VoLUME No. 2 (2012), I ssue NO. 9 (SEPTEMBER) I SSN 2231-4245

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERGE, ECONOMICS & MANAGEMENT

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

Registered & Listed at: Index Copernicus Publishers Panel, Poland
Circulated all over the world & Google has verified that scholars of more than 1500 Cities in 141 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), I ssue NO. 9 (SEPTEMBER) I SSN 2231-4245

CONTENTS

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

1. | THE DEVELOPMENT OF THAI HERBAL TRADITIONAL RECIPES FOR TREATMENT IN COMMUNITIES 1
DR. PATTHIRA PHON-NGAM

2. | DO FINANCIAL VARIABLES INFLUENCE MARKET PRICE OF BANK SHARES IN BANGLADESH: A CASE STUDY ON NATIONAL BANK LTD. AND 5
ISLAMI BANK BANGLADESH LTD.
MOHAMMAD ARIFUL ISLAM & M. MUZAHIDUL ISLAM

3. | MEASURING STUDENTS’ PERCEPTION TOWARDS UNIVERSITY SELECTION: AN EMPIRICAL INVESTIGATION ON MALAYSIAN POSTGRADUATE 13
STUDENTS
ABDULLAH AL MAMUN SARWAR, AHASANUL HAQUE & AHMAD ZAKI HJ ISMAIL

4. | USAGE OF RUBRICS FOR EFFECTIVE CLASSROOM EVALUATION 21
DR. MD. ABBAS ALI & DR. T. VENKAT RAM RAJ

5. |[THE IMPACT OF WORK RELATED ATTITUDES ON TASK AND CONTEXTUAL PERFORMANCE: A COMPARATIVE STUDY IN PUBLIC AND 23
PRIVATE BANKS IN SRI LANKA
U.W.M.R. SAMPATH KAPPAGODA

6. |CALLCENTRE OUTSOURCING PRACTICES ADOPTED BY MOBILE PHONE COMPANIES IN KENYA 27
LEWIS KINYUA KATHUNI & NEBAT GALO MUGENDA

7. | EXERCISE OF CADRE CORDINATION BY WORKMEN BY VIRTUE OF PROPER TRAINING AT OPEN CAST MINES AT NORTHERN COALFEILDS 35
LIMITED, SINGRAULI (MADHYA PRADESH)
ABHINAV KUMAR SHRIVASTAVA & DR. N. C. PAHARIYA

8. |[RURAL HEALTH- AN ENGINE FOR ECONOMIC DEVELOPMENT 40
SHEETAL SHARMA & DR. PAVNESH KUMAR
9. [ ORGANIZATIONAL CITIZENSHIP BEHAVIOR OF MEMBERS OF SELF HELP GROUPS AND ITS IMPACT ON GROUP PERFORMANCE 45

C.MURALIDHARAN, R.VENKATRAM & K.MANI

10. |A COMPARATIVE STUDY TO ANALYSE THE REQUIREMENT OF AN EFFECTIVE AND VALUE-BASED HIGHER EDUCATION SYSTEM WITH 49
REFERENCE TO INDIA
DR. RAMESH KUMAR

11. |INEQUALITY AMONG STATES OF INDIA: HUMAN DEVELOPMENT ASPECT 54
SUNEEL KUMAR
12. |ACRITICAL ANALYSIS OF HOUSING SHORTAGE IN INDIA 61

DR. MOOL CHAND & DR. RAJ PAL SINGH

13. | BANK’S EMPLOYEES PERCEPTION ON QUALITY OF WORK LIFE AND ITS RELATION WITH JOB SATISFACTION IN MALWA REGION OF PUNJAB 70
DR. GIRISH TANEJA & LALITA KUMARI

14. |STUDY OF CONSUMPTION PATTERN OF COSMETIC PRODUCTS AMONG YOUNG MALES IN DELHI 77
ABDULLAH BIN JUNAID & DR. RESHMA NASREEN

15. | SELF HELP GROUP IN SOCIO ECONOMIC TRANSFORMATION WITH SPECIAL REGERENCE TO COIMBATORE 87
DR. SARAVANAKUMAR & S. MAMTA

16. |INDUSTRIAL EXPANSION AND GLOBAL WARMING 94
DR. MANZOOR A SHAH

17. | GLOBAL FINANCIAL CRISIS 11: IMPLICATION ON INDIA (BOON OR BANE??) 97

DR. ANUPRIYA PANDEY

18. | FACTORS THAT ENCOURAGE IMPULSE PURCHASE & IMPACT OF VISUAL MERCHANDISING ON THE PURCHASE DECISION OF WOMEN FOR 101
BEAUTY PRODUCTS IN GUJARAT
MITAL THAKOR & SANDIP G PRAJAPATI

19. |[STUDY GROUPS, GROUPING CRITERIA AND THE SYNERGY IN EDUCATIONAL SYSTEM: A QUALITATIVE RESEARCH AMONG FDP 105
PARTICIPANTS

SIMON JACOB C

20. | INCOME GENERATION AND EMPOWERMENT OF DALIT WOMEN IN LUCKNOW DISTRICT 109
DR. KAUSHIKI SINGH

21. | TESTING THE WEAK FORM EFFICIENCY IN WORLD STOCK MARKET: A CASE STUDY IN AUSTRALIA 118
DR. REKHA GUPTA

22. | A COMPARATIVE ANALYSIS ON HOME LOANS OF PUBLIC &PRIVATE SECTOR BANKS IN INDIA 121
PUSHPA SANGWAN & KANWAR BHAN

23. | IMPLICATIONS OF THE SHIFT IN GLOBAL ECONOMIC POWER: AN ANALYSIS 126
DR. JAYA PALIWAL

24. | CONSUMERS’ COMPLIANCE TO ADOPT ECO-FRIENDLY PRODUCTS FOR ENVIRONMENTAL SUSTAINABILITY 130
JYOTI GOGIA & NANDINI SHARMA

25. | AN INNOVATIVE MODEL OF SOCIALWORK EDUCATION AND PRACTICE 136
M.YALADRI, DR. R. SUDHAKAR GOUD & K.NARSAIAH

26. | EMPLOYEE EMPOWERMENT: A NEED FOR COPORATE SURVIVAL 139
DR. V. TULASI DAS, DR. P. HANUMANTHA RAO & DR. B. VENKATA RAO

27. | HUMAN RIGHTS: AN OVERVIEW IN INDIAN FRAMEWORK 143
ZAINAB FATIMA & MOHD YASIN WANI

28. | TERM STRUCTURE OF INTEREST RATES AND FISHER EFFECT IN INDIA: AN EMPIRICAL ANALYSIS 149
RANJAN KUMAR MOHANTY & BRAJABANDHU NAYAK

29. | EMPLOYEE RETENTION 159
SWATI GUPTA, DR. PUNEET JAIN & DR. BHAVNA AGARWAL

30. | SOCIO-ECONOMIC UPLIFTMENT OF GUJJAR TRIBE IN JAMMU & KASHMIR 162
SWATI GUPTA & FARHAT BANO BEG
REQUEST FOR FEEDBACK 167

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

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



VoLUuME No. 2 (2012), | ssue No. 9 (SEPTEMBER) I SSN 2231-4245

CHIEF 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 PATRON
LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana

Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR.
DR. BHAVET
Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana

ADVISORS
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

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

CO-EDITOR,

DR. SAMBHAV GARG
Faculty, M. M. Institute of Management, MaharishiMarkandeshwarUniversity, Mullana, Ambala, Haryana

EDITORIAL ADVISORY BOARD
DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SIKANDER KUMAR
Chairman, Department of Economics, HimachalPradeshUniversity, Shimla, Himachal Pradesh
PROF. SANJIV MITTAL
UniversitySchool of Management Studies, Guru Gobind Singh I. P. University, Delhi
PROF. RAJENDER GUPTA
Convener, Board of Studies in Economics, University of Jammu, Jammu
PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

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



VoLUuME No. 2 (2012), | ssue No. 9 (SEPTEMBER) I SSN 2231-4245

PROF. S. P. TIWARI
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad
DR. ANIL CHANDHOK
Professor, Faculty of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana
DR. ASHOK KUMAR CHAUHAN
Reader, Department of Economics, KurukshetraUniversity, Kurukshetra
DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad
DR. VIVEK CHAWLA
Associate Professor, Kurukshetra University, Kurukshetra
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS

PROF. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida
PARVEEN KHURANA
Associate Professor, MukandLalNationalCollege, Yamuna Nagar
SHASHI KHURANA
Associate Professor, S.M.S.KhalsaLubanaGirlsCollege, Barara, Ambala
SUNIL KUMAR KARWASRA
Principal, AakashCollege of Education, ChanderKalan, Tohana, Fatehabad
DR. VIKAS CHOUDHARY
Asst. Professor, N.L.T. (University), Kurukshetra

TECHNICAL ADVISORS
MOHITA
Faculty, Yamuna Institute of Engineering & Technology, Village Gadholi, P. O. Gadhola, Yamunanagar
AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS
DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

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

iv



VoLUME No. 2 (2012), I ssue NO. 9 (SEPTEMBER) I SSN 2231-4245

CALL 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 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.

| 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)  Thereis 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.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

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

\"



VoLUME No. 2 (2012), I ssue NO. 9 (SEPTEMBER) I SSN 2231-4245

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

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

12. _: 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.
4 Use (ed.) for one editor, and (ed.s) for multiple editors.
4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.
4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.
o 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.
4 For titles in a language other than English, provide an English translation in parentheses.
4 The location of endnotes within the text should be indicated by superscript numbers.
PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES:
BOOKS
4 Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.
i 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

4 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

4 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

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

ONLINE RESOURCES

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

WEBSITES

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

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

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

Vi



VoLUME No. 2 (2012), I ssue NO. 9 (SEPTEMBER) I SSN 2231-4245

FACTORS THAT ENCOURAGE IMPULSE PURCHASE & IMPACT OF VISUAL MERCHANDISING ON THE
PURCHASE DECISION OF WOMEN FOR BEAUTY PRODUCTS IN GUJARAT
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ABSTRACT

Bearing a long shiny heritage of cosmetic and beauty, range of makeup products are being used by women since ancient days and Indian women are no
exception. Today it appears to be a booming industry in India and moving towards becoming the largest cosmetic consuming market in a next few decades. The
cosmetics market in India is growing at 15-20% annually, twice as fast as that of the U. S. and European markets. Many Internationals and National companies
are expanding their product range in response to the growing demand of Beauty Products by different strata of consumers. Teenagers have become more
conscious about their appearance than ever before and skin whitening products are driving the trend in Indian market. Through this Research the researchers
have made a humble attempt to predict the shopping related behavior of women for beauty products and the Impact Visual Merchandising can have on store
selection and purchase decision. Quantitative techniques of Research are used in this research and women of major four cities of Gujarat are surveyed through a
structured questionnaire. The Research findings reveal that impulse purchase is an excitement creating factor for women while shopping of beauty products. The
stores with attractive lighting, eye-catching display and clean- soothing environ surely can hold attention of customers and have more people visiting it compared
to their counter parts.

KEYWORDS

Environmental psychology, Hidden Motives, Impulse purchase, Visual Merchandising.

I INTRODUCTION
omen are considered most difficult to predict and especially it becomes more difficult to understand them when it comes to Beauty items.
Therefore to identify the factors that encourage women to make Impulse purchase is a challenge and motivation for the Researchers. Indian women
are becoming financially independent and the hidden urge to look superior has given rise to the consumption of Beauty products by significant
amount. The interior design of the store can preserve customer interest, lowers their psychological defenses and makes it easy to make purchasing decisions
(Kotler, 1974); Therefore, Retailers have accepted that Visual Merchandising in retailing makes significant impact on consumer purchase decisions (Schiffman
and Kanuk, 1996). For the price sensitive market like Gujarat anything that can stimulate the customer to buy the product makes lot of sense for any retailer. For
instance, Kotler 1973 suggests using atmospherics as a competitive tool in an attempt to attract and maintain a specific target market.

1. LITERATURE REVIEW

A study related to choice behavior among audio apparatus shoppers, Dash et al. (1976) establish that the level of pre-purchase information regarding the brand
determined the kind of store chosen. Kenhove et al. (1999) found that store choice is distinguished by the nature of the task. Lately, psychologists have studied
environment-behavior relationships, resulting in the swiftly growing psychological discipline known as "environmental psychology" (Donovan and Rossiter 1982).
This obedience tries to predict the combined effect of stimuli in a particular environment upon different peoples' feelings and behavior (Mehrabian 1976). Thus,
the main apprehension in environmental psychology may be sum up as "(1) the direct impact of physical stimuli on human emotions and (2) the effect of the
physical stimuli on a variety of behaviors, such as work performance or social interaction" (Mehrabian and Russell 1974, p. 4). Till recent times, environmental
psychology has hardly ever been applied to the retail store environment.

Markin, Lillis, and Narayana admit that space affects customer behavior and that design and atmosphere may be used to contour and modify the behavior of
shoppers. Researchers have not been able to document strong effects of store atmosphere for a variety of reasons; 1.the effects evoked by store atmosphere
are primarily emotional states that are difficult to verbalize 2. These emotions are temporary and therefore difficult to recall accurately. Also, they influence
behaviors within the store rather than more easily identifiable behaviors such as selecting which store to patronize (Donovan and Rossiter 1982).

The ambiance of the shopping environment can manipulate customer attitudes and their perceptions with regards to the overall quality of the store in terms of
the exclusivity of the product, service levels (Baker, Grewal and Parasraman, 1994), price (Areni and Kim, 1993) and purchase quantity (Milliman, 1982). The
function of ambience in store choice has also been found noteworthy. The shopping experience, as shaped by the store setting, has been found to be significant
in building store patronage. (Baker et al., 1992).

. NEED/IMPORTANCE OF THE STUDY

According to above research studies, some researchers have argued that in-store environment is critical component for store choice behavior. Therefore the
research is conducted to explore if visual merchandising can significantly influence shopping related behavior of women for the purchase of beauty products.
The factors that encourage women to make unintentional or impulse purchase are also closely examined through this research.

V. OBJECTIVES

Major Objectives of the study are

1. To study the impact of visual merchandising on shopping related behaviour of women for beauty products in state of Gujarat
2. To identify the hidden motives of women behind purchase of cosmetic products.

3. To learn the influence made by Product Display in encouraging women for impulse Purchase.

4. To evaluate the relative importance of cleanliness, layout & design of store on shopping related behaviour of women.

V. HYPOTHESIS
HO1. Primary motive behind buying a beauty product is independent of the profession of the respondent.
HO2. Primary motive behind buying a beauty product is independent of the educational qualification of the respondent.
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HO3. Primary motive behind buying a beauty product is independent of the age of the respondent.

HO4. There is no significant association between educational qualification of the respondent and the belief that attractive lighting
respondent to enter into store.

HO5. There is no significant association between family income of the respondent and belief that sale/clearance signs attract the respondent to look through the
beauty products.

HO6. There is no significant association between profession of the respondent and the belief that they feel sense of excitement when they make an impulse
purchase.

encourages the

VI. RESEARCH METHODOLOGY

Descriptive in that Single cross sectional research design is used. Primary Data is collected through a pre tested structured Questionnaire. Women staying in
Ahmadabad, Baroda, Rajkot or Surat are surveyed. Women, who are above 18 years, Beauty conscious and use beauty products on regular basis, are the sample
unit for this research. Non-probability sampling technique, in that convenience sampling is used. Initially, the sample size was kept around 200 but due to
reluctance & urgency of the respondents, some responses were not up to the mark and removed so as not to diminish the quality of research. Women were
surveyed when they were actually making the purchase of beauty products or out in the market for shopping. Final Sample size is kept 116, Ahmedabad-40,
Baroda-34, Rajkot-22 and Surat-20.

VII. RESULT AND DISCUSSION

In the survey, majority of the sample (68%) belonged to the age group 18-25 years. Most of the respondents were college students followed by professionals
and housewives. If the Education Qualification is keenly observed then the students who were undergraduates (40%) contributed the major proportion followed
by graduates (34%) and post graduates amounting only 26%. Owing to Indian culture, most of the respondents live with their parents followed by roommates
and Husband. This in return reflects the fascination among bachelors for beauty. Almost half of the respondents have monthly family income between 20 to 40
thousands compared to only 26% having monthly family income above 60 thousand. This phenomenon even confirms the popularity for beauty products more
among the girls of middle and upper middle class families.

CROSS TABULATION
TABLE 1: CROSS TABULATION OF PROFESSION AND PRIMARY MOTIVE BEHIND BUYING A BEAUTY PRODUCT

Primary motive behind buying a beauty product Total

To look different from  [To become the initiator of a new styling [To improve looks by overshadowing the  [To follow current fashion

others. pattern. negatives. trends.
< [Student 12 17 2 29 60
'g Business 1 2 1 2 6
..g Service 5 0 12 21
& [Housewife) 6 9 1 13 29
[Total 23 33 4 56 116

The cross-tabulation shows that out of 116 respondents, maximum respondents are students (60) followed by housewives (29), women doing job (21), Business
women (6) and for most of them the primary motive behind purchasing the beauty products is to follow the current fashion trends.

TABLE 2: CROSS TABULATION OF QUALIFICATION AND PRIMARY MOTIVE BEHIND BUYING A BEAUTY PRODUCT

Primary motive behind buying a beauty product Total
To look different from [To become the initiator of a new ITo improve looks by overshadowing the [To follow current fashion
others. styling pattern. negatives. trends.
.g Under 14 21 0 11 46
8 |Graduate
Z |Graduate 9 4 1 26 40
& Post Graduate 0 8 3 19 30
[Total 23 33 4 56 116

The cross-tabulation shows that out of 116 respondents, maximum respondents are Undergraduates (46) and for almost half of them the primary motive behind
purchasing the beauty products is to become the initiator of a new styling pattern. Followed by Graduates (40), Post Graduates (30) and more than half of them
the primary motive behind purchasing the beauty products is to follow the current fashion trends.

TABLE 3: CROSS TABULATION OF AGE AND PRIMARY MOTIVE BEHIND BUYING A BEAUTY PRODUCT

Primary motive behind buying a beauty product Total
To look different fromTo become the initiator of a new styling [To improve looks by overshadowing the ITo follow current fashion
others. pattern. negatives. trends.

IAge(15-25 15 22 3 39 79
26-35 3 1 5 16
36-45 1 3 0 11 15
46-55 0 5 0 1 6

Total 23 33 4 56 116

Cross tabulation shows that Most of the respondents belong to the age group between 15-25 years and for more than half of them the primary motive behind
purchasing the beauty products is to follow the current fashion trends. Followed by age group 26-35 for almost half of them the primary motive behind
purchasing the beauty products is to look different from others.
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TABLE 4 CROSS TABULATION OF AGE AND COMPANY PREFERRED MOST WHILE GOING FOR SHOPPING

Company preferred most while going for shoppinﬁTotal
Family members [Friends [Husband [Boyfriend
IAge(15-25| 24 51 0 4 79
26-35 2 13 0 1 16
36-45 2 3 10 0 15
46-55 5 1 0 0 6
Total 33 68 10 5 116

The cross-tabulation shows that Most of the respondents belong to the age group 15-25 followed by age group 26-35 years and for more than half of them,
friends are preferred company for purchase of beauty products. Followed by age group 36-45 and more than half of them prefer husband as preferred company
for purchase of beauty products. For the age group 46-55 preferred company for beauty product purchase is their family.

INFERENTIAL ANALYSIS

HO1: Primary motive behind buying a beauty product is independent of the profession of the respondent.

Here, significance level of 0.853 has been achieved. This means the chi-square test is showing no dependency between the above two variables at 95%
confidence level. Therefore, Primary motive behind buying a beauty product is independent of the profession of the respondent.

HO2: Primary motive behind buying a beauty product is independent of the educational qualification of the respondent.

Here, significance level of 0.00 has been achieved. This means the chi-square test is showing dependency between the above two variables at 95% confidence
level. Therefore, Primary motive behind buying a beauty product is dependent on the educational qualification of the respondent.

HO3: Primary motive behind buying a beauty product is independent of the age of the respondent.

From the chi-square test output table it can be seen that a significance level of 0.020 has been achieved. This means the chi-square test is showing dependency
between the above two variables at 95% confidence level.

HO4: There is no significant association between educational qualification of the respondent and the belief that attractive lighting encourages the respondent to
enter into store.

Here the significance value of the F test in the ANOVA table is 0.770 which is more than 0.05; therefore, null hypothesis is not rejected. Hence there is no
significant association between educational qualification of the respondent and the belief that attractive lighting encourages her to enter into store.

From this test, it can be inferred that the attractive lighting encourages every women regardless of her educational qualification.

HO5: There is no significant association between family income of the respondent and belief that sale/clearance signs attract the respondent to look through the
beauty products.

Here the significance value of the F test in the ANOVA table is 0.00 which is less than 0.05; therefore, null hypothesis is rejected. Hence there is a significant
association between family income of the respondent and belief that sale/clearance signs attract her to look through the beauty products.

From this test, it can be inferred that the sale/clearance signs have varied impact on the women of different family incomes. This confirms Price sensitivity of
Indian consumers equally applicable for beauty products also.

HO6: There is no significant association between profession of the respondent and the belief that they feel sense of excitement when they make an impulse
purchase.

Here the significance value of the F test in the ANOVA table is 0.019 which is less than 0.05; therefore, null hypothesis is rejected. Hence there is a significant
association between profession of the respondent and the belief that they feel sense of excitement when they make an impulse purchase.

VIII. FINDINGS

. From the analysis, it is found that friends are most preferred when going for shopping with 60 percentages. Thus, for majority of the respondents,
influence of friends’ liking affects more in their decision to buy beauty products. For Almost 41 percentage of respondents, friend’s reference is most
important factor followed by beautician’s advice and Visual Merchandising. So, majority of the respondents depend upon their friends’ advice before
buying beauty products.

. As per the data, around 47 percentages of respondents disagree and only 21 percentages agree that they go for shopping to change their mood. This infers
that majority of the respondents have a clear motive behind their visit for shopping. Also, around 51 percentages of the respondents agree and only 15.5
percentages of the respondents are disagree to the statement that they feel a sense of excitement when they make an impulse purchase. So, it can be said
that impulse purchase is an excitement creating factor while shopping of beauty products.

. The researchers found that around 53 percentages of the respondents are neutral and nearly 23 percentages of the respondents agree that they have
difficulty in controlling their urge to buy when they see a good offer. Almost 43 percentages of respondents disagree and around 45 percentages of
respondents agree for when they see a good deal, they tend to buy more than that they intended to buy. There is no proper conclusion for the above
statement as there is only a minor difference in the percentages of the respondents who agree or disagree to it.

. Around 45 percentages of the respondents disagree while nearly 27 percentages of the respondents strongly agree to the statement that they tend to
enter a store when they are attracted by an eye catching window display. From this, researchers can infer that eye catching window display has less
impact on store selection for purchase of beauty products. Nearly 72 percentages of the respondents are Neutral while only 8 percentage of the
respondents are Agree for digital displays compel them to enter in a store. So, majority of respondents are unclear about their exact reaction when they
see a digital display. The researchers found that, nearly 53 percentage of the respondents are agree for they get an idea of what they want to buy after
looking through in-store form. Thus, visual merchandising of the store can play a decisive role in making them positive for the decision of buying beauty
products.

. Also, the researchers found that, around 62 percentage of the respondents agree while around 22 percentage of the respondents disagree for when they
see product featuring a new style or design on display, they tend to buy it. So, product featuring a new style or design on display having a great impact on
buying decision. Nearly 54 percentages of the respondents are agreed for when they see product that they like on in-store form, they tend to buy it. So, in-
store form also has a great impact on buying decision for our respondents. Around 53 percentage of the respondents are agree while nearly 16
percentage of the respondents are strongly agree for they tend to rely on store displays when they make a decision to purchase.

. Nearly 41.4 percentages of the respondents are strongly agree and around 37.1 percentage of the respondents are agree for cleanliness of particular
department/store matters to them at the time of buying. Only 22 percentages of the respondents are strongly disagree and only 10 percentages of the
respondents are disagree for attractive lighting encourages them to enter into store. So, attractive lighting matters a lot to most of the respondents.

. 56 percentage of the respondents are agree while nearly 16 percentage of the respondents are strongly agree for If they see an interesting promotional
offer (reduced price, sales promotion etc.) On in-store signs, they tend to buy. Nearly 34 percentage of the respondents are agree while around 18
percentage of the respondents are strongly agree for sale/clearance signs attract them to look through the beauty products. Around 29 percentage of the
respondents are neutral and nearly 24 percentage of the respondents are agree for they are more likely to make an unintended purchase if the product
has a sale or clearance sign. Also around 30 percentage of the respondents are disagree for same.

. Majority of the respondents buy a beauty product to follow current fashion trends with 48 percentages. Followed by nearly 28 percentage of the
respondents with a primary motive to become the initiator of a new styling pattern, Around 20 percentage of the respondents buy beauty product to look
different from others.
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FROM INFERENTIAL STATISTICS

From Chi square test the researchers found that primary motive behind buying a beauty product is dependent on the educational qualification and age
of the respondent.

From ANOVA following thing revealed.

There is a significant association between age as well as profession of the respondent and the belief that attractive lighting encourages the respondent to
enter into store.

There is a significant association between family income of the respondent and belief that sale/clearance signs attract her to look through the beauty
products.

There is a significant association between profession of the respondent and the belief that they feel sense of excitement when they make an impulse
purchase.

CONCLUSIONS
The Research demonstrates that impulse purchase is an excitement creating factor for women while shopping of beauty products. Thus, improvements in
visual merchandising and promotional offers can result in substantial increase of sales.
The store should be clean, have attractive lightings to grab the attention of customer. Marketers should focus on making attractive store displays which
surely pays off.
The findings of research suggest that the stores should focus on their spending for other marketing strategies instead of spending for digital displays as it
does not affect more compared to other parameters.
Product featuring a new style or design on display is having a great impact on buying decision. So, marketer should focus more on this aspect and should
put attractive clothes on display.
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