Graduate School of Business, University of Malaya City Campus, Kuala Lumpur. Multiple regression
analysis was applied. The results showed that bank service operation, bank employees, brand-aroused
feelings, bank environment and bank word of mouth are important factors in explaining customer
satisfaction and customer loyalty.

Norzalita et al. (2010) examined the various factors that determine the brand equity and analyzed
the customer perceptions regarding the brand equity of services. The sample included 480 bank
customers of private banks of Malaysia. Exploratory factor analysis, correlation as well as regression
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analysis was used for the analysis. Factor analysis extracted five factors, that is, brand salience, brand
performance, brand judgement, brand resonance and brand feelings. Correlation analysis depicted the
strong correlation between brand resonance and brand judgement. Regression analysis concluded that
only three factors have a significant impact on brand resonance, that is, brand feelings, brand judgement
and positive brand performance.Afsar, Rehman, Qureshi and Shahjehan (2010) attempted to analyze
the various determinants of customer loyalty in the banking industry. The main determinants of customer
loyalty were perceived quality, trust, satisfaction, switching cost and commitment. The main objective
of the study was to analyze the impact of these determinants on customer loyalty in Pakistan. A
structured questionnaire consists of 49 questions. A sample of 325 respondents was selected and
multiple regression analysis applied. The results indicated that the effect of satisfaction and trust on
commitment is positive and significant. The effect of perceived quality on satisfaction is positive and
significant but low. The effect of satisfaction, switching cost and commitment on customer loyalty is
positive and significant.

Venkatesh (2011) examined the influence of external brand factors on customer's evaluation of
banking services in India. The sample consisted of 1,468 customers from different parts of India from
26 different banks operating in the country. Correlation, factor analysis, multiple regression and
discriminate analysis were used. The findings revealed that the associations between each of the brand
factors were positive. The factors which contribute mainly to a positive brand verdict are core service,
feelings, price/value for money, customer satisfaction and brand attitude. Cerri (2012) aimed to measure
the brand equity in the Albanian banking sector. Nine banks, which make up more than 98% of the
domestic market in banking services (according to the official data of the Bank of Albania) with 250
bank customers were interviewed. Seven measures were chosen to determine the brand equity, that is,
brand recall, brand familiarity, quality of BN, likelihood of changing service provider, number of BASs,
origin of BASs and uniqueness. Seven correlation tests were conducted, aiming to reveal the level of
correlation between scores of consumer-based brand measures for each brand with respective market
share indicators for each brand. The findings revealed that banks with high market shares also had
high indicators of CBBE. This means the CBBE indicators are also good indicators of brand equity,
since CBBE showed high correlation with market share.

Dua et al. (2013) examined the interrelationship of Aaker's CBBE dimensions in the banking
sector. Data were collected with the help of a structured questionnaire from 150 respondents of
Punjab. Structural equation modelling was used. The results stated that all dimensions, that is, perceived
quality, BL, BA and BAS, have a direct positive effect on brand equity.Sangeeta Arora & Neha (2016)the
findings revealed that out of the six factors extracted from the study, brand verdict emerged as the
most significant factor that led to the determination of customer-based brand equity. The results of
independent sample t-test showed no significant differences in the perceptions of customers of public
and private banks with respect to customer-based brand equity. The results indicated that there are
strong, positive and significant relationships between brand performance and brand feelings, and
between brand performance and brand verdict. The multiple regression results showed that only brand
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performance, brand salience and brand feelings have a significant influence on brand verdict, whereas
brand investment had a significant negative impact on brand verdict.

Musa Pinar, Tulay Girard, Zeliha Eser, (2012) examined Consumer?based brand equity in banking
industry: A comparison of local and global banks in Turkey. It was found that the overall CBBE,
perceived quality, brand image/association, and brand loyalty were significantly higher for private
banks than for state and foreign banks. Organizational association was the highest for state banks,
followed by private banks, and the lowest for foreign banks. Foreign banks scored the lowest in
perceived quality, brand loyalty, and the overall CBBE.Norzalita Abd Aziz (Corresponding author) &
Norjaya Mohd Yasin (2010) study attempts to verify the determinants of brand equity of services
based on consumers' perception of a banking service. The reliability test on all these factors produced
satisfactory reliability coefficients. Correlation analysis was also conducted on the study variables and
the results indicate that there are strong, positive and significant relationships between brand performance
and brand judgment, and between brand performance and brand feelings. Strong, positive and significant
relationships are also found between brand performance and brand resonance, between brand judgment
and brand resonance as well as between brand feelings and brand resonance.

Objectives of the Study
The objectives of the study are to realize the following:
1. To study relationship between Customer-Based Brand Equity and demographic variables;
2. To identify the various determinants of customer-based brand equity in the banking industry;

and
3. To investigate the influence of brand investment, brand performance, brand feelings and brand

verdict.

Hypotheses
The following are the hypotheses were designed in order to realize the above objectives.
1. Ho1: There is no significant correlation between Customer-Based Brand Equity and demographic

variables.
2. Ho2: There is no significant influence of brand investment, brand performance, brand feelings

and the brand verdict on banking customers.

Methodology
Sources of data: The study is based on both the primary data and secondary data. The primary

data were collected directly well structured questionnaire administered among the bank customers.
The questionnaire was designed on the bases of CBBE factors like Brand investment, Brand performance,
Brand verdict, Brand felling towards banking customers. Secondary data collected from relevant
books, journals, research articles for review of literature and conceptual frame work of the study.
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Sampling Design: Convenience sampling method has been used for the study. The study is
conformed to only Hyderabad city and the sampling unit is selected from the different branches of
banking from the study area. For understanding the influence of CBBE, determinants on the customers
towards select commercial banks. The researcher decided to select a sample size of 140 respondents
from different bank branches in study area.

Statistical Tools Used: The processing, classification, tabulation, analysis and interpretation of
the data are done with the help of SPSS 20.0 Version, the followed statistical techniques have been
applied depending on the nature of the data collected from the respondents, correlation analysis and
multiple regression analysis was used.

Results and Discussion
The research finds out what factors determines the customer based brand equity (CBBE) and

its impact on banking customers.

Table -1 Pearson Correlation

 Age in  
years Gender Education Occupation Income CBBE 

determinants 
Age in  
years 1 -.273** .112 .034 .095 .223** 

Gender -.273** 1 .566** .287** .498** .342** 
Education .112 .566** 1 .571** .017 .470** 
Occupation .034 .287** .571** 1 .012 .197* 
Income .095 .498** .017 .012 1 .021 
CBBE 
determinants .223** .342** .470** .197* .021 1 

Source: Authors finding

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

In order to understanding of relationships among the demographical variable and determinants
of CBBE, the Pearson correlation technique was calculated in the study. Numerical values of the
correlation coefficients reflect the degree of association between demographical variable and determinants
of CBBE.

From table 1, correlation results shows that there is strong correlation between education with
determinants of CBBE(r = 0.470) at the 0.01 significance level (2-tailed).And between gender with
determinants of CBBE(r = 0.342 at the 0.01 significance level (2-tailed).
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Table -2 Pearson correlation

  
Brand 

investment 
Brand 

performance 
Brand 
verdict 

Brand 
felling 

Brand investment 1 .625** .398** .406** 
Brand performance .625** 1 .525** 0.062 
Brand verdict .398** .525** 1 .228** 
Brand felling .406** 0.062 .228** 1 

Source: Authors finding

**. Correlation is significant at the 0.01 level (2-tailed).

In order to understanding of relationships among all the Brand equity constructs which are
impact on the banking customers, the Pearson correlation technique was calculated in the study.
Numerical values of the correlation coefficients reflect the degree of association between all the Brand
equity constructs.

From table 2, correlation results shows that there is strong correlation between Brand investment
with Brand performance(r = 0.625) at the 0.01 significance level (2-tailed).And between Brand
performance with Brand verdict(r = 0.525).

Multiple Regressions
1. Ho1: There is no significant correlation between Customer-Based Brand Equity and

demographic variables.

Table -3

Model R R 
Square 

Adjusted 
R Square 

Std. Error of 
the Estimate F Sig. 

1 .510a .261 .233 .36000 9.445 .000b 

     a. Predictors: (Constant), Age in years, Gender, Education, Occupation, Income

From the table 3, R2 value is found to be 0.461, meaning there by that 46% of the variation in
dependent variable is explained by predictors. Since the F value found to be significant, the null
hypothesis is rejected and the alternative hypothesis accepted, meaning there is a significant in the
variation caused by the predictors.
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Table - 4 Coefficientsa

Model Un standardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 4.378 .252  17.362 .000 
Age in  years .060 .038 .130 1.584 .116 
Gender -.110 .108 -.124 -1.020 .310 
Education .144 .037 -.434 3.877 .000 
Occupation .125 .028 .082 .900 .370 
Income -.027 .033 -.079 -.808 .421 

a. Dependent Variable: Customer-Based Brand Equity 
Source: Authors finding

From the table 4, it is evident that Education(.144) emerged as the most important demographic
variable, followed with Occupation (.125) and age in years (.060). It concluded that higher education
of banks customer will have higher positive evaluation on CBBE of banks. And also results had shown
that there is negative impact of gender and income with the CBBE, which concluded that higher age
and income generate negative perception on CBBE of banks.

2. Ho2: There is no significant influence of brand investment, brand performance, brand
feelings and the brand verdict on banking customers

Table -5

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of  
the Estimate 

F Sig. 

1 .614a .376 .358 .995 20.374 .000b 

Source: Authors finding

     a. Predictors: (Constant), Brand investment, Brand performance, Brand verdict,

         Brand felling

From the table 5, R2 value is found to be 0.376, meaning there by that 37% of the variation in
dependent variable is explained by predictors. Since the F value found to be significant, the null
hypothesis is rejected and the alternative hypothesis accepted, meaning there is a significant in the
variation caused by the predictors.
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Table -6 Coefficientsa

Model Un standardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

 
1 

(Constant) 13.906 1.323  10.514 .000 
Brand investment -.561 .208 .287 -2.693 .008 
Brand performance .866 .202 -.471 4.278 .000 
Brand verdict 1.173 .338 -.293 3.475 .001 
Brand felling 1.106 .261 -.368 4.229 .000 

a. Dependent Variable: Banking customers 

Source: Authors finding

From the Table 6, it is indicated that Brand verdict (1.173) emerged as the most important
determinants of CBBE, followed with Brand felling (1.106) and Brand performance (.866). It concluded
that higher efforts of Brand verdict of banks will have higher positive evaluation on customers of
banks. And also results shown that there is negative influence of Brand investment, which concluded
that higher Brand investment generate negative perception on customers towards banks.

Limitation
• The study is limited to a sample size 140, so it cannot be generalized.

• The study carried out to understand determinants of CBBE in select commercial banks in
Hyderabad city only.

Conclusion
The present study concluded that the successes of many banking industries depend on the

ability to create and retaining the customers towards banking services. The study extracted four
relevant  factors in the CBBE like brand investment,brand performance, brand verdict and brand
felling, among all brand verdict having most significant determinant factor of CBBE and followed with
brand felling and brand performance also influence towards banking customers. Correlation analysis
was conducted on the study variables and the results indicated that there are strong, positive and
significant relationships between demographical variable and Determinants of CBBE, and The multiple
regression results showed that Brand verdict, brand felling and brand performance  have significant
influence on the  banking customers.
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Abstract
Nowadays the success mantra of any business is influenced by value added services provided

by company and satisfaction level of consumer satisfaction also measured with reference to value
added services. In the modern society brands not only represent the product or company but also
have a strong association with perceived quality, consumers' life style, social class, taste etc. The
purpose of this paper is to create a deeper consideration of how big brand name of Indian car
manufacturer provides Value added services and try to change the customer choice towards
purchasing a car. With stiffening of competition among different car companies it become extremely
important for marketers to focus on to meet and satisfy customer's needs, wants and desire. The
growth and size of the company rely on the growth of the market, which in turn depend upon the
customers' taste, preference and uniqueness of product. With the diversity of choice, the profusion
of goods and services offered; and the freedom of choice available to the customers, marketers
are trying to search the customers with value pricing. Factors analysis is used to identify that
some value added services will change the choice of cars provided by different brand name of
Indian car manufacturing companies.

Keywords:  Purchase, Extra Offers, Facilities, Services, Advance

Introduction
The dynamic changes in people level of income levels most of them are focusing on luxurious

goods. Due to increase in the disposable income of the people and easy finance available in the market,
the sales of the passenger cars have increased. As the competition is increasing day by day, new
players are entering into the market with their new innovation to attract the potential buyers in the
market. The buying behavior of customer can be studied by knowing their perception about the cars
in the market. Basically it is the need to find out what customer expects and what is being offered to
them. When a customer is satisfied with the product or service, he recommends that product and
service to another prospective customer. The Indian industry is currently experiencing unprecedented
boom in the demand for all types of vehicle.
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"A product is something that is made in a factory, a brand is something that is bought by a
customer. A product can be copied by a competitor, a brand is unique. A product can be quickly
outdated, a successful brand is timeless" (Quiston, 2004, p 345).  This statement induces researchers
to determine the impact of brand, especially brand name on purchase decision. The brand history tells
us how the people have used the brand as a mark of identification. In the earlier times the brand mark
was used to differentiate the goods of one producer to others.

Nowadays brand is not only used for differentiation but also used to justify the purchase decision.
In this paper researchers tried to identify the influence of brand name on purchase decision and if they
give some extra facilities then how they can change the decisions from one brand name to other name.
Brands also have a symbolic value which helps the people to choose the best product according to
their need and satisfaction. Usually people do not buy certain brands just for design and requirement,
but also in an attempt to enhance their self esteem in the society (Leslie and Malcolm, 1992). Brands
play a very important role in the consumer decision making processes. It is really important for
companies to find out customer's decision making process.

 

Source: www.tatamotors.com

A. VAS Used by Maruti Suzuki: Value Added Services

Apart from the paid services, the other value added services are also provided by Maruti. These
services are beneficial for the customers in many ways. Our clients highly reckon us for arranging the
free pick & drop facility for senior citizens and ladies customer, while their vehicle is being attended.
The cashless transaction services for accidental repair from Maruti Insurance can also be claimed
through us.
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1. Maruti Insurance: Launched in 2002 Maruti Suzuki provides vehicle insurance to its customers
with the help of the National Insurance Company, Bajaj Allianz, New India Assurance and Royal
Sundaram. The service was set up the company with the inception of two subsidiaries Maruti
Insurance Distributors Services Pvt. Ltd and Maruti Insurance Brokers Pvt. Limited

2. Maruti Finance:To promote its bottom line growth, Maruti Suzuki launched Maruti Finance in
January 2002. Prior to the start of this service Maruti  Suzuki had started two joint ventures
Citicorp Maruti and Maruti Countrywide with City Group and GE Countrywide respectively to
assist its client in securing loan. Maruti Suzuki tied up with ABN Amro Bank, HDFC Bank,
ICICI Limited, Kotak Mahindra, Standard Chartered Bank, and Sundaram to start this venture
including its strategic partners in car finance.

3. Maruti True Value:Maruti True service offered by Maruti Suzuki to its customers. It is a
market place for used Maruti Suzuki Vehicles. One can buy, sell or exchange used Maruti
Suzuki vehicles with the help of this service in India.

4. Accessories:Many of the auto component companies other than Maruti Suzuki started to offer
components and accessories that were compatible.  This caused a serious threat and loss of
revenue to Maruti Suzuki. Maruti Suzuki started a new initiative under the brand name Maruti
Genuine Accessories to offer accessories like alloy wheels, body cover, carpets, door visors,
fog lamps, stereo systems, seat covers and other car care products. These products are sold
through dealer outlets and authorized service stations throughout India.

Literature
Thakar et. al (2009) the basic factors for improving of new marketing technique encompassing

?Green Marketing? of among the consumers of the chosen region. Research was done to find the
awareness for the Green Marketing. About 80 size sample was randomly selected it was conducted
between April to June 2006. Statistical Methods were used to analyze the data. It showed that middle
aged people, urban segment exhibit more awareness as compared with the people with rural background.
It was also stated that green technologies in the sector could not be at the cost of more price for the
green products.

Ozaki et al. (2011) conducted analysis of purchase motivations. The paper reported case study
of consumer of hybrid vehicles, a green innovation that had been in Market since 1990's. The study
was based on survey conducted in 2009 to investigate the dimensions that constitute to purchase the
Prius and to examine how policy could encourage hybrid adoption. 1263 responses were used for and
exploratory factor analysis was conducted. The financial related to transport policy, social norms,
technological interest and consumer to comply were important factors. It was recommended that
affective values of consumers need to be given attention in terms of value added services.
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Kopnina (2011) aimed to study attitude towards automobile and the like. It was believed that
attitude on Cars tend to develop since childhood. The research was done in Amsterdam between
January, 2009 and December, 2010. The sample included Dutch upper elementary school children.
About 69 children and 111 parents/ legal guardians were interviewed. The data was analyzed using
MAXQDA (qualitative analysis program). Interview was broken in themes like experiences with Cars,
negative experiences, positive and negative attitudes. After analysis, it was recommended that there
must be a curriculum for addressing the of children's awareness of sustainable transportation.

Gomati Letchumanan (2016) revealed that, the key factors considered by consumers in choosing
a Brand of Car and the impact of a brand name on the consumers' decision. The results show that have
a strong preference toward Branded Cars, which are associated with better quality and superior
technology. Branded Cars are also deemed to have a positive effect on the users' in the society. The
implications to business are straight forward. Clearly, brand knowledge, brand name and brand
association are key factors that companies should pay attention to as a means to increase their
competitiveness. In the current technological era, people are able to obtain information on Branded
Cars through different mediums such as the Internet, TV, and Magazines on a regular basis to aid their
decision making process. It is in this regard for Car Manufacturers have to pay attention to social
media and promote their brands via them.

Methodology

Objectives
1. To study car VAS (Value Added Service) strategies in Hyderabad.

2. To know the Value Added Services influence on Car buying behavior

3. To analyze level of efficiency in VAS service by companies.

Hypothesis
H01: There is no association between other income of the respondent and interior decoration of

the car.

H02: There is no significant relation between old car age and buying of new car by exchange.

H03: There is no significant association between festival offers and new car purchase decision.

Sampling Unit
A single section selected to research and gather statistics of the whole. The car owners and

Dealers in the Secunderabad city called as unit for data collection.
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Sampling Technique
The present study adopted Stratified sampling technique, when subpopulations within an overall

population very, it is advantageous to sample each subpopulation (stratum) independently. Stratification
is the process of dividing members of the population into homogeneous subgroups before sampling.
The strata should be mutually exclusive: every element in the population must be assigned to only one
stratum. The strata should also be collectively exhaustive:

Sample size
The proposed study will contain 312 sample size which is derived from relevant statistical

formulas.

Analysis
Factors tested before buy Car

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .961 

Bartlett's Test of Sphericity 

Approx. Chi-Square 7163.646 

Df 55 

Sig. .000 

 First Meyer-Olkin sample adequacy test is conducted to check the dimension value is greater
than 0.07 or not .The results indicate that the value is ? 0.07(.961).This indicates that the sample is
adequate.   Further Bartlett's test has been done to check whether sphericity for the dimension is <0.05
or not. From the above table it is found that the sphericity value is 0.000, which is <0.05. Hence, the
researcher proceeds with the factor analysis to determine dimension wise factors.
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Total Variance Explained

Component Initial Eigen values Extraction Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 9.396 85.423 85.423 9.396 85.423 85.423 
2 4.964 8.762 94.185    
3 .172 1.564 95.749    
4 .140 1.276 97.025    
5 .071 .643 97.668    
6 .065 .591 98.259    
7 .051 .464 98.723    
8 .045 .411 99.134    
9 .040 .366 99.499    

10 .028 .254 99.754    
11 .027 .246 100.000    

Extraction Method: Principal Component Analysis. 

The above table indicates that initial number of factors is same as the number of variables used
in the tested dimension. However not all 11 factors will be retained. In this test only 2 factors are
retained since their Eigen value is greater than 1 i.e., 9.39, 4.96 for the components 1,2 respectively.
The total variance for the two factors is 85%, which is considered as statistically significant.

Rotated Component Matrixa

 Component 
1 2 

Brand .937 .313 
Price .771 .547 
Safety .664 .411 
Speed .471 .813 
Performance .979 .118 
Technology .863 .901 
Color .871 .664 
Equip. .612 .114 
Exterior .770 .751 
Interior .361 .984 
Reslae .216 .651 
Extraction Method: Principal 
Component Analysis.  

 



SUMEDHA  Journal of Management

62

The above rotated component matrix revealed only two factors, but the similar nearby
values are indicating total 4 factors, those are

Factor Factor Name Common Name 
1  Brand 

 Performance 
Brand  Efficiency 

2  Interior 
 Technology 

  Performance 

 
The common name indicating that most of the respondents are preferring for brand efficiency

of the car followed by performance of car by all means , with respect to mileage and speed.

H01: There is no association between other income of the respondent and interior decoration of
the car.

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 222.194a 12 .191 
Likelihood Ratio 237.805 12 .000 
Linear-by-Linear 
Association 

82.837 1 .000 

N of Valid Cases 312   

a. 1 cells (5.0%) have expected count less than 5. The minimum 
expected count is 4.14. 

 The above chi square test indicating that, the significant value is 0.19, which is greater 0.05
(0.19) revealed that the null hypotheses is accepted, i.e. there a relation between spouse income and
choosing of interior decoration for the car. i.e. If, spouse earning more than 20,000/- the interiors for
car also depending .

H02: There is no significant relation between old car age and buying of new car by exchange.

Chi-Square Tests

Chi-Square Tests 
 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 63.964a 12 .000 
Likelihood Ratio 65.983 12 .000 
Linear-by-Linear 
Association .425 1 .515 

N of Valid Cases 312   
a. 4 cells (20.0%) have expected count less than 5. The minimum 
expected count is 3.37. 
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The above chi square test indicating that, the significant value is 0.00, which is less than 0.05
revealed that the null hypotheses is rejected, i.e there no relation between old car age and new car
purchase. It is mostly depend on their income and other factors in changing of car.

H03: There is no significant association between festival offers and new car purchase decision.

Chi-Square Tests

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-
Square 

141.421a 28 .071 

Likelihood Ratio 121.983 28 .000 
Linear-by-Linear 
Association 

12.013 1 .001 

N of Valid Cases 312   

a. 28 cells (70.0%) have expected count less than 5. The minimum 
expected count is .31. 

 The above chi square test indicating that, the significant value is 0.71, which is greater 0.05 (
0.71) revealed that the null hypotheses is accepted, i.e there no relation mode of information and car
purchase decision in festival season, more over it will depend on their personal decisions.

Discussion of Results
The study shows that how automobile brands companies become successful by getting close

to the customers and designing their cars according to the customers needs. In the research researcher
also conclude that car companies given the VAS to the customers are good, but there is a need to
launch more awareness campaign .Yet there are some aspects as noted in recommendation where
Maruti Suzuki need to focus on True value services, safety, Hyundai need to focus on Additives,
Transmission Flush, Engine Flushing, Radiator Flush, and Decarburizing. And Tata Motors need to
focus on e-service appointments, speed -o service; symptom based diagnostic, Flying doctors. This
research also shows that companies providing desired VAS having good brand name in a market as
VAS help companies to built trust and satisfy customer to their desired extent and VAS also gives
customer quality assurance that helps companies to have good brand image in the market so this study
clearly states VAS are closely associated to building brand name and brand name influence the decision
of buying a car.

The statistical test shows that the car's safety has significantly influenced a consumer buying
behavior towards national cars. These characteristics include the airbag availability, auto lock system
and car sensor availability, safety anti-lock system (ABS), rain sensor and so forth. The finding indicates
that consumers are safety conscious about the cars they are going to purchase. The availability of
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certain safety features determines their purchasing decision. The car with higher safety score will be
more favorable to be purchased by the consumers.

Conclusion
Consumer behavior consists of all human behavior that goes in making before and post purchase

decisions. One can succeed in the competitive market only after understanding the complex consumer
behavior. An understanding of the consumer enables a marketer to take marketing decisions which are
compatible with its consumer needs. From study there are various major class of consumer behavior
determinants and expectations, namely socioeconomic, psychological and Product & Technology.
Further classification of human behaviors under main categories will enable car manufacturer to align
their strategies in concurrence to customer behavior. While purchasing all segment car though customer
is highly cost conscious but this mini segment is also upgrading their requirements and due to rise in
disposable income, with in segment migration is observed, Customer is more inclined to purchase Tata
brand. For mid size segment customer focus is for safety, driving & seating comfort, brand. Also this
segment requires value for money, best features and customer friendly vehicles.
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Abstract
E-tailing is a major component of the growing e-commerce business. There has been a

significant growth in the e-tailing business in India in the last decade. E-retailers are not only
wooing the customers using the internet but also capturing the attention of the youngsters who
are using smart phones through various mobile e-tailing apps. Social media has turned out to be
a great platform for e-tailers to advertise for their products and services.  Most popular websites
include facebook, tweeter, In stagram, Pinterest, LinkedIn, skype, youtube, google plus, etc. This
study focuses on social networking website, Facebook and its role in generating revenues for the
e-tailers. Online retailers are now having their own page on Facebook. In this paper, the attempt
is made to examine the role of Face book in the growth of e-retailing business with reference to
the state of Goa. It further evaluates the factors influencing the consumers to shop online. The
study also evaluates consumers' preferences about the e-tailing through Facebook with reference
to the state of Goa.

Keywords:  Online shopping, Facebook, Social Media, e-tailing, consumers preferences

Introduction
E-tailing or electronic retailing refers to buying and selling of goods and services over the

channel of the internet. E-tailing is considered to be a subset of E-commerce. E-commerce or electronic
commerce is a broader concept involving online shopping, mobile commerce, electronic fund transfer,
online transaction processing, electronic data interchange, data collection services and so on. E-tailing
is a major component of the growing e-commerce business. There has been a significant growth in the
e-tailing business in India in the last decade. With the advent of technology, the concept of retailing has
taken a major turnaround. The numbers of smart phone and internet users are growing extensively in
the country. Due to this, the consumers who, once upon a time used to make purchases in retail outlets
are attracted towards purchasing online due to various benefits that the online channel offers.

India currently has more than 140 million smart phone users and it is estimated to grow to 500
million by 2020. Internet users are 300 million at present and it is expected to grow to 600 million by
2020 (Source: Report by consulting firm Deloitte Touche Tohmatsu India Pvt. Ltd.). Around 21% of
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the total shopping in India was influenced by digital appliances including desktop computers, laptops,
notebooks and smart phones (Source: Report by consulting firm Deloitte Touche Tohmatsu India Pvt.
Ltd.). These figures are evidence of the potential growth of the e-tailing industry in India. E-tailing is
gaining significance in India due to various benefits it offers to its customers like convenience, availability
of the variety of products, ease of payment, various discounts and offers, speedy delivery etc. The
popularity of internet is growing day by day. With the arrival of smart phones, the internet industry has
taken an altogether new role. E-retailers are not only wooing the customers using the internet but also
capturing the attention of the youngsters who are using smart phones through various mobile e-tailing
apps. Today, youngsters are well acquainted with purchasing goods online. E-retailers are offering
diverse features to connect to the customers and persuade them to buy products which include video
of products, review and rating systems, 3D Pictures, Barcode scanners etc. (Harris & Dennis,
2011).

E-tailers are slowly shifting their focus to social media to attract the huge number of online
customers. Social media has turned out to be a great platform for e-tailers to advertise for their
products and services.  Social media has redefined the ways of communications. Social media has
various forms like Blogging offered by WordPress, Squarespace, Scriptogram, Postagon etc.,
Professional or Busines Networking offered by Linkedin, Branchout, Angellist, Zerply, ApnaCircle
etc., Social Gaming offered by Raptr, Playfire, Duxter etc., Photo sharing offered by Instagram,
Flickr, Picasa, Pinterest etc. And Social Networking websites include Facebook, Tweeter, myspace
etc. Social media has brought people from across the world with similar likes, mindsets, ideologies
closer. Sharing of information, ideas, thoughts, and media has become more convenient and easy with
the arrival of various social networking websites. Most popular websites include facebook, tweeter,
Instagram, Pinterest,  LinkedIn, skype, youtube, google plus, Flickr, xing, myspace etc. E-tailers have
been smart enough to grab the opportunity of wooing online customers through social networking
platforms. Online retailers are now having their own page on the social networking website "Facebook",
once the customer "likes" the page he can view all the products/services offered by the retailer,
discounts or coupons available, mega sale events that go on, festive sale etc. The customer can also
view if his/her friends have liked the page, reviews given by other customers about the product and the
like.

Today the customer wants the flexibility with which he can buy the products and return it
quickly if it is not as per his requirements. Majority amount of traffic on e-retailers websites is through
Social Networking websites. 9.1% of the visits to e-shopping websites come from social networking
sites (Harris & Dennis, 2011). Social media has transformed the communication process altogether.
Youngsters are using the internet as a channel of communication. People can use their facebook login
on the retailer's website without creating a special account with that retailer (Harris & Dennis, 2011).
Social media is a very important tool for retailers to create awareness among shoppers about their
offers, new trends and also to get the feedback about their service offering. Today the customer wants
the flexibility with which he can buy the products and return it quickly if it is not as per his requirements.
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Majority amount of traffic on e-retailers websites is through Social Networking websites. 9.1% of the
visits to e-shopping websites come from social networking sites (Harris & Dennis, 2011). Social
media has transformed the communication process altogether. Youngsters are using the internet as a
channel of communication. People can use their facebook login on the retailer's website without
creating a special account with that retailer (Harris & Dennis, 2011). Social media is a very important
tool for retailers to create awareness among shoppers about their offers, new trends and also to get the
feedback about their service offering.

E-Tailing - Growth & Changing Trends
A major category of products sold online include Electronics, Apparel, Accessories, Jewelry

and watches, Footwear, Home furnishings, Beauty care products, books and media, health and fitness
products etc. There also exist specialty product websites like pepperfry for furnishings, printvenue for
printing personalized gifts etc.

Exhibit 1: Retail Consumption across Key Categories

(in US Billion Dollars)

Categories 2014 Percentage 
Food & Grocery 350 66.7% 
Apparel 46 8.8% 
Jewellery & Watches 40 7.6% 
Consumer Electronics 26 5.0% 
Pharmacy & Wellness 15 2.9% 
Furnishings & Furniture 19 3.6% 
Footwear 6 1.1% 
F&B Services 11 2.1% 
Beauty Services 2 0.4% 
Health /Fitness Services 3 0.6% 
Others 9 1.7% 
Total 525 100% 

Source: Technopack, 2014

Exhibit 1 displays India's retail consumptions across different categories in the year 2014 as per
Technopack Report, 2014. Food and grocery rank highest in terms of consumption accounting for
66.7% of the total share followed by Apparel (8.8%) and Jewellery (7.6%). Beauty services account
the least consumption reporting a figure of 0.4%.

There have been numerous factors contributing towards the growth of e-tailing industry, the
foremost of which is a fast adoption of technology, use of smartphones, laptops, tablets, access to the
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internet via 3G, 4G etc. It has led to increasing in the number of online customers. India being the
nation having the young population in the age-group of 20-35 is more tech savvy which is contributing
to the growing volume of e-tailing business. E-tailing is beneficial for the Indian marketplace as it will
generate more employment; it will give a boost and encourage the growth of allied industries as well as
it will promote entrepreneurship among the people.

In this paper, the attempt is made to examine the role of social networking websites (Facebook)
in the growth of e-retailing business in the state of Goa. It further evaluates the consumers' preferences
about the e-tailing through social networking website 'Facebook'. There have been numerous factors
contributing towards the growth of e-tailing industry, the foremost of which is a fast adoption of
technology, use of smartphones, laptops, tablets, access to the internet via 3G, 4G etc. It has led to
increasing in the number of online customers. India being the nation having the young population in the
age-group of 20-35 is more tech savvy which is contributing to the growing volume of e-tailing
business. E-tailing is beneficial for the Indian marketplace as it will generate more employment, it will
give a boost and encourage the growth of allied industries as well as it will promote entrepreneurship
among the people.

Literature Review
Harris & Dennis (2011) carried out an exploratory investigation of the interaction between

students at two UK-based Universities and consumer products on social networks. The results suggested
that the change in the shopping behaviour of students was influenced by the recommendation made by
their friends. Sinha & Kim (2012) identified factors affecting the attitude of consumers towards
online shopping and investigated their risk perceptions. Kumar & Dange (2014) studied Internet
usage pattern of Indian consumers, their profile and their shopping pattern through a study on e-
retailing. According to their study, 28% consumers access the internet on daily basis. 35% internet
users are from top 8 metro cities and rural internet penetration is 30%. 25-34 age group is 40% of the
internet users population. The maximum 34% is the share of consumer electronics in e-retailing. Mir
(2014) carried out a study to trace opportunities and challenges for e-retailers to tap the population in
rural India. He explored the reasons for very less growth of e-retailing in rural India and identified the
rural consumers' attitude towards e-retailing in India. His findings revealed that 3% of the rural consumers
do not know the existence of the internet. Rural India prefers traditional shops than e-retailing. Lack of
road connectivity, less transport connectivity, unavailability of courier services, lack of trust in the
security system of India is some of the major challenges faced by e-retailers in rural India. Pawar
et al (2014) studied the factors influencing the online shopping behaviour of college students in Satara
district. The study also evaluated the impact of gender on the online shopping behaviour of college
students, results indicated that there is a significant relationship between gender and the goods bought
online whereas there is no significant relationship between gender and the expenditure made by college
students on shopping online. Nezakati et al (2015) studied the role of social media in promoting
knowledge sharing and collaboration in Tourism industry. Jayakrishnan (2015) highlights on the
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opportunities and challenges faced by e-retailers in Indian business environment. Timely delivery of
products and other priority services are the biggest challenges for e- retailers in India. Findings revealed
the significant relationship between research variables. According to the study, Indians are reluctant to
shop online.  Prajapati & Thakor (2012) studied the consumer online shopping behaviour and attitude
in the area of Ahmedabad. The research results indicate that, people prefer to get information on the
internet and visit the retail store physically.

This paper makes an attempt to investigate the role of social media in e-tailing particularly with
respect to the state of Goa.

Research Questions
The research questions identified for the purpose of the study are as follows:

1. What factors are responsible that drive the customers to shop online? Which factors influence
the attitude of customers shopping online?

2. What is the role played by 'Facebook Page' and 'Facebook Ads' of the e-retailer in increasing the
traffic on e-retailers website?

Based on the above research questions, we derive the following objectives for the study.

Objectives of the Study
1. To examine the factors influencing customers buying behavior in the State of Goa.

2. To examine the role of social networking website'Facebook' in the growth of e-retailing business
in the state of Goa.

Research Methodology
Period of study: Data was collected using close-ended questionnaire during the period of 4

months, from September 2015 to December 2015.

Data Sources: This research study is conducted using the first hand (primary) data collected
from 182 respondents from the state of Goa using Questionnaire method. An online questionnaire was
formulated using Google forms and circulated to wide customer base through Facebook and email.
The respondent was required to have a Facebook Account in order to fill the questionnaire.

A questionnaire consisting of 3 sections was sent to each customer. The first section dealt with
the demographic data consisting of age, gender, occupation, marital status, the level of education,
annual income and place of residence. The second section dealt with the factors that are responsible
for driving the customers to shop online. Last and the third section of the questionnaire are on the role
of social networking website 'Facebook' in the growth of the e-retailing business. The questionnaire
included the questions related to 'Facebook Page of the E-retailer' and the Ads posted by E-retailer on
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the Facebook. The questionnaire consisted of multiple choice questions as well as statements where
the respondents were required to rate on the basis of 5-point Likert scale ranged from strongly disagree
(1) to strongly agree (5). The statements for the questionnaire were gathered from various sources.

Exhibit 2: Questionnaire Design

Section Statement Source 

Convenience 
Related 
Factors 

I purchase online as I can buy whatever I 
want Karayanni (2003), Forsythe et al. (2006) 

I purchase online as I can shop 24 X 7 Adapted based on Davis (1989) 
When I purchase online, I get privacy 
while I make the purchase 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

I do not have to deal with sales people 
when I buy online Own Compilation 

I purchase online as it is less time 
consuming Adapted based on Nayyar & Gupta (2011) 

I purchase online as I save lot of time 
which I would spend otherwise travelling 
to the market 

Adapted based on Ajzen and Fishbein (1980) 

I purchase online as it saves my travelling 
cost Own Compilation 
I purchase online as there is no 
embarrassment if I do not purchase a 
product 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

I purchase online as product is not 
available in the market 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

Product 
Related 
Factors 

I purchase online due to wide variety of 
products available online 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

I buy online as I get detail product 
information 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

I buy online as comparing the product 
features is easy Karayanni (2003), Forsythe et al. (2006) 

I buy online as it keeps me updated about 
new arrivals in the market Own Compilation 

I buy online as it gives me expert reviews 
on the product 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

Price  
Related 
Factors 

I purchase online because of low price Own Compilation 
I buy online as comparing the prices of 
the products is easier 

Liang & Huang (1998), Karayanni (2003), 
Swinyard & Smith (2003), Forsythe et al. (2006) 

I purchase online due to offers & 
discounts offered by e-retailers Own Compilation 

Service 
Related 
Factors 

I purchase online due to speedy delivery 
of the products 

Own Compilation 
 

I purchase online as the product can be 
returned easily 
I purchase online as the product can be 
replaced easily 
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Section Statement Source 

Web Related 
Factors 

I purchase online as the retailers website is 
more appealing Malviya & Sawant (2014) 

I purchase online as navigating through 
various products is easy Malviya & Sawant (2014) 

I purchase online as placing the order 
through website is easy Malviya & Sawant (2014) 

Facebook 
Page of the  
e-retailer 

I search for the retailers Page on Facebook 

Own Compilation 
 

I check the reviews of the product on the 
retailers Facebook Page 
I keep a track a new trends and new arrivals   
through Facebook Page of the retailers 
I ‘Like’ the Facebook Page of the retailer to 
know the updates 
I see the videos of the product on the 
Facebook Page of the retailer before buying 
the product 
I participate in the contests and events posted 
by the retailer on the Facebook Page 
I contact the retailer through the Facebook 
Page 
I post my reviews of the on the Facebook 
Page of the retailer 
I post my queries and grievances on the 
Facebook Page of the retailer 

Facebook Ads 
of the e-
retailer 

I keep a track of the product advertisements 
posted by e-retailer on facebook 

Own Compilation 
 

I click on the product advertisements posted 
by e-retailer on Facebook 
I recommend the Facebook Ad products to 
my  Family and Friends 
I click on product ad on Facebook only if 
there is any discount or offer going on 

 Sampling Method: Random sampling method is adopted in selecting the required sample size.
Consumers having the Facebook account are selected for the purpose of the study. Sample Size: 182
respondents from the State of Goa have been selected.

Data Analysis Instruments: Data is analyzed using SPSS 16.0 software using Exploratory
Factor Analysis (EFA). The validity of the data is tested using reliability analysis that is Cronbach's
Alpha. Cronbach's alpha for each factor should be more than 0.70 to consider the reliability of the data.
It implies that the instrument provides a relatively good measurement tool and hence reliable. Kaiser-
Meyer-Olkin (KMO) measure of sampling is used to identify if the variables can be grouped into the
smaller set of factors. KMO value of more than 0.60 is the indication of the EFA can be performed on
the dataset and the data is useful at 1% significance level. Bartlette's Test of Sphericity is also run on
the dataset. KMO and Bartlette's test is used to identify the significance of variables to perform
Exploratory Factor Analysis (EFA).
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Data Analysis

Demographic Profile of the Respondents
The total number of responses received for the questionnaire was 182, out of which 38% were

male and 62% were females. 86% of the respondents were Single in terms of their marital status
whereas 14% were married. 67% of the respondents are in the age group of 20 to 25, 16% are
between 26 to 30 and 8% are between 30 to 35 age group.

Out of 182 respondents, 62% are Post-Graduate, 25% are Graduate, 7% hold a Professional
degree, 2% hold a Doctoral degree, 1% have completed higher secondary education and 0.5% have
completed Primary Education, 0.5% done Secondary Education and 0.5% belong to Others category.

With respect to Profession of the respondents, 42% are Students, 24% are working in the
Corporate sector, 12% are Academicians, 9% working in Government sector, 7% are Self-employed,
0.5% are Homemakers and 3% belong to Others category.

43% of the respondents earn an Annual income of less than 1 lakh, 38% earn between 1 lakh to
5 lakhs, 15% earn between 5 lakhs to 10 lakhs, 2% earn between 10 to 15 lakhs and 2% earn more
than 15 lakhs.

Profile of respondents with reference to their location or the place of residence is given in the
exhibit 3. The State of Goa is having 12 Talukas, the following table displays the location of 182
respondents. 23% of the respondents belong to Bardez Taluka and the least 0.5% belong to Sanguem
Taluka.

Exhibit 3: Location (Place of Residence)

 Frequency Percent 

Valid 

Bardez 43 23.6 
Bicholim 11 6.0 
Pernem 7 3.8 
Ponda 23 12.6 
Sattari 2 1.1 
Tiswadi 33 18.1 
Canacona 5 2.7 
Mormugao 17 9.3 
Salcete 33 18.1 
Sanguem 1 .5 
Quepem 7 3.8 
Total 182 100.0 
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Analysis of Online Shopping Behaviour of Customers
Exhibit 4  to 10  reports the analysis of the online shopping behavior of the respondents. It

includes the period for which the customers have been shopping online, how frequently the customers
browse the retailer's websites, their frequency of purchase, how much time is spent by the customers
in searching for the product on retailer's website, the most preferred websites for online shopping, the
mode of payment preferred by the customers while shopping online and the categories of the products
consumed the most by the respondents.

Exhibit 4 displays the period for which the customers have been shopping online for years. 48%
of the respondents have been shopping online for more than 1 year and less than 3 years. 5.5% of the
respondents have been shopping online for more than 5 years.

Exhibit 4: Period for Shopping Online (in yrs)

Exhibit 4: Period for Shopping Online (in yrs) 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 

Valid 

Less than 1 yr 39 21.4 21.4 21.4 
More than 1 & less than 3 yrs 87 47.8 47.8 69.2 
More than 3 & less than 5 yrs 46 25.3 25.3 94.5 
More than 5 yrs 10 5.5 5.5 100.0 
Total 182 100.0 100.0  

Exhibit 5: Frequency of Browsing E-retailers Website

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Daily 30 16.5 16.5 16.5 
Weekly 73 40.1 40.1 56.6 
Fortnightly (Once in 15 days) 24 13.2 13.2 69.8 
Monthly 21 11.5 11.5 81.3 
Rarely 34 18.7 18.7 100.0 
Total 182 100.0 100.0  

Exhibit 5 reports the frequency of browsing e-retailers website. 40% of the respondents browse
the websites weekly, whereas, 11% the least browse the websites monthly.
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Exhibit 6: Frequency of Purchase

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Once in a week 4 2.2 2.2 2.2 
Once in a fortnight 13 7.1 7.1 9.3 
2-3 times in a month 38 20.9 20.9 30.2 
2-3 times in 6 months 71 39.0 39.0 69.2 
Rarely 54 29.7 29.7 98.9 
I don’t purchase 
online 2 1.1 1.1 100.0 

Total 182 100.0 100.0  
Exhibit 6 reports the frequency of purchasing products online. 39% of the respondents shop

online 2-3 times in 6 months. 2.2% of the respondents buy online once in a week and 1.1% do not
shop online.

Exhibit 7 reports the time spent by customers in searching the product on the retailer's website.
37% of the customers are able to locate the product in 10 to 30 minutes. 7% of the respondents spend
less than 10 minutes.

Exhibit 7: Time Spent for Searching Product

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid 

Less than 10 mins 13 7.1 7.1 7.1 
10 to 30 mins 68 37.4 37.4 44.5 
30 mins to 1 hr 39 21.4 21.4 65.9 
More than 1 hr 36 19.8 19.8 85.7 
Can't Say 26 14.3 14.3 100.0 
Total 182 100.0 100.0  

Exhibit 8: Preferred Websites for Online Shopping

 Responses Percent of Cases 
N Percent 

Websites 

Flipkart 155 36.0% 85.6% 
Amazon 112 26.0% 61.9% 
Myntra 56 13.0% 30.9% 
Ebay 16 3.7% 8.8% 

Snap Deal 65 15.1% 35.9% 
Home Shop 18 11 2.6% 6.1% 

Others 15 3.5% 8.3% 
Total 430 100.0% 237.6% 
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Exhibit 8 reports the retailers websites that are preferred the most by the customers for online
shopping. Among the listed ones, 36% of the respondents use Flipkart, followed by Amazon (26%),
and Snap Deal (15%) to shop online.

Exhibit 9:Mode of Payment while Shopping Online

 Responses Percent of 
Cases N Percent 

MP 

Mode of Payment (Cash on Delivery) 160 63.0% 89.9% 
Mode of Payment (Net Banking) 26 10.2% 14.6% 
Mode of Payment (Debit Cards) 47 18.5% 26.4% 
Mode of Payment (Credit Cards) 11 4.3% 6.2% 
Mode of Payment (Mobile Wallet) 10 3.9% 5.6% 

Total 254 100.0% 142.7% 

Exhibit 9 reports the most preferred mode of payment by customers while shopping online.
Among Cash on delivery, Net Banking, Debit Cards, Credit Cards and Mobile Wallet, Cash on delivery
is the preferred mode of payment among 63% of the respondents. The Mobile wallet is preferred least
by the customers (3.9%).

Exhibit 10: Categories of Products Consumed

 Responses Percent of 
Cases N Percent 

Products 

Grocery 7 1.1% 3.8% 
Electronics 113 17.6% 62.1% 
Clothing & Apparel 137 21.4% 75.3% 
Footwear 77 12.0% 42.3% 
Bags, Belts & Accessories 82 12.8% 45.1% 
Books & Media 79 12.3% 43.4% 
Beauty Products 30 4.7% 16.5% 
Watches & Jewellery 42 6.6% 23.1% 
Home Furniture & Decor 25 3.9% 13.7% 
Sports Goods 25 3.9% 13.7% 
Others 24 3.7% 13.2% 

Total 641 100.0% 352.2% 
Exhibit 10 reports the categories of products ordered online by the customers. Clothing and

Apparel category report highest consumption percentage reporting a figure of 21.4%, followed by
Electronics (17.6%) and Bags, belts & accessories (12.8%). The least consumed category is grocery
reporting a figure of 1.1%.
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Factors Influencing Consumer's Online Buying Behavior
There are various factors that influence consumer's online buying behavior. This study makes

an attempt to highlight on these factors. The factors that drive the customer to shop online are the
convenience, wide variety of product available, competitive price, extraordinary service and webs
related factors. These factors as a whole are responsible for changing the attitude of customers
towards online shopping and would, in turn, change their behavior. We have classified the factors into
five components. These are Convenience Related Factors, Product Related Factors, Price Related
Factors, Service Related Factors and Web Related Factors. We perform the Principle Component
Analysis (PCA) to extract the major components from the listed 23 variables.

Exhibit 11: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .889 

Bartlett's Test of Sphericity 

Approx. Chi-Square 2496.363 

df 253 

Sig. .000 

Exhibit 11 indicates KMO Measure of Sampling Adequacy and Barlett's Test of Sphericity.
KMO value of more than 0.88 is the indication of the Exploratory Factor Analysis (EFA) can be
performed on the dataset and the data is useful at 1% level of significance.

Factor Extraction Table
The factors are extracted initially using Principal Component Analysis (PCA) and later using the

rotation matrix. Five factors were extracted which explains 66.59 percentage of variability. Factor one
has extracted about 41.95% of the information. Five factors that are extracted using Principal Component
Analysis explain the role of 23 variables that influence customers to purchase online.

Exhibit 12: Total Variance Explained

Component Initial Eigen values Rotation Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 9.648 41.950 41.950 4.197 18.250 18.250 
2 1.849 8.038 49.988 2.923 12.710 30.960 
3 1.504 6.538 56.526 2.793 12.144 43.104 
4 1.207 5.247 61.772 2.785 12.108 55.213 
5 1.109 4.823 66.595 2.618 11.382 66.595 
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Exhibit 13: Rotated Component Matrix

Sl No.  Component 
1 2 3 4 5 

1 Can Purchase Whatever needed .400 .614 .117 .086 .221 
2 Can Shop 24x7 .373 .632 .079 .231 .253 
3 Privacy Guaranteed .000 .567 .111 .492 .163 
4 Problem dealing with Sales People .348 .385 .136 .646 -.077 
5 Less Time Consuming .273 .246 .052 .652 .283 
6 Saves Travelling Cost .187 .054 .129 .786 .208 
7 No Embarrassment if No Purchase .176 .023 .224 .738 .040 
8 Product Not Available in Market .528 -.276 .305 .082 .344 
9 Variety of Products Available .714 .205 .014 .179 .327 

10 Availability of Detail Product Info .500 .259 .096 .205 .395 
11 Easy Comparing of Products .708 .215 .046 .235 .348 
12 Update about New Arrivals .344 .183 .132 .248 .679 
13 Retailer Provides Customized Products .101 .164 .339 .092 .797 
14 Provides Expert Reviews .266 .237 .058 .093 .734 
15 Low Price compared to Market .806 .199 .133 .177 -.006 
16 Easy Comparing of Prices .715 .377 .141 .203 .159 
17 Offers, Discounts, Sale .681 .239 .271 .261 .144 
18 Speedy Delivery .227 .256 .623 .171 .143 
19 Easy Return .129 .112 .865 .091 .114 
20 Easy Replacement .029 .155 .853 .208 .128 
21 Website is Appealing .101 .469 .382 .083 .280 
22 Easy Navigation of the Website .344 .592 .403 .069 .110 
23 Easy Placement of the Order .277 .595 .385 .170 .153 

Exhibit 13 displays the Rotated Component Matrix using Varimax with Kaiser Normalization as
a Rotation method. It displays the variables or the factors influencing the customers to purchase the
products online among 182 respondents using rotated component matrix. The first component of the
factor analysis highlights on the availability of the variety of products and the facility provided by e-
tailer's website of comparing the products and the prices. The second component of Rotated Component
Matrix gives preference to the convenience of shopping online and easy navigation of the website as
well as an easy procedure to place the order. The third component specifies easy return and replacement
policy of e-tailer's influence the customers to shop online. The fourth component highlights on the
saving of travelling cost incurred. The fifth component gives preference to the customized products
and expert reviews considered by the customers while shopping online.
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Factor Loadings
The exhibit 14 reports the statements included in five component factors influencing the online

shopping behaviour of customers and their respective factor loadings.

Exhibit 14: Factor Loadings

Factors Sl. 
No. Statement Factor 

Loading 
Cronbach’s 

Alpha 

Convenience 
Related Factors 

 
(8 Variables) 

1 Can Purchase Whatever needed .607 

0.828 

2 Can Shop 24x7 .662 
3 Privacy Guaranteed .603 
4 Problem dealing with Sales People .711 
5 Less Time Consuming .643 
6 Saves Travelling Cost .715 
7 No Embarrassment if No Purchase .628 
8 Product Not Available in Market .573 

Product Related 
Factors 

 
(6 Variables) 

1 Variety of Products Available .692 

0.864 

2 Availability of Detail Product Info .524 
3 Easy Comparing of Products .726 
4 Update about New Arrivals .692 
5 Retailer Provides Customized Products .796 
6 Provides Expert Reviews .678 

Price Related 
Factors 

(3 Variables) 

1 Low Price compared to Market .738 
0.861 2 Easy Comparing of Prices .739 

3 Offers, Discounts, Sale .683 
Service Related 

Factors 
(3 Variables) 

1 Speedy Delivery .555 
0.842 2 Easy Return .799 

3 Easy Replacement .813 
Web Related 

Factors 
(3 Variables) 

1 Website is Appealing .461 
0.803 2 Easy Navigation of the Website .648 

3 Easy Placement of the Order .632 

The retention decision of each item was based on factor loadings which were greater than or
equal to 0.70.

Role of facebook in increasing the traffic on e-tailer's website
Facebook is the second largest cause of online traffic after search engine Google. On 24th

August 2015, the social network Facebook has recorded 1 billion logins during a single day. CEO of
Facebook, Mark Zuckerberg labeled the moment an 'important milestone'. Most of the retailers in India
are having their own Facebook page which enables them to directly communicate with the consumer.
Liking the Facebook page of the retailer eases the communication between retailer and consumer.
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Internet users are spending more time on Facebook vis-à-vis other websites like Google, Yahoo,
YouTube, Microsoft, Amazon etc. Nielsen (2011). Nowadays, retailers either integrate Facebook
features on their own websites or they operate within Facebook itself (Harris & Dennis, 2011). The
following chart displays the time spent by the respondents on Facebook. It reports that more than 80
respondents spend less than 1 hour in a day on Facebook, whereas, around 20 respondents rarely use
Facebook.

In the questionnaire, we asked respondents which account they prefer using when they perform
a transaction on e-retailers website. Whether they create a separate account on e-retailers website or
use Facebook ID to login or sign in as a guest user. The response we received was, out of 182
respondents, more than 100 respondents create a separate account on the website of the e-retailer.
Around 60 respondents use Facebook ID to complete their transaction and 20 respondents sign in as
a guest user. Further, we collected the response of the customers as to what are the benefits of using
Facebook Login ID to complete the transaction. The results are reported in exhibit 16. 46% of the
respondents feel it's easy to complete the transaction using Facebook Login ID. 23% of the respondents
feel that more time is spent in creating a separate new account on e-tailer's website. 11% believed that
transactions can be completed quickly using Facebook Login ID.
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Exhibit 15: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .914 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1892.752 

df 78 

Sig. .000 

Exhibit 15 indicates the results of KMO Measure of Sampling Adequacy and Barlett's Test of
Sphericity. KMO value of 0.91 is the indication of the Exploratory Factor Analysis (EFA) can be
performed on the dataset and the data is useful at 1% level of significance.

Factor Extraction Table
The factors are extracted initially using Principal Component Analysis (PCA) and later using the

rotation matrix. Two factors were extracted which explains 66.52 percentage of variability. Factor one
has extracted about 55.49% of the information. Two factors that are extracted using Principal Component
Analysis explain the role of 14 variables. These 14 variables explain the role of Facebook Page of the
e-retailer and Facebook Ads of the e-retailer in diverting the traffic on the e-retailers website.
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Exhibit 16: Total Variance Explained

Component Initial Eigen values Rotation Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 7.737 59.514 59.514 5.260 40.463 40.463 
2 1.452 11.172 70.686 3.929 30.222 70.686 

The output of factor analysis indicates that, the first two components are explaining the 70.68%
of the total variance. Out of total 13 variables, 2 components were extracted.

Exhibit 17: Rotated Component Matrixa

 Component 
1 2 

Search for retailers page on FB .681 .412 
Check for reviews on FB page .710 .420 
Keep a track of new trends on FB page .790 .332 
Keep an update of new updates on FB page .732 .419 
Check the videos on FB page .642 .540 
Participate in contests on FB page .295 .804 
Post reviews on FB page .218 .871 
Post queries & grievances on FB page .383 .806 
Contact retailer through FB page .238 .878 
Keep a track of Ads through FB .807 .277 
Click on Ads posted on FB .825 .157 
Recommend Ads to family and friends .753 .241 
Click on Ad only if there is an offer .696 .140 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

The first component of rotated component matrix highlights that customers use Facebook to
keep a track of new trends in retail. They click on Ads posted on Facebook by the retailer as well as
keep a track of the Ads and recommend the Ads to their friends and family. The second component
results display that the customers use Facebook page of the e-retailer to Participate in the contests, to
post reviews about the products, to post grievances and queries about the product as well as they
contact the retailer directly through the Facebook page.

Factor Loadings
The exhibit 18 reports the statements included in 2 component factors influencing the Role of

Facebook Page and Facebook Ads of the e-retailer increasing the traffic on the e-retailer's website and
their factor loadings.
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Exhibit 18: Factor Loadings

Factors Sl. 
No Statement Factor 

Loading 
Cronbach’s 

Alpha 

Facebook Page 
(9 Variables) 

1 Search for retailers page on 
FACEBOOK .633 

0.932 

2 Check for reviews on FACEBOOK page .681 
3 Keep a track of new trends on 

FACEBOOK page .735 

4 Keep an update of new updates on 
FACEBOOK page .710 

5 Check the videos on FACEBOOK page .740 
6 Participate in contests on FACEBOOK 

page .734 

7 Post reviews on FACEBOOK page .807 
8 Post queries & grievances on 

FACEBOOK page .797 

9 Contact retailer through FACEBOOK 
page .827 

Facebook Ads 
(4 Variables) 

1 Keep a track of Ads through 
FACEBOOK .728 

0.868 2 Click on Ads posted on FACEBOOK .705 
3 Recommend Ads to family and friends .625 
4 Click on Ad only if there is an offer .504 

Cronbach's alpha for each factor should be more than 0.70 to consider the reliability of the data.
It implies that the instrument provides a relatively good measurement tool and hence reliable. Exhibit
18 reports that Facebook Page is more reliable data than Facebook Ads of the e-retailer with a Cronbach
Alpha of less than 0.70.

Results and Discussion
Social media has turned out to be a great platform for e-tailers to advertise for their products

and services. E-tailers are gradually shifting their focus to social media to attract the huge number of
online customers who spend most of their time on social networking websites. Social media has
redefined the ways of communications. This research makes an attempt to study the factors influencing
the customers to shop online in the state of Goa and the role of Social Networking Website Facebook
in increasing the traffic on e-retailers website. We collected the primary data from 182 respondents
residing in Goa, using Google forms which were circulated through Facebook. The simple random
sampling method was used to collect the requisite sample. The results of the demographic profile of
the customers indicated that majority of the respondents (67%) belong to younger age group of 20 to
25. 62% of the respondents were females and 24% of the respondents were residing in Bardez Taluka.
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40% of the respondents browse e-retailers website weekly and 39% of the respondents make purchase
online 2 to 3 times in 6 months. Flipkart is the most preferred website among the respondents followed
by Amazon and Snap Deal. Clothing & Apparel and Electronics are the most popular categories of
products consumed by the customers, grocery being the least popular. This is because the big E-
retailers have not ventured into the grocery business. Though, we have local e-retailers like
urbanration.com and cooldukaan.com fulfilling the grocery needs of the consumers only in the State
of Goa. Further, we evaluated the factors influencing the buying behavior of the consumers. Our
study indicates that five components among 23 variables are the most influential while making purchases
online. The influential components are availability of the variety of products and the facility provided
by e-tailer's website of comparing the products and the prices easily, the convenience of shopping
online and easy navigation of the website as well as an easy procedure to place the order, easy return
and replacement policy of e-tailer's influence the customers to shop online. Further, the respondents
also said that, it saves their travelling cost.  Customized products and expert reviews are the other
factors considered by the customers while shopping online. Our finding is contradictory to the Nayyar
& Gupta (2011) study which reveals that Indians are reluctant to shop online.

The findings with reference to the role of Facebook reveals that, 50% of the respondents spend
less than 1 hour in a day on Facebook and 31% of the respondents use Facebook Login ID on the e-
tailer's website to complete their transaction as it is easy to log in with Facebook ID and time is not
wasted in creating a new account on the e-tailer's website. Out of the 13 variables used in the study, 2
components were extracted which played the role in increasing the traffic on e-tailer's website through
Facebook. Customers use Facebook to keep a track of new trends in retail. They click on Ads posted
on Facebook by the retailer as well as keep a track of the Ads and recommend the Ads to their friends
and family. Further, the results display that the customers use the Facebook page of the e-retailer to
Participate in the contests, to post reviews about the products, to post grievances and queries about
the product as well as they contact the retailer directly through the Facebook page.
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Abstract
At present, poverty and environmental problems are some of the most important challenges

human society is facing. It is difficult to address both problems at the same time because these two
problems sometimes conflict. Poor villagers in less developed countries (LDC)/developing
countries (DC) have no choice but to exploit natural resources around them, such as trees, to
make a living which leads to deforestation. So environmental preservation is often neglected in
these areas.  That's why "ecotourism" is receiving more attention among conservationists as a
means to promote both environmental preservation and income generation. Tourism is simply
defined as "the practice of traveling for recreation". As the largest business sector in the world
economy, the tourism industry is estimated to comprise US$ 5890 billion, or 9.9% of the total
world GDP. Ecotourism provides a sustainable alternative to conventional tourism and has
continued to gain momentum over the last two decades. India is one of the tourist hubs in the
world. Himachal is one of the major tourist spots in India. The study is primary research based.
The researcher here focuses on the various aspects of tourism like, Ecotourism, Tourism Industry
Growth, Tourism Improvement Program, Ecotourism in India, Ecotourism in Himachal Pradesh
and various ways to promote the ecotourism. The major objectives of the study are to investigate
the major ecological and environmental situations in Himachal Pradesh, To analyze the basis for
eco-tourism development and advantages of the eco-tourism resources, analyze the market
characteristic of eco-tourism, and put forward the overall concept, concrete measures and actions,
analyze the regional structure of eco-tourism, choose the steps to be taken and pattern to promote
eco-tourism, Chi square test of independence is applied here on the sample of 100 people taken
for the study.

Keywords:  less developed countries (LDC)/developing countries (DC), conventional
tourism, environmental, GDP, recreation.

* Assistant Professor, Department of Management, Central University of Himachal Pradesh, Dharamshala

A Study of Tourism Industry of Himachal Pradesh
with Special Reference to Ecotourism

– Ashish Nag*



SUMEDHA  Journal of Management

86

Introduction
According to the World Tourism Organisation, the tourism industry is estimated to comprise

US$ 5890 billion, or 9.9% of the total world GDP.

Tourism in India is the largest service industry, with a contribution of 6.23% to the national
GDP and 8.78% of the total employment in India[1].

Nearly 260 million jobs worldwide are supported by Travel & Tourism - either directly in the
industry or in related sectors. And these jobs are vital not only for the livelihoods of those employed,
but also for their families and the wider communities in host destinations.[2]

At present, poverty and environmental problems are some of the most important challenges
human society is facing. It is difficult to address both problems at the same time because these two
problems sometimes conflict. Poor villagers in less developed countries (LDC)/developing countries
(DC) have no choice but to exploit natural resources around them, such as trees, to make a living.
Cutting trees can lead to deforestation, which is unacceptable from the perspective of environmental
preservation. If cutting trees is the only choice for the poor villagers to earn money, however, it may
be the case that cutting trees helps to alleviate poverty in such poor villages. Environmental preservation
is often neglected in areas, including LDCs/DC's, where there is severe financial need. It is also true,
however, that environmental problems have become such a critical issue for human beings that we
cannot ignore them. In such a complex situation, "ecotourism" is receiving more attention among
conservationists as a means to promote both environmental preservation and income generation. The
tourism industry is especially important to developing countries since it is the principal foreign exchange
earner for 83% of developing countries. But in contrast to the enjoyment of tourism and the beauty of
the destinations it serves, it can be as destructive as traditional extractive industries such as logging
and mining. Tourism requires a great deal of infrastructure-including hotels, roads, parking lots, and
restaurants-which typically brings with it a number of negative consequences, such as increased
pollution levels, the destruction of natural habitats, the displacement of natural wildlife and undesirable
influences to once remote cultures.

Ecotourism
Ecotourism means responsible travel to natural areas that conserves the environment and improves

the well-being of local people. [1]

Eco-tourism is considered the fastest growing market in the tourism industry. Eco-tourism is
more than a catch phrase for nature loving travel and recreation. Eco-tourism is consecrated for
preserving and sustaining the diversity of the world's natural and cultural environments. It accommodates
and entertains visitors in a way that is minimally intrusive or destructive to the environment and
sustains and supports the native cultures in the locations it is operating in. Saving the environment
around you and preserving the natural luxuries and forest life, that's what eco-tourism is all about.
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Whether it's about a nature camp or organizing trekking trips towards the un spoilt and inaccessible
regions, one should always keep in mind not to create any mishap or disturbance in the life cycle of
nature. It is typically defined as travel to destinations where the flora, fauna, and cultural heritage are
the primary attractions. Responsible Eco-tourism includes programs that minimize the adverse effects
of traditional tourism on the natural environment, and enhance the cultural integrity of local people.
Therefore, in addition to evaluating environmental and cultural factors, initiatives by hospitality providers
to promote recycling, energy efficiency, water reuse, and the creation of economic opportunities for
local communities are an integral part of Eco-tourism. The concept of eco-tourism was initially proposed
by the Mexican Expert H·Ceballos Lascurain special consultant of IUCN, in 1983. He holds that eco-
tourism is especially featured by sightseeing without harming the natural spectacles. The concept was
constantly discussed and broadened by other experts from perspective of social, cultural, economic,
natural and geological implications.

Figure 1.1: The three concepts for variable ecotourism

(Source: Hawkins & Khan, 1998)

[1] The International Ecotourism Society (TIES)

Many professionals have been involved in formulating and developing eco-tourism policies.
They come from the fields of Geographic Information Systems, Wildlife Management, Wildlife
Photography, Marine Biology and Oceanography, National and State Park Management, Environmental
Sciences, Women in Development, Historians and Archaeologists, etc.

The tourism department of Australian Federal Government explained ecotourism in 1994 as a
sustainable and manageable ecological tour visit to the nature, which incorporates the environment
education and explanation with the visit. Mr. Valentine in 1993 made a relatively complete definition for
eco-tourism as:  first, ecotourism must be based on undisturbed natural areas as tour bases; second,
no harm to the environment or environment degradation, ecological sustainability must be guaranteed;
third, directly contributable to the sustainable protection and management of natural tourism; four, an
effectively compliant management system is required. In all, the substances of eco-tourism involve
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stressing over protection on natural landscape and emphasizing on sustainable tourism. Eco-tourism
will become the leading trend of tourism development coupled with environment economy today and
tomorrow.

Ecotourism falls somewhere within four circles in shown in Figure 1.2:

Tourism Industry Growth
The Ministry of Tourism in any country seeks ways to promote and develop tourism in the

country. Tourism Industry Growth in any country is prone to the changing economic conditions. In
the event when a country is passing through a low phase or an individual's job is at stake, not many
people choose to travel. This poses a limitation in the spending power of the individuals. People under
these circumstances tend to settle for low budget restaurants, hotels or opt for amusement parks and
nearby places.

Improving Tourism Industry Growth
Tourism improvement programs aim at:

• Making the marketing tools and promotional tools strong

• Employ trained personnel

• Make the programs act as catalyst in investments by private bodies.

• Propounding projects and programs at the national level.

• Carry out research work for the betterment of the Tourism industry.

• Infrastructure is developed.
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Tourism related industries
There are many industries which are closely associated with other industries offering services

to the common people. These industries can be summed up as below:

• Hotels, Lodging services

• F&B or food and beverage industry

• Industry dealing with real estate, finance, leasing and insurance.

• Retail market

• Warehousing and transport industry.

Himachal Pradesh Tourism
The natural beauty of Himachal Pradesh has made Himachal Pradesh Tourism really popular for

a long time now. Tourists in Himachal Pradesh can indulge in a plethora of activities while they are on
vacation. In Himachal Pradesh, tourists can go trekking and camping, indulge in adventure tourism,
eco-tourism, religious tourism, visit wildlife sanctuaries, tour lakes, and attend fairs and festivals.

• Shimla: Shimla became the capital of Himachal Pradesh in 1966 and is popularly known as the
'Queen of Hill Stations'. Shimla was named after Shyamala - the Goddess Kali. One can travel
by flight, train, and road to reach Shimla. Many tourists visit Shimla throughout the year from
neighboring states like Punjab, Haryana, and Jammu & Kashmir.

• Kufri: Kufri is a small hill station located along National Highway No.22. It is very near to
Shimla and is famous for skiing, trekking, tobogganing, pony rides, yak rides, and hiking during
the peak season. The chief attractions at the hill station are Indira Tourist Park and Himalayan
Nature Park. Tourists can avail themselves of skiing courses and can also hire the relevant
equipment.

• Chail: A small hill station that was built in 19th century, Chail is famous for its little cottages,
oak and deodar forests, and grasslands. The pheasant breeding centers at Blossom and Jhaja are
well known for the Sambhar and Ghoral species of pheasants.

Other places of attraction in Himachal Pradesh are Chamba, Manali, Dharamsala, Lahaul, and
Spiti. Manali is known for its snowcapped peaks and is also a very sacred place for Hindus who
worship Lord Manu. Dharamsala is famous for its beautiful plains and pine trees. The other attractions
at Dharamsala include Kotwali Bazaar and Kangra valley. Spiti is quite famous for its glaciers. The
Himachal Pradesh Tourism department is trying its best to make the experience as pleasant and exciting
for tourists as possible. That's why today, Himachal Pradesh is often referred to as 'the magical
showcase of Nature's splendor.' There are a large number of tourist attractions in Himachal Pradesh
which virtually peppers the tourism map of the state. While the entire state is replete with adventure
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destination, inviting trekking routes, religious sites and eco tourism destinations, the main tourist
attractions in Himachal Pradesh comprise of its picturesque hill station.

Some major tourist attractions of Himachal Pradesh are
Shimla: the capital of Himachal Pradesh and one of India's most famous hill stations, derives

its name from Goddess Shyamala, an incarnation of Goddess Kali, the deity of power and wrath.
However, unlike its name, Shimla is a perfect heaven for those in search of tranquility. Nature has
blessed this capital city with innumerable gifts and man has used them to make Shimla one of India's
best destinations.

Dharamshala: Set against the magnificent backdrop of the towering Dhauladhar ranges, which
rises up to more than 4,000 meters, Dharamshala, which literally means 'the Holy Refuge', lies perched
up on the high slopes in the upper reaches of the Kangra valley. Founded in 1855, it is one of the 80 hill
resorts developed in the seventeenth century by the British to beat the heat and dust of the sweltering
plains. Today, it is famous as the abode of the Dalai Lama and is known throughout the world as the
Little Lhasa, because of the large number of Tibetans and their 'Government in Exile', which is
headquartered here.

Kullu: "Surely the Gods live here; this is no place for men", wrote Rudyard Kipling of Kullu,
India's valley of the gods. Located in the charming Kullu valley in Himachal Pradesh and set amongst
the lower reaches of the mighty Himalayas, the small town of Kullu is famous for its temples, apple
orchards, and the annual Dussehra festival, all of which attract hordes of tourists. Kullu is also known
for its handicrafts. Beyond the town's perimeter loom the magnificent greater Himalayas and the silver
valley bisected by the Beas River.

Manali: One of the most beautiful hill stations of the country, Manali is basically a small town
in the Kullu valley of Himachal Pradesh. Termed sometimes as the cradle between the lesser Himalayas,
Manali is extremely popular with tourists for its lavish display of unspoilt natural beauty. Rich in its
scenic splendor, Manali draws a good number of tourists from within the country and abroad every
year.

Rohtang Pass: a few kilometers away from Manali, this is a site where one can view the most
drastic of landscape variances. On one side, the lush green head of the Kullu Valley; to the other, an
awesome vista of bare, brown mountains, hanging glaciers and snowfields that dazzle in the crisp
daylight. It is in the district of Lahaul and Spiti-a place untouched by time. The tough terrain means
that not too many tourists venture into this region, thus helping the virginal landscapes and simple
people retain their lifestyle with its native charm.

Chamba: The small town of Chamba is located in a picturesque valley, amidst the Shivalik
ranges and is famous for its medieval temples. The architecture of the temples of Chamba reflects the
glory of its erstwhile rulers. It is also known for its local festivals.
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Dalhousie: Compared to other hill stations, Dalhousie, 80 winding kilometers from Pathankot,
is markedly different and as yet unexplored. Spread over five hills, Dalhousie has a serenity of its own.
Attractive cottages and villas cling to the deodar and pine mantled hills of Dalhousie, while pink and red
rhododendrons bloom and trees stand tall in different shades of green.

Kangra: The small town of Kangra was the capital of the erstwhile rulers of the Chand dynasty.
It is set amongst the picturesque settings of the Kangra valley at the foothills of the majestic Dhauladhar
range. The area around Kangra is known for its ancient temples and picturesque surroundings, which
attract tourists.

Eco Tourism in Himachal Pradesh
The majestic coniferous trees from an enchanting backdrop to the mountains with broad-leafed

species like the Oaks, Maples, Bird cherry, Hazelnut, Walnut, Horse chestnut and Rhododendrons
adding grandeur to the landscape. Whereas the ivies clinging to the trunks of stately Cedars appear to
veil secrets of Nature, the vines flowing from atop the trees seem to invite the visitors with open arms.
The violas popping up from under the forest floor and the riot of colors provided by the anemones,
primulas, buttercups and many other herbs in the alpine meadows lay a colorful feast before eyes of
the beholder. Besides plants; the State also provides a very congenial habitat to a wide variety of
Himalayan fauna. The Himalayan Tahar and the Ibex can be spotted as silhouettes on the high ridges in
the trans-Himalayas. The Brown Bear and Musk Deer roam happily in the temperate forests, in the
company of colorful pheasants including the Monal, the Western Hornes Tragopan, the Koklas and the
Kalij. The lucky ones can even be treated to rare sight of critically endangered species like the Snow
Leopard and Snow Cock.

Also known as the 'Abode of Gods', the State conjures up visions of ancient temples, with
exquisitely carved wooden panels, occupying almost every hilltop and the festivities associated with
these religious places. Even a casual glimpse at the traditionally attired local deities being carried in
meticulously decorated palanquins, devotees dancing to the rhythmic play of traditional drums and
clarions, leaves a lasting imprint on one's mind. This natural and cultural richness of the State coupled
with its simple peace loving people and traditional hospitality makes the State a most favored tourist
destination. Anybody with a zest for life, a spirit of adventure and a love for nature will find all that his
heart desires amongst the pristine environs of Himachal Pradesh.

The form of 'Eco Tourism' places the highest value on culture and natural heritage. This strategy
seeks to protect that heritage and culture which is the foundation of the travel industry in India. The
tourist travels abroad or at home in search of pleasure, leisure, and adventure, recreation at historical
sites, wildlife parks, beaches, towns and villages.

Ecotourism is increasing in popularity across the world, but has significant practical value in
developing countries where the needs of impoverished communities may conflict directly with the
need to capitalize on the growing tourism industry. In many cases developers move in and designate
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certain areas as tourism hotspots without giving much thought to the impact that this will have on local
communities. These communities may depend on the area for food and shelter, but their concerns are
buried beneath the potential for financial revenue. Ecotourism is a move to counter this. It aims to
create viable and sustainable tourism opportunities, and limit the impact that all related activities will
have on the environment, while improving the lives of the local people living in the area. According to
ecotourism.org, the concept consists of a number of core principles, including:

• Minimizing industrial impact on the environment

• Building environmental and cultural awareness

• Empowering local communities

• Raising awareness of the political, environmental and social issues of the country concerned

• Ensuring that the experience is positive for all parties, including visitors and hosts

Review of Literature
There exists a paradox within a destination that relies on tourism as a main industry for the

country's economy: a tourist destroys what he is searching for, while he discovers it.

As Dr. Sheryl Elliot, professor at the George Washington University's School of Tourism
Administration has noted, "Finding the right balance is the key for tourism as it is for the overall
globalization system". Being able to see tourism through multiple lenses (financial, political, social,
environmental, and technical) helps in accomplishing this goal.

Various conferences have been held on ecotourism and responsible tourism to promote the
latter view cited above. At the 1995 World Conference on Sustainable Tourism held in Lanzarote, it
was agreed that: "Tourism is sustainable when its development and operation include participation
of local population, protection of the total environment, fair economic return for the industry and
its host community, as well as a mutual respect for and gratification of all involved parties"

The environment is one of the primary concerns of ecotourism, which often involves travel to
relatively undisturbed areas. As the tourism product is often dependent upon nature, negative impacts
upon that resource should be minimized. As Cater [1994] notes, even the most conscientious tourist
will have some degree of impact on the environment and so ecotourism should therefore attempt to
minimize that impact. Many studies of tourism attempt to identify an environmental carrying capacity
but a major difficulty of this technique is that it "implies the existence of fixed and determinable
limits to development and that if one stays below those threshold levels no changes or deterioration
will occur"

The final principle to which ecotourism should adhere is that of education. Wight [1994, p.40]
asserts that ecotourism "should involve education among all parties - local communities, government,
non-governmental organizations, industry and tourists (before, during and after the trip)". Guides
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should therefore have been taught conservation issues and the tourists should be told about local
conservation efforts and why they are deemed important. Tourists should be made aware of the
damaging potential of their stay and should be properly informed on "ecotourism etiquette" and how to
behave to reduce any negative impacts they might have.

There is no universally accepted definition of ecotourism. Evans-Pritchard and Salazar [1992,
cited in Mow forth and Munt, 1998, [p.104] note that "it is still not possible to be exact about whether
the term 'ecotourism' is meant as a pure concept or as a term for wide public use". Theoretically,
ecotourism can be defined as a type of tourism where the environment, local community and visitor all
benefit. In practice, the term 'ecotourism' is often used by tour operators as a marketing tool to
promote any form of tourism that is related to nature. As Wight [1994, p.39] notes: "There seem to be
two prevailing views of ecotourism: one envisages that public interest in the environment may be
used to market a product; the other sees that this same interest may be used to conserve the resources
upon which this product is based. These views need not be mutually exclusive"

It is widely agreed that the host population should receive economic benefits from ecotourism.
Without economic benefits, the host community will have little reason to view the intrusion of tourists
positively and will have little incentive to protect the environment upon which tourism depends.
Ecotourism is often found in designated protected areas or national parks which may have been
imposed upon the indigenous population and if they can see no benefit from its existence, they may
have little incentive to adhere to the environmental regulations of the "common pool" resource [Hardin,
1968; Healy, 1994; see also Bird, 1997]. Ecotourism is regarded by some critics as a form of neo-
colonialism, and the question of who actually benefits from the designation of protected areas is
addressed by Mow forth and Munt [1998, p.177]: "There is the question of who actually gains from
the construction of parks. It rarely seems to be the local people and, indeed, part of the answer
seems to be found in the removal of local rights and a loss or denial of ownership. Instead it is the
rich consumer in the industrialized North with leisure and wealth to be a tourist in the Third World
who gains from the designation of national parks".

Objectives of the Study
The objectives of current study are:

• To  investigate the major ecological and environmental situation in Himachal Pradesh

• To analyze the basis for eco-tourism development and advantages of the eco-tourism

• Resources, analyze the market characteristic of eco-tourism, and put forward the overall concept,
concrete measures and actions.

• To analyze the regional structure of eco-tourism, choose the steps to be taken and pattern to
promote eco-tourism.
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Research Methodology
The study will provide an analysis of the tourism industry of Himachal Pradesh focusing on

ecotourism. This thesis will be based on the responses of the sample size of 100 people that was
selected for the study purpose.

Chi Square Test of Independence
The Chi Square statistic compares the tallies or counts of categorical responses between two

(or more) independent groups. For a contingency table that has r rows and c columns, the chi square
test can be thought of as a test of independence. In a test of independence the null and alternative
hypotheses are:

Ho: The two categorical variables are independent.
Ha: The two categorical variables are related.

 

Here fo denotes the frequency of the observed data and fe is the frequency of the expected
values. The general table would look something like the one below:

   Category I Category II Category III Row Totals 
 Sample A  a b c a+b+c 
 Sample B  d e f d+e+f 
 Sample C  g h i g+h+i 
 Column Totals  a+d+g b+e+h c+f+i  a+b+c+d+e+f+g+h+i=N 
 Now we need to calculate the expected values for each cell in the table and we can do that using

the row total times the column total divided by the grand total (N). For example, for cell an expected
value would be (a+b+c) (a+d+g)/N

Data Analysis & Interpretation
Eco-tourism is more than a catch phrase for nature loving travel and recreation. Eco-tourism is

consecrated for preserving and sustaining the diversity of the world's natural and cultural environments.
It accommodates and entertains visitors in a way that is minimally intrusive or destructive to the
environment and sustains and supports the native cultures in the locations it is operating in. Responsibility
of both travelers and service providers is the genuine meaning for eco-tourism.

Eco-tourism also endeavors to encourage and support the diversity of local economies for
which the tourism-related income is important. With support from tourists, local services and producers
can compete with larger, foreign companies and local families can support themselves. Besides all
these, the revenue produced from tourism helps and encourages governments to fund conservation
projects and training programs.
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Table 1.1: Knowledge of eco-tourism according to age

 Knowledge of eco-tourism Total 
Know certain General knowledge Know some 

Ag
e 

Under18 1 13 5 19 
19-25 6 19 12 38 
26-35 3 13 4 20 
36-45 0 11 2 13 
46-55 0 6 5 10 

Total 10 62 28 100 
 Table 1.1 shows that out of the sample size of 100 people 19 people are under 18years of age,

38 were between 19-25years, 20 were between 26-35years, 13 were between 36-45years and 10
were between 46-55years of age. It shows that about 62 percent of the people have fair knowledge of
eco-tourism and about 28 percent have at least some knowledge of eco-tourism.

The value of chi-square for the above table is 10.185 and for 8 degrees of freedom and at 5
percent level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
the knowledge of respondents for all the age groups is same.

Table 1.2: Understanding of eco-tourism according to age
 Understanding Of Ecotourism Total 

Place with 
natural 

environment 

Environmental 
protection 

Protect the 
environment and also 
help local community 

A
ge

 

Under 18 8 1 10 19 
19-25 24 6 8 38 
26-35 18 2 0 20 
36-45 11 0 2 13 
46-55 6 0 4 10 

Total 67 9 24 100 
In the table above it can be seen that 67 percent of the people think that ecotourism means

tourism at a place with good natural environment and 24 percent are of the view that ecotourism is not
only protection of environment but also help local community eradicate poverty and educate tourists to
improve their environmental awareness during tourism and only nine percent of them think that it is
environmental protection during the tourism.

The value of chi-square for the above table is 21.325 and for 8 degrees of freedom and at 5
percent level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic does not fall in the acceptance region, we reject the null hypothesis that
the understanding of eco-tourism of the respondents for all the age groups is not the same.



SUMEDHA  Journal of Management

96

Table 13: Understanding of the form of eco-tourism according to age

 Understanding of the form of ecotourism Total 
Historical 

and 
cultural 
scenery 

Natural 
scenery 

Place 
seldom 

damaged 

Routes 
managed 

by 
agencies 

Seldom 
interfered 

by humans 

A
ge

 

Under 18 3 11 3 0 2 19 
19-25 7 20 3 0 8 38 
26-35 4 13 1 0 2 20 
36-45 2 9 1 0 1 13 
46-55 2 6 1 1 0 10 

Total 18 59 9 1 13 100 
Table 5.3 shows that about 59 percent of the people consider eco-tourism as a travel at a natural

scenery place, about 18 percent of the respondents are of the view that it is tourism at a historical and
cultural scenery area with good environment and about 13 percent believe that it is a natural or cultural
scenic place which is seldom interfered by human, followed by 9 percent and 1 percent with the views
that it is a scenic place which is seldom damaged by humans and participating in the "eco-tourism"
routes managed by travel agencies respectively.

The value of chi-square for the above table is 14.912 and for 16 degrees of freedom and at 5
percent level of significance the value of Chi Square statistic is given by 26.296. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
understanding of the form of eco-tourism of respondents for all the age groups is same.

Table 1.4: Objective of eco-tourism
 Objective Of Eco-Tourism Total 

Enjoying nature Releasing pressure Other  

A
ge

 

Under 18 17 1 1 19 
19-25 33 3 2 38 
26-35 13 3 4 20 
36-45 10 3 0 13 
46-55 8 2 0 10 

Total 81 12 7 100 
 The above table (Table 5.4) shows that the main objective of eco-tourism for the respondents is

to enjoy the nature and scenic beauty and only 12 percent and 7 percent believe that it is releasing
pressure from work and living and some other objective respectively.

The value of chi-square for the above table is 10.938 and for 8 degrees of freedom and 5
percent level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
the objective of eco-tourism of respondents for all the age groups is same.
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Table 1.5: Thinking about tourists' activities

 Thinking about tourists’ activities-discarding 
garbage, taking things away, etc. 

Total 

Manage and maintain 
environment 

Common 
responsibility 

Necessity 
to teach 

A
ge

 

Under 18 3 15 1 19 
19-25 8 22 8 38 
26-35 9 9 2 20 
36-45 3 7 3 13 
46-55 2 6 2 10 

Total 25 59 16 100 
Table 1.5 shows that 59 percent of the respondents think that environmental protection is a

common responsibility, and the tourists shall take good care of local resources, 25 percent are of the
view that managing and maintaining the environment is the cleaners' task, and the tourists can do
whatever they want as they have spent money and the rest 16 percent say that there is necessary to
teach those on environmental protection because only then the true objective of eco-tourism can be
achieved.

The value of chi-square for the above table is 11.621 and for 8 degrees of freedom and 5
percent level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
the thinking of respondents for all the age groups is same.

Table 1.6: View on the construction

 View On The Construction Of Ropeway 
And Telpher In The Scenery Area 

Total 

Construction 
necessary 

Won’t oppose 
if experts agree 

No idea 

A
ge

 

Under18 16 2 1 19 
19-25 25 10 3 38 
26-35 13 4 3 20 
36-45 10 2 1 13 
46-55 7 2 1 10 

Total 71 20 9 100 

Table 1.6 depicts that 71 percent of the respondents are in the favor of construction in the
tourism because they believe that it is necessary for the convenience of the tourists and 20 percent and
9 percent believe that they won't oppose construction if the experts agree that there should be
construction in the tourism area and they don't have any clear idea about construction in the eco-
tourism area respectively.



SUMEDHA  Journal of Management

98

The value of chi-square for the above table is 3.711 and for 8 degrees of freedom and 5 percent
level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
view on construction of ropeway and telpher in the scenery area of respondents for all the age groups
is same.

Table 1.7: Choice of transport

 Choice Of Transport Inside Tourism Area Total 
Tourism bus Ropeway Walk 

A
ge

 

Under 18 12 2 5 19 
19-25 23 4 11 38 
26-35 11 1 8 20 
36-45 13 0 0 13 
46-55 7 2 1 10 

Total 66 9 25 100 
 In the table above, tourism bus is preferred as the mode of transport inside the tourism area by

about 66 respondents and the remaining 34 percent prefer walking and using ropeway as the transport
medium inside the tourism area.

The value of chi-square for the above table is 12.081 and for 8 degrees of freedom and 5
percent level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
the choice for all the age groups is same.

Table 1.8: Grouping pattern

 Grouping Pattern Total 
Whole family By employer Relative 

and friends 

A
ge

 

Under 18 16 0 3 19 
19-25 24 2 11 38 
26-35 8 7 5 20 
36-45 9 1 3 13 
46-55 4 4 3 10 

Total 61 14 25 100 

Table 5.8 shows that about 61 percent of the respondents prefer going with whole family and
about 25 percent prefer enjoying with relatives and friends and the remaining 14 percent would prefer
if their employer will organize everything for them.
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The value of chi-square for the above table is 27.232 and for 8 degrees of freedom and 5
percent level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic does not fall within the acceptance region, we reject the null hypothesis
that the grouping patterns for all the age groups not the same.

Table 1.9: Dissatisfaction on Eco-Tourism Places

 Dissatisfaction On Eco-Tourism Places Total 
Inconvenient transport Low quality local service 

A
ge

 

Under 18 11 8 19 
19-25 26 12 38 
26-35 15 5 20 
36-45 10 3 13 
46-55 6 4 10 

Total 68 32 100 
 Table 1.9 shows that about 68 percent people believe that inconvenient transportation facilities

are the major cause of their dissatisfaction about eco-tourism places and 32 percent say that local
service is of very low quality and it makes them dissatisfied about eco-tourism places.

The value of chi-square for the above table is 2.115 and for 4 degrees of freedom and 5 percent
level of significance the value of Chi Square statistic is given by 15.507. Since the value of the
calculated Chi Square statistic falls within the acceptance region, we accept the null hypothesis that
the dissatisfaction of respondents for all the age groups is same.

Figure 1.1 Feasibility of eco-tourism's four functions (Protection, Tourism, Education,
Poverty Reduction)

 Figure 1.1 shows the graphical representation of the views of the respondents regarding the
question whether it is feasible to fulfill the four functions of eco-tourism or not. About 86 percent of
the respondents believe that it is very much possible that the four functions of eco-tourism are very
much feasible to be achieved and only 14 percent think that the possibility of doing so is very little.
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Figure 1.2 protecting the environment self-consciously during the tour

The figure above (Fig. 1.2) shows that 80 percent of the respondents say that they are sure to
protect the environment self-consciously and 20 percent say that they will protect the environment.
Therefore, overall all the respondents believe that they will protect the environment on their own.

Figure 1.3 Impacts of Tourism on the Environment

Figure 1.3 shows that 58 percents of the respondents believe that there will be medium level
damage to the environment because of the tourism activities to natural scenic places and about 42
percent say that the local environment will be protected if the appropriate steps are taken by the
authorities and the tourists that visit the tourism area.
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Figure 1.4 Activities you wish to See or Participate at Eco-tourism Area in the Future

Figure 5.4 shows that 71 percent of the respondents want that amusement parks at tourism
places should be constructed so that the environmental knowledge of the tourists can be enhanced and
6 percent of them want to see movies on environmental protection and the remaining 23 percent want
to see other activities during their visit to eco-tourism places during their future visits.

Conclusion
Eco-tourism focuses on local cultures, wilderness adventures, volunteering, personal growth

and learning new ways to live. It is typically defined as travel to destinations where the flora, fauna,
and cultural heritage are the primary attractions. Responsible ecotourism includes programs that minimize
the adverse effects of traditional tourism on the natural environment, and enhance the cultural integrity
of local people. The analysis above indicates that the place has vast potential to develop as an ecotourism
spot. There are some difficulties or bottlenecks in ecotourism. If these bottlenecks are taken care of,
then the place can develop as an attractive destination for ecotourism. This implies removing the
constraints in terms of accessibility, infrastructure, and quality of local service. Accessibility part
includes facilitating physical accessibility as well as accessibility in terms of information.

Ecotourism can be an important part of the economy of the region because as it is a tourist
destination and most of the tourists visit the region to spend their time to have a look at the beauty of
the tourist spots and to have a feel of the beautiful and natural environment. But at the same time there
can be some threats, which need to be taken care of. The most important of which are threat to the
environment and ecology itself and the threat to the socio-cultural fabric of the region. To overcome
these threats several steps can be taken so that the whole concept of ecotourism can be implemented
in a better way and can contribute its best to the region. In addition several initiatives have to be taken
on the part of tourists and local people to promote creation of economic opportunities for local
communities and to protect the environment
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Questionnaire on Eco-tourism
You can choose more than 1 option. The objective of this survey is to understand respondent's

view on eco-tourism

1. Age

 under 18  19-25  26-35  36-45  46-55  above 56

2. Occupation

 Worker  Technician  Manager or Company Staff     Farmer    Army man
Teacher  Student Retired   Merchant Civil Servant  Other

3. Education

 Elementary Education    Junior High School   Senior High School/Technical Secondary

School    College Bachelor    Master and above

4. Annual Family Income

 Below 10 thousand  Between 10-30 thousand     Between 30-60 thousand
 Between 60-90 thousand  Above 100 thousand

5. Knowledge of Eco-tourism

 Know very much         Know certain      General knowledge      Know some
 don't know

6. Information Channel of Eco-tourism

 Special Training  Propaganda Booklet  TV and Radio

 Newspaper and Magazine  School Education  Through other tourists

7. Understanding of Eco-tourism

 Eco-tourism is only a slogan, and it is not different from common tourism

 Eco-tourism means the tourism at a place with good natural environment

 Eco-tourism means environmental protection during the tourism

 Eco-tourism shall not only protect the environment, but also help local community eradicate

Poverty and educate tourists to improve their environmental awareness

8. Understanding of the Form of Eco-tourism

 Tourism at a historical and cultural scenery area with good environment

Travel at a natural scenery place
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 Tourism at a scenery place which is seldom damaged by human

 Participating in the "eco-tourism" routes managed by travel agencies

 Tourism at the natural or cultural scenery place which is seldom interfered by human

9. Objective of Eco-tourism

enjoying the nature       releasing pressure from work and living    protecting the environment
 meeting relatives and friends        seek knowledge      scientific investigation       maintain
health        other

10. During eco-tourism, you will

Self-discipline to protect environment       Spending money, do whatever you want          Only
enjoy the nature alone or with friends        Hope the tour-guide can give them more
knowledge on ecology

11. What do you think about some tourists' activities, such as discarding garbage everywhere,
take things away, etc.

Manage and maintain the environment is the cleaners' task, and the tourists can do whatever
They want as they have spent money

 Environmental protection is a common responsibility, and the tourists shall take good care of
Local resources

 Hard to say  Such people is of low accomplishment

 It is necessary to teach those on environmental protection

12. View on the construction of ropeway and telpher in the scenery area

 human construction shall be rejected

 construction is necessary for the convenience of the tourists

 will not oppose it only if experts agree

 do not have clear view

13. Choice of Transportation inside the Tourism Area

 shuttle inside the tourism area     tourism bus     telpher    ropeway    walk

14. Grouping Pattern

 travel with a tourism group (organized by the travel agency)     whole family

 organized by Employer  with relatives or friends      alone
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15. The tourism items that you want to experience (3 items at most)

 leisure and relaxing     climb mountain  picking up fruits and vegetables
 rowing             riding horse  fishing     drifting     venture
 mountain cycling           farming  rock climbing
 Bungee jumping        other

16. Dissatisfaction on Eco-tourism Places

 bad environment  lack characteristics  inconvenient transportation
 inconvenient parking  expensive tickets  too much tourists
 unclear road sign  low quality local service
 too much man-made facilities

17. Feasibility of Eco-tourism's Four Major Functions (Protection, Tourism, Education,
Poverty Reduction)

 sure to be realized             very possible        little possibility       impossible

18. Impact of Eco-tourism on the Nature and Cultural Environment

A. Environmental Sanitation better no impact some impacts

B. Air quality better no impact some impacts

C. Noise better no impact some impacts

D. Forest scenery  better  no impactsome impacts

E. living quality of local residents'  better  no impact  worse

19. Will you protect the environment self-consciously during the tour?

 sure     basically will      will not       easy to be influence by other tourists

20. Impacts of Tourism on the Environment

 there will be serious damage             there will be medium level damage

 local environment will be protected if appropriate protection measures are taken

21. Activities you wish to See or Participate at Eco-tourism Area in the Future

 movies on environmental protection

 eco-amusement Park shall be constructed to enrich tourists' environmental knowledge

 funny and humorous slogan on environmental protection  other

22. Your Opinions on or Suggestions for Eco-tourism.
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Abstract
Knowledge has emerged as a vital asset for organizations to survive in the increasingly

globalized and cost competitive world. Hence, the ability to acquire, retain, spread and apply
knowledge has become the defining criteria for any company. The objective of the study is to
examine the impact of Knowledge Management Practices on Job Satisfaction of the employees in
selected IT Companies operating from Hyderabad. The impact of Knowledge Management
Practices on Job Satisfaction is empirically tested through Regression Analysis. The sample
included 120 employees working in IT Companies operating from Hyderabad. The results show
that Knowledge Management Practices measured through Information Technology centered,
Learning based and Captured based Knowledge Management practices positively influence Job
Satisfaction.

Keywords:  Knowledge Management, Job satisfaction, Information Technology

Introduction
In this era of knowledge driven society the acquisition, organization, sharing and usage of

knowledge have been a focus point for vision in management. Along with Knowledge Management,
Job Satisfaction is another phenomenal factor the Managements need to study and examine in regular
periodicals. And it is also evident from studies that Knowledge Management can influence the Job
Satisfaction positively. (The impact of knowledge management on job satisfaction (Aino Kianto, 2015)
and A study on the effect of knowledge management on job satisfaction: A case study of texture
industry, Jadidi, R.2013). This study is an attempt to examine the influence of Knowledge Management
on Job Satisfaction.

According to Oxford dictionary Knowledge is- expertise, and skills acquired by a person through
experience or education, the theoretical or practical understanding of a subject. In recent days Knowledge
is being recognized as the new strategic imperative of growing organizations. Knowledge is considered
as one of the most important asset of organizations.
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Generally, Knowledge can be of two kinds, the first being Tacit Knowledge is stored in the
brains of people, and is the Intellectual Knowledge of people gained through experiences learning and
sharing. And second is the Explicit Knowledge, which is codified in the form of documents, insights,
reports etc. Knowledge Management focuses on exploiting both Tacit and Explicit Knowledge to
achieve business objective and improve its efficiency.

Knowledge Management was initially defined as the process of applying a systematic approach
to the capture, structure, management, and dissemination of knowledge throughout an organization in
order to work faster, reuse best practices, and reduce costly rework from project to project (Nonaka
and Takeuchi, 1995).

Knowledge Management is the deliberate and systematic coordination of an organization's people,
technology, processes, and organizational structure in order to add value through reuse and innovation.
This coordination is achieved through creating, sharing, and applying knowledge as well as through
feeding the valuable lessons learned and best practices into corporate memory in order to foster
continued organizational learning.

Knowledge agents, whether it is an individual, a group or an organizational unit, engage in
various processes in dealing with knowledge and information. They Identify, Capture, Store and share
knowledge to any organizations Knowledge Management System. Knowledge Management System
starts with identifying where the organization's knowledge is located; it is sometimes referred to as a
knowledge map. Knowledge map creation typically involves documenting the workflows and decision-
making processes to identify key knowledge workers in the organization. Once the location of the
knowledge has been identified in the form of specific individuals or groups, it needs to be captured.
Capturing knowledge includes collecting all the relevant documents and organizing them in a meaningful
manner. However, many aspects of knowledge are not recorded in formal documents.

And Job Satisfaction (Locke - 1976) is understood as "a pleasurable or positive emotional state
resulting from the appraisal of one's job or job experiences". Job Satisfaction defined as how content
an individual is with his or her job; whether he or she likes the job or not.

Job Satisfaction as any combination of psychological, physiological and environmental
circumstances that cause a person truthfully to say I am satisfied with my job (Hoppock, 1935).

The purpose of this study is to study is to examine the impact of Knowledge Management
Practices on Job Satisfaction of the employees in select IT Companies operating from Hyderabad.

Review of Literature
A brief history of yesteryear's surveys and research articles in the similar area helps as a 'backbone'

for the present study.  Therefore a review of the past, related studies in the field are as important as the
present study.



Manish Kumar et al., (2005) suggested a technical and social infrastructure to help enhance KM
capability of software development companies in India.

The Knowledge Management Index for awareness of intellectual property in IT companies was
found to be too low, which is an area of concern, but the same was high for information technology
and also HR professionals have to realize that true competitive advantage lies in the people and the best
HR practices should be aligned to strengthen Knowledge Management. Abhilasha Singh et al., (2010)

Dr. Abdel-Aziz Ahmad Sharabati et al., (2012) investigated the influence of Organizational
Information on Knowledge Management Practices and found the communication channels were having
significant and strong impact on Knowledge Management Practices.

Achmad Nizar Hidayanto et al., (2013) studied the factors that encourage knowledge sharing
and found the intrinsic factors play pivotal role rather than the extrinsic factors. Further, they reiterated
that organizations can successfully promote the knowledge sharing by providing supporting facilities.

Dr. Anli Suresh (2013) study focuses on exploring the influencing factors regarding KM in
various industries in Chennai, in adopting, applying and innovating KM to better realize the worth of
KM and the possible impediments involved in the processes of adopting, implementing and innovation
in KM.

Knowledge Management plays an important role to successfully cope with crisis situations. It is
an effective tool (Luftim Cania et al., 2015)

The growth of Knowledge Management Practices in India has been increasing in the service
industries like IT, Consultancy, and some of the electronics and communication industries are frequently
practiced to gain competitive advantage. Collecting, storing and sharing are some important steps of
handling ideas whereas creating and innovating new ideas of doing business are crucial to meet complex
challenges. The success of KM is based on implicit culture of the organization, the philosophy and
belief of trust, giving people the continuous learning opportunities (Dr. Sant wana Chaudhuri, 2011)

Knowledge Management is significant in current unstable market conditions particularly in
reshaping the product and project lines in tune with the market requirements especially in IT companies.
KM techniques and technologies can also help organizations to examine their processes and improve
their services to customers (P.Aranganathan 2013)

Muhammad Sajid Saeed (2016), conducted a study to analyze the impact of job satisfaction and
knowledge sharing on employee performance and he finds employees were less likely to get additional
chances of promotions for knowledge sharing with others.

Abdul Rajig (2015), conducted study to analyze the impact of working environment on employee
job satisfaction and conclude that businesses need to realize the importance of good working environment
for maximizing the level of job satisfaction.
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Dr. Ramesh Kumar Miryala(2012), conducted study to explore and present the factors influencing
job satisfaction amongst doctors working in various government, corporate and private hospitals and
suggest the kind of human resources management needed at hospitals for sustainable and higher
quality care and, ultimately, job satisfaction among doctors.

Jadidi, R. Et.al., conducted an empirical investigation to study the effect of knowledge management
on job satisfaction in Iranian texture industry and the results indicate that while there was a negative
relationship between organizational improvement and job satisfaction, quality improvement and
organizational learning positively influence on job satisfaction.

Aino Kionto, studied that knowledge management could be a way to nurture job satisfaction and
he examine how knowledge management can increase individual job satisfaction.

Panagiotis Trivellas et.al (2015), identified the critical role of employees' general competencies
in the link between knowledge sharing culture and job outcomes (satisfaction) in accounting firm
services (accounting offices) and find that employees in a knowledge sharing working environment
are more likely to achieve higher job satisfaction and subsequently effectiveness, as a result of
strengthened general competencies.

To conclude the review of literature of the studies under taken reveals that technical and social
infrastructure to help enhance Knowledge Management capabilities, Knowledge Management is based
on implicit culture of the organization, philosophy, belief of trust, giving people the continuous learning
opportunities. Job Satisfaction of employees is one of the causal factors of Organizational Performance,
Knowledge Management Practices influence on the Organizational Performance. Consequently, this
study seeks to examine the impact of Knowledge Management Practices on Job Satisfaction of
employees working with IT industry.

Research Objectives
• To study the Knowledge Management Practices in select IT companies.

• To examine Knowledge Management Practices influence on Job satisfaction.

• To analyze the Knowledge Management Practices (Technology support, Captured based and
Learning based Knowledge Management) influence on Job Satisfaction.

Research Methodology
The instrument used in this study is the combination of the Knowledge Management Practices

Scale developed by Syed Aktharsha (2013) and the Job Satisfaction scale developed based on the
review of literature.

The Knowledge Management Practices are measured using Syed Aktharsha Scale (2013). The
scale has 20-items and responses are recorded on a 5- point Likert's scale (1- Strongly Disagree, 2-
Disagree, 3-Neutral, 4-Agree, 5- Strongly Agree). This part of questionnaire has depicted sufficient
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reliability (Cronbach's Alpha 0.92).

With the support of Literature Review, eight significant items contributing for Job Satisfaction
are identified and are included in the questionnaire; and 5 point Likert's type scale is chosen has
response set (1- Strongly Disagree, 2-Disagree, 3-Neutral, 4-Agree, 5- Strongly Agree). This section
of questionnaire has displayed adequate reliability (Cronbach's Alpha 0.89).

The primary data is collected from 120 employees, chosen through convenience sampling
among the employees working as Software Engineers, Senior Software Engineers, Team Lead, Tech
Lead, Project Manager and HR Executives, with IT Industry operating from Hyderabad.

The secondary data for the study are obtained from the Records of the select IT companies in
India, and other relevant publications, Government Reports, Various websites and Books.

Analysis of the Data
The Primary data collected through questionnaire is analyzed and the results are presented in the

following four sections.

• Reliability Test

• Respondents Profile

• Descriptive Statistics

• Multiple Regression Analysis

Reliability Test
On the data obtained from 120 respondents, the Cronbach's Alpha test is conducted to test the

reliability and its value is .904 (presented in the Table: 1 below) on the 28 items used in the study. This
value suggests that the questionnaire is highly reliable and the inter item consistency for each variable
is more than the acceptable level of 0.70.

Table 1: Reliability test Statistics

Cronbach’s Alpha No. of Items No. of cases 

0.904 28 120 

Source: Primary Data

Profile of the Respondents
The profile of the respondents, with respect to their Age, gender, educational qualification,

experience in years, designation and department, is presented in Table 2.
• Employees working at the tactical level, both in the technical and non-technical areas, like

Software Engineers, Senior Software Engineers, Team Lead, Project Managers and HR Executives
are only considered, as these employees are involved with and participate in Knowledge
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Management Practices in the companies.

• 41.7 percent of the employee respondents are in the age group of below 25 years, 51.7 percent
are in the age group of 26-35 and 6.7 percent are in the age group of 36-45 years.  The Average
age of the Employee Respondents is 28.44 years.

• Out of 120 respondent Employees, 42 are Women employees i.e., 35 percent and 78 are Men
Employees i.e., 65 percent.

• 76.7 per cent of them are graduates and 31.3 per cent are post-graduates

• 61.7 percent of the employees are having total service of 0-4 years, 31.7 percent have of them
have 5-10 years and 6.7 percent of them have 11-15 years of service.

• 80 percent of the employee respondents are working in the technical side of which 39 percent
are women and 20 percent are working in non-technical side of which 5 are women.

Table 2: Profile of the Respondents

Demographic Variable Character Frequency Percent (%) 
 
Age 

<25 Years 50 41.7 
25-35 Years 62 51.7 
35-45 Years 8 6.7 
Total 120 100 

           
Gender 

Male 78 65 
Female 42 35 
Total 120 100 

Educational 
Qualifications 

Graduation 92 76.7 
Post-Graduation 28 23.3 
Total 120 100 

 
Experience 

Novice 74 61.7 
Hands on Experience 38 31.7 
Experienced 8 6.7 
Total 120 100 

Department Technical 96 80 
Non-Technical 24 20 
Total 120 100 

 
 

Designation 

Software Engineer 50 41.6 
Senior S.E. 40 33.3 
Team Lead 10 8.3 
Project Lead 10 8.3 
HR Executive 10 8.3 
Total  120 100 

Source : Primary Data
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Descriptive Statistics
The descriptive statistics include the mode, mean and standard deviation of the raw score of

each of the variable as given by the respondents (Table 3). The mean values for the 28 variables on a
5-point scale (1 - Strongly Disagree, 2-Disagree, 3-Neutral, 4- Agree and 5-Strongly Agree response)
ranged from 3.28 to 4.77 and the standard deviation ranged from 0.911 to 1.416.

Table- 3    Descriptive Responses

 

S.NO Knowledge Management  Mode Mean Std.  
Deviation 

IT Centered KM 
Q1 IT based KM tools are important 4 3.83 1.092 
Q2 Uses Technology as Primary means   4 3.83 0.942 
Q3 Internet facility to all employees 4 3.78 1.166 
Q4 computer applications to help collaborate online  4 3.92 1.139 
Q5 Instant messages to exchange short messages  4 3.87 1.142 
Captured based KM 
Q6 Codifying employees Knowledge in documents 4 3.28 0.94 
Q7 Capturing knowledge in documents 4 4.77 1.416 
Q8 Customers complaint & feedback for future use 4 3.55 1.032 
Q9 Retain employee  knowledge with company 4 3.28 1.059 
Q10 Using Intranet to store information 4 3.48 0.911 
Learning based KM 
Q11 Learning as a means to manage knowledge 4 3.7 0.962 
Q12 Good solutions are used by all units/groups 4 3.58 1.154 
Q13 Ideas are move from individual to organization 4 3.67 1.068 
Q14 Policies & procedures facilitate knowledge exchange 4 3.5 1.157 
Q15 Recommendations of groups are adopted 4 3.5 0.911 
Q16 Individual inputs are used for critical decision 4 3.6 1.012 
Q17 Current knowledgeable their work 4 3.87 1.112 
Q18 Sharing of Ideas & experience  with others 4 3.35 1.039 
Q19 Acquire new knowledge through interactions 4 3.32 1.157 
Q20 Technology & Standards regularly updating 4 3.78 1.195 
Job Satisfaction 
Q21 KM Practices helps to improve efficiency 4 3.65 0.988 
Q22 Maintain better relations with superiors 4 3.45 0.999 
Q23 Maintain better relations with subordinates 4 3.6 0.995 
Q24 KM Practices leads to job satisfaction 4 3.48 1.097 
Q25 Complete tasks effectively 4 3.62 1.043 
Q26 Helps for the decision making process 4 3.38 1.091 
Q27 Enhances the performance of the organization 4 3.57 1.031 
Q28 Helps to achieve organizational goals 4 3.68 0.948 

                                                                                         Max 4.77                 1.416 
                                                                                         Min 3.28                 0.911                          

Source: Primary Data
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The mode is found to be the same for all the variables. And the maximum mean is for the
variable 'Capturing Knowledge in Documents' whose standard deviation is above average.

The minimum mean being 3.28 signify that respondents of the study establish the role of the 28
statements in Knowledge Management.

Regression Analysis
Regression Analysis is used to predict the value of a variable based on the value of another

variable. In this study the influence of dimensions of Knowledge Management Practices on Job
Satisfaction is observed using Multiple Regression Analysis, considering Job satisfaction as dependent
variable and Information Technology centered Knowledge Management, captured based Knowledge
Management and Learning based Knowledge Management as independent variables.

Table: 4: Model Summaryb

Model R R 
Square 

Adjusted 
 R Square 

Std. Error  
of the  
Estimate 

Change Statistics    
R 

Square  
Change 

F 
Change 

df1 df2 Sig. F  
Change 

1 .904a .816 .807 .38770 .816 83.025 3 56 .000 
a. Learning based KM, Captured based KM, IT Centered KM

Table -4 provides the R and R2 values. The R value represents the simple correlation, is 0.904
which indicates a high degree of correlation. The R2  value indicates how much of the total variation
in the dependent variable, Job Satisfaction, can be explained by the Independent variable, Knowledge
Management Practices. In this case 80.7% can be explained, which is very large.

Table-5: ANOVAa

Model Sum of Squares df Mean Square F Sig. 
1 Regression 37.438 3 12.479 83.025 .000b 

Residual 8.417 56 .150   
Total 45.855 59    

a. Learning based KM, Captured based KM, IT cantered KM

b. Dependent variable: Job Satisfaction

The above table 5 indicates that the regression model predicts the dependent variable significantly
well. This indicates the statistical significance of the regression model, here, p<0.0005, which is less
than 0.05, and indicates that, overall, the regression model statistically significantly predicts the outcome
variable i.e. it is a good fit for the data.
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Table 6: Coefficientsa

Model Unstandardized  
Coefficients 

Standardized 
Coefficients 

 
 
 
t 

 
 
 
Sig. 

Correlations 

B Std.  
Error 

Beta Zero- 
order 

Partial Part 

1 (Constant) .364 .213  1.714 .092    
IT_M .448 .130 .508 3.435 .001 .889 .417 .197 
CP_M .061 .036 .122 1.704 .094 .556 .222 .098 
LB_M .347 .134 .347 2.590 .012 .855 .327 .148 

a. Dependent Variable: JS_M

The result shown in table 6 reveals that IT based Knowledge Management significantly influence
the Job Satisfaction (Beta= 0.448, t value=3.435, p<0.05) with 80 percent observed variation on Job
Satisfaction. So, there is a positive influence on Job Satisfaction.

However, the result of the analysis also indicate that Learning based Knowledge Management
significantly influence Job Satisfaction (Beta = 0.347, t value = 2.590, p < 0.05). So, there is a positive
influence on Job Satisfaction. Furthermore, capture based Knowledge Management significantly
influence Job Satisfaction (Beta = 0.061, t value = 1.704 and p >0.05). So, there is a positive influence
on Job Satisfaction.

Conclusion
The results of the study provide a clear evidence that Knowledge Management Practices adopted

by the select Information Technology Companies are influencing Job Satisfaction. To further study
the relationship between three types of Knowledge Management Practices and Job Satisfaction, the
correlation analysis is employed and the results speak that the relationship between IT centered KM
and Job Satisfaction, capture based KM and Job Satisfaction are moderate and found to be significant
and learning based KM is highly correlated towards Job Satisfaction and found to be more significant.

The results show that Knowledge Management Practices measured through Information
Technology centered, learning based and captured based Knowledge Management positively influence
Job Satisfaction.
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Abstract
Energy is the vital element for the growth of the nation. With the rapid economic growth,

energy continues to play a key role in the development. However, India largely depends on
conventional sources for energy generation, puts the country in peril, with the limited fossil fuel
resources. Solar energy has immense potential to bridge the burgeoning energy needs of our
country in a sustainable manner. There are many constraints for the wider adoption of solar
energy in India. Awareness towards solar energy is one of the major impediments for its growth.
The current paper, focused to study three sets of awareness factors - solar energy awareness,
awareness towards government subsidy and environmental wariness- of solar energy products
with respect to the relationship with customer demographic characteristics. Survey method was
adopted to collect responses using convenience sampling. The data were analyzed using descriptive
statistics and Chi-square test. The results revealed that gender and marital status do not have any
significant relationship with awareness of solar energy products.

Keywords: Environmental awareness, Renewable energy, Solar energy, Solar energy
awareness, Subsidy.

1. Introduction
Electricity is the vital input for economic growth as well as to improve the life standards of the

people.  According to International Energy Agency (2013) more than a billion people do not have basic
electricity requirements. Research in the field of energy has been a central focus for many academicians,
researchers and practioners (Cook, 2011; Javadi et al., 2013). United Nations declaring the year 2012
as the year of Sustainable Energy shows the significance of the renewable energy sources. And the
decade 2014-2024, as the decade of Sustainable Energy by the UNO.

Solar energy plays a pivotal in electrifying the rural areas across the world where there is no
access to grid connectivity. And replaces the conventional energy sources in an environmental friendly
manner (Wamukonya, 2007; Chaurey and Kandpal, 2010; Kamalapur and Udaykumar, 2011).
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Solar energy is the process of conversion of sun light into electricity.  Solar energy can be
produced by Photovoltaic (PV) using sun light or solar thermal systems using heat generated by the
sun.  Generation of solar energy falls into four categories namely, off-grid for domestic purposes, off-
grid for nondomestic, on grid for distribution and centralized grid connectivity (International Energy
Agency). Almost 600,000 villages in India do not have reliable electricity supply due to lack of grid
connectivity, where solar energy systems could play a significant role to provide electricity facilities.
Government of India established National Solar Mission in 2010 to cater the energy needs of the
country using solar energy sources.

2. Review of literature
The review of literature section discusses various studies conducted about customers' awareness

levels: awareness towards solar energy systems, awareness towards government subsidy and
environmental awareness.

2.1 Solar energy awareness
Lack of awareness of solar energy is one of the major impediments to the adoption of solar

energy systems. A study by Karatepe, Varbak Ne?e, Keçeba?, and Yumurtac? (2012), revealed that
various educating programmes about renewable energy to be conducted to raise students' awareness
and sensitivity in the field.  Adoption of new technology commands the awareness of customers/
public (Foster and Rosenzweig, 1995; Bandiera and Rasul, 2006; Mainali and Silveira, 2011). According
to Rebane and Barham (2011), lack of awareness towards solar energy is a major barrier for the
widespread of solar energy market. A study conducted by Appelbaum and Cuciti (2003) in USA
revealed that customers' knowledge about solar energy products is related to their preference to adopt
solar energy. Aileen Varela-Margolles Jeffrey Onsted (2014) concluded that information dissemination
plays an active role in the ownership of solar energy systems.

2.2 Awareness towards subsidy/financial incentives
According to Arthur A. Ezra, (1975) a variety of incentives induce the customers to adopt new

technology. Government subsidy is provided for energy generation in many countries across the
world (WB, 2010). Catherine A. Durham, Bonnie G. Colby and Molly Longstreth (1988) found that tax
credits provided by the government influence the solar energy adoption. Majority of the customers are
not aware of the various financing schemes related to energy efficiency programmes (Jyoti Prasad
Painuly, (2009). Aileen Varela-Margolles Jeffrey Onsted (2014), incentives significantly increases the
adoption of solar energy systems.

2.3 Environmental awareness
A large number of studies have been conducted in order to know to know the customers'

awareness towards environment across the globe. Environmental awareness is an individual's propensity
to involve in environmental friendly activities or behaviours(Zelezny and Schultz, 2000).
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A study conducted by European Opinion Research Group (EORG) revealed that environmental
awareness and their behaviour is influenced by people's social back ground (EORG, 2002).

Schwepker and Cornwell (1991) indicated that people have basic awareness towards the
environmental issues.  Their attitudes and intentions may change with environmental awareness levels.

According to Stanley and Lasonde (1996) found that customers with high environmental
awareness levels tend to engage in environmental behaviours, including purchase and disposal in an
environmental friendly manner.

3. Objective of the Study
The objective of the study was to know the influence of customers' demographic characteristics

on awareness ofsolar energy systems.

4. Research Methodology
The current study is empirical in nature. A structured questionnaire with demographic details

and questions related to solar energy awareness, awareness towards government subsidy and
environmental awareness were framed in order to elicit responses from the respondents. Convenience
sampling technique was adopted to collect primary data. Secondly data sources include magazines and
reports related to renewable energy.  The survey was conducted in Hyderabad city of Telangana State.
The survey instrument was distributed to 200 respondents;however 126 usable questionnaires with a
response rate of 63% were collected. Descriptive statistics and Chi-square test were used for data
analysis with the aid of MS Excel and SPSS 21.0.

Questions such as awareness towards fossil fuels, awareness towards renewable energy,
awareness towards solar energy, know someone using solar energy were asked to generate responses
with reference to solar energy awareness.

To know the awareness levels of customers about government subsidy, respondents were
asked if they know the government financial facilities, any other financial incentives or any programs
related to the dissemination of subsidy related information by the government or public agencies.

Finally, questions related electricity saving behaviours at home or workplace, awareness towards
environmental protection (air, water pollution etc.) were posed to know public's environmental
awareness.

4.1 Hypotheses of the Study
H1: Solar energy awareness, awareness of subsidy and environmental awareness are not different

based on gender of the customer.

H2: Solar energy awareness, awareness of subsidy and environmental awareness are not different
based on age of the customer.
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H3: Solar energy awareness, awareness of subsidy and environmental awareness are not different
based on educational qualification of the customer.

H4: Solar energy awareness, awareness of subsidy and environmental awareness are not different
based on marital status of the customer.

H5: Solar energy awareness, awareness of subsidy and environmental awareness are not different
based on household monthly income of the customer.

H6: Solar energy awareness, awareness of subsidy and environmental awareness are not different
based on occupation of the customer.

5. Data analysis
5.1 Demographic profile

Table 1. Demographic profile of respondents

Category  N Percentage 
(%) 

Gender  Male  
Female  

77 
49 

61.1 
38.9 

Age (Yrs.) 18-25 
26-30 
31-35 
36-50 
Above 50 

19 
23 
34 
38 
12 

15.1 
18.3 
27 
30.1 
9.5 

Educational 
qualification 

SSC 
Intermediate  
UG  
PG 
Other 

39 
36 
27 
9 
15 

31 
28.6 
21.4 
  7.1 
11.9 

Marital status  Married  
Unmarried 

97 
29 

77 
23 

Household 
Monthly income 

Below 10,000 
10,000-25,000 
25,000-40,000 
40,000-50,000 
Above 50,000 

22 
45 
28 
22 
9 

17.5 
35.7 
22.2 
17.5 
  7.1 

Occupation  Student  
Business  
Private employee  
Public servant  
Unemployed  
Retired  
Housewife  

6 
41 
39 
17 
2 
3 
18 

4.8 
32.5 
31 
13.5 
1.6 
2.3 
14.3 

Total   126 100 
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From the table 1, it is observed that majority of the respondents i.e. 62% are male. It is also
noticed that respondents having educational qualification less UG are 60%. In the age category 60% of
the respondents are below the age of 35 years. More than half of the respondents household monthly
incomes are low and belong to the lower classes and lower middle classes. And more than three fourth
of the respondents are married.

5.2 Hypotheses testing
H1: Gender and solar energy awareness, awareness of subsidy and environmental awareness.

From the results of table 2, it is observed that, solar energy awareness (2=12.176, df=12,
sig=0.105), awareness of subsidy (2=14.624, df=12, sig=0.243) and environmental awareness
(2=13.915, df=12, sig=0.061) are insignificantly related with the gender of the customer. Therefore,
H1 is not accepted.

Table 2 : Test Statistics

 Solar energy 
awareness 

Awareness 
of subsidy 

Environmental 
awareness 

Chi-Square 12.176 14.624 13.915 
df  12 12 12 
Asymp. Sig.  0.105 0.243 0.061 
Result  Reject Reject Reject 

H2: Age and solar energy awareness, awareness of subsidy and environmental awareness.

Results from table 3 explain that, solar energy awareness (2=10.572, df=4, sig=0.045),
awareness of subsidy (2=8.478, df=4, sig=0.038) and environmental awareness (2=9.124, df=4,
sig=0.021) are significantly related with the age of the customer. Therefore, H2 is accepted.

Table 3 : Test Statistics

 Solar energy 
awareness 

Awareness 
of subsidy 

Environmental 
awareness 

Chi-Square 10.572 8.478 9.124 
df  4 4 4 
Asymp. Sig.  0.045 0.038 0.021 
Result  Accept Accept Accept 

H3: Educational qualification and solar energy awareness, awareness of subsidy and environmental
awareness.
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Results from table 4 indicate that, solar energy awareness (2=11.015, df=3, sig=0.05), awareness
of subsidy (2=10.412, df=3, sig=0.041) and environmental awareness (2=9.619, df=3, sig=0.026)
are significantly related with the educational qualification of the customer. Therefore, H3 is accepted.

Table 4 :  Test Statistics

 Solar energy 
awareness 

Awareness 
of subsidy 

Environmental 
awareness 

Chi-Square 11.015 10.412 9.619 
df  3 3 3 
Asymp. Sig.  0.05 0.041 0.026 
Result  Accept Accept Accept 

H4: Marital status and solar energy awareness, awareness of subsidy and environmental awareness.
It is observed from table 5 that, solar energy awareness (2=15.612, df=3, sig=0.347), awareness

of subsidy (2=14.910, df=3, sig=0.214) and environmental awareness (2=13.409, df=3, sig=0.148)
are insignificant with the marital status of the customer. Therefore, H4 is not accepted.

Table 5 Test Statistics

 Solar energy 
awareness 

Awareness 
of subsidy 

Environmental 
awareness 

Chi-Square 15.612 14.910 13.409 
df  3 3 3 
Asymp. Sig.  0.347 0.214 0.148 
Result  Reject Reject Reject 

H5: Household monthly income and solar energy awareness, awareness of subsidy and
environmental awareness.

It is understood from table 6 that, solar energy awareness (2=7.54, df=4, sig=0.01), awareness
of subsidy (2=6.814, df=4, sig=0.03) are significantly related with the household monthly income of
the customer whereas environmental awareness (2=12.125, df=4, sig=0.12) is insignificant.

Table 6 : Test Statistics

 Solar energy 
awareness 

Awareness 
of subsidy 

Environmental 
awareness 

Chi-Square 7.54 6.814 12.125 
df  4 4 4 
Asymp. Sig.  0.01 0.03 0.12 
Result  Accept Accept Reject 
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H6: Occupation and solar energy awareness, awareness of subsidy and environmental awareness.

The values from table 7 show that, solar energy awareness (2=15.014, df=4, sig=0.042),
awareness of subsidy (2=13.714, df=4, sig=0.038) and environmental awareness (2=14.059, df=4,
sig=0.02) are insignificant with the occupation of the customer. Therefore, H6 is accepted.

Table 7 : Test Statistics

 Solar energy 
awareness 

Awareness 
of subsidy 

Environmental 
awareness 

Chi-Square 15.014 13.714 14.059 
df  4 4 4 
Asymp. Sig.  0.042 0.038 0.02 
Result  Accept Accept Accept 

6. Conclusion
Customer awareness plays a major role to create a positive attitude towards the adoption of

solar energy systems. This was achieved by studying the influence of demographics on awareness
towards solar energy systems, subsidy facilities provided by the government and environmental
awareness. The current research considered the influence of demographic factors on basic awareness
levels of customers towards solar energy systems. The results of the study indicate that customers'
age, educational qualification, income and occupation are significant with respect to the awareness of
solar energy products, awareness towards subsidy and environmental awareness whereas the other
demographic characteristics - gender and marital status - are notsignificantly related. On the positive
note, a significant number of customers have basic awareness towards solar energy system.
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Abstract
While making investment decisions particularly in equity market, risk and return plays an

important role perhaps the most relevant question is which stocks should be placed in the portfolio
matters a lot. A good combination of equity stocks in the portfolio will give better return for a
given level of risk.

The main focus of this research is to construct an optimal portfolio in Indian stock market
with the help of the Sharpe single index model. In this study, totally 14 metal stocks have been
selected from iron and steel industry and these stocks are constituent of the NSE Nifty metal
index. The monthly data for all the stocks for the period of January 2012 to December 2016 have
been considered. The study reveals that only tow company stocks constitute the optimum portfolio
and these are Vedanta and Tata steel with a ideal proportion of investment of 86.37% and 13.62%
respectively.

Keywords: Beta, Market variance, unsystematic risk, Single index model, optimal portfolio,
Risk and return trade off, Diversification, Nifty.

Introduction
The security analysis and portfolio management has emerged as the most important aspect for

rational investment and decision making. Portfolio is a combination of securities such as stocks, bonds
and money market instruments. The process of blending together the broad assets classes so as to
obtain optimum return with minimum risk is called portfolio construction. A portfolio tries to trade off
the risk return preferences of an investor by not putting all eggs in single basket and thus allows for
sufficient diversification. Markowitz was the first who laid foundation of "Modern portfolio theory" to
quantify risk. He provided analytical tools for analysis and selection of optimal portfolio. This portfolio
approach won him Nobel Prize in 1990. The work done by Markowitz was extended by William
Sharpe. He simplified the amount and type of input data required to perform portfolio analysis. He
made the numerous and complex computations easy which were essential to attain optimal portfolio.
This simplification is achieved through single index model. This model proposed by Sharpe is the
simplest and the most widely used one.

* Associate Professor, Dept. of MBA, Sree Vidyanikethan Institute of Management, Tirupati. Andhra Pradesh,
E-mail: dearmurthymba@gmail.com

The Construction of Optimal Portfolio Using Sharpe's Single
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The study focuses on finding out an optimal portfolio using Sharpe's single index model. This
article is framed around constructing an optimal portfolio by balancing the positive and negative
correlation existing between the securities and in turn getting returns closer to the anticipated results.
For this study, the stocks from the iron and steel industry have been selected as this sector is of prime
importance for real growth of an economy.

Objectives of the Study
The primary objective is to construct an optimal stock portfolio among the selected metal stocks.

The specific objectives are:

• To present a review of past works relating to optimum portfolio construction and analysis.

•  To build an optimum stock portfolio among selected stocks using Sharpe's Single Index model.

• To calculate the proportion of investment to be made into each of the stock that is included in
the optimal stock portfolio that is constructed using Sharpe index model.

Review of Literature
Dr. Sathya Swaroop Debasish, Jakki Samir Khan (2012), in their research found that only three

company stocks constitute the optimum portfolio and these are Asian Paints, Tata motors and Hero
Motor Corp. with ideal proportion of investment of 1.9 %, 38.88 and 58.22% respectively.

Saravanan and Natarajan (2012) attempted to construct an optimal portfolio by using Sharpe's
Single Index Model. For this purpose NSE Nifty Index has been considered. The daily data for all the
stocks and index for the period of April 2006 to December 2011 have been considered. They formulated
the cut-off point and selected stocks having excess of their expected return over risk free rate of
return surpassing this cut-off point. Percentage of investment in each of selected stocks is then
decided on the basis of respective weights assigned to each stock depending on respective beta value,
stock movement variance unsystematic risk, return on stock and risk free return vis-à-vis the cut off
rate of return. From the empirical analysis, it was concluded that returns on either individual securities
or on portfolio comprises of securities of different companies listed in Nifty 50 stocks under various
sectors are asymmetrical and heterogeneous. The optimal portfolio consists of four stocks selected
out of 50 short listed scrips, giving the return of 0.116. Further it helps to elicit that return on securities
of different portfolio is independent of the systematic risk prevailing in the market.

In the Indian scenario, Varadharajan (2011) constructed an optimal equity portfolio with the
help of Sharpe Index model. The study was conducted with the financial data from April 2006 to
March 2011. The sample size was limited to 19. He took these companies from Banking and Information
Technology. The portfolio was constructed with the top 5 stocks that meet the criteria to be included
in the portfolio according to Sharpe Index Model. The portfolio predominantly consisted of stocks
from the banking sector, and one stock from IT sector.
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Sandip Mukherji (2010), identified the optimal portfolios for three different objectives relating
to risk and return for three different holding periods of 1, 5 and 10 years. Their study only considers
portfolios consisting treasury bills and stocks only. Bootstrap method was used to generate returns for
holding periods and to analysis of their composition was done. Risk- Return analysis of the portfolios
examined shows higher returns in case of riskier returns. Results of this study shows that optimal
portfolios contain increasing allocations of risky assets and decreasing allocations of safe assets as the
holding period increases.

AJ Du Plessis, M Ward (2009), explained the possibility of identifying the right kind of attributes
in a portfolio ensuring good returns in the future. It stresses on the importance of applying the Markowitz
model of portfolio selection with respect to the Johannesburg Securities Exchange to analyse if an
optimal portfolio can be identified and be used as an effective guideline method for trading purposes.
It concludes on how an optimal portfolio is selected and rebalanced periodically and comparing the
returns with the JSE index rate thereby, showing how a particular trading strategy can outperform in
the market.

Frank J Fabozzi, Harry M Markowitz, Francis Gupta (2008) stated that the main objective of
portfolio selection is the grouping and construction of the portfolios to maximize returns expected on
them with a certain level of risk. Investors generally use modelling techniques on the historical data
and based on their future expected returns, the optimal portfolio selection is done and this allows
computing the investment risk and expected return on a portfolio. Also, the theory of portfolio selection
shifts from individual risk to the entire risk of the portfolio and shows the possibility of combining
risky assets to produce an optimum portfolio.

Rainer Baule (2008) analysed optimal portfolio selection for small investors considering transaction
costs and risk costs. Portfolio theory cannot be directly applied to small investors due to limitations in
form of transaction and risk costs. An empirical study done ascertains that for smaller volume of
investment, transaction costs dominate risk costs so that optimal portfolio contains only very small
number of assets. Based upon these findings, a comparative study between direct investments in stock
or in index certificates and ETF's is done. The findings of this study show that direct investment is
most advantageous than alternative investment products if sum of transaction costs and risk costs is
smaller than annual costs.

Research Methodology
This is a descriptive study on the optimal portfolio construction of stocks. The data taken for

the research is secondary in nature. The data has been collected from the official website of National
Stock Exchange (NSE), namely www.nseindia.com. The study is conducted with the financial data
for the past 4 years from January 2012 to December 2016. The sample size of the study is limited to
14 metal stocks and monthly opening, closing stock prices have been taken and these selected stocks
are also constituents of Nifty metal index. The sampling technique adopted is purposive sampling.
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Here 0.565 percent is considered as risk free rate for one month based on the portfolio on 364 days
Government of India treasury bills.

Return
The monthly return on each of the selected stocks is calculated with the following formula.

Stock return = 
1 0

0

P P
P


Where P0 = Initial stock price

P1 = Ending stock price (period 1)

Risk; According to Sharpe's single index model risk is divided into two that is systematic risk
and unsystematic risk. Systematic risk is ?2x ?m2 and unsystematic risk is ?ei2.

Steps in Construction of Optimal Portfolio Using Single Index Model
This model firstly ranks the securities based on their excess return to beta ratio. After that all

securities are arranged according to their ranks.  Then cutoff rate is calculated and it is compared with
excess return to beta for deciding whether to select the security for investment or not. The model
explains the weight that should be allocated to each security to obtain optimal portfolio.

Step 1: Calculate excess return to beta ratio for each security under consideration

Excess return to beta ratio = (Ri-Rf)/i

Where

Ri = Expected return of Security i

Rf = Risk free rate of return Present MIBOR rate is taken as risk free rate Rf

i = the Beta co-efficient of the security or excess return of the security over  market index

Step 2: Rank the securities based on the excess return to beta ratio.

Step 3: Calculate the cut of rate using the formulae. Highest cut off rate will be regarded as C*

Where

m2 = Market variance

Ri - Rf = Market risk premium

ei2 = Unsystematic risk of the security

i = systematic risk of the security

Step 4: Selection of securities for investment. If (Ri- Rf)/i is greater than cut off rate then the
security will be included in the portfolio.
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Step 5: Calculate the proportion to be invested in each security is calculated.

Where

C* is the cut off rate

According to the Sharpe model the excess return of any stock is directly related to its excess
return to beta ratio. It measures the additional return on a security (excess of the risk less asset return)
per unit of systematic risk. The ratio provides a relationship between potential risk and reward. For the
calculation of this ratio, the risk-free return ( Rf ) is taken as the rate of return on the 364- days is 6.78
and the monthly average of Treasury bill which is found to be 0.565 % for the period under study.

The study has been done in two stages

Stage 1: calculation of the Cutoff point
The model helps us in finding the cutoff point (Cut off rate of return) and selecting stocks

having excess return to beta ratio and surpassing this cut-off point.

Stage 2: Construction of optimal portfolio
In the second stage Percentage of investment in each of selected stocks is then decided on the

basis of respective weights assigned to each stock depending on respective beta value, stock movement
variance unsystematic risk, return on stock and risk free return vis-a-vis the cut off rate of return.

Data Analysis and Interpretation:
This part of the study deals with data analysis and interpretation done for 14 companies ( listed

in the Nifty metal index). From this table, it may be observed that each company is assigned a rank on
the basis of its excess return to beta ratio.
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Table 1. Calculated values of Return, Beta & Excess return to Beta ratio for the selected stocks

Company Name Ri Rf Beta (β) Ri-Rf/β Rank 
Tata steel 6.76 0.57 1.33 4.64 2 
Hindalco 3.24 0.57 1.43 1.87 3 
Vedanta 5.86 0.57 0.39 13.69 1 
Bhushan steel -2.22 0.57 0.32 -8.75 12 
JSW steel -0.04 0.57 0.03 -20.24 14 
Coal India 0.12 0.57 0.97 -0.46 7 
Jindal steel -2.34 0.57 0.34 -8.56 11 
Hind zinc 1.40 0.57 0.71 1.18 5 
SAIL -0.45 0.57 0.09 -11.73 13 
NMDC -0.45 0.57 0.66 -1.54 8 
NALCO -0.56 0.57 0.26 -4.27 10 
Welspun corp 0.80 0.57 1.56 0.15 6 
APL Apollo 3.06 0.57 1.36 1.84 4 
Orissa minerals -0.44 0.57 0.62 -1.63 9 

Source: computed from the stock price available at http:/ www.nseindia.com
It can be seen from the table that Vedanta yielded the maximum excess return to beta ratio

(13.68) and ranked 1 among the companies selected followed by Tata steel with (4.641) and JSW
yielded lowest excess return to beta  of - 20.24.

Table 2: Showing cut off point of sample companies

Company Ri-Rf/i (Ri-Rf) *i/2 ? (Ri-Rf) i/ei2  i2/ei2 ?  i2/ei2 ci 
Vedanta 13.69 0.22 0.22 0.02 0.02 3.00 
Tata steel 4.64 0.77 1.00 0.17 0.18 4.13 
Hindal co 1.87 0.38 1.37 0.20 0.38 3.10 
APL Apollo 1.84 0.35 1.72 0.19 0.57 2.72 
Hind zinc 1.18 0.08 1.80 0.07 0.64 2.57 
Welspun corp 0.15 0.02 1.82 0.14 0.78 2.17 
Coal India -0.46 -0.07 1.75 0.14 0.92 1.79 
NMDC -1.54 -0.08 1.67 0.05 0.97 1.62 
Orissa minerals -1.63 -0.05 1.62 0.03 1.00 1.53 
NALCO -4.27 -0.03 1.60 0.01 1.01 1.49 
Jindal steel -8.56 -0.09 1.51 0.01 1.02 1.40 
Bhushan -8.75 -0.07 1.43 0.01 1.03 1.32 
SAIL -11.73 -0.01 1.43 0.00 1.03 1.31 
JSW steel -20.24 0.00 1.42 0.00 1.03 1.31 

Source: computed from the stock price available at http:/ www.nseindia.com
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Interpretation
The selection of the stocks depends on a unique cut-off rate such that all stocks with higher

ratios of excess return to beta are included and stocks with lower ratio are left out. The cumulated
values of Ci start declining after a particular Ci and that point is taken as the cut-off point and that
stock ratio is the Cut-off Ratio C. The highest value of Ci is taken as the cut-off point that is C*. From
table it is seen that Tata Steel has the highest the cut-off rate of C*= 4.13 All the stocks having Ci
greater than C* can be included in the portfolio.

Calculation of Optimal Portfolio:
The proportion to be invested in each security (weight) is calculated using the following equation.

 

Where

C* is the cut off rate

The calculation of optimal portfolio is shown in the table below.

company βi  σei2 Ri-Rf/βi C* Zi Zi Xi 

Vedanta 0.3868 9.2124 13.68718 4.134455 0.401089 0.401089 0.863753 

Tata steel 1.334002 10.6869 4.641297 4.134455 0.063267 0.464356 0.136247 

Source: computed from the stock price available at http:/ www.nseindia.com

Interpretation
After determining the securities to be included in the optimal portfolio, we have to determine the

proportion of investment in each of these stocks. Only those stocks with Excess return to beta ratio
more than C* are to be selected in the optimal portfolio. It can be observed from above table that only
two stocks qualify to be included in the optimal portfolio on this criterion. By using Sharpe index
model, the maximum investment should be made in Vedanta with a proportion of 86.37%, and in Tata
Steel with investment proportion of 13.62%. Evidently, the companies chosen for the investments are
growing at a steady rate in the recent years.
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Findings
Risk and return play an important role in making any investment decisions. This study aims at

analyzing the opportunities that are available for investors as per as returns are concerned and the
investment of risk thereof.

• Out of 14 companies taken for the study, 7 companies are showing negative return and the
other 07 companies are showing positive returns.

• With regard to beta values, out of 14 companies selected , Tata steel, we spun corp and Vedanta
stocks found to be aggressive ( showed beta above 1, indicating that the investments in this
stock is outperforming than the broader market.

• The 14 stocks that are included in NSE Nifty metal index, only two stocks namely Vedanta and
Tata steel are included in the Optimal Portfolio constructed in this study with maximum suggested
investment of 86 percent in Vedanta and 14 percent in Tata steel.

Suggestions
• The proportion of investment in each of the stock may change time to time hence the constructed

optimal portfolio is subject to change.

• The beta and variance of the stocks may change frequently. So, Investors are suggested to
observe the market continuously.

• The stocks in the portfolio must be evaluated continuously and make revisions periodically.

Conclusion
 The study is conducted to test utility of Sharpe's single index model in optimal portfolio

construction. From the study, it is concluded that, the 14 stocks that are included in NSE Nifty metal
index, only two stocks namely Vedanta and Tata steel are included in the Optimal Portfolio constructed
in this study with maximum suggested investment of 86 percent in Vedanta and 14 percent in Tata
steel.

Limitations of the Study
• The study is confined to the stocks included in the Nifty Metal index.

• The result of the study may not hold good for the longer period as the stock market is so volatile
in nature.
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Abstract
The analysis and use of financial ratios is an increasingly important area of financial

research and practice. Parties interested in financial ratios are shareholders, creditors, and a
firm's own management. Both current and prospective shareholders are interested in the firm's
current and future level of risk and return, which directly affect the share price. A secondary
concern of creditors is the firm profitability they want assurance that the business is healthy. The
management like shareholders is concerned with all aspects of firm's financial situation, and it
attempts to produce financial ratios that will be considered favorable by both the owners and
creditors. In addition, the management uses ratios to monitor the firm's performance from period
to period. To study the applicability of profitability rations, Ultratech cement has been considered.
This paper addresses the profitability rations of the Ultratech cement to give a brief idea to the
investors to select for investment in equities.

Keywords: Correlation, Financial Ratios, Profitability, Share price.

Introduction
Every firm is most concerned with its profitability. One of the most frequently used tools of

financial ratio analysis is profitability ratios which are used to determine the company's bottom line.
Profitability measures are important to company managers and owners alike. If a small business has
outside investors who have put their own money into the company, the primary owner certainly has to
show profitability to those equity investors.Ratios that show returns represent the firm's ability to
measure the overall efficiency of the firm in generating returns for its shareholder.

Profitability ratios are used by investors and analysts to evaluate a company's ability to generate
earnings as compared to its competitors and other industry players. They also highlight the strength
and efficiency of a company's business model. While profit margin ratios are used to judge the efficiency
with which the company earns profits, rate of return ratios provide information of the efficiency with
which the company employees its assets and other available resources.

* Associate Professor, School of Business Management, Anurag Group of Institutions. Email : sabithasrinivas@gmail.com
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Need for the Study
UltraTech is India's largest exporter of cement clinker. The company's production facilities are

spread across eleven integrated plants, one white cement plant, one clinkerisation plant in UAE, fifteen
grinding units, and five terminals - four in India and one in Sri Lanka. Most of the plants have ISO
9001, ISO 14001 and OHSAS 18001 certification. In addition, two plants have received ISO 27001
certification and four have received SA 8000 certification. The process is currently underway for the
remaining plants. The company exports over 2.5 million tonnes per annum, which is about 30 per cent
of the country's total exports. The export market comprises of countries around the Indian Ocean,
Africa, Europe and the Middle East. Export is a thrust area in the company's strategy for growth.

Scope of the Study
The study is confined to the financial performance of the Ultra Tech cement industries. This

study aims at analyzing with the help of two tools of the financial performance of the company that,
the Profitability analysis.

The profitability analysis is an important tool to analyze the impact of alternative financial plans
on the inventory and sales in major factor to determine the investment in inventory. The study is based
upon the data collected and complied from the annual reports of "Ultra Tech cement"company. The
period of the study is seven years 2011-2015.

Objectives of the Study
1. To find out profitability ratios of the Ultra Tech cement industries.
2. To test the significance of the profitability ratios through coefficient of the correlation.
3. To analyze the Profitability and ability of the firm to service fixed charge through ratio analyses.
4. To measure the ability of meeting short term obligations of the company.
5. To measure the profitability position of the company.

Research Methodology
Descriptive research studies are those studies, which are concerned with describing the

characteristics of particular individual, or of group. The main characteristic of this method is the
researcher has no control over the variables, he can only report what has happened or what happened
or what is happening.  The methods of search utilized in described research are survey methods at all
kinds, including comparative and correlation method.

Data Collection
This type of data has already been collected by someone else about the product, about the

industry etc., for instance in this Study secondary data was collected from company brochures,
annual reports and previous records, company websites.
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Limitations of the Study
1. The study is restricted to find out the profitability performance of the company only.

2. Comparative study is restricted to debt and equities of the company.

3. The period of research of 45 days was a limitation.

4. The Study is based largely on secondary data and the limitation existing therein would creep into
the findings.

5. The study reveals the finding for the present and it will not reflect the past and future.

6. All ratios could not be covered under the study because of inadequate information.

Data Analysis and Interpretation
Gross Profit margin

Year Gross Profit 
(Rs inLakhs ) 

Sales 
(Rs inLakhs ) 

Gross Profit 
Margin Ratio (%) 

2011 444 1634.5 27.16 
2012 359 1387 25.88 
2013 361.5 1515.5 23.85 
2014 434 2010.5 21.58 
2015 484 2471.5 19.56 

 Source: Data Collected from company Annual Reports of 'Ultra Tech Cement Industries Pvt Ltd'

From the Table 1, it is observed that the Gross Profit was showing slight fluctuations & sales
also ranges from Rs.1387 Lakhs to Rs.2471.5 Lakhs during the study Period. In the year 2010 the
Gross Profit margin was high (27.16%) because of both Gross Profit & Sales are high compared with
the figures of years 2012, 2013 & 2014. In the year 2015  both Gross Profit & Sales both are
increased with that Gross Profit Margin was decreased to 19.56%.

Operating Profit Margin

Year Operating Profit 
(Rs inLakhs ) 

Sales 
(Rs inLakhs ) 

Operating Profit 
Margin Ratio (%) 

2011 103 1634.5 6.3 
2012 108 1387 7.78 
2013 121 1515.5 7.98 
2014 139 2010.5 6.91 
2015 142 2471.5 5.74 

 Source: Data collected from company Annual Reports of 'Ultra Tech Cement Industries Pvt Ltd'.
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From Table 2, it is observed that the operating Profit was low & it ranges in between Rs.103 to
142 Lakhs. Even through, sales is high, the operating profit is low. Because of low Operating Profit,
the operating profit margin was also very low and it is in between 5 to 8 % only.

Net Profit Margin

Year Net Profit Margin 
(Rs in Lakhs) 

Sales 
(Rs in Lakhs) 

Net Profit Margin 
Ratio (%) 

2011 63 1634.5 3.85 
2012 92 1387 6.63 
2013 113 1515.5 7.45 
2014 104 2010.5 5.17 
2015 91 2471.5 3.68 

 Source: Data collected from company Annual Reports of 'Ultra Tech Cement Industries Pvt Ltd'

From the Table 3, it is observed that, the net Profit after Tax was low & it is in ranges between
Rs.63 Lakhs to 113 Lakhs. Because of high payment of operating expenses, taxes & interest, the PAT
was achieved as low figures. Because of low net Profit after Tax, Net Profit Margin was also very low
& it is In between 3 to 8% only during the study period.

Earnings per Share

Year Net Profit After Tax 
 (Rs in Lakhs) 

No. of.Shares 
(Rs in 000’s) 

Earnings per share 
(%)  

2011 63 22.6 2.78 

2012 2 25.0 3.68 
2013 113 96.9 1.17 
2014 104 25.0 4.16 
2015 91 31.9 2.85 

 
Source: Data collected from company Annual Reports of 'Ultra Tech Cement Industries Pvt Ltd'

From the table 4, it is observed that the number. Of shares of the company was increased year
after year &net profit after-tax low because of that the Earning Per Share of the company was attained
very low values during the study period.
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Return on Total Assets

Year Net Profit After Tax 
(Rs in Lakhs) 

Total Assets 
(Rs in Lakhs ) 

Return on Total 
Assets (%) 

2011 63 965 6.52 
2012 92 956 9.62 
2013 113 752 15 
2014 104 992 10.48 
2015 91 991 9.18 

 Source: Data collected from company Annual Reports of 'Ultra Tech Cement Industries Pvt Ltd'.
From Table 5, it is observed that the return on total assets was fluctuated during the study

period. In the year 2015, the ratio was high because of high net profit after tax& high total assets & in
the year 2011 it is very low because of decrease of net profit After Tax &increase of total Assets.

Return on Equity
Year Earnings After tax 

(Rs in Lakhs) 
Equity Share Holders 

(Rs in Lakhs) 
Return on Equity 

Ratio (%) 

2011 63 529 11.9 
2012 92 494 18.62 
2013 113 454 24.88 
2014 104 650 16 
2015 91 1296 7.02 

Source: Data collected from company Annual Reports of 'Ultra Tech Cement Industries Pvt Ltd'.
From Table 6, it is observed that the Return on Equity of the company was high in the year

2011, this is because of increase of Earning After Tax & decrease of share holders equity & in the year
2015, it is very low because of decrease of Earning After Tax & increase of total share holders equty.

Correlations
Gross Profit Margin

 GROSS PROFIT SALES 
GROSS PROFIT             Pearson Correlation 

                                     Sig.(2-tailed) 
                                         N 

1 
 

5 

.872 

.054 
5 

 
SALES                             Person Correlation 

                                     Sig. (2- tailed) 
                                         N 

 
.872 
.054 

5 

 
1 
 
5 
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Interpretation
The coefficient of correlation between gross profit and sales is 0.872; this means a strong

association is existing between the two variables. The P value is equal to 5% level of significance.
Hence the relationship between the two variables is significant.

Operating Profit Margin

 SALES OPERATING 
PROFIT 

SALES                                  Pearson Correlation 
                                          Sig.(2-tailed) 

                                              N 

1 
 

5 

.844 

.072 
5 

OPERATING PROFIT        Person Correlation 
                                         Sig. (2- tailed) 

                                             N 

.844 

.072 
5 

1 
 
5 

 
Interpretation

The coefficient   of correlation between operating profit and sales is 0.844.this means a strong
association is existing between the two variables. The P value is more than the significance value of
5% level of significance. Hence it is insignificant.

Net Profit Margin

 SALES EARNINGS 
AFTER TAX 

 
SALES                                     Pearson Correlation 

                                             Sig.(2-tailed) 
                                                 N 

 
1 
 

5 

 
.020 
.974 

5 
 
EARNIGS AFTER TAX        Person Correlation 

                                            Sig. (2- tailed) 
                                                N 

 
.020 
.974 

5 

 
1 
 

5 
 

Interpretation
The coefficient   of correlation between  sales  and  earnings after taxis 0.020,which shows a

low  association  between  the two variables and  P value(0.974) is also more of significant value of
5%level of significance. Hence the relationship is insignificant.
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Earnings per Shares

 EARNING 
AFTER TAX 

NO.OF SHARES 

 
EARNING AFTER TAX    Pearson Correlation 

                                         Sig.(2-tailed) 
                                             N 

 
1 
 
5 

 
.635 
.250 
5 

 
NO. OF. SHARES              Person Correlation 

                                        Sig. (2- tailed) 
                                            N 

 
.635 
.250 
5 

 
1 
 
5 

Interpretation
The coefficient   of correlation between earning after tax and no of shares is 0.635.which

shows a moderate relationship between the two variables and P value is more than the significance
value of 5% level of significance. Hence the relationship is insignificant.

Return on Equity

 EARNING PER 
TAX 

TOTAL 
SHAREHOLDERS 

EQUITY 
EARNING PER TAX     Pearson Correlation 

                                 Sig.(2-tailed) 
                                     N 

1 
 

5 

-.051 
.935 

5 
 
NO. OF. SHARES        Person Correlation 

                                 Sig. (2- tailed) 
                                     N 

-.051 
.935 

5 

1 
 
5 

 
Interpretation

The coefficient   of correlations between earnings after tax and total share holders' equity is
negative (-0.051). This means both the variables are moving in opposite direction and P value (0.935)
is also more than of significance value of 5%level of significant.

Findings
• The sales of the Ultra Tech Cement Industries Pvt Ltd was found growing over the years of

study consequently, the gross profit margin was decreased from 2011 to 2015. In the year 2011
gross profit & sales are increased with gross profit also decreased to 19.56%.
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• Operating profit margin ratio represents the pure profit of the Ultra Tech Cement Industries Pvt
Ltd. It increased from 20101to 2013 for given period, which is not a good indication of TheUltra
Tech Cement Industries Pvt Ltd operating profit margin was decreased from 2013to 2015.

• Net profit margin ratio, which measures how profitable a Ultra Tech Cement Industries Pvt Ltd
sale after deducting all expenses, interests, taxes, and preferred stock dividends are, grew
from3.85% to7.45% during the period, which implies reduction in the profitability of Ultra Tech
Cement Industries Pvt Ltd.

• Earnings per share are closely watched by investing public and considered an important indicator
of corporate success.

• The Ultra Tech Cement Industries Pvt Ltd Mind Links Pvt Ltd earning per share increased 2011
to2013 during the period, which is good indicator for both management performance and
prospective stockholders. In the year increase 2013 to 2015.

• The firm has increased its return on total assets. It increased substantially from 6.52% to
9.18%. Within the period.

• This indicates the capability and effectiveness of the Ultra Tech Cement Industries Pvt Ltd
management in generating profits with its available assets.

• Return on equity, which  measures  the return earned  on the common stock holders investment
in the firm, increased drastically during 2011 to 2015was11.9 to 24.88.This indication reflects
the management will take care  on the invested financial resources  after  that it was decreased.

• The overall performance of Ultra Tech Cement Industries Pvt Ltd regarding profitability sounds
good.

• The Ultra Tech Cement Industries Pvt Ltd market is growing and it earns an acceptable return
on invested capital again, it has good future opportunities.

Suggestions

• The sales  revenue  of the Ultra Tech Cement Industries Pvt Ltd is high ,but it was observed that
the gross profit  margin, which represents the amount remaining to satisfy operating, financial
and tax costs ,is low as compared to sales revenue s due to the large amounts spent on the cost
of goods sold . Therefore, the Ultra Tech Cement Industries Pvt Ltd should use consistent
techniques and financial policies to reduce the cost of goods sold, which will help in both
satisfying financial and tax costs and earning more returns on earnings after taxes.

• Operating profit, which represents the profits earned from producing and selling products, is
low as compared to the sales volume of Ultra Tech Cement Industries Pvt Ltd. Therefore the
company needs to reduce its expenses to be able to pay its debts and gain more earnings after
taxes.
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• Earnings after taxes ,which are available for common stockholders, are also low  as compared
to the sales  volume  of the Ultra Tech Cement Industries Pvt Ltd  this  is due  to the effect of
high expenses on the cost of goods sold and other expenses .these factor should  be controlled
by following and  financial  policies.

• Earnings per share, which measure how the price of a share in the stock market compares to
key financial markets performance indicators, are not encouraging.

• Finally, though the Ultra Tech Cement Industries Pvt Ltd is a profitable one and has good future
opportunities, it has to look carefully at controlling the costs of goods sold and reduce its
expenses to avoid having difficult financial circumstances   in the future.

Conclusion
From the analysis it was found that the Gross Profit Ratio, Operating Profit Ratio, Net Profit

Margin, Return on Equity and return on total assets was low and it was decreasing. It was also found
that there is insignificant relationship existing between the Operating Profit Margin, Earning after Tax
and Sales. Hence it is conclude that the Profitability Performance of the Ultra Tech Cement Industries
Company during the study period is not Satisfactory. In many cases company is not maintaining the
standard norms, because cost of goods sold is high. So company need to control direct and indirect
costs.

When consider to other cement companies which are not showing better profitability by taking
certain improvements in relevant areas, they can maintain good profitability in the present economic
environment.
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Abstract
India ranks among top five countries when it comes to the pace of growth in internet and

social media usage. Global average growth in internet users is measly 19%. India's web users
have 153 million active social media accounts. The social media users are increasing by 23%
approximately each year. India contributes a great part in social media networking sites. A huge
contribution is by the youngsters who are involved in communicating and interacting with friends
and family. This study is being carried out to understand the usage behavior of working
professional towards social media. It shall also help to identify the factors that influence the
social media usage behavior among the working professionals. Quantitative and Descriptive
research was selected to collect numerical data and to conduct surveys. Convenience sampling
was adopted and the sample of study extended to 126 respondents. Data collected was analyzed
using IBM SPSS 16.0 software. Factor analysis was used to analyze data. As per the analysis it is
clear that professionals are highly involved in using social media networking sites. There are 16
different variables that influence the usage behavior of social media. These 16 variables resulted
into 5 important factors: Communication, Information Technology, Refreshment, Self-Development
and Interaction.

Key words: Social media, workplace, working professionals, factor analysis.

Introduction
Before 20th century, letters were the easiest way to communicate over distance. It used to take

days to convey the message as the letters were delivered by hand from one person to another. The
telegraph, invented in 1792, allowed people to deliver message over a long distance with a faster speed
when compared to letters. It turned up as a revolutionary way to convey short information and news.
Telephone and radio were another important discoveries to communicate. Computers came into picture
in 20th century, when the scientists started developing ways to create networks among computers.
This is how social media was born.

CompuServe and UseNet were primitive forms of social media and allowed users a virtual
platform to communicate. In year 1997, the world recognized first social media site named Six Degrees.
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This helped people to upload their profiles and make friends with others. Blogging came into picture
and created sensation among the social media users and still popular today.

In early 2000s, social media sites like LinkedIn and MySpace gained prominence. LinkedIn
came to be known as a business and employment-oriented social media networking site. People started
using it for professional networking. By 2006, Twitter and Facebook became faddish to users throughout
the world.

Today, Social media has become an essential part of people's life. It has made a substantial
impact on the way how people communicate with each other within past decade. It has made
communication more efficient and easier. Social media is being used by people of all ages for different
reasons. People communicate through emails, texts and other expanding social media modes every
day. It can be operated through most of the devices like desktop, laptop, mobile and tablet. It is being
used by different platforms in different forms.

Social media is used by people of two different mindsets. The first type of user is one who uses
social media to 'spend time' while the second type of user id one who uses social media to 'invest time'.
Professional social media networking sites work well for those who want to invest their time into
interacting with other professionals and learning things that shall help them in their career growth. On
the other hand, non-professional social media networking sites are to spend time on entertainment and
fun.

Youngsters mainly use social media networking sites to stay in touch with their family members
and friends. They usually use non-professional sites to spend their time for entertainment purpose.
Social media provides them a space where they can keep up with their current relationships and can
also interact with new people. Social media is not confined to connection between two people, it also
consists of knowledge and information that proves to be helpful for youngsters specially students.

Social media networking sites like Twitter and Facebook has changed the way political campaigns
were carried out. Now, the politicians can directly interact with the voters without spending a penny.
The networking sites are helping in fundraising, campaign organizing, advertising, etc. It has helped
political parties in conveying their messages and building their image in front of public.

Business are using social media networking sites to gain more customers and for brand awareness.
Sites like Facebook give a platform to display their advertisements and thus, increasing the rate of
conversion of leads. The businesses can share their content and offers at a faster speed and to a larger
audience. The social media networking sites help them to keep a track of the steps taken by competitors.
It also gives an opportunity to build strong relationship with customers so as to turn them into loyal
customers.

Employees are using social media networking sites like LinkedIn to increase their professional
networks. Through social media networking sites, recruiters can find right employees for different
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positions. Employees can share their official achievements through such sites. Social media sites help
employees to find right jobs for themselves and apply for the same.

As social media is gaining popularity among working professionals it is important to understand
the usage behavior of social media networking sites. There are two types of social media networking
sites: professional social media networking sites and non-professional social media networking sites.
Professional social media networking sites like LinkedIn play an important role in professional's life by
enabling them to increase their networks. On the other hand, Non-Professional social media networking
sites are entertaining and provide a platform where professionals can connect with their family and
friends easily.

There are certain factors that influence social media usage behavior of working professionals.
The factors like easy communication, the quality of information that social media provides, the level of
relaxation and entertainment it provides and so on. The ease of use of social media is also a factor that
enables a professional to use or not to the respective site. Facebook and Twitter are non-professional
social media networking sites that can be taken to examine the social media usage behavior among the
working professionals.

The purpose of this study is to understand the social media usage behavior of working
professionals. The study also focuses on the factors that influence the usage behavior of social media
among working professionals.

Objectives of the Study
• To study about the social media usage behavior of working professionals.

• To understand the factors that influences the usage behavior of social media among working
professionals.

• To study the usage of Non-Professional (Facebook and Twitter) social media networking sites.

Scope of the Study
The study enables to have a definite insight on understanding the social media usage behavior of

working professionals. The study focuses on types of Non-Professional social media networking
sites. Non-Professional social media networking sites are confined to Facebook and Twitter.It is
specifically being performed to understand which site is preferred over the other. The study is not
limited to social media networking sites; it also examines the behavior of working professionals in the
usage of social media sites. The study covers all the parameters performed by social media with
respect to working professionals.

Review of Literature
Social media is a trend that is increasing its importance in our lives day by day and is influencing
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our lifestyle. Its use is on boom nowadays. It is a platform that has made life easier by quick sharing
of ideas, thoughts and almost everything a person wants to share. It is being used by each and every
person in today's world.

Social Media probably started 20 years back when Bruce and Susan Abelson introduced "Open
Diary" that brought together different diary writers into one community. Formally Social Media can be
defined as "a group of Internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User Generated Content." Social
presence is a factor that decides how a person can influence his communication partner on social
media. The higher the social presence the more influential the person can be.  Social presentation is
also a concept that is closely related to social media(Kaplan and Haenlein, 2010). Social media has done
an exemplary job in bridging the communication gap between people. Different social media tools help
in interaction to everyone around in the shortest possible time. Social media has the potential to influence
our social lives, on community level as well as interpersonal level. Social media is also used at business
level to interact with the customers (Baruah, 2012).

Role of social media
Social media is being used by faculty members to share education content at higher levels of

education. 40% of the faculty gives assignments that require students to read or view social media.
Online video is one of the most common modes of education in today's world. Podcasts and blogs are
another popular ways to spread more knowledge and understanding among the students(Moran et al.,
2011).

Social media plays a significant role in communicating the strategies of the companies to the
customers. Social media networking sites have high potential of building brand image and company
reputation. Companies can build strong relationship with current as well as potential customers by
collaborative communication, customer feedback and through providing customer service and
support(Ratliff and Kunz, 2014).

The traditional communication strategies used by companies to interact with the customers,
changed with the arrival of phenomenon of social media. Social Media is considered as a new promotion
mix tool. The companies can use blogs and Facebook as IMC tools to communicate their message.
Social media assist the customers in communicating to another customer. It is a platform where the
customers can share their reviews not only with their friends but with hundreds or thousands of other
people(Mangold and Faulds, 2009).

Social media helps the businesses to grow their customer base as well as share marketing
content with a large audience. Within the hotel industry, social media is an important aspect as it costs
less. Bed and breakfast industry can create brand awareness through the social networking sites.
Social media can be proved to be beneficial only if the businesses indulge in these practices on continuous
basis (Momany, 2015).
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Social Media also plays an important role in case of emergencies and disasters. Social media like
Facebook has been contributing in supporting various emergency-based organizations. The organization
use social media to communicate to people who are in danger due to some disaster or emergency,
disseminating communication and in planning emergency exercises to rescue people(Lindsay, 2011).

Social Media Usage based on demographics
There is a strong correlation between age and social media. The most likely users of social

media are young adults aged 18 to 29. In case of social media usage by gender, there is not much
statistical difference between the rates at which women and men use social media. The youth with
higher education levels are more likely to use social media rather than the one with lower education
level. The higher the level of household income the more they are indulged in social media usage
(Perrin, 2015).

The "Social Media Habits and Privacy Concerns Survey" findings can make us understand the
gender based usage of social media. Men and women share a range of personal information on social
media, but it is found that women are less willing to share their location and email address on social
media sites. The highest percentage of men as well as women agreed that they use social media
networking sites as "They help me find long lost friends and relatives" (Seymour, 2012).

The user's personality has direct relationship with the usage of social media networking sites.
The Five-Factor-Model or Big-Five has been used to investigate how personality is linked with the
usage of social media networking sites. The Big-Five includes the following factors: Neuroticism,
Openness, Extraversion, Conscientiousness and Agreeableness. Facebook shows relation with
Neuroticism and Sociability, while Twitter show relation with Conscientiousness, Sociability and
Openness(Hughes et al., 2012).

Social Media usage at the time of disaster
Social media usage has also proved to be helpful at the time of natural disasters. During the

Great East Japan Earthquake of March 2011, the city of Tsukuba was damaged to a great extent.
Facebook and Mixi, popular among Japanese, helped them to communicate with the citizens when
there was no power in the city.Twitter proved to play the main role at the time of disaster in 2011.  But
it also contributed to rise of false rumors which created panic among the people and had to be negated
as soon as possible(Kaigo, 2012).

Social media usage by Businesses
Social media creates an opportunity for small businesses to communicate to their customers

directly without spending much. It helps in more business exposure which is advantageous for small
businesses. It also helps to bring traffic to the business. Social media plays an important role for small
businesses because it enables them to perform varieties of tasks at limited costs.It has increased the
sales, customer satisfaction and employee engagement(Schaupp and Bélanger, 2013).
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Social Ad on Facebook enables businesses to create best ad campaigns to promote their businesses
socially. The pages of the businesses can make the customers interact with each other and post their
experience with the customers. Social media acts as a medium of word of mouth for the
businesses(Gangadharbatla, 2008).

Social Media Usage among Youth
The strongest factor that influences the attitude of use of social media among the college

students is the level of enjoyment that they derive. On the other hand, the behavior of others on social
sites can negatively influence a person to continue using social media and also to recommend using
social media. This conclusion was derived by the model that included five factors that influence usage
of social media networking sites. The five factors were: ease of use, enjoyment, social network,
usefulness and social influence(Curran and Lennon, 2011).

These days the organizations are turning towards social media networking sites like LinkedIn and
Twitter to recruit. In January 2007, the first employers who used Facebook as a recruiting tool are Ernst
& Young. It is said that in future, social media networking sites will be most helpful to recruit new hires.
The graduates normally spend 17% of their total time in searching for a job through social networking
sites(Herbold and Douma, 2013).Facebook a social media networking site is used by undergraduate
students not only to interact with each other but also to study. The teachers are using social media sites
to share the study content with students. This is enabling the students to learn and understand things in
a better way and also with fun at times. As per the research, 32% of respondents who are undergraduate
students use Facebook for more than four hours a day(Bicen and Cavus, 2011).

Social Media usage addiction
The act of excessive use of social media can lead to social media addiction, a type of internet

addiction which has remained unexplored. The level of addiction of social media can be measured with
four stages: "non-use; non-addictive use; near-addictive use and addiction"(Bright et al., 2015).

Any negative response by users of social media networking sites can be a cause of the excessive
use of the sites. The developed world has shown a widespread social media addiction which is a
matter of concern. The problems that the respondents usually face due to excessive use of social
media can be financial, physical, educational, relationship based or occupational. The emotional
discomfort that is seen in young people now days can be a cause of addiction of social media. Online
gambling, cybersex and online gaming are some of the activities that are spoiling the culture of young
people(Sallis, 2015).

Research Methodology
Quantitative research and descriptive research method was selected to collect numerical data

and draw inferences about the social media usage behavior of working professionals.The sampling
unit for the study of "Social Media Usage Behavior" is working professionals of age group 20 years
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and above. The sample of study extends to 126 respondents.Convenience sampling technique has
been adopted for this research.Questionnaire used for the research, aims at understanding which non-
professional social media site is preferred to be used by working professionals. It also aims at
understanding what factors affect the social media usage behavior of working professionals. As a part
of Data Analysis both primary and secondary data has been collected.The data collected is analyzed
using IBM SPSS 16.0 software. Factor analysis was carried out to analyze and interpret the information
collected from 126 respondents.

Data Analysis
The survey conducted to understand the social media usage behavior of working professionals,

is analyzed below.

Factor Analysis
A statistical tool called Factor Analysis was used to analyze data that was collected through

questionnaire. Factor analysis includes cluster of strategies that are primarily used for data reduction
and summarization. Among various variables in research, few variables gather to denote certain factors
that influence social media usage behavior.After selecting a method for factor extraction, the next step
is to decide how any factors should be retained for rotation. Rotation is done to simplify and clarify the
data structure. Varimax, quartimax, and equimax are commonly available orthogonal methods of rotation.

Factor analysis is a large-sample procedure. If the sample is not large then generalization and
replicable results are likely to show.

KMO and Bartlett's Test
Table 1: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.725 

Bartlett's Test of Sphericity 

Approx. Chi-Square 540.612 

Df 120 

Sig. 0.000 

 KMO & Bartlett's Test of Sphericity is a measure of sampling adequacy that is recommended to
check the case to variable ratio for the analysis being conducted. It plays an important role for accepting
the sample adequacy. KMO ranges from 0 to 1, the world-over accepted index is over 0.6. The above
analysis results into KMO value of .725 (>0.5). Bartlett's Test of Sphericity shows validity and suitability
of the responses collected to the problem being addressed through the study. For Factor Analyis to be
recommended suitable, the Bartlett's Test of Sphericity must be less than 0.05.
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Communalities
An exploratory principle component factor analysis was done using SPSS 16.0. The Initial and

extraction variance of the 16 interdependent variables are listed in the following table. The extraction
method used is Principal Component Analysis.

Table 2: Communalities

Communalities 

 
Initial Extraction 

It helps me to share my views about company decisions 1 0.391 
I can interact with company employees throughout the world 1 0.599 
It helps me to connect with employers of my company 1 0.573 
It provides access to career opportunities by updating my knowledge 1 0.617 
It helps me to kill free time at work 1 0.443 
It helps me to interact with co-workers 1 0.245 
It helps me to brand myself through my profile, resume, etc. 1 0.563 
It is a medium through which I can share my other talents 1 0.367 
It is entertaining and helps me to relieve stress 1 0.839 
The motivational videos and quotes shared online, inspires me to excel 
in my work 1 0.460 

It gives me new ideas that can be incorporated in the company 1 0.505 
It helps me to learn new things 1 0.474 
It updates me about the steps taken by competitor companies 1 0.460 
It helps me to plan meeting with employees at a farther distance 1 0.517 
It communicates me what is going around the world, when I am at work 1 0.499 
It provides many hours of leisure 1 0.831 

 Extraction Method: Principal Component Analysis.

Communalities indicate the amount of variance in each variable that is accounted for. Initial
communalities are extraction of the variance in each variable accounted for by all the components or
factors. Extraction communalities are estimates of the variance in each variable accounted for by the
factors in the factor solution.

Total Variance Explained
The variance explained by the initial solution, extracted components, and rotated components is

displayed.
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Table 3: Total Variance Explained

No. Initial Eigenvalues Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 4.085 25.534 25.534 4.085 25.534 25.534 3.130 19.564 19.564 

2 1.482 9.264 34.799 1.482 9.264 34.799 2.137 13.354 32.918 

3 1.268 7.928 42.727 1.268 7.928 42.727 1.434 8.960 41.878 

4 1.136 7.100 49.827 1.136 7.100 49.827 1.178 7.361 49.239 

5 1.063 6.647 56.474 1.063 6.647 56.474 1.158 7.235 56.474 

6 1.008 6.299 62.773             
7 0.983 6.141 68.913             

8 0.908 5.675 74.589             

9 0.826 5.160 79.749             

10 0.724 4.527 84.275             

11 0.658 4.110 88.385             
12 0.534 3.338 91.722             

13 0.456 2.852 94.574             

14 0.354 2.213 96.787             

15 0.267 1.670 98.458             

16 0.247 1.542 100.000             

Initial Eigenvalues are the variances of the factors. Factor analysis is conducted on correlation
matrix, therefore the variables are standardized, which means each variable has a variance of 1, and
the total variance is equal to the number of variables used in the analysis. In this case it is 16.

Extraction sums of Squared Loadings shows the number of rows corresponding to the number
of factors retained. In the table above there are six rows which means, six factors have been retained.
Rotation Sums of Squared Loadings represents the distribution of the variance after the varimax
rotation. Varimax rotation tries to maximize the variance of each of the factors, so the total amount of
variance accounted for is redistributed over the six extracted factors.
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Scree Plot

Figure 1: Showing Scree Plot

Scree Plot graphs the eigenvalue against the factor number. The values can be seen in the first
two columns of the total variance explained table above. From the sixth factor, the line seems to be
almost flat, meaning each successive factor is accounting for smaller and smaller amounts of the total
variance.
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Rotated Component Matrix
Table 4: Rotated Component Matrix

  Component 

  Communication Information 
Quality 

Relaxation Self-
Development 

Interaction 

It helps me to share my views about 
company decisions 0.497    
I can interact with company employees 
throughout the world 0.762    
It helps me to connect with employers of 
my company 

0.741    
It provides access to career opportunities 
by updating my knowledge 0.784    
It helps me to brand myself through my 
profile, resume, etc. 0.780    

 The motivational videos and quotes 
shared online, inspires me to excel in my 
work  0.619   

It gives me new ideas that can be 
incorporated in the company  0.758   

 It helps me to plan meeting with 
employees at a farther distance  0.766   
It communicates me what is going around 
the world , when I am at work  0.507   
It helps me to kill free time at work    0.412  
It is entertaining and helps me to relieve 
stress   0.918  
It provides many hours of leisure   0.909  It is a medium through wh ich I can share 
my other talents    0.559 

It helps me to learn new things    0.743 
It updates me about the steps taken by 
competitor companies    0.472 
It helps me to interact with co-workers     0.708 

 
Reliability Analysis

Cronbach's Alpha is a measure of internal consistency, that is, how closely related a set of items
are as a group. It is considered to be a measure of scale reliability. Cronbach's Alpha will generally
increase when the correlations between the items increase. The maximum value of Cronbach's Alpha
is 1 and the minimum is 0. A commonly accepted rule of thumb is that an alpha of 0.5 indicates
acceptable reliability and 0.7 or higher indicates very good reliability.Factors are as follows:

1. Communication

2. Information Quality

3. Relaxation
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4. Self-Development

5. Interaction

Factor 1: Communication

Social media has become a central part of how we communicate. The online communities carry
strong and influential vice, and these channels provide platform where we can directly engage with
other people. Communication is an important factor that influences the social media usage behavior.
The variables loading are as follows: "It helps me to share my views about company decisions", "I can
interact with company employees throughout the world", "It helps me to connect with employers of
my company", "It provides access to career opportunities by updating my knowledge" and "It helps
me to brand myself through my profile, resume, etc."

Table 5: Reliability Statistics

Cronbach's Alpha No of items 
0.810 5 

 
The reliability of this factor, as measured by its Cronbach's Alpha is 0.810(> 0.5). Therefore,

the factor is said to indicate very good reliability.

Factor 2: Information Quality
Information quality if one of the important factor that influences the social media usage behavior.

The type of information a working professional is receiving influences the amount of social media he
can use and rely. The appearance and content quality decides the attitude of the user. The variables
loading are as follows: "The motivational videos and quotes shared online, inspires me to excel in my
work", "It gives me new ideas that can be incorporated in the company", "It helps me to plan meeting
with employees at a farther distance" and "It communicates me what is going around the world, when
I am at work."

Table 6: Reliability Statistics
Cronbach's Alpha No of items 
0.733 4 

 The reliability of this factor, as measured by its Cronbach's Alpha is 0.733(> 0.5). Therefore,
the factor is said to indicate good reliability.

Factor 3: Relaxation
In this busy world, people require tools which help them relax. Social media prove to be a tool

for relaxation as people enjoy connecting with their loved ones easily and quickly. The variables
loading are as follows: "It helps me to kill free time at work", "It is entertaining and helps me to relieve
stress" and "It provides many hours of leisure."
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Table 7: Reliability Statistics

Cronbach's Alpha No of items 

0.579 3 
 The reliability of this factor, as measured by its Cronbach's Alpha is 0.579(> 0.5). Therefore,

the factor is said to indicate reliability.

Factor 4: Self-Development
Social media is used differently by different people. For some people social media is all about

communication and sharing user content. For others it works as a self-development tool. Therefore,
the extent to which social media helps in self-development also influences social media usage. The
variables loading are as follows: "It helps me to learn new things", "It is a medium through which I can
share my other talents" and "It updates me about the steps taken by competitor companies."

Table 8: Reliability Statistics

Cronbach's Alpha No of items 
0.286 3 

 The reliability of this factor, as measured by its Cronbach's Alpha is 0.286(< 0.5). Therefore,
the factor is not as stable as other factors.

Factor 5: Interaction
One of the most important factors of social media is Interaction. Social media is a platform

through which people can influence other people who are connected to them through social media.
There is only one variable loading in this factor which is as follows: "It helps me to interact with co-
workers".

Conclusion
Social media refers to the means of interaction among people in which they create, share, and/

or exchange information and idea in virtual communities and networks. It is all about community,
conversations, connecting with the audience and building relationships. Social media is a great tool for
engagement and two-way communication. There are many platforms of social media through which
communication is possible. Social media is used by people of all ages for different purposes. This
study is focused on social media usage behavior of working professionals.

The study shows that professionals at all levels are indulged in using social media networking
sites. Most of the professionals use social media for approximately 2 hours while there are very less
who use it for 4 hours and 6 hours. They prefer browsing social media networking sites through
mobile rather than laptop, desktop and tablet. There are different factors that influence the usage
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behavior of social media among working professionals. The study results into five factors that influence
the social media usage. The factors are: Communication, Information Quality, Refreshment, Self-
Development and Interaction. These factors derived from 16 variables that defined different uses of
social media among working professionals. The study has focused of usage of Non-Professional
networking sites. As per the results, Facebook is the most preferred and liked social media site by
professionals. The study also tells that social media networking sites affects social life too as it replaces
face to face communication in some cases but has somewhat effect of face to face communication in
most of the cases.

Limitations & Future Directions

Limitations
" Time Constraint: As the Duration of the project is 60 days so the survey cannot be conducted

on a very large sample size.

" Co-operation: Co-operation of the sample unit cannot be predicted. Plus the information provided
by them is not always correct.

" Sample Size: Sample size is small, therefore, there may be difference in reality and the finding

" Sample Unit: The sample unit includes professionals mostly working in service based organizations.

Future Direction
• More serious study can be undertaken with a larger sample to know the social media usage

behavior of working professionals.

• Due to convenience sampling, a particular age group is focused more. In future other age
groups can be considered and studied.

• This study covers social media usage of working professionals. In future, other demographic
group can be focused.

• Social media usage behavior among working professionals can be undertaken in the pattern of
male and female.

• A study on International professionals using social media can be undertaken in the future.
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