
VOLUME NO. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

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

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 1866 Cities in 152 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. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

ii

CONTENTSCONTENTSCONTENTSCONTENTS    
    

Sr. 

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

1. FACTORS INFLUENCING KNOWLEDGE SHARING BEHAVIOUR: DEVELOPING A THEORETICAL FRAMEWORK 

SOOFI ANWAR & DR. K. DURGA PRASAD 

1 

2. THE IMPACT OF DIRECT AND INDIRECT FACTORS INFLUENCING BRAND EQUITY FOR ONLINE COMPANIES 

SEYED ALIAKBAR AHMADI, MOHAMMADREZA DARAEI & EHSAN POUSTIAN 
4 

3. INTEGRATION OF TECHNOLOGY IN TEACHING SENIOR HIGH SCHOOL SOCIAL STUDIES: THE COMPUTER ASSISTED INSTRUCTION EFFECT ON 

STUDENTS’ PERFORMANCE 

PAUL DELA AHIATROGAH, BRANDFORD BERVELL & AUGUSTINE YAKUBU 

9 

4. USING THE ANALYTIC HIERARCHY PROCESS TO ENHANCE PARTICIPATORY DECISION-MAKING IN MULTI-STAKEHOLDER INFRASTRUCTURE 

PROJECTS: A PIPELINE PROJECT CASE STUDY 

VICTOR. A. AKUJURU & BANKOLE. O. AWUZIE 

16 

5. PRACTICAL IMPLEMENTATION OF THE MODEL FOR ‘ORGANIZING, MEASURING, ANALYZING STUDENTS’ KNOWLEDGE AND 

PERFORMANCE’ 

ROY MATHEW 

24 

6. DETERMINANTS OF SMALLHOLDERS’ PARTICIPATION IN LOCAL BASED SEED PRODUCTION SYSTEM: THE CASE OF ONION SEED IN EAST 

SHOA ZONE OF THE OROMIYA NATIONAL REGIONAL STATE, ETHIOPIA 

FREAW DEMISE & DAWIT ALEMU 

34 

7. COINTEGRATION OF KARACHI STOCK MARKET WITH OTHER ASIAN STOCK MARKETS 

FEHMIDA AKRAM, AISHA AKRAM, SHANZA ARSHAD & MAZHAR IQBAL 

43 

8. SURVEY ON FACTORS INFLUENCING THE PERFORMANCE OF PLM SYSTEM IN AUTO INDUSTRY 

M. S. GOPINATHA, DR. VISHNUKANTH S. CHATPALLI & DR. K.S. SRIDHAR 

47 

9. A STUDY ON QUALITY WORK LIFE WITH REFERENCE TO ENGINEERING COLLEGES AT BANGALORE 

SUNIL RASHINKAR, SRI HARI.V, DR.SREENIVAS.D.L, LAKSHMI NARAYANA.K & SHAZIA KAUSAR 

53 

10. POWER & AREA EFFICIENT ROUTER IN 2-D MESH NETWORK-ON-CHIP USING LOW POWER METHODOLOGY – GATE LEVEL POWER 

OPTIMIZATION 

SUDHIR N. SHELKE & PRAMOD B. PATIL 

61 

11. THE STATISTICAL ANALYSIS OF STRUCTURE OF MANUFACTURING SECTOR – WITH SPECIAL REFERENCE TO BANGALORE INDUSTRIAL 

REGION 

A. T. SRINIVASA & DR. MUNIVENKATAPPA 

68 

12. A STUDY ON CONSUMER PERCEPTION OF TATA LPT 3118 12 TYRE VEHICLE OVER 10 TYRE VEHICLES WITH REFERENCE TO THOOTHUKUDI 

S. JEBASEELI NOVALEENA & DR. A. RANGAWSAMY 

75 

13. EMPLOYEE ABSENTEEISM IN HEALTH CARE INDUSTRY: A CONCERN FOR THE ORGANIZATION 

DR. C. SWARNALATHA & T.S. PRASANNA 
83 

14. WEB CONTENT TRUST ASSESSMENT MODEL USING ADVANCE WEB MINING TECHNIQUES 

KETAN.J.PATEL, KETAN.D.PATEL & DR. V. R. RATHOD 

86 

15. PERFORMANCE OF PROFITABILITY MANAGEMENT IN AMARA RAJA BATTERIES LIMITED”, TIRUPATI - AN EVALUATION 

K.KALYANI & DR. P. MOHAN REDDY 
89 

16. AN ELABORATION LIKELIHOOD MODEL APPROACH TO PACKAGING AND CHILD-PARENT INTERACTION 

SURAJ KUSHE SHEKHAR & DR. P.T RAVEENDRAN 
93 

17. RELATIONSHIP OF FINANCIAL REPORTING QUALITY WITH SALES VOLATILITY AND BOOK TO MARKET VALUE 

MOHAMMAD REZA RAZDAR & DR. B. H. SURESH 
97 

18. WORKING CAPITAL MANAGEMENT IN MANUFACTURING INDUSTRY: A STUDY WITH REFERENCE TO SELECTED MANUFACTURING 

INDUSTRIES IN INDIA 

KUSHALAPPA. S & SHARMILA KUNDER 

101 

19. TALENT ACQUISITION AND RETENTION: A STUDY IN INDIAN SMALL AND MEDIUM ENTERPRISES 

DR. SNIGDHARANI MISHRA & JASMINE T. JHA 
106 

20. MONITORING SYSTEM FOR TERRORISTS AND DANGEROUS PRISONERS 

DR. PRAMOD BUBNA 
111 

21. TRENDS OF FOREIGN DIRECT INVESTMENT IN INDIA 

DR. KARAMVIR SINGH SHEOKAND, PRIYANKA & RAJESH BHARDWAJ 
114 

22. CONCURRENCY CONTROL IN DBMS WITH TIMESTAMPS 

GEETIKA 
119 

23. A STUDY ON PERFORMANCE MANAGEMENT SYSTEM (PMS) WITH SPECIAL REFERENCE TO COTELLIGENT 

P SWETHA 
121 

24. AN ANALYSIS OF CHILD’S INFLUENCE IN CHOOSING THE SNACKS ITEMS WITH SPECIAL REFERENCES TO SIVAKASI AREA IN TAMILNADU 

T. DHANALAKSHMI 
125 

25. MEASURING SERVICE QUALITY OF RAILWAY PLATFORMS IN INDIA: A CASE-STUDY OF EAST-COAST RAILWAYS 

DR. SRINIBASH DASH, SRI SISIR RANJAN DASH & SRI SUBRAT KUMAR PRADHAN 
129 

26. A COMPARATIVE STUDY OF FINANCIAL STATEMENT OF DISTRICT CO-OPERATIVE DAIRIES OF NORTH GUJARAT 

PATEL RAJESHKUMAR G., PRAJAPATI RASIKBHAI I. & PATEL NITINKUMAR P. 
135 

27. WORLD WIDE MIDDLE WARE TECHNOLOGIES 

M.DHANAMALAR & B.AYSHWARYA 
139 

28. CRITICAL FACTORS FOR SUCCESSFUL SC COLLABORATION: AN INTERPRETIVE STRUCTURAL MODELING APPROACH 

KAUSTUBH JOSHI & ANIKET JADHAV 
143 

29. AN EMPIRICAL INVESTIGATION OF INVENTORY MANAGEMENT PRACTICES OF MYSORE PAPER MILLS LIMITED BHADRAVATHI – A CASE 

STUDY 

BASAVARAJAPPA M T 

150 

30. A STUDY ON PERFORMANCE OF MOBILE BAKING SERVICES AND MODELS IN INDIA 

M.GANGU NAIDU 

156 

 REQUEST FOR FEEDBACK 161 



VOLUME NO. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

iii

CHIEF 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 

DR. SAMBHAV GARG 

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

    
ADVISORSADVISORSADVISORSADVISORS 

DR. PRIYA RANJAN TRIVEDI 
Chancellor, The Global Open University, Nagaland 

PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. S. L. MAHANDRU 

Principal (Retd.), MaharajaAgrasenCollege, Jagadhri 

    
EDITOREDITOREDITOREDITOR 

PROF. R. K. SHARMA 
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 

    
EDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARDEDITORIAL ADVISORY BOARD    

DR. RAJESH MODI 
Faculty, YanbuIndustrialCollege, Kingdom of Saudi Arabia 

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

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

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

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

PROF. R. K. CHOUDHARY 
Director, Asia Pacific Institute of Information Technology, Panipat 

DR. ASHWANI KUSH 
Head, Computer Science, UniversityCollege, KurukshetraUniversity, Kurukshetra 

 



VOLUME NO. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

iv

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

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

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

DR. MOHINDER CHAND 

Associate Professor, KurukshetraUniversity, Kurukshetra 

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

DR. SAMBHAV GARG 

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

DR. SHIVAKUMAR DEENE 

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

DR. BHAVET 

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

    
ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 

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

PROF. NAWAB ALI KHAN 
Department of Commerce, AligarhMuslimUniversity, Aligarh, U.P. 

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

    
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. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

v

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

Computer, Business, Finance, Marketing, Human Resource Management, General Management, Banking, Insurance, Corporate Governance 

and emerging paradigms in allied subjects like Accounting Education; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; 

Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International 

Economics & Trade; International Finance; Macro Economics; Micro Economics; Monetary Policy; Portfolio & Security Analysis; Public Policy 

Economics; Real Estate; Regional Economics; Tax Accounting; Advertising & Promotion Management; Business Education; Management 

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

Health Care Administration; Labor Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-

Profit Organizations; Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational 

Development; Production/Operations; Public Administration; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small 

Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism, Hospitality & Leisure; Transportation/Physical 

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

Computer Graphics; Computer Organization & Architecture; Database Structures & Systems; Digital Logic; Discrete Structures; Internet; 

Management Information Systems; Modeling & Simulation; Multimedia; Neural Systems/Neural Networks; Numerical Analysis/Scientific 

Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal Logic and Web Design. 

The above mentioned tracks are only indicative, and not exhaustive. 

Anybody can submit the soft copy of his/her manuscript anytime in M.S. Word format after preparing the same as per our submission 

guidelines duly available on our website under the heading guidelines for submission, at the email address: infoijrcm@gmail.com. 

GUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPTGUIDELINES FOR SUBMISSION OF MANUSCRIPT    

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                                                                                . 

 (e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify) 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it 

under review for publication elsewhere. 

I affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s). 

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our 

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

a) The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from 

the covering letter, inside the manuscript. 

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

New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/ 
Engineering/Mathematics/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript. 
d) The total size of the file containing the manuscript is required to be below 500 KB. 

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

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

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

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

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

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

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

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



VOLUME NO. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

vi

 

5. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by 

commas and full stops at the end. 

6. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and 

single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every 

page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited. 

7. HEADINGS: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each 

heading. 

8. SUB-HEADINGS: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.  

9. MAIN TEXT: The main text should follow the following sequence: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

 It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS. 

10. FIGURES & TABLES: These should be simple, crystal clear, centered, separately numbered &self explained, and titles must be above the table/figure. Sources 

of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text. 

11. EQUATIONS:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right. 

12. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation 

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following: 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working 

papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parentheses.  

• The location of endnotes within the text should be indicated by superscript numbers. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS 

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther & 

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES 

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics, 

Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS 

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India, 

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, KurukshetraUniversity, Kurukshetra. 

ONLINE RESOURCES 

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

WEBSITES 

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



VOLUME NO. 2 (2012), ISSUE NO. 12 (DECEMBER) ISSN 2231-1009 

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

http://ijrcm.org.in/ 

93

AN ELABORATION LIKELIHOOD MODEL APPROACH TO PACKAGING AND CHILD-PARENT INTERACTION 
 

SURAJ KUSHE SHEKHAR 

RESEARCH SCHOLAR 

DEPARTMENT OF MANAGEMENT STUDIES 

KANNUR UNIVERSITY 

THALASSERY CAMPUS 

KANNUR 

 

DR. P.T RAVEENDRAN 

PROFESSOR 

DEPARTMENT OF MANAGEMENT STUDIES 

KANNUR UNIVERSITY 

THALASSERY CAMPUS 

KANNUR 

 

ABSTRACT 
This paper illustrates a situation confronting child and the parent when making a purchase decision at the checkouts for high impulse purchase categories; 

chocolates. An Elaboration Likelihood Model approach is used to describe the decision making process. The paper examines the significance of packaging cues; 

pester power and the time pressure in bifurcation of the persuasive process into central and peripheral routes. The ‘central route’ is used to process information 

due to high package relevance, high personal motivation and high cognitive communication of the child resulting in the purchase of the chocolate. In the 

‘peripheral route’, the child or the parent has low personal interests and low product involvement. The end result may be a ‘purchase’ or ‘no purchase’. The paper 

concludes with limitations in mapping to the model, implications and scope for future research. 

 

KEYWORDS 
Children, Elaboration Likelihood Model, Packaging, Parent. 

 

INTRODUCTION 
ackaging is any container or wrapping in which the product is offered for sale and can consist of variety of materials such as glass, paper, metal or plastic, 

depending upon what is to be contained (Brassington and Petit, 2002).  Packaging is defined as an extrinsic element of the product (Olson and Jacoby, 

1972); an attribute that is related to the product but does not form part of the physical product itself. Packaging is a structure prepared to contain a 

commercial food product, i.e. enabling it easier and safer to transport, protecting the product against contamination or loss, degradation or damage and 

maintaining a convenient way to dispose of the product (Sacharow and Griffin, 1980). Stewart (1995) described the basic function of food packaging as to 

‘preserve product integrity’ by protecting the actual food product against potential damage from ‘climate, bacteriological and transit hazards’. However, the first 

to define packs as the ‘silent salesman’ was Pilditch (1961).  Vazquez, Bruce and Studd (2003) argued that the pack must come alive at the point of purchase, in 

order to represent the salesman. About 30 years later, (Lewis, 1991) expanded further on Pilditch’s views, stating that ‘good packaging is far more than a 

salesman; it is a flag of recognition and a symbol of values’. 

 

REVIEW OF LITERATURE  
PACKAGING & MARKETING 

Packaging plays an important role in the marketing of any product. It is an integral part in the process of communicating the marketing objective of a specific 

product to the consumer (Stem 1981, Meyer and Herbert 1981). To perform its role, packaging must be attractive, informative, and clearly identify the product 

and communicate its real benefits. Many marketers have called the packaging a fifth ‘P’; the other four Ps being Product, Price, Place and Promotion (Kotler, 

2004). Well-designed packages can create convenience and promotional values (Kotler, 2004). Prendergast and Pitt (1996) discussed pacakging as one  of the 

most important factors in purchase decisions made at the point of sale  where it becomes an essential part of the selling process (Rettie and Brewer, 2000). 

Silayoi and Speece (2007) argued that when the consumer is undecided, the package becomes a critical factor in the purchase choice because it communicates 

to consumers at the decision making time. Silayoi and Speece (2007) further suggested on how consumers perceived the subjective entity of products as 

presented through communication elements in the package, influenced choice and as the key to success for many marketing strategies Lo¨ fgren (2008) called 

this as ‘the first moment of truth’ when the package functioned as a silent salesman. Underwood et al. (2001) demonstrated that visuals on the package can be a 

strategic method of differentiation as pictures are much more effective stimuli compared to words. In addition, consumers processed visual information faster 

and easier, particularly in low involvement situation. The right selection of package colors also played a very important role in purchase decisions (Kauppinen-

Ra¨isa¨nen and Luomala, 2010). As the retail environment becomes saturated with competitors vying for consumers’ attention, packaging has to work harder 

than ever if the product is to be noticed through the congestion of competitive products (Milton, 1991).  

PACKAGING AND CHILDREN 

Children have growing spending power in terms of being customers in their own right (Pettersson and Fjellstrom, 2006). Children are also major influencers 

within the family decision making unit. This unique power of children has resulted as an increasingly attractive target segments for marketers (Coughlin and 

Wong, 2002). In a study of the nutritional content of products targeted to children, Fitzhugh and  Lobstein (2000) defined and classified  children’s food product 

as one which used familiar cartoon characters appealing to children (e.g. Tony the Tiger, Mr Men); tie-ins with children’s TV programmes or films (e.g. Postman 

Pat, Star Wars); child-oriented animals or creatures (e.g. dinosaurs, sharks); child-oriented product shapes (e.g. alphabet pasta); free gifts or special promotional 

offers suitable for children; use of words such as ‘kids’ or ‘ideal children’s snack’ or ‘perfect for school lunch boxes’. 

The world loves chocolate and there is some truth in a popular remark like, ‘nine out of 10 people like chocolate, the tenth person always lies’ or ‘Chocolate 

makes everyone smile even bankers’ (Doherty and Tranchell, 2007). Children are the major segments having a high affinity towards chocolates. ‘Chocolate 

affinity’ factor combines the cost and purpose due to which consumers buy a particular chocolate; it has emerged out to be one of the important factors that 

affect consumers’ buying behaviour (Doherty and Tranchell, 2007). In a study conducted by Patwardhan et.al (2010) the major factor that affected consumer’s 

buying behaviour is the attractive look of the product which particularly attracted children, and the ingredient of chocolate. In correlation analysis, a high 

correlation was observed between buying behaviour and packaging of chocolates. They also opined that different customers have different likings and 

preferences for chocolates. Some people might prefer dark chocolates with high cocoa content, whereas others go for chocolates with more milk and nuts. They 

also argued that shape and design of chocolate attracted consumers. In a similar study, Roberts (2005) investigated   into children’s perception and attitude to 

P
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food and referred to children’s food as that which is a combination of food and fun. In other words, children’s food was perceived as ‘eatertainment’. Roberts 

(2005) observed  specific ‘eatertainment’ techniques employed by marketers like: premium offers, i.e. offers of free gifts such as free toys, stickers, trading 

cards, etc. inside packages of snack foods, cereals and convenience foods; children’s licensed characters and movie tie-ins on food packaging; ‘Kids meals’ 

combining child-sized portions of food with soft drinks and free toys or confectionery; fun product designs that incorporate interactive play value, often 

incorporating unusual shapes, textures, colors, tastes and smells, and characters printed directly onto the food. From the above discussions, it can be inferred 

that packaging targeted to children is crucial and can be very vital in chocolate industry. 

PACKAGING AND PARENT 

Food packaging can be very attractive with regard to color, typography, graphical shapes and images, text, design, logo and illustration (Ampuero and Vila, 

2006).These factors may tempt any consumer to try out a product. However, parents are becoming increasingly aware of the relationship between their diet and 

their health over the last decade, and this trend is likely to continue to influence consumers’ buying patterns (Bartlam, 1993). But the increasing influence of 

children in family decision making for food purchases (Children’s Food and Drinks Report, 1992) and the ‘pester power’ for most food products are representing 

a threat to mothers’ willingness to make their children eat more healthily. Hence parents confront a dilemma when they shop along with their kids and make a 

purchase decision with respect to their children. 

PACKAGING AND PURCHASING BEHAVIOUR: CHILD-PARENT INTERACTION 

Gelperowic and Beharrell (1994) identified that children were attracted by ‘nice looking’ packaging. They concluded that in order for an item of food to be 

purchased by the mother, it must look appealing to the child so that the mother could be assured that the child will eat it and unnecessary waste be avoided. 

Therefore, it was clear from their study that mothers believed that packaging could have an effect on their children’s requests and also that mother’s often 

succumbed to these requests in order to avoid a conflict situation. Kelly, Turner and McKenna (2006) identified that parents found it increasingly difficult to deny 

their children food products that were endorsed by their favorite celebrities. Nicholls and Cullen (2004) found that the most stressful environment for a parent 

and child to enter is a supermarket because the child is most likely to be there as an ‘unavoidable companion rather than as a pre-selected choice-maker’ and all 

products are displayed and readily available for the child to see. Gelperowic and Beharrell (1994) also claimed that children have increasing influence in family 

purchase decisions and although mothers may wish their children to eat healthily, the lack of appeal of non-HFSS foods counteract this, as children are attracted 

to unhealthy HFSS foods. Manufacturers are increasingly using developed technology to create products that appeal to children through fun packaging and new 

shapes. Unfortunately these products are not always healthy and more often mothers give into ‘pester power’ in order to avoid conflict. They found that 33 

percent of respondents admitted that their children did have an influence on purchase behavior and only 6 percent said that they had no influence at all. 

McNeal and Ji ( 2003) estimated that 34 percent of sales in the food category are driven by children ‘nagging’. They further added that children make an average 

of 15 purchase requests on a given shopping trip; they estimated that between 40 percent and 80 percent of these requests were granted. McNeal and Ji ( 2003) 

also opined about children’s preference for confectionery such as chocolates. Their outcome validates the findings that packaging affects children’s product 

preferences and influences their choice. However Ogba and Johnson ( 2010) in their study concluded that  parents do not routinely give into their children’s 

request. 

ELABORATION LIKELIHOOD MODEL (ELM)  

Developed by Cacioppo and Petty (1984), the ELM was an extension on the theory of message involvement in the role of persuasion and attitude formation. 

Central to this model is the ‘elaboration continuum’, which ranges from low elaboration (low thought) to high elaboration (high thought) .Motivation and ability 

are the two factors determining how a consumer will attend to and consider a message (Cacioppo and  Petty, 1984). Motivational factors include (among others) 

the personal relevance of the message topic, accountability, and a person's ‘need for cognition’ (their innate desire to enjoy thinking). Ability factors include the 

availability of cognitive resources (e.g., the presence or absence of time pressures (Silayoi & Speece, 2004) or distractions) or relevant knowledge needed to 

carefully scrutinize the arguments. Two routes of information processing were proposed in ELM including the central and the peripheral route. It is through 

either of these routes that persuasion will occur (Bitner and Obermiller, 1985). Elaboration likelihood is high if conditions promote increased motivation to 

attend to a message and ability to develop relevant thoughts are present (Petty and Cacioppo, 1984). A high level of elaboration indicates that consumers will 

critically analyze the message and subsequently develop an attitude regarding the stimulus (Cacioppo & Petty, 1984). Attitudes formed through this route are 

considered to be enduring and strong (Rucker and Petty, 2006). In conditions in which elaboration likelihood is low, the peripheral route of processing is utilized 

and proper consideration is absent from thought processes. The resulting attitudes are formed by cues derived from the stimulus (Bitner and Obermiller, 1985). 

Despite the use of cues rather than carefully constructed thought processes in attending to the message, attitudes formed through the peripheral route are still 

predictive of resulting behaviour in the short term (Rucker and Petty, 2006).The subject's general education level, as well as their education and experience with 

the topic at hand greatly affect their ability to be persuaded. Under conditions of moderate elaboration, a mixture of central and peripheral route processes will 

guide information processing. 

 

NEED/ IMPORTANCE OF THE STUDY 
Packaging has established itself as an important factor influencing purchase decisions. Chocolates are product categories which are consumed irrespective of any 

age groups. Today, packaging of chocolates are considered as highly critical. Children are the target groups who are highly influenced by chocolates .Chocolate 

packaging plays a crucial role in their influential and purchase process. Although previous studies dictates chocolate consumption behaviour and in - store buying 

behaviour, very less literature focus on how purchase mechanism takes place at the point of purchase particularly when the child -parent  interaction is 

considered. This article explains one such situation using an Elaboration Likelihood Model. The paper examines the significance of packaging cues; pester power 

and the impact of time pressure in mapping the purchase situation to such a model. 

 

OBJECTIVES 
1. To study the child-parent purchase interaction (chocolate bars) at the point of purchase using an Elaboration Likelihood Model. 

2. To study the impact of packaging cues; pester power and the impact of time pressure in mapping the purchase situation to such a model. 

 

RESEARCH METHODOLOGY 
The researcher used the existing literature to identify the variables influencing child-parent at the point of purchase and develops a conceptual ELM model to 

initiate discussion. 

 

RESULTS AND DISCUSSION 
CHILD –PARENT BEHAVIOUR, AN ELM APPROACH 

Advertising is used as a ‘persuasive’ tool to encourage product take up. Nowadays advertising campaigns are linking packaging and advertising together, even 

though they promote the product, strengthen the brand image and attract the consumers. Hence packaging is equally turning out to be a ‘persuasive’ tool at the 

point of sale. This proposition holds true for impulse purchases such as chocolates. The following model details the situation confronting child- parent 

interaction from the perspective of an ELM.  

It is needless to mention that consumers are persuaded by the attractive packages at the point of sales (Ampuero and Vila, 2006; Aziz, Kadir, Rahimah and 

Yacob, 2011; Barnes, Southee and Henson, 2003; Ogba  and Johnson, 2010). Chocolates are product categories which are mostly arranged at the billing counter 

(checkouts) and thus making it a highly impulse purchase good. An attractive look of a ‘chocolate bar’ not only attracts children but adults too. When a child or a 

parent scrolls their eyes at chocolate packages, undoubtedly it is the child who gets motivated to initiate purchase. This persuasive message gets elaborated 

across two levels: high level and low level. Children normally fall into in the high involvement category because they have a high personal interest and product 
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involvement with the chocolates. The various ‘eatertainment’ techniques (Roberts, 2005) and  packaging cues coupled with the affects of advertising of 

chocolates on various media makes the child highly vibrant and thus the ‘pester power’ scores over ‘healthy eating’ (fallacy of the parent) in this situation. This is 

backed up the ‘time pressure’ to leave the billing counter which further makes the parent succumb to the child’s request.   From an ELM point of view, the 

‘central route’ is used to process information due to high package relevance, high personal motivation and high cognitive communication of the child. Therefore 

the attitude of the child gets transferred to the parent and thus a purchase is made. 

When the child or the parent is less interested in making a chocolate purchase, it is the peripheral route that they take up. In the ‘peripheral route’, child or the 

parent have low personal interests and low product involvement. Major reason for low product involvement from parent’s point of view can take up the fallacy 

of ‘healthy eating’ (Gelperowic and Beharrell, 1994). Hence in the absence of a strong pester power, personal interests and the presence of time pressure, their 

attitude is not certain to be changed even by the product’s packaging cues. The end result can be a ‘purchase’ or ‘no purchase’. However certain peripheral cues 

such as visual graphics, curiosity etc may engage the consumer to try out new category of chocolates or sometimes ‘chocolate affinity’ factor (Doherty and 

Tranchell, 2007) may lead to purchase of any chocolate (random pick up) before they leave the point of purchase. This is because consumers do not want to get 

involved with the information which they do not have the abilities and interests to process. In a nut shell, the ‘peripheral route’ is an alternative way to allow 

low involvement consumers to be persuaded by the packaging. The conceptual child –parent purchase mechanism through an ELM approach is developed as 

shown in Fig 1 below 

 

FIG. 1: CHOCOLATE PACKAGING & CHILD-PARENT PURCHASE BEHAVIOUR: AN ELM APPROACH 

 
Source: Developed from the present study 

LIMITATIONS 
As the model takes into account of the involvement levels, the model doesn’t gives a robust explanation of a ‘moderate involvement level’ and the path they 

follow; central or peripheral. As Bitner and Obermiller (1985) mentioned, when there is no other central cues, a peripheral cue may turn out to be a central cue. 

This result highlights a limitation of ELM; the model does not clearly specify apriori what will be peripheral cue and what will be a central cue (Bitner and 

Obermiller 1985).  

 

CONCLUSIONS 
A typical child-parent purchase situation was visualized and ELM approach was applied to interpret the purchase behavior. A highly involved and highly 

motivated child will over score his/her parent’s ‘healthy eating’ fallacy by his/her pester power and take the ‘central route’. This will change the attitude of the 

parent and they will be succumbed to make a purchase as per child’s request. When the child or the parent is less interested in making a chocolate purchase, it’s 

the ‘peripheral route’ that they take up. The nullified effects of pester power, absence of a strong peripheral cue, ‘healthy eating’ fallacy may or may not lead to 

a purchase. 

 

SCOPE FOR FUTURE RESEARCH 
The proposed idea described in the model must be validated and also tested with an empirical research across various product categories making impulse 

purchases. Theoretically, this study extends the current literature and examines the ELM by pointing the ‘nagging factor’ (Ogba and Johnson, 2010) , ‘time 

pressure’ (Silayoi and Speece, 2004) etc. However, it will also be interesting to delve into whether ‘consumer decision making models’ can be integrated with 

this model so as to bring a more robust explanation of the concept explained above. Further studies can also be taken up by using ‘path analysis’ or ‘structural 

equation modeling’ (SEM), can also be employed to analyze the conceptual model described above. Future studies must also examine the impact of ‘brand 

loyalty’ and ‘emotional appeal’ on chocolate packaging. Investigating into the effects of packaging and repeated purchase behaviour should also provide some 

interesting results. 
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