
VOLUME NO. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

 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., 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Polandwith 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 2718 Cities in 161 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. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

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

No. 

1. A COMPARATIVE FINANCIAL ANALYSIS OF INDIAN BANKING SECTOR IN CONTEXT OF NPA MANAGEMENT 

ALPESH GAJERA & DR. VIJAY PITHADIA 
1 

2. IMPACT OF INFORMATION COMMUNICATION TECHNOLOGY (ICT) ON EMPLOYEES PERFORMANCE: A STUDY OF MTN NIGERIA 

TELECOMMUNICATION LIMITED 

DR. ADEWOYE, JONATHAN OYERINDE 

5 

3. KNOWLEDGE INCUBATION PRACTICES PREVALENT IN HIGHER EDUCATION SYSTEM: A REVIEW OF SELECT PRIVATE INSTITUTIONS IN BANGALORE 

DR. A ELANGOVAN & VALARMATHI.B 

10 

4. A STUDY ON INTER-MANDAL AND INTER-DIVISIONAL VARIATIONS IN RURAL FEMALE WORK PARTICIPATION RATE IN CHITTOOR DISTRICT 

(ANDHRA PRADESH) 

DR. E. LOKANADHA REDDY 

13 

5. IMPACT OF MICROFINANCE ON WOMEN’S LIVES: A STUDY OF LUDHIANA DISTRICT 

DR. M. L. GUPTA & MUNISH KAPILA 
17 

6. IMPACT OF ANTECEDENTS OF BEHAVIOURAL INTENTION OF STUDENTS’ IN HIGHER EDUCATION 

DR. M. KALPANA, DR. D SUDHARANI RAVINDRAN & DR. K.RAMYA 

21 

7. ENERGY USES IN INDIA: A CASE OF ELECTRICITY 

M.ANANDAN & S.RAMASWAMY 

27 

8. THE EXAMINATION OF CONNECTION OF BOTH BALANCE SHEET FINANCING AND ACCEPTED COMPANIES PERFORMANCE IN TEHRAN STOCK 

EXCHANGE USING MARKET VALUE TO BOOK 

DR. ABOLFAZL GHADIRI MOGHADAM, DR. MOHAMMAD HOSSEIN VADIEI NEUGHABI, DR. HADI JABARI NEUGHABI & YOUSSEF HAGHIGHI 

34 

9. TEAM BUILDING IN INFORMATION TECHNOLOGY (IT) INDUSTRIES 

SIRISHA DAMARAJU, DR. P. SAI RANI & DR. T. NARAYANA REDDY 

39 

10. IMPROVED PARALLEL THINNING ALGORITHM FOR NUMERAL PATTERNS 

GAURAV KUMAR & AASISH OBEROI 
43 

11. AWARENESS AND INDIVIDUAL DIFFERENCES ON ORGANIC FOOD PRODUCTS IN ERODE DISTRICT, TAMILNADU 

M. GOMATHI & DR. S. KALYANI 
48 

12. THE IMPACT OF ONLINE MARKETING IN INDIA 

KUSHINI PRASAD & KONDA SANTOSH KUMAR 

52 

13. A STUDY ON EMPLOYEE ENGAGEMENT ACTIVITIES AT EFD 

KANIMOZHI.R 

55 

14. NATURE AND TRENDS OF PUBLIC EXPENDITURE IN MANIPUR (2000-2010) 

HUIDROM IMOBI SINGH 
59 

15. CHALLENGES TO RETAIL SECTOR: A STUDY OF DISTRICT RAJOURI IN JAMMU AND KASHMIR STATE 

AASIM MIR 
68 

16. BLENDING WITH THE BEST: EVALUATION OF SERVICE QUALITY OF HOTEL INDUSTRY 

DR. LEENA NITIN FUKEY 
75 

17. A CRITICAL ASSESSMENT ON MEASURES OF EMOTIONAL INTELLIGENCE 

MEETA MANDAVIYA 
83 

18. IMPACT OF INFLATION ACCOUNTING ON FINANCIAL STATEMENTS AND EARNING PER SHARE 

MONIKA KHEMANI 
88 

19. A STUDY OF EFFECT OF PERFORMANCE APPRAISAL ON THE ORGANIZATION AND THE EMPLOYEE IN NIDHI TECHNOLOGIES 

AVINASH GOYAL 
94 

20. A STUDY ON IMPACT OF GLOBAL RECESSION ON INDIAN ECONOMY WITH REFERENCE TO INDIA’S EXPORTS 

DR. A.MUTHUSAMY 
104 

21. KNOWLEDGE, ATTITUDE, PRACTICE AND PREVENTION ABOUT HIV/AIDS AMONG MEN WHO HAVE SEX WITH MEN (MSM) IN KARNATAK: AN 

EMPIRICAL STUDY OF BELGAUM DISTRICT 

UMESH T, SEEMA DEVADIGA & DHAVALESHWAR C U 

112 

22. RELATIONSHIP BETWEEN INFORMATION SECURITY AWARENESS AND INFORMATION SECURITY THREAT 

WILLIAMS SOLOMON ADEDAYO & AKANMU SEMIU AYOBAMI 
115 

23. WHY MBA STUDENTS ARE NOT EMPLOYABLE? (WITH REFERENCE TO DAVANGERE MBA STUDENTS) 

ASIFULLA A 
120 

24. AN EVALUATION OF AUDIT EXPECTATION GAP IN NIGERIA 

OLOLA OLAYEYE ADUWO 
124 

25. ROLE OF FINANCIAL INCLUSION FOR INCLUSIVE GROWTH: AN INDIAN SCENARIO 

BHARGAB KUMAR KALITA 
131 

26. PROBLEMS OF SELF HELP GROUPS WITH SPECIAL REFERENCE TO STATE MICRO FINANCE VISION 2011, ARUNACHAL PRADESH 

AKEPI LINGGI EHILI 
137 

27. INDEBTEDNESS AND FARMERS SUICIDES IN RURAL PUNJAB 

DR. GURMEET KAUR 
141 

28. PRESERVATION AND MAINTENANCE OF THE COLLECTION OF SRI VENKATESWARA ORIENTAL RESEARCH INSTITUTE LIBRARY, TIRUPATI: A USER 

SURVEY 

B. DEENADHAYALU, A. SIVAKESAVULLU & M.BHANUMURTHY 

147 

29. USE OF INFORMATION AND COMMUNICATION TECHNOLOGY (ICT) PRODUCTS AND SERVICES IN UNIVERSITY LIBRARIES OF TIRUPATI (A. P.): AN 

ANALYTICAL STUDY 

DR. D. KONAPPA 

150 

30. SATISFACTION ON FACILITIES AND SERVICES OF J. B. WOMEN’S ENGINEERING COLLEGE LIBRARY IN TIRUPATI: AN USER SURVEY 

B. VEENA KUMARI 
155 

 REQUEST FOR FEEDBACK 159 



VOLUME NO. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 PATRONCHIEF PATRONCHIEF PATRONCHIEF 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 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 
AMITA 

Faculty, Government M. S., Mohali 
    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

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

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

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

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

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

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 
    

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

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

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

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



VOLUME NO. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 

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

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

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

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

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

University, Noida 

PROF. A. SURYANARAYANA 
Department of Business Management, Osmania University, Hyderabad 

DR. SAMBHAV GARG 
Faculty, Shree Ram Institute of Business & Management, Urjani 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

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

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

SURJEET SINGH 
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt. 

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 
    

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. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

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 areas of 

Computer 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 Governance; 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 Organizations; Office Administration/Management; Operations Research/Statistics; 

Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public 

Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic 

Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation 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; Modeling & Simulation; Neural Systems/Neural Networks; 

Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming 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 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 mentionthe following in the SUBJECT COLUMN of the mail:  

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

Engineering/Mathematics/other, please specify) 

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

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

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

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

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

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

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

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

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

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

 



VOLUME NO. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

 

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, 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 Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp 



VOLUME NO. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

52 

THE IMPACT OF ONLINE MARKETING IN INDIA 
 

KUSHINI PRASAD 

ASST. PROFESSOR 

VAAGDEVI COLLEGE OF ENGINEERING 

BOLLIKUNTA, WARANGAL 

 

KONDA SANTOSH KUMAR 

ASST. PROFESSOR 

VARDHAMAN COLLEGE OF ENGINEERING 

KACHARAM VILLAGE, SHAMSHABAD 

 

ABSTRACT 
This work is entitled an impact of online marketing on India it is mainly focused on the growth of Indian internet users, their attitude and the purchase pattern of 

customers, now days the people are started using internet as modem of shopping for everything. The major reason for doing online marketing is convenience, 

user friendly websites, and safe electronic payment system. Online shoppers have been increasing day by day The banking reforms also helped the online 

shopping since they are encouraging customers to use of online banking/internet banking/mobile banking and use of ATM (Auto Mated Teller Machines) for 

shopping, few of the online shopping sites has introduced a unique payment system COD Cash on Delivery this concept has build the confidence level and the 

trustworthiness about online shopping.   

 

KEYWORDS 
online marketing, promotion. 

 

INTRODUCTION 
he internet is a medium that is increasing its polarity in almost every surface of the world and is used for innumerable reasons by students, individuals, 

corporate companies, governments, banks, universities and businesses. As far as entrepreneurs are concerned, the internet has been subject to a variety 

of operations/transactions that seek to determine the feasibility of using the internet to improve business in various areas especially in computer 

industry in India. One particular aspect of business is that the internet marketing has immense impact on computer industry in India. The purpose of this 

research is to examine the effect of internet on customers’ perception towards online marketing from the past decade.  

Now more than in excess of  a billions of Internet users in Asia Pacific which is nearly 46% of worlds total, Asia Digital Marketing Association (ADMA), a non-profit 

organization with a mission to grow the use of digital for effective marketing investment released its ‘Asia Pacific Digital Marketing Yearbook 2012’ with 

collective data and trends across the Asia Pacific Markets. The statistic & insights are provided to help marketers get more personal, local and effective in their 

digital marketing strategies. 

 

OBJECTIVES OF THE STUDY 
1. To study the online marketing system in India:- The internet users have been increasing from the past decade and the companies are using a powerful 

modem to promote/sell their products by developing a user friendly web sites and providing secure payment systems like net banking, credit/debit card 

usage and Cash on Delivery.  

2. To discuss the problems of online marketing: - The major challenges of online marketing are customer can not touch the product physically and lack of 

awareness or trustworthiness on company.  

3. To analyse the statistical data of online marketing in India 

• In 2011 E-Retailing industry was Rs Crores  3600 world wide 

• The number of transaction presently in India is 10 million, which is expected to increase by 38 million by 2015 

• In 2012 Amazon entered into India with Junglee.com. 

• In 2011 growth in online sale of Tesco recorded was 15.2%. 

• No. of employee in FLIPKART is 3500, this number is 800 in snapdeal.com 

4.  To present prospects of online marketing. 

• Filling the detailed online application form mandatory fields are name, address, cell no, email-id, zip code. 

• Select the category (Books, music) 

• Select the product 

• Add to cart 

• Select the method of payment (net banking, debit card/credit card, Cash on delivery) 

• Make the payment 

 

INTERNET MARKETING POWERFUL THAN TRADITIONAL MARKETING 
When we think of customary/orthodox marketing methods of advertising we imagine straight away of mass media (Print and electronic) ads in the print media 

(both national and international), page space in a variety of publications, when it comes to electronic media  maybe radio air- time or even TV exposure. And, of 

course, as industry people with budgets to believe, we think of the costs of such ventures; the truth is that none of the above mentioned forms of promotion can 

be economical although they are considered some of the most successful forms of promotion.  

Internet marketing is evolving with lightning speed of with user friendly website design and usability advances, it develop enhancement for a company to 

increase geographical coverage beyond heartland, new customers can be reached. Today Internet marketing is developing into a broader mix of components a 

company can use as a means of increasing sales - even if your business is done completely online, partly online, or completely offline.  

So the differentiation between traditional marketing and internet marketing? In traditional marketing methods like television or paper ads are expensive and 

may not be effective because of latest technologies implement in our televisions so they skip the ads And that magazine you paid a high price for coverage in has 

a short life too; I its sell by date is up after a week, a month, or a bimonthly period at best.  

Your online coverage, once there, is there for as near as you can get to forever,  archived and ready to be found on searches whenever a prospective client  looks 

for it. The Internet is open 24/7. The differences between traditional methods and Internet marketing really lie in effectuality, ease and cost. 

India’s fast augment in 2011 as a global internet player has pressed the country into a foremost growth market of 2012. We are seeing a strong interest from 

many of our customers about online marketing in India as the country pushes development despite the global economic decline. India has been a fast 

T 
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developing country for many years now, with rapid growth across many areas including communications and IT. On the other hand India has seen a significant 

raise in online activity due to two most important factors. The first is that the internet has become more gladly available. Recent government-backed net 

entrepreneurs have provided internet access across most major cities, allowing a high increase in internet penetration for the large middle class sector. The 

second boost is technology. There has been a significant increase in internet-based technology in India, which has allowed internet access for less.  

Internet marketing is a business imperative because the Internet is an immutable and inexorable trend. Even if you have a traditional business, you'll lose 

valuable customers without an online presence. People routinely search for goods and services with their computers in lieu of the yellow pages. If your business 

isn't on the Web, customers will likely choose another company with whom to do business.  

Also, online marketing is cheap. Advertising in the newspaper is expensive, especially if you want an ad that has a presence on the page. An ad in an Internet 

directory is generally free, and you can include links directing customers to your Web site for more information. And because you can provide customers with a 

wealth of information, they no longer have to pick up the phone to have their questions answered.  

Although you don't need a Web site to register your site in an online directory, your marketing efforts will be much more effective if you have your own site. The 

first thing to do is to register a domain name. The name of your business is usually a good place to start, because it can help to build your brand and will be easy 

for customers to remember. If that's not available, you may have to settle for another name. Before you commit, give your domain name serious consideration; 

the name you choose will be your company's online identity for years to come.  

The below mentioned table show Number of internet users expected 
 

TABLE 1: DEMOGRAPHICS (INDIA) 

Demographics Value Source 

Number of internet users 121 Million IAMAI 

Internet  penetration rate 8.20 % Burson Marsteller 

Active internet users(Going online at least once a month) 97 Million IAMAI 

Active users from main cities 73 Million IAMAI 

Active users from main areas 24 Million IAMAI 

Estimated internet users in India by 2015 221.6 Million Emarketer 

Number of households connected to broadband 13.3 Million TRAI 

Expected number of broadband connections in 2015 175 Million MCIT 

Expected number of broadband connections in 2020 600 Million MCIT 

Internet Audience between 15-34 Years of Age 75% Comscore 

Total percentage of female internet users  15% IAMAI 
 

STATISTICS FOR ECOMMERCE IN INDIA 
• Indian e-commerce market hosted US$3 billion of transactions in 2011 (Source: IAMAI) 

• It is forecast that more than US$20 billion worth of transactions will be carried out online over next five to seven years in India and 12-15% of the country’s 

shopping activities will move online. (Source: IAMAI) 

• A total of 9 million Indian internet users carried out online transactions in 2011. This number is predicted to reach 38 million by 2015. (Source: Avendus) 

• India’s B2C market is expected to grow at a CAGR of 34.2% between now and 2015 (Source: Emarketer) 

• Online retail sales will reach US$2.4 billion (excluding online travel) in 2012, with the number of online buyers in the country expanding to 21.5 million 

(Source: Emarketer) 

• In November 2011, approximately 60% on Indian online users visited retail sites, with 7.6 million and 7.1 million users visiting coupon and consumer 

electronics sites respectively (Source: Comscore) 
 

TABLE 2: TOP RETAIL SITES (Source Comscore Media Matrix, March 2012; Total Audience) 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

TABLE 3: PURCHASE (Source: Global WebIndex) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INDIA’S TOP RETAIL SITES 

Site Total unique visitors (000) % Reach 

Total Retail Sites 34,076 60.5 

Amazon sites 8,016 14.2 

Flipkart04,857 4,857 8.6 

Apple worldwide sites 4,381 7.8 

Myntra 3,959 7 

Samsung Group 3,918 7 

Naaptol 2,849 5.1 

Alibaba Coporation 2,610 4.6 

Homeshop 18 2,438 4.3 

Bookmyshow 2,370 4.2 

Priceindia.in 2,367 4.2 

Purchase % of users  Purchase % of users 

Desktop computer 8.98 Laptop 7.26 

Portable media player 6.71 Notebook 2.97 

Mobile Phone 16.39 Blu Ray Player 3.36 

Flat Screen TV 7.49 E-Book 3.36 

Games Console 5.46 Bevarages 9.52 

DVD Player 7.81 Spirits 7.81 

Satellite/Cable TV 7.34 Sports Equipment 9.6 

Broadband/High speed Internet 10.07 cloths 26.23 

White Goods 4.92 Shoes 16.86 

Automobile 4.68 Travel 17.02 

Furniture 6.24 Music 15.93 

Holiday (india) 9.45 Films 17.25 

Holiday (Abroad) 5 Books 20.22 

Personal items (watches etc) 15.07 Gift for someone 19.52 

Financial products 9.29 Tablet Device 3.74 

None of the above  26.7   



VOLUME NO. 3 (2013), ISSUE NO. 08 (AUGUST)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & 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 

• Of the India’s general internet population, 9% of go online via mobile. (Source: IMRB)  

• At the beginning of Q4 2011, the number of mobile internet users reached 43 million. (Source: IMRB)  

• By 2015, India’s 4G service is projected to account for 28 million connections. (Source: Avendus)  

• India could become one of the top five countries for smartphones by 2016, representing almost 10% of the entire world supply. In 2011 it represented 

2.2% of it. (Source: IDC/Campaign Asia Pacific)  

• Online Advertising in India is currently generating $410 million a year and represents 7% of total advertising spent. By 2015, it is expected to generate $1.6 

billion and comprise 10-15% of India’s overall Ad spent. (Source: Economic Times)  

• Mobile Advertising spent came to US$56.5 million in 2011. It is forecast to reach $247 million by 2015. (Source: Emarketer)  

• India’s total social networking audience now totals 43.5 million according to one survey. (Source: Comscore)  

• There are more than 33 million users who on more than one social networking sites in India. These sites are attracting more than 45,000 news users every 

day. (Source: Scribble/Techonzo 

 

CONCLUSION 

The complexities of modern life are changing the way consumers purchase goods today. The lack of time to spend searching around marketing areas, combined 

with the increased number of choices, as a result of market globalization, put considerable pressure on the consumer to make fast yet wise purchase decisions. 

Internet, and especially the World Wide Web, has opened the possibility of electronic commerce (e-shopping), allowing consumers to shop at any time from 

their own home, thus saving traveling time and in many cases the price comparison overhead. Searching or browsing an online catalogue can be much faster 

than walking through the aisles of a shopping mall. There are no geographical boundaries and products can be bought from almost any part of the world. 

However, e-shopping has certain limitations that for some people may become major barriers. There is an obvious need for computer equipment, a broadband 

Internet connection and some level of basic training for using online tools. Even for customers that are willing to try an online purchase, transaction security is a 

major concern. The need to provide personal information including credit card numbers prevents many traditional consumers from accepting online commerce. 

In addition, many people doubt the quality of products offered online, especially when coming from not well known sources. There is no way to try or test a 

product with on-line shopping, so customers can rely only on pictures, reviews, or word of mouth. For products such as clothes or shoes, a consumer can never 

be sure how they will fit on him/her. Furthermore, the enjoyment of spontaneous street shopping is lost 

Online marketing is exactly as it sounds, a way to market your products or services on the internet. Many make the mistake of believing that all it takes to be 

considered an internet marketer is to have a website. That is far from the truth. There are millions of websites added online every day. What makes a website 

adequately compete in internet marketing goes far beyond registering a domain name and uploading content. It takes skillful strategy and an evolving 

knowledge of the internet marketing industry. 

In order for your business to really thrive, there must be an internet marketing campaign in place. The internet is extremely competitive but it is worth it to find 

your place amongst the competition. The possibilities for your business when it is successful marketed on the internet are limitless. With this platform, your 

business is given the opportunity to reach a clientele far beyond the bounds of your business physical location. Then internet allows for your business to be 

accessed around the world 
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