
VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

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

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

Circulated all over the world & Google has verified that scholars of more than 2501 Cities in 159 countries/territories are visiting our journal on regular basis. 

Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

ii 

CONTENTSCONTENTSCONTENTSCONTENTS    
    

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

No. 

1. ISSUES AND SUGGESTIONS FOR THE IMPLEMENTATION OF THE INDIA’S RIGHT TO INFORMATION ACT 2005 IN LIGHT OF THE LATIN AMERICAN 

COUNTRIES’ EXPERIENCE 

DR. PRATIBHA J.MISHRA 

1 

2. AN EMPIRICAL STUDY ON JOB STRESS IN PRIVATE SECTOR BANKS OF UTTARAKHAND REGION 

MEERA SHARMA & LT. COL. DR. R. L. RAINA 

7 

3. FOREIGN DIRECT INVESTMENT IN INDIA: AN OVERVIEW 

DR. MOHAMMAD SAIF AHMAD 

14 

4. REFLECTIONS ON VILLAGE PEOPLE’S SOCIO - ECONOMIC CONDITIONS BEFORE AND AFTER NREGS: A DETAILED STUDY OF ARIYALUR DISTRICT, 

TAMIL NADU 

DR. P. ILANGO & G. SUNDHARAMOORTHI 

19 

5. THE CAUSAL EFFECTS OF EDUCATION ON TECHNOLOGY IMPLEMENTATION – EVIDENCE FROM INDIAN IT INDUSTRY 

S.M.LALITHA & DR. A. SATYA NANDINI 

25 

6. A STUDY ON ONLINE SHOPPING BEHAVIOUR OF TEACHERS WORKING IN SELF-FINANCING COLLEGES IN NAMAKKAL DISTRICT WITH SPECIAL 

REFERENCE TO K.S.R COLLEGE OF ARTS AND SCIENCE, TIRUCHENGODE, NAMAKKAL DISTRICT 

SARAVANAN. R., YOGANANDAN. G. & RUBY. N 

31 

7. AN OVERVIEW OF RESEARCH IN COMMERCE AND MANAGEMENT IN SHIVAJI UNIVERSITY 

DR. GURUNATH J. FAGARE & DR. PRAVEEN CHOUGALE 

38 

8. VARIABLE SELECTION IN REGRESSION MODELS 

M.SUDARSANA RAO, M.SUNITHA & M.VENKATARAMANAIH 

46 

9. CUSTOMER ATTITUDE TOWARDS SERVICES AND AMENITIES PROVIDED BY STAR HOTELS: A STUDY WITH REFERENCE TO MADURAI CITY 

DR. JACQUELINE GIGI VIJAYAKUMAR 

50 

10. QUALITY AND SUSTAINABILITY OF JOINT LIABILITY GROUPS AND MICROFINANCE INSTITUTIONS: A CASE STUDY OF CASHPOR MICROCREDIT 

SERVICES 

DR. MANESH CHOUBEY 

56 

11. INDIAN MUTUAL FUND MARKET: AN OVERVIEW 

JITENDRA KUMAR & DR. ANINDITA ADHIKARY 

63 

12. SMART APPROACHES FOR PROVIDING THE SPD’S (SECURITY, PRIVACY & DATA INTEGRITY) SERVICE IN CLOUD COMPUTING 

M.SRINIVASAN & J.SUJATHA 

67 

13. A COMPARATIVE STUDY ON ETHICAL DECISION-MAKING OF PURCHASING PROFESSIONALS IN TAIWAN AND CHINA 

YI-HUI HO 

70 

14. THE INTERNAL AUDIT FUNCTION EFFECTIVENESS IN THE JORDANIAN INDUSTRIAL SECTOR 

DR. YUSUF ALI KHALAF AL-HROOT 

75 

15. STUDY ON ROLE OF EFFECTIVE LEADERSHIP ON SELLING VARIOUS INSURANCE POLICIES OF ICICI PRUDENTIAL: A CASE STUDY OF SUBHASH MARG 

BRANCH, DARYAGANJ 

SUBHRANSU SEKHAR JENA 

80 

16. AN EMPIRICAL STUDY ON WEAK-FORM OF MARKET EFFICIENCY OF NATIONAL STOCK EXCHANGE 

DR. VIJAY GONDALIYA 

89 

17. THE GOLDEN ROUTE TO LIQUIDITY: A PERFORMANCE ANALYSIS OF GOLD LOAN COMPANIES 

DR. NIBEDITA ROY 

94 

18. STUDY ON THE MANAGEMENT OF CURRENT LIABILITIES OF NEPA LIMITED 

DR. ADARSH ARORA 

99 

19. QUALITY OF MEDICAL SERVICES: A COMPARATIVE STUDY OF PRIVATE AND GOVERNMENT HOSPITALS IN SANGLI DISTRICT 

SACHIN H.LAD 

105 

20. DIVIDEND POLICY AND BANK PERFORMANCE: THE CASE OF ETHIOPIAN PRIVATE COMMERCIAL BANKS 

NEBYU ADAMU ABEBE & TILAHUN AEMIRO TEHULU 

109 

21. CUSTOMER KNOWLEDGE: A TOOL FOR THE GROWTH OF E-LEARNING INDUSTRY 

DR. MERAJ NAEM, MOHD TARIQUE KHAN & ZEEBA KAMIL 

115 

22. THE EFFECTS OF ORGANIZED RETAIL SECTOR ON CONSUMER SATISFACTION: A CASE STUDY IN MYSORE CITY 

ASHWINI.K.J & DR. NAVITHA THIMMAIAH 

122 

23. PERCEIVED BENEFITS AND RISKS OF ELECTRONIC DIVIDEND AS A PAYMENT MEDIUM IN THE NIGERIA COMMERCIAL BANKS 

OLADEJO, MORUF. O & FASINA, H T 

127 

24. INDO - CANADIAN TRADE RELATION IN THE MATH OF POST REFORM PERIOD 

ANITHA C.V & DR. NAVITHA THIMMAIAH 
133 

25. IMPACT OF BOARD STRUCTURE ON CORPORATE FINANCIAL PERFORMANCE 

AKINYOMI OLADELE JOHN 
140 

26. WORK LIFE BALANCE: A SOURCE OF JOB SATISFACTION: A STUDY ON THE VIEW OF WOMEN EMPLOYEES IN INFORMATION TECHNOLOGY (IT) 

SECTOR 

NIRMALA.N 

145 

27. SCHOOL LEADERSHIP DEVELOPMENT PRACTICES: FOCUS ON SECONDARY SCHOOL PRINCIPALS IN EAST SHOWA, ETHIOPIA 

FEKADU CHERINET ABIE 
148 

28. EMOTIONAL INTELLIGENCE OF THE MANAGERS IN THE BANKING SECTOR IN SRI LANKA 

U.W.M.R. SAMPATH KAPPAGODA 
153 

29. IMPACT OF CORPORATE SOCIAL RESPONSIBILITY PRACTICES ON MEDIUM SCALE ENTERPRISES 

RAJESH MEENA 
157 

30. IMPACT OF CASHLITE POLICY ON ECONOMIC ACTIVITIES IN NIGERIAN ECONOMY:  AN EMPIRICAL ANALYSIS 

DR. A. P. OLANNYE & A.O ODITA 

162 

 REQUEST FOR FEEDBACK 168 



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

iii 

CHIEF PATRONCHIEF PATRONCHIEF PATRONCHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 
    

FOUNDER FOUNDER FOUNDER FOUNDER PATRONPATRONPATRONPATRON    
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 

    

COCOCOCO----ORDINATORORDINATORORDINATORORDINATOR 
AMITA 

Faculty, Government M. S., Mohali 
    

ADVISORSADVISORSADVISORSADVISORS 
DR. PRIYA RANJAN TRIVEDI 

Chancellor, The Global Open University, Nagaland 

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

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

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

    

EDITOREDITOREDITOREDITOR 
PROF. R. K. SHARMA 

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

COCOCOCO----EDITOREDITOREDITOREDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Business & Management, Urjani 
    

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

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

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

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



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

iv 

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

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

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

    

ASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORSASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

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

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

University, Noida 

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

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

PROF. V. SELVAM 
SSL, VIT University, Vellore 

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

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

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

    

TECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISORTECHNICAL ADVISOR    
AMITA 

Faculty, Government M. S., Mohali 
    

FINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORSFINANCIAL ADVISORS    
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

    

LEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORSLEGAL ADVISORS    
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

    

SUPERINTENDENTSUPERINTENDENTSUPERINTENDENTSUPERINTENDENT    
SURENDER KUMAR POONIA 

 



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

v 

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

Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; 

Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; 

Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting 

Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic 

Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial 

Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; 

Demography: Development Planning; Development Studies; Econometrics; Applied Economics; Development Economics; Business Economics; 

Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; 

Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public 

Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human 

Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; 

Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; 

Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business 

Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial 

Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & 

Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural 

Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; 

Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

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

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

THE EDITOR 

IJRCM 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF. 

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

DEAR SIR/MADAM 

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

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

under review for publication elsewhere. 

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

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

contribution in any of your journals. 

NAME OF CORRESPONDING AUTHOR: 

Designation: 

Affiliation with full address, contact numbers & Pin Code: 

Residential address with Pin Code: 

Mobile Number (s): 

Landline Number (s):  

E-mail Address: 

Alternate E-mail Address: 

NOTES: 

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

the covering letter, inside the manuscript. 

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

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

Engineering/Mathematics/other, please specify) 

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

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

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

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

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

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

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

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

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

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

 



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

vi 

 

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

commas and full stops at the end. 

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

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

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

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

heading. 

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

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

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESES 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS 

 CONCLUSIONS 

 SCOPE FOR FURTHER RESEARCH 

 ACKNOWLEDGMENTS 

 REFERENCES 

 APPENDIX/ANNEXURE 

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

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

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

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

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

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

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

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

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

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

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

papers, unpublished material, etc. 

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

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

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

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

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

CONTRIBUTIONS TO BOOKS 

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

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

JOURNAL AND OTHER ARTICLES 

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

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

CONFERENCE PAPERS 

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

19–22 June. 

UNPUBLISHED DISSERTATIONS AND THESES 

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

ONLINE RESOURCES 

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

WEBSITES 

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



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

31 

A STUDY ON ONLINE SHOPPING BEHAVIOUR OF TEACHERS WORKING IN SELF-FINANCING COLLEGES IN 

NAMAKKAL DISTRICT WITH SPECIAL REFERENCE TO K.S.R COLLEGE OF ARTS AND SCIENCE, 

TIRUCHENGODE, NAMAKKAL DISTRICT 
 

SARAVANAN. R. 

PROFESSOR & HEAD 

SCHOOL OF MANAGEMENT 

VLB JANAKIAMMAL COLLEGE OF ENGINEERING & TECHNOLOGY 

COIMBATORE 

 

YOGANANDAN. G. 

RESEARCH SCHOLAR, DEPARTMENT OF MANAGEMENT STUDIES, ANNA UNIVERSITY,  CHENNAI 

ASST. PROFESSOR 

DEPARTMENT OF MANAGEMENT STUDIES 

K.S.RANGASAMY COLLEGE OF ARTS & SCIENCE 

TIRUCHENGODE 

 

RUBY. N 

RESEARCH SCHOLAR 

DEPARTMENT OF MANAGEMENT STUDIES 

K.S.RANGASAMY COLLEGE OF ARTS & SCIENCE 

TIRUCHENGODE 

 

ABSTRACT 
In Recent years, the gigantic increase of internet usage and information technology have transformed the way of goods are bought and sold, resulting to the 

exponential growth in the online shoppers and for better marketing performance.  The success or failure of a business is determined by the consumers’ 

perception.  The ability to attract and retain consumers is important to the success of online businesses. This study examines how consumers perceive online 

shopping and what factors are perceived by the consumers to prefer online shopping. The population selected for this research is teachers working in self-

financing colleges in Namakkal district.  K.S.R College of arts and science was chosen as the sampling unit.  The sample size is 120 (out of 220 teachers only 120 

teachers have online shopping history). Factor analysis was employed and seven factors namely Information, Company and product perception, Safety, Purchase 

intension, Easiness, Value and Assurance were extracted from the study.  

 

KEYWORDS 
Buying behavior, Consumer perception, e-commerce, Teachers’ online shopping. 

 

INTRODUCTION 
he study involves what consumers buy, why they buy it, where they buy it, how frequently they buy the product while they buy product through internet.  

According to American Marketing Association, consumer behaviour is the dynamic interaction of affect and cognition, behaviour, and the environment 

by which human beings conduct the exchange aspect of their lives.  Consumer behaviour is an area of study that focuses on how consumers make 

decisions to spend their available resources such as money, time and effort on consumption and use-related items. It should be noted that the final purchase 

activity is the end result of a long process of consumer decision making. Online shopping or online retailing is a form of Electronic commerce (e-commerce) 

which allows the consumers to directly buy goods or services from a seller over the internet without intermediary service. (Kenneth and Carol, 2002) defines e-

commerce as the use of Internet and the Web to transact business, i.e. digitally enables commercial transactions between and among organisations and 

individuals. The e-commerce can be classified by many authors in different ways. The current study focuses on consumer’s perception on online shopping, 

therefore, this study deals with Business-to-Consumer (B2C) e-commerce category.  

The internet technology provides the advances like gathering information, purchasing a product or rendering a service and it allows for the expansion of 

shopping options beyond the traditional methods.  However, more and more people are gaining confidence about purchasing products online.  Online shopping 

has become an easy and comfortable way of shopping for a large range of products in different categories.  It also gives a chance to compare the features, 

benefits, price and other product related information of one brand with other brands so as to find out the best deals.  There is no transportation and related 

hassle like car parking, travel under hot sun or heavy rain etc. The customers have been wooed by online retailers through special offers and Cyber Monday 

needs a special mention. According to Wikipedia, the term Cyber Monday was created by Shop.org in 2005 to persuade people to shop online. Since 2005 Cyber 

Monday has become synonymous with biggest discounts and offers.  Cyber Monday denotes the Monday after Black Friday following Thanksgiving Day in the 

United States. Many companies have started using the Internet with the aim of cutting marketing costs, thereby reducing the price of their products and services 

in order to stay ahead in highly competitive markets. 

Companies also use the Internet to convey, communicate and disseminate information, to sell the product, to take feedback and also to conduct satisfaction 

surveys with customers. Generally, internet users avert online shopping because of credit-card fraud, lack of privacy, non-delivery risk, lack of guarantee on 

quality of goods and services. Concerned authorities devise policies to minimize the risk involved in e-business. On the other hand, E- commerce has been 

growing very fast because of many advantages associated with buying on internet which has lower transaction and search cost as compared to other types of 

shopping. Through online shopping consumers can buy faster, can compare more alternatives and can order product and services with comparatively lowest 

price (Cuneyt and Gautam 2004). Therefore, marketers have to carefully analyse the consumers’ perception towards the online shopping and to facilitate all the 

demographics of online shoppers.  

The number of internet users worldwide is expected to touch 2.2 billion by 2013.  India is projected to have the third largest online population during the same 

period.  In the year 2012 online shopping has more than doubled to $14 billion as compared to the previous year that yielded $6.3 billion. According to Internet 

and Mobile Association of India (IAMAI), the current number of internet users in India stands at 150 million. Currently online shopping is just under 1% of the 

organized retail volume in India.  The Indian retail market forecasts the value of online shopping will grow to $9 billion in the year 2016. In the year 2020 it will 

be grow to $70 billion. Today, from a hairpin to air ticket to real estate can be purchased from the e-commerce portals.  In India there are more than 100 e-

T 



VOLUME NO. 3 (2013), ISSUE NO. 06 (JUNE)  ISSN 2231-5756 

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

http://ijrcm.org.in/ 

32 

commerce portals are waiting to serve the needs of buyers in the country. As on 2012 Amazon.com is the number one portal in terms of visitors, followed by 

flipkart.com, jabong.com, myntra.com, indiatimes.com and snapdeal.com. In 2012 the fastest growing industry is apparel industry. Major numbers of buyers 

prefer shopping through websites to buy apparels followed by consumer goods, sports/outdoor, home furnishings, retail food, retail movies etc. This is because 

of the increasing variety and better convenience of shopping online that encourage buyers to visit sites often compared to the regular traditional shopping. 

 

METHOD OF ONLINE SHOPPING 
Most of the online shopping websites have the same pattern.  First, you choose the category under which the items are listed and then customer can select the 

item that he/she is looking for and add it to his shopping cart.  If the customer wants to buy other items, he/she can add to the existing cart. When the customer 

is finished he can check out the list. After that the customer can see a list with everything that he/she has ordered, the total amount to be paid etc. Payment is 

usually done through credit card, debit card, net banking or cash on delivery, a facility to pay the amount while taking the delivery of goods, is offered by the 

online stores.   

 

REVIEW OF LITERATURE 
The various authors have focused their study on customers’ online shopping behaviour and the factors influencing online shopping behaviour.  The present 

study is warranted, since the researcher would like to address the research gap that is found in the past researches.  The researcher would like to study the 

online shopping behaviour of teachers working in self-financing colleges (government approved self-supportive higher educational Institutions) in Namakkal 

district of Tamilnadu, India.  Accordingly, the researcher has taken K.S.R College of Arts and Science (Autonomous), Tiruchengode as the sampling unit. 

Hee-Woong Kim, Yunjie Xu and Sumeet Gupta (2012)   examined that price and trust are considered to be two important factors that influence customer 

purchasing decision in internet shopping decisions for both potential and repeat customers. Perceived price exerted a stronger influence on purchase decisions 

of repeat customers as compared to that of potential customers. Perceived trust exerted a stronger influence on purchase decisions of potential customers as 

compared to that of repeat customers. 

Zuroni Md Jusoh Goh Hai Ling (2012) investigated that e-commerce experience, product perception, customer service are the factors influencing consumers’ 

attitude towards online shopping.  

Kanwal Gurleen and Pawan Singh Rathour (2012) explained that most of the consumers prefer to buy some selected products online because they will get heavy 

discounts in comparison to store purchases.  Also, the consumers feel that there are good websites available which can be trusted for the purchases.  The 

consumers perceive that shopping online is very convenient and it saves time. 

Guo jun, nor ismawati jaafar (2011) Examined that the perceived marketing mix and perceived reputation could impact on the consumers’ attitude of adopting 

online shopping. Online retailers could better realize online consumers’ expectations and the determinants of consumers’ behavior.  By understanding the key 

drivers that could impact on online consumers’ attitude towards online shopping.  Online retailers would be able to formulate and implement their e-business 

strategy efficiently and effectively and build stronger competitive advantage. 

Ankur Kumar Rastogi  (2011) Analysed that online shopping has become a significant part in life as a result of the growing internet.  This adds up to faster, easier, 

safer and less costly shopping.  Online shopping has a great advantage for customers as it is time saving and also a wide range of products can be selected with 

the best offer. 

Gurvinder S Shergill, Zhaobin Chen (2005) indicated that, the four website factors (i.e) website reliability/fulfilment, consumer service, website design, security 

and privacy  has a crucial influence on all the online buyers perception of online purchasing. 

Know and Lee (2003) explored consumers’ concerns about payment security and its relationship to online shopping attitude and actual purchases. They 

observed a negative relationship between attitude towards online shopping and concerns about online payment security. Consumers with a positive attitude 

seem to be less concerned about payment security. 

Na Li and Ping Zhang, (2002) Analysed that consumer attitudes, intentions and purchasing behaviour has significant dependency on personal characteristics, 

seller/product characteristics and website quality.   These factors are giving important contributions to understand the dynamics of online shopping behaviour. 

Thompson S. H. Teo (2002) indicates that to induce sales, internet access speeds have to be improved to a level fast enough to meet or exceed consumers’ 

expectations. The cost of the internet access is the main concern among the respondents.  The main deterrents to purchasing online have been customers’ 

preference to examine products, the need to possess a credit card and security concerns.  So, the business should work on improving internet brand equity as 

one way of reassuring their shoppers. 

Ernst and Young (2000) identified the factors that influence or hinder online shopping. Ernst and Young reported that Internet users purchased online because of 

good product selection, competitive prices, and ease of use, but were concerned about shipping costs, lack of opportunity to prior examining the products, as 

well as, the confidentiality of credit card and personal information. 

Bellman et al (1999) investigated various predictors for whether an individual will purchase online. These authors concluded that demographic variables, such as 

income, education and age, have a modest impact on the decision of whether to buy online, whereas, the most important determinant of online shopping was 

previous behaviour, such as earlier online purchases. 

Jarvenpaa, S.L. and Todd, P.A., (1997) Proposed a model of attitudes and shopping intention towards internet shopping in general.  The model included several 

indicators, belonging to four major categories; the value of the product, the shopping experience, the quality of service offered by the website and the risk 

perceptions of internet retail shopping, these factors are affecting the actual buying behaviour on shopping on the internet. 

 

OBJECTIVES OF THE STUDY 
The present study has the following objectives, 

1. To find out the factors that influence online shopping behaviour of teachers working in self-financing colleges in Namakkal district with special reference to 

K.S.R College of Arts and Science, Tiruchengode. 

2. To find out the product purchase preferences of teachers working in self-financing colleges in Namakkal district with special reference to K.S.R College of 

Arts and Science, Tiruchengode. 

3. To find out the internet usage pattern of teachers working in self-financing colleges in Namakkal district with special reference to K.S.R College of Arts and 

Science, Tiruchengode. 

 

RESEARCH METHODOLOGY 
As the study undertaken aims to describe the characteristics of online shopping behavior of teachers working in self-financing colleges, it can be called as 

descriptive research. According to Naresh K. Malhotra (2005) descriptive research is a type of conclusive research that has as its major objective the description 

of something- usually market characteristics of functions. After carefully reviewing the various relevant literatures, the researcher has prepared a detailed 

questionnaire for data collection. All questions are arranged logically and the language is simple to understand. Keeping in view the objectives of the study, the 

questionnaire (as given Annexure) was constructed. The pilot study was conducted by the researcher to validate the questionnaire. The inputs from the pilot 

study are used to fine tune the questionnaire. The primary data was collected from teachers working in K.S.R College of Arts and Science, Tiruchengode. There 

are 220 teachers (lecturers/ assistant professors/ professors) working in the institution out of which only 120 teachers have purchased products through online. 

Hence, the questionnaires were given only to those 120 teachers. Survey method was adopted for this study. After all the questionnaires were collected back, 

the responses were tabulated. Each answer of the respondent was tabulated to its respective category.  Primarily, Factor analysis was used to interpret the data. 

Secondary data were also used, which were sourced from research papers, journals, magazines and websites. 
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DATA ANALYSIS AND DISCUSSION 
TABLE 1: RESPONDENTS’ PROFILE 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

TABLE 2: RESPONDENTS’ ONLINE SHOPPING BEHAVIOUR 

Variables     No. of respondents Percent 

Usage of internet per day Less than 1 hour 53 44.2% 

1-2 hour 42 35% 

2-3 hour 16 13.3% 

More than 3 hours 9 7.5% 

Using internet for information prior to purchase Never 2 1.7% 

Rarely 5 4.17% 

Sometimes 60 50% 

often 44 36.7% 

Very often 9 7.5% 

Using web Less than 1 year 0 0% 

1-2 year 13 10.8% 

2-3 year 32 26.7% 

More than 3 years 75 62.5% 

Internet connection Broad band 73 60.8% 

Dial up 6 5% 

Other 25 20.8% 

No connection 16 13% 

Online shopping-product preference Books 34 3% 

Home furnishings 3 2.5% 

Electronics and appliances 19 15.8% 

Apparels and accessories 17 14.2% 

Beauty products 7 5.8% 

Games and toys 13 10.8% 

Movie, events or travel tickets 17 14.2% 

Other 10 8.3% 

Preferred site Flipkart.com 45 37.5% 

E.bay.in 27 22.5% 

Jabong 9 7.5% 

Other 39 32.5% 

Mode of payment Credit card 12 10% 

Debit card 28 23.3% 

Cash on delivery 46 38.3% 

Net banking 34 28.3% 

The table 2  shows majority (44.2%) of the teachers use internet for less than one hour in a day and 62.5% of teachers  were using for more than 3 years.  

Majority (60.8%) of the teachers have access to broad band connection.  The table () also indicates that electronic and appliances were the preferred product for 

online shopping followed by apparels and travel/movie ticket purchases.  The survey highlights flipkart (37.5% of teachers) as the preferred site and cash on 

delivery (38.3% of teachers) as the preferred mode of payment. 

 

TABLE 3: RESPONDENTS’ SEARCH FREQUENCY 

Search item frequently occasionally Infrequently Rarely Never 

Electronic newspaper/magazine 40.8% 49.2% 1.7% 2.5% 5.8% 

Chatting 26.7% 33.3% 20% 4.2% 15.8% 

Research/education 86.7% 12.5% 0% 0.8% 0% 

Product/service information  41.7% 45% 5% 0% 8.3% 

Gaming 15% 21.7% 15% 10.8% 37.5% 

Shopping 17.5% 71.7% 8.3% 2.5% 0% 

Communication via email 61.7% 30.8% 5% 0% 2.5% 

Work/business 22.5% 24.2% 14.2% 3.3% 35.8% 

The table 3 highlights that majority (86.7%) of the teachers used frequently for research and education followed by E-mail communication. 

 

FACTOR ANALYSIS 

Factor analysis has been employed to explore the underlying factors associated was applied to the constructs validity.  Then again the Kaiser-Mayer-Olkin 

measure of sampling adequacy employed to analyze the strength of association among variables. The Kaiser–Mayer–Olkin measures of sampling adequacy 

(KMO) was first computed to determine the suitability of using factor analysis to predict whether data are suitable to perform factor analysis of not. The value of 

Demographic Variables No. of respondents Percent 

Gender 

 

Male  68 56.7% 

Female 52 43.3% 

Age (years) 20-35   86 71.7% 

35-50    33 27.5% 

Above 50  1 0.8% 

Education PG   48 40% 

M.phil  47 39.2% 

Ph.D   25 20.8% 

Income(Rs.) Below 15000   49 40.8% 

15001-25000   49 40.8% 

25001-35000   20 16.7% 

Above 35000   2 1.7% 
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KMO varies from 0 to 1, and KMO overall should be .60 or higher to perform factor analysis. If not then it is necessary to drop the variables with lowest anti 

image value until KMO overall rise above .60. Result for the Bartlett‟s Test of Sphericity and the KMO reveal that both were highly significant and concluded that 

this variable was suitable for the factor analysis (table 2) 

 

TABLE 4: DESCRIPTIVE STATISTICS 

  Mean Std. Deviation Analysis N 

Wider choice of products 1.70 .729 120 

Quality of the product is good 2.18 .767 120 

Guarantees and warrantees 1.52 .622 120 

Purchasing procedure is simple 1.95 .672 120 

Internet reduces monetary cost 2.02 .745 120 

Saves time 1.53 .579 120 

Convenience 1.57 .604 120 

Anytime access 1.58 .616 120 

Easy to buy other country product 1.83 .837 120 

Description of the product 1.95 .633 120 

Reputation of the company 1.58 .545 120 

Accuracy and usefulness 1.42 .630 120 

Presenter and brand ambassador 2.35 .904 120 

Web site design 2.31 .807 120 

Advertisement 2.17 .813 120 

Friends recommendation 2.36 .858 120 

Security and privacy of information 1.31 .515 120 

 

TABLE 5: KMO AND BARTLETT'S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .562 

Bartlett's Test of Sphericity Approx. Chi-Square 698.154 

Df 136 

Sig. .000 

From the table no. 5 Bartlett’s Test of Sphericity was also conducted to check the overall significance of the correlation matrices.  The value of Kaiser-Meyer-

Olkin Measure of sampling adequacy is 0.562. The test value of Bartlett’s Test of Sphericity was significant and it is indicating that correlation matrix is not an 

identify matrix. 

TABLE 6: COMMUNALITIES 

  Initial Extraction 

Wider choice of products 1.000 .650 

Quality of the product is good 1.000 .790 

Guarantees and warrantees 1.000 .881 

Purchasing procedure is simple 1.000 .782 

Internet reduces monetary cost 1.000 .817 

Saves time 1.000 .811 

Convenience 1.000 .798 

Anytime access 1.000 .664 

Easy to buy other country product 1.000 .628 

Description of the product 1.000 .835 

Reputation of the company 1.000 .757 

Accuracy and usefulness 1.000 .692 

Presenter and brand ambassador 1.000 .617 

Web site design 1.000 .794 

Advertisement 1.000 .752 

Friends recommendation 1.000 .747 

Security and privacy of information 1.000 .700 

Extraction Method: Principal Component Analysis. 

Principal component analysis works on the initial assumption that all variance is common.  Communalities indicate the amount of variance in each variable that 

is accounted for.  Initial communalities are estimates of the variance in each variable accounted for by all variables accounted for by all components of factors.  

Therefore, before extraction the communalities are all 1.  Extraction communalities are estimates of the variance in each variable accounted for by the factors in 

the factor solution.  Small values indicate variables that are not fit well with the factor solution and should possibly be dropped from the analysis. 
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TABLE 7: TOTAL VARIANCE EXPLAINED 

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

  Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 3.265 19.208 19.208 3.265 19.208 19.208 2.471 14.535 14.535 

2 2.569 15.112 34.319 2.569 15.112 34.319 2.042 12.012 26.547 

3 2.012 11.833 46.153 2.012 11.833 46.153 1.892 11.129 37.676 

4 1.412 8.306 54.459 1.412 8.306 54.459 1.693 9.961 47.637 

5 1.377 8.100 62.559 1.377 8.100 62.559 1.657 9.749 57.386 

6 1.079 6.344 68.903 1.079 6.344 68.903 1.527 8.981 66.368 

7 1.002 5.893 74.796 1.002 5.893 74.796 1.433 8.429 74.796 

8 .835 4.913 79.709             

9 .686 4.035 83.744             

10 .569 3.348 87.093             

11 .505 2.969 90.062             

12 .432 2.539 92.601             

13 .349 2.054 94.655             

14 .297 1.748 96.403             

15 .275 1.617 98.020             

16 .184 1.082 99.102             

17 .153 .898 100.000             

Extraction Method: Principal Component Analysis 

Table 7 lists the eigenvalues  associated with each linear factor before extraction, after extraction and after rotation.  Before extraction SPSS has identified 17 

linear components within the data set. The eigenvalues associated with each factor represent the variance explained by that particular linear factor and SPSS 

also displays the eigenvalue in terms of the percentage of variance explained(so, factor 1 explains 19.208% of total variance).  It should be clear that the first few 

factors explain relatively large amounts of variance (especially factor 1) whereas subsequent factors explain only small amounts of variance.  SPSS then extracts 

all factors with eigenvalues greater than 1, which leaves us with 7 factors.  The eigenvalues associated with these factors are again displayed in the columns 

labeled Extraction Sums of squared Loadings. 

 
 

TABLE 8: COMPONENT MATRIX(A) 

  Component 

  1 2 3 4 5 6 7 

Wider choice of products .733 -.075 .238 -.019 -.180 -.125 -.044 

Quality of the product is good .377 -.145 -.362 .063 -.384 .550 .206 

Guarantees and warrantees .104 -.246 .365 .396 .557 .431 .156 

Purchasing procedure is simple .599 -.069 -.195 .222 -.417 -.356 .174 

Internet reduces monetary cost .478 -.152 -.564 .084 .126 .302 -.365 

Saves time .536 -.108 -.072 -.624 .285 .070 .178 

Convenience .409 -.375 .290 -.336 .179 -.042 .509 

Anytime access .613 -.241 .293 -.221 .015 -.178 -.253 

Easy to buy other country product .680 .123 -.198 -.211 .069 .049 -.243 

Description of the product .424 -.367 -.257 .590 -.068 -.064 .312 

Reputation of the company .411 -.304 .300 .356 .271 -.084 -.446 

Accuracy and usefulness .209 .269 .629 .128 -.383 .126 .037 

Presenter and brand ambassador .255 .688 -.049 .023 .237 -.126 .063 

Web site design .349 .801 .017 .115 -.114 -.063 -.009 

Advertisement .212 .741 -.191 -.065 .073 .328 .059 

Friends recommendation .197 .406 -.198 .288 .521 -.315 .225 

Security and privacy of information .180 .315 .701 .081 -.084 .251 -.003 

Extraction Method: Principal Component Analysis. 

a  7 components extracted. 

This table shows the factor loadings of each variable on the unrotated components or factors.  Each number represents the correlation between the item and 

the unrotated factor. It can be helpful to examine a rotated solution. 
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TABLE 9: ROTATED COMPONENT MATRIX (A) 

  Component 

  1 2 3 4 5 6 7 

wider choice of products .072 .557 .325 .353 .296 .100 -.083 

quality of the product is good -.071 -.072 .053 .295 .106 .824 -.017 

guarantees and warrantees -.056 .036 .128 -.008 .109 .025 .921 

purchasing procedure is simple .101 .257 .062 .764 .091 .125 -.305 

internet reduces monetary cost .113 .465 -.433 .079 -.085 .614 .106 

saves time .142 .280 -.161 -.129 .793 .196 -.052 

Convenience -.162 .069 .112 .191 .827 -.071 .170 

anytime access -.094 .701 .166 .084 .350 -.045 -.058 

easy to buy other country product .335 .565 -.082 .032 .238 .339 -.129 

description of the product -.068 .071 -.144 .822 -.006 .205 .295 

reputation of the company -.113 .709 .062 .144 -.132 -.135 .425 

accuracy and usefulness .067 .080 .821 .069 -.034 -.007 -.019 

presenter and brand ambassador .775 .041 .063 -.023 .028 -.090 -.034 

web site design .776 .083 .338 .084 -.130 .063 -.207 

Advertisement .742 -.113 .129 -.197 -.012 .362 -.049 

friends recommendation .683 -.019 -.275 .246 .035 -.282 .252 

security and privacy of information .160 .107 .771 -.148 .031 -.042 .209 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

a Rotation converged in 12 iterations. 

This table reports the factor loadings for each variable on the components or factors after rotation. It helps to formulate an interpretation of the factors. In this 

table the eigenvalues of the factors after rotation are displayed.  Rotation has the effect of optimizing the factor structure and one consequence for these data is 

that the relative importance of the 7 factors is equalized. Before rotation factor 1 accounted for considerably more variance than the remaining six  (19.208% 

compared to 15.112, 11.833, 8.306, 8.100, 6.344, 5.893%), however after extraction it accounts for only 14.535  % of variance (compared to 

12.012%,11.129%,9.961%,9.749%,8.981%,8.429%) respectively (table 4). This is done by looking for a common thread among the variables that have large 

loadings for a particular factor. 

TABLE 10: COMPONENT TRANSFORMATION MATRIX 

Component 1 2 3 4 5 6 7 

1 .319 .650 .150 .421 .407 .330 .033 

2 .861 -.182 .280 -.224 -.213 -.033 -.223 

3 -.187 .148 .791 -.186 .146 -.440 .262 

4 .083 -.036 .089 .568 -.637 -.037 .505 

5 .312 .124 -.455 -.306 .238 -.307 .660 

6 -.074 -.179 .224 -.372 -.014 .775 .416 

7 .105 -.688 .093 .429 .553 -.030 .130 

Extraction Method: Principal Component Analysis.   

Rotation Method: Varimax with Kaiser Normalization. 

 

TABLE 11: THE FACTOR TRANSFORMATION MATRIX DESCRIBES THE SPECIFIC ROTATION APPLIED TO THE FACTOR SOLUTION 

Factors Evaluating criteria Factor loading 

 

Information 

Presenter and brand ambassador .775 

Website design .776 

Advertisement .742 

Friends recommendation .683 

 

Company and product perception 

Wider choice of products .557 

Anytime access .701 

Easy can buy other country products .565 

Reputation of the company .709 

Safety Accuracy and usefulness .821 

Security and privacy of the information .771 

Purchase intension Purchasing procedure is simple .764 

Description of the product .822 

Easiness Saves time  .793 

Convenience .827 

Value Quality of the product is good .824 

Internet reduces monetary cost .614 

Assurance Guarantee and warrantees .921 

 

FACTOR 1- INFORMATION  

This factor consists of four items namely presenter and brand ambassador, website design, advertisement and friends’ recommendation.  All these items are the 

resources far an online customer therefore, these items can be called as information. 

FACTOR 2- COMPANY AND PRODUCT PERCEPTION 

The items like wider choice of products, anytime to buy, easy to buy other country products and reputation of the company can be clubbed together and may be 

called as company and product perception. 

FACTOR 3- SAFETY  

This factor consist of two items namely accuracy and security and privacy of information. 

FACTOR 4- PURCHASE INTENSION 

The evaluating criteria like purchase procedure and description of the product make the fourth factor which may be named as purchase intension 

FACTOR 5- EASINESS 

The convenience and saves time make the fifth factor which the researcher would like to name it as easiness 
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FACTOR 6- VALUE  

The quality of the product and reduction in monetary cost are the two items that makeup the sixth factor, value 

FACTOR 7-ASSURANCE  

The seventh factor consists of only one variable or item that is guarantees and warrantees offered by online service providers. 

 

LIMITATIONS, FURTURE DIRECTIONS AND CONCLUSION  
The study has been conducted in K.S.R College of Arts and Science, Tiruchengode. The researcher has assumed that the sampling unit would have homogeneity 

with other self-financing colleges in Namakkal district. Even though, the sampling unit is one among the self-financing colleges in Namakkal district, there may be 

differences between the chosen sampling unit and the other self-financing colleges in Namakkal. The differences could be in terms of number of students 

studying, work load (teaching and other administrative works), qualification of teachers, motivation of teachers, the technology prevalent in the campus, the 

working environment (the policy, rules and regulation the shapes the conduct of the employees), salary and other amenities. Therefore, the future studies can 

be extended to cover various self-financing colleges in Namakkal district of Tamil Nadu. The researcher can also be conducted among the teachers working in 

government Arts and Science colleges and Government aided colleges (private management controlled but financial support received from government) in 

Namakkal district. Further, future studies may also include the teachers working in Engineering colleges, Polytechnic colleges, Schools etc, so that the entire 

gamut of teachers’ online shopping behaviour can be studied. The above mentioned factors best explain the online shopping behaviour of teachers’ working in 

self-financing colleges in Namakkal district. There are chances, that if the study is conducted in various other geographical areas, new factors could also be 

extracted.  
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