
VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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., Google Scholar, 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 

Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 5504 Cities in 190 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 

http://ijrcm.org.in/ 

 

 



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

ii

CONTENTS 
 

 

 
 

Sr. 
No. 

 

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

1. MODEL DEVELOPMENT OF SMALL AND MEDIUM INDUSTRIAL INVESTMENT CREATIVE ECONOMY 
BASED IN DENPASAR CITY 
NI LUH PUTU WIAGUSTINI, I WAYAN RAMANTHA, I KETUT MUSTANDA, NYOMAN ABUNDANTI & I GEDE 

MERTA SUDIARTHA 

1 

2. THE ROLE OF PUSH AND PULL FACTORS IN OCCUPATIONAL CHANGE OF RURAL ARTISANS IN PUNJAB 
INDERJEET SINGH & DR. BALBIR SINGH 

17 

3. A STUDY ON CUSTOMER SERVICE QUALITY OF RETAIL BANKING SECTOR IN CHENNAI 
SORNAKUMARI & DR. KALYANARAMAN 

22 

4. SUSTAINABLE, RESPONSIBLE AND IMPACT INVESTMENT: A GLOBAL REVIEW 
VINEETA MISHRA & DR. AJIT MITTAL 

26 

5. SUPER TREND SCALPING STRATEGY FOR NIFTY FUTURES & OPTIONS TRADING 
DR. PRAVIN MOKASHI 

30 

6. COMPARATIVE EVALUATION OF ULTRASOUND BREAST CANCER IMAGE AND DESPECKLING 
K. HAKKINS RAJ 

32 

7. ROLE OF CONSTRUCTION INDUSTRY IN THE ECONOMIC DEVELOPMENT OF INDIA 
DR. K. VIJAYA VENKATESWARI 

36 

8. POTENTIALITY OF DERIVATIVE TRADING IN INDIAN CAPITAL MARKET: AN EMPIRICAL STUDY ON NSE 
DR. RAMESH O OLEKAR & MUBARAK 

39 

9. SOCIO-ECONOMIC EMPOWERMENT OF WOMEN IN PUNJAB 
AMANDEEP KAUR & DR. NIRMAL SINGH 

45 

10. THE IMPACT OF REMUNERATION MANAGEMENT ON ORGANISATIONAL EFFECTIVENESS: A STUDY IN 
BANGALORE 
RAVI KUMAR & DR. D GOVINDAPPA 

49 

11. DIGITAL MARKETING AND ITS IMPACT ON BUYING BEHAVIOUR OF YOUTH: A REVIEW OF LITERATURE 
SWAMYNATHAN.C & KAMALA S 

54 

12. DEMONETIZATION AND PARALLEL ECONOMY 
SILKY JAIN & DEEPAK GUPTA 

57 

13. AN EMPIRICAL ANALYSIS OF STOCK PRICE-VOLUME RELATIONSHIP: A CASE STUDY IN AMERICAN 
COUNTRIES 
DR. REKHA GUPTA 

60 

14. A CONCEPTUAL STUDY ON GIG ECONOMY 
N. SANTHOSH KUMAR 

76 

15. SOCIO-ECONOMIC CONDITIONS OF MICRO SMALL MEDIUM ENTREPRENEURS (MSMEs) IN 
TELANGANA STATE: A STUDY OF KARIMNAGAR DISTRICT 
VELDANDI SADANANDAM & SHRUNGARAPU VISHNU 

78 

16. PATTERNS OF INTERNATIONAL MIGRATION AND REMITTANCES: A MACRO ANALYSIS FROM ETHIOPIA 
EYOB BEKELE JUHAR 

83 

17. SOCIO-ECONOMIC CONDITIONS OF MICRO SMALL MEDIUM ENTREPRENEURS (MSMEs): A STUDY OF 
WARANGAL DISTRICT 
RANJITH UPPULA 

90 

18. MICRO SMALL MEDIUM ENTREPRENEURS (MSMEs) IN TELANGANA STATE: AN OVERVIEW 
LAVURI RAMESH & A.YESHODA 

99 

19. MICRO SMALL MEDIUM ENTERPRISES (MSMEs) IN WARANGAL DISTRICT: AN OVERVIEW 
MANDHA SHYAM & LANKA RAJAGOPAL 

102 

20. PROBLEMS FACED BY MICRO SMALL MEDIUM ENTERPRISES (MSMEs) IN INDIA 
NIMMALA SOMARAJU & MOTHE RAJU 

105 

 REQUEST FOR FEEDBACK & DISCLAIMER 107 
 



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

iii

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 

(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government 

of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

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

FOUNDER PATRON 
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 
 

FORMER CO-ORDINATOR 
DR. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISOR 
PROF. S. L. MAHANDRU 

Principal (Retd.), Maharaja Agrasen College, Jagadhri 
 

EDITOR 
PROF. R. K. SHARMA 

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

EDITORIAL ADVISORY BOARD 
DR. CHRISTIAN EHIOBUCHE 

Professor of Global Business/Management, Larry L Luing School of Business, Berkeley College, Woodland Park 

NJ 07424, USA 

PROF. SIKANDER KUMAR 
Chairman, Department of Economics, Himachal Pradesh University, Shimla, Himachal Pradesh 

DR. JOSÉ G. VARGAS-HERNÁNDEZ 

Research Professor, University Center for Economic & Managerial Sciences, University of Guadalajara, Guadala-

jara, Mexico 

PROF. RAJENDER GUPTA 
Convener, Board of Studies in Economics, University of Jammu, Jammu 

DR. TEGUH WIDODO 

Dean, Faculty of Applied Science, Telkom University, Bandung Technoplex, Jl. Telekomunikasi, Terusan Buah 

Batu, Kabupaten Bandung, Indonesia 

PROF. S. P. TIWARI 
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad 

DR. KAUP MOHAMED 

Dean & Managing Director, London American City College/ICBEST, United Arab Emirates 

SUNIL KUMAR KARWASRA 
Principal, Aakash College of Education, ChanderKalan, Tohana, Fatehabad 

DR. MIKE AMUHAYA IRAVO 

Principal, Jomo Kenyatta University of Agriculture and Technology (JKUAT), Westlands Campus, Nairobi-Kenya 

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



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

iv

DR. NEPOMUCENO TIU 

Chief Librarian & Professor, Lyceum of the Philippines University, Laguna, Philippines 

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

DR. ANA ŠTAMBUK 

Head of Department in Statistics, Faculty of Economics, University of Rijeka, Rijeka, Croatia 

PROF. H. R. SHARMA 
Director, Chhatarpati Shivaji Institute of Technology, Durg, C.G. 

DR. CLIFFORD OBIYO OFURUM 

Director, Department of Accounting, University of Port Harcourt, Rivers State, Nigeria 

DR. SHIB SHANKAR ROY 

Professor, Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh 

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

DR. SRINIVAS MADISHETTI 
Professor, School of Business, Mzumbe University, Tanzania 

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. VIJAYPAL SINGH DHAKA 
Dean (Academics), Rajasthan Institute of Engineering & Technology, Jaipur 

PROF. NAWAB ALI KHAN 
Professor, Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

DR. EGWAKHE A. JOHNSON 

Professor, Babcock University, Ilishan-Remo, Ogun State, Nigeria 

DR. ASHWANI KUSH 
Head, Computer Science, University College, Kurukshetra University, Kurukshetra 

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

Noida 

DR. BHARAT BHUSHAN 
Head, Department of Computer Science & Applications, Guru Nanak Khalsa College, Yamunanagar 

MUDENDA COLLINS 

Head of the Department of Operations & Supply Chain, The Copperbelt University, Zambia 

DR. JAYASHREE SHANTARAM PATIL (DAKE) 
Head of the Department, Badruka PG Centre, Hyderabad 

Dr. MURAT DARÇIN 

Associate Dean, Gendarmerie and Coast Guard Academy, Ankara, Turkey 

DR. YOUNOS VAKIL ALROAIA 

Head of International Center, DOS in Management, Semnan Branch, Islamic Azad University, Semnan, Iran 

SHASHI KHURANA 

Associate Professor, S. M. S. Khalsa Lubana Girls College, Barara, Ambala 

DR. SEOW TA WEEA 

Associate Professor, Universiti Tun Hussein Onn Malaysia, Parit Raja, Malaysia 

DR. OKAN VELI ŞAFAKLI 
Associate Professor, European University of Lefke, Lefke, Cyprus 

DR. MOHINDER CHAND 

Associate Professor, Kurukshetra University, Kurukshetra 

DR. BORIS MILOVIC 

Associate Professor, Faculty of Sport, Union Nikola Tesla University, Belgrade, Serbia 

  



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

v

DR. IQBAL THONSE HAWALDAR 

Associate Professor, College of Business Administration, Kingdom University, Bahrain 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, Government College, Hodal 

DR. ALEXANDER MOSESOV 

Associate Professor, Kazakh-British Technical University (KBTU), Almaty, Kazakhstan 

DR. MOHAMMAD TALHA 

Associate Professor, Department of Accounting & MIS, College of Industrial Management, King Fahd University 

of Petroleum & Minerals, Dhahran, Saudi Arabia 

DR. ASHOK KUMAR CHAUHAN 
Reader, Department of Economics, Kurukshetra University, Kurukshetra 

DR. RAJESH MODI 
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

WILLIAM NKOMO 

Asst. Head of the Department, Faculty of Computing, Botho University, Francistown, Botswana 

YU-BING WANG 

Faculty, department of Marketing, Feng Chia University, Taichung, Taiwan 

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

DR. MELAKE TEWOLDE TECLEGHIORGIS 

Faculty, College of Business & Economics, Department of Economics, Asmara, Eritrea 

DR. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
DR. THAMPOE MANAGALESWARAN 

Faculty, Vavuniya Campus, University of Jaffna, Sri Lanka 

ASHISH CHOPRA 
Faculty, Doon Valley Institute of Engineering & Technology, Karnal 

SURAJ GAUDEL 

BBA Program Coordinator, LA GRANDEE International College, Simalchaur - 8, Pokhara, Nepal 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

 

FORMER TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 
 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

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

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

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

 



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

vi

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

puter Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; 

Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Gov-

ernance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; 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; Rural Economics; Co-operation; Demography: Development Planning; Development 

Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; 

Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; 

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

Health Care Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Or-

ganizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Pro-

duction/Operations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Re-

tailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transpor-

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

Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-

eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-

gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF______________________________________________________________. 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript titled ‘___________________________________________’ for likely publication in one of 

your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published anywhere in any language 

fully or partly, nor it is under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to inclusion of 

their names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation/Post*       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 

* i.e. Alumnus (Male Alumni), Alumna (Female Alumni), Student, Research Scholar (M. Phil), Research Scholar (Ph. D.), JRF, Research Assistant, Assistant 

Lecturer, Lecturer, Senior Lecturer, Junior Assistant Professor, Assistant Professor, Senior Assistant Professor, Co-ordinator, Reader, Associate Profes-

sor, Professor, Head, Vice-Principal, Dy. Director, Principal, Director, Dean, President, Vice Chancellor, Industry Designation etc. The qualification of 

author is not acceptable for the purpose. 



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

vii

 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

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

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of the 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 expected to be below 1000 KB. 

e) Only the Abstract 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 within twenty-four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of the manuscript, within two days of its submission, the corresponding 

author is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except on the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be typed in bold letters, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/al-

ternate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully Italic printing, ranging between 150 to 300 words. The abstract must be informative and eluci-

dating the background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. 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 stop at the end. All words of the keywords, including the first one should be in small letters, except 

special words e.g. name of the Countries, abbreviations etc.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php. However, mentioning of JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free 

from any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS  

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably be in 2000 to 5000 WORDS, But the limits can vary depending on the nature of the manuscript. 



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

viii

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self-explained, and the 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.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, left aligned with equation/formulae number placed 

at the right. The equation editor provided with standard versions of Microsoft Word may be utilised. If any other equation editor is 

utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the 

editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined 

on its first use in each section e.g. Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. 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 may follow Harvard Style of Referencing. Also check to ensure that everything 

that you are including in the reference section is duly cited in the paper. 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 italic printing. 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 parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate 

some specific point, which may be placed in number orders before the references. 

 

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," Jour-

nal 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 Asso-

ciation, New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS 

• 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.  

WEBSITES 

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



VOLUME NO. 7 (2017), ISSUE NO. 04 (APRIL)  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 

http://ijrcm.org.in/ 

54

DIGITAL MARKETING AND ITS IMPACT ON BUYING BEHAVIOUR OF YOUTH: A REVIEW OF LITERATURE 
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KAMALA S 

ASST. PROFESSOR 

MLA ACADEMY OF HIGHER LEARNING 

MALLESWARAM 

 
ABSTRACT 

The buying pattern of consumer is changing at a faster rate in the customer oriented market environment. Consumer behaviour differs when it comes to the product, 

price, features, quality, packaging, buying behaviour, status, generation, age of the customer etc. however, youth is the most complicated group to correspond 

with. The changing preferences of the present day youth affects the buying pattern because they mostly follow the rhythm of fashion and taste according to the 

changing time. Therefore, Marketers spend crores of rupees and invest too much time on market research every year to identify and predict the changing youth 

behaviour. Now digital marketing has posed many challenges to the marketer in the retail segment. The present generation is more fascinated with the online 

shopping than the conventional buying. The marketers are forced to introduce the innovative way of selling due to the pressure of the younger generation’s buying 

behaviour. The buying behavior and behavioural pattern of youth has as greater influence in the purchasing behaviour, hence in this study, “Digital marketing and 

its impact on buying behavior of youth is focused as the core issue. The study reveals that most of the youngsters of the present generation have access to the 

digital media but they lack the awareness about its optimum utilization. 

 

KEYWORDS 
digital marketing, youth, buying behaviour of youth. 

 

INTRODUCTION 
igital Marketing is defined as buying and selling of information, products, and services via computer networks or internet. Internet and electronic com-

merce technologies are transforming the entire economy and changing business models, revenue streams, customer bases, and supply chains. New busi-

ness models are emerging in every industry of the New Economy. Travel industry and ticketing has seen a sea change in the last decade. One estimate 

suggests that online travel industry contributes about 76% of total net commerce in India. Ticketing is now done either in third party websites or airline sites. 

Customers of online shopping are delighted with prompt delivery and flawless payment mechanisms building trust in consumers. Even online classifieds have 

made a successful transition online with jobs and matrimonial taking the lead. Online retailers are now pushing a larger number of categories such as electronics 

and white goods. In these emerging models, intangible assets such as relationships, knowledge, people, brands, and systems are taking center stage.  

The internet is a disruptive technological innovation but consumers everywhere are waking up to the idea of shopping online. The impact on retailing has been 

profound and as a result many businesses are changing the channels they use to sell their goods and services. In some parts of the world, retailers have been quick 

off the mark in developing their own individually branded e-commerce stores, whereas in other parts the e-market place dominates. 

 

DIGITAL MARKETING SCENARIO IN INDIA 
India is the world’s 3rd largest internet population. After the proliferation of Internet, Marketing strategy has taken an off root to reach out to the public. The 

tremendous growth that digital marketing has shown cannot be match up with any other strategy. Looking up to the current scenario in India, people here are not 

only aware of Internet but are employing it for various purposes in life. Thus, there’s a booming internet marketing industry in India. In India social media is the 

driving the adoption of digital marketing.  

The retail sector in India is booming both on and offline. India is a relative latecomer to the online shopping revolution but it is predicted that online sales will grow 

by 50 per cent annually in the next few years. The country is already the third largest nation of internet users with over 120 million and the rapid uptake of mobile 

commerce is predicted to increase the number of users to over 330 million by 2015. Social media is helping to drive the development of digital marketing. Increas-

ingly wealthy populations of young internet savvy customers are spending more time and money online and in doing so are influencing shopping trends. Among 

the popular products online are books, consumer electronics, travel, financial services, apparel and beauty care. Online shopping activity is concentrated in major 

urban conurbations with Mumbai being the main centre followed by Delhi and Kolkata. A large proportion of the purchases are conducted in online market places 

such as Snadpdeal, launched in 2010. Currently, the internet accounts for only a small proportion of India's GDP but the predictions are that an internet boom is 

just around the corner for Retailers. 

 

YOUTH IN INDIA 
Indian youth are supposed to follow strict moral and family values and supposed to invest their whole time and attention towards study and career. So the career, 

education has to be the sole aim of a student. Indian youth are the powerful segment in the market who directs the manufacturers to make what they want. This 

study evaluates the extent to which the youth plays role in directing the marketer. The study will be useful for the marketer to devise the marketing strategies to 

capture the present and potential youth segment in the products under study. According to the National Youth Policy-2014, the study will cover the entire youth 

in the age-group of 15-29 years, which constitutes 27.5 per cent of the population according to Census-2011, that is about 33 crore people.   

  

BUYING BEHAVIOUR OF YOUTH 
Buying behaviour of an individual plays a predominant role in the consumer behavior in general and among the youth in particular. Buying behaviour marketing is 

a process of establishing relationships between products offered in the market and targeted buying behaviour groups. It involves segmenting the market on the 

basis of buying behaviour dimensions, positioning the product in a way that appeals to the activities, interests and opinions of the targeted market and undertaking 

specific promotional campaigns which exploit buying behaviour appeals to enhance the market value of the offered product. In India internet is around 20 years 

old. India is among the top 3 population of internet users with 145 million consumers. The digital marketing is having just 3-4% of organised retailing. This reveals 

that some elements are the hindrance in the prosperity of online marketing in India. The risk perceived by the youth in India is one of them. The prosperity of 

online shopping in India is huge because of its big size of youth population. The government is investing a lot in internet infrastructure. The organized retailing 

can’t reach to the rural part of India easily whereas online retailers are finding their buyers in cities including villages of across India. 

 

D 
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REVIEW OF LITERATURE 
1. Dr. Vishal Khasgiwala & Dr. Monica Sainy (Gujarat): In their study titled “Gender disparity wise study of Impulsive buying behavior and exploratory tendencies 

of youth in central India”, impulsive buying behaviour is experimented. Impulsive buying is a common behavior today and can occur in any setting. Much of the 

human activity is driven by impulses that are biochemically & psychologically stimulated. Beatty and Ferrell (1998) described that Impulse buying refers to imme-

diate purchases which are without any pre-shopping objective either to purchase the specific product category or to fulfill a specific need. It is not consciously 

planned, but arises immediately upon confrontation with certain stimulus (Wolman, 1975 (Schiffman and Kanuk, 2007). India Being a transitional economy tech-

nological boom such as television shopping channels and the Internet expand consumers’ impulse purchasing opportunities, increasing both the accessibility to 

products and services and the ease with which impulse purchases can be made. Impulse buying is an unplanned purchase that is characterized by relatively rapid 

decision-making, and a subjective bias in favor of immediate possession (Rook & Gardner, 1993).  

2. (Dastidar & Datta, 2009). In this study it was found that, relationship present gender wise between both the variable and influence of exploratory tendencies 

on impulsive buying behavior on in young female is higher than young male. It reveals that, variety seeking, risk taking/innovativeness, and curiosity motivated 

behavior in young female is higher result spontaneous buying behavior. While study shows that, in male it is very lower. The population in the age-group of 15-34 

increased from 353 million in 2001 to 430 million in 2011. Current predictions suggest a steady increase in the youth population to 464 million by 2021. By 2020, 

India is set to become the world’s youngest country with 64 per cent of its population in the working age group (The Hindu, 17 April 2013).  

3. (S. Sathish and DR. A. Rajamohan 2012). In their study Consumer behaviour and buying behaviour marketing, a general approach of consumer is taken. A 

consumer's buying behaviour is seen as the sum of his interactions with his environment. Buying behaviour studies are a component of the broader behavioural 

concept called psychographics." Harold W. Berkman and Christopher Gilson define buying behaviour as "unified" patterns of behaviour that both determine and 

are determined by consumption. The term "unified patterns of behaviour" refers to behaviour in its broadest sense. Attitude formation and such internal subjective 

activities may not be observable, but they are behaviour nonetheless. Buying behaviour is an integrated system of a person's attitudes, values, interests, opinions 

and his over behaviour. It is found in this study that “Consumer behaviour is still a young discipline and most of the research now available has been generalised 

only during the past fifteen years or so. Innovations such as the buying behaviour concept and AIO research represent ways to move the study of consumers away 

from isolated, often unrelated projects towards broader integrated systems and research techniques. 

4. Rashmi Bansal (2007), in her article defined urban youth as youth marketers of today in India and not as per the version of sociologists and media men who 

relate it to the statistics of men under the age of 25. Youth could be defined as a potent and cultural force, the consumers of today and the growth engines of 

tomorrow. This study concentrates on the aspirations, inspiration and perspiration of urban Indian youth and not on the response of the youth’s choice of either 

Western or Indian styles or the cultural values. There is little doubt that increasing affluence would lead to radical choices for the future generations.  

5. Priyanka Mehra (2009) in her article mentions that youth have always been a prime target for marketers. More so in India now, as two-thirds of the population 

is below 35 years of age. According to MindShare Insights, the research divisions of a media buying agency MindShare, 65%, or over 700 million Indians, are 

younger than 35 years. This segment has an influence on consumer spending far in excess of its numerical strength. Nine million people in the age group of 12-25 

years from the top 35 cities (one million plus population) in India are the ones setting the trends and raising the aspiration value for one-billion-plus Indians, 

reports Mind Share Insights. 

6. Manjeet (1999) in her article finds out that India’s youth are ambitious, technology-oriented and confident. By 2015, Indians under 20 will make up 55% of the 

population and wield proportionately higher spending power. In the west, the youth segment has almost always been pitted against their seniors. Rebellion was 

the key starting point. Adventure, music and other symbols of ‘cool’ became a perfect recipe for creating cult brands that rallied against the system. This model of 

tapping youth presupposes that it’s always youth versus old. It also preoccupies itself with a continuous search for what’s ‘cool’ among youth. Since the behavioural 

distance between the youth and the others in these societies is significant, it’s easy to rally youth around such points of difference. This model however is at a loss 

in India, where everything and everyone is young.  

 

NEED OF THE STUDY 
Digital Marketing has brought astonishing changes in the way in which the marketer markets the product and the way in which the customers are buying the same. 

Buying behaviour of an individual influences many factors, and these factors invariably affects the marketer to match the needs of the customers in general and 

youth in particular. So it is realized that there is a need to study Digital Marketing and its impact on buying behavior of the youth. 

 

STATEMENT OF THE PROBLEM 
Thanks to the development of science and technology today’s innovation becomes obsolete tomorrow. The tastes and preferences of the consumers are also 

changing at a rapid rate. The marketers are finding it difficult to cope up with the changing need of the customers. These changes in the expectations of the 

customers are due to many reasons, but one of the main reasons is changing buying behaviour. Buying behaviour changes are more seen among the youth than 

the younger children and old age people. The buying behaviour of younger generation not only influences their individual buying behavior, but also it influences 

the buying behavior of the family. As a marketer one needs to understand the changing needs of the customers and produce the goods and services accordingly.  

  

OBJECTIVES OF THE STUDY 
1. To identify the factors influencing the changing buying behavior of the youth 

2. To examine the changing buying behaviour of the youth and their impact on Digital marketing 

3. To suggest the Indian marketers, the changing buying behaviour of the youth and its influences on their buying behavior. 

 

RESEARCH METHODOLOGY 
The study is a conceptual study conducted through the review of various studies conducted in this area. Several literatures have been reviewed to understand the 

youth and their buying behavior in general.  

SOURCES OF DATA 
This is a conceptual paper based on the review of literature. Several literatures have been referred. Some secondary sources were also used wherever necessary. 

Such secondary sources are drawn from the published articles, research papers, census survey, published general reports, sources through related websites etc. 

 

SUMMARY OF FINDINGS, SUGGESTIONS AND CONCLUSION 
FINDINGS 
1. India is the 5th largest nation in term of YouTube users 

2. On an average, Indian’s spend around 16 hours a week online, which completely overshadowed Television.  

3. The Indian Online advertising market is growing fast at the rate of 50% per year and it was reported to cross 1000 crores in 2020. 

4. The factors which generally influence the buying behaviour of the youth includes, lifestyle, attracting the opposite sex, purchasing power, family background, 

employment status of the youth, intervention of Western culture, educational qualification etc. 

5. India has nearly 950 mobile subscribers and at least 50 million subscribers have internet enables mobile phones. 

6. The number of websites in India is more than 90 million while that of Facebook profiles is more than 500 million. 

7. Every day over 8 million inbound and 12 billion outbound messages are sent via Whatsapp. 

8. Besides, online retail in India is on rise as 60% percent of web users in the country visit online retail sites.  
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9. The study reveals that most of the youngsters of the present generation have access to the digital media but they lack the awareness about its optimum 

utilization. 

10. Using mobile internet and many more other factors account for a growing digital marketing industry in India.  

11. When all other industries in India are struggling with 10 to 12 %, digital marketing industry is booming high with 30% growth rate. 

12. Even after having such blowing opportunity, India still lack people who are skilled and mastered in Digital marketing.  

13. India needs talented Digital marketers who can use this opportunity which can create a revolution. Things will get better in the current scenario and in future 

too as India has the resources. All that to be done is to polish the talent. 

14. The markets of the present day also do lot of research to understand the youth and their buying behaviour pattern, so that they can match to the requirement 

of the youth segment 

15. Buying behaviour is a changing factor and that too it is changing at a faster rate, so most of the products which is of recent innovation becomes obsolete too 

quickly 

16. Innovation kills innovation. Due to changing technology what is an innovation today becomes obsolete tomorrow. This poses many challenges to the mar-

keters. 

SUGGESTIONS  
1. Marketers need to understand the accessibility of the digital facilities to the youth segment, before launching any product in online. 

2. Marketers need to conduct pre market survey to identity the need of the consumers especially in digital marketing. 

3. Consumers need to be aware of digital marketing and there is a need to create a proper awareness. 

4. As most of the studies revealed that the customers are risk averse and hence they need to be taught how to handle risk associated with digital marketing. 

5. The study ultimately suggests the readers and users to be aware of all the Digital marketing portals and make use of their utility to the maximum extent with 

utmost care and caution. 

CONCLUSION 
To conclude, the youth, their buying behaviour, their purchasing power, awareness about the products etc. have greater influence on the individual and family 

buying behaviour. As per the present National Youth Policy there are around 33 crore population in India is the youth in the age range of 15-29 years. They form 

a major portion of market segment in India. Every marketer must understand the psychology of these youth segment, so that they can be a successful marketer 

in the days to come in the competitive economy. The Digital marketing which has revolutionized the economy in general and marketing in particulars poses many 

threat and challenges to the marketer in the competitive market. Changing buying behaviour warrant the marketers to understand the youth in a better way to 

devise suitable marketing strategies to retain the present and to capture the potential market, so that the market can move on from the mere customer oriented 

marketing approach to Technological Customer Oriented Marketing approach in the near future.  
 

LIMITATIONS OF THE STUDY 
1. The study is based on the review of the various studies conducted in India and abroad, hence the outcome cannot be generalised to Indian specific market 

situation. 

2. Though several studies have been conducted only a few selected studies which were relevant were reviewed for better understanding of the concept 

3. This is a conceptual paper not an aspherical study based on the primary data and its analysis. 

 

SCOPE FOR FURTHER RESEARCH 
1. The present study is only a conceptual study hence there is a scope for conducting an aspherical study on the same topic in a given specific area. 

2. The study can be diversified into the buying behavior of the individual in general. 

3. A study also can be carried out to exclusively examining the different digital marketing medium and analysis its pros and cons. 
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