
VOLUME NO. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

 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 2592 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. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & 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 STUDY OF CUSTOMER SATISFACTION FOR IDEA CELLULAR IN EASTERN RAJASTHAN 

DR. KAVALDEEP DIXIT & NEHA JAIN 

1 

2. AN EMPIRICAL STUDY ON EMOTIONAL INTELLIGENCE OF GENERATION X MANAGERS 

DR. S. GANESAN & DR. R. KRISHNAMURTHI 

10 

3. STUDY ON SOURCES OF FUND OF PRIMARY CO-OPERATIVE AGRICULTURE AND RURAL DEVLOPMENT BANKS IN COMPOSITE TO 

THANJAVUR DISTRICT 

DR. K. RAMAKRISHNAN & S.SOUNDARANAYAHI 

13 

4. ETHICAL, LEGAL AND SOCIAL RESPONSIBILITY IN TOURISM BUSINESS 

SUBODH KUMAR MISHRA 

16 

5. A STUDY OF FDI AND INDIAN BANKING 

DR. G. S. GAUD & DR. GIRISH KUMAR PAINOLI 

20 

6. RELATIONSHIP BETWEEN TRADE AND FDI: EVIDENCE FROM FOOD PROCESSING SECTOR IN INDIA 

DR. ASHISH MANOHAR URKUDE & PRAVIN JADHAV 

24 

7. EMPLOYEE PERFORMANCE APPRAISAL IN CEMENT INDUSTRY: A CASE STUDY OF ACC LIMITED, WADI, GULBARGA DISTRICT 

DR. A. P. HOSMANI & SHAIKH TABASSUM HAMEED 

30 

8. SCIENTIFIC INPUT FOR THE TRAINERS OF HRD PRACTITIONERS IN SOFTWARE INDUSTRY 

P. SURJITH KUMAR & DR. N. PANCHANATHAM 

34 

9. TO STUDY MARKETING STRATEGIES FOR CAR LOANS CUSTOMERS: A COMPARATIVE STUDY OF PUBLIC SECTOR BANKS AND PRIVATE 

SECTOR BANKS WITH SPECIAL REFERENCE TO MEERUT, U. P. 

ADITI SHARMA & DR. SUDHINDER SINGH CHOWHAN 

39 

10. FINANCIAL ANALYSIS OF INDIAN OIL CORPORATION LIMITED 

PAWAN KUMAR, DR. V. K. GUPTA & DR. ANIL KUMAR GOYAL 

46 

11. PERCEIVED PERFORMANCE APPRAISAL EFFECTIVENESS AND ITS IMPACT ON ACADEMIC STAFF ORGANISATIONAL COMMITMENT 

TURNOVER INTENTION: A CONCEPTUAL MODEL 

DR. A KUMUDHA & J. BAMINI 

53 

12. A STUDY ON EMPLOYEE WELFARE ACTIVITIES IN RASHTRIYA ISPAT NIGAM LIMITED VISAKHAPATNAM STEEL PLANT 

RAKHEE MAIRAL RENAPURKAR 

57 

13. A STUDY ON AWARENESS OF MOBILE MARKETING IN VELLORE DISTRICT 

DR. M. RAGURAMAN, R. VEERAPPAN & ANGELO JOSEPH 

63 

14. ROLE OF SELF-HELP GROUPS IN MOVEMENT OF SOCIO-ECONOMIC AND POLITICAL TRANSFORMATION: A CASE STUDY IN PURBA 

MEDINIPUR DISTRICT 

SIDDHARTHA CHATTERJEE 

67 

15. WOMEN EMPOWERMENT THROUGH SELF HELP GROUP: A STUDY 

PREETI SONI 

76 

16. IMPACT OF OUT OF BOX ADVERTISING IN INTERNET ON ATTENTION, RETENTION AND PURCHASE INTENTIONS 

S N KUMAR & ANUPAMA SUNDAR 

79 

17. THE EFFECT OF DISCLOSURE QUALITY ON STOCK TURNOVERS OF ACCEPTED COMPANIES IN TEHRAN STOCK EXCHANGE 

AKRAM DAVOODI FAROKHAD & SAYED NAJIB ALLAH SHANAEI 

82 

18. EFFICIENT COMMUNICATION FOR EFFECTIVE SUPERVISORS 

DR. VIDHU GAUR 

87 

19. THE IMPACT OF CAPITAL STRUCTURE ON MICRO FINANCE INSTITUTION PERFORMANCE: EVIDENCE FROM ETHIOPIA 

GEMECHU FEYISSA GUDU 

91 

20. A STUDY ON PUBLIC BUDGET MANAGEMENT OF HIV/AIDS INTERVENTION 

NURUL DWI PURWANTI 

96 

21. A STUDY OF POVERTY ERADICATION IN INDIA: NATIONAL POLICIES, PLANS AND PROGRAMS 

DR. SANJAY KUMAR CHOURASIYA 

101 

22. A STUDY ON UNDERSTANDING OF RURAL CONSUMER BEHAVIOUR IN INDIA 

SUCHI K. PATEL & ZARNA M. PATEL 

106 

23. ENVIRONMENT FOR WOMEN ENTREPRENEURS IN INDIA 

JAINENDRA KUMAR VERMA 

108 

24. WATER RESOURCES AND TOURISM PROMOTION: A CASE STUDY OF HYDERABAD 

JAYAPRAKASH NARAYANA G 

110 

25. A STUDY ON EMPLOYEES’ ATTRITION IN BPO SECTOR WITH SPECIAL REFERENCE TO CHENNAI CITY 

B.LATHA 

113 

26. ANALYSIS OF GROWTH & CHALLENGES FACED BY MANAGEMENT EDUCATION IN INDIA: A CRITICAL REVIEW OF LITERATURE 

HIMANI RAVAL 

118 

27. LEARNING AND DEVELOPMENT IN INFORMATION TECHNOLOGY (IT) COMPANIES 

SIRISHA DAMARAJU 

121 

28. WOMEN ENTREPRENEURS’ DEVELOPMENT THROUGH TRAINING AND EDUCATION IN INDIA 

JAINENDRA KUMAR VERMA 

123 

29. INTEREST RATE FLUCTUATIONS AND FINANCIAL OUTCOMES OF BANKNG SECTOR: A CASE STUDY OF PAKISTAN 

ASAD ZAMAN, AMMAR ALI GULL, REHAN NASIR, MUHAMMAD BILAL, YASIR PERVAIZ, MUHAMMAD ASIM RIAZ & MUBASHER ASHRAF 

125 

30. PEOPLE MANAGEMENT PRACTICES: A POTENTIAL TOOL FOR ORGANIZATIONAL PERFORMANCE 

SANTOSH V BILGUNDI, KIRAN KUMAR M & AKSHAY PAI R 

130 

 REQUEST FOR FEEDBACK 134 



VOLUME NO. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & 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 

FormerVice-President, Dadri Education Society, Charkhi Dadri 

FormerPresident, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
DR. SAMBHAV GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
    

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., HaryanaCollege of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

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

    

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 

    

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

Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
UniversitySchool of Management Studies, GuruGobindSinghI. P. University, Delhi 

 



VOLUME NO. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & 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

PROF. ANIL K. SAINI 
Chairperson (CRC), GuruGobindSinghI. P. University, Delhi 

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

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P.J.L.N.GovernmentCollege, 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. V. SELVAM 
SSL, VIT University, Vellore 

PROF. N. SUNDARAM      
VITUniversity, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, MaharshiDayanandUniversity, Rohtak 

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

    

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. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & 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. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & 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. 4 (2013), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

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

http://ijrcm.org.in/ 

63

A STUDY ON AWARENESS OF MOBILE MARKETING IN VELLORE DISTRICT 
 

DR. M. RAGURAMAN 

ASST. PROFESSOR  

DEPARTMENT OF COMMERCE 

SACRED HEART COLLEGE (AUTONOMOUS) 

TIRUPATTUR 

 

R. VEERAPPAN 

ASST. PROFESSOR 

DEPARTMENT OF BUSINESS ADMINISTRATION 

SACRED HEART COLLEGE (AUTONOMOUS) 

TIRUPATTUR 

 

ANGELO JOSEPH 

ASST. PROFESSOR 

DEPARTMENT OF BUSINESS ADMINISTRATION 

SACRED HEART COLLEGE (AUTONOMOUS) 

TIRUPATTUR 

 

ABSTRACT 
Mobile marketing is defined as the use of the mobile medium as a means of marketing communications. It has gained momentum over the last several years. Its 

special features made it lucrative to various business concerns. Technological growth and increasing awareness amongst the consumers persuaded the Indian 

companies to evolve new strategies to reach the target audiences. Under these circumstances, a study has been conducted to identify the various segments of 

markets where the mobile marketing is in vogue and its acceptance by the consumers. Data was collected from consumers in Vellore District and later factor 

analysis and cluster analysis were conducted to segment Vellore District consumers. Demographic and technological variables were taken as criteria to segment 

the market. The revealed that certain variables distinguish market segments from each other. For the purpose of this study Vellore District consumers were 

classified into three different segments, namely knowingly nonuser, the real accepter and the uninterested.  

 

KEYWORDS 
Mobile marketing, Knowingly Non-user, Real acceptor, Uninterested. 

 

INTRODUCTION 
ue to technological growth Internet has occupied predominant position in furnishing information to the consumers; Television is the second importance 

source in providing information about product and services. The evolution of e-commerce has brought with it a new marketing channel known as mobile 

marketing (marketing), as a third source of communication (Tanakinjal, Deans, & Gray, 2010). Since on-the-go lifestyles of today's consumers make them 

harder than ever to reach, new ways to reach target audiences are evolving to stand up to the challenge and mobile marketing is one of them (Leek & 

Christodoulides, 2009). Mobile marketing is defined as the use of the mobile medium (e.g. mobile phones) as a means of marketing communications 

(Leppaniemi, Sinisalo, & Karjaluoto, 2006). New business models for mobile marketing are turning the mobile phone into a marketer-exclusive platform. 

Marketers can create mobile portals dedicated to their business or brand (giving their message exclusive airtime with their best customers), a choice of tailored 

handsets (to match the brand), preloaded applications that drive further contact with the brand, and any number of other developing technologies that drive 

home the exclusivity of the message (Friedrich et.al., 2009). 

Atkinson (2006) suggested that 90% of well-known U.S. brands were planning to initiate mobile marketing practices by 2008 and that more than half of them 

plan to devote as much as 25% of their total marketing budget toward the mobile platform. The high penetration rate of mobile devices among consumers also 

provides an opportunity for companies to utilize this means to convey advertising messages to consumers. This makes various companies to use mobile as 

marketing device (Ma, Suntornpithug, & Karaatli, 2009). For example, Adidas introduced a mobile marketing campaign, The Missy Elliott campaign, to 

strengthen its position in the U.S. market within the 12-17 year old market segment and to compete with its major competitor, Nike. Another company, 

Greystripe, an ad-supported mobile game and application distributor, launched a mobile advertising campaign for the movie “The Golden Compass” in 2007. 

This campaign offered downloadable games, playing full screen ads to the audience waiting for their games to load. The campaign increased movie awareness 

from 42 percent to 61 percent (Interactive Advertising Bureau, 2008). Since teenagers and young adults are faster adopting mobile platform, mobile marketing 

seems have a bright future, but the extent of acceptance by consumer still remain unclear due to various hurdles, including feelings of intrusiveness and privacy 

concerns (Sultan & Rohm, 2008). In spite of the growing number of companies investing in mobile marketing campaigns, there still are several issues that remain 

to be addressed. The objective of this paper is to identify distinct market segments based on consumers accepting mobile marketing. The paper begins by 

presenting the concept of mobile marketing and its importance. Then the criteria for segmenting the consumers in terms of their mobile acceptance behaviour 

are discussed. The third section discusses the research methodology and then results are presented. The last section discusses managerial implications and 

conclusion. 

 

CONCEPT OF MOBILE MARKETING 
The penetration of the mobile phone market led to an increased number of applications for mobile marketing. Leppaniemi and Karjaluoto (2005) discussed 

about various definitions of mobile marketing present in literature and pointed out that terms like mobile advertising, wireless marketing, wireless advertising 

and mobile marketing were the terms used interchangeably in the literature. Since mobile marketing is part of the Web.2 technology the future growth is 

phenomenal. Since mobile devices are personal marketers can directly engage customer by replying to the message content. So customers are active here, 

rather than passive in traditional medias (Bauer et al., 2005). The main characteristics of mobile marketing strategies are personalization, localization, 

uniqueness, ubiquity and interactivity (Bauer et al., 2005). It also has high retention rate, high reach, high response rate and low cost (Pearse, 2005). Mobile 

Marketing Association (MMA) defined mobile marketing as "the use of wireless media as an integrated content delivery and direct response vehicle within a 

cross media or standalone marketing communications program". Whereas, Wireless Advertising Association (WAA) defines mobile marketing as releasing 

advertising messages to mobile phones or PDAs through the wireless network (Xu, 2007). It has been suggested that in the mobile marketing network, firms can 

D 
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get customers engaged through a call-to-action which is not possible via other media channels and make customers respond via text messaging, multimedia 

messaging, picture messaging, Bluetooth alerts, or voice channels on their mobile (Carter, 2008). 

Marketers reduced their spending on traditional media: 61 % on TV, radio and magazines, 52% on direct mail, 11% on e-mail, but increasing spending on social 

media (Trends E-Magazine, 2009). It was predicted that online search, e-mail, social media, Web display ads, and mobile marketing combined will represent 21 

percent of marketing budgets, or about $55 billion, by 2014. Starting in the ‘90s, Web 1.0 broke down geographic and psychological barriers to selling products 

and services. With the Internet, any business could more easily reach global markets and quickly create the impression of an established, credible business. Now, 

Web 2.0 is creating communities online that allow buyers to connect with others and follow experts on whatever their interests might be. These connections 

allow buyers to effortlessly learn about new solutions that they might want to purchase. They don’t need to weed through the information overload themselves; 

they benefit from others who do so. Because Web 2.0 has changed the way people buy, it requires a change in the way businesses sell (Trends E-Magazine, 

2009). Jong and Sangmi (2007) found that mobility, convenience and multimedia service were positively related to attitudes toward mobile advertising, which in 

turn lead to favourable behavioral intentions. Godin (1999) pointed out that consumers who subscribed to a particular company were usually interested in that 

company's services and products, and hence, when consumers received SMS advertising messages, they were more likely to pay more attention and read the 

message compared to consumers who receive messages from companies which they are not subscribed with. Leek and Christodoulides (2009) discussed about 

Bluetooth technology present in mobile, which is a location-based advertising technology (Bruner and Kumar, 2007). It can be used to enable location-specific 

targeting that allows advertisers to target their audience based on specific venues (for example, in a supermarket) and deliver relevant and real time 

promotions. The downside of Bluetooth, however, is that—unlike SMS and MMS—it only can operate within a limited range. But some other negative aspects 

are there related to mobile marketing. Whitaker (2001) reported that many consumers considered mobile phones as a very private and personal item and were 

more reluctant to share information with unknown companies. Heun (2005) found only 12% of consumers were willing to receive any forms of wireless 

advertisements, even if they could control what to receive. There are many factors that affect mobile marketing. Consumer trust, privacy issue (Al-alak & 

Alnawas, 2010), knowledge, interest in technology etc. affect his acceptance of mobile marketing. Recently the rapid development of technology leads to 

acceptance of mobile by consumers and this made companies to make mobile as a growing and contemporary medium for marketing. 

 

SEGMENTATION OF CONSUMERS ACCEPTING MOBILE MARKETING 
For the purpose of this study Vellore District consumers were classified into three different segments, namely knowingly nonuser, the real accepter and the 

uninterested. The knowingly nonuser segment have technological knowledge about mobile, but privacy issue and non-innovativeness keep them away from 

accepting mobile marketing. The real acceptors have less technological knowledge and interest in mobile and they are the real consumer segment accepting 

mobile marketing. The uninterested segment does not have any interest or knowledge about mobile marketing and are not at all interested in it.  

DEMOGRAPHIC CRITERIA 

The variable Age has been used by many marketing researchers to segment the market (Jain & Kaur, 2006; D’Souza et al., 2007). Technology was mostly 

accepted by youngsters faster than older generations. But Skog (2002) reported that teenagers are not homogeneous audiences for mobile phones as their 

usage patterns and attitudes varied widely depending on their social background, technological literacy and urban/rural lifestyles. Sultan and Rohm (2008) 

discussed about the study where nearly 70 % of U.S. and 94% of Pakistani respondents use mobile phone or do other activities in mobile. Gender is another 

variable that can be used to segment the market. Male and female are differently affected by technology and the acceptance rate might be different. Individuals 

with higher Education level will have more interest in technology and hence, accept mobile marketing faster. Income is generally believed to be positively 

correlated with accepting new technology. Because people with higher income will easily bear the marginal increase in cost, while purchasing high technology 

products, like mobile (Straughan & Roberts, 1999). 

TECHNOLOGICAL CRITERIA 

Technological interest may be defined as an attitude to try and use new technological products. This attitude is influenced by direct personal experience, past 

reaction and trust (Al-alak & Alnawas, 2010). It is also affected by experience of other individuals and communication by media. Sultan and Rohm (2008) pointed 

out that usage characteristics affect consumer acceptance of mobile marketing. Since consumers get utility, content, enjoyment and experience from mobile (by 

browsing, chatting, and developing social network), these aspects affects the youth. Since mobile is a personal device, responding to SMS as using sending, 

receiving or deleting made consumer to interact with the message (Zang & Mao, 2008). If consumers agree to receive SMS messages from advertisers, they tend 

to react positively to them (Barwise & Strong, 2002). Consumers’ attitudes toward products, brands and advertising are linked to behavioral intent, and people 

with positive attitudes toward mobile services have greater intent to use them. Knowledge about mobile phone also affects purchase of mobile and acceptance 

of mobile marketing. 

Cell phone is an integral part of many customers i.e. more than just a communications device. The extent of people’s personal attachments to their phones could 

be a factor in their willingness to engage in mobile marketing activities. Consumer innovativeness (the degree to which they are open to new experiences, 

information and technology) also affects the acceptance of mobile marketing (Bauer et al., 2005). Youngsters use mobile phone as their social symbol and social 

pressure play a major role to accept the new technological product (Nysveen et al., 2005). 

Privacy concern of consumers negatively affects the acceptance of mobile marketing (Sultan & Rohm, 2008). McKnight et al. (2002) found in their study about 

Ecommerce that trust was an important factor which had a significant influence on consumers' intention to make online transactions. Therefore, it is expected 

that in mobile marketing, where the perceived risk and uncertainty is high, trust will influence consumers' intention to participate in permission based 

advertising programs. So many times companies obtain consumers’ permission through opt-in programs to increase their acceptance of mobile advertising 

(Barwise & Strong, 2002). 

 

RESERCH METHODOLOGY 
The literature revealed the fact that the consumers have different concerns and emotional attachments towards the mobile marketing, different technological 

knowledge and different behaviours. As pointed out in the beginning, this paper is an attempt to identify different segments of consumers accepting mobile 

marketing.  

An attempt is made to answer the following research issues: 

· Is it possible to identify, a consumer segment based on acceptance of mobile marketing? 

· In what way How different are these segments from each other? 

The data used in this study were collected through a survey of Vellore District consumers. The model of data collection was a survey method. The final sample 

was composed of 132 individuals.  

After collection, the data were statistically analysed and interpreted using the statistical software SPSS 16.0 (Statistical Package for Social Sciences). The data 

obtained were submitted to a Multivariate Statistical Analysis, which included factor analysis and cluster analysis. After this, characteristics of different segments 

are found. 

 

RESULTS 
As the number of variables used in this research is quite extensive, an exploratory factor analysis was used to simplify the interpretation of the variables. Each of 

the factors was depicted by means of several items used in the questionnaire. Factor analysis used principal component analysis method and eigen value of 

greater than 1.0 as the criteria to select factors. The variables were grouped into seven factors and together they account for 77.75% of the total variance. To 

check the internal validity, the reliability analysis was performed using cronbach’s alpha coefficient. For the seven factors the levels of alphas were more than 0.6 

and it showed internal consistency in the research (Nunnally, 1987). Cronbach’s alpha was again calculated for new group of factors and it was 0.921. The factors 

found are described below: 
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1. Mobile usage Characteristics (F1): The first factor reflects consumers’ usage characteristics or the reason why he uses mobile phone. It affects the mobile 

marketing acceptance. 

2. Technological knowledge (F2): The amount of knowledge consumer has about the mobile and its technology affect usage of mobile and its acceptance. 

3. Consumer innovativeness (F3): The third factor is related to readiness of the consumer to accept new technology like mobile marketing. 

4. Privacy issue/Trust (F4): The variables present in this factor represent a combination of issue related to privacy and trust of consumer. This may negatively 

affect the mobile marketing acceptance. 

5. Economic factor (F5): The price a person pays to accept the new and contemporary technology plays a major role in mobile marketing acceptance. 

6. Social influence (F6): Social groups to which consumer belong, friends, family affect the mobile marketing acceptance of a consumer and made him to 

accept/reject the new marketing media i.e. mobile. 

7. Attitude to mobile marketing (F7): The factor represent consumers liking, desirability and interest in accepting the mobile marketing. The results obtained 

from factor analysis and reliability coefficients are shown in Table 1. The seven factors were then used as inputs in later analysis (cluster). Hierarchical clustering 

was used to analyse the data. Agglomerative method is used in analysis, as it gradually build the clusters i.e. clusters formed by adding to existing cluster. 

Between group linkage and squared Euclidean distance is used to find number of clusters. Each variable is standardized using Z-scores to eliminate effect of scale 

difference. 

 

DISCUSSION 
The clusters are named and differentiated based on their characteristics. They are: 

SEGMENT-1: THE KNOWINGLY NONUSER (36%) 

This segment mainly consists of both young and old consumers with high education level (graduation, post-graduation). They are working professionals, 

businessmen, and students. They have technological knowledge related to mobile, but price sensitive and have privacy issue. They are sceptical about mobile 

marketing and do not trust such mobile marketing schemes. They only use mobile for calling or messaging purpose and do not as a media device. They are less 

innovative and privacy plays a major role in their life. Apart from students, the working professionals and servicemen have moderate (Rs 10-20,000/month) to 

high income level (Rs 40,000 and above), but do not want to spent on purchase mobiles with hi-tech features. So they are aware of technology and mobile 

marketing, but are not using it. 

SEGMENT-2: THE REAL ACCEPTER (37%) 

This segment composed of relatively younger consumers and very few middle-aged consumers. They have relatively higher education level than segment 1 and 

working in more qualified jobs (specialists in own field, middle and senior manager) and earn relatively higher. Only students belonging to this category have no 

income. This segment has higher technological interest and innovativeness. They want to try new products and services and are able and interested to spend for 

it. They know multiple use of mobile and go for it. Social group and peers influence affect them more, especially the younger customers. They have positive 

attitude to mobile marketing and family members also play major role to teach them many functions of mobile. So they are the real accepters of mobile 

marketing. 

SEGMENT-3: THE UNINTERESTED (27%) 

This segment includes individuals of higher age group (41 years and more) with marginal to higher educational level. This segment does not have much interest 

and attitude for mobile marketing. They are not only sceptical about privacy issue but the whole new technology of today. They act as per their own interest and 

do not have much technological know-how. Their knowledge about the mobile marketing is low to moderate level. These are the consumers who were not at all 

interested in mobile marketing. 

 

LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH 
The study is only based on 132 consumers of Vellore District. This segmentation can be conducted by taking more consumers from various parts of Vellore 

District. Since the study has taken place in one district, it limits the generalization of the finding. In future a cross-cultural study can be done to know the 

segments related to mobile marketing in other parts of the world. The study has taken only two criteria for segmenting the market: demographic and 

technological. More criteria can be taken into consideration, like psychological, behavioural etc. broaden the research. So the limitations of this study gave a lot 

of scope for working further and new areas of research can be explored. 

 

CONCLUSION AND MANAGERIAL IMPLICATIONS 
The results of this study show who are the consumers using the mobile marketing and accept it and how certain variables differentiate one segment from other. 

In spite of the fact that Vellore District is a developing district, it has a lot of consumers accepting the mobile marketing. Since many consumers accept mobile 

marketing in India, it showed a technological acceptance by the mass. Advertisers can plan their ad budget accordingly and can focus on mobile advertising. 

Since the segments differ significantly, firms can target a particular segment differently than other. “The real accepters” like mobile marketing, so the current 

strategy should be followed by firms to retain them and they should be given some incentives if possible. Companies can attract “The knowingly nonuser” 

segment by permission based marketing (Barwise & Strong, 2002). If the consumer will permit/opt-in, firm will send SMS, MMS about present offerings etc. As 

far as “The uninterested” segment is concerned, firms should let them go. Because, it is really difficult to change the stubborn minds of consumers belonging this 

segment. So firms should act accordingly to target right customer in right place and in right way to gain more profit. 
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