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Editor's Desk

Dear Readers,

The Volume 12 of IMR Management Speak is in 

your hands but it is 'thicker' this time. First, 

apologise that we were late in coming out with issue 

no. 1 and then issue no. 2 also became due. That's the 

reason we decided to publish both the issues, 

number 1 and 2 together. From here onwards we 

will be having two issues in a year as usual. As a 

matter of fact most of the research papers this time 

are not only very good in quality but are also 

explanatory in nature. This volume is consisting of 

seven papers from very diverse management 

functions and areas. It is also unique in a sense that 

some of our contributors are young researchers who 

are pursuing their studies. But the academic rigour 

of their mentors who are actually very keen 

researchers themselves can be noticed very clearly. 

We all know how the 'research work' is taking the 

centre stage in all the leading institution of the 

country and to large extent it is true that unless 

faculty are engaged in research, it is difficult to 

deliver quality education to the students. The work 

of faculty in this issue is a reflection of the same.

The first paper by Ms. Nidhi and Dr. Kapil deals 

with the most contemporary issue. Integration of 

technology into almost everything has change the 

shape of careers in future and the set of skills 

required to be an employable graduate has evolved. 

What it is going to look like and how institutions can 

play an important role in that is what they tried 

exploring. The second paper by Ms. Arveen and Mr. 

Parth explores the 'efficacy of 'customer loyalty 

points' used as marketing strategy by some firms to 

lure and retain customers. 

The third paper by Ms. P.Vakula Kumari and Dr. 

Pushkar Dubey tries to analyse the direct relation 

between HRM practices and employees 

performance in the public bank's sector. Mr. 

Swadesh Deepak's research is also very 

contemporary as it deals with a large problem that 

despite having all growth opportunities and a robust 

consumer base, the amount of FDI is very less as 

compared to some of the other evolving economies. 

The paper highlights the opportunities and the 

challenges which lie ahead. The fifth paper by Dr. 

Arvind Kumar explores the corporate social 

responsibility practices by corporates in 'North 

Eastern Region' trying to focus on CSR practices, 

identifying expenditure & developmental sectors 

and see how NER is comparatively less preferred a 

destination by firm to allocate resources. The sixth 

paper deals with the most current change in the 

marketing as engaging customer has become the 

focal points of all strategies. Dr. Yukti Ahuja and 

Ms. Kashika explores extensively the scope of 

'content marketing' in the present scenario. The last 

and seventh paper is also an eye opener as we all 

notice that in the present times 'online shopping' has 

marched ahead in comparison to any other form. 

Early adopters in big and developed town are easy 

to bring in fold but consumer in tier 2 towns are 

difficult to mould. The paper tries to investigate the 

factors influencing tier 2 cities consumer's 

behaviour regarding online shopping.

As we notice that this issue covers a wide range of 

topics, the learning is equally rich. I must thank you 

our readers for their continuous patronage and our 

contributors to share their knowledge and wisdom 

with the fraternity. 

Dr. (Prof.) Rakesh Premi
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Future Professions and
Employability skills

Nidhi Gupta,
IMI Bhubaneswar

Dr. Kapil Pandla,
IMI Bhubaneswar

ABSTRACT

The fourth industrial revolution has introduced new 

breakthrough in technology in various areas such as 

robotics, artificial intelligence, analytics, bio-

technology, internet of things etc. This paradigm 

shift is bringing lots of opportunities as well as 

serious threats. The jobs which were lucrative 

earlier are becoming obsolete. This is a matter of 

great concern and creating anxiety among the 

present generation. Though new jobs are emerging, 

but they require different types of skills. The 

objectives of this study are to identify careers in 

future, employability skills required and role of 

higher institutions of learning to prepare students to 

meet the industry requirements.

This is an exploratory research.

Key words: Future Jobs, Employability Skills, role 

of higher institutions of learning

INTRODUCTION

Future is uncertain. The jobs which are existing 

today will seize to create opportunities for the job-

seekers. New jobs will emerge bringing new 

opportunities along with lots of challenges in terms 

of stability, growth and skill-sets required.

According to India Skills Report 2018 by Wheebox, 
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advances in technology is the areas of robotics, 

artificial intelligence, and machine learning are 

ushering a new age of automation, as machines 

match or outperform human performance in a range 

of work activities, including ones requiring 

cognitive abilities. It is estimated that almost 50 

percent of activities that people are currently paid 

approximately USD 16 trillion could be automated 

by adapting currently demonstrated technologies. 

The other interesting aspect is while only 5 percent 

activities performed today can be automated fully 

almost 60 percent of current activities have at least 

30 percent constituent activities that can be 

automated. Thus implying, more job activities will 

be fundamentally altered by automation than 

completely automated. It will have a definite and 

huge impact on the present jobs and above all job 

holders. 

The present study focuses on review of the existing 

literature and understand what future jobs will be, 

which skill sets will be required to perform those 

jobs and how well educational institution of higher 

learning are ready to prepare the students in terms of 

acquiring necessary skill sets for future jobs.

Industry 4.0: Future Profession

Industry 4.0 is a name given to the current trend of 

automation and data exchange in manufacturing 

technologies. It includes cyber-physical systems, 

the Internet of things, cloud computing and 

cognitive computing. Industry 4.0 is commonly 

referred to as the fourth industrial revolution. 

Industry 4.0 fosters what has been called a "smart 

factory". Within modular structured smart factories, 

cyber-physical systems monitor physical processes, 

create a virtual copy of the physical world and make 

decentralized decisions. Over the Internet of 

Things, cyber-physical systems communicate and 

cooperate with each other and with humans in real-

time both internally and across organizational 

services offered and used by participants of the 

value chain. (Source: Wikipedia)

Are we heading towards jobless future? – or as 

Stanford University's Jerry Kaplan says in his best-

selling book, it won't be long before “humans need 

not apply.” 

According to Brynjolfsson and McAfee (2011), the 

pace of technological innovation is still increasing, 

with more sophisticated software technologies 

disrupting labour markets by making workers 

redundant. What is striking about the examples in 

their book is that computerisation is no longer 

confined to routine manufacturing tasks.

Ernst, E., Merrola, R. and Samaan, D. (2018) 
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opined that the current wave of technological 

change based on advancements in artificial 

intelligence (AI) has created widespread fear of job 

losses and further rises in inequality. 

Turing (1950) argued that there might be a time 

when humans would no longer be able to distinguish 

between interacting with another human or a digital 

machine.

This is coming true probably through Intelligent 

digital assistants such as the “Google Assistant” 

which can be assigned to autonomously make 

appointments over the phone is but one possible 

application of artificial intelligence (OECD, 2017).

Frey, B.C. and Osborne, M.A. (2013) suggests that 

the concern over technological unemployment is 

hardly a recent phenomenon. Throughout history, 

the process of creative destruction, following 

technological inventions, has created enormous 

wealth, but also undesired disruptions. 

 According to study done by Cognizant (21 Jobs of 

the Future: A Guide to Getting – and Staying – 

Employed for the Next 10 Year) 21 jobs of the future 

are: Data Detective, IT Facilitator, Ethical Sourcing 

Officer, Artificial Intelligence Business 

Development Manager, Master of Edge Computing, 

Walker/Talker, Fitness Commitment Counselor, AI-

assisted Healthcare Technician, Cyber City Analyst, 

Genomic Portfolio Director, Man-Machine 

Teaming Manager, Financial Wellness Coach, 

Digital Tailor, Chief Trust Officer, Quantum 

Machine Learning Analyst, Virtua Store Sherpa, 

Personal Data Broker, Personal Memory Curator, 

Augmented Reality Journey Builder, Highway 

Controller and Genetic Diversity Officer. 

Many of these job roles look out of reality now but 

the pace with which changes are happening these 

roles can offer exciting careers to the generation to 

come. 

WEF survey on Future of Jobs (2016) classified the 

drivers of change in the two categories viz. first 

category being Demographic and Socio-Economic 

which includes changing nature of work, flexible 

work, middle class in emerging market, climate 

change & natural resources, geopolitical volatility, 

consumer ethics & privacy issues, longevity and 

ageing societies, young demographics in emerging 

markets, women's economic power and aspirations 

and rapid urbanisation and second category is 

Technology which comprises of mobile internet & 

cloud computing, processing power & big data, new 

energy supplies & technologies, internet of things, 

sharing economy & crowd sourcing, robotics & 

autonomous transport, artificial intelligence, 

advanced manufacturing & 3D printing and 
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advanced materials & biotechnology.

Though these changes will impact existing jobs but 

also holds great promise for new jobs creation. 

According to EY future of jobs respondent analysis 

(As seen in Future of jobs in India), following jobs 

will emerge in IT/BPM sector VFX artist, 

Computer vision engineer, Wireless network 

specialist, Embedded system programmer, Data 

scientist, Data architect, AI research scientist, RPA 

developer, Language processing, specialist 

Deployment engineer, 3D modeling engineer, 3D  

designer, Cloud architect, Migration engineer, 

Android/IOS app developer, Digital marketing. In 

Automobile sector,  Automobile analytics engineer, 

3D printing technician, Machine learning based 

vehicle cybersecurity expert, Sustainability 

integration expert, in Textile and apparel sector, 

Apparel data analyst / scientist, IT process engineer, 

E-textiles specialist, Environment specialist, PLC 

maintenance specialist, in BFSI sector,  Cyber 

security specialist, Credit analyst, Robot 

programmer, Blockchain architect, Process 

modeler expert and in Retail sector Customer 

experience leader, Digital imaging leader, IT 

process modeler, Digital marketing specialist, 

Retail data analyst

In WEF study on Future of Jobs, the jobs were 

clustered into job family which included computer 

& mathematical, architecture & engineering, 

management, business & financial operations, 

sales, installation & maintenance, construction & 

extraction, art, design, entertainment, sports and 

media. The study further suggested that strong 

employment growth across the Architecture and 

Engineering and Computer and Mathematical job 

families, a moderate decline in Manufacturing and 

Production roles and a significant decline in Office 

and Administrative roles. Other sizeable job 

families, such as Business and Financial 

Operations, Sales and Related and Construction 

and Extraction have a largely flat global 

employment in near future.

Autor, et al. (2003), distinguishes between 

cognitive and manual tasks on the one hand, and 

routine and non-routine tasks on the other. While 

the computer substitution for both cognitive and 

manual routine tasks is evident, non-routine tasks 

involve everything from legal writing, truck driving 

and medical diagnoses, to persuading and selling.

Most of the studies are indicating a tectonic shift in 

the jobs existing today and jobs of future. Jobs are 

impacted by the advancement in the areas of 

Artificial Intelligence, robotics, machine learning, 
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block chain technologies, internet of things and the 

impact is clearly visible on routine as well as non-

routine jobs. 

Changes in the nature of the job will require new 

skills-set or adjustments in the present skills.

This will require concerted efforts by job 

incumbents,  corporates and educational 

institutions. Role of institution of higher learning 

will be to match their curriculum with the growing 

needs of the industry.

Employability Skills

Hillage and Pollard (1998) defined employability as 

the capability to move self-sufficiently within the 

labour market to realise potential through 

sustainable employment. 

UKCES study on Careers of the future (2014) 

argued that the concept of a job for life no longer 

exists. So, it's no surprise choosing a career path can 

feel daunting. The next generation is predicted to 

have more complex career paths, making it harder 

still to know what skills they will need to acquire. 

Technology is also changing the face of work at an 

increasingly rapid rate – jobs that may exist now 

could be completely re-shaped in just a few years, 

adding increased complexity to an already taxing 

problem.

World is heading towards complex situation where 

the nature of job is changing at rapid pace and job 

seekers are confused which skills to be acquired to 

remain employable. 

Future of Jobs (2016), classified core work related 

skills as cross functional skills such as Social Skills 

(Coordinating with Others, Emotional Intelligence, 

Negotiation, Persuasion, Service Orientation 

Training and Teaching Others), Resource 

Management Skills (Management of Financial 

Resources, Management of Material Resources, 

People Management, Time Management), Systems 

Skills (Judgement and Decision-making, Systems 

Analysis), Complex Problem Solving Skills, 

Technical Skills (Equipment Maintenance and 

Repair, Equipment Operation and Control, 

Programming, Quality Control, Technology and 

User Experience Design, Troubleshooting), second 

category is of Basic Skills which include Content 

Skills (Active Learning, Oral Expression, Reading 

Comprehension, Written Expression, ICT 

Literacy), Process Skills (Active Listening, Critical 

Thinking, Monitoring Self and Others), third is 

abilities in the form of Cognitive abilities 

(Cognitive Flexibility, Creativity, Logical 

Reasoning, Problem Sensitivity, Mathematical 

Reasoning, Visualization), Physical Abilities 
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(Physical Strength, Manual Dexterity and 

Precision)

As per India Skill Report (2018) Cognitive 

Abilities, Systems skills, Complex problem 

solving, Content skills, and Social skills are some of 

the top skills requirements for many industries. As 

workplace collaboration increases along with rise 

of machines as colleagues, the importance of human 

skills in the age of automation is getting re-

emphasized in the present and future world of work.

Role of Education

The need for ever changing curriculum was never 

felt in the past which is happening now and will 

become more dynamic in future to match the pace of 

change in employability skills.

After electrification, the story of the twentieth 

century has been the race between education and 

technology (Goldin and Katz, 2009)

Hussin, A.A. (2018), Education 4.0 is a response to 

the needs of IR4.0 where human and technology are 

aligned to enable new possibilities.

Fisk (2017) explains that the new vision of learning 

promotes learners to learn not only skills and 

knowledge that are needed but also to identify the 

source to learn these skills and knowledge. He 

further added that there are nine trends of Education 

4.0 viz. Learning can take place anytime anywhere, 

learning will be personalized to individual students, 

students have choice in determining how they want 

to learn, students will be exposed to more project-

based learning, students will be exposed to more 

hands-on learning through field experience such as 

internships, mentoring projects and collaborative 

projects, students will be exposed to data 

interpretation in which they are required to apply 

their theoretical knowledge to numbers and use 

their reasoning skills to make inferences based on 

logic and trends from given sets of data, students 

will be assessed differently and the conventional 

platforms to assess students may become irrelevant 

or insufficient, Students' opinion will be considered 

in designing and updating the curriculum, students 

will become more independent in their own 

learning, thus forcing teachers to assume a new role 

as facilitators.

Today's education is preparing students for the jobs 

which will not exist in the future. The industry 

academia collaboration in not only designing 

curriculum but also delivering has become need of 

an hour.

Latest technologies should be brought in to the class 

to enhance learning effectiveness.

This clearly shows that control of learning is 
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shifting from teacher to student and therefore 

institutions have to prepare themselves to adapt to 

the situation.

Indian Scenario

According to joint study done by NASSCOM, 

FICCI and EY on 'The future of jobs in 2022 in 

India', the future of jobs in 2022 will be determined 

by the country's response to the inevitable impact 

created by the interplay of three primary forces - 

globalization, demographic changes and the 

adoption of Industry 4.0 exponential technologies 

by Indian industries. The impact of these three 

primary forces is expected to be disruptive on 

sectors such as IT-BPM and BFSI and relatively 

lower on core manufacturing sectors such as apparel 

and leather. 

The study also suggested that Millennials who form 

close to 30% of the population will continue to drive 

future sophistication of demand.

However, despite globalization and adoption of 

exponential technologies, majority of respondents 

still believe that demographic changes will have the 

most impact on the future of jobs in India by 2022.

According to India Skill Report (2018):

? Rapid advances in automation technologies are 

affecting India's information technology and 

business process outsourcing sectors. These sectors 

have remained net job creators, and the industry 

estimates that companies could hire up to 2.5 to 3 

million more workers by 2025, provided they can 

acquire the skills needed to meet changing needs.

? 69% of India Hiring Intent Survey respondents 

agree to the impact of automation on jobs in future.

? 24% employers indicate that analytics is emerging 

as the future job area and 15% foresee Artificial 

intelligence as future job area

? 8.11% employers suggest that very few job 

seekers possess the required skill while 9.01% 

employers agree that nearly all job seekers possess 

the required skill.

? 64% employers are aware of Apprenticeship 

Scheme, out of which 56% have registered under 

NAPS.

As per the data of AICTE, it was found that there are 

only 6.96 lakh students who got the jobs through 

placements out of 15.87 lakh students from 10,328 

technical institutions. Lack of desired abilities and 

skills among graduates and sinking demand in the 

industry have been highlighted as the critical 

reasons for the low employability levels (Indian 

Express, July 26, 2017).

Education institutions for preparing students, 

regulatory bodies like UGC and AICTE to enable 
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institutions, and job incumbent themselves will play 

an important role to match the future requirements 

of the job.

Conclusions

Future is bringing lots of opportunities in forms of 

new jobs but will also be posing serious challenges 

in terms of skills. The education system must gear 

up to prepare students to acquire those skills. 

Institutions are arranging employment for the 

students but still fail to make them continuously 

employable. The job incumbents have to understand 

the need for continuous skilling/re-skilling which 

can only help them remain continuously 

employable.

Future Research

Skills required in the future jobs, role of higher 

education in meeting the requirements of future job 

and role of regulatory authorities can be studied by 

collecting the primary data and can be empirically 

tested.
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ABSTRACT

In the Present Scenario, owning and running a 

business can be a hectic task, especially when it 

comes to engaging new customers and retaining 

existing customers. Customer loyalty points have 

the world stage to play upon. It is an effective 

marketing strategy used by tycoons to survive in 

this competitive era. Customers today are not 

necessarily price sensitive but give high priority to 

loyalty points. This paper attempts to analyze 

whether loyalty points are impelling customers  to 

repurchase the product from same brand or same 

retail store and the additional catalyst that are acting 

as attraction for repurchase.

Keywords : Customer Loyalty, Potential 

Customers, Loyalty Points, Marketing Strategy.

INTRODUCTION

Customer Loyalty talks about the favorableness of a 

consumer to indulge in repeat purchase behavior of 

a particular commodity. Repeat Purchase comes 

with High customer satisfaction and good customer 

relations. Customer Loyalty Programs help in 

creating more revenue for the business by retaining 

existing customers. The most common method 

under loyalty program which companies resort to is 

CUSTOMER LOYALTY POINTS. It involves 
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accumulating points on every purchase by customer 

which are later redeemed for a reward to encourage 

customers to make repeat purchase. Loyalty Points 

not only help in customer retention and re- purchase 

but also provide higher cart value and better 

customer communication. It helps in earning 

valuable feedback from the consumers to improve 

and enhance the commodity offered. It plays a vital 

role in providing companies the advantage over the 

competitors and increases revenue.

 Multiple tycoons in India like Big Bazaar, Mc 

Donalds, Tanishq, Flipkart, Amazon etc. prefer 

Loyalty Points as an effective marketing strategy to 

grab eyeballs of new potential customers and retain 

existing customers. This strategy is not only used by 

private organizations but public organizations are 

also attracted to use this strategy. It has been proved 

that Customer Loyalty Points have always been a 

helpful tool in growth and market survival and that 

is why companies still stick to it as an effective 

marketing strategy.

Literature Review

All loyalty programs seemed really helpful and 

important in retaining customers and increasing 

customer satisfaction. The authors also highlighted 

the advantage of loyalty programs and considered 

them profitable because according to the authors 

the costs of serving loyal customers are 

comparatively less and that loyal customers 

indulge in repetitive purchase with the company 

generating greater revenue. GHALEB & FAKHRI 

(2015).  SINGH & KHAN (2012) laid emphasis on 

how understanding customer retention through 

customer loyalty is a necessity to the growth and 

sustainability of business. They also laid emphasis 

on bringing more profit to the business in the long 

term and reducing the competition through 

effective implementation of loyalty programs. The 

authors state that if loyalty programs are 

implemented diligently then they will help achieve 

long term success and generating higher revenue. 

MEYER & BENAVENT (2008) used single source 

behavior scan to test their hypothesis. It produced 

regular, precise and reliable data which allowed 

them to compare companies and analyze 

competitive effects of loyalty points. They also 

concluded that to some extent loyalty programs 

have become a necessity for businesses in the retail 

sector. The authors also implied that Loyalty 

Programs are necessary for sustainable growth and 

development. EAST ET AL. (2005) Customer 

loyalty is defined as a singular concept, usually as a 

repeat patronage behavior by the author. Limited 
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value was assigned to the concept of Customer 

loyalty. He believed that customer loyalty comes 

more with the right customer relations and attitude 

rather than with loyalty programs.

Research Methodology

Study in this research is Descriptive and 

Convenience sampling technique is used. Primary 

data was collected from respondents through 

Questionnaire. The different additional benefits 

acting as Catalyst for Re-purchase (Table 1) & 

Factors influencing consumer to Re-purchase 

product from Retail Store (Table 2) were taken for 

the study. The Secondary Data was collected 

through books, journals and internet. Total 400 

questionnaires were distributed and the response 

rate was 50%. All questionnaire collected were 

digitized and analyzed using MS- EXCEL. 

Research Objectives

?To determine which additional benefits act as a 

catalyst for Re-purchase of product from same 

Brand.

?To understand the effectiveness of Loyalty 

points on repurchasing the products by 

consumers.

?To determine which factor influences consumer 

to repurchase product from a Retail store.

Data Analysis and Interpretation 

FIG 1 – Do Loyalty Points Affect Respondent's 

Decision to buy from particular Brand 

According to the research, out of 200 respondents 

(Fig 1) 98% of the total respondents prefer to shop 

from the Brand Providing Loyalty Points over a 2% 

who thought the other way. This clearly implies that 

Consumers are more attracted towards Brand 

Providing Loyalty Points which is an indication to 

the organizations that to achieve success through 

Customer retention and creating more loyal 

customers they need to implement loyalty points as 

an effective marketing strategy.

Table 1

98%

Brand Providing
Loyalty Points

Brand Not Providing
Loyalty Points

Additional Benefits acting as
Catalyst for Re-purchase

Virtual Shopping

Loyalty Points

Coupons

Discounts / Offers
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FIG 2 – Which Additional Benefits act as 

Catalyst to Re-purchase

We can infer from Fig.2 (Table 1), Loyalty Points 

act as a major catalyst in Repeat Purchase Behavior. 

While Discounts/Offers remain the second most 

sought after catalyst, Coupons and virtual shopping 

fall one by one each after the other respectively 

showing the increased consumer interest towards 

loyalty points and discounts. 

Table 2

Factors influencing consumer to
Re-purchase product from Retail Store

Brand Image

Loyalty Points

Experience

Convenience

Price

FIG 3 – Which Factor attracts people to Re-

purchase

From Fig 3 (Table 2), it can be clearly stated that the 

respondents choose loyalty points over other factors 

they consider when re-purchasing from a store or a 

brand. While the price of the product offered also 

played a major role, followed by experience and 

convenience and then by brand image. This clearly 

shows that the stores/organizations need to have 

facilities of additional benefits like that of loyalty 

points and price to attract customers to re-purchase. 

This will enhance customer retention and customer 

satisfaction.

FIG 4 – Does Respondents Brand Preferences 

Changes when they are offered with more 

Yes

No

Maybe

48%
30%

22%
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Loyalty Points

Fig 4, Out of 200 respondents, 48% customers tend 

to switch their brand if offered more loyalty points 

from the other. While 30% were not sure as to 

whether they would switch their brand and 22% said 

no. This clearly implies that loyalty points do have a 

major role to play in customer retention and 

satisfaction.

 FIG 5 - Customer Satisfaction level through 

Loyalty Points

When asked as to the level of satisfaction that 

customers attain through loyalty points, 90 

respondents (FIG 5) said that they achieve high 

satisfaction through the attainability of loyalty 

points in comparison to a very low level of 

respondents who didn't agree. This states that 

greater satisfaction is achieved through loyalty 

points resulting in higher profits generated.

Conclusion

The current development in the sector of technology 

has given to the rise of new marketing strategies 

with respect to the internet. The study conducted 

clearly indicates that Loyalty Points have been 

playing a major role in catching the eyeballs of the 

customers and they continue to do so. Loyalty 

Points are a major marketing strategy adopted by 

organizations of all sectors. They do not only retain 

existing customers in for long term but also attract 

new customers, thereby increasing the revenue of 

the company. According to the research conducted, 

Loyalty Points act as a reward to the customers for 

sticking to one particular organization. It enhances 

the goodwill and Brand image of the company and 

hence, increases the profits of the company.
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ABSTRACT

The aim of this research is to analyze the impact of 

human resource management practices (HRM) on 

employee performance and organizational 

commitment in public sector banks in India. A total 

of 400 employees including both managerial and 

non-managerial from four public sector and four 

private sector banks in India are respondent to the 

questionnaire. The findings come from both 

descriptive statistics and inferential statistics using 

cross-sectional data which was performed at the 

feasibility of the scholar. This study found that 

HRM practices: Career Planning, Training and 

Development and employee participation, have 

direct and significant effect on employee 

performance and Organizational Commitment. The 

impact of these HRM practices has widely been 

studied and their importance has acknowledged. 

However, the number of studies addressing this 

issue in banking sector is extremely inadequate. 

This study has addressed that gap and is expected to 

improve employee performance and organizational 

commitment in relation to HRM Practices.

Keywords: HRM Practices, Organizational 

Commitment, Employee Performance, Career 

Planning, Training and Development, Employee 

Participation
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INTRODUCTION

Human Resource Management Practices can be 

defined as a set of organizational activities that aims 

at managing a pool of human capital and ensuring 

that this capital is employed towards the 

achievement of organizational objectives (Wright 

and Boswell, 2002). The adoption of certain bundles 

of human resource management practices has the 

ability to positively influence organization 

performance by creating powerful connections or to 

detract from performance when certain 

combinations of practices are inadvertently placed 

in the mix (Wagar and Rondeau,

2006). Organizational commitment is generally 

viewed as the level of attachment felt by an 

employee towards the organization in which he is 

employed (Bartlett, 2001). Later, Meyer and Allen 

(1991) defined organizational commitment as 'a 

psychological state that characterizes the 

employee's relationship with the organization and 

has implications for the decision to continue or 

discontinue  membership  in  the  organization'.  

HRM  practices  and  policies  have  been suggested 

as influencing factors to increase Organizational 

Commitment (OC) among employees (Ogilvie, 

1986; Meyer & Smith, 2000; Arthur, 1994). Based 

on social exchange theory, Ogilvie (1986) proposed 

that employee's perceptions of HRM practices 

reflect a sense of reciprocity and the level of 

organization's commitment to the employees when 

an employee feels that the organization cares about 

their welfare and recognizes their contributions. 

Consequently, it leads to the belief that the 

organization will provide a variety of symbolic and 

tangible rewards in exchange of their efforts and 

commitment. Hence HRM practices are proposed 

as a practical approach to develop employee 

commitment and found significant positive 

relationship between HRM  practices  and  OC.  

This  research  aimed  at  providing workable  

solutions to  real  and problematic issues in terms of 

improv ing  employee  per fo rmance  and  

organizational commitment in banking sector. The 

results of the study will be very valuable for the 

banking sector because it will provide a 

comprehensive HRM practice that enhances 

employee performance and organizational 

commitment. This study might also help to shape 

HR practices of the banking sector thereby 

increasing the job satisfaction level among the 

employees.

LITERATURE REVIEW

Extensive literatures are available on the study of 
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Human Resource Management Practices and 

Organizational Commitment. A review of the 

available literature is conducted to identify the 

development in the field of HRM practices and 

Organizational Commitment and employee 

performance. An attempt has been made to review 

various researchers on the present topic as to find 

out various gaps and thereafter also to justify the 

need of the present research work.

Abdussalaam (2019) et al. in their study indicates 

that certain HR practices are effective drivers of 

enhanced employee performance. The results of 

their study signify that all the selected HR practices 

(recruitment & selection, training & development, 

performance appraisal & succession planning) 

excluding compensation are strong and positive 

predictors of employee performance. Pattnaik and 

Sahoo (2018) conducted the research study to 

examine the relationship between human resource 

practices and organizational performance. To study 

the relationship they usedthe two stage structure 

equation modeling in which they found that both are 

positively related. In their study compensation have 

non-significant effect on employee performance.

Yanqing et al. (2017) examine and find positive and 

direct relationship between the use of certain 

formalized human resource (HR) practices and 

SME performance, measured by financial 

performance and labor productivity. Rao & Singh 

(2017) aims to examine the role of human resource 

(HR) practices and learning-oriented culture to 

influence organizational human capital through 

knowledge management (KM) processes which 

discusses the role of HR practices and learning-

oriented culture to affect KM process and shows 

that the proposed relationship has the potential to 

positively influence organizational human capital. 

Mengyuan et al. (2017) developed and tested a 

multi-level model of the impact of high-

commitment human resource (HR) practices on 

proactive customer service performance (PCSP)  in  

the  hospitality industry to  explore the  

organizational antecedents of  PCSP. Mohammad et  

al.  (2017) indicate a significant and positive 

influence of the roles of emerging HRM, namely, 

procedural justice, organizational communication, 

empowerment, employee development and 

participation as  determinants of employee 

commitment to the organization. Delery & Gupta 

(2016) learning shows that components of HRM 

system interact in a complex manner to predict 

financial performance. Their results suggest 
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competitive advantage can be obtained through 

investments in human capital or through other 

strategies. Wahidha et al. (2016) shows positive 

relationship between HRM practices and, job 

satisfaction and organization performance. Sunitha 

& Arunadevi (2016) showed that there is no 

significant difference in the perception of 

corporation and private school teachers on HRD 

Climate and organizational effectiveness. Khatri & 

Gupta (2015) examine a positive impact on the 

organizational commitment of employees in the 

retail sector. Bruno et al. (2015) accomplished in 

their study that Organizations wishing to retain their 

skilled employees have strong incentives to 

implement practices related to the skills enhancing 

dimension. Mufeed

& Gulzar (2015) concluded that the results of their 

study confirm positive relationship HRM practices 

that indicate the level of satisfaction of employees 

towards HRM practices as hypothesized with  

varying degree  of  correlation.  Trehan  and  Setia  

(2014)  establish  highly positive relationship 

between human resource practices and 

organizational performance.

Sheehan (2014) study shows that  investment in  the 

selected  human resource practices  has significant  

positive  effects  on  performance.  Maina  (2014)  

found  Training  has  a  direct relationship with 

employee retention and correlate positively. Su et 

al. (2013) found that both training and pay for 

performance had no significant relationship with 

employee affective commitment. Ang et al. (2013) 

found that Employee perceived high-performance 

work systems had a positive significant impact on 

affective commitment. Furthermore, both job 

satisfaction and employee engagement partially 

mediated this relationship.

Ang et al. (2013) found that high-performance work 

systems had a significant positive relationship with 

job satisfaction. García-Chas et al. (2013) found 

that high-performance work systems had a 

significant positive relationship with the job 

satisfaction of engineers in Spain. Gould-Williams  

et  al.  (2013)  found  that  high  commitment  HR  

practices  were  positivelyassociated with job 

satisfaction. Narang & Singh (2012) study shows 

that perceived organizational support significantly 

but partially mediates the relationship between 

human resource practices and trust in the 

organization. They concluded that their study also 

contributes to  the general theme of HRM firm 

performance because POS and organizational trust  



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.21

are possibly significant intermediate variables. 

Mukhtar et al. (2012) found that training and 

development, empowerment and recognition had 

significant positive relationships with the 

organizational commitment of employees of non-

government organizations in Pakistan.

Gardner et  al. (2011) found in their study that 

formal performance evaluations, merit pay, 

bonuses, promotion opportunities, complaint 

processes, cross-department and company 

communication, and formal participation programs 

had a significant positive relationship with 

employee affective commitment.

Nayaab et al (2011) found HRM practices like 

training, employee participation in decision making 

was found significantly related with banks 

performance. Soomro et al. (2011) found that HRM 

practices (training, selection, career planning, 

employee part icipat ion,  job defini t ion,  

compensation,   performance   appraisal)   were   

correlated   positively   with   the   employee 

performance. Messersmith et al. (2011) identified 

that HR practices had a significant positive 

relationship with employee organizational 

commitment. Mendelson et al. (2011) found that 

high involvement work systems had significant 

positive effects on job satisfaction.

Narang & Singh (2010) study shows that HR 

practices like Selection and Staffing, Training and 

Development and Performance Appraisal has to be 

paid higher attention for improving employee 

competencies. Boselie (2010)   found that skills 

training, general training, and coaching had 

significant positive effects on employee 

commitment levels. Katou & Budhwar (2010) 

found that job evaluation, compensation, 

promotion, incentives, and benefits had significant 

positive effects on employee commitment. Gould 

& Gatenby (2010) found that performance related 

reward schemes,  training and development, and 

performance appraisals had significant positive 

effects on the commitment and job satisfaction. 

Chew & Chan (2008) study shows that 

organizational commitment and intention to stay 

are significantly related to Person-organization fit. 

Ileana & Simmons (2008) found in their study of 

UK workers that job autonomy, employee 

involvement, training and learning, and supervision 

had significant relationships with job satisfaction.

Paul and Anantharaman, 2004; Ulrich, 1997; 
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Wimalasiri, 1995 works supported Allen et al., 

(2003)  findings which confirmed a great deal of 

support for predicting a positive relationship 

between organizational commitment and HR 

practices and also it try to empirically show the 

enhancement of a causal relationship.

HRM practices and organizational commitment 

have been tested in many studies (for example., 

Meyer & Smith, 2000; Agarwala, 2003; Gould-

Williams, 2003; Wright, Gardner & Moynihan,

2003; Edgar & Geare, 2005; Kinnie, Hutchinson, 

Purcell, Rayton & Swart, 2005; Yu & Egri,

2005;  Smeenk,  Eisinga,  Teelken  &  Doorewaard,  

2 0 0 6 ;   M a c k y   &   B o x a l l ,   2 0 0 7 ;   

Sanders,Dorenbosch, & de Reuver, 2008; Kwon, 

Bae & Lawler, 2010; Boon, Den Hartog,  Boselie, & 

Paauwe, J. 2011; Farndale, Hope-Hailey & Kelliher, 

2011; Innocenti, Pilati, & Peluso,2011; Mendelson, 

Turner, & Barling, 2011; Messersmith,   Patel, 

Lepak, & Gould-Williams, 2011; Yang, 2012; Ang, 

Bartram, McNeil, Leggat,   & Stanton, 2013; 

Gould-Williams et al., 2013; Kehoe & Wright, 

2013; Takeuchi & Takeuchi, 2013), and the findings 

of these studies showed the subsistence of a positive 

relationship between   HRM practices and 

organizational commitment.

OBJECTIVES

1.  To examine the relationship between HRM 

practices, Employee performance and their 

organizational commitment.

2.  To find out the impact of HRM practices on 

employee performance and organizational 

commitment.

3.  To  find  the  mediating  effect  of  job  

satisfaction  with  employee  performance  and 

organizational commitment in relation to HRM 

practices.

HYPOTHESIS

H1. HRM practices are positively and significantly 

related with employee performance.

H2. HRM practices are positively and significantly 

related with organizational commitment

H3. Job satisfaction is positively and significantly 

mediated with employee performance and 

organizational commitment in relation to HRM 

practices.

METHODOLOGY

This research is a survey type research that used 

questionnaire for data collection. Data is 
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quantitative and cross-sectional. Both descriptive 

and  inferential  statistical  techniques were 

employed. Simple random sampling technique was 

employed. Data were collected from a total of 400 

employees of     selected public and private sector 

banks. The survey instruments are adopted from 

previous studies, the instruments consists of three 

parts: HRM Practices (Career Planning, Training 

and Development, Employee Participation), 

Organizational Commitment and Employee 

Performance. The respondent consists of both 

managerial and non managerial employees of the 

selected public and private sector banks in India.

RESULTS OF HYPOTHESIS TESTING

Three major hypotheses were proposed in the study 

to test the relationship between variables in this 

study. The hypothesis formulated with a direct 

relationship of HRM practices and employee 

performance which is found to be positive and 

statically significant with path coefficient. HRM 

practices (Career Planning, Training and 

Development and Employee Participation) also 

show positive and significant relationships because 

the p value is less than 0.05. It was hypothesized in 

the study that job satisfaction is having a mediate 

effect on the relationship of HRM practices with 

employee performance and organizational 

commitment. Job satisfaction is directly and 

significantly related to employee performance and 

organizational commitment as the p value is less 

than 0.05. In this study it is concluded that HRM 

practices have significant direct effect on employee 

performance and organizational commitment 

through job satisfaction (p<0.05). All proposed 

hypothesis formulated in the model to test the 

relationship between variables were found 

statically significant and confirmed. Table one is 

describing the descriptive statistics of the entire data 

where as table two is showing the correlations 

among the variables. Table 3 and 5 are showing the 

model summary of the independent and dependent 

variables. According to the descriptive statistics of 

table 1, the mean and standard deviation of gender is 

1.28 and .450.
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**.Correlation is significant at the 0.01 level (2-tailed).

CP- Career Planning, TD- Training and
Development, EP- Employee Participation,
JS- Job Satisfaction,  HRM Practices,
Employee Performance,
OC- Organizational Commitment

LIMITATIONS

The study is related only to the employees of the 

selected public and private sector banks. The 

employees of other banks like Regional Rural 

Banks, non-scheduled commercial banks and co- 

operative banks are not covered. The information 

provided by the employees was purely based on 

perception only. The quality and reliability of data 

were the actual expression of respondents. 

Secondary data were also used in this study so the 

limitation of the secondary data applies to this 

research also.
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CONCLUSION

The study looked at the relationship of three HRM 

practices on employee performance and 

organizational commitment with mediating role of 

job satisfaction. The results conclude significant 

relationship among the variables of the study. The 

results of the study supports that if public and 

private sector banks are having effective HRM 

practices , employee will experience satisfaction 

with the jobs which in turn results in improved 

employee performance and organizational 

commitment. This research reconfirms the findings 

of the previous research. In a nutshell the researcher 

concludes that findings of their current research, 

HRM practices enhance the extent of employee 

performance and organizational commitment of 

employees of selected public and private sector 

banks through job satisfaction.
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ABSTRACT

The spectacular and unprecedented growth of 

foreign direct investment (FDI) in the global 

economic landscape over the last two decades has 

made it an integral part of the development strategy 

of both the developed and developing nations. It 

acts as major catalyst in the development of a 

country through up-gradation of technology, 

managerial skills and capabilities in various sectors. 

Indian retail industry is one of the sunrise sectors 

with huge growth potential. Indian retail industry is 

one of the sunrise sectors with huge growth 

potential. However, in spite of the recent 

developments in retail sector and its immense 

contribution to the economy, it continues to be the 

least evolved industries in India when compared to 

rest of the world. Undoubtedly, this dismal situation 

of the retail sector, despite the ongoing wave of 

incessant liberalization and globalization, stems 

from the absence of FDI encouraging policy in the 

Indian retail sector. 

The present study is undertaken to gain an insight 

about the present structure of Indian Retail Sector, 

The analysis also covers the opportunities and 

emerging challenges before Indian retail sector in 

view of recent policy changes by Government of 

India. With India's large 'young' population and 
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high domestic consumption, the macro trends for 

the sector look favorable. The paper also analyzes 

the reason why foreign retailers are interested in 

India, their strategies to catch the opportunity and 

minimise the challenges to enter  in India. The 

present paper also focuses on the strategic issues 

and implications of FDI retail in India and the major 

challenges that it faces.

Keywords : FDI, Multi-brand, retail, technology.

INTRODUCTION 

The word 'retail' means the sale of goods or 

commodities in small quantities directly to 

consumers Retailing can be defined as a 

distribution channel function, where an 

organization, buying the products from supplying 

firms or manufacturing the products themselves, 

sells these directly to consumers. Many a times, 

consumers buy from an organization who is not the 

manufacturer of the products, rather it is a reseller 

of the products obtained from others. However, in 

some cases we may find the product manufacturers 

operating their own retail outlets in a corporate 

channel arrangement. Retailing is beneficial to both 

consumers and sellers. On the one hand it enables 

the consumers to purchase small quantities of an 

assortment of products at a reasonably affordable 

price, on the other it offers an opportunity to 

suppliers to reach their target market. Through 

retail promotions they can build product demand 

and provide consumer feedback to the product 

marketer. Thus retail consists of sale of goods and 

services from individuals or businesses to the end-

user. A retailer earns profit by purchasing large 

quantities of goods and services either from 

manufacturers directly or through a wholesale and 

he is a part of an integrated system called the supply 

chain.

The size of Indian retail market in 2010 was 

estimated at US$ 353 billion and by 2014, it is 

expected to increase up to US$ 543 billion. Further, 

the estimated value of current size of Indian retail 

market is about 500 billion USD and by 2020 its 

value is pegged to be at 1.3 trillion USD. Over 20 % 

of India's gross domestic product (GDP) is 

contributed by retail sector and in total employment 

it contributes 8%. India is Home to one of the top 

five retail markets in the world and in retail, India 

offers immense scope of growth and opportunities. 

According to A T Kearney's Global Retail 

Development Index (GRDI) 2013, the global 

slowdown has impacted India's growth also and as a 

result India's growth rate fell from a 10-year 
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average of 7.8 percent to 5 percent and in GRDI 

ranking India slipped to 14th. India's previous low 

ranking was 6th place in the inaugural Index in 2002 

but in 2009 it stood first. However the GRDI report 

points out some positive factors leading to 

optimistic expectations. These factors are: strong 

long-term fundamentals and young, increasingly 

brand- and fashion-conscious population. The 

report projects 14 to 15 percent growth per year in 

retail sector through 2015 and due to more 

urbanization and more potential new investment by 

retailers, expects a higher proportion of modern 

retail which is 9 percent in 2020.

India Retail Industry – At Glance 

Retailing is the largest private industry in India and 

second largest employer after agriculture. The 

sector contributes to around 10 % of GDP. With 

over 12 million retail outlets, India has the highest 

retail outlets density in the world. This sector 

witnessed significant development in the past 10 

years from small unorganized family owned retail 

formats to organized retailing. The importance of 

retail sector in India can be judged from the 

following facts. 

?Retail sector is the largest contributor to the Indian 

GDP. 

? The retail sector provides 15% employment 

?India has world largest retail network with 12 

million outlets 

? Total market size of retailing in India is U.S $ 180 

billion 

? Current share of organized retailing is just 2% 

which comes around to $ 3.6 trillion 

? Organized retail sector is growing @ 28 % per 

annum. 

The Indian retail sector is very different from that of 

the developed countries. In the developed 

countries, products and services normally reach 

consumers from the manufacturer / producers 

through two different channels: 

? Via Independent retailers (vertical separation) and 

? Directly from the producer (vertical integration). 

In the later case, the producers establish their own 

chains of retail outlets, or develop franchises. On 

the other hand, Indian retail industry is divided into 

organized and unorganized sectors. Organised 

retailing refers to trading activities undertaken by 

licensed retailers, that is, those who are registered 

for sales tax, income-tax etc.,. These include the 

corporate-backed supermarkets and retail chains 

and also the privately owned giant retail businesses. 

Unorganised retailing, on the other hand, refers to 

the traditional formats of low-cost retailing, for 
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example, the local kirana shops, owner manned 

general stores, Paan/beedi shops, convenience 

stores, hand cart and pavement vendors etc., 

Unorganised sector retailing is by for the prevalent 

form of trade in India – constituting 95% of total 

trade, white organized retailing trade accounts only 

for the remaining 5% - and this is projected to 

increase 20—25  % by 2021 

Figure- Evolution of Indian retail

The effects of retail on Indian economy are: 

? Employment Generation 

? Development of small scale units 

? Growth of real estate 

Methodology 

The present study is based on secondary data and 

information collected from a variety of sources. An 

attempt has been made in the present study to make 

a systematic analysis of changes in the size and 

structure of Indian retail market over last few years. 

This analysis is useful to understand the expected 

future changes in the Indian retail market and the 

implications of recent policy changes adopted by 

Government of India. Collecting and compiling 

data and information from various available 

sources, relevant ratios and percentages have been 

calculated and analysed.

Growth Drivers in India for Retail Sector 

The retail industry in India is currently growing at a 

great pace and is expected to go up to US $ 833 

billion by the year 2013. It is further expected to 

reach US$1.3 trillion by the year 2018 at a CAAGR 

of 10%. As a country has got a high growth rate, the 

consumer spending has also gone up and is also 

expected to go up further in the future. In the last 

four years, the consumer spending in India climbed 

up to 75%. As a result, the Indian retail industry is 

expected to grow further in the future days. By the 

year 2022, the organized sector is also expected to 

grow at a CAGR of 40%. 

Figure- Phases of Indian retail after LPG-1991

Source-  ICEFMO2013, the Economic, Finance & Mgmt ISBN: 978-969-9347-14-6
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The key factors that drive growth in retail industry 

are young demographic profile, increasing 

consumer aspirations, growing middle class 

incomes and improving demand from rural 

markets. Also, rising incomes and improvements in 

infrastructure are enlarging consumer markets and 

accelerating the convergence of consumer tastes. 

Liberalization of the Indian economy, increase in 

spending per capita income and the advent of dual 

income families also help in the growth of retail 

sector. Moreover, consumer preference for 

shopping in new environs, availability of quality 

real estate and mall management practices and shift 

in consumer demand to foreign brands like 

McDonalds, Sony, Panasonic etc., also contributes 

to the spiral of growth in this sector. Furthermore, 

the internet revolution is making the Indian 

consumer more accessible to the growing 

influences of domestic and foreign retail chains. 

Reach of satellite T.V. Channels is helping in 

creating awareness about global products for local 

markets. About 47% of India's population is under 

the age of 20: and this will increase to 65% by 2021. 

This young population, which is technology – 

savvy, watch more than 50 TV satellite channels, 

and display the highest propensity to spend, will 

immensely contribute the growth of the retail sector 

in the country. Moreover, the retail sector also acts 

as an important employment absorber for the 

present social system. Thus, when a factory shuts 

down rendering workers jobless; or the stagnant 

manufacturing sector fails to absorb the fresh 

entrants into the job market, the retail sector absorbs 

them all.

Limitations of the Present Set Up 

Limited Choice to the Consumer 

Most Indian shopping takes place in open markets 

or millions of small, independent grocery and retail 

shops. Shoppers typically stand outside the retail 

shop, ask for what they want, and cannot pick or 

examine a product from the shelf. Access to the 

shelf or product storage area is limited. Once the 

shopper requests the food staple or household 

product they are looking for, the shopkeeper goes to 

the container or shelf or to the back of the store, 

brings it out and offers it for sale to the shopper. 

Often the shopkeeper may substitute the product, 

claiming that it is similar or equivalent to the 

product the consumer is asking for.

No Sales and Service Support to the Consumer 

Vast majority of the unorganized retail shops in 

India employ family members, do not have the scale 

to procure or transport products at high volume 
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wholesale level, have no quality control or fake-

versus-authentic product screening technology and 

have no training on safe and hygienic storage, 

packaging or logistics. The unorganized retail shops 

source their products from a chain of middlemen 

who mark up the product as it moves from farmer or 

producer to the consumer. The unorganized retail 

shops typically offer no after-sales support or 

service.

Infrastructure 

There has been a lack of investment in the logistics 

of the retail chain, leading to an inefficient market 

mechanism. Though India is the second largest 

producer of fruits and vegetables(about 180 million 

MT), it has a very limited integrated cold-chain 

infrastructure, with only 5386 stand-alone cold 

storages, having a total capacity of 23.6 million MT. 

, 80% of this is used only for potatoes. The chain is 

highly fragmented and hence, perishable 

horticultural commodities find it difficult to link to 

distant markets, including overseas markets, round 

the year. Storage infrastructure is necessary for 

carrying over the agricultural produce from 

production periods to the rest of the year and to 

prevent distress sales. Lack of adequate storage 

facilities cause heavy losses to farmers in terms of 

wastage in quality and quantity of produce in 

general. Though FDI is permitted in cold-chain to 

the extent of 100%, through the automatic route, in 

the absence of FDI in retailing; FDI flow to the 

sector has not been significant.

Pricing Issues 

The product typically has no price label in these 

small retail shops; although some products do have 

a maximum retail price pre-printed on the 

packaging. The shopkeeper prices the food staple 

and household products arbitrarily, and two 

consumers may pay different prices for the same 

product on the same day. Price is sometimes 

negotiated between the shopper and shopkeeper. 

The shoppers do not have time to examine the 

product label, and do not have a choice to make an 

informed decision between competitive products. If 

you consider jewelry retailing, the concept of price 

labels is of recent phenomenon. Prior to this, buyers 

of gold were not aware of quality (purity), wastages 

and the price of the gold that they bought. 

Competition and opening up of economy has 

brought in transparency in pricing and genuineness 

in transaction.

Major Challenges of Retailing in India 

To become a truly flourishing industry, retailing in 

India needs to cross the following challenges. 

? Automatic approval is not allowed for foreign 
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investment in retail 

? Regulations restricting real estate purchases, and 

cumbersome local laws. 

? Taxation, which favours small retail businesses 

? Absence of developed supply chain and integrated 

IT Management 

? Lack of Trained work force 

? Low skill level for retailing Management 

? Lack of retailing courses and study options 

? Intrinsic complexity of retailing – rapid price 

changes, constant threat of product obsolescence 

and low margins. 

? Competition from unorganized sector.

Rationale behind Allowing FDI in Retail Sector 

FDI can be powerful catalyst to spur competition in 

the retail industry, due to the current scenario of low 

competition and poor productivity. Permitting 

foreign investment in retailing is likely to ensure 

adequate flow of capital into the country and its 

productive use in a manner likely to promote the 

welfare of all sections of society, particularly 

farmers and consumer. It would also help bring 

about improvements in farmer's income and 

agricultural growth and assist in lowering consumer 

prices inflation. Apart from this, by allowing FDI in 

retail trade, India will significantly flourish in terms 

of quality standards and consumer expectations, 

since the inflow of FDI in retail sector is bound to 

pull up the quality standards and cost 

competitiveness of Indian producers in all the 

segments.

SINGLE AND MULTI-BRAND RETAILING 

FDI in Single-Brand Retail 

The Government has not categorically defined the 

meaning of "Single Brand" anywhere neither in any 

of its circulars nor any notifications. In single-brand 

retail, FDI up to 51% is allowed, subject to Foreign 

Investment Promotion Board (FIPB) approval and 

subject to the conditions mentioned in Press Note 3 

that 

? Only single brand products would be sold (i.e., 

retail of goods of multi-brand even if produced by 

the same manufacturer would not be allowed). 

? Products should be sold under the same brand 

internationally. 

? single-brand product retail would only cover 

products which are branded during manufacturing 

and 

? Any addition to product categories to be sold 

under single-brand would require fresh approval 

from the government. 

While the phrase "single brand" has not been 

defined, it implies that foreign companies would be 
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allowed to sell goods sold internationally under a 

single brand, viz., Reebok, Nokia, and Adidas. 

Retailing of goods of multiple brands, even if such 

products were produced by the same manufacturer, 

would not be allowed. Going a step further, we 

examine the concept of "single brand" and the 

associated conditions: 

FDI in "Single brand" retail implies that a retail 

store with foreign investment can only sell one 

brand. For example, if Adidas were to obtain 

permission to retail its flagship brand in India, those 

retail outlets could only sell products under the 

Adidas brand and not the Reebok brand, for which 

separate permission is required. If granted 

permission, Adidas could sell products under the 

Reebok brand in separate outlets. 

FDI in Multi-Brand Retail 

The government has also not defined the term Multi 

Brand. FDI in Multi Brand retail implies that a retail 

store with a foreign investment can sell multiple 

brands under one roof. In July 2010, Department of 

Industrial Policy and Promotion (DIPP), Ministry 

of Commerce circulated a discussion paper on 

allowing FDI in multi-brand retail. The paper 

doesn't suggest any upper limit on FDI in multi-

brand retail. If implemented, it would open the 

doors for global retail giants to enter and establish 

their footprints on the retail landscape of India. 

Opening up FDI in multi-brand retail will mean that 

global retailers including Wal-Mart, Carrefour and 

Tesco can open stores offering a range of household 

items and grocery directly to consumers in the same 

way as the ubiquitous 'kirana' store. 

Current Position and FDI Norms in Indian 

Retail 

Being aware of the large market, growing 

consumerism and brand – consciousness and to 

provide a greater fillip to high economic growth, in 

1997, the Indian retail sector witnessed the first 

footprints of FDI with 100% FDI is being permitted 

in cash & carry wholesale trading under the 

government approval route, subsequently brought 

under the automatic route in 2006. As a step ahead, 

FDI in single brand retail was permitted to the extent 

of 51% in 2006, while FDI in multi-brand retail 

remained prohibited till recently. Despite changes in 

consumer behavior and retail modernization, India 

is one of the few countries where FDI was 

prohibited in multi-brand retail (until 2011), 

primarily to protect the traditional mom-and-pop 

retailers. In November 2011, India's Central 
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government announced retail reforms for both 

multi-brand stores and single-brand stores. These 

market reforms pave the way for retail innovation 

and competition with multi-brand retailers such as 

Wal-Mart, Carrefour and Tesco, as well as single 

brand majors such as IKEA, Nike and Apple. The 

announcement sparked intense activism, both in 

opposition and in support of the reforms. In January 

2012, India approved reforms for single-brand 

stores welcoming anyone in the world to innovate in 

Indian retail market with 100% ownership, but 

imposed the requirement that the single brand 

retailer source 30% of its goods from India. Indian 

government continues the hold on retail reforms for 

multi-brand stores. 

In 2010, the Indian retail market was valued at $ 435 

billion of which the share of modern retail was 7 %. 

The sector is expected to grow to $ 535 billion by 

2013 with the share of modern retail at 10 %. In 

2007, India was ranked the twelfth largest consumer 

market and it is expected to be the fifth-largest 

consumer market by 2025 after the US, Japan, 

China and the UK. According to study conducted by 

ICRJER, total retail business in India will grow at 

13% annually, from US $ 322 billion in 2006-2007 

to US $ 590 billion in 2011-2012 and further US $ 

1.5 trillion by 2021-2022.

Major Attractions for Global Retailers in India 

At Kearney, the well-know international 

management consultancy, recently identified India 

as the “second most attractive retail destination 

globally from among thirty emergent markets. It has 

made India the cause of a good deal of excitement 

and the cynosure of many foreign investors' eyes. 

With a contribution of an overwhelming 14% to the 

national GDP and employing 7% of the total 

workforce (only agriculture employs more) in the 

country, the retail industry is definitely one of the 

pillars of the Indian Economy. Foreign Companies 

attraction to India is the billion-plus population. 

Also, there are huge employment opportunities in 

retail sector in India. According to Associated 

Chambers of Commerce and Industry of India 

(ASSOCHAM), the retail sector will create 50,000 

jobs in the next few years. 

Source-www.wordpandit.com
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As per the US Census Bureau, the young population 

in India is likely to constitute 53 % of the total 

population by 2020 and 46.5 % of the population by 

2050 – much higher than countries like the US, the 

UK Germany, China etc. India's demographic 

scenario is likely to change favourably, and 

therefore, will most certainly drive retail sales 

growth, especially in the organized retail segment. 

Even though organized retailers have a for lesser 

reach in India than in other developed countries, the 

first – mover advantage of some retail players will 

contribute to the sector's growth. India in such a 

scenario presents some major attractions to foreign 

retailers. There is a huge, huge industry with no 

large players. Some Indian large players have 

entered just recently like reliance, Trent. Moreover, 

India can support significant players averaging $ 1 

billion In Grocery and $ 0.3 – 0.5 billion. in apparel 

within next 10 years. The transition will open 

multiple opportunities for companies and investors. 

In addition to these, improved living standards and 

continuing economic growth, increasing number of 

conscious customer aspiring to own quality, 

increased use of credit cards and brand 

consciousness are also attracting to global retailers 

to enter in Indian market. Thus, there is certainly a 

lucrative opportunity for foreign players to enter the 

Indian terrain. India thus continues to be among the 

most attractive countries for global retailers. 

However, it is not out of place to mention here that 

the government policies towards FDI are the only 

hindering factors that do not make this a fairy tale 

for foreign players.

Key perceived opportunities (Favourable) 

The following may be regarded as major perceived 

benefits of allowing FDI in retail in India. 

Capital Infusion 

India needs trillions of dollars to build its 

infrastructure, hospitals, housing and schools for its 

growing population. Indian economy is small, with 

limited surplus capital. Indian government is 

already operating on budget deficits. It is simply not 

possible for Indian investors or Indian government 

to fund this expansion, job creation and growth at 

the rate India needs. In fact FDI is one of the major 

sources of investments for a developing country like 

India wherein it expects investment from 

multinational companies to improve the countries 

growth rate, create jobs, share their expertise, back – 

end infrastructure and research and development in 

the host countries. FDI in retailing would provide an 

opportunity for cash deficient domestic retailers to 

bridge the gap between capital required and raised. 
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Beyond capital, Indian retail industry needs 

knowledge and global integration. Global retail 

leaders can bring this knowledge and global 

integration. Global retail leaders can bring this 

knowledge. Global integration can potentially open 

export markets for Indian farmers and producers. 

Farmers – Prime Beneficiaries 

The biggest beneficiary of FDI in retail would be 

farmers who will be able to improve their 

productivity. The formers will not only be able to 

increase their output but will also get better rewards 

in terms of supplying to organized retailers by trying 

up long-terms of contracts with them. Farmers have 

chances to gain greater market access, higher 

profits, better technology and linkages with 

consumers due to direct back end linkages. 

According to report, India farmers realize only 

1/3rd of the total price paid by final consumer, 

against 2/3rd by farmers in nations with a higher 

share of modern retail. Investment in back end 

infrastructure will help reduce wastage of farm 

produce, improve livelihood of farmers, lower the 

prices of products and ease supply side inflation, 

food safety, hygiene and quality. Also, farmers can 

benefit with the “farm-to fork” ventures with 

retailers which helps:

? to cut down intermediaries; 

? give better prices to farmers, and 

? provide stability and economics of scale which 

will benefit both the farmers and consumers.

Consumers and Common man to become Real 

Kings and Queens Now 

India is now the home of the largest number of 

moneyed consumers. Entry of global retailers is 

expected to have direct impact on consumers as well 

as common man. The stage is now set when Indian 

consumers will have the luxury of world class 

opportunity of shopping to meet the requirements of 

daily life. They will find a new world of enjoyment 

of picking up consumer items to their greatest 

satisfaction. Consumers in the organized retail will 

have the opportunity to choose between a numbers 

of internationally famous brands with pleasant 

shopping environment, huge space for product 

display, maintenance of hygiene and better 

customer care. There is a large segment of the 

population which feels that there is a difference in 

the quality of the products sold to foreign retailers 

and the same products sold in the Indian market. 

There is an increasing tendency to pay for quality 

and ease and access to a “one-stop-shop” which will 

have a wide range of different products. If the 

market is opened, then the pricing could also change 

and the monopoly of certain domestic Indian 
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Companies will be challenged. 

Improvement in Supply Chain 

It is expected that technical knowhow from foreign 

firms, such as warehousing technologies and 

distribution systems, for example, will lend itself to 

improving the supply chain in India, especially for 

agricultural produce. Hence there are multiple 

inefficiencies in the supply chain that leads from 

farm to the dinner table. Official estimates are that 

about 25-30 % of this product goes waste between 

harvest and consumption. In theory, if fresh produce 

is collected efficiently at the farm-gate, and end-to-

end cold-chain is maintained in storage and 

transportations until it reaches supermarket shelves 

as in developed countries, this wastage can be 

eliminated, translating into better prices for farmers 

and lower prices for consumers besides greater 

availability of the produce for processing, export 

and other value-addition. The organised retail will 

help farmers in the procurement process, reduce 

wastage with finally efficient storage and will 

finally cut the losses. The giant retailers will help 

India to have strong storage system with highly 

developed transportation. The arrival of foreign 

retailers will definitely bring in synergies in 

distribution management practices. 

Creation of more and Better Employment 

Opportunities 

The expansion in the retail sector could generate 

significant employment potentials especially 

among rural and semi-urban youth. The entry of 

foreign companies into Indian Retailing will not 

only create many employment opportunities but, 

will also ensure quality in them. This helps the 

Indian human resources to find better quality jobs 

and to improve their standard of living and life 

styles on par with that of the citizens of developed 

nations. In addition, millions of additional jobs will 

be created during the building of and the 

maintenance of retail stores , roads, cold storage 

centres, software industry, electronic cash registers 

and other retail supporting organizations. Instead of 

job losses, retail reforms are likely to be massive 

boost to Indian job availability 

Improved Technology and Logistics 

Improved technology in the sphere of processing, 

grading, handling and packaging of goods and 

further technical developments in areas like 

electronic weighing, billing, barcode scanning etc., 

could be a direct consequence of foreign companies 

opening retail shops in India. Further, 

transportation facilities can get a boost, in the form 

of increased number of refrigerated vans and pre - 

cooling chambers which can help bring down 
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wastage of goods. 

Boost healthy Competition and Check Inflation 

FDI in organised retailing could help tackle 

inflation ,particularly with wholesale prices. 

Inflation is a politically sensitive subject 

,particularly for incumbent governments in a 

democratic country such as in India, in particular 

because rising food prices tend to e regressive in 

their impact. The entry of the many multination 

corporations will obviously promise intensive 

competition between the different companies 

offering their brands in a particular product market 

and this will result in availability of many varieties, 

reduced prices and convenient distribute of the 

marketing offers. Further, it eliminates the evils of 

adulteration, shortage in weights and measures 

unreasonable profit due to large differences 

between the wholesale price and the printed 

Maximum Retail Price (MRP). 

Real Estate Sector likely to Upscale their 

Operations 

Retail is closely dependent on real estate as any 

retailer will require substantial spaces for setting up 

business. The decision to allow 51% in multi-brand 

retail is expected to prompt realtors to revive their 

plans to build malls and shopping complexes, which 

were shelved down in the past few years due to 

economic slowdown. Thus, real estate in India has 

gone through a revamp due to the demand of high-

end retail malls and people's changing perception 

towards an enjoyable shopping experience. Thus 

real estate can get a further facelift in India and 

receive move investment with the opening up of 

FDI in multi-brand retail. 

Other Fringe Benefits 

Long term Cash Liquidity 

FDI will provide necessary capital for setting up 

organized retail chain stores. It is a long term 

investment because unlike equity capital, the 

physical capital invested in the domestic company 

is  not easily liquidated. 

Proper Tax System 

Tax revenue will increase like VAT and service Tax. 

The organised sales with computerised billing 

system will also yield more revenue through 

commodity taxes like VAT and service tax to the 

Government. Thus tax buoyancy of the economy 

would increase. 

FDI opens new doors for Franchising 

Retail giants who are at their wings, seeking entry 

into foreign market look for other available 

alternatives. These restrictions, on the global 

retailers regarding the inflow of FDI, lead them 

towards acquiring the market entry through 
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franchises. Thus, countries which offer promising 

market potentialities for retail growth offers 

substantial growth in the franchising sector as well. 

Middle class will be Benefitted 

The middle class will be benefitted because they are 

newly emerged and swelling. There is arising 

aspirations for a stylish and luxurious life in this 

class. There has been shift from necessities to 

luxurious life. The emergence of large middle class 

in India and with rising disposable income spends 

on branded products are likely to increase. 

Reduce Government Budget Deficit 

With 51% FDI limit in multi – brand retailers, nearly 

half of any profits will remain in India. Any profits 

will be subject to taxes, and such taxes will reduce 

Indian government budget deficit. 

Knowledge Management 

FDI in retail will make way for inflow of knowledge 

from international exports. There will be drastic 

retail growth through the development of the retail 

capability.

Other Opportunities 

? When the concept picks up, due to demonstration 

effect, there will be an overall up-gradation of 

domestic retail trade. 

? Global retail giants take India as key market .It is 

rated fifth most attractive retail market. The 

organized retail sector is expected to grow stronger 

than GDP growth in the next five years driven by 

changing lifestyles, increase in income and 

favorable demographic outline. Food and apparel 

retailing are key drivers of growth. 

? Indian retail industry has come forth as one of the 

most dynamic and fast paced industry with several 

players entering the market. 

? It can become one of the largest industries in terms 

of numbers of employees and establishments. 

? The retailers (both single and multi-brand) will 

have to source at least 30% of their goods from 

small and medium sized Indian suppliers. 

? Rural retailing is still unexploited Indian market. 

? Customers will have access to greater variety of 

International Quality branded goods. 

? Farmers will get better prices for their produce 

through improvement of value added food chain. 

? Minimum 50% of the FDI to be spent on rural 

development. 

? New opportunities are opened up for Micro, Small 

and Medium Enterprises. 

CHALLENGES 

History has witnessed that the concern of allowing 

unrestrained FDI flows in the retail sector has never 

been free from controversies and simultaneously 
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has been an issue for unsuccessful deliberation ever 

since the advent of FDI in India. Where on one hand 

there has been a strong outcry for the unrestricted 

flow of FDI in the retail trading by an 

overwhelming number of both domestic as well as 

foreign corporate retail giants; to the contrary, the 

critics of unrestrained FDI have always fiercely 

retorted by highlighting the adverse impact, the FDI 

in the retail trading will have on the unorganized 

retail trade, which is the source of employment to an 

enormous amount of the population of India. 

Figure- Indian Retail- Challenges faced by retail

Source-www.wordpandit.com

? The antagonists of FDI in retail sector oppose the 

same on various grounds, like, that the entry of large 

global retailers such as Wal-Mart would kill local 

shops and millions of jobs, since the unorganized 

retail sector employs an enormous percentage of 

Indian population after the agriculture sector. 

? The global retailers would conspire and exercise 

monopolistic power to raise prices and 

monopolistic (big buying) power to reduce the 

prices received by the suppliers. 

? It would lead to asymmetrical growth in cities, 

causing discontent and social tension elsewhere. 

Hence, both the consumers and the suppliers would 

lose, while the profit margins of such retail chains 

would go up. 

? Another apprehension is that FDI in retailing can 

upset the import balance, as large international 

retailers may prefer to source majority of their 

products globally rather than investing in local 

products. 

? Indian retailers have argued that since lending 

rates are much higher in India, Indian retailers, 

especially small retailers, are at a disadvantageous 

position compared to foreign retailers who have 

access to International funds at lower interest rates. 

High cost of borrowing forces the domestic players 

to charge higher prices for the products. 

? Foreign retailers who are entering India will focus 

on urban areas because of which land value will be 

increased. 

? The success of FDI in Retailing in India is in the 

hands of the State Government. 

CONCLUSION 

Indian retail industry is one of the sun rise sectors 
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with huge growth potential. Allowing healthy FDI in 

the retail sector would not only lead to a substantial 

surge in the country's GI and overall economic 

development, but would inter alia also help in 

integrating the Indian retail market with that of the 

global retail market in addition to providing not just 

employment but better paying employment, which 

the unorganized sector (kirana and other small time 

retailing shops) have undoubtedly failed to provide 

to the masses employed in them. Thus, as a matter 

fact FDI in the buzzing Indian retail sector should 

not just be freely allowed but % should be 

significantly encouraged. Allowing FDI in multi 

brand retail can bring about Supply Chain 

Improvement, Investment in Technology, 

Manpower and Skill Development, Tourist 

Development, Greater Sourcing from India, Up-

gradation in Agriculture, Efficient Small at Medium 

Scale Industries, Growth in market size and Benefits 

to Government through great GDP, tax income and 

employment generation. From the above, it is 

concluded that FDI in retail is a successful 

revolution for Indian economy. Admits today's time 

of fierce competition and a quest to achieve and 

enhance a substantial level of economic and social 

development; each and every nation is trying to 

liberalize its economic policies in order to attract 

investment from not only, domestic players, but 

also from magnates all across the globe. 

Consequently, people with generous reserves of 

funds, all around the globe, are expanding their 

wings and seeking opportunities of investing in 

different spheres of this lucrative market. India too 

is not oblivious to the rapid developments taking 

place in the global market and has emerged as one of 

the prime destinations for the investment of funds 

from an impressive number of foreign investors. 

It can be concluded that the advantages of allowing 

unrestrained FDI in the retail evidently outweigh 

the disadvantages attached to it and the same can be 

deducted from the examples of successful 

experiments in countries like Thailand and China's 

where too the issue of allowing FDI in the retail 

sector was first met with incessant protests, but later 

turned out to be one of the most promising political 

and economical decisions of their governments and 

led not only to the commendable rise in the level of 

employment but also led to the enormous 

development of their country's GDP. Besides, it 

would also lead to inflow of latest technical 

knowhow, establishment of well integrated and 

sophisticated supply chains, availability of 

standard, latest and quality products help in up 

gradation of human skills and increased sourcing 
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from India. As India capitalizes on the benefits of 

FDI, there will be more competition in the market at 

large and the rural sector of the country will be in the 

process of reformation, thus bringing about a socio 

– economic stability. So, it is very difficult to predict 

the future of Indian retail sector. But the government 

of India must be cautious about the apprehensions 

raised by the critics and adequate safeguards must 

be taken so that the positive effects may outweigh 

the negative ones and the traditional retailers 

coexist even after big foreign retailers enter the 

market.
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ABSTRACT

Purpose :  Corporate Social Responsibility (CSR), 

earlier Corporate Governance reforms are the 

continuous commitment by businesses houses 

across the globe should behave ethically.

Today, challenges for business house include profit 

making, increase in market  share, as well as 

sustainable development of society and focus on  

larger social issues like equity, equality, education, 

transparency, environment and poverty. 

In India, many companies are indulging in CSR 

initiatives. However, currently, North  Eastern 

Region ( NER) in India is the  least sought for a 

place for CSR activities. NER have received a 

Policy and Ministry of Development of North 

Eastern Region (MDONER ) is focusing on 

multidimensional development of NER. The paper  

tried to study CSR practices ,  expenditure  and 

development sectors   in NER. 

Methodology : Data was collected from secondary 

sources and analyzed  with appropriate tools

Findings :It's found that Education, Health care, 

Livelihood Enhancement projects, Rural 

Development projects and Sanitations are the top 

five  developmental sectors in NER.  Art & Culture,  

Prime Minsiter's  National Relief Fund (PMNRF), 

negligible share of CSR funds in India . Act East 
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Poverty eradication, women empowerment  and 

socio-economic  are least focused development 

sectors in the region.

Research Limitations : Period of this study was  

from 2014- 2019 and dialouges with policy makers 

is another limitation of the study . 

Practical implication and Value addition  :  This 

region has tremendous potentials for development 

which can be supplement by  CSR programs and 

schemes of  MDONER. This study will be helpful 

Business enterprises all over the world dominate 

society; in fact, at times they even transcend nations. 

Some times their turnover may be larger than the 

national income of a small country. This is  truer of 

MNCs who dominate the society in which they 

usually operate. This also involves the exploiting 

and consuming of the valuable resources of the 

society. There is an urgent need to pay back to 

society especially in difficult times. This may be one 

way of  defining  Corporate Social Responsibility 

(CSR) 

 According to The World Business Council for 

Sustainable Development,  “CSR  is continuing  

responsibility of corporates to  improve the quality 

of life of  their own employees and their dependents  

, community  and society  with ethical manners.

In India CSR is not a new phenomenon, it was made 

mandatory for the corporations and effective from  

April 01, .2014 as per under section 135 of the 

Companies Act 2013. 

North East Region (NER): It is also known as 

Northeast  India. This is the eastern  part  of India 

blessed with natural resources. It has  followings  

states, viz. Arunachal Pradesh, Assam, Manipur, 

Meghalaya, Mizoram, Nagaland, Sikkim and 

Tripura. As per  2011 census, this region has 3.78% 

population and 7.98 % area of the country. Mizoram 

(94.43%) Nagaland (86.48%) & Meghalaya 

(86.15%) having above 85%  Schedule Tribe (ST) 

Population. Average unemployment rate in the  

NER is 9.1%. 

This paper tried to study the CSR practices of select 

companies  operating in North East Region. Lot of 

studies have been conducted on CSR in India. 

Hardly few studies are there with reference to North 

East Region . Bridging this gap of past studies  

North Eastern region were chosen . It's not 

for corporations and regulators to start new CSR 

INTRODUCTION

programs in the region .

 

Keywords: CSR, NER, MDONER and Act East 

Policy 
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mandatory that companies which have their 

operations in NER  can only do their CSR activities 

in the region. Any company can have their CSR 

programs in NER. This paper also tried to analyses 

expenditure pattern from financial year 2014 to 

2019 in NER. 

Objectives of the study: 

1. To study the CSR activities in NER 

2. To study and compare the CSR expenditure in 

various states of NER for the last five  financial 

years. i.e. FYs 2014-2019

3. To analyze development sectors of CSR in NER. 

Review of Literature:

Tianjiao Zhao and  Xiang Xiao  (2018) in their 

study  found that the in life cycle the CSR 

engagement is negatively correlated with financial 

constraints irrespective of the stage of the firm.  

Lillian's Nicoletta Simionescu and Dalina 

Dumitrescu (2018) found that there was a positive 

and statistically significant relationship between 

CSR practices and Company Financial  

Performance (CFP)  

 Dharmapala & Vikramaditya  (2017) found that 

companies spending less than 2% increased their 

CSR expenditure, companies spending more than 

2% reduced their CSR expenditure after 

enforcement of u/s 135 of Companies Act 2013 

Hasan and Habib (2016) found that size, 

profitability and slack resources moderate the 

association between the corporate life cycle and 

CSR. 

 According to Stephen Brammer, Gregory Jackson, 

and Dirk Matten (2012),  CSR   is expectations of 

society that are entrenched and embodied in 

institutions. 

 Llaria Bissacco, Paolo Maccarrone and Cristina 

Spinelli Politecnico di Milano, Italy (2010), 

describes the determinants of different CSR 

strategies and their impacts.

Bipul Kumar Das (2020)  CSR is firm's policies that 

can go beyond legal requirements and improve 

socio economic conditions of NER. 

Kumar, Arvind (2018)  studied how corporations 

step in during natural disasters like Uttara Khand 

Flood, J&K Flood in India. He found corporations 

helped during disasters in many ways (Monetary, 

Non-Monetary Support, applying their domain 

knowledge)

Kumar, Arvind & Dhanda Upasana ( 2016)  studied 

CSR initiatives of corporations and found that a lot 

of companies could not start their CSR programs. 
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CSR laws were mandated from April 1, 2014  in 

India.Kiran Thoti (2015), found that CSR activities 

varies from organization to organization.

 Bala, and  Singh (2014) found that there was no 

major difference in CSR practices of Private Indian 

Companies (PICs) , Multi National Companies 

(MNCs) and Public Sector Companies (PSCs).  

Kumar Arvind, Kumar Rajender (2014)   found that 

education was common type of    CSR Initiative of 

select companies in India .  Bhagwan and  

Mukhopadhyay (2014) found that mandatory  

spending does have a positive and significant 

impact on company's value . 

Sophie Hadfield-Hill, (2014) studied CSR in Indian 

banking system and found that western CSR 

initiatives were influencing executives in India. 

Tulsi Jayakumar(2013)  found that CSR operations 

, based on carefully designed in conflict zones , not 

only make business possible but also profitable . 

this  study was based on North East operations of 

Hindustan Unilever Limited . 

Plaken et al. (2010) examined  CSR platforms and 

the communication surroundings in India. Its found 

that firms prfers  philanthropic platform with a 

focus on community development projects. It was 

indicated that indian consumers don't prefer 

philanthropic model, firms has to change their 

communication style. 

Patnaree Srisuphaolarn, (2013) studied CSR 

Practices in Thailand  and found that the emphasis 

was  on  social and environmental issues. Secondly 

social and religious values were  important 

variables  of CSR strategies .

According to KPMG Survey report 2018 , Indian 

corporates critically evaluates  and selects the 

districts for CSR expenditure . North East did not 

seem to be preferred region for CSR activities. 

Indian  Express reported in June 2017 that union 

government of India is in process of making road 

map to bring CSR funds to North East Region. 

Global Himalayan Expedition (2020) explained 

that it's a win-win situation for corporate houses to 

have CSR programs in NER . Under privileged gets 

attention from corporates and the brand equity of 

the firm rises rapidly .

Debasis  Negio(2010) found that there is very loco 

presence of  corporate sector in NER . He suggested 

that economic progress of the region can be ensured 

by capacity building with appropriate training.  

David R. Symiemlieh Anuradha, Dutta (2006) 

studied challenges of development in North East 

India.Dutta, PC(2012) written extensively on 

Social change and North East India. Ray, B. Dutta 

(2002) explained  Agenda for North East India. 
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Sudhir H & Mayum Jubita Hajari (2007) discussed  

dimensions of Social Issues in  North East India. 

Sinha, H (2012) explained emerging issues of 

development in North East India.

There are few studies on CSR focusing on NER. It's 

an attempt to study the pattern of expenditure, 

development sectors and reach of the CSR 

programs in NER.  

Methodology: This paper is based on secondary 

data and qualitative in nature. Data was collected 

from secondary sources like Mandatory disclosures 

on the website of the corporations. annual reports of 

various agencies like MDONER, National CSR 

Portal etc.

Data was collected, categorized and analyzed by 

statistical tools like percentages (%), average and 

compare with the national scenario. Data for 

development Sector collected from National CSR 

Portal. It is primarily cumulative for 8 states of 

NER. Further, all 8 states are clubbed together.

Discussion:  More than  200   companies are 

performing various CSR activities in NER in which 

approximately 30 companies are listed companies 

in Stock Exchange. Mentioned below  companies 

are complying with U/S 135 of Companies Act  

2013 and has very significance presence in North 

East Region .Its  mix  of  Private and Public  Indian 

Companies. Some of the companies  such as 

Greenply Industries Ltd, Indian Oil Corporation 

Ltd, Kanco tea and industries ltd , Oil India Ltd., Oil 

Natural Gas Corporation (ONGC),Power Finance 

Corporation Ltd  and Power Grid Corporation of 

India Ltd.

CSR Expenditure in the NER presented in Table 1. 

Expenditure on CSR in NER is not very significant. 

It was less  than 2.5 percent  of  the total national 

spent on CSR from 2014-19.In comparison to 

National spent of CSR in India, this amount is  very 

much  negligible amount

Table-I CSR Expenditure (in Millions) of 

companies in the North East Region( FY2014-

19)

Source: https://www.csr.gov.in/statelist.php

Geographically and from an administration point of 

view, Assam is the largest state consist of 33 districts 

and Sikkim is the smallest state and has  four (04) 

districts. Reach of CSR projects in entire  North 

East Region is not satisfactory. Mizoram and 
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Sikkim are the most ignored states from CSR 

projects in various districts.,  followed by 

Arunachal Pradesh, Meghalaya and Nagaland. 

Assam performs better than the rest . If we observe 

number of companies and their CSR project in 

North East Region from table 2 , Assam had highest 

number of companies (124) and lowest (04) in  

Mizoram in Financial Year 2018-19.    

Table-II: Number of companies engaged in CSR 

projects in NER (FYs2014-19)

Source: https://www.csr.gov.in/statelist.php

Number of districts covered under CSR projects 

exhibited in Table 3. Reach of CSR projects 

improve gradually in NER. It had highest reach (39 ) 

of   CSR projects  in FY2018-19 and lowest in FY 

(2017-18). There are total of 104 Districts , Average 

reach of CSR projects is approximately  18%

Table-III: Number of Districts covered under 

CSR projects in NER (FYs2014-19)

Source: https://www.csr.gov.in/statelist.php

Total 10 items are described in schedule VII of 

Companies Act 2013 (18 of 2013). 

Based on the above items various development 

sectors studied of North East Region. Some of the 

sub development sectors are clubbed together like 

Education, Differently abled and Livelihood 

(EDL). It includes education, livelihood 

enhancement projects, Special Education and 

Vocational Skills. Encouraging sports includes 

training of coaches and promoting sports. Another 

development sector is  Environment, Animal 

welfare, Conservation of resources (EAC) includes 

Agroforestry, Animal Welfare, and Environmental 

Sustainability. Important sector  Gender Equality, 

Women Empowerment, Old Age Homes, Reducing 

Inequalities (GWOR) includes Gender Equality, 

building  hostels for women, Socio-economic 

Inequalities and women empowerment. Next 

important development sector is Health and 

Sanitation which includes healthcare, safe drinking 
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water and sanitation. Technology Incubators and 

benefits to armed forces and admin overheads 

inc ludes  Armed Forces  Veterans ,  War  

Widows/Dependents and technology Incubators. 

Other development sectors are Rural developments, 

Slum Area Development, Prime Minister's National 

Relief  Fund( PMNRF), Swachh Bharat Kosh, 

Clean Ganga Fund, Heritage, Art & Culture 

(HA&C) and  Any Other Central Government 

Funds.

Table-IV: Development Sectors in North East 

Region (FYs 2014-19)

Source : https://www.csr.gov.in/statelist.php

Table-4  shows that the highest money spent (in 

millions ) in Education followed by healthcare, 

Livelihood enhancement projects, Rural 

Development, and Sanitation from 2014-19. Some 

of the companies which have above CSR Programs 

are Indian Oil Corporation Ltd, Oil India Ltd, Oil 

and Natural Gas Corporation Ltd. (ONGC), Power 

Finance Corporation Ltd. Conservation of natural 

resources given due place under CSR activities in 

NER. Other average development sectors are 

encouraging sports, Environmental sustainability 

and Socio-economic Inequalities. Poverty 

eradication, Hunger, Malnutrition and Social 

Inequalities does not seem to be a priority area for 

the corporations. PMNRF, Other Central Funds 

does not reflect the need of the hour in the said 

period. There were few development sectors in 

NER which are given least importance are Women 

empowerment, Vocational Skills and Art & Culture. 

Conclusions: North East Region is blessed with 

nature and has ample natural resources. Majority of 

the corporations  presence are in Assam. Other 

states of NER has a very limited presence of CSR 

projects. It has the potential to attract business 

across the globe. Most sought after development 

sector was education and least focus sector was 

Women Empowerment. Average CSR expenditure 

is less than 2.5 percent of National CSR 

Expenditure in India. Tribal Population in the 

region is significant. Lots of districts of various 

states do not have even a single CSR program. 

Public Sector Oil and Natural companies are doing 
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well for their CSR initiatives In North-East Region 

and complying with CSR provisions of Companies 

Act 2013.

Recommendations

?  Corporations should extend their CSR activities 

in left out states of NER like Mizoram, Sikkim and 

Nagaland.

? Corporations can collaborate with various 

agencies like Ministry of Development of North 

Eastern Region (MDONER), Uited tions 

Development ogramme(UNDP) Aian velopment nk 

(ADB) World Bank and leading institutes of the 

region for effective implementation and avoiding 

duplication of programs.

? Corporations should introduce programs related to 

Skill Development and ther focus areasmay be 

Physical Infrastructure relating to Water Supply, 

Power and Connectivity in the region.

Limitations of the study: here are following 

limitations of the study

? Period of the study is from 2014-19

? Dialogue with olicymakers

Future research: Future   research may be 

conducted with specific sector like oil and gas , 

MSMEs  etc   in  North East Region of India . 
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ABSTRACT

In the light of relevant changes in marketing 

environment in recent years, this paper extends the 

systematic review of literature on social media 

content. The companies are competing innovative 

ways to create connect with their audience on this 

platform. This platform helps the companies to 

distribute their messages widely through great 

content. Social media acts as a promotional tool 

whereas content helps in creating lifetime 

engagement with the customer. The present study 

explores the scope of content marketing in the lieu 

of social media. It presents a wide ranging review of 

content marketing with respect to the most 

emerging and significant areas. A great number of 

research papers spanning more than a decade on 

content marketing have been examined from 

popular databases such as EBSCO and ProQuest 

have been thoroughly researched. Finally, the 

review work has been further segregated by authors 

to suggest dimensions for potential research on 

social media content.

Keywords- Social Media, Content, Customer 

engagement, Branding, Firm generated content

INTRODUCTION

With the emergence of web 2.0, high tech marketing 
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has been drawing attention. Advancement in 

technology has leads to decisive shift coupled with 

behavioural change. This transformational change 

of Social media has forced a static mode (one-way 

communication) to a dynamic, continuous, 

dialogue based or participative mode of 

communication (Lincoln, 2009; Rayna & 

Striukova, 2010). As per the Statista report (2018), 

there are approximately 2.62 billion monthly active 

social media users around the globe with are 

expected to growth to 3.1 billion in 2021. Owing to 

its interactive reach, every brand is instituting its 

presence on this media. This interactive reach not 

only allows brands to create and share content with 

their audience but even advocates their customers to 

create and share messages in the form of E-WOM 

among their peers. 

Social media content signifies information being 

published in different forms on social media. It can 

be texts, photos, voice recordings, infographics and 

videos. Value rich content of social media is more 

likely to make a lasting impression by breaking 

through the noise clutter. Content is considered to 

be the driving force of any social platform in the 

portfolio of communication utilize by the marketers 

in the way that maximizes psychological 

engagement with their consumers. Advertising 

based content is the emerging marketing technique 

that provides consistent, valuable and pertinent 

information to the consumers and eventually 

rewards advertisers with consumer's profitable 

action and trustworthiness (CMI,2012). Content 

created by users (UGC) is an online published 

content which is created outside the professional 

routines and practices (OECD,2007). This content 

can be user's reviews, opinions, recommendations, 

feedback or suggestions. Any organisation has to 

strike an optimal strategy among marketer's created 

content and user's created content to yield a desired 

result.

The growth of social media and its content has 

spurred considered interest in the academic 

community. As an evidence, there are 100 articles 

which have been considered for the study on social 

media content. As social media came into existence, 

there has been seen a keen effect of user- created 

content in influencing brand reputes, the 

enhancement of brand communities and co-creating 

of the content (Christodoulides,2009; Iglesias et 

al,2013; Quinton,2013). A content which is 

published on digital and social platforms can be 

referred as the creating and sharing of the 

informative and/ or compelling content in multiple 

layouts to attract and to retain clients (Pulizzi & 
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Barrett, 2009). The main purpose of this content is to 

encourage leads and supplement brand credibility 

(Silverman,2012, p.14). 

Methodology

Since the goal of this study is to update and extend 

the literature review on content marketing on social 

platforms, we employed the basic research 

approach by analysing the 100 research papers 

published during 2005 to 2019. There are only 7 

research papers in 2005 to 2010 to 93 articles from 

2011 to 2019. As the concept is relatively new, there 

have been not much review done. In authors 

understanding, this is the most comprehensive 

review on social media content marketing.

Assortment of Journals

While social media content articles can be found in a 

wide variety of marketing, communication, 

business and social science Journals. We have 

considered all the journals relating to marketing, 

advertising, consumer research, communication, 

decision support, internet research etc. in the title. 

We have incorporated various journals like “Journal 

of  business and industr ial  marketing”,  

“ M a n a g e m e n t  S c i e n c e ” ,  “ C o r p o r a t e  

communications: An International Journal”, 

“Journal of Business research”, “Journal of 

Interactive marketing”, “Journal of consumer 

research”, “Journal of marketing”, “Journal of 

Internet research”, “Marketing research review”, 

“Decision support system”, “Business Horizon” 

etc. we have limited our research to scholarly 

publications written in English. Admittedly we 

have excluded some important literature published 

in other languages but was necessary for 

comparison purposes.

Electronic Database

The database which were mainly used in the 

research were EBSCO, SAGE, WILEYS and ABI/ 

INFORMS (Proquest). The decisions were based 

on consistency and specific topic coverage related 

criteria. 

Search process:  The search began with the right 

selection of keywords in the above mention 

databases. The database was queried for keywords 

in the title, abstract and keyword list. The terms 

which we used for the search includes- 'Social 

Media content', 'social media content marketing', 

'content strategy on social media', 'Engagement 

through social media content', 'Content based social 

media advertising', 'Marketer's generated content 

on social media', 'User's generated content on social 

media'. Each abstract or an article was scanned to 
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determine if it was social media content paper or 

related to it. After the thorough evaluation, 100 

articles were selected which pertains to the social 

media content, and were further evaluated. After 

evaluation, there emerged the various cataloguing 

of the articles and have been grouped according the 

most suitable taxonomy.

Classification of articles

Nowadays, content marketing is the mostly driven 

academic research area for entrepreneurs and 

professional consulting or research firms. In 2018, 

firms are investing 25 percent of their budgets on 

CM, and 80 percent believed that brand content was 

an integral part of the brand's marketing 

communication (Cox Blue,2018). Content 

Marketing is earning customer attention through 

exciting and valuable content, which enriches the 

firm overall profitability. Content Marketing 

Institute founder Joe Pulzzi, define content 

marketing as “a strategic marketing approach 

focused on generating and distributing valuable, 

relevant and consistent content to attract and retain 

a clearly defined audience” and the objective of the 

same is “to attract and retain customers by creating 

relevant content with the intension of changing or 

enhancing consumer behaviour” (Pulzzi,2013). 

With the advent of social media has reformed 

marketer- customer relationship, permitting 

customer to engage with the firms in both personal 

and real time manner (Harrigan etal.,2015). The 

overt goal of the brand on social media, is the attract 

its customers by providing valuable content which 

creates the stronger level of engagement with them 

(Malthouse et al.,2013). After, thorough evaluation 

of the 100 articles of time frame of 2005- 2019, 

various classification categories have emerged on 

social media content. Below mention are the 

categories, which were developed based on the 

available literature relating to social media content.

? Consumer engagement through social media 

content- the articles that focuses how social media 

content impacts consumer engagement.

? Social media brand community- articles that 

generates content in online brand community.

? User created content- articles that focuses on 

consumer or users creating content online.

? Marketer's created content- articles pertaining to 

the marketers generating content on social 

platform.

? Culture – articles concerning how social media 

content have different impact on culture.

? Social networking Channels- these include the 

articles concerning various social media platforms.
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These compilations resulted in total 7 areas and 18 

Categories. The final classification is shown in table 

II.

The Results

We have recapped the findings in three ways:

1. The total numeral of social media content articles 

by the year;

2. Where are social media content articles are 

published; and

3. Topical coverage.

Numeral of social media content articles 

published by the year

As per the evidence there are 100 total social media 

content articles published from 2005 to 2019 as 

shown in graph I. Studies related to year 2005-2010, 

focused on how social media content helps in 

creating self- identity, analysing the cross cultural 

content of websites in comparison to cross 

boundaries, content by advertisers relates to the 

product information, communication and 

promotion of the products or services, 

recommendations of the products and recognising 

the influence of User generated media in terms of 

content dispersion and virility of the content. Social 

media has been classified on the basis of social 

media types based on consumer presence and 

disclosure by Kaplan and Haenlein,2010 in five 

categories-  Collaborative projects, social 

networking sites, content communities, blogs and 

virtual gaming & social world. Many studies or 

authors have adopted this classification and studied 

the social media on the basis of content as per this 

classification.

Studies related to 2011-2015, focused on the firm's 

perspective, how firm can engage with its 

customers through effective content, content, brand 

communication, branding, motivations of 

contributing content on social media platforms, 

brand attitude, purchase intension, content posted 

by firms in brand communities, content creation in 

B2B organizations, brand management and content 

related to strategy.

Studies pertaining to 2016-2019-time frame, relates 

to the studying the customer perspective, reviewing 

the user generated content and helps firms to create 

their content or message appeal in perception of 

their customers. Firms are encouraging their 

audience to post their comments, recommendations 

and suggestions so that they can serve them better. 

This helps marketers in decision making, framing 

strategies, product co-creation, brand identity, brad 

equity and loyalty and trust. Nowadays, marketers 

are working on emotional intelligence, social media 
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analytics and research, emergency management, 

quality of the content so that they can create a 

lifetime relationship with their customers.

Graph-I Articles published by year 2005-2019

Publication of Social Media content

One clear tendency which we identified is that more 

number of social media content articles are finding 

their way into both marketing and non-marketing 

journals. Specifically, we found that large number 

of social media content articles are published in 

Business communication, interactive marketing, 

Consumer research, Internet research, decision 

support system and product and brand management 

journals. 

Topical coverage of content marketing with 

regard to social media

The analysis of social media content articles 

published between 2005-2019 reveals a number of 

noteworthy trends as shown in Table I. There 

emerged 7 key areas concerning to social media 

content. They are consumer behaviour (19 articles), 

Social Networks (22 articles), Communication (39 

articles), Product/ brand (11 articles), Political/ 

legal issues (1 article), Strategy (5 articles) and 

miscellaneous (3 articles).

The 7 key areas uplift the publication trends related 

to specific topical areas. In the consumer behaviour 

area, the largest area was engagement area which 

relates 9 articles, followed by culture (5 articles). In 

social Networks context, the leading area was social 

networking channels (12 articles) like Facebook, 

YouTube, LinkedIn, Instagram etc. followed by 

brand communities (6 articles). In communication 

context, user generated content studies (17 articles) 

relates to the highest articles, followed by marketer 

generated content (9 studies). In product/ brand 

related articles brand loyalty and branding relates 6 

articles followed by brand awareness (4 articles). In 

strategy context, the fasting growing category is 

branded content strategies relating to 5 studies.
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Table I- Topical coverage of content marketing with respect

to social media

Consumer engagement through content of social 

media

Consumer Engagement can be described as a 

“psychological process through which consumer 

moves towards being loyal to the brand” 

(Bowden,2009). Engagement of consumer with 

brand related content on social platform measures 

the engagement of the user with the content created 

by brands on social media. There are number of 

studies which analysed the impact of engagement of 

consumer with respect to the content created on 

social media are- In 2013, Rohm et al. recognised 

five key intentions that urge consumers to engage 

with the brands on social  media are-  

'Entertainment', 'Brand engagement', 'product 

information', 'access to customer service' and 

'promotions'. In 2015, Dessart et al. comprised of 

three dimensions to measure consumer engagement 

on social media brand community are- 'affective', 

'cognitive' and 'behavioural'. In case of Role of 

higher education studies in India by Chauhan and 

Pillari(2013),in their study explored the conceptual 

model of content strategy that have an impact on 

consumer engagement. This study establishes the 

impact of 'content types', 'posting agility', 'posting 

day' and 'content context' on no of likes and 

comments on the post. The authors concluded that 

'content type' and 'content agility' have crucial 

impact on consumer engagement (likes and 

comments). In 2017, Weiger et al in their research 

has identified that there are three specific types of 

marketer's content that drives user engagement are- 

'Affiliative content', 'Injunctive content' and 

'Utilitarian content'. Likewise, Umer Zamzan 

(2018) in his study investigated that the content of 

social media marketing plays a crucial role in 

building customer loyalty and motivating them to 
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share the content with their audience. There are 

three types of social media content- 'Informational 

content', 'operational content' and 'interactivity' 

which drives customer engagement and customer 

trust to share the content on social media (Umer 

Zamzan,2018).

Content of Brand community on Social Media

The concept of brand community has recently 

gained the attention of various marketing 

practitioners and researchers (Hollebeek et al., 

2013; Kang et al., 2014; Zhang and Luo, 2016). 

Brand communities on social media are the 

distinctive type of online social community which 

helps the firm in achieving higher level of loyalty 

from the customers and help them in creating 

lifetime relationship with them (Habibi et al.,2014). 

It can also be referred as brand fan page on social 

media. Engagement in these communities leads to 

theoretical grounds in relationship marketing (vivek 

et al.,2012). In the study by Gog et al. (2013) The 

content of social media brand community affects the 

consumer purchase behaviour through embedded 

information as well persuasion which leads to the 

significant increase in consumer purchases. There 

are various functional factors which leads consumer 

to these communities are- benefits, informational 

quality and incentives, various brand community 

factors are size of the community, how it is 

managed, social and brand related content (wirtz et 

al., 2013).

Social media content on the basis of 

communication

Social media content on the basis on 

communication can be classified in to two 

categories- a. firm or marketer Generated social 

media communication and b. User generated social 

media communication (Schivinski and Dabrowski, 

2014). 

a. Marketer generated content

Marketer generated content is the content which is 

completely commanded by the company and 

loaded with marketing agenda (Schivinski and 

Dabrowski, 2014). This content is created to 

increase the 'brand awareness' and 'advertising' 

(Maclnnis and Jaworski, 1989). This content is the 

only authoritative informational content which 

drives sales and inform the consumers about the 

product and service (Cole et al. 2012). Firms are 

aggressively using MGC in the form of advertising 

messages to update and to create an emotional bond 

with their audience (De Vries,2012). According to 

the literature, there are two distinctive types of 
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advertising content - Informative content and 

persuasive content (Lee et al.,2018; Goh et al.,2013; 

Tucker, 2014) Informative content is a message 

which is based on the informational clues 

(Abernethy and Franke 1996). These messages can 

be in the form of details related to product and price 

existence followed by availability and promotion of 

the product. Whereas persuasive content can be 

known as brand personality content as this content 

formulates the personality of the brand. This content 

of the message can be in the form of humour, 

emotional appeal, friendly talk, philanthropic etc.  

firms adopt this type of content to create a 

relationship with the audience. This type of content 

is highly engaging in nature whereas directly 

informative content is low engaging in nature. But 

no firm can adopt the extreme of one type of content, 

firm has to maintain the balance between the two to 

engage and to update their audience. 

b. User generated content

Content created by users on social media are their 

reviews and opinions (Riegner,2007; MacKinnon, 

2012) which is published outside the professional 

routines and practices (OECD,2007). With the help 

of this content users express and communicate with 

each other on social platform (Smith et al.,2012). 

According to Vinerean et al. (2013) there are four 

types of social media users namely Engagers, 

Expressers and Informers, Networkers, and 

Watchers and Listeners. Engagers- these are those 

type of users who seek and read different forums 

and reviews, but they also get involved by posting 

comments and reviews, rate sites, products, and 

services. They are keen to know more and also want 

others to know their view points. Expressers and 

Informers- These are those users who get involved 

in the social platform and are mostly focused on 

their own experiences and not of others.  They 

provide information about themselves through 

blogging, Twitter and uploading wiki articles. 

Networkers or Socializers- this type of users are 

particularly involved in social media sites like 

Facebook, Twitter, Instagram, and YouTube. The 

Networkers are very vocal and engage in actions 

like updating their profiles regularly, posting 

comments to their friends and tagging pictures. 

Watchers and Listeners- This segment of 

consumers have minimum activity on social 

platform. They  are watchers and Listerns who look 

and get entertain by looking at others activities 

(e.g., watching movies, TV shows, videos, listening 

to music, and downloading music or video).  

Social media content and culture

In the study by Krishen et al.,2019 explores the 
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cross- cultural differences of Social media content 

in two different nations- US vs Veitnam. The 

findings of the study conclude interactivity and 

belongingness are the important factors for 

satisfaction for Vietnamese marketer should 

generate content which is more engaging and 

interactive sin nature. Where as in US consumers 

prefer quality information, marketer should focus 

on hedonic content it has shown more influence on 

US consumers. According to the researchers 

(Cleverland and Chang, 2009) collectivism and 

individualism are the determinants of consumer's 

attitude and their behaviour. In social media brand 

community, Chinese consumers are deeply affected 

by their collectivistic culture, tend to have more 

extrinsic motivation to experience social value, that 

is, to be valued by significant others to whom they 

feel (or would like to feel) connected, (e.g. family, 

peer group, society) (Ryan and Deci, 2000). By 

contrast, U.S. consumers are influenced by 

individualistic culture, are likely to have more 

intrinsic motivation to experience content value, 

that is, to obtain fun, interest or innate psychological 

needs for competence and autonomy (Ryan and 

Deci, 2000). Singh et al, 2005 analyse the value of 

cultural content on web the author has used cultural 

framework proposed by Singh (2003). He has 

proposed four independent dimensions to study 

culture holistically: 'individualism-collectivism', 

'power distance', 'uncertainty avoidance', and 

'masculinity-femininity'.

Social networking platform dispersed on the basis 

of content

With the rise of social media, consumer and 

organisations has develop an interactive 

communication tool to share their thoughts and 

views. Social media has been divided on the basis of 

social presence and self- disclosure is divided on the 

five by Kaplan and Haenlein (2010) are- 1. 

'Collaborative projects', 2. 'Blogs', 3. 'Content 

communities', 4. 'Social networking sites', 5. 

'Virtual gaming and social worlds'. Collaborative 

project platforms are the social platform where 

many end users simultaneously create, edit and post 

the content on the webpages. The content of these 

social platforms can be in the form of text, images, 

audios or videos. The examples of collaborative 

projects are Wikipedia, delicious etc. Blogs is the 

second type of social media platform which help 

users or bloggers to share their thoughts, reviews or 

opinions on the desired specific topic. The content 

of blogs can be context or multimedia. It is usually 

managed by individuals or community but also 

provides opportunities of interaction to the other 
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users in the form of comments. Various types of 

blogging sites are twitter, Tumblr, WordPress etc. 

the third type is content communities, the main 

objective of these content communities is to share a 

specific or particular type of content or media 

between the users rather than sharing their personal 

identity.  Different content communities for 

sharing different type of content are- YouTube for 

sharing videos, Instagram and Flickr for sharing 

photos, Postcards for sharing audios, Slide share 

for sharing presentations, Quora and Yahoo 

answers for sharing community driven question 

and answers. The fourth type of social media is 

social networking websites, they networking sites 

allow users to create a personal profile and also 

allow their users to connect with other users by 

sending messages or comments instantly. This 

platform is most utilized these days by millennials 

because of the information and wide connectivity. 

The content shared on this platform is can be text, 

images, audio, video and blogs. Facebook is 

considered to be the most preferred social 

networking website (Buffer,2019). Various other 

social networking sites are LinkedIn, Google plus, 

Myspace etc. the fifth type of social media is virtual 

gaming and social world, it allows users to create a 

personal avatar which would interact or play games 

with other users as in real world. According to 

Kaplan and Hanelein (2010),This platform is 

considered to be the highest in media richness and 

social presence. Each social media type has its own 

distinct way of serving and it provides diverse 

opportunities to the users or marketers to 

communicate their information to their followers. 

(Evans, Mckee,2010,4)

Conclusion

While the data collected from this research is still 

interesting, it is important to step back and view 

these results in terms of the future prediction of the 

social media content marketing. First, this review 

clearly demonstrates that marketing research field 

is reactive to what is going on in the marketplace. As 

the use of social media has evolved, content 

marketing has followed. The most obvious example 

of this is the growth of social media through digital 

platform. Today, majority of the people are using 

one or more social media platform to communicate 

among each other. Marketers are also targeting this 

platform to connect with their target audience and 

create lifetime relationship with them. Most of the 

marketing scholars have reacted by quickly making 

this one of the most researched areas in all of 

marketing. 



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.67

Second, the acceptance of social media content 

articles as a field of marketing is evidenced by the 

ever-widening array of journals that are publishing 

social media content articles together with the 

quality of these journals are expanding variety of 

marketing topics published. These trends of 

marketing are creating vast opportunities for the 

scholars to build their unique research streams. 

Moreover, the growth of “social media content” 

focused journals like the 'Journal of Research in 

Interactive Marketing', 'Journal of Consumer 

Research', 'Internet Research', 'International 

Marketing Review', 'Journal of Interactive 

Advertising', 'Business communication' or 

'Business Horizon' etc. further highlights the 

increasing prominent state social media content 

marketing has in scholarly accomplishments.

Third, while most of the articles we reviewed had 

some mention of marketing implications, one clear 

trend that has been seen in social media content 

marketing literature is that brands have developed 

social media as a marketing communication tool, 

brands go where their consumers are- both in terms 

of message appeal and media strategy. Marketers 

are striking the right strategy between informative 

content and brand personality content to determine 

future reach and current engagement with their 

audience. Firms have to design different content 

strategy for different social platform, many popular 

social platforms like Facebook, Instagram, Twitter, 

YouTube etc. have different content approaches and 

have lured extensive information sharing in the 

form of like, comments, share, reviews etc. form the 

users. User created content shared across different 

social platforms offer interesting and useful insights 

to the marketers in designing future marketing 

strategies. 

Brands need to delight its social media content 

strategy as an ongoing open conversation between 

itself and its consumers, which will undouble yield 

abundant branding outcomes and robust brand- 

customer relationships.

Study Limitations and Future Directions

While the study provides insights to the past and the 

present of content marketing with respect to the 

social media, there are some limitations that need to 

be mentioned. First of all, in this study we have used 

databases SAGE, WILEYS, EBSCO and 

INFORMS which does not contain all the 

marketing journals. However, there could be other 

database which we have not included. And the study 

is limited to the journals mention in the database. 

Secondly, this study is only limited to the 100 

research articles, it can be due to the exhaustive 
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search terms we employed. Finally, we could have 

made a categorization error while classifying the 

articles, other scholars may suggest different 

categories. While the primary purpose of this 

literature view was to identify where the social 

Table II- Trending Topics and Going quit topics

media content literature has been, it is equally 

important to explore the future directions of this 

research. Below table explains the trending and the 

going quit topic of the social media content 

research. This review is based on the theoretical 

aspect of the research. Many statistical tools should 

be applied to get the clear picture of the content 

strategy.
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An Empirical Study of Factors
Influencing Online Shopping
Behaviour in Tier-2 Cities
of India

ABSTRACT 

This research study constitutes with various factors 

affecting online shopping behaviour of customers 

that is one the most important issues of e-commerce 

and shopping. Moreover, there are various studies 

attempted to discuss this conceptual aspect, but very 

limited knowledge in Indian perspective for online 

shopping behaviour because it was in nascent stage 

especially in tier-2 cities. The core objective of this 

research paper is to investigate principal factors that 

influence online shopping behaviour of consumers 

in tier-2 cities in India. Further, this research study 

has been followed by a research framework model 

(Figure I) investigating the impact of perceived risk 

factors, infrastructural variables, return policy and 

non-delivery risk on behaviour for e-shopping. For 

analysing the impact of these factors on online 

shopping behaviour, hypothesis was framed in this 

study. To analysing these hypothesis, 250 e-

questionnaires were distributed and forwarded 

through google form link among the respondents of 

Lucknow and Kanpur city. Researcher has taken 

majority of respondents as university students who 

have done online shopping at least once and they 

were selected randomly. Finally, for testing 

hypothesis, regression analysis with software SPSS 

(version 22.0) was adopted to know the relationship 
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of variables also in this research study. 

The study investigates after analysis that perceived 

risks such as financial risks, convenience, product 

risks and return policy issues have significant 

impact towards online shopping. Results also 

indicated that delivery risk and infrastructural or 

legal issue factors have no significant impact on 

online shopping behaviour. Moreover, this present 

research paper will enable other researchers and 

industry for their future endeavours and further 

research on consumer behaviour, online shopping 

etc.

Keywords: online shopping, e-commerce, 

shopping behaviour, financial risks, Delivery risk 

etc.

INTRODUCTION 

In the present era, with the development in internet, 

there is increase in web users and new technologies 

and consumers are interacting through new web 

interfaces. The influence of it can be seen among the 

shoppers as they have started online shopping 

where they get better information of the products 

which symbolize their pre-purchase and post 

purchase behaviour (Teo & Yu, 2005). In this online 

market platform, consumers use computer and the 

Internet but some of them use it only for browsing 

information and others may intend to buy online 

(Poel, & Buckinx, 2004). It is implied that the kind 

of consumers who only browse the Internet (non-

online shoppers) might be concerned about the 

security of the web site or their data profile 

information would be stolen by hackers, and also 

their credit card information might be misused by 

online thieves (Liebermann & Stashevsky, 2002). 

Consumers, who tend to purchase online rather than 

just search for information, usually have experience 

purchasing online before and they are confident of 

performing online purchase (Koyuncu & Lien, 

2003).

Online buying behaviour (also named as online 

shopping behaviour and Internet consumer 

behaviour) is the procedure of shop goods or 

services through the Internet. In the typical online 

shopping procedure where shoppers recognize a 

need for certain goods and services. For this, 

shoppers used to access the websites or apps and 

search for need-related information. Moreover, 

after searching actively, they seek alternatives to 

shop that suited to their need. Then consumers 

evaluate alternatives and choose the best one from 

all. Finally, they process for transaction and where 

post purchase behaviour is happened. According to 

Zhang et al. (2003) that “Online shopping attitude 
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refers to consumers' psychology for shopping 

online on the Internet”. 

In digital shopping environment, trust and privacy 

on digital stores plays a vital role in moderating 

shoppers' attitude towards online shopping. 

Shoppers hesitate to make shopping on internet due 

to the fear of stealing personal information, hacking, 

lack of security, lack of touch and feel and trust in 

online retailers (McKnight, Choudhury & Kacmar, 

2002; Kaur & Quareshi, 2015). These factors de-

motivate shoppers from buying online. But on the 

other hand, quality and quantity of information, 

quality of online store outlet, easy use and 

convenience etc motivates shoppers to buy from 

online stores (Park & Kim, 2003; Bigne-Alcaniz, 

Ruiz-Mafe, Aldas-Manzano & Sanz-Blas, 2008; 

Jayawardhena & Wright, 2009). However, there are 

another segment of consumers who are still hesitant 

to shopping online, even though they would like to 

buy products from an online store but they are 

concerned about product quality and the time of 

delivery (Chang, Cheung & Lai, 2005). In contrast, 

some consumers purchase online because of its 

convenience, time saving and competitive prices 

involved in online buying.

This research study is developing certain objectives 

that leads to study and find the impact major risk 

factors which are also examined in prior studies on 

online shopping behaviour. These objectives are 

thus as followed. 

1) To study the various factors influencing online 

shopping behaviour.

2) To study several perceived risk factors such as 

financial risks, product risk, convenience risk and 

delivery risk and analyse its impact on online 

shopping.

3) To study and analyse the impact of return policy 

and infrastructural variables on online shopping 

behaviour.

The analysis and then finding of the present research 

study enable to understand about online     shopping 

behaviour by investigating the various risk effects of 

different exogenous factors such as financial risks, 

convenience risk, return policy gaps including 

demographic factors etc. Further the findings also 

justify several previous research studies to have 

impact on digital shopping.

Moreover, to meet the objectives of the present 

research study, researcher has gone through review 

of the various literature available on online 

shopping and factors influencing consumers' 

shopping behaviour. Further paper is followed by 

the research methodology and the results will be 

made. At final stage, the Findings, limitations, 
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conclusion and managerial implications were being 

discussed. 

LITERATURE REVIEW 

Online Shopping and consumer behaviour

With the growth and increase in the number of 

internet users and their changed shopping patterns, 

there are several factors that motivate and hinder the 

adoption of online shopping. Various studies have 

been conducted globally for examining the factors 

influencing adoption of online buying. Phau & 

Poon (2000) studied the factors that was based on 

product types. They found online shopping was 

appropriate for those goods which had low 

involvement and that were repeatedly bought and 

had intangible value proposition. The research was 

conducted on Singapore consumers and inference 

was made that consumers were not ready to buy 

expensive products online like automobiles, 

refrigerators, TV, jewellery and music system etc. as 

these products included high financial and product 

risk.

However, online shopping also has benefits and 

simultaneously disadvantages as in physical stores. 

One hand in online stores, shoppers can't see, touch, 

taste and hear as they search for and purchase 

products, on other end they have benefits like 

variety, convenience etc. In online shopping, 

consumers enjoy vast choice but may show low trust 

and perceive risk of transaction and information. As 

authors like Javedi et al. (2012) focused on the 

factors which negatively affected the consumers' 

behaviour. They analysed the factors influencing 

online shopping behaviour of consumers in 

Malaysia and Iran. Results showed that financial 

risk i.e. fear of money loss, non-delivery risk etc. So, 

there are certain perceived risks which are studied 

below-

Perceived Risks

As Cox and Rich (1964) defined that “Perceived 

risk refers to the nature and amount of risk felt by a 

consumer in completing a particular purchase 

decision”. Before buying any goods and service, 

customers used to consider about various risk 

factors linked with shopping at online platform. The 

various types of risks are defined to as perceived or 

anticipated risk. Various researches described that 

shoppers usually prefer to use e-commerce for 

purchasing goods that do not require physical 

inspection (Peterson et al., 1997). But due to higher 

perceived risk, the shoppers might have a shift to 

physical stores for their usual buying process. On 

other hand, where the risk is lower, higher the 

frequency of shopping at online platform (Tan, 
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1999). 

Infrastructural variables/Risks

The variable or risks perceived due to technology 

failure (e.g., breaches in the system) or 

malfunctioning in website of stores. 

Financial risks

The most discussed risk variables associated with 

online shopping is financial risk such as 

'Debit/credit card information safety' and financial 

transactions used.

Product risks

This is another issue like product risk (e.g., is the 

product having the same look and quality as shown 

on web store?).

Convenience factor and risks

Majority of studies have suggested as convenience 

is a leading variable for shopping online but it is 

suggested as risk also (e.g., Sometimes I could not 

understand how and when to order and to return the 

units shopped).

Delivery risks 

This factor is associated the delivery issues like 

'What can I do if the product is undelivered?'. It is 

dissonance in consumer behaviour before and after 

the shop online (Bhatnagar et al., 2000).  

Return facility/policy

In the words of Wen et al., (2014), purchase decision 

included making agreement over the decision, 

delivery of the product and returning of the product 

if any discrepancy was found. At this level 

customers desired for the reliability, accuracy, 

professionalism and timely delivery of the items 

from the online store.

RESEARCH FRAMEWORK MODEL 

Researcher has framed a model based of various 

studies reviewed in this paper and developed the 

relationship between exogeneous and endogenous 

factors. To investigating the online shopping 

behaviours of shoppers in Lucknow and Kanpur 

city (India). Thus, model analyses the impact of 

various risk factors including return policy and 

infrastructural variables towards shopping online 

and consumer behaviour. (Figure I)

(Source: Researcher's study)
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RESEARCH METHODOLOGY 

Objective of Research

The main objective of this research study is to 

analysing the factors influencing online shopping 

behaviour of Indian consumers. It is followed by 

investigating the impact various risk factors on 

online shopping. Further hypothesis was made for 

justifying the objectives framed above in the study. 

Exogenous variables in this research study are:

• Financial risks 

• Product risks 

• Convenience risk 

• Delivery risk 

• Infrastructural variables 

• Return policy 

Endogenous variable:

• Online shopping behaviour

In this research study, the statistical software SPSS 

(version 22) was used and regression analysis was 

applied for testing hypothesis. Some prerequisites 

required for using regression analysis for testing are 

as follows: 

1). It should not have any correlation between errors 

where means error should be independent. 

2). Errors should be normally distributed. 

For checking independence of errors, Durbin-

Watson test was been used. In this test the value was 

2.170a (should be between 1.5 and 2.5) that was 

sufficient for rejection of correlation between 

errors. Over all hypothesis was tested in this study 

for required condition of analysis. Finally, 

hypothesis tested were having the DW threshold 

values as stated above and also with independent 

means errors. 

Data sampling and measurement 

For testing the hypothesis in this research study, 

researcher has conducted an online survey through 

questionnaire. Researcher has adopted questions 

here and framed himself also from similar studies 

for collection of data in order to analyse the 

hypothesis. The questionnaires were distributed to 

the respondents of two tier-2 cities viz Lucknow and 

Kanpur randomly. For checking reliability of 

questions, Cronbach's Alpha parameter was used 

and as a result it  has been seen that all of items 

tested were above threshold value 0.7(0.828) as 

shown in table below which describes good 

reliability of the parameters. All questions were 

scaled on five-point Likert scale from ''strongly 

disagree'' (1) to ''strongly agree'' (5).

Reliability Statistics

Cronbach's Alpha

0.828

No. of Items

23



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.79

Data sample size and collection 

250 e-questionnaires were distributed randomly 

among respondents of two cities of Uttar Pradesh, 

India. There were mainly university students as 

respondents but few were from other demography 

also. Later, out of 250 distributed questionnaires, 

210 responses were fully acceptable and usable for 

analysis at final stage. Among all respondents, there 

were 27.6% female and 72.4% male (as shown in 

Table- I). Moreover, the span of this research study 

was from March, 2020 to August, 2020. 

Table (I). Demographic profile of Respondents 

(n=210)

Data Analysis and Interpretation

In present study, for testing the hypothesis, a 

statistical method regressions analysis was used 

with the help of SPSS software to analyse the 

impact and relationships among different the 

predictors (exogenous variables) and the dependent 

or endogenous variables. The following hypothesis 

statements are formulated and stated below: 

Hypothesis H1: The financial risks i.e. risk of 

money transactions and debit/credit card details 

issue have significant impact on online shopping 

behaviour. 

Hypothesis H2: The quality issue in product or 

product risk will have significant impact on online 

shopping behaviour.

Hypothesis H3: Convenience risk factors will have 

significant impact on online shopping behaviour. 

Hypothesis H4: Risk of delivery issue will have 

significant difference with online shopping 

behaviour.

Hypothesis H5: Fear of no return policy will have 

significant association with online shopping 

behaviour. 

Hypothesis H6: Legal factors like cyber issues 

(infrastructural risk) will have significant impact on 

online shopping behaviour.

Analysis and Interpretation with result: As we can 
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see from the results stated below that overall 

analysis done by regression method showed the 

final results of relationships among variables.

The results have shown acceptance and rejections 

of hypothesis formulated. Following results 

showed that among all predictors or variables such 

as influence of financial risks, product risks and 

convenience with return policy risk towards online 

shopping behaviour were significant at the 0.05 

level (as p-value < 0.05). Hence, Hypothesis H1, 

H2, H3 and H5 are supported (Refer Table II, III, IV 

and VI), whereas H4 and H5 were not having 

significant impact on online behaviour of 

consumers at the 0.05 level (As p-value > 0.05) and 

are finally (Refer Table V and VII). 

Findings

As it has been shown in analysis that majority of 

respondents were students and from university level 

(Refer table 1). Further the demographic profile 

showed that majority of respondents were male and 

having age of '21-30' years. Since maximum 

responses were given by students at college level so 

majority of respondents were unmarried.

From investigation through analysis, the results 

have been seen that H1, H2, H3 and H5 were 

significantly supported. Therefore, for H1 means 

fear of money issues and card details have 

significant impact on online shopping behaviour. It 

means risk associated to transactions and 

debit/credit card details influences the purchase of 

consumers.

Also, the results showed from testing the 

hypotheses H2, H3 and H5 indicated that effect of 

product risks, convenience risk and return policy 

issues influences online shopping. These findings 

were described same and also in contrast as 

previous studies done such as Sinha (2010) and 

Biswas and Biswas (2004) where product and 

convenience risk are important significant risk 

factors but not for shopping online. Perhaps the 

possibility of these to be significant in Indian 

perspective due to averse nature of respondents for 
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online platform.

As it was shown in above analysis with testing of the 

hypothesis H4 and H6, delivery risk and 

infrastructural variables respectively were not main 

issues that influence the behaviour of online 

shoppers. It means, the results with late delivery, 

sales services after shopping, cyber laws and 

shipping charges as independent predictors and 

online shopping behaviour as dependent variable 

has shown no significant impact to each other.

CONCLUSION 

In this research study, researcher has analysed 

various risk factors influencing online shopping 

behaviour of Indian consumers. For this a research 

framework model was also framed in order to assess 

the impact of variables/predictors to each other by 

using regression analysis method. Thus, after 

analysing the hypothesis, inferences were made. 

Further results indicated that except infrastructural 

risk and delivery risk (no significant impact on 

online behaviour) all other variables had shown 

very significant effect on behaviour online 

shoppers. Meanwhile, inferences enable online 

retailers to understand the impact of risk variables 

so that they may improve it for customer 

satisfaction. E-retailers should also assure 

customers to provide them easy access and proper 

return facility so that customers could frequently 

shop without any fear to non-delivery and money 

loss. Finally, we can say still online shopping is used 

more by youngsters and much room is left for e-

retailers to grab the opportunities.

Research Limitations of Study

As we know every research study has its own 

limitations. Following are the limitations in this 

research study:

1) There were many factors considered influencing 

online shopping behaviour. But researcher has 

taken only few risk factors in this study due to 

certain time constraints.

2) Questionnaires were distributed through google 

form only just because of Covid pandemic situation 

for data collection.

3) Majority of respondents were university 

students. It might be other categories also for further 

researches.

4) Data sample was around 200 only after screening 

all inappropriate responses that had limited 

reliability to show overall behaviour.

5) Here the research methodology for analysis was 

used only one method i.e. regression analysis that 

may restrict the inferences drawn.



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.82

Future Practical Implications

This research study will enable to further studies on 

this topic. Few implications are:

1) This research study has discussed six risk factors 

and provided demography profile of respondents 

associated with online shopping behaviour. Other 

researchers might use more variables to know the 

effect on online shopping behaviour in further 

studies.

2) For further research studies, one may take other 

cities into consideration and countries also for 

examining the online consumer behaviour for 

shopping. 

3) The research framework model used in this 

research may enable other researchers to understand 

the relationship among certain variables. 

4) This research study will not only be beneficial for 

shoppers but also for the e-retailers as they can 

improve their services and remove the loopholes.

5) E-commerce industry or corporates might be 

knowing the issues faced by consumers so that they 

could take appropriate measures.

Bibliography and References:

1. Ajzen, I., & Fishbein. M. (1980). Understanding 

attitudes and predicting social behaviour. New 

Jersey, Englewood Cliffs, Prentice-Hall. 

2. Bhatnagar, A., Misra, S., & Rao, H. R. (2000), 

“On Risk, Convenience and Internet Shopping 

Behaviour”, Communications of the ACM, 48(2), 

98-105. http://dx.doi.org/10.1145/353360.353371 

3. Biswas, D., & Biswas, A. (2004), “Perceived 

risks in online shopping: Do Signals matter more on 

the web?”, Journal of Interactive Marketing, 18(3), 

30-45. http://dx.doi.org/10.1002/dir.20010 

4. Cheung, C. M. K., Chan, G. W. W., & Limayem, 

M. (2005). A critical review of online consumer 

behaviour: Empirical research. Journal of 

Electronic Commerce in Organizations, 3(4), 1-19. 

http://dx.doi.org/10.4018/jeco.2005100101 

5. Cox, D. F., & Rich, S. J. (1964), “Perceived Risk 

and Consumer Decision – Making: The case of 

Telephone Shopping”, Journal of Marketing 

Research, 1(4), 32–39. http://dx.doi.org/ 

10.2307/3150375 

6. Donthu, N., & Garcia, A. (1999). The Internet 

Shopper. Journal of Advertising Research, 39(3), 

52-58. 

7. Fishbein, M., & Ajzen, I. (1975), “Belief, 

Attitude, Intention and Behaviour: An Introduction 

to Theory and Research”, Massachusetts, Addison-

Wesley. 

8. Garbarino, E., & Strahilevitz, M. (2004), 

“Gender differences in the perceived risk of buying 



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.83

online and the effects of receiving a site 

recommendation”, Journal of Business Research, 

57, 768-775. http://dx.doi.org/10.1016/S0148-

2963(02)00363-6 

9. George, J. F. (2004), “The theory of planned 

behaviour and Internet purchasing”, Journal of 

I n t e r n e t  R e s e a r c h ,  1 4 ( 3 ) ,  1 9 8 - 2 1 2 .  

http://dx.doi.org/10.1108/10662240410542634 

10. Häubl, G., & Murray, K. B. (2003), “Preference 

construction and persistence in digital  

ma rke tp l ace s :  The  ro l e  o f  e l ec t ron i c  

recommendation agents”, Journal of Consumer 

Psychology, 13(1), 75–91. http://dx.doi.org/ 

10.1207/153276603768344807

11. Hoffman, D. L., Novak, T. P., & Peralta, M. 

(1999), “Building Consumer's Trust Online”, 

Communication of the ACM,42(4), 80-85. 

http://dx.doi.org/10.1145/299157

12. Jahng, J., Jain, H., & Ramamurthy, K. (2001). 

The impact of electronic commerce environment on 

user behaviour. E-service Journal, 1(1), 41-53. 

http://dx.doi.org/10.2979/ESJ.2001.1.1.41 

13. Jarvelainen, J. (2007), “Online Purchase 

Intentions: An Empirical Testing of a Multiple-

Theory Model”, Journal of Organizational 

Computing, 17(1), 53-74. 

14. Javedi, H., Nourbakhsh, M., Poursaeedi, A., & 

Asadollahi, A. (2012). Analysis of factors affecting 

on online shopping behavior of consumers.  

International Journal of Marketing Studies, 4(5), 

81-98.

15. Kaufman-Scarborough, C., & Lindquist, John, 

D. (2002). E-shopping in a multiple channel 

environment. Journal of Consumer Marketing, 

19(4), 333-350. http://dx.doi.org/10.1108/ 

07363760210433645 

16. Khalifa, M., & Limayem, M. (2003). Drivers of 

internet shopping. Communications of the ACM, 

46(12), 233-239. http://dx.doi.org/10.1145/ 

953460.953505 

17. Kim, Y., & Park, C. (2003). Identifying key 

factors affecting consumer purchase behaviour in 

an online shopping context. International Journal of 

Retail and Distribution management, 31(1), 16-29. 

http://dx.doi.org/10.1108/09590550310457818 

18. Koufaris, M. (2002). Applying the technology 

acceptance model and flow theory to online 

consumer behaviour. Information Systems 

Research, 13(2), 205-223. http://dx.doi.org/ 

10.1287/isre.13.2.205.83 

19. Lewis, M. (2006), “The effect of shipping fees 

on customer acquisition, customer retention, and 

purchase quantities”, Journal of Retailing, 82(1), 

1 3 - 2 3 .  h t t p : / / d x . d o i . o r g / 1 0 . 1 0 1 6 /  



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.84

j.jretai.2005.11.005.

20. Li, H., Kuo, C., & Russell, M. G. (1999), “The 

impact of perceived channel utilities, shopping 

orientations, and demographics on the consumer's 

online buying behaviour”, Journal of Computer-

Mediated Communication, 5(2), 1-20. 

21. Li, N., & Zhang, P. (2002), “Consumer online 

shopping attitudes and behaviour: An assessment of 

research”, Information Systems proceedings of 

Eighth Americas Conference.

22. Liang, T., & Lai, H. (2000). Electronic store 

design and consumer choice: an empirical study. 

System Sciences Proceedings of 33rd International 

Conference in Hawaii.

23. Midgley, D. F., & Dowling, G. R. (1978). 

Innovativeness: the concept and its measurement. 

Journal of Consumer Research,4(4), 229-235. 

http://dx.doi.org/10.1086/208701 

24. Nelson, P. (1970). Information and Consumer 

Behaviour. Journal of Political Economy,78(2). 

http://dx.doi.org/10.1086/259630 

25. Peterson, R. A., Balasubramanian, S., & 

Bronnenberg, B. J. (1997). Exploring the 

implications of the Internet for consumer 

marketing. Journal of the Academy of Marketing 

Science, 25, 329-46. http://dx.doi.org/10.1177 

/0092070397254005 

26. Rogers, E. M., & Shoemaker, F. F. (1971). 

Communication of Innovations. New York, NY: 

The Free Press. 

27. Sinha, J. (2010). Factors affecting online 

shopping behaviour of Indian consumers. Doctoral 

dissertation, University of South Carolina, USA. 

28. Swinyard, W. R., & Smith, S. M. (2003). Why 

People Don't Shop Online: A Lifestyle Study of the 

Internet Consumers. Psychology and Marketing, 

20(7), 567-597. http://dx.doi.org/10.1002 

/mar.10087 

29. Sylke, V. C., Belanger, F., & Comunale, C. L. 

(2004). Factors influencing the adoption of web-

based shopping: the impact of trust. ACM SIGMIS 

database, 35(2), 32-49. http://dx.doi.org/10.1145 

/1007965.1007969 

30. Tan, S. J. (1999). Strategies for reducing 

consumer's risk aversion in Internet shopping. 

Journal of Consumer Marketing, 16(2), 163-178. 

http://dx.doi.org/10.1108/07363769910260515 

31. Tauber, E. M. (1972). Why do people shop? 

Journal of Marketing, 36, 46-49. http://dx.doi.org/ 

10.2307/1250426 

32. Vijaysarathi, L., & Jones, J. M. (2000). 

Intentions to shop using internet catalogues: 

exploring the effects of product types, shopping 

orientations, and attitudes towards computers. 



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.85

Electronic Markets, 10(1), 29-38. 

33. Wang, M. S., Chen, C. C., Chang, S. C., & Yang, 

H. Y. (2007). Effects of Online Shopping Attitudes, 

Subjective Norms and Control Beliefs on Online 

Shopping Intentions: A Test of the Theory of 

Planned Behaviour. International Journal of 

Management, 24(2), 296-302. 

34. Wen, C., Prybutok, V. R., & Xu, C. (2011), “An 

integrated model for customer online repurchase 

intention”, Journal of Computer Information 

Systems, 52(1), 14-23.

35. Xiao, B., & Benbasat, I. (2007). E-commerce 

p r o d u c t  r e c o m m e n d a t i o n  a g e n t :  U s e ,  

characteristics, and impact. MIS Quarterly, 31(1), 

137-209. 

36. Yang, B., Lester, D., & James, S. (2007). 

Attitudes toward buying online as predictors of 

shopping online for 

37. Yu, T., & Wu, G. (2007). Determinants of 

Internet Shopping Behaviour: An Application of 

Reasoned Behaviour Theory. International Journal 

of Management, 24(4), 744-762. 

38. Zhang, K. Z., Cheung, C. M., & Lee, M. K. 

(2014), “Examining the moderating effect of 

inconsistent reviews and its gender differences on 

consumers '  onl ine  shopping decis ion”,  

International Journal of Information Management, 

34(2), 89-98.

39. Zhou, L., Dai, L., & Zhang, D. (2007). Online 

shopping acceptance model - A critical survey of 

consumer factors in online shopping. Journal of 

Electronic Commerce Research, 8(1), 41-62. 

BOOKS

1. Ostle Bernard (1964). Statistics in Research, 

“The IOWA state university press”.

2. Kothari, C.R(1990), “Research Methodology - 

Methods and Techniques”, New Delhi: Wiley 

Eastern Ltd. 

3. Schiffman, Kanuk (9th edition). Consumer 

Behaviour. Pearson Prentice Hall, New Delhi.

Web Links

1. https://www.thehindubusinessline.com/info-

tech/the-challenges-of-e-commerce-for-  tier-2-3-

towns/article31914018.ece

2.  ht tps: / /www.businesstoday. in/current /  

corporate/with-3-out-of-5-orders-tier-ii-smaller-

towns-leads-online-sales/story/407132.html



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.86

CALL FOR PAPERS
IMR-Management Speak (A Bi Annual Journal) is 

the refereed journal published by Dr. Gaur Hari 

Singhania Institute of Management & Research, 

Kanpur (India) launched in year 2008. This journal 

is an international medium for the publication of 

work on the theory and practice of management 

science.

It offers a platform to academicians, researchers and 

practitioners to disseminate management 

knowledge and insights created through critical 

enquiry of data, observations and literature.

Guidelines for Authors

IMR-Management Speak is a double blind peer-

reviewed refereed bi-annual journal. It welcomes 

original research work throughout the year from 

academicians, industrial practitioners and 

researchers; in the form of theoretical/conceptual 

studies (perspectives), empirical research, case 

studies, management games and book reviews in all 

the functional areas of management science. The 

author/s may send a soft copy of the manuscript in 

MS Word 2007 or higher version at 

director@ghsimr.ac.in

and editor.mgntspeak@ghsimr.ac.in with cover 

page of the article.

The manuscript must focus on the following 

points:

• An abstract of the paper in about 200-250 words 

t h a t  c l e a r l y  i n c l u d e s  t h e  p u r p o s e ,  

design/methodology/approach,  f indings,  

research limitations, practical implications and 

value addition. (Times New Roman 12, in italics 

and single spacing).

• Keywords (4-6).

• A brief biographical sketch (60-80 words) of the 

author/s describing current designation and 

affiliation, specialization, number of publications, 

memberships etc. Corresponding author must be 

indicated with an asterisk with full address given 

(including the post and the e- mail address).

• Declaration from author/s that the article is 

original and is not under review for any other 

publication.

• The identity of the author(s) should not be 

revealed in the paper except on the cover page.

• A paper should be in range of 6000-8000 words 

including charts, tables and other annexure. The text 

should be justified both sides and typed in 

Times New Roman, font-size 12 with single 

spacing. 

• Figures and tables used in the paper should be in 

black-and-white and well placed. They must be 

numbered by using Roman numerals with a brief 

title.

• Any reference in the text should be indicated by 

giving the name of author(s) and the year of 

publication in parentheses.

• All references should be alphabetically listed at 



Volume 12, Issue 1 & 2, December 2019

A Bi Annual Journal

IMR-MANAGEMENT SPEAK

Pg.87

the end of the paper in the standard American 

Psychological Association (APA) format.

• Text Composition: research papers should be 

organized into following sections: Abstract (200-

250 words) with 4-6 key words, Introduction, 

Recent Review of The Literature, Methodology, 

Experimental (research), Results, Discussion, 

Conclusions, References.

• All papers will be double blind peer reviewed 

by the appropriate members of the Editorial Board 

and leading international and domestic experts from 

adequate management science disciplines. All 

accepted manuscripts will also be checked for 

plagiarism using the Turnitin platform. Authors of 

finally accepted manuscripts will be asked to make 

the revision of proofs before printing. 

• The review process usually may takes about 1-2 

weeks but not more than 4-6 weeks.

• Manuscripts that fail to conform to the 

guidelines may ask for revision before acceptance.

• The ultimate decision to accept or reject a paper 

rests with the editorial board. The final draft of an 

accepted paper may be subjected to amendments to 

suit the journal requirements.

• Publishing manuscripts in IMR Management 

Speak is free of charge. There are no article 

processing or article submission charges.

• The author whose paper is published will 

receive one free copy of journal that carries the 

paper.

• Permission to publish copyrighted material should 

be obtained by the author before  submission and 

cited in the captions.

• The copyright of all accepted papers for 

publication will rest with GHS-IMR, Kanpur 

(India).

• All authors will have to sign a copyright agreement 

before their paper appears in print/online. This 

agreement contains the statement that the 

manuscript is presenting original work conducted 

by author(s) and is not published or considered for 

publication in any other journal.

• Editor-in-Chief has the last word concerning 

the issue for publication of each accepted paper in 

IMR-Management Speak. 

• Papers will be published only in English 

language.

Manuscripts submission:

Please email all manuscripts in MS-Word to: 

director@ghsimr.ac.in

and

editor.mgntspeak@ghsimr.ac.in



IMR

Management Speak
A Bi-annual Journal

Vol. 12 Issue 1 & 2 December 2019
ISSN : 2231-1467

Printer & Publisher Dr. Gaur Hari Singhania Institute of Management & Research, Kamla Nagar Kanpur-05

Printed at Sharda Printers (P) Ltd., Fazalganj Indl. Area, Kanpur Published from Kamla Nagar, Kanpur-05

Single Copy : `250/-


