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A STUDY ON MANAGERIAL RESOURCEFULNESS AND FACTORS
DETERMINING PERFORMANCE OF FUND MANAGERS

Dr. Uma Maheswari .S *
Abstract:

This study explores the managerial resourcefulness of Jund managers and factors determining the
performance of fund managers. In addition, study also understands the impact of demographic variables on
managerial resourcefulness and factors determining performance of fund managers. The sample unit of the
study was Managers dealing with Mutual fund Inc. The sample size of the study was 103 which are collected
from F und Managers which includes (chief investment officer, fund manager and investment advisors). Dala
collections were largely covered companies located in Bangalore and Mumbai. The study used factor
analysis, to explore the variables which determine the performance of fund managers. Apart from that one
way ANOVA analysis was used for the study to prove the statistically significant differences among the four
dimensions of managerial resourcefulness and factors determining performance across demographic
variables of fund managers. The result of the study proved that there is a siatistically significant difference

among managerial resourcefulness, factors determining performance of fund managers and demographic
variables of fund managers.

Key words: Fund Managers, Managerial Resourcefulness and Factors determining Performance of Fund

Managers.

1. Introduction:

In the stock market, Small and medium
investors face various problems while
investing in the share market. The Investors
have lack of awareness in accessing the day to
day activities of sensitive information about the
stock exchange and market volatility. These
types of investors do not know about the risk
and return of their limited sources of
investment. Fund Manager is play inevitable
role between investors and mutual fund
industry. This study has attempted to asses
managerial resourcefulness of fund managers
and factors which are determining performance
of fund managers among demographic
variables of fund managers. The managerial
ability of fund managers such as experience,
expertise in fund selection, awareness of
present market condition, and Industry
dynamism etc. All these factors are highly
supported by various literatures, Nicolas P.B.
Bollen and Jefferey .A Busse's Timing
ability, Bruce A Costa and Gary.E. Porter's

Tenure, Aron A. Gottesman, Mathew R.
Morey's Education, and Ding Du Zhoadan
Huang and peter Blanch field Managers'
skill. Therefore, fund manager enacting as
intermediaries between investors and mutual
fund industry.

1.1 Mutual Fund:

A Mutual Fund is a trust pools the savings of
number of investors who share a common
financial goal. The money thus collected is then
invested in capital market instruments such as
shares debentures and other securities. The
income earned through these investments and
the capital realized appreciations are shared by
the unit holders in proportion to the number of
units owned by them. Thus a mutual fund is a
most suitable investment for the common man
to provide an opportunity to invest in a
diversified, professionally managed basket of
securities at arelatively low cost.

Dr. Uma Maheswari .S*, Assistant Professor, M.Com Department, SSMRV Degree College, Bangalore
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1.2 Investment process of Mutual Fund:

Sources: www.amfi.com

1.3 Fund Manager:

Fund Managers are experts who have their
pulse on the market and decide on the right pick
of stocks, debentures, debt instruments,
government securities among others 10
maximize gains on your investment. In the
Asset under Management Company, a fund
manager is act as vital role between
organization and investors.

SEBI vides its notification dated 5th July 2006
has amended the SEBI (Portfolio Managers)
Regulations, 1993. The amendments permit
appointment of a person with an experience of
at least ten years in related activities in the
securities market including in a portfolio
manager, stock broker or as a fund manager as
principal officer and also provide for
compulsory appointment of custodian in
respect of securities maintained by it.

2. Review of Literature:
2.1 Fund Manager Performance:

Morningstar Principia, 2006, According to
Morningstar’s description about fund manager
“Fund Management is important variable in
fund performance. Fund Manager is most
helpful in light of corresponding manager

[2]

tenure. For the improvement op

arrivals correlated with thenc
performance of fund Manage
management” )

asrtnanagcrs
- f0rm§l?r:d
d
James Philpot, Douglas Hegqr
Rimbey, 2000, In their study
management skill
nonconv‘entional bonds mutyg ; &g
speculative grade, global or Conv;m.(h define
mutual fund, using a performanc Miong) ﬂni
and performance-related vari ﬁblz Persic
The study explained thaq ths pr
performance persistence is best ate‘ e
time tenure of fund managers thay, of\h Moy,
tenure. long term

th, gy

Nicolas P.B. Bollen and Jefferey A

2001, studies denoted that ‘on timin. 31{33@5
Mutual Fund Mangers’ and result o f%lﬂt?ﬂny of
determined that daily data prOVidelzl-r Study
inferences than monthly data regargi, ‘f&f_em
ability. These daily data inferences mmig }tnmn )
future test of  Mutual fund perfonnar\]aie the
extend the size of Funds with ef?e ang
performance of Fund Managers ective

Rich Fortin, Stuart Michelson, anq j
Jordan Wagner, 1999 August contributeg thei
research article towards analyzes abc“
relationship between Mutual fund Manaoul
long term tenure and fund performance. I thge'r
research results demonstrate that In\rest:;:lr
should look beyond manager tenure ar{tsj
consider other investments variables affectin
performance, such as consistency of retun 01%

investment objective , turnover, expenses ratio
and fund size.

dineg

Bruce A Costa and Gary E. Porter 2006
examined the relationship between fund
mangers tenure (at least 10 years experience)
and performance i.e. Positive risk adjusted
return on funds. But the result of their study
determined that there is no relationship
between tenure and fund performance of
managers’ .Even the three years experience of
mutual fund managers preformed positive
return on funds
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Ding Du Zhoadan Huang and peter Blanch
field, their study refem_ed that fund manager
does have managerial skill with the evidence of
Bond mutual fund managers performance.
Their research study denoted that Managerial
skills of Mutual fund essential for fund
performance. But in long period their quiet
weak in mutual fund industry .They measured
the managerial skill and fund managers’
performance, and show the result that is
positive correlation between Managerial skill
and Bond Mutual Fund mangers performance.

Aron A. Gottesman, Mathew R. Morey, 2006
Examined about the relationship between
manager education and mutual fund
performance, Suggestions of their results are
informative for investors, future mangers, and
companies. Knowledge acquired in top or near
top MBA programs may enhance the manager’s
ability to identify performance-enhancing
inefficiencies in the market. For students or
individuals interested in pursuing graduate
education in order to obtain fund management
knowledge obtain MBA from a top or near top
program is worthwhile. A fund that wishes to
maximize its expected performance should hire
managers from top or near top MBA programs.

According to Pollet et al. 2008, extend this
Strand of the literature by displaying the
relationship between expected fund
performance and managerial ownership. As
outlined in the article, managerial ownership
has a positive impact on the interests of fund
Shareholders and a change in ownership
Structure can lead to an increase in firm value.
In this respect, we argue that managers
themselves have superior information about
future fund performance and that a larger stake
holding would be a good sign of higher returns
to be produced.

Kosowski et al. (2008) examine the impact of
Stock-selection skill on mutual fund
performance by implementing various
bootstraps strategies for monthly fund returns
using a number of conditional and
unconditional performance models.

Determined about that superior/poor
performance of the US fund managers are not
entirely by luck.

Melih ALP, 2009: Managers’ success is greatly
dependent on the dominant market conditions
and selected benchmarks because managers
may underperform their peers in the presence of
mismatched benchmarks and adverse market
conditions even if they possess significantly
positive managerial abilities. The latest
research shows that superior skills of managers
have been in decline since 1990s

2.2 Managerial competencies:
Dr.Yasin Olum, 2004:

Managers also supervise, management can be
interpreted to mean literally “looking over” —
i.e., making sure people do what they are
supposed to do. In his study, goal of managers
determined that, the logical and publicly
desirable aim of all managers in all kinds of
organizations, whether business or non-
business, should be a surplus. Thus, managers
must establish an environment in which people
can a accomplish group goals with the least
amount of time, money, materials, and personal
dissatisfaction or in which they can achieve as
much as possible of a desired goal with
available resources.

Yufeng Han et al. 2008:

This research study examined the relationship
between the team management of mutual
funds, fund manager ability, fund performance
and holdings. In the analysis, whether there is
relationship between the team management
mutual fund performance and single manager
mutual fund performance. The study results
suggested that there were differences between
the performance of team management and
single manager. An individual performance
differed from team performance; the
organization design should be structured based
on individual managerial skill and ability

(3]
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2.3 Managerial Resourcefulness
R.N. Kanungo and Misra, 2005:

In the past research, there were three major
problems investigated in theoretical
understanding of the constructs referred to as
managerial skills; First problem, the term skills
explain the performance of the macro-
management functions (planning and
coordinating skills: - explained by Carroll &
Gillen, 1987).

Mint berg 1973, also explained about the term
skills to represent the execution of management
roles such as information processing and
leadership skills.

Anderson and Waters 1984

Second problem, Managers competent is
defined as goal-setting and decision-making
process. The term skills represented as
performance appraisal and task function of the
manager is explained by his/her appraising
skills.

Klemp & McClelland, 1986, P.32

Third problem, the term skills defined by
several scholars in various manner, like
competencies and provide equally inclusive
definitions; for example, ‘as attributes of an
individual that are necessary for effective
performance in a job or life role’ These
attributes include general or specialized
knowledge, physical and intellectual ability,
personality traits, motives and selfimage.

In order to overcome these problems,
R.N. Kanungo and Misra, 2005 have proposed
an alternative conceptual framework in which
the term skills is used to represent the ability to
engage in an identifiable system of overt
behavior . and competencies represents the
ability to engage in identifiable patterns of
cognitive mediation or modes of thinking in
managerial and leadership roles. Skills are
required to handle routine and programmed

cted four dimenstons of

Finally. he was constru ;
: e

measure

managerial resourcefulness 10
mun;:;:cnul compelencics of muddle-level
managers.

The brief explanations of four dimensions are

as follows:

. Goal Directed Problem Orientation: An
individual to stay oriented toward the goal
atall times.

5 Proactive Analytical Orientation:
" Intellectual competencics of the
individual to understand the problem
through dispassionate style.

3. Problem Focused Perseverance: Action-
Oriented competency 10 persevere with
thetaskor  problem.

4. Emotional Equanimity: The manager
must have the emotional control for his
lcadership task.

3.Objective of the study:

Based on researcher inquiry and gap in the
review of literature, the objective has been
formulated and subsequently used to prove the
hypothesis.

. To assess the four dimensions of
managerial resourcefulness of fund
manager

2

To understand the impact of demographic
variables on managerial resourcefulness
offund managers

3. To know the impact of demographic
variables on factors determining
performance of fund managers.

4.  To suggest the managerial implication
based on outcome of the study.

3.1.Research Hypothesis

H1l: Managerial resourcefulness of fund
managers is different on the various levels of
Designation and Experience of fund managers.

managerial tasks but for the competencies are
required for non-routine and unprogrammable
managerial tasks.

[4]

Vol.5, Issue 2, PP1-15, July - December 2013



tue [actor determining performance
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" nd md
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carch pesign and Mcthodology:

4.ReS

e study followed Iml_h deseriptive  and
| his '.1l\E)’ rescarch design,  The  former
L-\['{'”“".q meant for the purpose of describing
lh‘sm.i, r‘ialhl": characteristics in the given
the .“:‘ The latter design is for the finding the
“‘-“I'I:tliﬂ“;hip petween concepts.  The research
el

oach follows the deductive logic inorder to
HP‘I“:{W (heory.  Survey research strategy is
t[-c,?:uwcd in this study: Questionnaire is used as
(;'llll collection mclhuds. L.Inc:hs‘guiscd and
q“nw““-cd questionnaire method is followed.

4.1 Data Collection and Sample Design:

Data collection

This study collected both‘ primary and
secondary data. The self-administered
questionnaires were given to the managers
(hrough post and thc_rclcvanl data was
collected. Apart from this, secondary sources of
information used to understand the Mutual
Fund Industry in India.

Sampling design

The sampling unit of the study is chicf
investment officer, fund manager and
investment advisory in mutual fund industry.
The study followed Quota sampling
especially based on Bangalore and Mumbai
region. Out of 300 samples, the researcher was
collected 103 completed questionnaires.

5. Measures used for the study:

5.1 Methodology followed to Measure

Managerial resourcefulness:

Managerial resourcefulness concept was
contributed by R.N.Kanuango and Misra, 2005
A set of 29 items derived from 4 dimensions
such as Goal Directed Problem Orientation

(GDPO), Proactive Analytical Orientation
(PAO), Problem Focused Perseverance
(PEP) and Emotional  Equanimity (EE)
all items n the form of 6 point scale 1.e

is Very Uncharacteristic of me and 6 1s Very
Charactenstics of me.

5.2 Measures Used for factors determining
performance of fund manager

“actor Analysis:

The study used the factor analysis 1o examine
the variables of factors which are determining
performance of fund managers.  The 14
variables in the data were reduced to 5 factor
models and subsequently cach factor is named
based on the variable summarization in the
given factors. So 5 factors derived from 14
variables and it was named as Factorl: Internal
Industry force (IIF), Factor2: Manager
Intelligence (MI), Factor 3: Strategy and
Execution (S&E), Factor 4: Experience and
Expertise (E&E), and Factor 5: External
Stakcholders (ES) and their respective loadings
also shown in the tables (Table 1-1).

The factor analysis used various steps as
follows:

Step 1: Principal component analysis (PCA) 1s
a method used to transform a set of correlated
variables into a set of uncorrelated variables
(here factors) so that the factors are unrelated
and the variables selected for each factor are
related. Next, PCA is used to extract the number
of factors required to represent the data. For the
Study, we have 14 variables (statements rating
varying from 1 to 7) 1 is hardly determined
performance and 7 is highly determined
performance and the determined Eigen value is
greater than 1 to extract variables for the factors
This step is to determine the method of factor
extraction, number of initial factors and the
estimates of factors.

Step 2: The column titled Communalities
provides communalities for cach variable
calculated from the factor matrix described

RVIM Journal of Management Research
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Ilhlovc, The proportion of variance explained by
the common factors is called Communality of
the variable, For example the internal process
team cooperation, Communalitics are . 769 and
list for all the rest of the variables. It is
understood that the 5 factor model explains
ﬂnl}' 72% of the variance in the selected
variables.

Step  3: Varimax Method Rotation is used,
focuses on transforming the factors to make
thC{n more interpretable, The extracted factors
variances contain 72%. Varimax Rotation
method is used to enhance the interpretability
of factors. The Rotated Factor Matrix showed
Rotated Component Matrix using Varimax
rotation and each factor identifies itself with a
few set of variables.

6. Data analysis and Statistical tools
used:

The data were analyzed by using different
statistical tools like Descriptive statistics
(Frequency distribution, Mean Score), Cross
tabulations for educational qualification and
experiences. Factor analysis is employed to
know the factors which determining the
performance of the fund managers. Onc way
analysis of variances is used to test the
statistical significance difference among
various levels of designation and experience
and reliability has done to test the goodness of

the data.

7.Results:
Demographic Profile - Overall

«  Out of 103 respondents, 9% are Chief
Investment Officer, 11% are Fund
managers and 83% are  Investment

advisor.

. 64.1% of respondents are between the
ages of 23-35; those are in Fund manager
and Investment advisors. Then, 46and
above ages of respondents are in chief

investment officer.

103 rexpondents, 00 A% ol

were in Male and rests ol the
e in Female

. Out ol
respondents
respondents wi

¢ o educational qualification 52

¢ obtained MBA and

]m*.‘u.'.'-'.\_'d other

like C.AACS

’ In the cas
o ol [l"iplllllll‘l"

other respondents
pl'niitr"slnlml'scnlu'r;csa

+  lLixperience in (he field of Mutual Fund
" ' ! wte o 8() 7
industry maximum respondents .. 50 %
had Minimum 5 years cxpernence.

Id of Non-Mutual

Experience in the e
L 318.8% ol

Fund industry, maxunum
respondents had less than 5 years
experience.

Mean Score:

descriptive statistics, the study used

means score for managerial
Is of

In the
overall
resourcefulness  across different  leve
designation. The resull of the study showed
(Table 1-7) that the maximum mean score
occurred for Proactive analytical orientation
(PAO) and Goal directed problem orientation
(GDPO) across various level of designation
such as chief investment officer, fund manager
and investment advisor,

One WayAnova:
Managerial Resourcefulness:

i) The study used one way ANOVA to prove

whether there is statistically significant

difference of dependent variables (dimensions

of managerial resourcefulness) among
different levels of designation and experience.
For the level of designation, PFP and PAO are
statistically significant differences among the
variables, and also in the case of experience
GDPO and EE are statistically significant
differences among the dependent and
independent variables. The analysis showed
(Table-3&1-5) the statistically significant
difference between the variables.

Vol.§, Issue 2, PP1-15, July - December 2013




Factors determining performance of fund

ii) The study usecj onc way ANOVA to prove
whether there 1s statistically significant
difference of dependent variables (Factors
Jetermining performance of fund managers)
among different levels of desiggmlionband
experience. For the level of designation
[nternal Industry force (IIF). Manage;
Intelligence (MI) and Strategy and Execution
(S&E) are statistically significant differences
petween the variables (IV and DV), and in the
case of experiences, some factors are
statistically significant difference between the
variables which are Manager intelligence (M)
Internal industry force (ITF) and Expertise anci
Experience and their respective results are
shown intables (Table 1-4 & 1-6)

Reliability test:

Cronbach alpha reliability has shown the
consistencies among the items in the
dimensions of Managerial Resourcefulness and
factors determining performance of fund
managers. It showed all the dimensions have

more .7 of cronbach alphas which are good
(Nunally, 1998)

Factor Analysis: The factors were grouped in
to 5 factor model namely internal industry
force, Mangers Intelligence, Expertise &
Experience, strategy & Execution and External
Stake holders.

A high degree of co-efficient was present in
the Managers’ intelligence influenced namely
‘market sentiments 'as the score was 0.89 and
the second highest degree of co-efficient was
present in the external stakeholders, which is
SEBI’s decisions influences the act of fund
managers as the score was 0.88

8. Suggestion and Conclusion:

«  The study proved that the statistically
significant difference on some of the
dimensions of Managerial resource-

fulness (PAO & PFP) of fund managers

among various levels of designation.

Some of the literatures are Tenure Timing
ability, fund manager performances
contributed by Bruce A Costa and Gary.E.
(Tenure), David R. Gallagher, Andrew N.
Ross, and Peter L (secunty timing ability)
supported that there is no relationship of
fund manager’s experience. designation,
manager style among their performance.

This study outcome aligned with Aron . A.
Gotteman, Mathew R. morey which
showed that most of the fund managers
had higher educational qualification and

it helps them to enhanced
performance..

their

T.hﬁ.t study showed that learning and
training 1s essential for the future Fund
Managers to improve their managerial
competencies.

The study suggested that the fund
manager should seek to have high
awareness of their industry, market
sentiments, competitors, SEBI
regulations, timing ability, trained for
updating the mutual fund industry, tcam
cooperation etc. Itis supported by various
literatures, which are contributed by
Honghui Chen, Hemang Desai,
Srinivasan Krishnamurthy , Ding du, et al
and Stefan Engstrom,.

The study suggested that managenial
resourcefulness is essential for the role of
fund manager performance.

*» The fund manager performance 1s
important to the Indian Mutual Fund
Industry.

Summary:

The study attained above objectives which are
examined the managerial resourcefulness
(dependent variables) and factors determining
performance of fund manager (dependent
variables) among demographic variables

RVIM Journal of Management Research
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(independent variables) of fund managers. The
study proved that there are statistically
significant differences among managerial
resourcefulness, factors determining
performance of fund managers among various
levels of experiences and designations of fund
managers. Most of the literatures are also
supported that there is no relationship between
tenure, style, demographic profiles and the
performance of fund managers. Fund Managers
competent depends in their self- motive, self
regulatory and emotion equanimity towards
fulfilled the expectation of investors and

industries.
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Figl-1 Demographic and Job Profile of Fund Managers.

_Demographic and Job Profile Variable of Fund Managars (n=103)
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Fig.2. Factors Determining Performance of Fund Manager
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Table- I-1 Factor Analysis : Consolidated Results [
SR Rotated Component Matrix(») sncel]
Component ______ b
Internal . Slri:;:‘ External E
Variables/Factors and Managers | Expertise By ‘ Stakeholde | &
Industry | intelligenc &_ l‘-"f““ rs E
Force c Experience | tion | ¥
Eigen Value 3.77 2.68 1.31 1.23 A2
Total Variance 20% 14% 14% 14% 10%
Explained —
Internal process team 0.84 0.76
cooperation
Reputation of 0.73
S 0.83
Organization —
Orientation about related 0.73 0.71
Industry activities
The growth of the MF 0.70 0.62
Industry ]
Giving importance to 0.89 0.83
market sentiments
Stock selectivity ability 0.65 0.73
Relevant Training about 0.50 0.53
Industry updates A
Analysis skill of Fund 0.83 0.75
Manager
Fund Managers
experience in the 0.82 0.81
relevant schemes.
Market dynamism 0.78 0.72
Execution of the plan 0.75 0.75
Top Management 0.70 0.59
encouragement
SEBI decision influences
in the act of Fund 0.88 0.85
Managers
Role of competitors 0.66 0.73
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a.Rotation converged in 6 iterations.
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Managerial Resourcefulness Dimensions ae
 MecanScore
o Chief )
|
Dimensions Investment " und
I (_“Ticu]- lll]‘lul ]
(ml Directed | | }
problem Orientation 4.00 348
—“l“—rbhai_\‘rl;/\lnllyliuul - :
Oricntation R 5.03
__._._-—-——'_—_‘——-———— i s i =
problem Focused o
Perseverance 3.58 306
Emotign:ﬂ 30 »
| Equanimity S I
B Table 1-3

S.No

Overall Mean Score of Managerial resoure

Table 1--2

Investment
Advisor

.....

4.00

2.89

clulness:

ross Designation

Overall

3.600

518

Cronbaach’s Inter item Reliability Test — Managerial Resourccfulness

Dimensions

1. ! Goal Directed Problem Orientation

2. | Proactive Analytical Orientation

3. | Problem Focused Perseverance

4. | Emotional Equanimity
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Cronbach's
Alpha
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Table [—d: Anoy

o on Managerial Resourcelulness by Designatioy,

orial Resourcefulness by

N

One Way ANOVA on Manag:

e T T ovel Statistics ‘9\
ey _____—_-—_—\

Dependent
Variables Designation N Mean |[Std.Dev.| F Valye i
ig.

— g @ | @ 6 | ®) |

I ¢ =)
Chiof Q‘)\
Investmenl

Goal Directod ollicer 9 4.00 0.74

Problem e 1.98

Orientation Fund Managetl | 11 3.48 1.32 Q 0.143
Investmenl
Advisor 83 3.57 1.39
Chief T ———
Investment

Proaclive officer 9 5.30 0.26

Analytical . 3.54

Orientalion Fund Manager 11 5.03 0.58 Q 0.033
Investment
Advisor 83 5.22 0.41
Total 103 5.18 0.45 fe——, |
Chief [
Investment

Problem officer 9 3.58 1.02

Focused 5.10

Porsqweidigs || 2o Manager] 44 3.06 1.50 O 0.008
Investment
Advisor 83 4.00 1.00
Total 103 3.52 1.26 ———
Chief — |
Investment

Emotional officer 9 3.03 1.02

Equanimity Fund Manager 1.18 -

11 2.64 0.95 0.312
Investment
Advisor 83 2.89 1.29
103 2.85 1.09
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‘ \ WD g ey barmance By Dealgantlon
i .
| fvel Batlnbon
|
| epaedent
' b N\' “'
l' ARIREINNN oulgnation N Moan |81, Doy, | I Value .
1.
|
( \\) \) (! -'I '
| Clilof ) v ) ) {7
| vention L b.72 0,130
2 Intermal and ;\‘t[iln;lh‘l
b w dus SN L anengel () "4
i Iodustiy b o ' b7 0 )40 @ 0679
5 vestimoent , _
[ Adviso i 00y 0.06;
'x Lolal 104 b7 0,72 ]
l Chiet - e
| lnvestment 0 5,96 0.45
| Managers liﬂtilll\:t;rl\l ; I )
N e, “und Managor _ .
ll'tlt lll{T(-!\L-t ]1 552 1'03 262 0.0?8
Invostment - __.r i T
|Advisor |8 il W
e \Total 1 103 | 574 0.84
Chiof
Investment 9 578 0.54
Expertise & (;T::M
% nd Mang
Experience ager 1 5.61 0.82 812 1o 000
Investment
Aduisis 83 6.27 0.65
Total 103 5.86 0.73
Chief
Investment 9 5.93 0.31
officer
Strateqgy &
_ = Fund Manage .
Execution nd Manager 11 6.00 0.71 062 19 0542
Ivesiment 83 6.08 0.57
Advisor
Total 103 6.00 0.55
Chief
Investment 9
External officer 280 g.40
Stakeholders |7 und Manager 11 287 |3 0.937
5.78 0.80 ’
Investment 83
Advisor .79 0.76
Total 103 5.80 0.68
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Tablel-6 Anova on Managerial Resourcefulness hyExpcricncc in MF
Level Statistics __':
|'
Dependent ) |
Variables Experience | y Mean |Std.Dev.| FValue | Sig.
in MF Ir
(1) 2) (3) @ | 6 (6) @ ]
Less than 5 -5 |
. 50 3.28 ;
Goal Directed years |
79 0.86 9.13 |@ 0.000 |
Problem Orientatiorﬁ5 fo 10 years 33 2 ¢ |
Over 10 years o 4.41 0.60 |
Total 103 3.69 1.18 ___l
Less than 5 ’ - j
: . 50 5.1 : |
Proactive Analytlca}years 0.29 087 @ 0423 |
Orientation  [2to 10 vears 33 5.15 . 423 !
Over 10 years 20 528 0.37 __;
Total 103 5.18 0.45 |
Less than 5 o '
50 3.45 1.4
Problem Focused yedls
1.03 0.25 )
SRR, 5 to 10 years 33 3.66 B 0.779
Over 10 years 20 353 1.02
Total 103 352 1.26
Less than 5
. 50 2.67 1.10
Emotional yoars
Equanimity 5 to 10 years 33 3.25 1.29 265 |@ 0.076
Over 10 years 20 279 0.70 |
Total 103 2.85 1.09
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Hlatintlon
Yopoident _
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Varlablos i N Moan | i Doy | 1 Value |
(N () () () (h) (1) (1)
L ows than 4 A0
ORI 0 bhorh 0 ny
Internal and \I\\t\lt-tl\"\l‘“ .
Faros D010 yoy A WAL 0.t 008 {@ 066
Vet 10 voars
Ay b 0,00
Lotal [0 6,7 0,72
Loas than b 50 |
ia by G0 0,04
Managers \;m " =
Intelligonce 210 10 yours AN by 0.1 018 1@ 0.8/
Over 10 voars .
20 bt 0,04
S Total 103 b4 0.1
Loss than & 50 5.80 \
e b b, 0,80
Expertise & }i‘-’““?_] ——— — - :
Experience v lo S__yt..a_ll_;‘ K] 6,06 0.G9 127 |@ 0.285
Over 10 yoars . »
' 20 0.8 0.60
Total | 103 586 | 0.73
Less than 5 50 B.15 0.60
— e} .10 G2
Strategy & }i"t‘ﬁo O - S ey - o i
Execution E)\fw Iloyegzs;‘q =50 044 il R
YORIS) 9 5,81 0.45
Total 103 | 600 | oss |
Less than &5 50
ars 9. J.5¢
gty zetqu[) ears | 33 )?12 ﬁ%fi?}” 576 @ 0.004
Stakeholders ~ [2—o—LYoal 2 = > o
Over 10 years 20
5.86 0.51 BN I
Total 103 5.80 0.68
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VOLATILITY IN INDIAN STOCK MARKET : A ST
SELECTED NIFTY COMPANIES

Abstract ;

Volatility has been one of the mosi active and
economic forecasting
given security or market index. The aim of this pap
capture the salient features of stock marke
sample forecast accuracy. The sample of this study i
companies are Reliance Industries, State
period has taken from January 2007 to December

root test and GARCH model (1.1). This finding has imp

all sample companies.

Keywords: Stock market, Volatility, GARC N mode

I. Introduction

Volatility is a statistical measurc of the
dispersion of returns for a given security or
market index. Volatility is generally measured
either by using the standard deviation or
from that same

variance between returns
the

security or market index. Commonly,
higher the volatility, the riskier is the security.
In terms of options pricing, volatility 1s &
variable in option-pricing formula showing the
extent to which the return of the underlying
asset will fluctuate between now and the
options expiration. Volatility, expressed as a
percentage cocflicient within option-pricing
formula, arises from daily trading activities.
How volatility is measured will affect the value

of the coefTicient used.

Volatility is the variability of the asset price
changes over a particular period of time anditis
very hard to predict it correctly and
consistently. In financial markets volatility
presents a strange paradox to the market
participants, academicians and policy makers -
without volatility superior returns cannot be
earned, since a risk free security offers meager

successful areas of re
in recent decades. Volanlity is a statistical me
er I to estimate
-t volatility in India and ¢

 companies [a ‘
s E ol BHEL and Asian Paints, The study

Bank of India
2012, Tools wused

lications for more e
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returns, on the other hand if it is 'hl'_ph' it will
lead to losses for the market participants and
represent  COSIS to the ov cm}ll cconomy,
Therefore there s no gainsaying with the
statement  that volatility estimation 1s an
essential part in most finance decisions be i
asset allocation, derivative pricing or nsk

management.

Volatility is an important phenomenon in
markets in general and secunty markets 1o
particular. Modeling stock market volatility has
been the subject of empirical and theoretcal
investigation by both academicians and
practitioners, As & concept, volaulity is simple
and intuitive. It measures the vanabiliy or
dispersion about a central tendency. In othe
words, it measures the current price of an assct
deviates from its average past values. The study
of volatility becomes more important due to the
growing linkages of national market
currency: commodity and stock with rest of the
world markets and existence of common
players have given volatility a new property

that of its speedy transmussibility across
markets. To many among the general publc.
the term volatility is simply synonymous with |
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risk: in their view high volatility is to be
deplored, becausc it means that security values
arc not dependable and the capital markets ar;:
not functioning as well as they should.

2. Review of Literature

There arc few studies which examined
emerging equity market volatility. Bekaert and
Harvey (1995) examined the emerging equity
market characteristics in relation to developed
markets. Emerging markets found to have four
distinguishing fcatures: average returns were
higher, correlations with developed markets
returns were low, returns were more predictable
and volatility is higher. They argued that
modeling volatility is difficult in emerging
markets, especially in segmented markets. In
fully integrated markets volatility is strongly
influenced by world factors whereas in
segmented markets it is strongly influenced by
local factors. More open economies had lower
volatility and political risk to a large extent
explained the cross sectional in volatility.
Finally, they found significant decline in
volatility in emerging markets following
capital market liberalization. Bekaert et al.
(1998) argued that emerging markets returns
are highly non-normally distributed and exhibit
positive skewness init.

Poshakwale Sunil (2002) examined the random
walk hypothesis in the emerging Indian stock
market by testing for the nonlinear dependence
using a large disaggregated daily data from the
Indian stock market. The sample used was 38
actively traded stocks in the BSE National
index. He found that the daily returns from the
Indian stock market do not conform fto a
random walk. Daily returns from most
individual stocks and the equally weighted
portfolio exhibit significant non-linear
dependence. This is largely consistent with
previous research that has shown evidence of
non-linear dependence in returns from the
stock market indices and individual stocks in

the US and UK.
Yakob, Beal and Delpachitra (2005) examined

scasonal effects of ten Asian Pacific stock
markets, including the Indian stock market, for
the period January 2000 to March 2005. They
stated that this is a period of stability and
therefore ideal for examining seasonality as it
was not influenced by the Asian financial crisis
of the late ninetics. Yakob, etal., concluded that
the Indian stock market exhibited a month-of-
the-year effect in that statistically significant
negative returns were found in March and April
whereas statistically significant positive
returns were found in May, November and
December. Of these five statistically significant
mlonthly returns, November generated the
highest positive returns whercas April
gpneraled the lowest negative returns. In a
similar study by Bodla and Jindal (2006)
several seasonal anomalies in the Indian stock
market utilizing the S&P CNX Nifty index for
the period January 1998 to August 2005. For
the monthly effect, they did find some
significant differences utilizing ANOVA for
their sub-period, January 2002 to August 2005.
However, they were unable to find any
significant differences among individual
months.

Rakesh Kumar and Raj S Dhankar (2011) in
their article titled, “Distribution of Risk and
Return: A test of normality in Indian stock
market”, examined the normality of return and
risk of daily, weekly, monthly and annual
returns in Indian stock market. They used
parametric and non-parametric test to prove
these objectives. They have selected Sensex,
BSE 100 and BSE 500 indices from Bombay
Stock Exchange (BSE) for the period 1996 to
2006. The results show that, the returns are
negatively skewed for all the indices over the
period. Asymmetry is found in risk and return
in case of daily and weekly returns i.c., risk and
return relationship seems inconsistent in case
of daily and weekly returns. Monthly and
annual return, however are found normally
distributed for all three indices over the period
of time. The study shows the importance of
time horizon in investment strategy for the

Indian stock market.

—{17]
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Rajn sethu Dural and Saumitra N Nhadoral
(2000) i their artivle titlad, “Corrolation
dynamies in Fquity markets™, aimed (o nnnlyz¢
the correlation strneture of the Indian cquity
markets with that ot world markats, The indices
considered  tor the study  are NASDAQ
composite (USA), 8 & 1500 (USA), FISE 100
(UK) and DAN 20 (Germuany) classificd oy
developed markets, KLSE composite
(Malaysia), Jakarta  composite (Indonesin),
Striits times (Singapore),  Seoul composite
(South  Korea). Nikkei (Japan), ‘Taiwon
weighted index (Tuiwan) and the § & P CNX
Nifly (Indin) are classificd as Asian market, [or
the period 1997 1o 2006, The logistic smooth
transition regression (LSTR) madel results for
the conditional time varying corrclation of'S &
P ONX Nifty with six Asian market and S&bP
CNN Nifty with four developed markets show
that there is a significant regime shifl in the year
2000 and there is a considerable increase 1n
integration in the second regime. This indicates
that the S & P CNX Nifly index is moving
towards a better integration with other world
markets but not ata very noteworthy phasc.

3. Statement of the Problem

Most of the stock market investors are not able
to pick rights stocks at right time and they met
with loss. This paper provides guidance (o the
investors on how to invest in stocks at right

time.
3.1.Objectives of the Study

To study the volatility behavior of selected
companies listed in NSE.

To analyse the volatility using GARCH
model.

3.2. Sample Design and Tools used for
Analysis

Sample Area: Indian Stock Market

Population: Nifty

Sample: The sample of this study is 5
companies taken from Nifty

Grudy Period: Junary 2007 1w December 2019
Hunlp”lll! .I‘L.‘;|||lil|l|u.'l‘. The resenrch h'"l':
adopled ”””_I".”!:-uhillly convenience wampling
w ol Data: Secondary dotn was collegqe
vebuite. The other require daty
J from various bools, jnum-,]'

i l;

Souree
[rom NS
were colleete
and mapnzines.

companies for the study: Reliange

Sumple e Bludy
ate Bank of India, Jindal Steel

Industrics, St :
(L, Asinn Paints,

used for the Hlud__y: Deseriptive mode|
stand GARCII(1,1) Model, '

Tools
Unit Root'Te

4. Methodology
4.1 Deseriptive Model

Descriptive slatistics are typically
distinguished from inferential statistics, In (he
business world, descriptive statistics provide g
uselul summary of sceurity returns  when
rescarchers perform empirical and analytica)
analysis, as they give a historical account of

return behavior.

4.2 Unit Root Test

A unit root test is a statistical test for the
proposition that in an autoregressive statistical
model of a time series, the autoregressive
parameter is one. It is a test for detecting the
presence of stationarity in the series. For
randomness purpose, there are two unit root
tests. One is Augmented Dickey Fuller (ADF)
which is parametric test another most powerful
test to check the randomness is the Phillips
Perron (PP) unit root test which is non-
parametric test. If the test statistic value is
greater than critical value at 1% or probability
value is less than the value then we reject our

null hypotheses.

4.3 GARCH Model

In this model, the conditional variance is
represented as a linear function of its own lags.

Vol.5, Issue 2, PP16-22, July - December 2013

78]



The stplest ool

specthivation v the
GARCTLCL D) mdel

Ihe  peneral spectlication of GARCT I,
GARCHL(p, ) i s

\| . .

S = 4 S R W ! L
Ul () i *-'J"—l”fef\ ! )—‘ihl“inl \
where, pis the number of lapped o terms and N
is the number ot lay

wed e’ lerns
S.Results and Analysiy

S Deseriptive Statisties

Table 1: Deseriptive Statlstiey of
Companies

) Sample
rom 2007 ta 2012
l‘u-n_umn‘\' Name | Mean S0 Skewness | Kurtosts
Relianee 0.0040 | 02000 | g7 1S.78K2
SBIN 100147 | 0.1808 | 2 5040 161630
Jindal Steel LOO47 | 52680 [ 30668 | 288000
BHEL 00720 | 29698 | 02144 | 48774
l’l\’sinn Paints | 13287 | LosTa 0321 25642

Table | veports the results o Fnegative
the skewness indicate data that are
and positive values for the skew
data that are skewed right. By
mean that the lef tail is long relative to the right
tail, Similarly, skewed right indicates that the
right tail is long relative o {he lelt tail. Some
measurements have a lower bound and are
skewed right. A kurtosis value near zero
indicates a shape close to normal.
value indicates

values [or
skewed lefl
ness indicate
skewed lefl, we

A negative
a distribution which is more
peaked than normal. A negative value indicates
a distribution which is more peaked than
normal, and a positive kurtosis indicates a
shape flatter than normal. An extreme positive
kurtosis indicates a distribution where more of
the values are located in the tails of the
distribution rather than around the mean.
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82 Augmented Dickey Valler Teat (ADE)

Tuble 2P ADE Tost of Wellanee Tndusteles

- Nindiatie | Peah
Algmented Dickey Valley st statbiw |oo 610 ]
Lot Cvitival valaes 1" lovel v A6

A level 200
10" fevel AETIATH

Table 2 veports the vesalts of Aupmented
Dickey Faller Test of Sttonarity of Relinnee
lndustries returns for the study period, 1k be
noted  that the Relinnee Imhmlriw} nre
stationarity inthe level dittference itself with the
value 006,06 194 and with the probability value
ol 0,0000. The test statistic value was sinaller
than the Test Critieal values were <3,5461, -
29117 and =2.5936 at 1% level, 5% level and
10% level respectively, Tt is concluded that
during the study period, the returns of Relinnee
Industries were  stattonneity in the  level
difference itsell, Hence, the return values were
considered to be stationary.

Table 3: ADEFTest of State Bank of Indin

GStndistle | Prob
r\u}uncmc\flllx'kuy-l?'\tilu'n' teststatistic | -10,9609 0,0000
Test Critieal values 1" level =1 5401

R Salevel | -29117
. 10% level 2.5010

Table 3 reports the resulls of Augmented
Dickey Fuller Test o ['Stationarity of State Bank
of India returns for the study period. It is to be
noted that the State Bank of India are
stationarity in the level difference itsel Fwith the
value of -10.9609 and with the probability
value of 0.0000. The test statistic value was
smaller than the Test Critical values were -
3.5461, -2.9117 and -2.5936 at 1% level, 5%
level and 10% level respeetively, 1t s
concluded that during the study period, the
returns of State Bank of India were stationarity
in the level difference itself. Henee, the return
values were considered to be stationary.

1]



Pabled: ADE Post of Jindal Steel

|
(«Stutlstle | Prob

. \usented Dickey | uller test statistic | 0 4861 00000
| lest Cliteald values 1% lovel 154N2

S level 2Ol

10" level 228040

table 4 reports the results of Augmented
l:""[“‘.\' Fuller Test of Stationarity of Jindal
Steel returns for the study period. It is to be
noted that the Jindal Steel are stationarity in the
level difterence itself with the value of 0.4561
and with the probability value of 0.0000. The
test statistic value was smaller than the Test
Critical values were -3.5482, -2.9126 and -
2.5940 at 1% level, 5% level and 10% level
respectively. It is concluded that during the
study period, the returns of Jindal Steel were
stationarity in the level difference itself. Hence,
the return values were considered to be

stationary.

Table 5: ADF Test of BHEL

t-Statistic | Prob
Augmented Dickey-Fuller test statistic ' -0.9862 0.0000
Test Critical values J 1% level -3.5461
] 5% level 29117
‘ 10% level [ -2.5936 | J

Table 5 reports the results of Augmented
Dickey Fuller Test of Stationarity of BHEL
returns for the study period. It is to be noted that
the BHEL are stationarity in the level difference
itself with the value of -0.9862 and with the
probability value of 0.0000. The test statistic
value was smaller than the Test Critical values
were -3.5461,-2.9117 and -2.5936 at 1% level,
5% level and 10% level respectively. It is
concluded that during the study period, the
returns of BHEL were stationarity in the level
difference itself. Hence, the return values were

considered to be stationary.

Table 6: ADF Test of Asian Paints

L-Statistie Pruy,

L
Aupmented Dickey Viller tesl etatistic | 6 #144 iy,
T |
et Criticnl vilues 1% level ) 544)
% level | 29171
| 10% Jevel 2994,

Table 6 reports the results uf‘ Augmented
Dickey Fuller Test of Stationarity of Asiay
Paints returns for the study period. 1t s 1o by
noted that the Asian Paints are stationarity iy,
the level difference itself with the value of .
6.8144 and with the probability value f
0.0000. The test statistic value was smaller thay,
the Test Critical values were -3.5461, -2.9171
and -2.5936 at 1% level, 5% level and 119,
level respectively. It is concluded that during
the study period, the returns of Asian Paints
were stationarity in the level difference itself,
Hence, the return values were considered to be

stationary.
5.3 GARCH Model

Table 7: Volatility Behaviour in Reliance
Industries — Variance Equation

Variable | Coefficient [Std.Error ' z-Statistic ; Prob

C 0.0188 0.0264 ' 0.7121 | 04764

ARCH |0.2068 03433 [-0.6026 | 0.5465
1' 10453 | 0.2959

GARCH | 0.5918 ‘ 0.5918

The results of GARCH (1,1) effect for Reliance
Industries returns are given In table 7.
According to the table, the effect of variance
equation coefficient of Reliance Industries was
0.0188. The coefficient of parameters ‘¢’ at
0.0188, ARCH at 0.2068 and GARCH 0.3918.
The sum of ARCH and GARCH Reliance
Industries was close to one (0.7986). This
reveals the Reliance Industries experienced the
lower volatility. It's not at the very risky to the
investors during the study period from 2007 to
2012,
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Table 8: Volatility Behaviour in State Bank of
India—Variance Equation

Variable | Coefficient | Std.Error | z-Statistic | Prob

C 0.0103 0.0026 0.0026 0.0001
ARCH |-0.0613 0.0514 0.0514 0.2331
GARCH | 04615 0.1465 0.1465 0.0016

The results of GARCH (1,1) effect for State
Bank of India returns are given in table §.
According to the table, the effect of variance
equation coefficient of State Bank of India was
0.0103. The coefficient of parameters '¢' at
0.0103,ARCH at-0.0613 and GARCH 0.4615.
The sum of ARCH and GARCH State Bank of
India was close to one. This reveals the
Reliance Industries experienced the lower
volatility. It's not at the very risky to the

investors during the study period from 2007 to
2012.

Table 9: Volatility Behaviour in Jindal Steel —
Variance Equation

Variable | Coefficient | Std.Error | z-Statistic | Prob

C 3.50E+11 | 1.L1IE+15 | 0.4080 0.6832
ARCH | -0.1157 1784.93 | -0.5191 0.6037
GARCH | 0.4327 583.38 0.4876 0.6259

The results of GARCH (1,1) effect for Jindal
Steel returns are given in table 9. According to
the table, the effect of variance equation
coefficient of Jindal Steel was 3.50E+11. The
coefficient of parameters 'c' at 3.50E+11,
ARCH at -0.1157 and GARCH 0.4327. The
sum of ARCH and GARCH Jindal Steel was
close to one. This reveals the Jindal Steel
experienced the lower volatility. It's not at the
very risky to the investors during the study
period from 2007 t0 2012.

Table 10: Volatility Behaviour in BHEL -
Variance Equation

Variable | Coefficient | Std.Error | z-Statistic | Prob

C 2.6713 5.4191 0.4941 0.6213
ARCH 0.9506 1.4686 0.6473 0.5174
GARCH | -0.5778 1.7126 -0.3374 0.7358
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The results of GARCH (1,1) effect for BHEL
returns are given in table 10. According to.thc
table, the effect of variance equation coefficient
of BHEL was 2.6773. The coefficient of
parameters, 'c' at 2.6773, ARCH at 0.9506 and
GARCH -0.5778. The sum of ARCH and
GARCH BHEL was close to one. This reveals
the BHEL experienced the lower volatility. It's
not at the very risky to the investors during the
study period from 2007 to 2012.

Table 11: Volatility Behaviour in Asian Paints -
Variance Equation

Variable | Coefficient | Std.Error | z-Statistic | Prob |

& 6.35%4 2.0017 3.1771 0.0015
ARCH |0.2419 0.2097 1.1538 0.2486
GARCH | -06.2307 0.4146 0.5563 0.578

The results of GARCH (1,1) effect for BHEL
returns are given in table 11. According to the
table, the effect of variance equation coefficient
of Asian Paints was 6.3594. The coefficient of
parameters, 'c' at 6.3594, ARCH at 0.2419 and
GARCH -0.2307. The sum of ARCH and
GARCH Asian Paints was close to one. This
reveals the Asian Paints experienced the lower
volatility. It's not at the very risky to the

investors during the study period from 2007 to
2012,

6. Summary and Conclusion

Reliance Industries

e  The results of Augmented Dickey Fuller
Test are noted that the Reliance Industries
are stationarity in the level difference
itself with the value of -6.6194.

e The results of GARCH (1,1) effect for
Reliance Industries. The coefficient of
parameters Reliance Industries 'c' are
0.0183, ARCH 0.2069 and GARCH
0.5918.

State Bank of India

o The results of Augmented Dickey Fuller
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jat the State Bank of Indin
¢ level difference
0609,

Test are noted
are stationarity in th
itselfwith the valucol-=10.
The results of GARCII (1,1) cffect for
State Bank ol India.
parameters State Bank
0.0103, ARCH 0.0103 and G
0.0103.

of India 'c¢" arc
ARCIH -

Jindal Steel

The results of Augmented Dickey Fuller
Test are noted that the Jindal Slcc.l are
stationarity in the level difference itsell

with the value 0f0.45061.

The results of GARCH (1,1) effect for
Jindal Steel. The coefTicient of parameters
Jindal Steel 'c' at 1.50E+11, ARCH at -

0.1157 and GARCH 0.4327.

BHEL

The results of Augmented Dickey Fuller
Test are noted that the BHEL are
stationarity in the level difference itself

with the value 0f0.4561.

The results of GARCH (1,1) effect for
BHEL. The coefficient of parameters
BHEL '¢' at 3.50E+11, ARCH at -0.1157

and GARCH 0.4327.

Asian Paints

The results of Augmented Dickey Fuller
Test are noted that the Asian Paints are
stationarity in the level difference itself

with the value of -6.8144.

The results of GARCH (1,1) effect for
Asian Paints. The coefficient of
parameters Asian Paints 'c' at 6.3594,
ARCHat0.2419andGARCH-0.2307.

India has been witness to years of up and down
cycle in the stock markets. Since 1992, the
Indian markets have peaked every fourth year
and then dropped 35-45% during the next three

The coefficient of

years. gome of the major conclusions dcrivcd
in the study arc as under. News related tg 5,
polilical and cconomical affair has direct effieg
on stock market. Any unusual news aboy ,

articular company will affect the valye (,flh‘f
( is suggested that the investors Wh;
want o measurc the accurate volatility of |he
stock market, the GARCH model which is the
best one to measure the volatility of the stocy
market. It's in the final hands of the investor g
invest in stock market at the right time,

scrip. |
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A STUDY ON CONFLICT MANAGEMENT BEHAVIOUR AND ITS
REPERCUSSIONS ON VIRTUAL TEAM EFFECTIVENESS

&
Prof. Sheela Rosalyn
(braet

With the Computer Mediated Communications being the highlisht of modern work world in a mad r-'thll 1o
accomplish ety cflicienthy in a technology driven world, it becomes essential to study how Vi"“'f”{ 7"(”""_':
function in the absence of social presence of lts non-collocated members, Arising concerns thereof wrmfui be
inevitablelack of trast, absence of team cohesion and inefficient conflict management trends that could “f,\_ﬁ ¢
oll oneflective functioning of virtal teams. Team members generally respond to conflicts arising therefrom,
notax aresult of personal remaorse, but as something that springs out as virtual teams start workmg on h’ft'h"
projects. This conld be related 1o taking decisions related to their assignment and in the absence of physical
teams, hovemember using CMC dealwith conflicting work related issues in their teams.

This paper is primarily a study of Conflict Management Behaviour among virtual team members and its
subscquentrepercussions on tean effectiveness. To this end, a 19 item questionnaire on Conflict Management
Behaviows was administered to respondents residing in Bangalore, who have been part of virtual teams to
sain inyight as o -how they have vesponded to conflicts in their teams, The questionnaire measured 5
Behaviour stvles namely avoidance, accommodation, competition, collaboration and compromise. The
respondents were required to answer the items using the likert scale pattern ranging on a 5 point scale, with 1
standing for “almoxt never™ and 5 for “almost always "', The demographic parameters considered for the
studvwould be age, sex, years of virtual team experience. The findings of the study can also be extended to

explore implications of Conflict Management on the strength of team cohesiveness and Virtual Team
Citizenship Behaviourin the long run.

KEYWORDS : Virtual team, Team efTectiveness, Conflict Management Behaviour, Computer Mediated
Communication, Team Cohesivencess

Introduction means for dispersed (different place),

asynchronous (different time) virtual work.
Establishing links and connections is no longer
a question of technical feasibility. The key
question is, how can organizations create
virtual teams that work effectively?

Virtual teams that operate asynchronously must
do without mechanisms that synchronous
teams have to coordinate their activity and
manage conflict. New pressures facing
organizations have ledmany to suggest the use

of global virtual teams. Simultancously, recent
technological advances are enabling new ways
of structuring, processing, and distributing
work and communication aclivities to
overcome boundaries of time and space
(Boudreau, Loch, Robey, & Straub 1998). In
particular, new technologies are providing the

Extant theory of how teams operate is largely
based on work done in non-virtual teams.
Among the taken for granted assumptions in
theory from non-virtual teams is that teams
operate more or less in the same space and time;
i.e., synchronously. Synchronous
communication is assumed in most treatments
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of team functioning - for instance, In
understanding how teams manage internal
conflicts that could impede team functioning.
Yet virtual teams cannot necessarily rely on
traditional social cues and mechanisms, leaving
them without a crucial mechanism for handling
problems of team functioning. In such cases,
the use of temporal coordination mechanisms
imposed upon a tecam can be valuable because 1t
can substitute to some extent for the cues that
would naturally be available to members in a
traditional face-to-face context (McGrath
1991; Ockeretal. 1995-1996).

While there seems to be great potential for
virtual teams, there are several fundamental
sociotechnical difficulties in execution.
Synchronous interaction is an orderly process
wherein verbal and nonverbal cues help
regulate the flow of conversation, facilitate
turn-taking, provide immediate feedback, and
convey subtle meanings. In lean asynchronous
communication environments, the conveyance
of cues is hindered, feedback is delayed. and
there are often interruptions or long pauses in
communication (McGrath 1991). In an
asynchronous discussion, the norm is for many
topics to be active at the same time with team
members making contributions at different
times (possibly on different topics) (Ocker et al.
1996). This can increase information overload
and may reduce the synergy of the team if there

is no linkage among the responses. In addition,
long time lapses between communication

events can lead to discontinuous and seemingly
disjointed discussions (Ocker et al. 1996). This
suggests that a significant challenge facing
virtual teams is coordinating the temporal
patterns of group behavior (McGrath 1991;
Warkentin, Sayeed, & Hightower 1997).

Conflictin Virtual Teams

In virtual teams, the dispersed asynchronous
communication context renders many of the

usual forms of social control in teams

inoperable (e.g., direct supervision, phyq, al
proximity, shared expenences, socual i, lﬁ;
(Jarvenpaa et al. 1998). Virtual teams typyeany
communicate via technology thatis lean, oy
social presence, and low 1 interactivity (7
1993). In other words, a groupware system like
Lotus Notes does nothave the same capacty 1,
convey the multiple cues that character; .,
human conversation. Gestures and !’.l.';-\l‘.;;‘lh]-!
nuances. cues of social influence, svmbol,.
content. and contextual cues are nn:.,-,-!p;|_;:,\.‘5“"_
transmittable.  This makes interaction  ap
consensus building difficult (Straus 1994
Dennis 1996). As a result, effecny,
communication in an asynchronous computer.
mediated communication environment tends 1o
require a great deal of effort (Smiuth &Vanacel
1990: Straus 1996). All of these
communication and coordination dithiculties
create the potential for conflict in virtual teams
that must be managed effectively (Jarvenpaa et
al. 1998: Ocker ct al. 1996: Turofl, Hiltz,
Bahgat, &Rana 1993). Thus, while there are
certainly many potential interesting factors to
study about virtual teams, we focus on confhict
management because it is a fundamental issue
for effective virtual team performance given
the inherent communication and coordination
challenges they face.

1.2 Conflict Management Behavior

Past research has identified various behaviors
manifested by team members during conflict
(Ruble & Thomas 1976: Poole, Holmes,
&DeSanctis 1991; Sambamurthy& Poole
1992; Miranda &Bostrom 1993-1994. We draw
on work by Rahim (1983, 1992) and Thomas
and Kilmann (1974) that delincates five
conflict handling modes to describe conflict
management in organizational work groups.
avoidance. accommodation, competition.
collaboration, and compromise.

Avoidance behavior is characterized by

evasiveness and failure to confront other

Vol 5, Issue 2, PP23-29, July - December 2013
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parties. People demonstrating this behavior 1s
apathetic toward conflicting points of view and
outcomes in general. Accommodation behavior
is characterized by an obliging concern for
others. Competition behavior is characterized
by each party pursuing his/her own interest
without regard for others. This behavior
involves concealment of information,
competitiveness, and negative attitudes toward
alternative solutions. Competitive interactions
typically involve the use of power and
domination as one party tries to force its views
on the other. Collaboration behavior is
characterized by attempts to identify and
achieve outcomes that satisfy the interests of all
parties involved. This behavior emphasizes
openness to others' points of view, objective
consideration of all information, and shared
problem-solving toward a jointly optimal

solution. Finally, compromise behavior is
characterized by

intermediate concern for self and others. The
parties acknowledge differences in preferences

and then work toward settling on some
intermediate position.

Need for the present study:

Increasing use of CMC in global scenario,
subsequently leading to increase in Global
Virtual Team, so understanding Conflict
Management in this context is important. As
virtual teams are said to be more effective than
collocated teams, its essential for us to
understand how or what makes it more efficient
and in what context, is it only on the task
performing side of it or is it also on the
interpersonal exchange among virtual

members.
Objectives of the study:
% To explore implications of demographic

variations on Conflict Management styles
of virtual team members.

RVIM Journal of Management Research

& To identify predominant ‘con‘ﬂlc:
management styles prevalent In virtua
teams.

Hypothesis:
% (H 1) Difference in age does not influence
Conflict Management Bchaviour ol
virtual team members.

% (H 2) Male and female respondents will
not differ in their styles of Conflict
Management by virtue of their sex.

% (H 3) Years of Virtual Team Experience
does not influence CMB of its members.

% (H 4) Predominant Conflict management
styles would not exist to deal with
conflicts.

Methodology:

Data was collected from 41 respondents who
were part of Virtual Team, using a Conflict
Management Behaviour Tool. Perceptions of
conflict management behaviors were measured
at the individual level because they represent
the subjective viewpoint of each participant's
expression of specific conflict management
behaviors (Dennis & Kinney 1998). Nineteen
measures for the five conflict management
behaviors were adapted from Rahim (1983).
The detailed questionnaire items are reported in
the Appendix at the end of the paper. The
participants had to answer all the 19 items
measuring Behaviour styles for Conflict
Management on a 5 point Likert Scale. The
responses were scored and then subject to
analysis using SPSS (version 14) to identify
significant differences (if any) among
respondents from virtual teams, based on
demographic variations. The results were then
tabulated and discussed here below.
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Table — I11: Tnfluence of sex differences on Conflict Management Sy yles

Dimensions of CM Sex N Mean SD f-value

| Avoidance Male 20 17.02 208 I

| Female L5 12.03 3.68

| Accommodation | Male 20 4.91 2,16 2.86%%
Female 1S 398 2.11

" Competition Male 26 | 1221 90 a4
Female 15 11.09 1.22

“Collaboration Male 26 |8.98 2.12 62

| Female 15 9.12 1.85

.I Compromise Male 26 8.25 3.63 1.89%
Female [5 5.92 2.51
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Table —I'V: Variations in Conflict Management style based on years of experience in

Virtual Teams (VT)
r])imensions of CM Experience in VT N N Mean SD t-value
Avoidance 0-5 years 16 6.28 3.81 3.05*%*
5-10 years 25 8.39 3.99
Accommodation 0-5 years 16 11.01 3.17 ol 4
5-10 years 25 13.03 2.16
Competition 0-5 years 16 5.05 3.81 561
5-10 years 25 5.03 3.19
Collaboration 0-5 years 16 17.69 432 2 AT
5-10 years 25 18.05 351
Compromise 0-5 years 16 5:52 3.19 2.65%%
5-10 years 25 6.83 3.7 J
DISCUSSION OF RESULTS:

Table —I shows the breakup of the sample based
on the demographic variations of the
participants of the study on various parameters.

Table — II highlights the difference in conflict
management behaviour of the respondents with
reference to the age of the respondents. It is
evident that older employees were high on
competition compared to their younger
counterparts, indicating that they had a
tendency to use power to win in a competitive
situation, and use authority to get decisions
made in their favor. They report being highly
relied on their expertise and are firm in
pursuing their side of the issue. This style of
Conflict Management may not be very
instrumental in effective functioning of virtual
teams, as these teams are more performance
oriented and are highly focused on
accomplishing projects by set deadlines.

On the other hand, when it came to using
collaboration as a Conflict Management
Strategy, it is been observed in this study that
the younger respondents used it more
effectively than their senior counterparts. This

RVIM Journal of Management Research

is a positive trend in that most virtual teams
tend to work for a common goal and personal
differences do not matter much to the members
of virtual teams as there is the absence of
personal presence in virtual environments.
Keeping this in the back of mind, one can
deduce that there is not much scope for personal
grudge or ego issues to crop up, as interpersonal
relationships is almost stands the last on the
criteria of virtual teams. Therefore the
hypothesis (H-1) stands rejected which states
that Difference in age does not influence

Conflict Management Behaviour of virtual
team members.

Table III shows the difference in conflict
management styles based on the sex of the
respondents. It has been observed from this
study that male team members have been more
accommodative in their approach to their peers,
by giving into their wishes and have also gone
along with the suggestions of their team
members. This could reduce the efficiency of
the team as they may not articulate their view
points on the feasibility of the project. On the
other hand it has been noted that women
respondents sought middle ground for breaking
deadlocks and were compromising than being

i



accommodative. However. both Behaviour
patterns appear similar on some grounds, but
this study helps identify a thin line of difference
between the two sexes.

Table IV shows Variations in Conflict
Management style based on vears of
experience in Virtual Teams (VT). It is evident
from the study that respondents who have had
more years of experience virtual teams, tend to
indulge in avoidance behaviour, in which they
have kept disagreement to themselves,
basically to avoid unpleasant exchanges with
my team mates. Even though this does not
matter in terms of working in a virtual
environment, as you may not know the
individual in person, however over a period of
time, it still affects the psychology of virtual
members, whereas respondents who were new
to the field of virtual work, were not very
avoidant and quiet open, on the feasibility of
the project. It is also seen from the table that
people with more years of experience in virtual
team tend to be accommodative than the new
incumbents, in that they give in to their team
mates and just get along with their opinion at
times. This could be a way of succumbing to the
stress of having worked in Virtual set up for a
long time.

Respondents with more years of virtual
experience tend to be more collaborative than
the new comers in the field, because of the
practical know how of virtual team
functionality. These set of respondents have
perhaps understood that the teams are primarily
task oriented and therefore know that what
matters at the end of the day is output and
performance. This awareness due to their
experience over a period of time with virtual
teams, helps them to focus on exchanging
accurate information with the teammates and
also bring out project related work concemrn in
open so as to resolve them in the best possible
way.

Respondents with more years of experienc,
virtual teams have also scored high

compromising ¢lement of conflict handlip.,
Behaviour, perchance duc to their expg s\re .
having dealt with many dead locks dunng y,.
working of virtual teams. they are focuseq -
finding a middle course to resolve an impag..
The more the experience in dealing with vy, f
teams the more 1s the realization of importance
of avoiding discomfort in unblocking the
bottlenecks associated with the interpersony:

yet virtual communications.
Major findings:

e Age of virtual team members certainly
affects their conflict management styles,

. Competition 1s a predominant conflict
management style of the comparatively
older respondents in the study, whereas it
was collaboration for the younger
respondents.

e There are gender differences among men
and women respondents while dealing
with conflicts.

e Men are more accommodative whereas
women are¢ more compromising in their
conflict management styles.

e  Years of experience in virtual teams also
significantly affects the conflict
management styles of virtual team
members.

e Fresh incumbents involve in less
avoidant, less accommodative and less
compromising styles of conflict
managements compared to ones with
more years of virtual team experience.

Limitations of the study:

This empirical paper has the basic inherent
limitation with respect to sample size and has

28}
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thus perhaps failed to capture the true sense of
Virtual team study. This curtails the possibility
oi'gcncralizing the findings obtained thereof.

Scope for further research:

o The findings of this study can help
identify appropriate conflict management
styles in virtual teams.

o The current investigation can be used to
understand the intricacies involved in

exploring commitment and citizenship
Behaviour.
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STUDY AND ANALYSIS

WELFARE ASPECTS WHICH HAVE M
PRODUCTIVITY OF INDUSTRY

Abstract :

This captioned Study was conducted on the Manufactt

the inferences comparatively among all these sectors

respondents is resulting to a derive
the job opportunities an
manufacturing industries.
conclusion which further just
KEYWORDS : Human Resource Management,
Un-Organised Sector.

Introduction and Theoretical
Background:

As the manufacturing Industries will have
many stages, units and departments internally
before its products are declared complete or
before going for quality check or packing, there
should be periodical job rotation in the
manufacturing industries so that all will learn
all the jobs. The job rotation is the movement
of an employee from one job to another. That
means the employees are given chances to learn
and work by rotation on various jobs. This
measure will relieve the employees from
boredom, monotony and improves his skill, job
enrichment and job satisfaction which
ultimately impacts the growth and the
profitability of the organisation as whole.

Different organisations will have their own and
unique organisational culture, goals and
objectives. ~ The manufacturing sector
especially should have technical and
scientifically designed and developed job
designs, plant and machinery which matches its
production and also the goals both qualitatively
and quantitatively. ~ And further, while
recruiting its workmen, the manufacturing
industries as the only depend on men and
materials for its organisational goals, it should
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d and proved evidence 10 5
d other social welfare signifi
The Study concludes inferring
ifies the title of this research study.
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OF THE JOB OPPORTUNITIES AND OTHER SOCIA|

UCH IMPACT ON GROWTH AND
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wring Industries in Karnataka State. The analysis ang
have significant variance and the responses from the

rengthen the statement that there is an Impaciof
cantly on the productivity and the growth in the
from the analysis of this Objective, with the

Quality, Productivity, Manufacturing Industries,

(ake extra care while recruiting especially the
skilled and high skilled employees.

But unfortunately, today many of the
manufacturing industries including
government organisations and public sector
enterprises, 1 have found in my study that the
organisational goals at times does not maich
with either design of the organisation or the
labour under its establishment. In a few cases,
when both of these aspects are taken care, the
supervisory staffs that are brought in based on
either their education or influence does not
match the organisational goals. Because they
fail many times both to participate and motivate
the work force for deriving the desired
production or the target.

unless it is 2
us proprietary
ave chain of

stages, phases
be

[t1s
o are
t of

Any manufacturing industry,
production unit of indigeno
products, generally it will h
activities or will have different
and internal units for its products 10
completed before placing into the market.
the common tendency that the people who
experts or well trained in operating one un!
the industry or a phase are tend to continue 11
the same unit till their retirement or transfers.
This will have negative impact Of the
organisational goal in a long way. Because:
other technicians or the employces will never

Cuttack
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getan opportunity to work with other units and
the fellow who is expert in the same unit. as he

also did not get an opportunity to work some
other department or the unit will be totally

unaware of other activity other than his own.

I'ht. J10b opportunity is differently called in
d:ttcrc‘m manufacturing units as “Office
Qr(_!cr'. “Job Rotation™, “Change of Dutv.
Ihis periodical rotation or change of job will
create an opportunity to all the cmployees to
learn all the jobs in turn so that, in the absence
of anybody who is holding the expertise of a
particular department or unit, the overall
production of the Industry will not suffer. This
will not only motivates the employees but it
would also enhance their job satisfaction and
job enrichment. 1t is the main objective and the
duty of the supervisory Establishment of the
management of the organisation to adopt and
adhere this strictly to reach the organisational
goals especially in the manufacturing
industries. Therefore, by job opportunities, the
workers learn to do all the different jobs,
activities necessary for the manufacturing
industries to reach their operational goals. Job
opportunity is nothing but a diversity to learn
new skills along with, change of job,
environment, supervisors, co-workers,
technology, relocation, which creates
enthusiasm for learmning and motivate the
workers to higher performance.

As the human being is a psycho-social being,
the social relations, social security and the
social welfare especially in the manufacturing
industries will play a major role on his
performance ultimately which impacts the
organisational goals impacting the growth and
the productivity of the industry. The social
security are the management's statutory
obligations like, salary and wages paid, needs
like medical, education, maternity needs, better
and safer working conditions etc., In many
manufacturing industries, even the job security
provided by the management is considered as
the social security as for as their guarantee for
the employment is concerned. There are many
legislations in India, which establishes and

RVIM Journal of Management Rescarch

rules the social security especially the
manufacturing scctors hike Wnrkcr'%
Compensation Act, ESIC Act, EPF Act,
Minimum Wages Act, Et¢,,

But the social welfare is the realm created
between the workforce and the management
which is strictly not laid down with 1ts
limitation and flexible to meet the social
obligations of the employees. The social
welfare is also the highest type of motivation
which impacts the growth and productivity of
any industry. Social welfare is a concept of the
management in manufacturing industry, which
is beneficiary to its employees while both n
service and after retirement like housing, health
benefits, recreation, canteen facilities,
retirement benefits and other welfare
programmes,  These social welfare will not
only boost up the employee morale, but it also
provides qualitative work environment and
work life with security to the employees against
social risks like old age, illness and sudden
death.

There are many social welfare schemes
extended to the employees of the
manufacturing industries like Employment
Security, Health Protection, Old age and
Retirement Benefits, Education for employees
children, housing and pension facilities. And
social welfare also covers, cultural and social
activities, entertainment and participation
activities ete., In social welfare schemes,
individuals will be motivated to work
efficiently and contribute to their maximum
possible extent which ultimately denves their
individual objectives to reach the
organisational goals.  Even though the
employees are provided with Annual and
periodical benefits like Increments, periodical
wage revisions, the impact made by the social
welfare by the management is tremendous
compared to any other incentives or
motivational benefits especially in the
manufacturing [ndustries.

Methodology

The samples are drawn from the population of
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diterent ey . g In
ane profile, pender, educational qualihication,
Vi o

workimy status et whiclis heterogencous in
pature, For this purpose, the population was
divided in o various homogeneous strata and

from these steata, random samples ol employce

rexpondents have o be taken, Hence the

No. of Respondeuts from different types of Companies

Company Type
Government Companies

s of employees diftering in their

Stratified Random S:unplinu Me
[or this study by taking 25() “:q thL.l.hnd Wag .
respondents. Stratified samplin ,thim tr.i-,;:d _
generally used when the L’lcchniqlwr’,"f
heterogencous, or dissimi|ay DJ:{’Ulatir,nd?
ht"m'luguncmm, or similar, Sllh.’m "m. ct’na;&
be isolated (strata). The szllnplcp:ilalltjn,,-Ca:
Slze of Sf}f]

Public Sector Companies

Private Scctor Companices

| Total No. of Respondents

| No. Of Industries No. of Responao—
T 100
10 100

25 250
__‘_-__-__—__"‘—--

respondents is categorized as under:

The data collected has been tabulated and
analysed to arrive at suitable inferences in this
chapter. Statistical tools such as tabulation &
diagrammatic/graphical presentation of the
data collected, and analytical tools like ratios,
percentages arc used in this Study. Graphical
representation of data has been carried out with
the help of MS-EXCEL software. Since the
Study has more than 50 variables to be covered,
these are grouped in to several Factors and this
has been achieved with the help of Factor
Analysis using SPSS software. This software
programme 1s extensively used to draw various
bi-variate frequency distributions involving
two variables & correlation coefficients
betweenrelated variables.

HYPOTHESIS

KMO and Bartlett's Test: The KMO statistic
tests whether the partial correlations among

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of §ampling

Adequacy. .690

Bartlett's Test of Approx. Chi-Square 5040.348

Sphericity df 741
Sig. .000

variables are small. It should be greater than 0.6

for a satisfactory factor analysis to proceed

ngg values for the KMO measyre indicate
that the data collected for factor analysis i
adequate. We can see from the table aboye that
KMO measure of sampling adequacy is ( g6
Another indicator of the strength of ¢,
relationship among variables is Bartlett's test of
sphericity. Bartlett's test of sphericity is used to
test the null hypothesis that the variables in the
population correlation matrix are uncorrelated.
The observed significance level is 0.000. So, at
5% level of significance the p-value is small
enough to reject the null hypothesis that the
population correlation matrix is an identity
matrix. Thus there is adequate correlation
among the variables to do a factor analysis. Itis
concluded that the strength of the relationship
among variables is strong.

The Hypothesis Testing is carried out by usin?
Analysis of Variance procedures & Levenes
Statistic. The study of the association between
related attributes is analysed with the help of
the Kendall Tau's Correlation Cocfficients.

In this Case Study, various hypotheses are ls°
tested with the help of the Analysis of Variance
& Levene's test procedure. The SPSS software
has been used in testing the folloWilé
hypotheses:—

1. Periodicity and Importance of tral
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provided has no impact on growth and
productivity of industry due to non
performance of human resources.

2. Morality, Growth & profitability of firm

have no impact on growth and
productivity of industry due to non
performance of human resources.

3. Affiliation to trade union and inefficacy of
workforce has no impact on growth and
productivity of industry due to non
performance of human resources.

Job opportunities and other social welfare
measures have no impact on growth and
productivity of industry due to non

performance of as part of growth and
productivity of industry.

Technological aspects and motivation to
work & self-realisation have no impact on
growth and productivity due to non
performance of human resources.

DATAANALYSIS:

The better performance of human resources on
growth and productivity basically depends in
understanding the Job opportunities and other
social welfare beings. In order to address this
objective, the Study has identified the

following five sub factors along that drive the
forward in the organisations.

Results of the Factor Analysis of variables in
the Study:

Factor analysis are of two forms: Exploratory
factor analysis which tries to find the nature of
the constructs influencing a set of responses
and Confirmatory factor analysis which tests
whether a specified set of constructs is
influencing responses in a predicted way
(DeCoster, 1998, p.1). The variables listed in
the questionnaire to study the impact of the
non-performing human resources on growth
and productivity in manufacturing industries
are large in number and need to be grouped in to
a few factors. To achieve this, Factor Analysis
technique with VARIMAX rotation is used

RVIM Journal of Management Research

. . The results arc
with the help of SPSS software. | 1 l‘lLl:‘Lk;umlmn
tabulated in the following “‘,hlch_ e he 1 .'|r|lcd
Number in the Questionnaire and the T¢
Question:

Factor Analysis of transnational and
culture:

Before proceeding to fuclur_unulyms. a u:al.
known as KMO is being carried out o ensure
on whether one can proceed with ‘Iuclnr
analysis. Asaresult, nine items were put m}p EU
KMO test and Bartlett's test for both desired
and actual level of proficiency data.

The major components ruling Job

opportunities and other social wellare
beings are-

< The workforce is given opportunitics &
job rotations to learn other jobs as well.

Special training are provided in the
Manufacturing Industries to create
awareness about profitability,
productivity & growth to un-skilled &
semi-skilled workforce.

Performance and the Skill are the basic
eligibilities with the character for the
benefits and Promotions.

The Importance of Training Cost of
Workforce is very negligible compared to
the Capital Investment in our Industry

The basic needs like employee's Sfamily
welfare, children's education, Jamily

health care etc are taken care to the full
extent.

“ Ifyouareselfrealised? Are you punctual,
erformance & result oriented? Or much

p

Jocused towards trade union activities,

promotion, incentives & other benefits?

*
..

The employees are provided with all
labour security measures, health care,

statutory obligations like ESI, EPF &
Insurance

You have Social, Cultural, Educational
units and get-togethers organised in the

13
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. company. The Forrclglion t;!c;{wccn the parametery Of gy
** > ] - rmin rcsource '
s e oot ' e
non- ; B - beings is tabulated as below: *re
performance of existing workforce
Spearman's correlation coefficients for the variables of Factor
“Job opportunities and other social welfare beings™
Parameters of Impact on Job opportunities and other social T_"'""‘“”
welfare beings in the firm 9900
_The workforce is given opportunities & Jjob rotations to learn other ;T"lr
obs as well. fe =0%0
Special trainings are provided in your industry to create awareness |
about profitability, productivity & growth to un-skilled & semi- 0.296
skilled workforce.
Performance and the Skill are the basic eligibilities with the T
character for the benefits and Promotions. T8
The Importance of Training Cost of Workforce is very negligible _0—';_1—;“
compared to the Capital Investment in our Industry i
The basic needs like employee's family welfare, children’s 0.415
education, family health care etc are taken care to the full extent ;
If you are self realised? Are you punctual, performance & result
oriented? Or much focused towards trade union activities, 0.258
promotion, incentives & other benefits?
LThc employees are provided with all labour security measures, 0.198
health care, statutory obligations like ESI, EPF & Insurance. ’
{You have Social, Cultural, Educational units and get-togethers 0 16,’—“
organised in the company -
Ehere a practice of outsourcing or hiring workforce in your 0.245
organisation because of non-performance of existing workforce )
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All there correlation coelficients are depicted in the following graph:

) 1 o |
. Corrclation Cocfficients for the variables of
Job opportunitics and other social welfare beings”

Coefficient of correlation for variables of Job opportunities and other

0.4%
0.4
0.4
03 |
0.2% |
0.7
0.1%
0.1
0.0% |

0 |

The first parameter of the Job opportunities and
other social welfare beings is “The workforce is
piven opportunitics & job rotations to learn
other jobs ay well”. The correlation of this
variable with the average rating score of the
parameters of non performing Human resource
is found to be 0.306. This implies that the
association between these two variables can be
explained to an extent of meagre 9.36 percent.

045
04

Coefficient of correlation for variables of Job opportunities and other
social welfare beings |

social welfare beings

0.415

The workforce Is - Specialtrainings are  Performance and  The Importance of The basic needs like

givenopportunitics  providedinyour  the Skill are the Training Cost of  employee’s family
b job industry basic cligibilities ~ Workforceisvery — wellare is taken
care

The parameter “Special trainings are provided
in your industry to create awareness about
profitability, productivity & growth to un-
skilled & semi-skilled workforce” has a
positive correlation which is very moderate and
also to an extent of 8.76 percent with the
average rating score of the parameters of non
performing Human resource of growth and
productivity.

0.35
0.3
0.25
0.2
0.15
0.1
0.05

would you advise for
training of workforce in
motivation, practice

Is there a practice of
retiring or reduction

The Management isnot  Awareness about the
sufficiently doing to Morality and Self-
molivate realisation

—33]
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From the Figure, the parameter “Performance
and the Skill are the basic cligibilities with the
character for the benefits and Promotions™ has
very low degree of positive association with the
average rating score of the parameters of

performing, human resource on growth :
productivity to an extent of 3.16 percent. There

is a positive and low degree of correlation of the
parameter “The Importance of Training Cos! of
Workforce is very negligible compared 10 the
Capital Investment in our Industry” with the
average rating score of the paramelers of non
performing Human resource of growth and
productivity and is found to be 5.33 percent.

There is 17.22 percent of positive degree of
association between the “The basic needs like
employee's family welfare, children's
education, family health care etc ar¢ taken care
to the full extent” and the average rating Scorcs
of the parameters of non performing Human
resource of growth and productivity.
Furthermore, a very low degree 6.65 percent of
association is between “Are you punctual,
performance & result oriented? Or much
focused towards trade union activities,
promotion, incentives & other benefits?” and a
positive association of 3.92 between “The
employees are provided with all labour security
measures, health care, statutory obligations like
ESI, EPF & Insurance” and the average rating
scores of the parameters of non performing
Human resource of growth and productivity.

non
ind

Graphical Representation of va
welfare beings:

45
40 ~
35 -
30
5% f 22.8

201 436

15 1

10‘|

i B

0 - W

Not True Partly True

0.
o of respondents

T Inthe ni;"n—:_lill_ﬁfnwchlmﬁz_l_naistrjes
given opportunities & job rotations to learn other jobs

True

prees of ansociation beyy,,.,
wyou have S Hlllll'nl.l Fdueationy) ”””:.‘
and get-togethers organised i the compyy i
(o the extent of 2,02 pereent and betwg,,
wI'here n practice of outsourcing or lmm':
workforce i your n_ry,nnm:mtm" ang ”::f
average rating S€ores of the parametery of noy
pcrlbrming Human resource ol growll ;,,”;
pm(luclivity ig about six pereent,

From the above analysis, .
clement ol success in m:
{ human resources on !’J‘Uwu:
and productivity in the organisation hy
idering the factor I8 found,  “The bagj,
needs like employee's family WU”;‘II:'(,-)
children's education” and “family health cun,:
elc are taken carc (0 the full extent.” with gy,
correlation coeflicient being highest at 0,45
This shows that it is important for m;}:
organisation {0 take care of basic social nee,
of the employees that would make the path “.l,.
success which enhances the degree of poo
human resources in the organisations, |( if
opinioned and found that the Welfare meagyreg
and the work hazards, healthcare of thﬁ
workforce, especially in the manufacturing
industries will not only motivates the Humap
Resources towards better performance ang
their participation, but it would also impacts on
the overall growth and the profitability of the

industry itself.

gimilarly, the depree
social, €

Inference:
importﬂnl
performance 0

cons

riables of Job opportunities and other social

;. the workforce is

39.2

15.2
l 9.2
Very True  Not Sure
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grom the Figure, it is observed that about 39
reent of l.cspundcnl‘s are truly agreeing and
nother |5 percent of them strongly agreeing
(yery  truc) that the workforce is given
Upporlll"i“cs and job rotations to learn other
iobs. On the contrary, about 14 percent and 23
“ercent of respondents strongly disagreeing
(not true) and partially agreeing (partly truc)
that workforce is not given opportunities and
iob rotations.

36.8

% of respondents

Not True Partly True

From the Figure, it is observed that about 25
percent of respondents are truly agreeing and
another 12 percent of them strongly agreeing
(very true) that Management has provided
profitability, productivity and growth to
workforce. On the contrary, about 37 percent

27.2

%o of respondents

Not True Partly True

Aboutnine percent did not give their consent on
this aspect. It is opinioned that more than 45
pereent of the respondents are not supporting
the statement which means that there is
negligence in the manufacturing industries
about the job opportunities and the job rotations
to the workforce including those 9 percent who
arc not sure of the statement.

q N g . . . . :
. _].E:‘l..l{ll tratungs are provided in vour industry about
profitability. productivity & growth to workforce

25.2
12
BES7 8.4
i ST
[" .} IR 1
: A2 i B inEd
True Very True  Not Sure

and 18 percent of respondents strongly
disagreeing (not true) and partially agreeing
(partly true) that management that special
trainings are provided on profitability and
productivity. About eight percent did not give
their consent on this aspect.

Performance and the Skill are the basic ehigbilities ._
with the character for the benefits and Promotions

44.8

5.6

Not Sure

Very True

True
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From the Figure, it is observed that about 45
percent of respondents are truly agreeing and
another 14 percent of them strongly agreeing
(very true) that performance and skill are the
basic eligibilities with the character for the
benefit of promotions. On the contrary, about

"Pérforhuihce and the Skill a _
with the character for the benzfits and Promotions

3 =
: d 27.2

%o of respondents
P
w

Not True Partly True

From the Figure, it is observed that about 46
percent of respondents are truly agreeing and
another 16 percent of them strongly agreeing
(very true) that Quantum of training cost is very
negligible compared to capital investment. On
the contrary, about 6 percent and 14 percent of

eight percent and 28 percent of Tesponden,.
strongly disagreeing (not true) and Pania]!.i
agreeing (partly true) that it is not essemi;i‘
About eight percent did not give their COnseny
on this aspect.

re the basic eligibilitizs

44.8

5.6

Not Sure

True Very True

respondents strongly disagreeing (not true) and
partially agreeing (partly true) that Quantum of
training cost is very negligible compared to
capital investment. ~About eight percent did
not give their consent on this aspect.

50 -
45

40 -

35 4

30 -

25 4

20 - 14.4
15 -

10 -'l' 5.6

5 -

1] Sy
o of respondents

Not True Partly True

0 ,’_u__ g {—

Quantum of Training Cost of Workforce 15 very
negligible compared to Capital Investment in your industry

45.6

16.4 18

True Very True  Not Sure
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From the Figure, it is observed that about 46
percent of respondents are truly agreeing and
another 16 percent of them Strongly agreeing
(very true) that Quantum of training cost is very
negligible compared to capital investment. On
the contrary, about 6 percent and 14 percent of

25 -

%9 of respondents

From the Figure, it is observed that about 39
percent of respondents are truly agreeing and
another eight percent of them strongly agreeing
(very true) that basic needs like employee's
family welfare, children education, health care
etc., are very well taken care by the company.

40 -
35
30
25

%9 of respondents

Baste needs like employee's fanuly welfare, |
cluldren’s education, healtl, care are taken tofull extent ‘

Not True Partly True

Are you punctual, performance & result oriented” Or
much focused towards trade unton activities?

36.4
244
201 156 &
15 | |
10 - 6.4 ‘
. ] |
|1 e | = T

Not True  Partly True

respondents strongly disagreeing (not true) anc}
partially agrecing (partly truc) that Quantum o

training cost is very negligible compared (o
capital investment.  About eight percent did
not give their consent on this aspect.

39.2
8.8 '
. 1.2 |
o e "'T_"'_—“'I
True Very True  Not Sure

iy PEEPENEEPLPCSE L |

On the contrary, about 21 percent and 30
percent of respondents strongly disagreeing
(not true) and partially agreeing (partly true)
that basic needs like employee's family welfare,
children education, health care etc., is very well
taken care by the company.

True Very True  Not Sure
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From the Figure, it is observed that about 36
percent of respondents are truly agreeing and
another 17 percent of them strongly agreeing
(very true) that they punctual, performance and
result oriented and not much focused on other
activities such as trade unions and non

Employvees a
measures. health care.

o of respondents
(o]
un

10 78

Not True Partly True

From the Figure, it is observed that about 44
percent of respondents are truly agreeing and
another 38 percent of them strongly agreeing
(very true) that employees are provided with
labour security measures, health care, ESI, EPF
and insurance by their respective organisations.

43.6

True

performing activities. On the contrary, ,
16 percent and 24 percent of rcgposnc:ibnul
strongly disagreeing (not true) and pa”cms
agreeing (partly true) that certain workf, fally
not punctual and arc much focused mcna;:

performing activities.

re provided with labour szcunty
ESI. EPF & Inswance

Very True  Not Sure

On the contrary, a mere three percent and 10
percent of respondents strongly disagreeing
(not true) and partially agreeing (partly true)
that these social security measures are not
strictly followed in their company.

{ In our Industry you have Social, Cultural,
Educational units and get-togethers

35.6

a0 36

o oL respondents
[
Q

i}
(¥,

Not True Partly True

21.2

5.6
- 1.6
s
True Very True  Not Sure
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and another 36 pereen( of them
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From the Figure, it is observed that about 39
pereent of respondents are strongly disagrecing
and another 22 percent of them partly agreeing
(partly true) that there is a practice of
outsourcing or hiring the workforce in their
respective companies because of non
performance of existing workforce in terms of
delivering the goods.  On the contrary, about
16 percent and nine percent of respondents
truly agreeing (true) and strongly agreeing
(very true) that management sometimes do
outsource or hire of workforce because of non
performance of existing workforce.

Conclusion

It is found and derived in the study that the
better job rotation and opportunities would
affect the job efficiency and learning process in
the manufacturing industriecs. Better working
and living conditions would always yield better
results as the employees those who are non-
performers would be motivated to put in their
hard work. Itis found in the study as many have
opinioned that the Job opportunities and other
social welfare beings have much impact on

RVIM Journal of Management Research

percent and six percent of respondents ||u|‘:(
apreemy (true) and strongly agreeing (very
true) that management there 15 no scope for
basic needs like employee's family welfare,
children education, health care ete,, 1s very well
tiaken care by the company .

obontgonrcmg o g workores i

W ol non-pertommnce of exadimg
Wtk loree

14.8
8.8 ‘
True Very True  Not Sure

growth and productivity of industry. Out of the
total respondents maximum have opinioned
that the social welfare measures along with the
job opportunities especially in the
manufacturing industries will impact the
productivity of the industry. It is also
opinioned and found that those few non-
performing human resources would also
significantly impacts the profitability and the
growth in the manufacturing sector. Hence, the
study titled “The Study and the Analysis of the
Job Opportunitics and other Social Welfare
aspects have much impact on the Growth and
Productivity in the Manufacturing Industry” is

evidently found and also justified by the current
study.




References:

‘Mathis & Jackson,

Schermerhorn, Hunt, Osborn,
“Organisational Behaviour” University of
Phocnix, Special Edition Serics (2000),
John Wiley & Sons, Inc Publications.

Brahmacharya Om Prakash, “The Public

Sector — Today (New Perspective in
Economic Reforms)™ Deep (1995), Deep

& Deep Publications.

“Human Resource

G. Satyanarayana,
Edition, Apollo

Management™ (2004)
Publishers.

Chapr. R.N. “Public Sector in India”,
(1984), Intellectual Publishing House.

C. B. Mamoria, “Personal Management”,
(1984), Himalaya Publishing House.

Brown JCA, “The Social Psychology.of
Industry” (2000), Published by English
Language Book Society, London.

David A. Decenzo & Stehphen P.
Robbins., “Personnel & Human Resource
Management” Third Edition, (2003),
Eastern Economy Edition, Prentice-Hall

India Publications.

Bramhananda P.R., “Productivity in the
Indian Economy” (1982), Himalaya
Publishing House.

“Personnel —
Contemporary Perspectives and
Applications”, (1982), Third Edition,
West Publlshmg comparny Publishers.

Henry W. Lane and Joseph Distefano,
“International Management Behaviour”
(1992), Second Edition, PWS-KENT
PUBLISHING COMPANY Publications.

Vakil. C.N. “Industrial Development in
India”, Orient Longman Publications,
New Delhi.

Grace Craig, University of
Massachusetts, “Human Development”
(1976), Fourth Edition, Prentice-Hall
Publications.

Adam, Bvertt E., Jrooand  Payl
Swamidass, “Assesing “I"-"llunﬂ
M“nu!rl.[]l(:lll from a \“'”L}'ir
|)c|'3|]cC[ch" (11)3‘)]., |lll!l]].|| of
Management.

Snlnvas.lbomla M.V., Nanje Gowy,
“Liconomic Development of Karnataky»
Indian Economic Association, l}.m;,.llnrc

University, Bangalore.

Lyerett B, Adam, JR. Ronald J Ebey,
‘~|>|uducll()n and Operatiopg
Management” — Concepts, Modelg,
Behaviour — Fifth  Edition (2(]00)
Prentice-Hall Publications. .

Hakala, N.V. “Admininstratino of
Industrial Technology,” (19770, Businegg
Horizons. Publishers.

Adag, Raymond J and Arthur P. Brief,
“Task Design and Employee Motivation,”
(1979)., Glenview, III: Scott Foreman

Publications.
Tiffin Joseph, “Industrial Psychology”.,

(1951), Published by George Allen &
Unwin Limited, London.

Taxmann's, “Labour Laws”, (2001),
Taxmann Allied Services [P] Ltd

~ Publishers.

Wiley Blackwell, “Industrial Relations”,
(2009), Blackwell Publ_ishing.

Moder, J.J., C.R. Phillips, and E. W.
Davis, “Project Management with CPM,
PERT and Precedence Diagramming,”
(1983), Van Nostrand Reinhold, New
York Publications.

Juran J., “Upper Management and
Quality,” (1983), Juran Institute
Publications New York.

Vol.5, Issue 2, PP30-42, July - December 2013




CONSUMER STYLE INVENTORY - ASSESSING THE DECISION MAKING
STYLE OF YOUNG INDIAN, A STUDY ON MOBILE PHONE

Abstract:
Consumer Stvle Inventory - assessing

In less than 15 years, the mobile phone
item and has become one of the most commonly
Mobile market is one of the fastest growing mar,
A large proportion of Indian population is
because of their large spending
research showing that a lot of what they purchase
of their personal selves and a vital component wi
The present study has tried to focus on the de
reference of mobile phone buving and to create
has made use of Sproles and Kendall's (1986)
applicability in Indian context. The
of factors, was performed to identify characte
Key Words: Cc
Phone.

Introduction :

Telecom industry in India has seen major
transformation since introduction of mobile
services around 1995. Telephone ownership,
once was considered as a luxury, has become
necessity of daily life. Multiple factors like
introduction of mobile telephony, rising
disposable income, ecasy affordable SIM
registration, reduced air time charges and
increasing versatility of mobile handsets have
contributed to growth in telecom sector in
India. Increased penetration of cellular services
throughout length and breadth of India has also
resulted into steep rise in the demand of mobile
handsets and it has created huge handset
market. This thriving mobile handset market is
attracting many players. Increasing number of
players has resulted into cut-throat competition
in the sector. Today there are many companies
in the market like Nokia, Sony Ericsson,

has become an ¢

Jactor analysis, the

Shampa Nandi*

the decision making stvle of voung Indians: a study on mobile phones

ssential part of our daily lives. It is no longer a luxury
used daily consumer goods throughout the world. Indian
markets and is forecasted to reach 868.47 million users by 2013

Young and they are a very important market to business today
power. They have a very unique behavior to the older generations with
represents their self-expression. Mobile devices are a part
ich connects them with the world and people around them.

cision-making styles of the young adult consumers with a
decision-making profile of young Indian adults. The rescarch
consumer style inventory and has attempted to examine the
principle components method with Varimax rotation
ristics of consumer decision-making,

msumer decision-making, Consumer Style Inventory (CS1), Young adult Consumers, Mobile

Samsung, LG etc. Some local companies like
Micromax, Spice, Lemon, Karbonn, etc. have
also entered in the market and attained
respectable market position. In such
competitive markets cach marketer is under
increasing pressure to introduce innovative
products in the markets.

India is home to 1.237 billion people, out of
which 50% of the population are in the age
bracket of 0-25 years and 65% are in the age
bracket of 0-35 years. Since a huge number of
populations is in the young age group, it is an
attractive market. The purchasing power of
youth has significantly increased, both, in
terms of salary and pocket money. Salaries in
India rose by 14.4 per cent in 2006 and by 15.1
percent in 2007 as surveyed by Hewitt
Associates. An ASSOCHAM survey revealed
that the average monthly allowance of urban
children in the age group of 10-17 years has

Shampa Nandi*, Lecturer in Marketing and Finance, Reddy Jana Sangha Institute of Management Studies (RJS-IMS)

Bangalore, Email ID: Shampa_nandi@yahoo.co.in
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s 300 in 1998 1o Rs 1,300 in
( of Indian s very
spending

gone up from |
2008, This youth scgmen
attractive due 1o its size, inereasing
power, large exposure (0 medin and their vast
knowledge and adaptability of  technology.
Young adult consumers are very much drawnin
with current trends as compared to other age
rroups. Typically, mostyoung acult consumers
are rendsetters among themselves as well as
playing a role as trendsetters (o (he population
at large. While mobile phones arc primarily
acquired due to new features including color
display and polyphonic ring ftones, SOMe
consumers bought new phones in order 1o gel
an innovator and/or opinion leader status.
Young people are adopting a lifestyle rather
than a technology perspective: they wanl
technology to add value to their lifestyles,
satisfy their social and leisure needs and
reinforce their group identity. They assess
technology according to their needs rather than
as a task-oriented artifact.

Basic purposc for using a mobile phone by the
young population—

« [Fashion/Status

o Identity/Image

Necessity inmodern times

o Social interaction

o  Entertainment

e Safety/Security

o Costefficiency

o Lifestyle organizer

Basic Functionality (call, sms)

Mobile-Commerce (GPS, Banking
services, email, purchase online etc)

Consumer Decision-making Style:

Decision-making style refers to a mental
orientation describing how a consumer makes
choices. Sproles and Kendall (1986) have
defined it as "a mental orientation
characterising a consumer's approach to

making choices™ As it hay cogniy
affective characteristiens, it i hag, l“"""
personality (Sprolesand - Kendy)) u“ |
According to Sproles and Kendall gy, Y.

rescarch on consumer-decision mitking, j.j’ lhal
cun be categorized mto three main appro: 7™
the psychographic/life style approgen™®

consumer typology approach, the
consumer characteristics approach, Aceq, llhfc
(o the rescarchers among ”“.,H,'”'“'ip,
approaches, the consumer t:lmrmtlm!rI:W
approach scemed 10 be the most '"’Wuh”'“m
explanatory a8 it fTocused on (he lnuﬁ:hl'
orientation of consumers in making ‘It't;i,-‘j””t:l
Thus, decision-making styles cap
determined by identifying  the m“"““lcr}
general orientations towards  shopping iln{;

buying.
Literature Review:

Sproles (1985) as well as Sproles and Kenda)
(1986) used data [rom samples ol youny
consumers in the United States 1o measure
basic characteristics of consumer decision.
making styles. They developed and validated o
Consumer Styles Inventory (CSI) for (his
purposc. The above study tried to make g
segregation among different university
students based on their purchase decision in the
following groups -- Brand conscious,
Perfectionist, Recreational-Shopping
Conscious, Confused by Over choice, Time-
Encrgy Conserving, Impulsive, Habitual,
Brand Loyal , Price-Value Conscious.

Bordeau ct al. (2002) have discussed about
young people's motives to usc any products.
They also have hedonistic and utilitarian
motives for using Internet and mobiles,
considering them a source of information,
communication, entertainment and an
alternative shopping channcl. Mobile
technologies, particularly mobile phones and
text messaging, have been widely adopted by
young people and integrated into their
everyday lives. To date there has been little
description of the ways that young people are
adopting and using mobile technologies and so
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- have little understanding of the reasons for
;:it,h Jevels of use, or lh_e opportunities for
d.::igning new mchnnlugwslt‘h;ﬂ will further

o ort young people's lifestyvles. Young
hggglc are more favourably dispased towards
change and use :}Ec new technologies such as
he mobile phone froma very early age.

According 10 Grant an_d \\’aite_ (2003?_ voung-

adult consumers provide an interesting topic

for the consumer resca}'ch for at _lc_ast four
reasons. First, at the period of transition from
adolescence 10 carly adulthood, the young
people seck to establish their own individual
personas and form bchaviour patterns,
atitudes. and values, hence their own
consumption patterns. They make purchases to
define themselves and to create an identity of
their own making. This idea was generated and

proven by Holbrook and Schindler (1989).
Secondly, young people are able to influence
the purchase and decision-making of others .
Thirdly, they act as a change agent by
influencing society and culture (Leslie,
Sparling and Owen 2001). And finally. from a
marketing perspective, young adults are
recognised as a specialised market segment that
forms a powerful consumer spending group in
their own way (Moschis 1987; Grant and Waite
2003).

An in depth study of the demographics on
consumer mobile buying behavior was done by
Bigne, E. et al (2005) and it identified the
variables influencing purchase behavior.
Young people spend a large amount of their day
o day lives with their mobile phone apart from
the educational, official or functional purpose.
€y are tech savvy, innovative and love to
shop through online either through laptop or
T"Db”e. phones. The attitude towards
::;0"?1011 and these differentiated needs are
szrsoo ]ﬂlf: main reasons for the growth in
o 1[1113 computers and mobiles in I10uscl}01ds.
t‘comcesc reasons, the .’youth murkcl has
markmc:xgrmncly attractive to mplnlc p_hont‘:
seen g, aS. and _11}ublle phoncs are mcrc}usmgly
» M exciting medium for targeting and

Nlery e
CTacting with young people.

On this basis the amicle

! “Factors Affecting
Consumer Choice of -

= C Mobile Phones: Two
Studies from Finland™ done by Karjaluoto, H

v MMVS 7
nll.ll (2005) 1t was found that the dey clopment
o mobile phones 1s leading the m:

_ irket mto a
sttuation where the basic need, communication.
15 actually broadened to new means of
Interaction and personal digital assistance In
fact, mobile phone evolution will eventually
lead to the convergence of mobile phones and
digital personal assistants (PDAs) With the use
l".lf:a series of focus group interviews (Study 1)
with 79 graduate students followed by a survey
(Study 2) of 196 respondents, it was found that
although the choice of a mobile phone is a
subjective choice situation, there are some
general factors that seem to guide the choices
The two studies show that while technical
problems are the basic reason to change mohile
phone among students; price, brand, interface.
and properties are the most influential factors
affecting the actual choice between brands.

alcami” 4 5

—— —

Usage patterns of and attitude about cell phones
among university students in a mature
market(USA) and a rapidly growing market
(India) was investigated and revealed that
Indian students use mobile phones differently

from their American counterparts
(Chakrabarty, S. 2000).

Another study done by Das, B., Mohanthy, S,
(2007) suggested that age plays a major role in
the purchase decision, while buying a product
or service. An intelligent marketer should
realize that the best results of a product or
service necessarily differ according to the age
of the customer. The work of the marketer
would be easier if he analyzes the minds of
consumers and makes sure what exactly the
members of a particular group want. Youth in
the age group of 20-30 years use cell phones to
the maximum followed by just the elderly
group 1()-40 years. The youn gcnt ;111& the nld‘m
groups have the least choices for the cell
phones.

Subhash Jha (2008) has given a snapshot of
how frequently young pcuplc use lhclr mqhtlc
ohones for several embodied functions of the

{3
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s done on the college

goers aged between 20 and 29 and shaderclitl ;a gnhé
Em how gender, montt_lly \fouchc( a;lnou S
ears of owning mobile phones 10 _uenccl -

usage pattern e. The ﬁn_dm gs sho
that there 15 @ si fference in the usage
e of these three

pattern of mobi

variables.
Singh, J., & Goyal, B.B (20

in the article
Behavior of
Groups, that t
conspicuous in 'co
brand'. This 18 proba

of female consumers o
aspects. Though less significant, yet gender

differences also emerged 10 value added
features' and 'physical appearance’. The female

consumers probably due to their overwhelming
ical appe

cell phones. His study wa

gniﬁcant di
le phones becaus

09) has enlightened
Handset Buying

Different Age and Gender
he gender differences were Very
re technical features' and
bly due to less familiarity
with core technical

orientation to 'phys arance' of handset
do not find 'brand’ as much important as men
of 18-30 years are less

do. Users of age group
price sensitive than consumers of other groups;
rather -they consider !physical appearance’,

'brand', 'value added features', and 'core
technical features' more important than users of
any other age groups. This may be due to the
reason that majority of Indian youth seeks
excitement in the products and also they are
more exposed to new technological
developments than other age groups

particularly mature ones.
B Rajashekhar, N Udaya Bhaskar (2009) have
tried to measure the celebrity impact on the
buying decision of mobile phones. There are
many variables that affect consumer behavior,
such as age, income, gender, geography and
personality. The attitude of the consumer's
changes with demographics in an urban area
},vhile demographics factors do not have any
impact ona semi-urban area.

Maznah Wan Omar et al. (2009) in their paper
titled “Decision Orientations towards
Shopping and Buying among Young-Adult
Malays in the Universities” have attempted to
measure the “general orientations toward
shopping and buying” and samples from

undergraduate students f o |
universities in the norther rro.m Seye,
Malaysia were used. Decision_ggl(?” of y
young adult Malay COHSumcakmg Style U
universities show similarities anrds fro Fof
are Brand Conscious and Price E the s, 6:’0 .-
consumers. Respondents who ca lguals Ua];ls .
universities were all confused befrom larty ;
choices of product available to tg 9 maﬁe
other hand, students whose umem'_On ‘hi.-
situated far from big/large town lik:%m'ty Wag
Utara Malaysia and UiTM Perlis ing; nlverg“y |
they were Recreational-Shopping 'Cates thy |
CONSUMES. €0nscigys

The implications obtained from the £ .
were that socialization and CHViromnlndm
shape the purchasing patterns of Coﬂsum::;t

Mishra, A. A., (2010) has focused in his
«Consumer Decision-Making Stylespaper _
Young-Adult Consumers: An Ind{ind
Exploration,” on the decision-making Sty[eran
young-adult - consumers 5o as to provs'of
‘nformation to marketers interested in :ge
decision-making profile of Indian COHSUmee
and thus enabling them to build their m"*rkeﬁnrs
efforts accordingly. The study has Conﬁnneg
the applicability of the original US
characteristics as well as two new traits specific |

to the Indian context.

Need & relevance of the study:

The learning processes that every consumer '.
goes through would be the determining factors |
(o the decisions a consumer makes when one s '
purchasing a product or paying for a service.As |
the number of product increases and the variety |
of goods available in the stores this helps o |
broaden-up consumer choices. Similarly, with
the availability of multi-component products
and electronic purchasing capabilities not only
it has broadened the sphere of consumer choice,
it also adds complication in making 2 purchase
decision. To have a sustainable growth in the _'
present competitive market, marketer mus! !
know who their customers are, what they think
and how they feel and why they buy particular
brand of mobile phone than any other.
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Rescarch problem:

Normally rescarchers across va
feel that decision-making styles can vary across
cultures. Thus Consumer Style ]

A g nventory needs
some modifications depending

) on the culture of
different countries. The role of the young

especially in consumer decision making should
be defined and examined for several reasong
Young people are ecager to consume, are
conscious of their experience (Sproles and
Kendall 1986). Young consumers are
recognized as a specialized market segment for
a variety of goods and services. The young
within the family often influence family
purchasing decisions. Though the youth market
is lucrative but it is also complex and rhust be
examined carefully. Therefore the present
study has made an effort to understand
consumer buying behaviour through . one
aspect—their decision making style,

Objectives of the study:

Tious countries

o To getan insight into the decision inakjng
styles of young adult Indian consumers
with reference to mobile phone.

e A basic comparison of Sporles &
Kendall's (1986) model of “Mental
orientation characterizing a consumer's

approach to making choices” in Indian
context.

This study provides information to marketers
interested in the decision-making profile of
Indian consumers and thus enabling them to
construct their marketing efforts accordingly.

Research Methodology:
Sampling Design

Asample of young-adult between the age group
of 18-30 years is considered in this research
study. Two primary categories of young people
considered are working youth and non-working
youth. For non-working group, students'
samples picked from the Management
Departments from different colleges of
Bangalore like, Christ University, Amity
School of Business, Welingkar School of
Management, RJS Institute of Management

RVIM Journal of Management Research

Studies, Oxford College of Management. To
choose the sample for this study, convenience
sampling method was used.

For working category, employees of various
reputed organisations are surveyed keeping in
mind the age group which is between 18-30
years. The name of the organisations surveyed
are HCL Technologies, Wells Fargo Bank,
Deloitte, TCS, Verse Innovation, IKYA and
some others organizations in Bangalore.

Sample size:

Atotal of 375 respondents were surveyed witha
structured questionnaire but few of them
rejected because of incompleteness. Mostly
students' form MBA ‘and Final Semester BBM
were included in the survey. First and second
semester BBM students were also asked to fill
up the questionnaire with close supervision.
The data used in this study were collected in
three months period from July to September
2013. Students - from different types of
Institutes, and employees from various
organisations are chosen as the sample should
represent young population of different
financial, educational and social backgrounds.
Respondents were encouraged to give their

honest answers with simple self explanatory
questions.

Data collection Tool:

A structured questionnaire with 235 different
statements with Likert scaled 1 (strongly
disagree) to 5 (strongly agree), was used for the
purpose of identifying the different styles of
decision making. For reliability of the test a

pilot study was conducted and Cronbach Alpha
was measured.

Method of Analyzing Data:

For analyzing data, factor analysis, the
principle components method with Varimax
rotation of factors, was performed to identify
characteristics of consumer decision-making.




Data Analysis and Results:
Scale: Reliability Analysis with a pilot study of 35 respondents

Reliability Statistics

Cronbach's Alpha|  No of Items
0.763 35

The overall statistical results for reliability analysis (overall alpha) of this dimension give 5 value of

0.763 which portrays satisfactory level of internal consistency among the responses iy thic |
dimension. 5y
:|

Demographic Characteristics of Respondents

Group Respondents’ Number of Percentage | i
Characteristics Respondents |
Gender Male 212 597 |4
Female 143 40.3 .
Age in years 18-20 85 239 %
21-23 146 41.1 |
24-26 83 23.4 |
27-30 41 ~ 115
Education(last degree PUCII 78 22 |8
completed) Graduation 190 53.5
Post Graduation 80 225 "
Others 7 2 |
Occupation Student 216 60.8 |
Service 112 31.7
Business 3 0.8 ;
Homemaker 3 0.8 .
Others 21 5.9 ’
Monthly Household | Below 15,000 i 21.7
Income (in Rs) 15001-30,000 121 34.1
30,001-45000 54 15.2
45,001-60,000 26 7.3
Above 60,000 77 21.7
Financial Independent No 188 53
or not Yes 167 47
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current Brand Owned by respondents:

Cureent brandg

Frequency
1

= = o ‘-..;w[;llj'.lllll.

Cureent brand

Most popular brand among young consumers are Samsung, followed by Nokia, Sony, Appleetc.
price of the Mobile handset owned by the respondents:

Desc_riptive Statistics

No. | Minimum (Rs) | Maximum | Mean (Rs) | Std. Deviation
(Rs) (Rs)

Price 355 500 60000 14766.68 11815.949
Valid N (listwise) 355

The penetration rate of mob_ile. phone among youth is 100%, as all of the respondents possess a
mobile handset. Therefore it is seen that mobile phone has become an essential commodity,
especially in young generation. The price range of the handset is from Rs 500 —Rs 60,000,

Who influence In buying declision

40

20

Percent

10

. I 1
o T T T T T T
Tamily e nizers Trimnds Cobely Ay adyeriisemem lealers =all
Bndor sement

Wheo influence Iin buying decislon

Surprisingly most important influencing factor for young population is friend, and even
advertisements endorsed by celebrities have a very good impact in the buying decision of young
people. :
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Factor Analysis:

This mechanism i uscd_lo cxlt
questions is focusing at in orde

ract the components or the d_imcnsions that each of the vari

rto confirm if it is in line with the prcdcﬁncd dimension Iab & g
d 1o gauge the factor loadings for each of e variabics OF QUESHIONS SSiociated wig, éénc[ Sy

b ('.) E’ lf: ( the factor loadings are multiplied with cach of the }'mablcs for CVery regp,, OT thy

ﬁwlmlrl‘::(')]é:::ugc (o be taken for each dimension thus showcasing the true meagyr, for e%i

and ¢ ach

dimensions and ultimately the total construct.
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0812
Approx. Chi-Square 2583.543

Bartlett's Test of Sphericity DI 300
Sige. 0.000

Olkin Measure value of 0.812 showcases the strong S_amplc adequacy depic
t and adequate in carrying out this mechanism. The high sign;f;, n

¢ of .000 is less than 0.05 the accepted and benchmarkeq -
t at least there is one component or factor that can be extracted

The Kaiser-Meyer-
that the samples are sufficien
(since the significance valu
significance level) propels tha

Communalities
No. | Statements . Extraction
I Using mobile phonc to make calls(both STD & local) is cheaper than 707
| using landline — - : —
2 | Itis casy 1o afford a cell phone than to acquire a landline service .625
3 Easy and low cost SMS service is available in mobile phone 517 ___j
4 Maobile phone is the basic priority in lifc. 565
5 Having a mobile phone make me feel safe at any time .545
6 I can communicate with my parents when I am out and they stop 651
worrying about me. =
7 I can communicate with anybody in emergency 086 |
8 Without mobile phone I feel out of the world 631
9 If I miss my phone one day I feel handicapped 698
10 | With the mobile I can arrange any social get together at any time 528
[1 | Ialways keep my phone on. .308
12| For official purpose I always communicate with my mobile. 420
13 | I feel sad if 1 miss even one call. 405
14 | If you have a mobile phone you will never feel bored .524
15 [ Tuse it for playing games, watching videos, or listening to music .628
16 | I use it for accessing internet and for m-services 567
17 | Carrying a latest handset model reflects who I am 564
18 | It’s fun to have a mobile phone 432
19 | To be successful in the world today you definitely need a mobile phone 483 -
20 | I seldom use my mobile for other than making a phone call 532
21 | I'lost my privacy to a certain extent because of cell phone Sl
22 | I often use my cell phone to schedule my appointments .503 j
23 | Itis very addictive __ i858 |
24 | Itdistract me from my important work. 693
25 | I feel awkward if the cell phone rings in public places 475

Extraction method — Principle Component Analysis

In the above table, most of initial communalities are quite high indicating that all the variables share
a good amount of variance with cach other, an ideal situation for factor analysis.

B b
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Total Variance Explained

::;‘:n;; e Initial Eigenvalues Exiraction Sums of Squared Loadings Rotation Sums of Squared LC'E@".Q:‘-—-q
Total | % of Variance | Cumulative % Tolal 9% of Varlance | Cumulative % Total %% of Varlanca Cumulative %

l 5.304 21.216 21.216 5.304 21216 21.216 3.208 12.831 12.831

e 2,038 11.751 32.968 2.938 11.751 32.068 2,613 10.454 23.285

; 1.913 7.651 40,619 1.913 7.651 40619 2.539 10.158 33.443

Y 1.383 5.533 46.152 1.383 5.533 46.152 2.003 8.011 41.453

5 1.143 4.570 50.723 1.143 4,570 50.723 1.744 6.978 48.431

6 1.077 4.309 55.031 1.077 4.309 55.031 1.650 6.601 55.031

7 991 3.962 58.994

8 913 3.650 62.644

9 .889 3.557 66.201

10 841 3.365 69.566

11 794 3.175 72.742

12 756 3.024 75.765

13 705 2.819 78.584

14 644 2.576 81.160

15 579 2317 83.477

16 557 2.230 85.707

17 545 2179 87.887

18 501 2.002 89.889

19 485 1.940 91.829

20 448 1.791 93.620

21 401 1.603 95.223

22 .339 1.356 96.577

23 310 1.240 97.818

24 .290 1.162 98.979

25 .255 1,021 100.000

Extraction Method: Principal Component Analysis$

This output gives the variance explained by the initial solution. This table gives the total variance
contributed by each component. We may note that the percentage of total variance contributed by
first component is 21.216, by second component is 11.751 and by third component is 7.651 and so
on. It may noted that percentage of total variances is the highest for first factor and it decreases
thereafter. It is also clear from this table there are six distinct factors for the given set of variables.
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Scree Plot

5~

Elgenvalue
4

11

o

! T
23 24 25

13-

T L T L 1 L] L) T T
T I 1 1% &7 8 9101 12 13 14 15 16 17 18 18 20 21
Component Number

The Scree Plot gives the number of components against the Eigen values and helps to determine g,
optimal number of components. The factors having steep slope that larger percentage of tota]
variance is explained by that factor. The shallow slope indicates that the contribution to tota]
variance is less. In the above plot, the first six factors have steep slope, and later on the slope s
shallow. It may be noted from the above plot that the number of factors for Eigen value greater thay

one are six. Hence, the ideal number of factors is six.

Rotated Component Matrix"

Component
: 1 } 2 3 4 5 6

PII1 .008 -.036 B 71 .161 262 -.071
PIII2 -.138 .096 757 A 131 -.003
PIII3 .298 .001 649 077 .035 -.025
PIII4 678 .104 284 -.075 .040 -.084
PIII5 448 323 407 -.247 114 -.020
PIII6 .183 192 .373 - 197 .634 .003
PIII7 171 .060 462 -.188 .634 056
PIII8 729 263 -.029 .163 .052 030
PIIIS .797 205 -.078 .106 .034 -.033
PIII10 .621 077 .021 -.004 248 273
PIII11 316 122 120 0 .13s 400 031 |
PIII12 .399 -.023 223 .001 271 370 '
PIII13 285 429 -.157 129 -.150 275
PIII14 301 .593 .079 124 -.043 242
PIII15 .081 761 .018 -.030 204 -.009
PIII16 -.026 .607 161 .047 405 072
PIII17 .141 .545 .281 171 -.288 236
PIII18 .339 .551 -.075 013 .042 072
PIII19 374 .261 o -.043 -.358 361
PIII20 -.002 .063 -.124 129 -.023 704
PIII21 -.097 .018 .094 574 -.203 349
PIII22 .029 .207 -.011 .054 .072 672
PIII23 315 337 -.046 572 104 -.055
PIII24 .031 -.001 -.153 .799 114 131
PIII25 .037 037 252 618 -.165 -.021

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
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Rotation converged in 9 iterations,
HE

This table IS most impo;tanl table for interp
. dicates that the respective variable belon
in maximum is 0.778 which is factor 3; t|
:::f;oﬂd row maximum is 0.757 which is

retation. The maximum in each row (ignoring sign)
g8 to the respective factors. For example, in the first row
is indicates that the Q1 contributes to third factor. In the

again factor 3, Q2 contributes to factor 3, and so on.
Results of exploratory factor analysis:

pactor and item description (a)

Factor loadings
Factor 1: Absolutely dependent & think it's a necessity in modern times

pa-Mobile phone is the basic priority in life,

0.678
p5-Having a mobile phone make me feel safe at any time 0.448
p8- Without mobile phone I feel out of the world 0.729
p9- If I miss my phone one day I feel handicapped 0.797
p10- With the mobile I can arrange any social get together at any time 0.621
p12- For official purpose I always communicate with my mobile. 0.399
P19- To be successful in the world today you definitely need a mobile phone 0.374
Factor 2: Contemporary, recreational and M-service users
P13- 1 feel sad if I miss even one call. 0.429
P14- If you have a mobile phone you will never feel bored 0.593
P15- T use it for playing games, watching videos, or listening to music 0.761
P16- 1 use it for accessing internet and for m-services 0.607
P17- Carrying a latest handset model reflects who ] am 0.545
P18-It's fun to have a mobile phone 0.551
Factor 3: Price-value conscious Consumers
P1- Using mobile phone to make calls (both STD & local)
is cheaper than using landline 0.778
P2-Itis easy to afford a cell phone than to acquire a landline service 0.757
P3- Easy and low cost SMS service is available in mobile phone 0.649
Factor 4: Negative opinion holder
P21-Ilost my privacy to a certain extent because of cell phone 0.574
P23- It is very addictive 0.572
P24- Tt distract me from my important work. 0.799
P25-1 feel awkward if the cell phone rings in public places 0.618
Factor 5: Safety & security conscious consumers
P6- I can communicate with my parents when
I'am out and they stop worrying about me. 0.634
P7-1can communicate with anybody in emergency 0.634
P11- T always keep my phone on. 0.406
Factor 6: Functional users
P20- 1 seldom uge my mobile for other than making a phone call 0.704
P22-T often use my cell phone to schedule my appointments 0.672
RVIM Journal of Management Research
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Conclusion:
great role In consumer

because they are at an age
ave the capability and are
making decision of their

own in terms of what, how, when and where ?th
buy. Even withinsuch a small age group (18-3
years) of cell phone user&_;——tl}ere are 513
distinct groups in rattitudes towar

terms of thel
their cell phone usage and in terms qf the levels
of integrating cell phones into their lives.
The first group shows a similarity 1in t}le
decision orientation and they give lot of priority

to the mobile device, they feel handicapped
| use mobile phone to

without it, and they | .
arrange any social meeting. They are so much
y feel out of the world

dependent on it that the :
without it. Carrying a mobile phone gives them
some sort of security. This group of respondents

can be termed as “Absolutely dependent &
think it's a necessity in modern times

consumers’

Young people do P2y @

decision making
level, where they h
economically able 1n

part of their lives.

The second group consists of a Jarge number of
respondents who see mobile phone as a source
of fun and entertainment. They use it for
accessing internet, downloading games and
music, videos, and they have a lot of hedonistic
pleasure associated with it. They are also
majority user of Mobile-commerce. For the
mobile phone manufacturer and marketers this
group of consumers form an attractive market.
Since they value the latest model and other
features, most of the companies are targeting
this group with all the latest feature and
technologies. This group could be coined as
“Contemporary, recreational and M-service

users”.

Consumers with particularly high
consciousness of sale prices and lower prices in
general, who use mobile phone as they think it
is a cheaper option of connecting people than
the landline. Mobile phones are more
affordable and low cost SMS services arc an
added advantage. This group's name was given

s Mobile phone is a valuable item
which they carry all the times and its an integral -

as “Price-valueconscious Consume

T "
A group of consumers fee| p S
actually disturbing their works th0~b”e bhe
lost to a certain extent due to i’t aildr fivacy",c |
feel awkward if mobile ringg P i the %’s '.
Some of them find mobile phg hc. ﬂces i
addictive. This group ofresp()ndemsne is "Erg |
as “Negative. opinion holder”, Itar}“-te o
challenge for the mobile companieg ¢ 15 3 iy
them a loyal customers. 0 Conyey :
|

There is a group of respondents terp,,
“Safety/security conscious” who fing e g |
phone can be used in emergency ang ?ob_l]e l
members can contact them through it Wheamlly |
they feel anxious. It gives them a khrllgver |
security. And cell phones are not of‘
integrated into their lives and they carry llllclg

~ case of emergencies and for safety reasong

The last group of consumers is calleq , | |

«Functional users” as hardly they uge this ||

device for anything other than making a ca]| oi 1

schedule an appointment. ] 1
|

The three groups “Price-value conscious |
Consumers”, “Functional users” an{
“Negative opinion holder” gives less
importance to mobile phone. They use mobile
phone as it is cheaper than landline or
convenient to use. Few even hold a negative
opinion about the mobile phones, as it is |
distracting from work. Different mobile phone

companies should find new ways to convince |
them so that they integrate mobile phone as part

oftheir lives and become habitual users.

Towards sustainable growth:

This present study has classified the general
consumer decision making characteristics of
young-adult Indian consumers. Some
similarities and differences both in factors a3 |
well as individual item loadings were found |
between the Indian consumers and other
countries. It shows variation from Sproles and
Kendall (1986) buying characteristics. Thus, it
has emerged from this study that the Consumef
Style Inventory is sensitive to the cultural and
economic background of the consumers. In
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i words. it can be said that consumer
gecisi(’"'makmg styles are culturally
Jependent:

e profile 91‘ consumer decision-making has a
broad application 1n the ﬁeld_of consumer
behavior. lnfprrqah()ﬂ on _CSI will be of much
- for organisation targ'etm gyoung consumers
in Indian Markets. It will be beneficial for the
marketers 0 segment and target the young
ndian market, especially _for mobile phone.
Apart from a representative sample of the

opulation, specific consumer groups (say for
example the elderly or rural or less educated)
can be targeted for the development of the
scale. Additionally, consumer decision—making
in various product categories can also be looked
into. Information on young-adult consumers'
decision-making style will be of much use for
organisations targeting Indian markets. It is
very much likely that consumers scoring high
on certain decision making characteristics will
be having clear needs associated with those
characteristics and thus, will enable marketers
to target and segment them. Researchers can
add these decision-making characteristics to
their existing inventory of psychographic and
lifestyle studies.

To have a sustainable growth in the present
competitive market, marketer must know
who their customers are, what they think
and how they feel and why they buy a
particular brand of mobile phone than any
other. The Indian telecom sector has grown
leaps and bounds in the last decades. The
mobile phones are progressively becoming
cheaper and affordable for people in the
country with the increase in disposable income
that improves the quality of life in India. Young
people are tech-savvy , fashion conscious and
love to explore with different brands and on the
other hand there are huge options of different
handsets with the access of internet, new
schemes, and technology advancement has
resulted in more and more consumers to switch
to new mobile phones. The varieties of
different models of mobile phone in the market
helps to broaden-up consumer choices and

along with that different methods of shopping
add complication in making a purchase
decision. The cellular companies are also
aggravating the situation by introducing latest
mobile phone models having attractive features
and Internet services facility. Every single
cellulz}r company is trying hard to keep their
share intact as there is a cut-throat competition
among different companies as well as different
models of same company. As the young people
have a great tendency to switch to a new phone
Just for hedonistic pleasure or to acquire a

Innovator” status it is absolutely necessary for
the mobile companies to understand their
customers and their buying decisions. In our
present study it was observed that with in a
small age group (18-30years) there are six
different types of consumers based on their
mental orientation characterising decision
making choices. So it's a challenge to the
marketer how well they would be able to
provide the desired products to the consumers
and get the maximum satisfaction from them. If
a company can acquire the competitive
advantage that is long term and stable by
creating products that cannot be duplicated or
imitated by other firms , they will be the market
leader with a core competencies, as we have
seen in case of Apple Inc. But as we know Core
competencies are not constant. They tend to
change as the organization changes as well as
with time. With the advancement of technology
no single company can claim that their products
or technologies cannot be duplicated easily.
Therefore, it's important that the competencies
are flexible and not etched in stone. Finally it is
concluded that the Hamel and Prahalad (1989)
strategies through which any company can
achieve a sustainable growth by the flowing
three factors:

o Provide potential access to a wide
variety of markets.

e Focus on the perceived value with
which a customer measures a product.

e  Makes it difficult for competitors to
duplicate.
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AN INVESTIGATION OF COGNITIVE DISSONANGE AMONGST CUSTOMERS
VISITING SUPER MARKETS IN HYDERABAD CITY

Abstract:

The theory of "cognitive dissonance " is of great importance

interest in analvzing the post purchase behavioy exy

T. Navaneetha*
Dr. B. Vijayalakshmi**

mconsumer behavior and Marketers have lots of

s ‘ erienced by consumers. This paper has explored the
esence of dissonance among the customers visitin

markets visited, frequency of purchase, expectations o
wlf confidence. sales persons persuasion and the
‘w‘é:‘n'nu super markets. Mean. Standard den

8 super markets and analyzed the influence of super
feustomer, importance of the product being purchased,
Cost of purchase on dissonance among the customers

’ et e 1ation and !mvm'rv.g:'u.v.w‘mrmm'.\'cm-hc:‘nguscd:'n analyzing the
data. Results show the presence of dissonance among the customers after the purchase.

Key Words: Dissonance, frequency of purchase, selfconfidence, stores visited, sale

Introduction:

People tend to seek consistency in their beliefs
and perceptions. So what happens when one of
our beliefs conflicts with another previously
held belief? The term cognitive dissonance is
used to describe the feeling of discomfort that
results from holding two conflicting beliefs.
When there is a discrepancy between beliefs
and behaviors, something must change in order
to eliminate or reduce the dissonance.

Cognitive dissonance is a discomfort caused by
holding conflicting cognitions (e.g., ideas,
beliefs, values, emotional reactions)
simultaneously. In a state of dissonance, people
may feel surprise, dread, guilt, anger, or
embarrassment. The theory of cognitive
dissonance in Social Psychology proposes that
people have a motivational drive to reduce
dissonance by altering existing cognitions,
adding new ones to create a consistent belief
system, or alternatively by reducing the
importance of any one of the dissonant
elements. An example of this would be the
conflict between wanting to smoke and
knowing that smoking is unhealthy; a person

S persons p(’!'.\‘“(l'.\‘ﬁl”

may try to change his feclings about the odds
that he will actually suffer the consequences, or
he might add the consonant clement that the
smoking is worth short term benefits. A general
view of cognitive dissonance is when one is
biased towards a certain decision even though
other factors favoran alternative.

Cognitive dissonance can be defined as the
uncomfortable tension or feelings that occur
when we hold conflicting thoughts, attitudes or
beliefs. Cognitive dissonance theory warns that
people have a bias to seck consonance among
their cognitions. According to Fastener, we
engage in a process he termed "dissonance
reduction", which he said could be achieved in
one of three ways: lowering the importance of
one of the discordant factors, adding consonant
elements, or changing one of the dissonant
factors. This bias gives the theory its predictive
power, shedding light on otherwise puzzling
irrational and even destructive behavior.

Cognitive dissonance is involved in shaping
our views about people, as well as our own
identities. For instance, Sclf-evaluation
maintenance theory suggests that people feel
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dissonance when their cherished skills or traits
are outmatched by close social ties (€.8. Jill, the
painter feels dissonance because she is friendly
with a master painter - Jill can either carc less
about painting. or justify her inferiority in some
other way). Balance theory suggests that people
have a general tendency 0 seek consonance
between our views, and the views oOT
characteristics of others (e.g. the religious
believer feels dissonance because his partner
does not believe the same thing - dissonance
which the believer will be motivated to justify).
People may self handicap so that any failures
during an important task are easier to justify
(e.g. the student who drinks the night before an
important exam in response (o his fear of

performing poorly).
Review of literature:

Douglas R.Hausknecht and etal( 2009, pg 1-9)
differentiated the cognitive, emotional and
behavioral aspects of dissonance and described
the relationship with other purchase decisions.

Mohammed Ul Hassan khan and Muhammad
Yusuf (2012, pg 1-10) said that consumer
behavior can be reviewed in three phases: 1.
Predecisional determinants of product
preference 2. Post decisional determinants of
product preference and 3. Information seeking
behavior. The first two areas generally support
the dissonance based predictions, while the
third generally falls to support the predictions.

Mc.Guire (1996, pg 1-7)) inhis study discussed
six ways by which inconsistency in a customer
can be created. They are: Simultaneous
occupation of two or more conflicting social
roles, job demands, leisure time, time for
attending the other issues and search and
comparison effects between two or more

products.

Oliver, Richard.L (1997,1-15) reviewed the
free choice version of dissonance, which he
characterized as having lain dormant for some
time. They said that dissonance concept is
stretched to the two third of the satisfaction
process. The cognitions and feelings mutate

into true dissonance after the decision ig

with use and’ experience, the qunm:l:?'
dissipates and yields satisfaction Ce
dissatisfaction. Or

Oshikawa S (1969, pg 44-49) stated (hy
dissonance exists under the following 3
conditions: 1. After making an important ang
difficult decision 2. After being coerced 1o sqy
or do something, which is in contrary to privage
attitudes, opinions or beliefs. 3. After being
exposed to discrepant information.

Shih Yung Chou (2012, pg 199-204) explored
that consumers experience a greater
inconsistency between their internal beliefs of
an online retailer and online reviews about the
online retailer that exists. A consumer will
make the purchase decision based on his/her
internal beliefs when a cognitive dissonance is

experienced.
Tarun Kanthi Bose (2012, pg 1-31) explored

the factors that create cognitive dissonance in
consumer buying decision making particularly
among the consumer goods purchasers. He said
that several factors are influential in creating
cognitive dissonance among the customers of
consumer goods. Some of them are norms,

family status, religious value, customs and
beliefs.

Thomas Salzberger and Monika Koller (2010,
pg 5-11) studied the relationship between
dissonance and their impact on loyalty and
consumer behavior. It is found that the two
components of dissonance like cognitive
components and emotional components are

significant.

Uzma Hasan and Dr. Reshma Nasreen (2012,
pg 7-12) explored the implications of cognitive
dissonance on varied aspects of consumer
buying behavior and the factors leading 10
dissonance and prior to it. They argued that
higher the degree of purchase involvement the
lesser would the dissonance level. The more
time the consumer devotes to the purchase
decision, the lesser would be the dissonance.

58]
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qmtcmcnt of problem:

Undcrsmnding the behavior of consumers after

Lonsume the Produc_l orservicesis akey to
f Jlate strategies 'WhICh help retain target
. JSumers. Onc major reason for consumer
Jofection is the dissonance formed among the

(SumCTS who purchase newly. More the
- ensity of dissonance, more are the chance for
mlslomcr dissatisfaction. Hence, ap
ﬁ;dcrstanding of how affirmative the
customers arc after they purchase a product or
qervice is important to develop satisfied and
loyal customers. E_very organ}zanon has to
pave data about their customers post purchase
behavior. Hence, the present study is conducted
for understanding the customers' post purchase
dissonance levels among customers visiting
Supermarkels‘

Objectives of the study:

1) To study the presence of dissonance

among customers visiting super markets
in Hyderabad.

2) To study the influence of stores visited,
frequency of purchase, expectations,
importance, self-confidence, sales person
persuasion and cost of purchase on
dissonance among customers visiting
super markets.

Sample and data:

The location for the study is restricted to the
selected super markets in Hyderabad city. The
criteria for selection of the respondents for the
study were the customers who visit the super
markets to buy any of the products. The total
sample size comprised 150 customers. For the
purpose of this study, a quantitative non-
probability convenience sampling design was
used to assess the dissonance in the customers'
minds. The customers who visit super markets
in Hyderabad city such as Mart super market,
Spencer's super market, Ration wala, More for

you and Reliance fresh are considered for data
collection.

Data collection was carried out with the prior
permission from the customers, to spend few

minutes of time with the questionnaire. Some
of the respondents were interviewed by asking
the questions while they were purchasing the
p_rqd}lcts. Good rapport with the customers
visiting the super markets was established by
giving introduction about the objective of the
study, importance of their co-operation and
smcell'e responses before administrating the
questionnaire. The too! used for the primary
data collection is a structured questionnaire
}vhich consists of 18 questions designed to
identify the cognitive dissonance. All the
questions are closed ended. Questionnaire is
an agreement-disagreement scale carrying 18
statements on a 5 point likert type scale.

Data analysis and discussions:
Table: 1: Sample demographics (Page No. 62)

T:able: 2: Perception of post purchase
dissonance (Page No. 63)

Table: 3: Customers concern about purchase
decision (Page No. 64)

Table: 4: Presence of post purchase dissonance
(Page No. 65)

From the above table we can identify the

presence of dissonance among customers at
three instances :

1. Even though the customers are
comfortable with the purchase decision
they have made, there is uneasiness
among customers with regard to their
purchase decision.

2. The customers are seeking support by
talking to their friends and family about
their purchase decision.

3. Customers are also seeking support from
published data about the purchased brand.

Factors influencing post purchase
dissonance:

In order to study the factors which have
influence on post purchase dissonance, stores
visited, frequency of purchase, expectations,
importance, self-confidence, salesperson’s
persuasion and cost of purchase are considered
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as independent variables. A sc‘or::r [02 P;’(;’;
purchase dissonance s cal(,u.glalc' o
individual cases in the sample. 'I:h!.‘, bL(‘JI'.L ;:
post purchase dissonance is _conmdcr)c’d :1; ilO;
dependent variable. A Lincar r(]._l_s:rc;. n
analysis is carried out to study the ¢ ang:js. ;
influencing intensity of the independen
variables on dependent variables.

Linear Regression analysis:
Model Summary

The standard approach for dcscri'bing', the
relationships in this problem 1Is linear
regression. The most common measure of hmf/
well a regression model fits the data 1s I%Z. Th.IS
statistic represents how much of the variance in
the response is explained by the weighted
combination of predictors like support of the
respondent, uncertainty of the respondent,
expected satisfaction anxiety of the respondent
and forced compilation. The closer R2 is to 1,
the better the model fits. Regressing consumer
dissonance on the five predictors' results in an
R2 of 0.528, indicating that the approximately
52% of the variance in the consumer
dissonance rankings is explained by the
predictor variables in the linear regression
(Table 5, Page No. 66)

ANOVA

There is a good association between consumer
dissonance and the various aspects like support
of the respondents, uncertainty of the
respondent, expected satisfaction, anxiety of
the respondent and forced compilation (Table
6, Page No. 66)

Coefficients

The values of coefficients reflect the amount of
change in the predicted preference ranking.
Using standard cocfficients, interpretations are
based on the standard deviation of the
variables. Each coefficient indicates the
number of standard deviations that the
consumer dissonance changes for a one degree
change in predictor, while all other predictors
arckept constant (Table 7, Page No. 66)

(60—

Suggestions:

. Even though the custome,, |
comfortable with the purchase de;l'm
they have made, there i uﬂ%:;;.rm
among customers with regard ""“"tt;m

purchase decision. Such “"t:ar-;m“m

among Customers can be redyee d

providing testimonials of the

products.

Cis
purcha.-,ed

2. The customers are secking suppon
talking to their friends and family abogy
their purchase decision. This means that
customers visiting and purchagj,
products have doubts about their purchage
decisions. Such doubts can be reduceq by
showing advertisements wherein ke
friends and family members of the
customer are assuring the customer aboy
his/her choice of selecting the super
market when purchase decision has tg be
made.

3. Customers are also seeking support from
published data about the purchased brand,
Hence, provide such information by way
of third party certifications about the
quality of the products/services from the
super market and assure the customer that
only quality products and quality brands
are sold in the super market.

4. It was found that, as customer
expectations increase, there are higher
chances of dissonance among them.
Hence, set up a customer feedback system
that provides data about customer
expectations which can be helpful in
fulfilling those expectations.

5. It was also found that persuasion by
salespeople has negative impact 0D
dissonance. Hence, it is important that
sales people do the sales probing in such2
way that assures customers of ther
purchase decisions.

Conclusion:

Cognitive dissonance with regard to consumers

Vol.5, Issue 2, PPS7-66, July - December 2013




: i

wing @ greater role especially with regard
is sho Super markets. As more number of super

o the s are being established throughout the
n}ﬂfkea e observation and competitive
city ting strategies have to be designed in
marke - Dreiain the customers. The value to
rder ors interested in exploring post

garch S i
g phenomena such as dissatisfaction,

chase . .
Errnpiﬂi“‘ behavior and negative word of
couth, helps in getting more satisfied
11:lstcsmers. Rescarchers interested in modeling
¥ ¢ consumer dissatisfaction process may place
g;eatervalue.
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1Ast of Tubles:

[

Particulars

Ciender

Ape

lducation

Employment

Tuble: 1: Snmple demographics

Category

Female

Male

Less than 28 years
2534 years

35-44 years

45-55 years

35 years and above
literate

Below matriculate
Matriculate
Graduation

Post graduation

Private scctor
Government sector

Self employment

Frequency Percentage
04 42.7

80 13

16 10.7

32 413

S0 33.3

29 19.5

23 15.3

3 _ 20
0 4.0

43 28.7

72 48.0

26 17.3

72 48.0

43 28.7

35 23.3
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ables 2 1 Poreeption of post purchage dissonance:

‘w"n“m Attrihntes requency | Percontage | Mean | Standard
i deviation
e BE ks RITORRChkrey | 3 20 o2 [0k2s
P Dingren | 0.7
e Neutral o 453
Apreo 54 1.7
Stronply apree 2y 153
plensed! with the  way | Neutral ClasT T 300 13,0400 (07348
oot 1ﬂu‘vlmm.\:l Apreo 6" 16.0
pe Swonply npree | 36 2.0
t'mulmmhuui.\f Wil the [ Newral {48 {320 [4.020 |0.814
e devinfon Apree 51 34.0
L Strongly ngree 51 4.0
LInensy phout the i\ﬁ?ﬁhﬁﬂlﬂ _l)-i.HTl[;I'UU—"__ T2 1.3 4033 | 0.8388
Jocision Neutral 44 293
Agree 51 4.0
Strongly ngree 53 15.3
Wight ~choiee “when 1| Strongly disagree | 1 0.7 4.0133 | 0,785
l“,,-‘.m-..qu-.l this product Neutral 39 26.0
Agree 66 44,0
Strongly agree 44 29.3
-l,;.:,'l;l‘T‘];T"Tu-ﬂautsc this | Disagree 1 0.7 3.906 | 0.780
product agnin Neutral 50 33.3
Agree 61 40.7
Strongly agree 38 25.3
Good deal when 1| Disagree 1 0.7 3.853 [0.736
purchased this product Neutral 50 33.3
Agree 69 46.0
Strongly agrec 30 20.0
Do o good job of meeting | Neutral 54 36.0 3.846 | 0.739
important needs Apree 65 43.3
Strongly agree 31 20.7
I have made a wise choice Strongly disagree | 1 0.7 3,833 | 0.78
in my purchase Disagree 4 2.7
Neutral 42 28.0
Agree 75 50.0
Strongly agree 28 18.7
Probably pick up a Strongly disagree 1.3 3.893 | 0.828
consumer product to make | Disagree 1.3
sure ol the product Neutral 42 28.0
Apree 68 45.3
Strongly agree 36 24.0
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Tabler M Customers concern nhout purehase declslon;

[ Particulars
!

Stores visted betore visitingg this

CSuper maket

|
|
|

CEregquency of purchase

[

|
CLapectations on retatler

J

Product importance
|
|
|
|
i

| Stores visited  after visiting  this

| Super market

|
|

Sales persons persuasion

Confidence about the product

-

(64—
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Attributes lrequency Percentip,
None i 20,7
[ 1o 0ty 44.0
V1o d i 22,7
Maore than 4 1Y 12,7
Onee or twice o week | 24 I
Onee or twice a month | B8 8.7
Onee a year 2 16
| ess than one yeat | 03
Below averape I3 8.7
Average 5] 35.3
Higher than average 02 41.3
Very high 22 14.7
Notvery 26 173 |
Shightly 57 38.0 ll
Very 34 22.7
extremely 33 22.0
One (7 7Y B—
2orl 53 353 |
dors 41 27.3
More than 5 20 13.3
Not casily at all T L , _\
Slightly 43 28.7
Very casily 61 40.7 ! 3
Extremely 33 22.0 : "
Not very - [73 |
Slightly confident S 338 "
Average 53 35.1
Very confident 35 23.2

e ————— il j

|

_—

J



Exp‘-“-'wd

qtisfaction

Anxicty

Stn_t;ment

I. 1 feel that 1 will be happy with the

purchase I have just made from thig Supe
r

market.
2. I'm sure that I'1l be pleageq with the way

product purchased from thjg Super Market
<

performs well,

3. I'm comfortable with (he purchase

decision from this Super market I’ve just
made.

4. I’'m uneasy about the purchase decision

from this Super market that just made,

Uncertainty

5. I'm confident that I’ve made the “

3.94

4.02

4.03

——

Dissonance

—

Absent

Absent

Absent

Present

right”
choice when I purchased this product from

this Super market.

4.01

Absent

6. 1 would probably purchase this product

again in the future from this Super market

only.

3.90

Absent

7.1feel that I got a “good deal” when 1

purchased this product from this Super

market.

3.85

Absent

Forced

Compliance

8. This Super market and its products will
probably do a good job of meeting my

important needs.

3.84

Absent

Support

9. I’ll probably talk to my friends or family
to ask them if they think I've made a wise
choice with my purchase from this Super

market.

3.83

Present

10. I would probably pick up a copy of

3.89

Present

Consumer Reports to make sure the product

or brand | just bought from this Super

market received high ratings.
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Table: 5 : Model Summary
% ' " A1 ‘ J S Y " .
Model R R Square Adjusted R Square Std. Error -
‘ e
Estimate

l 727 S28 o *-TW
IRRPAL
&
spondent, uncertainty of the respondent, expected satsfaction, "”m

) Yo

the respondent, forcad compilation.

Prodictors: (Constant), support of the re

Table: 6: ANOVA

Model Sum of Squares Df Mean Square I Siﬁ
Regression 17.777 5 3.555 32.233 000"]
1 Residual 15.883 144 110
Total 33.660 149
a. Dependent Variable: consumer dissonance
b. Predictors: (Constant), support of the respondent, uncertainty of the respondent, expected satislaction, anxiety of the
respondent, forced compilation
Table: 7: Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) -2.215 454 -4.875 000
Expected satisfaction 299 .050 353 5.955 000
Anxiety of the respondent 355 053 401 6.681 .000
uncertainty of the respondent 251 064 230 3.951 .000
forced compilation 281 062 315 4,531 000
support from the others 240 058 286 4.141 000
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VESTIGATION OF ASSOCIATION AMONG FIVE MARKETING MIX
M EMENTS AND BRAND EQUITY: EVIDENCE FROM INDIA

Syed Irfan Shafi*
Dr. C. Madhavaiah**

Ab.\“ﬂ‘ acl:

4 rkeling CO!?'”?””f‘C‘.mo’f ! (JE"‘f_C) ;3 ?}ne of the major dt?\.ffces for firms in order to establish brand
Ejﬁcii’”;, firms: This paper aims fo m\;s 'g‘: "i. :e e]fﬁ’” of marketing mix on brand equity in mobile phones
i e nong young CO’”“""e'& i Sia o c;ca population consists of consumers fromKashmir.The
Joma™" cample svolves 11 6c0nsume:‘s se EC*':? from a city of Srinagar/Kashmir and they are asked to reply
ﬂ,sprr{‘f P on Likert pased. T {re da{a were collected b.]{ the s{ruc'rured questionnaire. According to the research
(,'H‘“'”Omm' model, the re!anonsh't;? between marketing mix dimensions such as (Price, Store Image, Brand
concel Bjsn'fbu”"’” and Adlfemsmg) and Brand equity Dimensions Such as (Brand Awareness, Brand
Name: 2 perceived Quality cm.d and'Loya!!y) was investigated. Data were analysed with the help of
: Product and service Solutions), Pearson's correlation analysis and regression analysiswere
e i analysis mm{ results showed tha.r or.‘lt‘q}"aa’l mgrke!fng mix elements tested in study,advertising,
;zsffdf 2l e and distribution have the most significant effect on brand equity. Companies by utilising these
Store ;f(,:(facffﬂ‘s) can succeed more in present competitive marketplace.

rate ‘ .
4 Market; Mobile phone; Brand; Consumers, India

Keywords

[ntroduction product agd .pricing strategy but it is of

The market for mobile phones 18 increasing at a lmment§e 51]gmﬁcan0e to ha;e a broa(fl banél of
.4 pace all over the world and emerging promotiona programmes. case 0 HTC, a

rapid P leading multinational organisation is not able to

country like India is also witnessing a two digit
growth in the numbers year on year. It is
evidence that number of national and

make position in Indian Market, and beside
they have quality products and good service
offerings but they fail due to the miserable

international companies are paying interest to
set their position in this emerging market,
Mobile cellular industries like Nokia,
Samsung, LG, Sony Ericsson, Motorola and
some other local companies like Micromax,
Karboo, spice, etc. and Mobile cellular service
providers such as Airtel, Reliance, Tata idea,
BSNL and others.

Both Mobile handsets as well as Mobile
cellular providers perceivehigh competition in
price and proposingfascinating advertising
actions is also same to all the players.
Promotion plays a vital role in making or
breaking a brand. It is not enough to have good

promotionalapproaches. Brand building is one
of the best ways of doing business. A successful
brand building gives a powerful competitive
position to the producers and increases the
power of retailers. It can also act asa defensive
factor to protect market share in front of
competitors. Brand is one of the most important
intangible assets in today's enterprises and in
many cases; an enterprise is mostly valued
mainly based on its brand. During the past few
two decades, there have been numerous efforts
to measure the impact of brand on customer's
purchasing intention (Lee & Back, 201 D).
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Purpose of this study is to investigate the effect
of marketing mix on brand equity in mobile
phoncs among young consumers.According 10
(he rescarch conceptual model, the relationship
between marketing mix dimensions and Brand
equity Dimensions was investigated.

Literature Review

Aaker (1991) mentioned brand equity isasetof
brand assets and liabilities linked to a brand, its
name and symbol, which add to or subtract
from the value provided by a productor service
(o a firm and to that firm's customers. Brand
equity is a multidimensional concept. It
consists of brand loyalty, brand awarencss,
perceived quality, brand associations and other
proprictary brand assets. Farquhar (1990)
contends that brand equity to a consumer
follows from a positive evaluation of, or
attitude toward, the branded products.

Yoo, Donthu and Lee (2000) recognized that

brand loyalty, brand

perceived quality,
the

awarcness and brand associations arc
common dimensions of brand equity.

Brand loyalty

Aaker (1991) cited brand loyalty as the
favourability or strength of a brand created by
the customer's satisfied experience of use and
way to determine Loyalty,

purchases a direct
Javiour, is to consider

especially habitual bel
actual purchasc patterns. Among The measurcs
that can be used are: repurchasc rates, per-cent
of purchase and number of brands purchased.
The brand loyalty of existing customers
represents a strategic asset that, ift properly
managed and exploited, has the potential to
provide value in several ways: reduce
marketing costs, leverage trade, and attract new
customers-brand awarcncss createdand
reassurance to new customers-time (o respond
to Competitive treats. Aaker,(1991)

Perceived Quality

Zeithamal (1988) definesperceived  qugy,
as"the consumer’s judgment about a I’“*dut,?
overall excellence or superiority. l‘crcc“m;
attribute observed and understogg
rs- may it be about a product g
( has been defined g
overall quality g
tives and with

quality is the
by the consume
services providers. |
customer's perception of
service compared to its alterna
respect toits intended purposc.

Brand Awareness

Keller (2003) defined brand awareness
well a customer identifies the brand under
different conditions. The depth (the case of
and brand recognition) and Breadth
(number of purchasc and consumption
situations) of recall s crucial in brand

awareness. Keller further argues that positive
ss would have

as how
recall

brand image and brand awarenc
significant influences on marketing activates
related to the brand of product,

Brand Association

Aaker (1991) defines brand associations as
inked in memory to a brand®, and

"anything 1
f brand associations,

brand image as "a sct 0
usually in some meaningful way." Aaker

categorized brand associations in tolltypes:
product attributes in tangibles, customer
benefits, relative price, use/application,
user/customer, celebrity/person, life
style/personality, product class, competitors
and country/geographicarca.

Marketing mix Elements

Marketing mix Elements is combination of all

the promotional tools which organisations are

using in order to promote their products and

services(Yoo, Donthu and Lee, 2000). The
present study also examined customers
perception and behaviour of selected five
marketing mix tools such as Price, Store image,
Brand name, Distribution intensity and
advertising. -
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Price
An pmount that the costomer 1y willing (o pay in

-—

—— . N T .. A

“h to obtim o valuable product NSt l”\’
conadered o be bused on - the concepts of
money, butitean be exchanped with any other
ciluable thingss Customers are ntilising price
¢ indieator of producet quality the more (he
|lll"«“|‘| cost the more vustomer IWILL‘I\C it
durable and worth, Tt s also sugpested that
consumers not only pereeive price as o sign of
expense butit ialso talks about product quality
and - excellence, The relationships between
price and productquality received a substantial
amount of attention by marketing rescarches,
particularly since the mid-1980s
(Scitovsky, 1945),

Store Image

Includes features such ag physical
cnvironment, service levels and quality of
goods.(Baker etal, 1994; Zimmer and Golden,
1988).Srivastava and Shocker(1989) indicated
that the importance of channel design and
Management as a marketing tool for inc reasing
brand cquity is growing. In a Distribution
channel, retatlers encounter a firm's ultimate
consumers. Selecting and managing retailers is
thercfore a firm's major marketing task in
satisfying - consumers' needs. In particular,
distributing through good image stores signals
abrand has good quality.

Brand Name

Brand Name is the term sign or symbols that
differentiate product and service from
Competitors (American Marketing
association). Centuries ago brand was
implemented to distinguish an individual's
cattle from another's by putting a burned
symbol in to animals skin in order to identify it
casily, and was consequently used in
commercial, advertising and marketing.
Correct brand name leads a company in to high
edges results high sales not only particular

RVIM Journal of Management Research

product but whole products associated with the
brand (Aaker 1991)

Distribution

Distribution is where business sells its products
or services and how it gets those products or
services to your customers. It is most important
clement because only customer will attract with
the product once the product is available. In
present market scenario were competition is
very high only organisation will achieve their
hlgh market share if their distribution intensity
is high. Distribution is regarded as intensive
when products are placed in a large number of
Stress estocover the market. Consumers will be
more satisfied when a products available in a
great number of stores because they will be
offered the product where and when they want
it. (Fens ,OliverandK luyver1989)

Advertisement

Advertising means communicating message it
is introducing something into others or faking
something is good or bad. It includes visual and
verbal messages which is promoting an opinion
with the product from a source through
advertising channels to all the society and will
spend money for it. Advertising rescarchers
find advertising is successful in generating
brand equity. (Boulding, LeeandStaelin, 1994)
Simon and Sullivan (1993) find a positive
effect of Advertising spending on brand equity.
Cobb-Walgren, Beal and Donthu (1995) find
that spending on advertising has positive
effects on brand equity and its dimensions.
Advertising is an important extrinsic cue
signalling product quality.

Figure 1 shows present study framework
“influence of selected Marketing mix elements
on brand equity”.

(=]
w



Rrice R\ 7 Brand
\\ Awareness
Store Image
3 Brand |

Association '™\l overall

Brand Name | ' Brand

Equity
Perceived
Distribution Quality
.. Brand
Advertising Loyalty

Figure 1: Hypothetical Framework
Research framework of study has been e« To identify the factors influencing

developed on the basis of previous theoretical
and empirical research works already done in
similar ficld. In order to check the fitness of
study framework (Mentioned Below)
hypothesis was developed to examine the
relation between selected five marketing mix

selected marketing mix on four
dimensions of brand equity.

o To examine the relationship among
dimensions of brand equity to overall
brand equity.

elements on overall brand equity. o To find out l';he relation betwegn overall
) brand equity and marketing mix

Hypothesis: strategies.

H1:Association among Marketing miX  Research Methodology:

elements (price, store image, Brand name

Distribution intensity, advertising and brand Descriptive research was opted to identify the

equity dimensions (Brand awareness, Brand
association, Perceived quality, Brand loyalty)
is positive.

H2: Association among brand equity
dimensions (Brand awareness, Brand

association, Perceived quality, Brand loyalty)
and overall brand equity is positive.

H3: Association among Overall Brand equity
and marketing Mix elements is positive.

Research objectives:

The major objective of this research is to study
the influence of marketing mix elements on
brand equity. The secondary objectives are

means and standard deviation of variables
under study. The main purpose of this research
is to examine the factors influencing marketing
mix elements on brand equity in mobile
segment in Srinagar, Kashmir. Different
statistical methods were used for testing study
hypotheses. Pearson's correlation tests as well
as regression analysis were used for study to
test impact of marketing mix on overall brand
equity

Sampling:

The survey covered products categories of
(Mobile Phone) from which four brand names
were selected (Nokia, Sony Ericsson,

Vol.5, Issue 2, PP67-75, July - December 2013



gamsung, Motorola). Sclection of product for
gudy 18 done after — survey of 10 depth
nien iew  conducted  among mobile phone
{ISCTS who are associated with particular brand,
puring the interviews, the customers were
asked to name the products they currently use
or have used orbought for themselves or others.
pased on the results of in-depth interviews the
above product categories were selected. Also
final selection of product stimuli for study was
done by seeing no ol factors like price, features,
present promotional = strategies, availability
quulily. market share ete.

Data collection methods:

In the present study structured questionnaire
was used in order to collect the data, in all the
questions except demographic characterises 5
point likert scale were used. In the
questionnaire S considered as strongly agree, 4
as agree, 3 natural, 2 disagree, 1 for strongly
disagree. Data were collected from the user of
mobile phone in Srinagar/ Kashmir. The survey
included a sample of 116 respondents from the
area of Srinagar city. Total 150 questionnaires
were handed over to the users and they were
asked to fill it. In return 116 questionnaires
were considered as useful because they were
completely filled. Response rate of filled
questionnaire is 77percent, which is quiet good
and it represents the sample of the population.

Afler the process of data collection, responses
arc manipulated by the help of the software 1.¢.
SPSS 16.0 for further data analyses. For testing
study results descriptive statistics and
correlation and regression analyses were
applied.

Statistical Analysis& Results

Mean and Standard Deviations of Variables

The higher the mean value means that the more
respondents agree to that the said variables
could have a great impact on brand equity.
When analysing the mean and Standard
deviations of variables, it is important to take
note that a significantly large value of standard
deviation means that the data being tested is far
away from the mean Where as a smaller value
means that the tested variable is much closer to
the mean.

Tablel shows the mean of price, store image,
Brand name, distribution, advertising were all
below the level of 5.0 and standard deviation of
mentioned variables were below 1.67. It means
that the mean result is accurate. The means of
perceived quality, brand awareness, brand
association over 3.67. However, the standard
Deviation of brand loyalty and brand
awareness 1s 0.67 and 0.59 respectively. It
means that even though the mean values of both
variables are high, the data being tested is not
close to the mean value.

Tablel: Mean and Stu_nj_l':i(_[__I_)cxi_i_u_l_ig;]s_ol'Variablcs |
“Variable Items Mean | Std. Deviation
Price | 378 | 1.07

| .Ezﬂn'_c-ilp_qgu_ 1 34 | 1.20

| Brand name [ 3.66 | 111
Distribution 4.36 0.76

~Advertising 1 302 1.67
‘Brand awareness 3.67 0.59
Brand association 4.17 0.51

' Perceived quality | 3.87 0.55

' Brand lnxiilty____”:_é.___ 0.67

Brand Equity 413 ~0.50

—71]
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Hypothesis Testing
For analysing the data, ¢ |
telephone users at Srinagar/Kashmir
correlation and regression tools are used. To
analysc the relationship between two variables
“pearson correlation” has been used and the
results are shown in the Table 2. In this analysis
Correlation is significant at the 0.01 level
(2-tailed).
Table 2 highlight the relationship between
different variable of marketing mix and brand
equity by using Pearson correlation coefficient
analysis. It is found that most of the variables
are having a statistically significant
relationship with each other. From among the
different variables the highest relationship is
found between perceived quality and brand
equity with the coefficient value of 0.882
followed by brand awareness and brand equity
with the coefficient of 0.438, which indicates
that the perceived quality and awareness
among the people is the most important
clements to increase the brand equity of the
product. It is also found that price of the product
and brand loyalty are significant with the value
of 0.268 and relation between price and
perceived quality on the other hand is not

ollected from mobile

significant becausc the significance
higher than 0.01. Similarly store img

alye

i
Ef_(.‘ u.- "

brand awareness, brand loyalty ig signif; .
and with brand association it is not Signir,lFa
brand name have significant n:]ali‘)”"ihipt oy
all the variables of brand equity and di"lrihu‘;‘;: ,
mn

have negative relation with brand aWarene
and positive significance with Brand [, iy
advertising have positive relation with bra

awareness and brand association with the ‘-'a{nd
of (0.103) and (0.223), and negative correlaj,
with perceived quality and brand oy, y

iy
Y 11-’{_

g

Ity

having value of (-0.10) and (-0.194). It j5 4
been found that brand awareness (0.438) brypy
association (0.225), perceived quality, (0.882)
loyalty (0.312) have significant relation With
overall Brand equity and overall brand equig,
have also positive significance with marketin,
mix elements that is price (0.060), store imagz
(0.081), brand name (0.059). advertising
(0.071), distribution (0.038). It can also be
gauged that the relationships between price &
perceived quality is having less co-efficiency
with a value of 0.012 among the statisticall'y
significant relationships that judges price of the
product is not highly effective with perceived

quality of a product.

Pearson Correlation Coefficient Analysis between the variables.

Table 2:
|
S. No. | Test variables Correlation | Sig. (2-tailed) | Results I
Cocfficient
1 Price & Brand Loyalty 0.268 0.004 Significant
2 Price & Perceived Quality 0.112 0.232 Not significant |
3 Store Image & Brand Awarcness 0.233 0.012 Significant :
4 Store Image & Brand Association | 0.012 0.233 Not significant
3 Store Image & Brand Loyalty 0.174 0.000 Significant |
6 Brand Name & Brand Awareness | 0.378 | 0.000 Significant |
7 Brand Name & Brand Loyalty 0.378 0.000 Significant |
8 Brand Name & Brand Association | 0.076 0.001 Significant |
9 Brand Name & Perceived Quality 0.251 0.006 Significant
10 Brand name & Brand Loyalty 0.098 0.001 Significant
11 Distribution & Brand Awareness 0.147 0.116 Not Significant
12 Distribution & Brand Loyalty 0.085 0.000 Significant
13 Advertising & Brand Awareness | 0.103 0.001 Significant
14 Advertising & Brand Association | 0.223 0.006 Significant
15 Advertising & Perceived Quality | -0.108 0.247 Not significant
16 Advertising & Brand Loyalty -0.194 0.136 Not significant
17 Brand Awareness & Brand Equity | 0.438 0.000 Siuniﬁ;:;inl
18 Brand Association & Brand Equity | 0.225 0.015 _Sltrml';t.a_nl_“__
19 Perceived Quality & Brand Equity | 0.882 0.000 | Significant
20 Loyalty & Brand Equity 0312 1 0.001 Significant
21 | Brand Equity & Price 0.060 | 0.005 | Significant
22 | Brand Equity & Store Image 0.081 ().000 omfi
; | 1), Sigmificant
I 23 | Brand Equity & Brand Name 0.059 1 0.009 Significant
rr_22__;1 ][ g'rc:zfjl ;?ml} & I—Jlsl;ljlb.l.l.l.li)n 0.071 0.000 | Sigmficant
i and Equity & Advertising 0.038 { 0.000 Significant
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V"'

pegression Analysis

For festing hvpnthuiq concerning  impact
m‘wit‘” analysis 18 icqmred Kerlinger and
Lot (2 2000) were of the view that regression

lmh..,h, is used to relate one variable

(dependent) with one or more independent
variables. It identifies how much of a
dependent variable is explained by an
independent variable (see Table 3).

FL“_N_E 3: Regression Cocfficients for Dependent Variable: Brand Equity

l_Jnst:mdar{lized Standardized | t-value Sig. |]'
Cocelficients Cocfficients
| S.No. | Model | Beta | Std. Error Beta !
I - (Lmht._lpj)____ 0.66 0.238 | 2.80 0.00
(2 [PRICE -0.02 0.029 005 | 095 | 034
3| Store Image 0.74 0.036 0.45 | 1448 | 0.01 |
‘4 | Brand Name -0.06 0.026 -0.13 | =237 0.01 |
I Distribution 0.29 0.028 0.21 | 10.99 0.03
:t;_ Advertising 0.42 0.031 0.49 | 13.20 0.02
7 Brand Awareness | -0.00 0.044 -0.00 . -0.04 | 096
e Brand Association | 0,13 0.041 0.14 332 | 0.00 |
9 | Perceived Quality | 0.83 | 0.047 0.91 17.76 | 0.00 |
10 Brand loyalty 0.61 0.035 0.81 | 10.41] 0.02
Note: Dependent variable: Brand Equity

In this regression, the dependent variable
"prand equity” and the independent variables
are: "Price, Store Image, Brand name,
distribution and advertising. After processing
data through regression analysis, it has been
shown that there is a significant relationship
between among all variables. As can be seen in
the table of regression coefficients, can be
concluded that the regression equation between
the dependent variable and independent
variables into a few shows, is expressed as
follows The coefficients obtained, we can
conclude that the obtained dimensions,
advertising, Store image and distribution have
the greatest impact on brand cquity and
organizalions can invest more on these
components and o {ry to gain competitive
advantage for its brand cquity.

Findings and Conclusion

The primary purpose of this study is to
Investigate the impact of Marketing mix

elements on brand quality in the Mobile phone
Sector in Kashmir. As results have shown that,
there is a significant relationship between all
variables. The results indicated that there was a
positive and meaningful relationship between
marketing mix efforts and brand equity. In other
words, more advertisements and awarcness
could help better market exposure, which
means customers will have more awareness on
market characteristics. Among all mixed
efforts, quality and awareness influences more
on brand equity, which means consumers care
more on product quality than other features.
The present study found no significant
relationship between high prices and customer
perceived quality, store image and brand
association, advertising and perceived quality,
advertising and brand loyalty. In the situation
when service provider failed to offer quality to
their customer then their customers will
become dissatisfy. These dissatisfied
customers will switch to other brand. In
services, quality is subjective. Customer want
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good quality, better distribution intensity, store
image If customer dos not receive any of it then
1t contributes 1n the origination of
dissatisfaction and in this way brand equity
affected severely. Because from the data
analysis 1t has been shown that, there 1s
significant relationship among all variables
present in this construct.

Limitations and Future Research
Directions

The present research study contains some
limitations. These limitations can be used as a
path for future research directions. First
limitation is about the generalizability of the
sample size that is used for the representation of
the whole population in a mobile phone
industry. Sample size is 116, which is not the
good representation of whole population in
mobile phone industry. Moreover, this sample
size does not provide the whole population
viewpoint of the effect of the marketing mix
clements on brand equity. Second limitation is
only selected elements of marketing mix (price,
store image, Brand name, distribution and
advertising) have been measured. Other

dimensions have been ignored.

Another limitation is that as research study is
cross sectional 1n nature, sO the results that are
presented here are only referred as one time-
period with the present eco-social factors that
influence the results. Nevertheless, if we take
this study in a longitudinal perspective results
will be more comprehensive, generalized

accurate and refined.
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Sustainable development alse implies the need
to harmonize the different aspects of
development and  (he contradictory  motifs
included in individual sectoral programmes.
Effective resolution of such conflieqs requires a
certain level of political w

il and dedication.
Key pre-requisites

for the acceptance and
adoption of concepts of sustainable economic

and social development and their successful
implementation include adequate leadership,
broad political, social and media support, and a
social consensus on the need to accept the
concept. In this context, strong political will,
dedication of the government ang public

support are the most direct factors of success.

One of the features of sustainable development

is greater public participation in environmental
decision-making. Adequate public
participation means more than declarative will
expressed by the government but also special
incentives, above all prompt information and
education so that the public is in a position to

objectively influence the outcomes that it is
interested in achieving.

The United Nations Conference on Sustainable
Development (UNCSD) was organized in
pursuance of General Assembly Resolution
64/236 (A/RES/64/236), and it took place in
Rio de Janeiro, Brazil from 20-22 June 2012 to
mark the 20th anniversary of the 1992 United
Nations Conference on Environment and
Development (UNCED). The 10th anniversary

RVIM Journal of Management Rescarch

of the 2002 World Summit on Sustainable

Development (WSSD) was held in
Johannesburg,

At the Riot+20 Conference, World leaders,
along with thousands of participants from
Governments, the private sector, NGOs and
other groups, came together to shape how we
can reduce poverty, advance social equity and
cnsure cnvironmental protection on an ever
more crowded planet to get to the future we
Want. The Conference focussed on two themes:
(@) a green cconomy in the context of
sustainable development poverty eradication;
and (b) the institutional framework for
Sustainable development. In Rio+20, Seven
priority arcas highlighted requiring priority
attention these include decent jobs, energy,
sustainable cities, food security and sustainable

agriculture, Wwater, oceans and disaster
readiness.

Defining Sustainable Development

Sustainability is about doing all that we do

today as societies and economies with three
considerations in mind:

o Environmentally - ensuring that resources
are not consumed faster than they can be
replenished

o  Economically - supporting prosperity and
growth and

L]

Socially - respecting the values, culture
and human needs of communities.

Sustainable development meets the needs of
the present without compromising the ability of
future generations to meet their own needs.
Seen as the guiding principle for long-term
global development, sustainable development
consists of three pillars - economic
development, social development and
environmental protection,

7]



Role if Technology in Sustainable
Development

“Technology role in sustainable development™
is the role of technology to prevent the
'exploitation' of the resources of the earth
purely for wealth and riches. It is to respect the
environment and provide a healthy space for
those who reside here. It is to make sure we
know when enough is enough.

The right technologies to make development
sustainable arc already available today — the
challenge is deploying them in the right way. In
this context the key challenge is to create links
between the people with the ideas, those
working on the ground with the local
knowledge of how it might work and the
financers to back them.

Technology as a Driving Force for
Sustainable Development

The complexity of the interrelationships
between environmental, economic and social
changes makes it very difficult to develop
promising strategies to deal with them.
Although technology has often been regarded
as the source of many problems, it nevertheless
represents one of the key opportunities to cure
them through a number of channels.

The importance of technology innovation for
economic sustainability in terms of wealth
creation and competitiveness is undisputed,
both by increasing productivity and by
providing new products. In practice, however,
economic growth has rather stagnated in the
most advanced countries, despite great
technology advances.In the last twenty years,
many improvements have been achieved
towards environmental by means of technology
responses. The reduction of SO2 and other
cmissions, the stabilisation of energy
consumption, the introduction of the catalyst
for cars or the improvements in fuel efficiency

of many applications are just 4 few o

The initial add-on or end-of- Xa

. 4 m
o Pipe techy,
have been increasingly replaceq . Ogie,
. . -

integrated solutions under the |},
“clean technologies”,

. ; .
environmental impact. Once thjg is the

~

7 Mgy,
; cadlip,
I"L‘ducmg ﬁll'tl]e o
achieved, the next target will be to im“’del‘_‘_
technological solutions which ¢, nmrod.ulce
contain the risk and the possibility m_cfff‘a
direct or secondary environmenta| pmblem;a‘:
The third sustainability dimensiop- S0ci;
sustainability — has not fully benefiteq ﬁ'Omku:..
process of technological change during the L:v
years. Due to the inter-relatedness memiﬂne&
above, this has started to represent 3 Major
obstacle to the achievement of environmeny,

and economic sustainability.

So, whereas some optimism seems to be
Justified with regard to the beneficial roje of
technological innovation for environmenty)|
sustainability and growth, it becomes also
evident that we have not yet been able 1o
develop technologies which fulfj]
sustainability in its broader sense. The
development of such “sustainable
technologies™ should be the priority for the next
years.

The Potential of New Technologies for
Sustainable Development

Technology is a double-edged sword. It is both
a cause of many environmental problems and a
key to solving them. It is a matter of fact that the
technologies of the past, still dominating in
transport, energy, industry and agriculture, are
undermining our basic life supporting systems
— clean water, fresh air and fertile soil
However, in each of these sectors there are new
technologies available or emerging that may., if
widely used, essentially solve the
environmental problems.

Thus, new technologies have the potential to
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©_ pressure on natural resources. The fact is

DmPT face 4 choice between technological
o “eat historically unprecedented rates or a
Chﬂngz in atmospheric composition unlike any
Cﬁagienced since the dawn of humanity.
ek e 1990s we have secn a substantial
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puring th
diffusion of renewable energy and transport

echnologies and further progress in industry
and agriculture technology, not least
piotechnology- The most promising for
immediate investment is energy saving
rechnologies in housing and the tertiary sector.
A systematic introduction of best available
echnology could reduce the use of energy with
20-50 per cent. New technologies for waste
management offers a great potential; the most
recent investment in this sector shows a
utilisation of more than 90 per cent of the
energy content of waste. Even morc¢
fundamental are new technologies for “up-
stream” Tesource management in industry,
offering strong synergies for productivity in
production, quality in goods and services and
efficiency in the use of natural resources. In this
way a dematerialisation can be brought about in
a larger scale. In agriculture organic farming is
increasing with 20 per cent a year, in spite of
subsidies to traditional, non-sustainable
farming methods.

Yet, in other cases the growth is not self-
sustained. There are still significant obstacles
to be overcome to reach the stage where the
diffusion of renewable energy technologies is
independent of government interventions and
where these technologies have made a major
inroad into the energy market. The extent to
which more efficient technologies will be
adopted by the market depends largely on the
relative future price relations between different
sources of energy, government policies to
benchmark or to set standards for eco efficiency
and voluntary commitments by industries. It is

also of vital importance to consider consumer’s
preferences for eco efficient products as well as
consumer protection.

Objectives

. To study the role of Technology for
sustainable development

2. To assess the contribution of Government
and Society in promoting new technology
for sustainability

Research Methodology

The empirical research has been carried out to
find the role of Technology for sustainable
development and to assess the contribution of
both Government and Society in promoting
new technology for sustainable development.

Sample & Sampling technique

The Sample size comprised 439 Scientists
working at different levels from 'B'to 'G' of a
Research and Development organization
involved in development of critical
technologies for Defense Services in India.
Scientist 'B' being the young & at low level are
working directly on Technology development
with creative mind. Scientist 'G’ being the
senior & at higher level with vast experience of
nearly 30 years and mostly heading a Research
& Development organization. Stratified
random sampling technique is used in the
current study.

Data collection

Primary data was collected through well
structured questionnaire covering key
questions. 457 responses received and 18 failed
data integrity test. Total 439 responses were
considered.

RVIM Joumnal of Management Research
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Analysis and Interpretation
Chart | : Respondents Profile
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Source: Primary Data Source: Primary Data

All the (100%) respondents a greed that there is Majority, 87% of respondents do not mind little
a need for Technologies for qustainable  destruction to nature to achieve larger goals.
development. There is a strong need for  The people are ready to \\'illlsl:l;lti minor
Technology for sustainable development and
Technology plays a significant role for
sustainable growth.

destruction to environment due to Nuclear
power plants, ete., establishment of which are

essential,
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Chart 4: Deterioration of life Chart 5 : Depletion of non renewable energy
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Source: Primary Data Source: Primary Data

90% respondents believe that the man life
observed that with extensive utilization of
natural resources, environment wil| be spoiled

with release of poisonous gases and make man
life difficult.

Over 91% respondents believe that fossil will
deteriorate in another 20 yearsat thisratef u e |
will not last beyond 30 years. It should of
exploitation of natural resources. It can be
noted that non renewal energy sources like
fossil fuel (Petroleum products) will exhaust
rapidly in 30 years.

Chart 6:Sacriﬁce for future by changing life style
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96% of the respondents are willing to sacrifice for the sa.akfej of future by chqng'i;g (til;ii;ll;fﬁgllte. It
can (l;e said that the respondents are willing to change their life style for sustainable p :
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Chart 7 : Little (No) action by Government and Society
Sustainable technologies
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Source: Primary Data

91% of respondents agree that the Government has done little to promote new technologies for
Sustainable development and almost same percentage of respondents' opinion that Society has nol
done enough towards sustainable development. Most of the respondents agrec that bot)
Government and Society have not taken enough action for promoting technologies for sustainable
development. Respondents expect more and strong actions by both agencies towards sustainability,

Hypothesis

for dv\'clnpinp

BGovermment |

HSodety

HO=There is no relationship between technology and sustainable development.

Ha = There is a relationship between technology and sustainable development i.e., technology
plays an important role in sustainable development.

The responses obtained for perception of scientists on “role of technology for sustainable

development” has been tabulated in Table 1 as shown below.

Table 1 : Perception on role of Technology for sustainable development

Sustainable development
Technology role High Low Total
High 150 43 225
Low 89 125 214
Total 239 200 439

&

»
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Since the sample has been selected on random
and datais nommal Chi - Square testis used as a
estof significance.

The calculated value of 4 27.78 is more than
the Table value of '/-? 3.841at0.0% Significance
level and d.f. = 1. Hence, the Null hypothesis
HO 1s rejected. Alternate Hypothesis Ha s
accepted. ve., there is a significant relationship
between technology and sustainable
development. Technology plays an important
role in sustainable development.

Hypothesis

HO = Both Government and Society taking
little (No) actions in creating sustainable
technologies

Ha = Both Government and Society taking
more actions in creating sustainable
Technologies.

F - test statistic has been considered appropriate
to test the above hypotheses. All the
preconditions of F- test i.c., normality of the
population, random drawing of samples and
independent observations are fulfilled.

Since the calculated ‘F’ value 0.9856 is less
than the Table value 1.170416, the Null
Hypothesis is accepted i.e., Both Government
and Society are taking little (No) actions in
creating sustainable technologies.

Major Findings

o There is a need for Technology for
sustainable development and Technology
has key role in sustainable growth.

o Thereisavery strong need for developing
and utilising technologies for sustainable
development.

e  Present generation is willing to undergo

moderate sacrifices for larger

development.

e There is willingness among respondents

to change their life style for sustainable
development.

«  Both Government and the society need to

take strong action for towards sustainable
development. The actions already taken
are inadequate.

Limitations

Although, meticulous care has been taken in
each and every aspect of the study, certain
limitations are likely to be there in the study.

1. Since the study is sample based, only one
sectioni.e. Scientists who have deep
knowledge of the problem are considered,
the findings cannot be generalised for the
entire population (Society).

2. Despite the care taken to understand the
feelings and opinions of the respondents,
some articulation error may have crept
into the study.

3. Few respondents were hesitant to give
details.

4. There might be a sense of bias crept in
answers given by the respondents

Conclusion

Technology plays a pivotal role in sustainable
development of mankind and there is an
overwhelming belief that there is a strong need
for adopting Technological practices which are
sustainable and both Government and the
Society needs to take strong actions for
achieving this. Also, there is a stronger
perception for jettisoning eco-unfriendly
technologies and a vast majority are willing to
undergo sacrifice for achieving sustainable
development.
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Recommendations
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)

Government and  Society  strongly  to
encourage development of technologies

tor sustainability

A calibrated approach towards reducing
cco-unfriendly activities as pollution, use

ot plastics, ete.. 1o be adopted.

Since the swdy had indicated that
respondents  are  willing to undergo
sacrifice. we may think of action plan for
phasing out fossil fuel dependence and
encourage re-generative technologies
based on solar, wind, water power etce.,

Government to formulate eco-friendly
schemes and recognize efforts towards
sustainable development by

implementing award system.
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