
VOLUME NO. 2 (2012), ISSUE NO. 10 (OCTOBER) 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. 

as well as in Open 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 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 1667 Cities in 145 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. 10 (OCTOBER) 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 

www.ijrcm.org.in 

ii 

CONTENTSCONTENTSCONTENTSCONTENTS    
Sr. 

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

1. EFFICIENCY AND PERFORMANCE OF e-LEARNING PROJECTS IN INDIA 

SANGITA RAWAL, DR. SEEMA SHARMA & DR. U. S. PANDEY 

1 

2. AN ADAPTIVE DECISION SUPPORT SYSTEM FOR PRODUCTION PLANNING: A CASE OF CD REPLICATOR 

SIMA SEDIGHADELI & REZA KACHOUIE 

5 

3. CONSTRUCT THE TOURISM INTENTION MODEL OF CHINA TRAVELERS IN TAIWAN 

WEN-GOANG, YANG, CHIN-HSIANG, TSAI, JUI-YING HUNG, SU-SHIANG, LEE & HUI-HUI, LEE 

9 

4. FINANCIAL PLANNING CHALLENGES AFFECTING IMPLEMENTATION OF THE ECONOMIC STIMULUS PROGRAMME IN EMBU 

COUNTY, KENYA 

PAUL NJOROGE THIGA, JUSTO MASINDE SIMIYU, ADOLPHUS WAGALA, NEBAT GALO MUGENDA & LEWIS KINYUA KATHUNI 

15 

5. IMPACT OF ELECTRONIC COMMERCE PRACTICES ON CUSTOMER E-LOYALTY: A CASE STUDY OF PAKISTAN 

TAUSIF M. & RIAZ AHMAD 

22 

6. SOCIAL NETWORKING IN VIRTUAL COMMUNITY CENTRES: USES AND PERCEPTION AMONG SELECTED NIGERIAN STUDENTS 

DR. SULEIMAN SALAU & NATHANIEL OGUCHE EMMANUEL 

26 

7. EXPOSURE TO CLIMATE CHANGE RISKS: CROP INSURANCE 

DR. VENKATESH. J, DR. SEKAR. S, AARTHY.C & BALASUBRAMANIAN. M 

32 

8. SCENARIO OF ENTERPRISE RESOURCE PLANNING IMPLEMENTATION IN SMALL AND MEDIUM SCALE ENTERPRISES 

DR. G. PANDURANGAN, R. MAGENDIRAN, L.S. SRIDHAR & R. RAJKOKILA 

35 

9. BRAIN TUMOR SEGMENTATION USING ALGORITHMIC AND NON ALGORITHMIC APPROACH 

K.SELVANAYAKI & DR. P. KALUGASALAM 

39 

10. EMERGING TRENDS AND OPPORTUNITIES OF GREEN MARKETING AMONG THE CORPORATE WORLD 

DR. MOHAN KUMAR. R, INITHA RINA.R & PREETHA LEENA .R 

45 

11. DIFFUSION OF INNOVATIONS IN THE COLOUR TELEVISION INDUSTRY: A CASE STUDY OF LG INDIA 

DR. R. SATISH KUMAR, MIHIR DAS & DR. SAMIK SOME 

51 

12. TOOLS OF CUSTOMER RELATIONSHIP MANAGEMENT – A GENERAL IDEA 

T. JOGA CHARY & CH. KARUNAKER 

56 

13. LOGISTIC REGRESSION MODEL FOR PREDICTION OF BANKRUPTCY 

ISMAIL B & ASHWINI KUMARI 

58 

14. INCLUSIVE GROWTH: REALTY OR MYTH IN INDIA 

DR. KALE RACHNA RAMESH 

65 

15. A PRACTICAL TOKENIZER FOR PART-OF SPEECH TAGGING OF ENGLISH TEXT 

BHAIRAB SARMA & BIPUL SHYAM PURKAYASTHA 

69 

16. KEY ANTECEDENTS OF FEMALE CONSUMER BUYING BEHAVIOR WITH SPECIAL REFERENCE TO COSMETICS PRODUCT 

DR. RAJAN  

72 

17. MANAGING HUMAN ENCOUNTERS AT CLASSROOMS - A STUDY WITH SPECIAL REFERENCE TO ENGINEERING PROGRAMME, 

CHENNAI 

DR. B. PERCY BOSE 

77 

18. THE IMPACT OF E-BANKING ON PERFORMANCE – A STUDY OF INDIAN NATIONALISED BANKS 

MOHD. SALEEM & MINAKSHI GARG 

80 

19. UTILIZING FRACTAL STRUCTURES FOR THE INFORMATION ENCRYPTING PROCESS 

UDAI BHAN TRIVEDI & R C BHARTI 

85 

20. IMPACT OF LIBERALISATION ON PRACTICES OF PUBLIC SECTOR BANKS IN INDIA 

DR. R. K. MOTWANI & SAURABH JAIN 

89 

21. THE EFFECTIVENESS OF PERFORMANCE APPRAISAL ON ITES INDUSTRY AND ITS OUTCOME 

DR. V. SHANTHI & V. AGALYA 

92 

22. CUSTOMERS ARE THE KING OF THE MARKET: A PRICING APPROACH BASED ON THEIR OPINION - TARGET COSTING 

SUSANTA KANRAR & DR. ASHISH KUMAR SANA 

97 

23. WHAT DRIVE BSE AND NSE? 

MOCHI PANKAJKUMAR KANTILAL & DILIP R. VAHONIYA 

101 

24. A CASE APPROACH TOWARDS VERTICAL INTEGRATION: DEVELOPING BUYER-SELLER   RELATIONSHIPS 

SWATI GOYAL, SONU DUA & GURPREET KAUR 

108 

25. ANALYSIS OF SOURCES OF FRUIT WASTAGES IN COLD STORAGE UNITS IN TAMILNADU 

ARIVAZHAGAN.R & GEETHA.P 

113 

26. A NOVEL CONTRAST ENHANCEMENT METHOD BY ARBITRARILY SHAPED WAVELET TRANSFORM THROUGH HISTOGRAM 

EQUALIZATION 

SIBIMOL J 

119 

27. SCOURGE OF THE INNOCENTS 

A. LINDA PRIMLYN 

124 

28. BUILDING & TESTING MODEL IN MEASUREMENT OF INTERNAL SERVICE QUALITY IN TANCEM – A GAP ANALYSIS APPROACH 

DR. S. RAJARAM, V. P. SRIRAM & SHENBAGASURIYAN.R 

128 

29. ORGANIZATIONAL CREATIVITY FOR COMPETITIVE EXCELLENCE 

REKHA K.A 

133 

30. A STUDY OF STUDENT’S PERCEPTION FOR SELECTION OF ENGINEERING COLLEGE: A FACTOR ANALYSIS APPROACH 

SHWETA PANDIT & ASHIMA JOSHI 

138 

 REQUEST FOR FEEDBACK 146 



VOLUME NO. 2 (2012), ISSUE NO. 10 (OCTOBER) 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 

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

    

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

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

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

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

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

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

 



VOLUME NO. 2 (2012), ISSUE NO. 10 (OCTOBER) 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 

www.ijrcm.org.in 

iv 

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

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

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

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

PROF. ABHAY BANSAL 

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

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

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

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 H. S., Mohali 

DR. 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. 10 (OCTOBER) 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 

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 SUBMGUIDELINES FOR SUBMGUIDELINES FOR SUBMGUIDELINES FOR SUBMISSION OF MANUSCRIPTISSION OF MANUSCRIPTISSION OF MANUSCRIPTISSION 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. 10 (OCTOBER) 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 

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, 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. 2 (2012), ISSUE NO. 10 (OCTOBER) 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 

www.ijrcm.org.in 

72 

KEY ANTECEDENTS OF FEMALE CONSUMER BUYING BEHAVIOR WITH SPECIAL REFERENCE TO COSMETICS 

PRODUCT 
 

DR. RAJAN  

ASSOCIATE PROFESSOR 

DELHI SCHOOL OF MANAGEMENT 

DELHI TECHNOLOGICAL UNIVERSITY  

DELHI 

 

ABSTRACT 
The basic purpose of this study is to gain a better understanding of the determinants of female consumer buying behavior with special reference to cosmetics 

products. A shopping mall administration survey was conducted to collect primary data. An exploratory factory analysis was run to identify key determinants of 

the female consumer buying behaviour.Various statistical tests like Chi-square, Regression and ANOVA were conducted to test the stated hypothesis. Results of 

the study indicate that utilitarian/functional benefits, perceived brand value and perceived credibility of communication play a significant role in shaping the 

female consumer buying behavior among both the age group under study. The study found a significant relationship between marital status and spending on 

cosmetics. The study suffers from three major limitations of small sample size, requirement of a cross cultural analysis and use of multivariate data analysis 

techniques like SEM for estimating relationships among variables simultaneously. The paper is an empirical document that can be used to frame creative 

marketing strategies and suggest various antecedents to marketers, policy- makers and all those who are looking to enhance customer value and satisfaction and 

making their offering more convenient, better and economic.  

 

KEYWORDS 
Consumer buying behavior, Factor analysis, Perceived brand value, Utilitarian benefits. 

  

INTRODUCTION 
n today’s society, every individual likes to look more beautiful and physically attractive. A beautiful and attractive human being always gets good 

admirations and recognition in the society. It is the attractive and good human faces that get preference over the unattractive ones. This particular 

personality trait has been used by marketers to promote their products. Various psychological studies have also found a positive relationship between the 

attractiveness and the behavioral dimensions of that individual. We hardly find any culture throughout the world that does not appreciate the attractive human 

faces and body in various ways 

When we look at the evolution and acceptance of various cosmetics products in its present form, its origin and history spans over thousand of years. The 

cosmetics were in use in various civilizations of the earth and almost every society and culture has used cosmetics in one or other ways. Khraim (2011) observed 

that cosmetics, as they are known, originated in the Far-East first. It was used in different ways i.e. tattooing and body scarification in America, use of colors and 

sketches by Africans .Gradually it has been modified into numerous ways in the form that we include in cosmetics today. 

According to the definition of Food and Drug Adulteration department of USA, cosmetics refers to any product- intended to be applied to the human body for 

cleansing, beautifying, promoting attractiveness or altering the appearance without affecting the body’s structure or functions. Nair and Pillai (2007) defined 

cosmetics as articles intended to be rubbed, poured, sprinkled or sprayed on introduced into or otherwise applied to the human body or any part thereof, for 

cleansing, beautifying, promoting attractiveness or altering the appearance or various articles intended for use as a component of such articles. The cosmetics 

products are mainly used for making skin, eyes, lips, hair and nail more soft, younger, attractive and beautiful.  

Getting a fair look and physical attractiveness is undoubtedly one of the inherent desires of most of the human being today. However, female community 

happens to be more cautious and concern to improve and modify their grooming, personality, physical appearance and attractiveness. As a result this 

community constitutes the most attractive and sizeable market for various cosmetics products like fairness cream, gel, anti aging/wrinkle free cream, nail paint, 

lipstick and certain other variety of products. 

The desire to get good feel and look is growing with the growth of materialism culture throughout the world. Consumers, especially the females are becoming 

more beauty conscious. They are ready to pay a premium over various cosmetics products that thy feel will satisfy their need more effectively. However, the 

consumer behavior patterns in this regard, vary markedly, according to demographic and socio-cultural background of the segment under study. Several other 

factors like cultural transformation, changing lifestyle, growing media penetration and desire to become financially independent have been considered 

significant in shaping consumer buying behavior across the world.  

In the backdrop of above discussion, this paper is an attempt to identify, analyze and empirically test various factors,, that influence the consumer buying 

behavior so that marketers can offer and redesign their marketing strategies to enhance customer value by improving customer satisfaction and integrating all 

the benefits consumer look in the brand they patronage.   

 

OBJECTIVES OF THE STUDY 
• To identify various factors that determine female buying behavior with respect to cosmetics products 

• To analyze relationship among socio-demographic variables and cosmetics purchase behavior. 

 

LITERATURE REVIEW AND CONCEPTUAL FOUNDATION OF STUDY 
A significant per cent of the spending on the beauty and other cosmetics products is attributed by female consumers worldwide. India is not an exception to this 

fact. Nair et al (2007) projected the sales of cosmetics product in India in 2010 at INR 195.6 billion. However, in comparison to other markets of the world, it is 

still at a nascent stage. Shukla et al (2009) estimated that per capita spending on cosmetics products in India is as low as INR 30, which is INR 1500 in major Asian 

countries. 

Guthrie et al (2008) conducted a similar study in USA with special reference to female consumer’s perception of a brand in relation to their facial image and 

cosmetic usage. The study observed a significant relationship between a women’s facial image and her perception towards a brand. Malhotra (2003) attributed 

growing fashion and beauty consciousness, growing focus on health and fitness along with rising disposable income as the reason for witnessing a good growth 

rate in times to come. 

In this background, marketers are coming out with more innovative and creative marketing strategies to deal with growing needs and aspirations of the female 

consumers who are perceived to be tough buyer than their male counterpart. As a result Indian market is experiencing different kinds of applied marketing 

strategies like product launch and re-launch, re-positioning of the products, modifications through changes in the ingredients, improvement in the quality, brand 

extension, multiple price points and by revamping the traditional distribution system that makes them more competitive to deliver customer value. 

Practically, it has always been a challenge for the marketers to understand the consumer buying behavior from acquisition to disposing off the products. It is 

especially true in case of Indian female consumers who are perceived to be highly price sensitive. Voss et al (2003) observed that price play an important role in 

shaping the consumer behavior of the people in early stages of the buying behavior. The complexity of the consumer buying behavior gets more complicated 

I
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markedly by socio-economic class, purchasing power and certain other demographic factors. Sinha (2003) observed that Indian consumers, especially female lay 

more emphasis on entertainment value rather than functional benefits of the product. 

Ibanz et al (2011) found that the benefits sought after in the purchase of cosmetics in general as well as in deciding on a specific cosmetic brand are not limited 

to instrumental or functional benefits but may also be related to hedonistic or emotional consumer buying behaviour.Marketers use social–comparison theories 

to influence the buying behavior in which celebrities and models are being used in promotional campaigns. 

Most of the literature which is available on this subject has focused only on one or two dimensions of the consumer behavior. However, Indian consumers have 

their own characteristics which have little resemblance to Western consumers in terms of buying behavior. As a result, various theories and models which have 

been developed in Europe and America has little relevance in Indian market. This research study intends to overcome all these limitations by identifying, 

analyzing and testing different constructs that encompass various facets of female consumer buying behavior with special reference to cosmetics products in 

developing country like India. It also tests relationships among various demographic and socio-cultural factors and their impact on shaping buying behavior in 

this regard.  

 

RESEARCH METHODOLOGY 
The study is a cross sectional descriptive research design which was carried out in two distinct phases. In first phase, a content analysis study was performed 

primarily to become familiar with various dimensions of the cosmetics industry and consumer behavior in this regard. A sample of 20 respondents, consisting of 

beauty consultants, cosmetics retail shop-keepers, female customers and brand executives of leading cosmetics brands was taken. This phase helped in 

developing a precise and formal research instrument in the form of a structured questionnaire to collect primary data for the second phase of the study. 

In the second phase, a shopping mall administration survey was carried out over 120 female customers who were making an exit from the respective shopping 

mall. The questionnaire was designed into two major parts. Part a consisted of questions on demographic and other relevant socio-cultural factors. Part two of 

the questionnaire dealt with questions that determine the consumer buying behavior including 27 different constructs. 

H1 A customer’s age and her spending on cosmetics has no significant relationship. 

H2 A customer’s marital status and her spending on cosmetics has no significant relationship. 

H3 A customer’s attitude towards ac cosmetics w brand is independent of utilitarian/functional, perceived   brand value, perceived credibility      of 

communication, packaging and location/physical evidence benefits. 

 

DATA INTREPRETATION 
One hundred seventeen questionnaires were found usable. The respondents were divided into two major age categories of below and above 28 years. In Indian 

social system, by this particular age, females usually get married and witness a significant change in cosmetics product buying behavior.  

About 60 per cent respondents were below 28 years of age. Out of it, 64 per cent were married and 36 per cent were unmarried. The educational profile 

revealed that almost 51 per cent respondent were graduate/ post-graduate, 34 per cent have earned professional degree. Only 9 per cent respondents reported 

their educational qualification below high school.  

The housewife constituted the largest occupational category with almost 39 per cent respondents. It was followed by salaried class and self- employed 

professionals with 27 per cent and 23 per cent contribution in occupational cohort of the respondents. Only 4 per cent respondents were into their own business 

in the form of entrepreneurs/ traders. 

 

TABLE 1: SELECTED DEMOGRAPHIC PROFILE OF RESPONDENTS 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Average Monthly Family Income (AMFI) data revealed that 46 per cent respondents belonged to INR 50,001 to 100,000.Only 4 per cent respondents were 

reportedly earning more than INR 2 00,000. 

The data analysis further revealed that almost half of the respondents spend less than INR 250 per month on purchase of various cosmetics products. Only 27 

per cent respondents spend between INR. 251-500 and a little less than 10 per cent spend more than INR 1001 per month on purchase of various cosmetics 

products. The results of the Chi-square test ( at 5 per cent level of significance) substantiates  significant relationship between respondent’s age and their 

spending on cosmetics as calculated chi-square value at 0.05 per cent alpha level and 3 d.f. were found statistically significant. 

  

TABLE 2: CHI-SQUARE TEST ON AGE & SPENDING ON COSMETICS 

 

 

 

 

The study found a positive relationship between the marital status and respondent’s spending on cosmetics as the alpha value is statistically significant 

therefore, reject the H3. 

 

 

 

 

Variables Characteristics N Percent  

Age Below 28 69 60 

Above 29 48 40 

Marital Status Married 75 64 

Unmarried 42 36 

Education Up to Senior Second. 11 9 

Graduation/Post Grad. Grad.     59 51 

Professionals i.e. CA,B-Tech,LLB etc:; 40 34 

Others 7 6 

Monthly household income(MHI) Below 50,000 34 29 

50,001-100,000 54 46 

100,001-200,000 24 21 

Above-200,001 5 4 

Profession Salary employed 31 27 

Own business 5 4 

Self-Employed Prof. 27 23 

Housewife 46 39 

Other 8 7 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square .63 3 .037 
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TABLE 3:CHI-SQUARE TESTS ON MARITAL STATUS & SPENDING ON COSMETICS 

    Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square .511 3 .001 

The data analysis regarding shop preference revealed some surprising results. Almost 62 per cent respondents always preferred to purchase cosmetics products 

from a certain specific shop. Around 52 per cent respondents preferred their family members to accompany them while going to purchase cosmetics products. 

About 27 per cent respondents preferred their friends and only 21 per cent preferred no one to accompany them while going to purchase cosmetics products. 

In 53 per cent cases, friends played a critical role in influencing the purchase decision of the respondents. It was followed by spouse with 21 per cent cases. The 

children were reportedly played little role in affecting the purchase decision of the respondents. 

Promotional campaign on television and other electronic media was considered as the preferred source of information by 44 per cent respondents. Word of 

Mouth communication was found to be another important source of information. Only 4 per cent respondents reportedly used internet to search information 

related with the purchase of cosmetics products.  

 

VALIDITY AND RELIABILITY 
The goodness of the data is measured to test the consistency of the constructs taken to analyze the customer’s psychology on use of various cosmetics products. 

Consistency indicates the degree to which a set of constructs collectively measures what it intends to measure. The reliability of each construct was first 

measured with Cronbach’s alpha. It is computed in terms of the average inter-correlations among the items measuring the concept. A construct is considered 

reliable if the value of alpha ranges from 0.5-0.95 (Peterson, 1994). The results confirms the suitability and validity  of the data as the alpha value ranges 

between the acceptable limits and thus indicate the goodness of the items in the survey. 

                                    

TABLE 4: VALIDITY AND RELIABILITY OF FACTORS 

 

RESULT OF FACTOR ANALYSIS 
A factor analysis, which was confirmatory in nature, was performed on the different variables which have been developed to understand the consumer 

psychology behind purchase of cosmetics products. These factors are: utilitarian/functional benefits, perceived brand value, perceived credibility of 

communication, physical evidence and packaging benefits. The factor analysis was conducted using principal axis factoring with varimax rotation as an extraction 

method. Only those factors have been selected whose eigen values are greater than 1.0. The result of the factor analysis using low value deletion procedure has 

been presented in the table below.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Factors                                              Items Croanbach’s Alpha 

Utilitarian/ 

Functional 

 benefits 

I always look at the ingredients/composition of the products  

 

 

.841 

Prefer to purchase products made-up of natural/ herbal ingredients 

I prefer to purchase a product that offer more color choice 

I purchase a brand that keep my skin soft and glowing 

A good cosmetics brand has more life 

I prefer a product that give me good scent and fragrance 

Perceived Packaging 

 Benefits 

I prefer a trendy and fashionable packaging  

.701 Good products always come with creative and innovative packaging 

Packaging offering play a critical role in my decision making 

Perceived Brand value I am attracted towards a specific brand  

 

 

.792 

I am ready to pay a premium for my brand 

A good cosmetics brand is in congruence with my image 

Good brand provides more variety and choice 

Good cosmetics brands offer better results 

A good cosmetic brand offer good value for money 

A good cosmetics brand has certain distinctive features 

Using a good brand improves my social interaction 

Perceived Credibility of Communication  Advt. influence my decision to purchase a product  

.753 Creative and innovative advt. induce trial purchase 

I enjoy looking window display while visiting in the market 

WoM communication are more reliable than other methods 

I always look for sales promotion schemes before I purchase cosmetics products 

Location Physical 

evidence  

benefits 

Location of shop influence my purchase decision . 

713 Nature of shop influence my purchase decision 

I get attracted towards well designed cosmetics retail shop 

A good cosmetic shop must have attractive scent and fragrance all around 

I prefer to visit a shop which have female beauty consultants 

I prefer to visit that shop where staff is trained and well behaved 
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TABLE 5: FACTOR ANALYSIS 

           

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization.  

a. Rotation converged in 5 iterations 

These variables within factors are correlated, is confirmed by the Bartlett’s test of sphericity. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy 

indicated a practical level of common variance (KMO = 0.643), which implies that the results obtained from factor analysis are appropriate. The factors identified 

are given in table 5, exhibits 59.66 percent of the variance of the variables. The first factor, utilitarian/functional benefit, consists of six variables (alpha = 0.841). 

Peterson (1994) points that acceptable value of Cronbach’s alpha can vary between 0.5 and 0.95 depending on the type of research. For basic research 

Cronbach’s alpha should be greater than 0.6. The second factor, packaging benefits, was loaded with three variables (alpha = 0.701). The third factor, perceived 

brand value, contained the maximum eight variables (alpha =0.782). The fourth factor, perceived credibility of communication was loaded for five variables 

(alpha = 0.753). The fifth variable was loaded over six variables (alpha = 0.713). The overall reliability of the factor developed to understand the buying behaviour 

was 0.740. 

 

RESULT OF REGRESSION ANALYSIS 
The appropriateness of the factor analysis results was verified by conducting regression analysis and ANOVA. For this purpose, respondents were asked to rate 

their level of satisfaction for their favorite cosmetic brand on a scale of 1-5..It was treated as dependent variable and its relationship was established with 

various factor items which have been treated as independent variables by conducting these tests. The preliminary descriptive analysis of the data produced 

0.832 as value of standard error. However, the actual value of standard deviation of the dependent variable was found 2.01.Therefore, the proposed model was 

appropriate for conduct of ANOVA. 

 

TABLE 6: REGRESSION MODEL SUMMARY 

 

TABLE 7: ANOVA 

 

                         

 

 

 

a. Predictors: (Constant), Utilitarian/Functional benefits, Packaging benefits, Brand equity benefits, Communication benefits, Location & physical evidence      

b. Dependent Variable: Satisfaction level of favorite cosmetics brand on a scale of 1-5 

 

 

 

 

 

 

 

 

Factors Components 

1 2 3 4 5 

I always look at the ingredients/composition of the products .887 

.861 

.803 

.782 

.754 

.746 

    

Prefer to purchase products made-up of natural/ herbal ingredients     

I prefer to purchase a product that offer more color choice     

I purchase a brand that keep my skin soft and glowing     

A good cosmetics brand has more life     

I prefer a product that give me good scent and fragrance     

I prefer a trendy and fashionable packaging    .652 

.644 

.548 

 

Good products always come with creative and innovative packaging     

Packaging offering play a critical role in my decision making     

I am attracted towards a specific brand  .788 

.759 

.715 

.742 

.736 

.767 

.698 

.763 

.659 

   

I am ready to pay a premium for my brand     

A good cosmetics brand is in congruence with my image     

Good brand provides more variety and choice     

Good cosmetics brands offer better results     

A good cosmetic brand offer good value for money     

A good cosmetics brand has certain distinctive features     

A good cosmetics brand has certain distinctive features     

Using a good brand improves my social interaction     

Advt. influence my decision to purchase a product   .712 

.730 

.658 

.741 

.754 

  

Creative and innovative advt. induce trial purchase     

I enjoy looking window display while visiting in the market     

WoM communication are more reliable than other methods     

I always look for sales promotion schemes before I purchase cosmetics products     

Location of shop influence my purchase decision     .601 

.524 

.587 

.543 

.602 

.537 

Nature of shop influence my purchase decision     

I get attracted towards well designed cosmetics retail shop     

A good cosmetic shop offers attractive aura all around     

I prefer to visit a shop which have female beauty consultants     

I prefer to visit a shop where staff is trained and well behaved     

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

1 .511
a
 .401 .384 .832 

a. Predictors: (Constant), Utilitarian/Functional benefits, Packaging benefits, Brand equity benefits, Communication benefits, Location & physical evidence 

Model Sum of Squares Df Mean Square F Sig. 

1Regression 38.98 5 9.35 10.214.000
a

Residual 84.02 95 .798   

Total 122.990 99    



VOLUME NO. 2 (2012), ISSUE NO. 10 (OCTOBER) 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 

www.ijrcm.org.in 

76 

TABLE 8: STANDARDIZED REGRESSION COEFFICIENT STATISTICS 

Model Un-standardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1`(Constant) 2.19 .756   2.69 2.66  0.05 

Utilitarian/Functional benefits.232 1.01 .435 5.211.002 

Packaging benefits .621 1.31 .119 1.787.048 

Brand equity   benefits .186 1.11 .329 2.534.013 

 Communication benefits .141 1.29 .228 1.64 .022 

Location & physical evidence     .034. 1.36 -.185 -.235 0.63 

The model explains approximately 40 per cent of the total variance in respondent’s satisfaction level towards brand of cosmetics they use (as the value of R 

square is 0.401). According to the standardized regression coefficients, the relative order of preference of the predictive factors over the satisfaction level 

towards cosmetics brand can be summarized as follows: Utilitarian/Functional benefits(B=0.435),Perceived Brand value benefits(B=0.329),Perceived Credibility 

of Communication benefits(B=0.228), Perceived Packaging benefits(B=.0.119) and Location and physical evidence(B=-.185).The t – test result, pertaining to the 

significance of regression coefficient observed that except location and physical evidence ( p > 0.05), all other factors are statistically significant. As a result, the 

H3 is rejected and proved that respondent’s attitude towards cosmetics brand is significantly affected by utilitarian/functional benefits, perceived brand value, 

perceived credibility of communication and perceived packaging benefits of the brand that they use. 

 

CONCLUSION AND MANAGERIAL IMPLICATIONS 
The research study provides a deep insight in decoding and understanding one of the most complex processes of female consumer buying behavior especially 

for the class of products which is targeted to the worldwide. The study found that utilitarian/functional benefits, perceived brand value and perceived credibility 

of communication significantly determine the female consumer buying behavior of the people. The study found the value of perceived packaging benefits of the 

brand, statistically less significant in comparison to previous three. The value of location and physical evidence was found statistically insignificant. The results 

obtained from the research study are found similar to such other studies which have used certain common variables to understand consumer buying behavior in 

this regard (Burn et al,2006, Ibanez et al,2011). 

From a managerial standpoint, the study postulates that marketing managers are required to redesign their marketing mix to enhance customer satisfaction by 

focusing on utilitarian/functional benefits, perceived brand value and credibility of marketing communication.  They are required to modify their offering that 

evoke a feeling of improved appearance and look in the mind of consumers which is attributed to the use of a particular brand that they use for this purpose 

The study suffers from three major limitations. First limitation is the sample size which is less in view of the size of universe and sample size used in similar other 

studies. Secondly, there are perceived cultural influences in the consumer behavior of such products. Therefore, it provides a scope for a cross cultural analysis. 

Finally, multivariate data analysis techniques like Structural Equation Modeling provides more rigorous tool for estimating relationships among a number of 

independent variables simultaneously.  
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