
VOLUME NO. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

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

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A. 

as well as inOpen J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)] 
Registered & Listed at: Index Copernicus Publishers Panel, Poland 

Circulated all over the world & Google has verified that scholars of more than 1500 Cities in 141 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. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

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

www.ijrcm.org.in 

ii

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 

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

1. AN INNOVATIVE MODEL FOR DEVELOPMENTAL ENTREPRENEURSHIP 

DR. RAM KESAVAN, DR. OSWALD A. J. MASCARENHAS & DR. MICHAEL D. BERNACCHI 

1 

2. THE IMPACT OF SERVICE QUALITY AND MARKETING ON CUSTOMER LOYALTY IN BANKING SECTOR, ACEH-INDONESIA 

FIFI YUSMITA & DR. VIMALASANJEEVKUMAR 

8 

3. THE EFFECT OF INFORMATION ALLOTMENT ON THE COMPETITIVE ADVANTAGES OF THE SUPPLY CHAIN (THE CASE OF IRANIAN RAILWAY) 

DR. YOUNOS VAKIL ALROAIA & MOHAMMED KHAJEH 

19 

4. IMPORTANCE OF BEHAVIOR BASED SAFETY: A STUDY ON CHILD LABOR WORKING IN AUTO MOBILE SECTOR 

MOZUMDAR ARIFA AHMED 

24 

5. CULTURE, EMPLOYEE WORK RESULT AND PERFORMANCE:  ANALYSIS OFIRANIAN SOFTWARE FIRMS 

FAKHRADDINMAROOFI, JAMAL MOHAMADI & SAYED MOHAMMAD MOOSAVIJAD 

30 

6. IMPACT OF ISLAMIC WORK ETHICS ON JOB SATISFACTION IN THE PRESENCE OF JOB AUTONOMY AS MODERATING 

KHURRAM ZAFAR AWAN, MUSSAWAR ABBAS & IBN-E-WALEED QURESHI 

37 

7. ELECTRONIC AUCTION: A TURN-KEY FACTOR TO RENJUVINATE THE COAL INDUSTRY - A CASE STUDY OF BHARAT COKING COAL LIMITED, 

DHANBAD 

ABHINAV KUMAR SHRIVASTAVA & DR. N. C. PAHARIYA 

42 

8. A CONCEPT BASED APPROACH OF RARE ASSOCIATION RULE MINING FROM EDUCATION DATA 

ASTHA PAREEK & DR. MANISH GUPTA 

46 

9. LIFE SAVING FROM FIRE USING RFID TECHNOLOGY 

ARITRA DE & DR. TIRTHANKAR DATTA 

48 

10. DIMENSIONS OF HEALTH CARE SERVICES AND THE USERS PERCEPTION ON SERVICE QUALITY IN TAMILNADU 

DR. G. PAULRAJ, DR. S. RAMESHKUMA, V.SANGEETHA & L. DINESH  

51 

11. STRATEGIES FOR SUSTAINABILITY AND QUALITY DEVELOPMENT OF MANAGEMENT INSTITUTES 

DR. MAHESH U. MANGAONKAR 

56 

12. EMPIRICAL ASSESSMENT OF CAUSE RELATED MARKETING AND CONSUMERS PERSPECTIVE: A CASE OF IDEA CELLULAR’S ‘3 G PE BUSY’ 

CAMPAIGN 

DR. ALKA SHARMA & SHELLEKA GUPTA 

60 

13. ROLE OF MOBILE PHONE IN INDIA’S TRANSFORMATION 

KULWANT SINGH RANA & DR. ASHWANI RANA 

66 

14. CONSUMER PERCEPTION TOWARDS TELEVISION ADVERTISEMENTS 

DR. P. SATHYAPRIYA & DR. S. SAIGANESH 

76 

15. BUSINESS BEYOND BOUNDARIES (B3B): E- COMMERCE AND E-BUSINESS CHALLENGES 

MOHAMMED GHOUSE MOHIUDDIN 

80 

16. ANALYTICAL STUDY ON BIOMETRIC SECURITY APPLICATION IN INDUSTRIAL AND MOBILE BANKING SECTOR 

DR. U. S. PANDEY & GEETANJALI GUPTA 

89 

17. IMPACT OF TRAINING ACTIVITIES & LABOUR WELFARE PROVISIONS ON ORGANIZATIONAL PRODUCTIVITY (WITH SPECIAL REFERENCE TO 

DABUR INDIA LIMITED) 

SWATI AGARWAL & SHILPI SARNA 

97 

18. COMPARATIVE STUDY ON THE FEATURES OF DIFFERENT WEB SERVICES PROTOCOLS 

DHARA N. DARJI & NITA B. THAKKAR 

102 

19. HUMAN CAPITAL – THE MOST IMPORTANT RESOURCE OF MANAGEMENT (WITH SPECIAL REFERENCE TO INDIA IN AN ERA OF GLOBAL 

UNCERTAINTIES) 

SUNANDA SHARMA 

107 

20. A STUDY ON CUSTOMERS AWARENESS AND PERCEPTIONS TOWARDS GREEN PACKAGING 

J.JAYA PRADHA 

110 

21. A STUDY ON HUMAN RESOURCE DEVELOPMENT CLIMATE WITH SPECIAL REFERENCE TO NATIONAL GEOGRAPHIC RESEARCH CENTRE 

(NGRI) 

RAKHEE MAIRAL RENAPURKAR 

116 

22. A STUDY ON CUSTOMER PERCEPTION ON MOBILE BANKING 

H. RADHIKA 

122 

23. COMPUTER WORLD: WITHOUT VIRUS 

GAURAV JINDAL & POONAM JINDAL 

131 

24. ASSIMILATION OF FUZZY LOGIC AND REPLACEMENT ALGORITHMS TO BROWSER WEB CACHING 

K MURALIDHAR & DR. N GEETHANJALI 

133 

25. AN APPROACH ON PREPROCESSING OF DATA STREAMS 

AVINASH L. GOLANDE, RAJESH D. BHARATI, PRASHANT G AHIRE & RAHUL A. PATIL 
140 

26. M-MRCA FIGHTER COMPETITION: INDIA’S ROAD IN SELECTING THE BEST IN ITS DEFENCE BUSINESS 

NISCHITH.S 
144 

27. CONSUMER BUYING BEHAVIOR & CUSTOMER SATISFACTION LEVEL TOWARDS HERO MOTOCORP MOTORCYCLE: A CASE STUDY 

HARISH NAIK & DR. RAMESH.O.OLEKAR 
149 

28. ENERGY CONSERVATION IN MANETS USING SCALABLE PROTOCOL 

SHUBHRATA JAISWAL, VAAMICA MAHAJAN & VIKRANT AGARWAL 
154 

29. THE CONCEPT OF EQUALITY: A BRIEF STUDY 

NAZIM AKBAR, RAIS AHMAD QAZI & MOHD YASIN WANI 
158 

30. A REVIEW OF EMPLOYEE TURNOVER OF TELECOM ENGINEERS DEPLOYED IN THE NETWORK OPERATING CENTRE 

L. R. K. KRISHNAN & SUDHIR WARIER 

163 

 REQUEST FOR FEEDBACK 174 



VOLUME NO. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) 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 

    
FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    

LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

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

    
COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 

MOHITA 

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

    
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. S. L. MAHANDRU 

Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    
EDITOREDITOREDITOREDITOR 

PROF. R. K. SHARMA 

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

    
COCOCOCO----EDITOREDITOREDITOREDITOR 

MOHITA 

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

    
EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    

DR. RAJESH MODI 

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. PARVEEN KUMAR 

Director, M.C.A., Meerut Institute of Engineering & Technology, Meerut, U. P. 

PROF. H. R. SHARMA 

Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G. 

PROF. MANOHAR LAL 

Director & Chairman, School of Information & Computer Sciences, I.G.N.O.U., New Delhi 

PROF. ANIL K. SAINI 

Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

PROF. R. K. CHOUDHARY 

Director, Asia Pacific Institute of Information Technology, Panipat 

DR. ASHWANI KUSH 

Head, Computer Science, UniversityCollege, KurukshetraUniversity, Kurukshetra 

 



VOLUME NO. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

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

www.ijrcm.org.in 

iv

DR. BHARAT BHUSHAN 

Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar 

DR. VIJAYPAL SINGH DHAKA 

Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur 

DR. SAMBHAVNA 

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

DR. MOHINDER CHAND 

Associate Professor, KurukshetraUniversity, Kurukshetra 

DR. MOHENDER KUMAR GUPTA 

Associate Professor, P.J.L.N.GovernmentCollege, Faridabad 

DR. SAMBHAV GARG 

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana 

DR. SHIVAKUMAR DEENE 

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

DR. BHAVET 

Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana 

    
ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 

PROF. ABHAY BANSAL 

Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida 

PROF. NAWAB ALI KHAN 

Department of Commerce, AligarhMuslimUniversity, Aligarh, U.P. 

ASHISH CHOPRA 

Sr. Lecturer, Doon Valley Institute of Engineering & Technology, Karnal 

SAKET BHARDWAJ 

Lecturer, HaryanaEngineeringCollege, Jagadhri 

    
TECHNICAL ADVISORSTECHNICAL ADVISORSTECHNICAL ADVISORSTECHNICAL ADVISORS    

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 ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    

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. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) 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 address: infoijrcm@gmail.com. 

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. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) 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, crystal clear, 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, KurukshetraUniversity, Kurukshetra. 

ONLINE RESOURCES 

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

WEBSITES 

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



VOLUME NO. 2 (2012), ISSUE NO. 9 (SEPTEMBER) ISSN 2231-1009 

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

www.ijrcm.org.in 

60

EMPIRICAL ASSESSMENT OF CAUSE RELATED MARKETING AND CONSUMERS PERSPECTIVE: A CASE OF 

IDEA CELLULAR’S ‘3 G PE BUSY’ CAMPAIGN 
 

DR. ALKA SHARMA 

PROFESSOR 

THE BUSINESS SCHOOL 

UNIVERSITY OF JAMMU 

JAMMU 

 

SHELLEKA GUPTA 

RESEARCH SCHOLAR 

THE BUSINESS SCHOOL 

UNIVERSITY OF JAMMU 

JAMMU 

 

ABSTRACT 
This study tends to analyze the impact of cause familiarity and cause importance on customer’s attitude towards cause brand alliance. It explores the relationship 

between such alliance and purchase intentions and also checks whether such relationship is mediated by corporate brand image. It tries to analyse the attitude of 

respondents towards alliance between the cause and the brand ‘Idea’. ‘3 G pe busy’ campaign created positive attitude towards cause brand alliance. It has not 

enhanced the purchase intentions for ‘IDEA’. It proves that the relationship between attitude towards cause brand alliance and purchase intentions is mediated 

by corporate brand image. 

 

KEYWORDS 
brand image, cause brand alliance, cause familiarity, cause importance, purchase intentions.  

 

1. INTRODUCTION  
oday’s consumers are well aware of the activities of a firm in relation to the society, as they understand that organizations owe a lot to it. This 

understanding has resulted in creating a higher expectation from the organisation in terms of indebtness towards society. Therefore, it has become 

imperative for the organisations to be a part of solution for the challenges of society and be perceived as responsible corporate citizens. This fact has also 

been supported by Polonsky and Wood (2001) who have suggested that the real motivation for a corporate donation is the perception of being a good corporate 

citizen.   

As responsible corporate citizens, the organisations have embraced, supported and enacted a set of core values in the areas of community development, 

environment protection, education, health care and so on. Organisations, in their quest for becoming responsible corporate citizens, are using corporate social 

responsibility as a strategic tool to communicate corporate character to, and maintain support of, consumers and other stakeholders. Thus suggesting that Social 

responsibility has become indispensable in the present business scenario (Mintzberg, 1983). The strategic decisions of large companies involve social as well as 

economic consequences, which are intimately connected to each other. In their study, Porter and Kramer (2006) have also discussed the existence of the 

interdependence between corporations and society, since a company’s activities have a direct impact on the communities with which they work. 

An increasing number of companies, small and big alike have developed corporate social responsibility (CSR) programs (Maignan and Ralston, 2002). Among 

which, Cause related marketing campaigns are categorized as one of the CSR initiatives. As a type of CSR, cause-related marketing (CRM) has received particular 

corporate interest, as the use of cause-related marketing as a marketing platform has been progressively employed by companies, due to the fact that 

consumers increasingly value corporate support of social causes (Cone, Feldman, and DaSilva, 2003; Webster, 2005a).Most of the companies are using Cause 

Related Marketing as a strategic tool (Till and Nowak, 2000) to build a positive corporate image in the minds of consumers (Chattananon et al., 2008) which 

further results in enhancing the sales of a company’s products (Varadarajan and Menon, 1988) and profits as well (Adkins, 2004). 

The intent in a CRM campaign is to create a favourable mindset towards an alliance between brand and cause leading to enhanced customer’s perception. 

Therefore, an attitude towards this alliance is of critical importance, as it represents the attitude that a consumer has toward the partnership between the cause 

and the brand (Lafferty and Goldsmith 2005; Lafferty, Goldsmith, and Hult 2004).Lafferty and Goldsmith (2005) in their study tested the effects that prior 

attitudes toward the cause and the brand have on perceptions of the alliance and post attitudes toward both partners. Familiarity with the brand and cause and 

the perceived importance of the cause can have differential effects on attitude toward the alliance (Lafferty and Diane R. Edmondson, 2009). The alliance does 

influence purchase intent (Hajjat 2003; Olsen, Pracejus, and Brown 2003). Webb and Mohr (1998) as well as Anselmsson and Johannson (2007) argued that 

customers’ purchase intentions are influenced by the corporate image of a company involved in cause related marketing. 

This paper tends to analyze the impact of cause familiarity and cause importance on customer’s attitude towards cause brand alliance. The study explores the 

relationship between such alliance and customer’s purchase intentions and also checks whether such relationship is mediated by corporate brand image. 

Further, since a number of studies have focused on such relationships, this study attempts to understand and interpret the attitude of respondents towards 

alliance between the cause and the brand “Idea”. 

Idea brand has been well established in the Indian market. As its campaigns have always floated Champion ideas which have the power to change the society 

and the way we live. Therefore it is pertinent to understand as to how the respondents have followed their attitude with regards to purchase intensions and 

how such relationship is being mediated by brand image. 

 

2. REVIEW OF LITERATURE AND THEORETICAL FRAMEWORK 
2.1 CAUSE RELATED MARKETING 

In the literature, cause-related marketing has emerged as a distinct domain with a seminal paper by Varadarajan and Menon (1988). In marketing terms, cause-

related marketing is best described as a strategy designed to promote the achievement of marketing objectives (such as brand sales) via company support of 

social causes (Barone, Miyazaki, and Taylor 2000). 

Andreasen (1996) has divided cause related marketing into three types based on the cooperative pattern between the enterprise and the non-profit 

organisation. The first type relates to transaction- based promotion, wherein consumers are solicited to purchase the product or service of the enterprise 

through promotion activities staged jointly by the enterprise and the non-profit organisation; and, on the premises of the achievement of the sales target, a 

certain portion of the sales proceeds is appropriated to the non-profit organisation. The second type is characterized by joint issue promotion; wherein the 

enterprise and one or a plurality of non-profit organisations takes advantage of a social issue in the operation of strategic marketing. The third type of cause 

related marketing is done by licensing, i.e., the non-profit organisation licenses its trade name or mark to the enterprise in exchange for a return of a fixed fee or 

T
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a certain percentage of the profit while the enterprise has its sales targeted at the supporters of that non-profit organisation. Kotler (1998) has further added to 

Andreason’s classification a type featuring a self-promoted topic or idea by the enterprise wherein the involvement a non-profit organisation is not necessarily 

required. 

Along with the increasing popularity of cause related  marketing practices, both scholars and practitioners have extensively evaluated cause-related  marketing 

strategies and tactics, and analyzed their impact on consumers' perceptual and behavioural  relationship with the sponsoring brand and/or the sponsored cause 

(e.g., Barone, Miyazaki, and Taylor, 2000; Cone, Feldman, and DaSilva, 2003; Hoeffler and Keller, 2002; Sen and Bhattacharya, 2001). 

2.2 CAUSE FAMILIARITY AND IMPORTANCE AND ATTITUDE TOWARDS ALLIANCE 

According to attitude theories, in particular attitude accessibility theory as defined by Fazio, Powell, and Williams (1989), the greater is the familiarity, the more 

extensive is the association in the brain, the more easily that brand will be accessed from memory, and the stronger the effect will be on outcome variables (e.g., 

Faircloth, Capella, and Alford 2001). 

Cause familiarity is typically measured in the donor literature in terms of general awareness of the charity based on whether the cause or charity has a high or 

low visibility in the media (Bendapudi, Singh, and Bendapudi 1996). The effect of familiarity in a cause brand alliance was partially demonstrated in a study by 

Lafferty, Goldsmith, and Hult (2004).When familiarity is low for either the brand or the cause, attitudes are unformed or weakly formed making them less 

accessible and producing a weaker effect. Therefore, the degree of familiarity can bias information processing and have a differential effect on the attitude 

toward the alliance. 

In CRM or cause brand alliance, the relative importance of the cause to the consumer can play a vital role. For a perfect cause brand alliance, selecting an 

important cause should have a stronger impact on perceptions of the alliance than an unimportant cause. Just as familiarity is considered to be a strength-

related attitude attribute, so is importance (Bizer and Krosnick 2001).  

The intent therefore, in a CRM campaign is to form an alliance between a brand and a cause to enhance perceptions of both. CRM has been shown to have a 

positive effect on attitude toward the brand. CRM researchers show that benefits can accrue to the cause as well as the brand (Basil and Herr 2003; Lafferty and 

Goldsmith 2005; Lafferty, Goldsmith, and Hult 2004; Ross, Patterson, and Stutts 1992).Based on the above literature review; the paper propounds the first 

hypothesis as: 

H1: The cause familiarity and cause importance have a positive impact on respondent’s attitude towards   cause brand alliance. 

2.3 ATTITUDE TOWARDS ALLIANCE AND PURCHASE INTENTIONS 

According to information integration theory, the attitudes that exist toward the brand and the cause based on the degree of familiarity with them will be 

integrated with the new information provided by the alliance. Therefore new attitudes will be formed toward both partners as a consequence (Lafferty and 

Edmondson, 2009). Ross, Patterson, and Stutts (1992) in their study found that consumers felt that CRM was a good way to support a worthy cause, which was 

evident by more favourable attitudes toward the company. Because consumers perceived companies to be more socially responsible if they participate in CRM 

programs, evaluations of those companies were more positive (Sen and Bhattacharya 2001).  

When consumers make a decision to purchase a product, how they feel about the company can influence their intentions (Sen and Bhattacharya 2001). 

Generally, a more favorable attitude toward the company will produce more favourable purchase intentions (e.g., Lutz 1985). Given the link between attitudes 

and purchase intentions in the literature, it is likely that attitude toward the company will have a direct effect on purchase intentions in this study as well. Based 

on the above literature review; this paper proposes the second hypothesis as: 

H2: The positive attitude towards cause brand alliance enhances respondents purchase intentions. 

2.4 MEDIATING ROLE OF CORPORATE BRAND IMAGE 

Researchers have argued that companies should instead measure performance of cause-related marketing programs not only by measuring customer purchase 

levels, but also by tracking changes in company image and customer and employee satisfaction and loyalty (Andreasan 1986). 

Corporate image can be defined as the perception/feelings of customers regarding the company’s products and activities (Webb and Mohr, 1998). In order to 

build a positive corporate image in the minds of customers, companies are using cause related marketing as a strategy (Varadarajan and Menon, 1988; 

Chattananon et al., 2008) to gain a competitive edge in market place (Anselmsson and Johansson, 2007).  

Different terms have been used to mean corporate brand and corporate brand image (e.g.company and corporate brand are used interchangeably). Therefore, 

company image, corporate image, or store image all mean corporate brand image (Syed Alwi and Da-Silva, 2007). According to the foregoing theory, a corporate 

brand image may evoke associations with the corporation or its products and services. Corporate image is the immediate mental picture that consumers have of 

an organisation. 

Corporate brand image may play a vital role in affecting purchase intentions. In their studies, Webb and Mohr (1998) as well as Anselmsson and Johannson 

(2007) argued that customers’ purchase intentions are influenced by the corporate image of a company involved in cause related marketing. 

In this study it is presumed that the cause related marketing activity is not just one factor that effects purchase intentions of the customers, rather to some 

extent they are pre established. Based on the above arguments, the present study attempts to explore whether the relationship between attitude towards 

corporate cause alliance and customer purchase intentions is mediated by corporate brand image. Therefore on the basis of above literature review; this paper 

propounds the third hypothesis as: 

H3: The relationship between attitude towards cause brand alliance and purchase intentions is mediated by corporate brand image. 

 

3. RESEARCH QUESTIONS 
Cause Related Marketing is most appropriate marketing strategy for the organisations if they want to reap the benefit of long term survival in today’s highly 

turbulent business environment. In the Indian Business environment almost all the big organisations are supporting social causes in one way or the other. Idea 

Cellular limited, is the name which is reaching out to a large mass of people by promoting various social causes. Be it through conserving energy, recycling, or 

finding innovative solutions to environmental and social challenges, Idea is committed of being a respectful, responsible and positive influence on the 

environment and the society in which we operate 

Idea Cellular, as a part of the Aditya Birla Group, is India’s first truly global conglomerate and one of the oldest players in the Indian telecom industry. It has 

played a key role in the development of mobile telephony, particularly in rural India. As part of a socially responsible corporate group, Idea has continuously 

adopted such policies, and business strategies that effectively integrate emerging environmental, social and economic considerations. 

Idea Cellular has been continuously promoting social causes. In 2008 idea launched “voice of people “and “education for all” campaigns, in 2009  “ walk when 

you talk”, year 2010  saw huge success of “ Go green” and “breaking language barrier” campaigns. During Cricket world cup in March 2011, Idea Cellular again 

launched “Keep Cricket clean” campaign. Idea believes that Cricket is a microcosm of our society, and the challenges to clean cricket are not divorced from the 

challenges to a clean society.  

Idea’s new brand campaign (July, 2011), once again based on a social theme, highlights the country’s challenge of Population inflation and suggests a simple 

telephony solution. The campaign advertisement leaves a message that there will be ‘No Aabaadi, No Barbaadi’ because people will be ‘3G pe Busy’. The mood 

of the advertisement is light and humorous, yet builds a strong connects with a larger audience, as it features people from various parts of the country. Idea 

cellular has successfully launched its 3G services through this campaign. 

Hence, in view of above literature review and key facts about Idea cellular’s ‘3G pe Busy’ campaign , the study aims at following objectives :  

1. To analyze the impact of cause familiarity and cause importance on respondent’s attitude towards cause brand alliance. 

2. To study the relationship between attitude towards cause brand alliance and respondents purchase intentions. 

3. To assess whether the relationship between cause brand alliance and purchase intention is mediated by corporate brand image. 
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4. RESEARCH METHODOLOGY  
Idea cellular has successfully launched it 3G services with the help of the ‘3G pe Busy’ campaign. This campaign talks about the problem of population explosion, 

which is the biggest challenge that India is facing. IDEA is not only familiarizing the masses with an important social cause through this campaign, but also 

providing a simple 3G telephony solution to it. The ‘3G pe Busy’ campaign is running on almost all Television Channels and has build a strong connect with a 

larger audience, as it features people from various parts of the country. This paper is an attempt to study the respondents’ attitude towards alliance of such a 

familiar and important cause with the brand IDEA. Therefore the study has been based on primary data, which has been collected from the mobile users. The 

respondents were selected on the basis of their exposure to the said advertisement. However they were shown the advertisement copy before they were 

subjected to questionnaire for reference purpose. 

4.1 INSTRUMENT OF STUDY 

The questionnaire was designed in two parts. In the first part the respondents were asked about demographic aspects like gender and age. In the second part 

different statements were solicited based upon the variables of the study. A seven point scale was used to assess the respondents’ level of agreement or 

disagreement with each statement by circling a number from 1 - 7. Before filling in the questionnaire the respondents were informed about the significance and 

purpose of the study. 

Cause familiarity was measured by three items on a seven-point scale: very familiar/very unfamiliar, definitely recognize/definitely do not recognize, and 

definitely have heard of/definitely have not heard of (Simonin and Ruth 1998). The importance of the cause was measured with three items on a seven-point 

scale anchored at very important/ very unimportant, means a lot to me/means nothing to me, and very significant/very insignificant. The attitude towards 

alliance was measured with a three item, seven-point scale: good/bad, favourable/unfavourable, and positive/negative (Burnkrant and Unnava 1995; Osgood, 

Suci, and Tannenbaum 1957).Further, Purchase intention was measured with a three-item, seven-point scale anchored with very likely/very unlikely, definitely 

would consider it/definitely would not consider it, and very probable/not probable at all (Yi 1990). Corporate brand image was measured on three items on a 

seven point scale: the corporation is concerned the society, the corporation is often active in community affairs, and the corporation regularly sponsors/ 

promotes public-service activities (Brown and Dacin, 1997). 

 

5. FACTOR INTERNAL CONSISTENCY RELIABILITY  
Cronbach alpha is the major measurement of internal consistency reliability. Cronbach alpha over 0.70 illustrates high satisfactory internal consistency reliability. 

On the other hand, if the Cronbach alpha is 0.60 or less than 0.60 it suggests unsatisfactory internal consistency reliability (Malhotra, 2007). According to Table 

5.1, the Cronbach alpha for each factor is higher than .70. Therefore, the Cronbach alpha’s among the factors shows high satisfactory internal consistency 

reliability. 

 

TABLE 5.1: FACTOR INTERNAL CONSISTENCY ANALYSIS 

Factor Cronbach’s Alpha 

Cause Familiarity 0.788 

Cause Importance 0.734 

Attitude towards cause brand alliance 0.765 

Corporate Brand Image 0.763 

Purchase Intentions 0.907 

 

6. DATA ANALYSIS AND FINDINGS 
The data analysis has been analyzed in view of objectives and hypothesis outlined above in the study. The first objective dealt with analyzing the impact of cause 

familiarity and cause importance on respondent’s attitude towards cause brand alliance. The analysis has revealed that the mean value for cause familiarity and 

cause importance is 5.67 and 5.34 respectively, where as it is 5.49 for respondents attitude towards Idea cellular’s “ 3G pe busy” campaign  (see table 6.1). 

 

TABLE 6.1: DESCRIPTIVE STATISTICS (CAUSE FAMILIARITY, IMPORTANCE AND ATTITUDE). 

 Mean Std. Deviation N 

attitude 5.4941 .88583 85 

familiarity 5.6667 1.06160 85 

Importance 5.3373 .97386 85 

In order to understand the degree of impact of cause familiarity and cause importance on attitude towards cause brand alliance, Regression analysis has been 

used, which suggests that R value for the relationship has been calculated at 0.672, thereby indicating that there is a relationship between cause familiarity, 

cause importance and attitude towards cause brand alliance. These findings are also supported by a number of studies reviewed in the literature. Further, R 

square value of 0.452 suggests that 45.2% variation in respondents’ attitude towards cause brand alliance is due the familiarity of the respondents with an 

important cause being promoted by Idea cellular, which further highlights the relevance of promoting an important social cause in building a strong corporate 

brand. Also, adjusted R
2
 value of 0.438 indicates that this relationship accounts for 43.8% of variance in the attitude towards cause brand alliance. (See table 

6.2). 

 

TABLE 6.2: MODEL SUMMARY (CAUSE FAMILIARITY, CAUSE IMPORTANCE AND ATTITUDE) 

Model R R Square Adjusted R Square Std. Error of the Estimate Change Statistics 

          R Square Change F Change df1 df2 Sig. F Change 

1 .672(a) .452 .438 .66397 .452 33.758 2 82 .000 

a Predictors: (Constant), Importance, familiarity 

b Dependent Variable: attitude 

Moreover the beta coefficient for cause familiarity and cause importance is 0.152 and 0.526 respectively which further signify positive impact on attitude 

towards cause brand alliance. It also indicates that cause importance has a higher impact on attitude towards cause brand alliance as compared to cause 

familiarity (see table 6.3). 

TABLE 6.3: COEFFICIENTS (CAUSE FAMILIARITY, CAUSE IMPORTANCE AND ATTITUDE) 

Model   Unstandardized Coefficients Standardized Coefficients t Sig. 

    B Std. Error Beta     

1 (Constant) 1.825 .474   3.848 .000 

  familiarity .152 .074 .182 2.041 .044 

  Importance .526 .081 .579 6.490 .000 

a. Dependent Variable: attitude 

The study has proposed three hypothesis inline with the objectives. The first hypothesis has been stated as “The cause familiarity and cause importance have a 

positive impact on respondent’s attitude towards cause brand alliance.” This hypothesis has been validated as p value for the relationship is found out to be 

less than 0.05. This value assesses the overall significance of the model (see table 6.2).  
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The second objective of the study was to analyze the relationship between attitude towards cause brand alliance and respondents purchase intentions. For 

analyzing the same, correlation was used. The table of means and standard deviations indicates that mean values for respondents attitude towards cause brand 

alliance and purchase intentions are 5.49 and 4.24 respectively. Although the values indicate a positive intention to purchase the brand under study, however 

the value is not very high relative to the attitude towards the campaign (see table 6.4). 

 

TABLE 6.4: DESCRIPTIVE STATISTICS (ATTITUDE AND PURCHASE INTENTIONS) 

  Mean Std. Deviation N 

Purchase 4.2471 1.52679 85 

Attitude 5.4941 .88583 85 

The analysis of the correlation matrix indicates that the observed relationship is not very strong. The correlation between attitude towards cause brand alliance 

and purchase intentions was found out to be 0.145(see table 6.5). The positive correlation means that as a positive attitude towards cause brand alliance builds 

up, it is likely that the respondents purchase intentions also tends to go up. 

 

TABLE 6.5: CORRELATIONS (ATTITUDE AND PURCHASE INTENTIONS) 

  purchase attitude 

Pearson Correlation purchase 1.000 .145 

attitude .145 1.000 

Sig. (1-tailed) purchase . .092 

attitude .092 . 

N purchase 85 85 

attitude 85 85 

 

TABLE 6.6: MODEL SUMMARY (ATTITUDE AND PURCHASE INTENTIONS) 

  

 

 

 

a. Predictors: (Constant), attitude 

The second hypothesis in conjunction with this objective was stated as “The positive attitude towards cause brand alliance enhances respondents purchase 

intentions”. This hypothesis has been rejected as the p value for the relationship is found out to be greater than 0.05 (see table 6.6). These results are in line 

with study of Hamlin and Wilson (2004), who found that cause-related cues had no overall effect on consumers’ evaluations of the test product or on their 

intent to purchase it. In parallel work, Ehrenberg (1974; 2000) and also questioned the view that advertising was highly persuasive and capable of changing 

beliefs about brands or introducing new behaviours. Furthermore, Ehrenberg & Barwise (1985) suggested that consumers’ attitudes may follow, rather than 

precede, their behaviour. 

These findings suggest that CRM may consolidate and reinforce the behaviour of consumers who already purchase a brand that embarks on a CRM program, but 

that CRM alone may be insufficient to prompt brand-switching. Trimble and Rifon (2006) relied on cognitive elaboration theory; they raised the possibility that 

CRM may be a low involvement process aligned to classical conditioning.                                                                                                                                                         

The study has proposed the third objective as to assess whether the relationship between attitude towards cause brand alliance and purchase intention is 

mediated by corporate brand image. To test the mediating role of corporate brand image, a three step procedure recommended by Baron and Kenny (1986) was 

followed. According to the procedure, in the first step a significance test of the relationship between the independent variable (attitude towards cause brand 

alliance) and the mediator (corporate brand image) was required. The table 6.7 below shows the relationship to be positive (R= 0.517 and R square = 0.267) and 

significant (p < 0.05). 

TABLE 6.7: MODEL SUMMARY (ATTITUDE AND BRAND) 

 

   

 

 

a. Predictors: (Constant), attitude 

The second step required a test of relationship between the independent variable (attitude towards cause brand alliance) and the dependent variable 

(Consumer purchase intentions).In this step, the relationship was found to be positive but weak (see table 8; R=0.145 and R square =0.021) and insignificant (p> 

0.05).Though Baron and Kenny (1986) propounded that for mediation to take place the relationship between independent and dependent variable needs to be 

significant. But according to Hayes, 2009; MacKinnon et al., 2000; Shrout , Bolger, 2002; Zhao et al., 2010 & Rucker et al, 2011) the requirement for significant 

total effect of the relationship between independent and dependent variable be abandoned. The mediator adds weight to two relationships, first between 

independent variable and the mediator and second between mediator and dependent variable; i.e the mediator creates an indirect effect. On the other hand, 

the mediator does nothing to the direct relationship between dependent and independent variable. Due to this indirect effect the independent variable exerts 

stronger influence on mediator as compared to the dependent variable (Rucker et al, 2011). Finally, in the third step the dependent variable needed to be 

regressed on both, the independent variable and the mediator. To legitimize mediation, the third step must find the mediator to be significantly related to the 

dependent variable and the effect of the independent variable on the dependent variable to be less than it was in the second step. In this study, mediator 

(corporate band image) is significantly related to dependent variable (purchase intentions, p<.05). Further the effect of the independent variable (purchase 

intentions) on the dependent variable (attitude towards cause brand alliance) is less than it was in the second step (see table 6.8; R square value for step 2 and 3 

are 0.123 and 0.021 respectively).These results provide evidence for acceptance of third hypothesis that was stated as the relationship between attitude 

towards cause brand alliance and purchase intentions is mediated by corporate brand image. This research does not claim for full or complete mediation as it is 

not possible to measure, without error, all possible mediators or suppressors that effect relationships (Rucker et al, 2011). 

 

TABLE 6.8: MODEL SUMMARY 

 

 

 

 

 

a. Predictors: (Constant), attitude 

b. Predictors: (Constant), attitude, Brand 

 

 

 

Model R R Square Adjusted R Square Std. Error of the Estimate Change Statistics 

          R Square Change F Change df1 df2 Sig. F Change 

1 .145(a) .021 .009 1.51965 .021 1.791 1 83 .184 

Model R R Square Adjusted R Square Std. Error of the Estimate Change Statistics 

          R Square Change F Change df1 df2 Sig. F Change 

1 .517(a) .267 .258 .79085 .267 30.202 1 83 .000 

Model R R Square Adjusted R Square Std. Error of the Estimate Change Statistics 

          R Square Change F Change df1 df2 Sig. F Change 

1 .145(a) .021 .009 1.51965 .021 1.791 1 83 .184 

2 .350(b) .123 .101 1.44737 .102 9.497 1 82 .003 
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7. DISCUSSION 
The data analysis and findings suggest that the “3G pe Busy” campaign has proven to be a success in terms of creating a favourable and positive attitude towards 

cause brand alliance. However, this cause has not been able to enhance the respondents purchase intentions of brand “IDEA”. This study leads to the conclusion 

that the cause selected by IDEA has proved to be an important and a popular cause, which together helped IDEA in building a positive attitude towards cause 

brand alliance. This study further proves that cause importance has far more greater impact on attitude towards cause brand alliance as compared to cause 

familiarity. These findings elucidate that corporate indulging in cause related marketing initiatives must look for promoting an important and a meaningful cause 

to make a difference. With the help of this campaign “IDEA” brand has not only been able to build a strong connects with a larger audience but also effectively 

launched its 3 G services in the market.  

Further, another very important aspect of this research was to study the relationship between attitude towards cause brand alliance and respondents purchase 

intentions. The data analysis suggests that there is a positive relationship between these two constructs, but it is insignificant in nature, thus indicating that “3G 

pe Busy” campaign has not been able to change or induce new behaviour. It indicates that cause related marketing alone may be insufficient to promote 

purchase intentions. 

The data analysis provides strong evidence that the relationship between attitude towards cause brand alliance and purchase intentions is mediated by 

corporate brand image, which is the major contribution of this research paper. These findings indicate that the companies must concentrate on increasing the 

corporate brand image for making consumer’s purchase intentions more concrete. Positive and strong corporate image help companies in reducing consumer 

scepticism which further can enhance purchase intentions.  

 

8. CONCLUSION  
The exploratory study has been conducted for the cause related marketing initiatives of IDEA cellular which was targeted at the mobile users. The study was 

undertaken to analyze the impact of cause familiarity and cause importance on customer attitude towards cause brand alliance. And further to study the 

relationship between respondents attitude towards cause brand alliance and their purchase intentions and to assess whether this relationship is mediated by 

corporate brand image or not. The study has led to the conclusion that the mobile users have appositive attitude towards cause brand alliance due to familiarity 

with an important social cause which has been promoted by IDEA through its “3G pe busy” campaign. However this attitude does not significantly affect 

purchase intentions for brand IDEA. But interestingly, this research paper concludes the full mediation effect of corporate brand image between attitude 

towards cause brand alliance and purchase intentions. Thus the study suggests that the organisations in the pursuit of enhancing purchase intentions must 

embrace select and aggressively promote relevant and important social causes which can help in enhancing customer’s attitude towards cause brand alliance. 

Further this positive attitude can lead to customer purchase intentions of the brand that has a strong corporate brand image. 

 

9. LIMITATION AND FUTURE RESEARCH 
This research paper has studied the impact of cause related marketing and purchase intensions and identified the mediating role of corporate brand image. For 

the purpose data was collected and analyzed and the results of the same have added to the body of literature on cause related marketing. But there are some 

inherent limitations of the study. As the respondents were from Jammu city only, future research can be conducted in other parts of the country to see the 

similarity and variability of the results. Also the study has taken into consideration only one brand and one cause; however other brand or cause may produce 

different results. Another limitation was the use of small sample for the study, so the results of the study can’t be generalized.  
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