
VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

  A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., The American Economic Association’s electronic bibliography, EconLit, U.S.A., EBSCO Publishing, U.S.A.,  

Index Copernicus Publishers Panel, Poland, Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)] 
as well as in Cabell’s Directories of Publishing Opportunities, U.S.A. 

Circulated all over the world & Google has verified that scholars of more than Hundred & Thirty Two countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

www.ijrcm.org.in 

    



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

ii

CCCCONTENTSONTENTSONTENTSONTENTS    
    

Sr. 

No. TITLE & NAME OF THE AUTHOR (S) Page No. 

1. INNOVATION AS A SECRET FOR ORGANIZATIONAL SUCCESS: A LITERATURE REVIEW BASED ON INNOVATION IN ORGANIZATIONAL 

ENVIRONMENT 

IMALI N. FERNANDO & T. C. WIJESINGHE 

1 

2. THE IMPACT OF SMALL BUSINESS MANAGEMENT ON PRODUCT QUALITY, PRODUCT FEATURES AND PRODUCT POSITIONING IN IBADAN 

METROPOLITAN, OYO STATE, NIGERIA 

DR. HALIRU BALA 

5 

3. OWNERSHIP MIX AND FIRM’S RISK TAKING BEHAVIOR: EVIDENCE FROM PAKISTANI CAPITAL MARKET 

SHAHAB-UD-DIN, DR. UMARA NOREEN & GIRMA TILAHUN 

10 

4. THE IMPACT OF STUDENTS’ DIVERSITY ON GROUP WORK IN BAHIR DAR UNIVERSITY AND GONDER UNIVERSITY 

GIRMA TILAHUN 

15 

5. A STUDY ON MOTIVES AND AWARENESS LEVELS OF STOCK MARKET INVESTORS – A CASE STUDY WITH REFERENCE TO ANANTAPUR 

DISTRICT IN A.P. 

DR. P.BASAIAH & K. TEJA PRIYANKA YADAV 

22 

6. SERVICE QUALITY AND PATIENT’S SATISFACTION TOWARDS PRIVATE HEALTH CARE INDUSTRIES IN INDIA 

DR. A. P SINGH & SATENDRA THAKUR 

31 

7. IPO’S PERFORMANCE AND ITS RELATIONSHIP WITH QIB SUBSCRIPTIONS AND GRADE 

DR. R DURAIPANDIAN & SURESH A.S 

35 

8. ECONOMICS OF FISHERMEN IN AKOLA DISTRICT 

DR. ANILKUMAR RATHOD 

39 

9. CUSTOMER RELATIONSHIP MANAGEMENT IN INSURANCE SECTOR - A STUDY OF PERCEPTIONS OF CUSTOMERS AND EMPLOYEES IN 

VISAKHAPATNAM CITY 

DR. MVS.SRINIVASA RAO 

41 

10. AN INNOVATIVE CRITICAL APPROACH TOWARDS ETHICAL BRANDING AND CORPORATE REPUTATION IN BUSINESS WORLD 

DR. SURENDRA KUMAR & ARUSHI BHASIN 

45 

11. IMPACT OF AGGRESSIVE WORKING CAPITAL MANAGEMENT POLICY ON FIRMS’ PROFITABILITY 

A. PALANI & DR. A. PEER MOHIDEEN 

49 

12. ORGANISATIONAL SUPPORT FOR CAREER DEVELOPMENT OF EMPLOYEES – A STUDY ON BBK LEATHERS PRIVATE LTD. 

A. SEEMA & DR. S. SUJATHA 

54 

13. PERCEPTION AND CONSUMER BEHAVIOUR TOWARDS PRIVATE LABELS AT RETAIL OUTLET IN CHENNAI CITY – AN EMPIRICAL VIEW 

V.VARATHARAJ, S. VASANTHA & DR. R.SANTHI 
60 

14. THE EFFECTIVENESS OF HUMAN RESOURCE MANAGEMENT PRACTICIES ON HOTEL PERFORMANCE 

DR. HAITHAM M. A. NAKHLEH., NISHA V. PATEL & DR. UMESH R. DANGARWALA 

64 

15. ROLE OF RISK AND RETURN IN INVESTMENT DECISIONS AMONG AUTOMOBILE AND BANK STOCKS AND PORTFOLIO SELECTION 

S.PRAVEENA & DR. K. MAHENDRAN 

70 

16. STAKEHOLDERS’ ROLE IN SUSTAINABLE TOURISM DEVELOPMENT: A CASE STUDY OF NORTH EAST AND LADAKH 

VIVEK SHARMA & JEET DOGRA 

76 

17. STRESS MANAGEMENT FACTORS AND ITS INTERRELATIONSHIP WITH JOB SATISFACTION 

ANIL KUMAR & NEELAM RATHEE 
80 

18. LEADERSHIP DEVELOPMENT FOR EXCELLENCE: A REVIEW 

SHRADDHA KULKARNI 
86 

19. IMPACT OF TRAINING AND DEVELOPMENT IN PRODUCTIVITY MANAGEMENT– A STUDY 

VENUKUMAR G 
90 

20. DEMAND ESTIMATION UNDER PUSH MARKETING STRATEGY: TOOL TO MITIGATE BULLWHIP EFFECT 

SACHIN GUPTA 
93 

21. THE IMPACT OF WORKING CAPITAL MANAGEMENT ON PROFITABILITY AND LIQUIDITY 

REKHA RAHEJA, RAJESH BHARDWAJ & PRIYANKA 
99 

22. MANAGING EMPLOYEE RETENTION AND TURNOVER IN THE RETAIL SECTOR 

RASHMI KODIKAL, DR. P PAKKEERAPPA & NIDA AHMED 
103 

23. A STUDY ON AWARENESS OF ADVERTISING – WITH SPECIAL REFERENCE TO STUDENTS OF ARTS AND SCIENCE COLLEGES AFFILIATED TO 

MANONMANIAM SUNDARANAR UNIVERSITY, TIRUNELVELI 

S. JEYARADHA, DR. K. KAMALAKANNAN & V. SANGEETHA 

108 

24. PERFORMANCE MANAGEMENT AS EFFECTIVE TOOL FOR SUSTAINABLE COMPETITIVENESS IN THE AIRPORT AUTHORITY OF INDIA 

DR. KAMESHWAR PANDIT & PREETI RAINA 
111 

25. SALES: A LUCRATIVE BASKET FOR CONSUMERS AND SHOPKEEPERS 

PREETI SODHI & PRATIBHA THAPA 
117 

26. CONSUMER PERCEPTION OF BRANDED PETROL IN NAVI MUMBAI 

DR. ELIZABETH MATHEWS & SANGEETA TANAJI KAMBLE 
123 

27. STRESS MANAGEMENT- A COMPARATIVE STUDY OF SELECTED PUBLIC & PRIVATE SECTOR ORGANIZATION IN CHHATTISGARH 

RUCHI SINHA 
126 

28. QUALITY OF WORK LIFE AMONG LIBRARY PROFESSIONALS IN HARYANA STATE 

SOMVIR & SUDHA KAUSHIK 
131 

29. STUDY ON THE ENVIRONMENTAL CONCERNS ON CONSUMERS PURCHASING PATTERNS IN KOLKATA CITY 

HINDOL ROY 
135 

30. INVESTORS ATTITUDE TOWARDS INVESTMENT OPTION IN NELLORE REGION 

V. G. MURUGAN 
139 

 REQUEST FOR FEEDBACK 144 



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iii

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chancellor, Lingaya’s University, Delhi 

Founder Vice-Chancellor, Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

    

PATRONPATRONPATRONPATRON    
SH. RAM BHAJAN AGGARWAL 

Ex. State Minister for Home & Tourism, Government of Haryana 

Vice-President, Dadri Education Society, Charkhi Dadri 

President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, M. M. Institute of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana 

    

EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ROSHAN LAL 
Head & Convener Ph. D. Programme, M. M. Institute of Management, M. M. University, Mullana 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

DR. SAMBHAVNA 

Faculty, I.I.T.M., Delhi 



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

iv

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

DR. N. SUNDARAM      
Associate Professor, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Reader, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

S. TABASSUM SULTANA 

Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 

MOHITA 
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar 

    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ALEGAL ALEGAL ALEGAL ADVISORSDVISORSDVISORSDVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 

 

    



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

v

CALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTSCALL FOR MANUSCRIPTS    
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the area of 

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International 

Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

Information Systems (MIS); Business Law, Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; 

Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational 

Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; 

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email addresses: infoijrcm@gmail.com or 

info@ijrcm.org.in. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject:  SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 

Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 

d) The total size of the file containing the manuscript is required to be below 500 KB. 

e) Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission 

of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal. 

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email 

address should be in italic & 11-point Calibri Font. It must be centered underneath the title. 

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods, 

results & conclusion in a single para. Abbreviations must be mentioned in full. 



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

vi

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES &TABLES: These should be simple, centered, separately numbered & self explained, and titles must be above the table/figure. Sources of data should 

be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS: These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITE  

• Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 

 



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

135

STUDY ON THE ENVIRONMENTAL CONCERNS ON CONSUMERS PURCHASING PATTERNS IN KOLKATA CITY 
 

HINDOL ROY 

RESEARCH SCHOLAR 

CMJ UNIVERSITY 

SHILLONG 

 

ABSTRACT 
Green marketing refers to such a product and service that may be environmentally friendly or packaged or produced in a environmentally friendly way. Green 

marketing premise that “Greenness” is a beneficial attribute and affect consumer preferences and buying patterns. Basically 5 reasons constitute the pillars 

which drive the marketer/producer into green marketing. They are opportunities of a competitive edge, corporate social responsibility, competitive pressure, 

Government pressure and cost and profit issues. However consumer preferences and perceived benefit remains at the core of all green marketing decisions. 

Whether it is governmental regulation or company decision the heightened level of awareness of the consumer has a role to play. The study aims to see if a 

higher level of concern for environmental issues influences purchasing patterns; an empirical research was conducted on three hundred and twenty people in the 

city of Kolkata. The study provided valuable insights into the environmental conscious customers as well as emerging trends and suggested appropriate strategies 

to implement green practices. 

 

KEYWORDS 
Environmental concerns and influences, green consumers, green marketing. 

 

INTRODUCTION 
here is a going consciousness around the world in regard to environment and its protection. Globally environment has come up as a prime concern and 

people are changing their purchase and consumption habits to accommodate a more sustainable lifestyle which in turn causes lesser damage to the 

environment. 

Basically green marketing professes use of cleaner technology, lesser emissions, lesser environmental impact and products which consumes or uses lesser 

amount of scarce resources. Over the years there has been evolved a relationship among consumer behaviour,   marketing and the environment. Such attention 

has been manifested   in   many   ways and,   there   has   been   an   increase   in   public   awareness   about environmental aspects. 

 

LITERATURE REVIEW 
Business  firms  have  also  started  engaging  in  activities  that  give  publicity  to  such  efforts  with  a  view  to   generate  bigger  sales  and  revenues,  and  

eventually  higher  profits  for  the  organizations (Marsili, 2000).Initiatives taken by business firms to establish their green credentials range from           

repositioning of existing products  without changing product  composition (Davis, 1992), to modifying existing products  to be less environmentally harmful.        

(Ottman, 1992), creating profitable new or improved products and packages that balance   consumers’   needs   with   environmental   considerations.    

(Ottman, 1993),   modifying   the   entire corporate culture to ensure that environmental issues are integrated into all operational aspects (McDaniel and  

Rylander, 1993);  and  setting  up  new  business  firms  that  target  green  consumers  and  exclusively produce green products (CHOICE, 1990). 

Meffert and Kirchgeorg  (1994, 1985)   in  this   connection  rightly  observe   that  “various  environmental management   practices   (such   as  implementing 

aggressive pollution-prevention  programmes,  initiating environment green  products  and  process  technologies) related  performance  measures and  

developing  provide  opportunities  to  the  firms  to  strengthen  their  distinctive  competence  in  terms  of  operational objectives such as the highest quality, 

lowest cost, best dependability and greatest flexibility”. 

Tikka  et  al. (2000, p. 16)  found that  ‘knowledge  of  nature  and the  environment  seemed to be  dependent on gender’ because the mean knowledge points 

scored by men were higher than those scored by women. In a recent study in Upper Egypt, Briggs et al.(2003) found that women’s environmental knowledge are 

becoming  more  spatially  restricted  than  those  that  many  men  possess.  Environmental  concern  has  been traditionally  viewed  as  a unidimensional  

construct  ranging  from  unconcerned  about  the  environment  at the  low  end  to  concerned  at  the  high  end,  as  measured  by  the   ne w  environmental  

paradigm (NEP) (Milfont  and  Duckitt,m2004).  On  the  other  hand,  Schultz  (2000)  proposed  that  environmental  concerns have  three  correlated  factors:  

concern  for  the  self  (egoistic),  other  people  (altruistic)  and  the  biosphere (biospheric). 

Kassarjian  (1971)  studied  consumers’  reaction  towards  a  gasoline  that  reduced  air  pollution  and  found that  attitude  towards  air  pollution was  the  

most  important  variable  in determining consumers’  behaviour towards  the  product. In  a  study  conducted  in  Germany,  Balderjahn (1988)  found  that  a  

positive  attitude towards  ecologically conscious  living resulted in  ecologically responsible  buying and  using of  products, including the use of automobiles. It 

also prompted consumers to publicly show environmental concern by signing ecologically relevant petitions and supporting or joining an anti-pollution 

organization. 

 

PURPOSE OF RESEARCH 
There is a growing interest among the consumers all over the world regarding protection of environment. Worldwide evidence  indicates that  people  are  

concerned  about  the  environment  and  are  changing  their behaviour.  As  a  result  of  this,  green  marketing  has  emerged which speaks for growing market  

for sustainable and socially responsible  products and services.  

The main purpose of this study is to: 

1. Weigh the environmental concerns and influences on consumers.  

The other objectives of the study were to study the following: 

1. The emerging dimensions of green consumers. 

2. To know the information sources of green consumers 

3. To suggest appropriate strategies to implement green practice. 

 

METHODOLOGY 
TYPE OF RESEARCH 

Exploratory 

SAMPLING TECHNIQUES EMPLOYED 

Convenient judgmental sampling 

DESIGN 

A survey was employed to examine the hypothesized relationships between environmental concern level and behavior in purchasing green products. The 

questionnaire was divided into four parts: section 1 was used to gather demographic information about the respondents, section 2 was used to determine the 

T



VOLUME NO. 3 (2012), ISSUE NO. 3 (MARCH) ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

136

respondents’ relative level of environmental concern, sections 3 and 4 were used to determine the respondents’ general purchasing behavior in terms of 

environmentally friendly products, and section 3 was used again to gauge respondents’ willingness to pay more for a green product. 

After section 1, survey respondents were asked to respond to five questions regarding their level of concern about environmental issues. Each question was 

given on a five-point Likert scale, with 1 being strongly disagree and 7 being strongly agree. The questions were designed so that a higher mean score indicated a 

higher level of concern.  

Respondents were then asked questions regarding their general purchasing behavior in terms of green product attributes. A Likert scale was employed again, 

this time based on the frequency of the purchasing behavior in question. The questions were designed so that a higher score indicated a greater propensity 

towards purchasing green products. Reliability of questionnaire were checked with the help of Cronbach’s alpha coefficient (α=   0.79).  

Validity   checked   by   distributing questionnaire to field experts and resultantly four items were dropped. 

PARTICIPANTS 

Due to a lack of time and resources, a non-probability convenience sample was chosen to respond to the questionnaire. Participants included friends, associates, 

and colleagues of the researcher and general public. The research was confined to Kolkata city. A total of 400 questionnaires were distributed, of which 320 

were completed and returned. The study was conducted between September 2011 and December 2011. 

APPARATUS AND TOOLS USED FOR RESEARCH 

The apparatus consisted of the questionnaire (see Appendix A), a computer, and software including Microsoft Excel and PHStat (a statistical analysis program). 

Tools used were Factor Analysis & One Way Analysis of Variance. 

DATA COLLECTION PROCEDURE 

Surveys were distributed to respondents on a convenience basis, as the time available for selecting a sample was very limited. The researcher utilized the 

resources that were readily available within the allowable timeframe, including his friends, associates, and colleagues. Surveys were distributed in paper form. It 

is likely that this sample is not truly representative of a meaningful measurement parameter; however, it may provide valuable insight that could help guide 

further research. 

 

RESULTS  
Exploratory factor analysis with Principal Component Analysis and Varimax rotation with Kaiser Normalization extracted three components. Environmentally  

influenced  and  Aware  Consumers,  Skeptic, but  system  believer  Consumers;  Progressive  and  Eco  friendly  Consumers . (See Table 1 in appendices). 

These  three  emergent  consumer  dimensions  showed  no  significant  difference  for  gender,  sources  of information.  These dimensions also  not shown  

significant  difference  for  who  can  be  effective  tool  in implementing   green   practices   (like   Govt.,   Manufacturers  /  Service   providers and   consumer   

itself). However   Age   wise   there   were   significant   difference   for   the   first   dimension   i.e.   Environmentally influenced and Aware Consumers. With  

advancement  in  their  age  consumers  grow  more  confident  in believing that environment influence on green practices. 

The  study  revealed  that  the  consumer’s  source  the  information  for  environment  influence  on  green practices mostly from newspaper and television 

whereas magazines, friends and  relatives  contribute very less.  Most  of  the  respondents believed  that  government  and  consumers  can  be  a  major role  

player  in effective  implementation of  green practices, but  a few  respondents  believed that  manufacturers  / serviceproviders should  take responsibility. 

The  male  consumers  perceived that  green  packagings  are  rather  to  attract  the  buyers  than  contributing  to  the  environmental  friendly causes and  they  

also  think  that  competitive  pressure  compel  the  business organisations  to  take  greeninitiatives. The male consumers are more consistent than female 

consumers in their rating on these issues. 

With  advancement  in  their  age  consumers  become  more  consistent  and  certain  about  the  environmental concerns  and  influences upon purchasing 

product,  awareness  about  green  idea,  favourable  response  of eco-friendly attributes in product repositioning, usage of biodegradable products and 

recommendation of eco- friendly products for  further use. Previous to this study Arcury (1990) suggested that an individual’s gender may be a  factor  in the  

amount  of  environmental  knowledge.  The  present  study  have  entirely different  result  than  what  Gendall  and  Smith  (1995)  and  Tikka  et al. (2000) 

found  that  men  tended  to have   higher   levels   of   knowledge   than   women   but   for   -  Environmentally   influenced   and   Aware Consumers, Skeptic but  

system  believer  Consumers  and  Progressive  and  Eco  friendly  Consumers  no significant difference found for gender as a determinant for sources of 

information. 

In our study Age wise there were significant difference found for the first dimension i.e. Environmentally influenced and Aware  Consumers  and it  also 

confirmed the  previous  research findings  (Roberts  , 1996) (Samdahl and  Robertson , 1989)  but  there  was  a  significant  and  negative correlation  found in  

otherstudies  (Anderson, Henion  ,  and  Cox  ,  1974  ;  Van  Liere  and  Dunlap  ,1981;  Zimmer, Stafford  and Stafford ,1994) 

 

IMPLICATIONS 
Environmental concerns and influences on Green consumers refer to the process of practicing-selling/using products and/or services based on their 

environmental benefits. The study points that such a product or service may be environmentally friendly in itself or produced and/or packaged in   an 

environmentally friendly way can enhance the chances of a responsible, ethical and profitable business to grow in all areas with public, government and 

common man support. 

The study raises the concerns for all business men that the greenness should represent the soul of business and profitability and it should be implemented in 

true sense rather than mere representation of being an environmentally concerned. The study reminds the government and consumers that they have to 

shoulder bigger responsibility and play a measure role rather than manufacturers / service provider to add value to healthy and prosperous human life. 

 

CONCLUSION 
Though this study was an attempt to look into the male and female perceptions, age, sources of information and role of Government, consumers and 

manufacturers/service providers on Environmental concerns and influences on Green consumers but future research can be on specific areas like green 

manufacturing process, green supply chain management and acceptance of more environmental concerned issues like packaging, nature and recycling 

standards. 
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APPENDICES 
TABLE 1: FACTOR ANALYSIS 

PURCHASE 0.738 0.467 0.153 

PRICE HIGH 0.388 0.28 -0.176 

ADAWR 0.49 0.412 0.101 

ACTION 0.593 0.151 3.04E-03 

INFLUENCE 0.532 0.129 0.12 

ISO14000 -5.10E-030.715 -1.25E-02

SOCIAL RESPONSIBILITY6.31E-02 0.52 0.447 

PDTREPSN 0.249 0.57 0.361 

BAN POLYTHIN 0.775 0.238 -8.77E-02

RECYCLED 0.583 0.395 2.25E-02 

OLD VEHICLE 0.449 2.19E-02 0.256 

EURO NORMS 0.457 0.511 4.15E-02 

KULHD 0.413 0.505 -0.191 

BIODEGRADABLE 0.577 0.539 5.17E-02 

FESTIVAL 0.582 0.442 -3.90E-02

POLLUTION CHECK 0.329 0.623 0.272 

ECO MARK 6.54E-02 0.525 0.533 

BLNCNEED 0.212 0.648 -0.124 

GOVT -9.29E-023.31E-02 0.829 

COURT 0.145 0.255 0.655 

AWARENESS 0.104 -0.312 0.758 

ATTRACT 0.597 -6.51E-020.311 

REALITY 0.711 5.22E-02 0.172 

EXPENSIVE 0.69 0.121 -0.222 

EXPERIENCE 0.674 0.313 7.21E-02 

COMPETIIION 0.406 3.49E-02 0.3 
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TABLE 2: AGE WISE DESCRIPTIVE STUDY 

DESCRIPTIVES 

 N Mean Std.  Deviation 

 

FAC1                                      <21

21-35 

>35 

Total 

126 

137 

7 

270 

5.5192

5.4422

6.1429

5.4963

.7656 

.7943 

.3959 

.7794 

FAC2                                      <21

21-35 

>35 

Total 

126 

137 

7 

270 

4.2540

4.4327

4.6327

4.3545

.8863 

1.0007 

.9719 

.9499 

FAC3                                      <21

21-35 

>35 

Total 

126 

137 

7 

270 

5.5146

5.7092

6.4048

5.6364

.8506 

.7877 

.5258 

.8253 

 

TABLE 3: ANOVA AGE 

ANOVA 

 Sum of Squaresdf Mean SquareF Sig. 

FAC1          Between Groups 

                   Within Groups  

                   Total 

3.393 

160.006 

163.399 

2 

267 

269 

1.696 

.599 

2.831.061

FAC2          Between Groups 

                   Within Groups 

                  Total 

2.654 

240.069 

242.723 

2 

267 

269 

1.327 

.899 

1.476.230

FAC3         Between Groups 

                  Within Groups 

                  Total 

6.730 

176.495 

183.225 

2 

267 

269 

3.365 

.661 

5.091.007

 

TABLE 4: GENDERWISE DESCRIPTIVE STUDY 

DESCRIPTIVE 

 N Mean Std. Deviation 

FAC1                   male

female 

Total 

155 

115 

270 

5.3640

5.6746

5.4963

.7259 

.8159 

.7794 

FAC2                   male

female 

Total 

155 

115 

270 

4.3558

4.3528

4.3545

.9412 

.9656 

.9499 

FAC3                   male

female 

Total 

155 

115 

270 

5.5968

5.6899

5.6364

.8423 

.8023 

.8253 

 

TABLE 5: ANOVA GENDER 

ANOVA 

 Sum of Squaresdf Mean Square F Sig. 

FAC1         Between Groups

                  Within Groups 

                  Total 

6.371 

157.028 

163.399 

1 

268

269

6.371 

.586 

10.874.001

FAC2         Between Groups

                  Within Groups 

                  Total 

5.805E-04 

242.722 

242.723 

1 

268

269

5.805E-04 

.906 

.001 .980

FAC3         Between Groups

                  Within Groups 

                  Total 

.572 

182.653 

183.225 

1 

268

269

.572 

.682 

.839 .360

 

ABBREVIATIONS 

FAC1 - Environmentally influenced and Aware Consumers, 

FAC2 - Skeptic but system believer Consumers; 

FAC3 - Progressive and Eco friendly Consumers 
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