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ABSTRACT 
In marketing, understanding the behavior of the consumers is a starting point, knowing the consumer personality and their needs which lead to prompt sales. 

This study is primarily focused to understand the consumer behavior on mini pumps in Coimbatore City. There are numbers of organized and unorganized sector, 

who manufactures variety of pumps in Coimbatore. And there is huge demand for mini pumps, especially for domestic usage. This article attempts to understand 

the consumer behavior on the usage of mini pumps. The Study conducted with 250 customers to know their buying behavior, and it has found that the consumers 

are influenced by the plumbers, mechanics and electricians. 

 

KEYWORDS 
Behavior, Consumer, Marketing, Mini pumps. 

 

THE BACKGROUND OF THE STUDY 
onsumer buying behavior is a decision process and an acts of people involved in buying and using the product. The various stages involved in consumer 

buying process are problem recognition, information search, evaluation of the alternatives, purchase decision, purchase and post purchase evaluation. 

The consumer making a purchase decision would be affected by the three major factors namely, personal factor, psychological factor and social factors. 

 

STATEMENT OF THE PROBLEM  
The attitude of the consumer, which prompts sale, depends on the situational behavior, availability of product, near by dealer shop, attractive price and after 

sales service support. Coimbatore is the place where too many payers in the pump market both organized and unorganized sectors. Hence this study is 

beneficial to the dealers and retailers with a view to understand the consumer behavior to attract the customer.  

 

OBJECTIVE OF THE STUDY 
1. To identify the various factors behind consumer behavior 

2. To understand the influencing factor on promotional strategy  

3. To suggest suitable recommendation to the dealers and retailers in the domestic pump market 

 

HYPOTHESIS 
• There is no significant association between the age group of respondents and the decision making. 

• There is no association between the age group of respondents and the type of advertisement. 

• There is a significant preference and association between the gender and the type of advertisement   

 

LITERATURE REVIEW 
Charterina (2012) the results show the conditions of the urban infrastructure, not only influence the decision as to where to shop in an in-town versus out- -of –

town dichotomy. The other factors like,  means of transport, size of shopping basket and variety of types of retail outlets selected by consumers for their 

purchases. 

Hasan Afzal and Muhammad Aslam Khan (2010). Says, with the use of effective advertising techniques, brands must build their image which in turn would build 

customer trust and credibility. Brands must try to build their competencies so that customer needs can be satisfied 

Jacques Viaene and Xavier Gellynck (1995). There are five basic behaviour influencers namely, cognitive, affective, social, moral or ethical. These five basic 

influencers are used to determine the extent of willingness to change the habits. 

Joy M. Kozar,(2012), It has noted that advertising executives are often apprehensive about using older models for fear that younger audiences might be 

offended, a misperception as older models is not found to actually alienate younger consumer groups. According to the study, among a sample of younger age 

consumers, older models were perceived as more trustworthy and credible than younger models. 

M.Sathish, K. Santhosh Kumar, K.J.Naveen, and V.Jeevanantham (2011).  Study says that the majority of the consumers are influenced by their friends and family 

members. 

 

METHODOLOGY 
The methodology involves collection of primary data from the respondents of the study. Well defined questionnaire was used to collect information from the 

respondents in Coimbatore city. The collected data was analyzed through frequency, percentages and Chi-square test. Literature survey was done using 

publication, journals and articles. Using convenience sampling, 250 samples were collected from the respondents. 

 

LIMITATION OF THE STUDY 
1. The present study is confined to usage of house hold mini pumps in Coimbatore city. 

2. The sample size of 250 taken in domestic sector, which cannot be taken for generalizing other sectors. 

 

 

 

C
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TABLE 1: DISTRIBUTION OF AGE OF RESPONDENTS 

Age group     Frequency (n=250) Percentage  %    

25 to 35 112 44.8 

36 to 45 58 23.2 

46 to 55 45 18 

Above 56 35 14 

FIGURE 1: DISTRIBUTION OF AGE OF RESPONDENTS 

 

TABLE 2: DISTRIBUTION OF GENDER OF RESPONDENTS 

Gender Frequency (n=250) Percentage % 

Male 184 73.6 

Female 66 26.4 

FIGURE 2: DISTRIBUTION OF GENDER OF RESPONDENTS 

 

TABLE 3: INFORMATION SOURCE OF MINI PUMPS PURCHASE 

Source Frequency (n=250) Percentage % 

12 4.8 

News paper 15 6 

Plumber/Electrician 86 34.4 

Friends 34 13.6 

Retailer 72 28.8 

Hand bills 14 5.6 

Event promotion 17 6.8 

FIGURE 3: INFORMATION SOURCE OF MINI PUMPS PURCHASE 
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TABLE 4: DECISION TAKEN TO PUCHSE THE MINI PUMP SET

Decision

Self 

Friends

Plumber/Electrician

Family

 

FIGURE 4: DECISION TAKEN TO PUCHSE THE MINI PUMP SET

Description
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Strongly disagree

Neither disagree nor agree

 

 

TABLE 6: AGE GROUP OF RESPONDENT AND DECISIONMAKING

Age

25-

36-

46-

Above 50

Total

 

FIGURE 6: AGE GROUP OF RESPONDENT AND DECISIONMAKING
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TABLE 4: DECISION TAKEN TO PUCHSE THE MINI PUMP SET 

Decision Frequency (n=250) Percentage % 

Self  30 12 

Friends 33 13.2 

Plumber/Electrician 148 59.2 

Family 39 15.6 

FIGURE 4: DECISION TAKEN TO PUCHSE THE MINI PUMP SET 

 

TABLE 5: INFLUENCE ON ADVERTICEMENT 

Description Frequency (n=250) Percentage % 

78 31.2 

Strongly agree 28 11.2 

Neither agree nor disagree 3 1.2 

Disagree 127 50.8 

Strongly disagree 9 3.6 

Neither disagree nor agree 5 2 

FIGURE 5: INFLUENCE ON ADVERTICEMENT 

 

TABLE 6: AGE GROUP OF RESPONDENT AND DECISIONMAKING 

Age Self Friends Plumber Family Total 

-35 11 15 68 18 112 

-45 8 6 34 10 58 

-55 6 7 24 8 45 

Above 50 5 5 22 3 35 

Total 30 33 148 39 250 

FIGURE 6: AGE GROUP OF RESPONDENT AND DECISIONMAKING 
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TABLE 7: ASSOCIATION BETWEN THE AGE GROUP OF RESPONDENT AND DECISIONMAKING

Chi-square (actual) value = 3.14, Degree of freedom = 9,   p = 0.05      

Chi-square (critical) value = 16.19,                

Since, Chi-square (actual) value < Chi-square (critical) value, do not reject the hypothesis H0, There is no significant association between the age group of 

respondents and the decision making. 

TABLE 8: AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT

Age TV News paper

25-35 2 1 

36-45 2 3 

46-55 4 5 

Above 50 4 6 

Total 12 15 

 

FIGURE 7: AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT
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TABLE 7: ASSOCIATION BETWEN THE AGE GROUP OF RESPONDENT AND DECISIONMAKING

O E O-E (O-E)
2
/E 

11 13.44 -2.44 0.442976 

15 14.784 0.216 0.003156 

68 66.304 1.696 0.043382 

18 17.472 0.528 0.015956 

8 6.96 1.04 0.155402 

6 7.656 -1.656 0.358194 

34 34.336 -0.336 0.003288 

10 9.048 0.952 0.100166 

6 5.4 0.6 0.066667 

7 5.94 1.06 0.189158 

24 26.64 -2.64 0.261622 

8 7.02 0.98 0.136809 

5 4.2 0.8 0.152381 

5 4.62 0.38 0.031255 

22 20.72 1.28 0.079073 

3 5.46 -2.46 1.108352 

   3.147838 

square (actual) value = 3.14, Degree of freedom = 9,   p = 0.05       

square (critical) value, do not reject the hypothesis H0, There is no significant association between the age group of 

AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT 

News paper Plumber Friends Retailer Hand bills Event promotion

36 8 21 4 5 

13 6 23 4 4 

10 12 12 2 3 

27 8 16 4 5 

86 34 72 14 17 

FIGURE 7: AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT 
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TABLE 7: ASSOCIATION BETWEN THE AGE GROUP OF RESPONDENT AND DECISIONMAKING 

square (critical) value, do not reject the hypothesis H0, There is no significant association between the age group of 

Event promotion Total 

77 

55 

48 

70 

250 
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TABLE 9: ASSOCIATION BETWEN THE AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT

 

Chi-square (actual) value = 26.33, Degree of freedom = 18, p= 0.05,         

Chi-square (critical) value = 28.86 

Chi-square (actual) value < Chi-square (critical) value 

Since, Chi-square (actual) value < Chi-square (critical) value, do not reject the hypothesis H0, There is no significant preference among the categories and no 

association between the age group of respondents and the type of advertisement .

 

TABLE 10: GENDER AND THE TYPE OF ADVERTISEMENT

FIGURE 8: GENDER AND THE TYPE OF ADVERTISEMENT
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TABLE 9: ASSOCIATION BETWEN THE AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT

O E O-E (O-E)
2
/E 

2 3.696 -1.696 0.778251 

1 4.62 -3.62 2.83645 

36 26.488 9.512 3.415816 

8 10.472 -2.472 0.583536 

21 22.176 -1.176 0.062364 

4 4.312 -0.312 0.022575 

5 5.236 -0.236 0.010637 

2 2.64 -0.64 0.155152 

3 3.3 -0.3 0.027273 

13 18.92 -5.92 1.852347 

6 7.48 -1.48 0.292834 

23 15.84 7.16 3.236465 

4 3.08 0.92 0.274805 

4 3.74 0.26 0.018075 

4 2.304 1.696 1.248444 

5 2.88 2.12 1.560556 

10 16.512 -6.512 2.568202 

12 6.528 5.472 4.586824 

12 13.824 -1.824 0.240667 

2 2.688 -0.688 0.176095 

3 3.264 -0.264 0.021353 

4 3.36 0.64 0.121905 

6 4.2 1.8 0.771429 

27 24.08 2.92 0.354086 

8 9.52 -1.52 0.242689 

16 20.16 -4.16 0.858413 

4 3.92 0.08 0.001633 

5 4.76 0.24 0.012101 

   26.33097 

square (actual) value = 26.33, Degree of freedom = 18, p= 0.05,          

square (critical) value, do not reject the hypothesis H0, There is no significant preference among the categories and no 

d the type of advertisement . 

TABLE 10: GENDER AND THE TYPE OF ADVERTISEMENT 

Type of Add Male Female Total 

TV 8 4 12 

News paper 7 8 15 

Plumber/Electrician 68 18 86 

Friends 24 10 34 

Retailer 60 12 72 

Hand bills 8 6 14 

Event promotion 9 8 17 

 Total 184 66 250 

 

FIGURE 8: GENDER AND THE TYPE OF ADVERTISEMENT 
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TABLE 9: ASSOCIATION BETWEN THE AGE GROUP OF RESPONDENT AND TYPE OF ADVERTISEMENT 

square (critical) value, do not reject the hypothesis H0, There is no significant preference among the categories and no 
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TABLE 11: ASSOCIATION BETWEN THE GENDER AND THE TYPE OF ADVERTISEMENT 

O E O-E (O-E)
2
 / E 

8 8.832 -0.832 0.078377 

4 3.168 0.832 0.218505 

7 11.04 -4.04 1.478406 

8 3.96 4.04 4.121616 

68 63.296 4.704 0.349589 

18 22.704 -4.704 0.974613 

24 25.024 -1.024 0.041903 

10 8.976 1.024 0.11682 

60 52.992 7.008 0.926783 

12 19.008 -7.008 2.583758 

8 10.304 -2.304 0.51518 

6 3.696 2.304 1.43626 

9 12.512 -3.512 0.985785 

8 4.488 3.512 2.74825 

   16.57584 

 

Chi-square (actual) value = 16.57, Degree of freedom =6,     p = 0.05,  

Chi-square (critical) value = 12.59 

Chi-square (actual) value > Chi-square (critical) value 

Since, Chi-square (actual) value > Chi-square (critical) value, reject the hypothesis H0, There is a significant preference among the categories and there is an 

association between the gender and the type of advertisement   

 

FINDINGS AND SUGGESSTIONS  
The majority of the buying behaviors of the respondents were influenced by the information source provided by the plumbers, mechanics and electricians. The 

maximum numbers of respondents were told that they were attracted by plumbers and mechanics, and the decision taken based on these information sources, 

which contribute to 59% of the total. It is also observed that the retailer plays an important role for pushing the product. It was found that the Chi-square 

(actual) value is less than the Chi-square (critical) value, hence there is no significant preference among the categories of association between the age group and 

decision making on purchase. Also there is no association between the age group of respondents and the type of advertisement. The maximum respondents 

were having age group from 25 to 35, in which 74% of them were men and there is a significant association between the gender and the type of advertisement. 

 

CONCLUSION 
Coimbatore city being the heart of pump manufacturing industries and the utilization of mini pump has become a part of every house hold irrespective of all the 

seasons. Many companies under organized and unorganized sector are entering in to the market .For better survive, the manufactures should motivate the 

dealer, sub-dealer, retailer and the influencers’ of the product i.e., plumbers, mechanics and electricians for better margin on their effort made on sales. 

Marketers to design attractive promotional campaigns like dealers meet, mechanics training program, plumbers meet, which will result in customer attraction 

against salability of the brand. 

 

SCOPE FOR FUTURE RESEARCH 
Similar type of study can be conducted on sectors like agricultural sector and industry sector for other range of product namely, open well submersible pump 

sets, bore well submersible pumps and mono block pump sets. 

 

REFERENCES 
1. Abdullah H. Aldlaigan, Francis A. Buttle, (2001),"Consumer involvement in financial services: an empirical test of two measures", International Journal of 

Bank Marketing, Vol. 19 Issue: 6 pp. 232 – 245 

2. Alistair Mowat, Ray Collins, (2000),"Consumer behaviour and fruit quality: supply chain management in an emerging industry", Supply Chain Management: 

An International Journal, Vol. 5 Issue: 1 pp. 45 – 54 

3. Andaleep, S. S. and Anwar, S. F. (1996). “Factors Influencing Customer Trust in Salespersons in a Developing Country,” Journal of International Marketing, 

Vol. 4, No. 4, pp. 35–52. 

4. Anna Dabrowska, (2011),"Consumer behaviour in the market of catering services in selected countries of Central-Eastern Europe", British Food Journal, 

Vol. 113 Issue: 1 pp. 96 – 108 

5. Cleo Mitchell, Brian C. Imrie, (2011),"Consumer tribes: membership, consumption and building loyalty", Asia Pacific Journal of Marketing and Logistics, Vol. 

23 Issue: 1 pp. 39 – 56 

6. Deirdre Shaw, Terry Newholm, Roger Dickinson, (2006),"Consumption as voting: an exploration of consumer empowerment", European Journal of 

Marketing, Vol. 40 Issue: 9 pp. 1049 – 1067 

7. Derrek Choy, Ross Prizzia, (2010),"Consumer behaviour and environmental quality in Hawaii", Management of Environmental Quality: An International 

Journal, Vol. 21 Issue: 3 pp. 290 – 298 

8. Erica J. Betts, Peter J. McGoldrick, (1996),"Consumer behaviour and the retail "sales": Modelling the development of an "attitude problem"", European 

Journal of Marketing, Vol. 30 Issue: 8 pp. 40 – 58 

9. F.W.M. Damen, L.P.A. Steenbekkers, (2007),"Consumer behaviour and knowledge related to freezing and defrosting meat at home: An exploratory study", 

British Food Journal, Vol. 109 Issue: 7 pp. 511 – 518 

10. Gordon R. Foxall, (1993),"Consumer Behaviour as an Evolutionary Process", European Journal of Marketing, Vol. 27 Issue: 8 pp. 46 – 57 

11. Gordon R. Foxall, (1999),"The behavioral perspective model: Consensibility and consensuality", European Journal of Marketing, Vol. 33 Issue: 5 pp. 570  

12. Hasan Afzal and Muhammad Aslam Khan, (2010)“Consumer’s Trust in the Brand: Can it Be Built through Brand Reputation, Brand Competence and Brand 

Predictability ?”, International business research, Vol. 13, No1, pp43-51 

13. Jacques Viaene and Xavier Gellynck (1995). “Consumer behaviour towards light products in Belgium”, British Food Journal, Vol.99 Issue 3 pp. 105 – 113 

14. Johan Bruwer, Anthony Saliba, Bernadette Miller, (2011),"Consumer behaviour and sensory preference differences: implications for wine product 

marketing", Journal of Consumer Marketing, Vol. 28 Issue: 1 pp. 5 – 18 

15. Jon Charterina (2012) , “The Moderating Effects of City Districts’ Retail Attractiveness on the in-Town versus out-of-Town Shopping Decision”, International 

Journal of Marketing Studies Vol. 4, No. 2; April 2012,p 9-21 

16. Joy M. Kozar,(2012), “Effects of Model Age on Adult Female Consumers’ Purchase Intentions and Attitudes for an Age-Specific Product, Clothing”, 

International Journal of Marketing Studies Vol. 4, No. 2; pp22-29. 

17. M.Sathish, K. Santhosh Kumar, K.J.Naveen, and V.Jeevanantham (2011). 



VOLUME NO. 2 (2012), ISSUE NO. 8 (AUGUST) ISSN 2231-1009 

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

www.ijrcm.org.in 

73

18. Marinos Tzavaras, Irini Tzimitra-Kalogianni, Michael Bourlakis, (2010),"Consumer behaviour in the Greek floral market: Comparative insights for the food 

industry", British Food Journal, Vol. 112 Issue: 4 pp. 403 – 415 

19. Martin Evans, (1989),"Consumer Behaviour towards Fashion", European Journal of Marketing, Vol. 23 Issue: 7pp. 7 – 16 

20. Mehmet Haluk Koksal, (2007),"Consumer behaviour and preferences regarding children's clothing in Turkey”, Journal of Fashion Marketing and 

Management, Vol. 11 Issue: 1 pp. 69 – 81 

21. Paul J. Albanese, (1993),"Personality and Consumer Behaviour: An Operational Approach", European Journal of Marketing, Vol. 27 Issue: 8 pp. 28 – 37 

22. Peter J. Batt, Aijun Liu, (2012),"Consumer behaviour towards honey products in Western Australia", British Food Journal, Vol. 114 Issue: 2 pp. 285 – 297 

23. Raffaele Zanoli, Simona Naspetti, (2002),"Consumer motivations in the purchase of organic food: A means-end approach", British Food Journal, Vol. 104 

Issue: 8 pp. 643 – 653 

24. Rik Pieters, (1993),"A Control View of the Behavior of Consumers: Turning the Triangle", European Journal of Marketing, Vol. 27 Issue: 8 pp. 17 - 27 

25. W.T. Ngai, Vincent C.S. Heung, Y.H. Wong, Fanny K.Y. Chan, (2007),"Consumer complaint behaviour of Asians and non-Asians about hotel services: An 

empirical analysis", European Journal of Marketing, Vol. 41 Issue: 11 pp. 1375 – 1391 

BOOKS 

26. Adock, D. Halborg, A. Ross, (2001), “Marketing Principles and Practice”, 4
th

 edition, Prentice Hall. 

27. Elliot Richard & Percy , Larry (2007),  “Strategic brand management”,12
th

  edition  Oxford University Press 

28. Evan Joel R & Berman Barry, (2007), “Marketing in the 21st Century”, 8
th

 edition, Biztantra 

29. Kotler Philip, Keller & Kevine Lane, (2007), “Marketing Management”, 12
th

 edition, Pearson Education. 

30. Krishnaswamy, Sivakumar and Mathirajan, (2006), “Management Research Methods, Integration of Principles, Method and Techniques”, 1
st
 edition 

Pearson Education.  

31. Naresh K.Malhotra, (2005), “Marketing Research, An Applied Orientation”, 4
th

 edition, Pearson Education 

32. Philip Kotler, (2010), “Principles of Marketing” 13th edition, Prentice Hall. 

33. Ride. William M.P & Fereel O.C, (2005),  “Marketing concepts & strategies”, 12
th

 edition,  Biztantra 

WEBSITES 

34. http://www.alliedacademies.org/Public/NewUserProfile.aspx,, retrieved on 27/02/2012 

35. http://www.elsevier.com/wps/find/bookdescription.cws_home/679933/description#description, retrieved on 10/11/2011 

36. http://www.elsevier.com/wps/find/bookdescription.cws_home/712819/description#description, retrieved on 10/11/2011 

37. http://www.emeraldinsight.com/journals.htm?issn=02634503&volume=20&issue=7&articleid=854606&show=abstract, retrieved on 27/03/2012 

38. http://www.emeraldinsight.com/search.htm?PHPSESSID=vb2l236351je4kv6dd8l1a8vo2&st1=Consumer+behaviour&ct=jnl&ec=1&bf=1&go=G retrieved on 

27/03/2012 

39. http://www.palgrave-journals.com/pal/information/free_articles.html#Business-management, retrieved on 12/02/2012 

40. http://www.palgrave-journals.com/pal/information/free_articles.html#Marketing, retrieved on 17/02/2012 

41. http://www.palgrave-journals.com/pal/information/free_articles.html#Marketing, retrieved on 17/02/2012 

42. http://www.pearsoned.co.in/web/books/9788131722367_Consumer-Behaviour-and-Branding_S-Ramesh-Kumar.aspx, retrieved on 5/01/2012 

43. http://www.pearsoned.co.uk/bookshop/detail.asp?item=100000000010952, retrieved on 21/01/2012 

44. http://www.pearsoned.co.uk/bookshop/detail.asp?item=100000000268646,, retrieved on 19/01/2012 

45. http://www.pearsoned.co.uk/bookshop/detail.asp?item=100000000276662, retrieved on 20/01/2012 

46. http://www.pearsoned.co.uk/bookshop/detail.asp?item=100000000372601, retrieved on 18/01/2012 

47. http://www.sciencedirect.com/science/journal/01678116, retrieved on 20/02/2012 

48. http://www.scribd.com/doc/8201172/study-of-consumer-behaviour-towards-nestle-and-cadbury-choclates, retrieved on 27/02/2012 

49. http://www.tatamcgrawhill.com/html/9780070278370.html,retrieved on 25/11/2011 

50. http://www.tatamcgrawhill.com/html/9780070700598.html,retrieved on 18/12/2011 

51. http://www.tatamcgrawhill.com/html/9780071333658.html,retrieved on 15/11/2011  

52. http://www.tatamcgrawhill.com/html/9780335207220.html,retrieved on 08/01/2012 

53. http://www.jom.sagepub.com/content/36/6.toc, retrieved on 26/02/2012 

54. http://www.aomonline.org/aom.asp?id=210, retrieved on 25/02/2012 

55. http://web.ebscohost.com/ehost/detail?sid=031f05d8-28e8-4dfa-868f- 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



VOLUME NO. 2 (2012), ISSUE NO. 8 (AUGUST) ISSN 2231-1009 

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

www.ijrcm.org.in 

74

REQUEST FOR FEEDBACK 
 

Dear Readers 

 

At the very outset, International Journal of Research in Computer Application and Management (IJRCM) 

acknowledges & appreciates your efforts in showing interest in our present issue under your kind perusal. 

 

I would like to request you to supply your critical comments and suggestions about the material published 

in this issue as well as on the journal as a whole, on our E-mail infoijrcm@gmail.com for further 

improvements in the interest of research. 

 

If you have any queries please feel free to contact us on our E-mail infoijrcm@gmail.com. 

 

I am sure that your feedback and deliberations would make future issues better – a result of our joint 

effort. 

 

Looking forward an appropriate consideration. 

 

With sincere regards 

 

Thanking you profoundly 

 

Academically yours 

 

Sd/- 

Co-ordinator 

 

 

 

 



VOLUME NO. 2 (2012), ISSUE NO. 8 (AUGUST) ISSN 2231-1009 

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

www.ijrcm.org.in 

II
 


