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CRITICAL FACTORS FOR THE SUCCESS OF EXPERIENTIAL BRANDING IN FLIPKART.COM 
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BELAGAVI BAKKAPPA 
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DAVANGERE 

 

ABSTRACT 
The present paper is a research on the practices of customer engagement and Experiential Branding in Flipkart.com, the leading online retail firm in India with the 

Gallup’s customer engagement metric of three levels of rational satisfaction and four levels(in pairs) of emotional engagement. Regular customers of the e-

commerce firm in different parts of the country have been the respondents. We have found the applicability of Gallup’s formula in Flipkart.com and could trace 

the differentiating advantages it has given to the company. Our analysis (Discriminant Analysis) also showed a single variable significantly discriminating the 

customers going for the high or low intensity of repeat purchases. This independent study brings in data and information to the world of e-commerce firms in 

India, culling out the important metrics that can reinforce the firms in their customer-engaging operations. 

 

KEYWORDS 
Experiential Branding, Flipkart.com, Online retail branding, Branding, Customer Engagement. 

 

JEL CODE 
M31 Marketing 

 

INTRODUCTION 
xperiential Branding is defined (Bernstein, 2003) as ‘beneficially differentiating a product or service in somebody’s mind by focusing on the totality of the 

experience, rather than focusing on the features, attributes and benefits of the product or service’. Experiential branding is seen to be essential to survive 

and grow in the current day world of competition and commoditization. Products and services win when the competition is taken to the realm of 

customer’s relationship with the products/ services, into the total experience of the product at every customer touch point with them. On shifting the playing 

field from the product to the larger, more complex field of product experience, the product itself becomes multi-dimensional, and hence more difficult and 

costly for competitors to imitate.  

The benefits of customer engagement (through Experiential Branding) are improved customer loyalty (86%), increased revenue (76%), increased profits (75%) 

and bigger market share (56%)(The Economist Intelligence Unit, 2007). The EIU global survey also found that the winning differentiator is no longer the product 

or the price, but the level of engagement – the degree to which the company succeeds in creating an intimate long-term relationship with the customer or 

external stakeholder. 

 

DEFINITION OF SOME OF THE CONSTRUCTS 
“Experiential Marketing is integrating brand or product messages into consumers’ lives in the form of interactive experiences, rather than delivering them 

through traditional inert media (such as print or television)”(Bernstein L.,2003) 

Service brands emerge where the product is consumed at the time it is manufactured, such as food service, leisure, hospitality, air travel in  Airlines 

Experience brands happen where the product is the experience, such as adventure travel, theme parks like Disneyland, and Veegaland. 

Retail Brands are where the product is the value added in selling a consumer good or service directly to the consumer. 

Online Retail Brands are when the product is accessed through in a collaboratively involved decision process through the online medium, and is delivered at 

doorstep in a series of helpful transactions. Amazon.com, Zappos.com, and Flipkart.com are examples of online retail brands where helpful digital experience 

resulting in physical delivery is the value proposition. 

Delivered Brands are when the product is manufactured and sold to consumers either directly or indirectly. 

Consumer Goods Brands are products generally purchased through a secondary channel, and consumed off-site 

Some examples of organizations successfully practising experiential branding are Disneyworld Theme Parks, Whole Foods Markets, South West Airlines, Ikea, 

Starbucks, Apple, Zappos and  Amazon.com 

Some of the common threads seen among all these experiential branding organizations are:  

(a) thoroughly committed and internally- marketed staff, and   

(b) offering of a product experience at multi-faceted levels, with relevance and differentiation. These make the organizations stand out, and complex and 

difficult for the competitors to emulate. The differentiation is no more in product features, attributes and benefits alone, but in subjective experiential areas, 

conjuring up the memorable emotional engagements, and inspiring people to talk about products and brands to their friends, family and colleagues. 

There is very little research on Experiential Branding, especially, in online retail branding organisations in India. Established in 2007, Flipkart.com has become the 

top E Commerce enterprise in India, apparently with their customer centricity (learning from Amazon.com). Researching on Experiential Branding in Flipkart.com 

during these times of growing activities and interest in the online retail space in India seems to be quite topical. 

 

REVIEW OF LITERATURE 
We can trace the concept and practice of Experiential Banding to Brand Equity, which emerged in the 1980s (Hayes and Abernathy, 1980 and Feldwork, 1996). 

Research on brand equity is now broadly based on four standpoints: consumer-based, financially-based, relationally based, and network-based (Tauber, 1988; 

Farquhar,1990; Biel,1992;Simon and Sullivan,1993;Keller, 1993). Consumer-based research highlights equity in terms of the strengths of consumers’ 

attachments to the brand, and their associations and beliefs about the brand( Keller, 1993). Financially-based research focused on the overall financial value of 

the brand to the organization (Simon and Sullivan, 1993; Davis and Smith, 1998; Interbrand, 1992; Srivastava et al, 1998). The emerging area of research is 

relationship-based, on the value of the relational and experiential aspects of branding, where the organization is the primary determinant of brand equity (Berry, 

2000; Gronroos, 2000). The field of experiential branding is largely an offshoot of this stream of research on brand equity. And finally, the network perspective 

E
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posits that equity emerges not only from the end-customer, but also from broad relationships within the marketing system- co-branding, brand alliances, 

channel partners, and joint ventures- (Rao and Ruekert, 1994;Simonin and Ruth, 1998; Samu et al.,1999; Park et al.,1996). Part of theoretical substructure of 

experiential branding comes from the network-based idea of brand equity. 

The International Experiential Marketing Association (ixma.org), and its interactive newsgroup, Experiential Forum (experientialforum.com) researched on the 

empirical success factors of focusing on the relational and network-based approaches of brand equity in the present decade. The Association and the Forum 

popularized the empirical success factors of experiential branding by taking up global studies (ixma.org and experientialforum.com, 2007). The research found 

that the most successful marketing tactic was some form of live brand experience (58.6%). Next in order were word of mouth (14.3%), online experience (10%), 

and product engagement/ sampling (8.56%). 

The crucially significant study conducted in the area was published by the Gallup Organisation in the article: The Constant Customer (Fleming, Gallup 

Management Journal, June 17, 2001). The research established that ‘customer satisfaction alone was not enough to predict the future behaviour of customers. 

Satisfaction scores measure only past experience. It is a rational assessment at a particular moment. It fails to capture either the customer’s intentions- whether 

she would recommend the brand to others- or emotions. People stay faithful to brands that earn both their rational trust and their deeply felt affection’. The 

Gallup team came out with an eleven point customer engagement metric (CE11) which measures rational formulations of loyalty on three key factors ( L3), and 

eight factors  of emotional attachment (A8). The Loyalty factors are: (1) overall satisfaction, (2) intent to repurchase, and (3) intent to recommend.   

Gallup developed the eight emotional attachment questions as paired indicators of four emotional states: confidence in a brand, belief in its integrity, pride in 

the brand, and passion for it. Gallup’s finding is that customers develop emotional attachment to a brand in a cumulative way: customers who agreed strongly 

with the first two statements of confidence in a brand were more likely to agree with the next two on belief in its integrity, then pride, and ending in agreeing 

with the passion for it. The proprietary formula for customer engagement was thus developed: L
3
+A

8
= CE

11
. 

Traditionally, passion for a brand was associated with only a few items: cars, beer, and jewellery. When Gallup surveyed 3611 customers in six industries, using 

its CE11 metric, the findings were that across industries, the proportion of emotionally attached consumers is remarkably consistent. (Fleming, 2001). ‘No matter 

what the industry, there is an emotional element to how a customer interacts with the brand. For example, in the case of South West Airlines, five times as 

many of its customers were fully engaged as were the customers of United Airlines. The same dynamic occurs across industries, including retailing, among 

competitors with similar prices and products. Each of the brand pairs in the study seems interchangeable from the point of view of the traditional customer 

satisfaction measures. But when emotional investment is considered, winners emerge regarding the likelihood of attracting lifelong customers’ (Fleming, 2001). 

Driving word of mouth advocacy is crucial for successes today (Keller Fay Group, 2007). It is seen as a top influence on purchase decisions, and more trustworthy 

than other forms of communication.  In a survey by Keller Fay Group among executives in the USA, and the UK in March-April 2007, word of mouth 

recommendation is the number one purchase influencer for business decision makers. Top influences after word of mouth are sales force, events/conferences, 

tradeshows, and the internet. Word of mouth has twice the influence of advertising, press coverage and direct mail/ email. Executives talk 18% more, and about 

32% more brands than typical consumers. Seventy five per cent of executive word of mouth happens face-to-face. Eighty six per cent of word of mouth is based 

on personal experience. The study patently brings out the importance of the influence of word of mouth in the BtoB space. 

When it comes to literature on research on customer engagement management, and experiential branding in the Indian context, especially on the online retail 

sector, it is non-existent. Therefore, it is important that the leader in e-commerce in India, Flipkart.com be studied, and the critical success factors elicited. 

 

IMPORTANCE OF THE STUDY 
The topic of Experiential Branding calls for consistently customer-centric and customer delighting organisations in India to be compared on the same yardsticks 

with those rare ones in the rest of the world. Flipkart.com was selected on Management quality, reputation for top-class experience delivery at multi-faceted 

levels, and rave reviews by the customers, including the authors.  The study is also done independently and objectively without the sponsorship of Flipkart or 

any of its associates. In sync with the e-commerce structure of Flipkart, and the web 2.0 culture of its customers, the study was conducted among the Flipkart 

customers online through the Google Doc in 2013. 

 

STATEMENT OF THE PROBLEM 
The problem statement is to collect rational level satisfaction data and emotional level engagement data, along with the relevant demographic information from 

customers of Flipkart who bought from Flipkart thrice or more in 2012(the year of study was January-March, 2013) through an online survey using Google Doc. 

 

OBJECTIVES 
The main objective is to identify the factors responsible for the Experiential Branding and customer engagement practices in Flipkart.com. 

 

HYPOTHESES 
The null hypotheses are: 

The Gallup formula for customer engagement (three factors of rational satisfaction and eight factors of emotional attachment) does not operate in the Indian 

situation with respect to Flipkart.com 

Experiential Branding and customer engagement practices of Flipkart.com do not give it differentiating advantages. 

There are no discriminating variables among the Gallup’s customer engagement model impacting purchase frequency in Flipkart.com. 

 

RESEARCH METHODOLOGY 
Regular Customers of Flipkart.com in India are the sampling units. After Focus Group Discussions, it has been defined that customers are Regular when they 

purchase thrice or more a year from Flipkart. Reaching these regular customers in most parts of the country was possible through an email survey using Google 

Doc. The sampling frame is the authors’ social network colleagues, seniors, and Management students and Graduates who represent the online buying public in 

different parts of India. A structured and non-disguised questionnaire containing the customer engagement metric elements and metrics for demographic 

information was sent by email through Google Doc to 700 of the network group members. Ninety seven completed data forms came in, out of which 74 were 

from those who bought thrice or more from Flipkart in one year (2012). The data were aggregated in Google Drive, converted into Excel format and transferred 

to IBM SPSS package. Therefore, although random, a convenient sampling methodology was employed to reach the sample size of more than 60. Univariate, 

bivariate and multivariate data analysis techniques were used to glean information from the data structures. 

 

RESULTS AND DISCUSSION 
Among the multivariate analyses of Logistic Regression, and Discriminant Analysis, we understood the easier interpretability of the latter in most of the journals 

and presentations. 
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FINDINGS 
The age groups, and the gender break-up of the sample respondents were as below: 

 

TABLE 1: AGE GROUP  AND GENDER MIX OF THE SAMPLE OF FLIPKART CUSTOMERS SURVEYED IN JAN- MARCH, 2013 

 

Age Group Gender Total 

Female Male 

Age Group 13 - 19 0 1 1 

20 - 29 21 66 87 

30 - 39 0 4 4 

40 - 49 0 3 3 

50 - 59 0 2 2 

Total 21 76 97 

The break-up of the customers who bought thrice or more from Flipkart in the last year(2012) was as shown below: 
 

 Gender Total 

Female Male 

Age Group 13 - 19 0 1 1 

20 - 29 19 45 64 

30 - 39 0 4 4 

40 - 49 0 3 3 

50 - 59 0 2 2 

Total 19 55 74 

These 74 hailed from the following locations: 

TABLE 3: GEOGRAPHICAL BREAK-UP OF THE RESPONDENTS: 

Cities / Towns Hailing from 
Gender 

Total Female Male 

Which city or town are you 

working in/ studying in? 

Bangalore 1 14 15 

Chennai 0 1 1 

Chhatarpur 0 1 1 

Cochin 0 1 1 

Gurgaon 0 2 2 

Hyderabad 1 2 3 

Kanpur 0 1 1 

Mangalore 0 1 1 

Manipal 16 25 41 

Mumbai 1 2 3 

New Delhi 0 2 2 

Pune 0 1 1 

Trivandrum 0 1 1 

Udupi 0 1 1 

Total 19 55 74 

The income and education profiles of them were as below: 
 

TABLE 4: MONTHLY FAMILY INCOME FROM ALL SOURCES  AND  GENDER CROSS TABULATION 

 
Gender 

Total Female Male 

Monthly Family Income from all sources 30,000 - 49,999 2 7 9 

50,000 - 69,999 4 12 16 

70,000 - 89,999 3 11 14 

90,000 or more 9 19 28 

Less than 30,000 1 6 7 

Total 19 55 74 
 

TABLE 5: EDUCATION AND GENDER CROSS TABULATION 

Education Group Gender Total 

Female Male 

Education Degree (General) 1 3 4 

Post Graduation (General) 4 7 11 

Post Graduation (Professional) 10 38 48 

Professional Degree 4 7 11 

Total 19 55 74 

Analysis of their frequency of purchase from Flipkart is shown next: 
 

TABLE 6: HOW MANY TIMES HAVE YOU PURCHASED FROM FLIPKART IN THE LAST ONE YEAR (2012)? 

1=thrice,2= 4-6 times,3= 7-9 time, 4=10-12 time, and 5=more than 12 times Gender Total 

Female Male 

 1 5 9 14 

2 6 22 28 

3 7 16 23 

4 1 3 4 

5 0 5 5 

Total 19 55 74 
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Forty-three percent (43%) have purchased 7 or more times, and 81% purchased 4 or more times. 

Customers who rated the rational loyalty factor variables 1 High (7or6) and 2 Low (>6) and the customer engagement factor variables follow: 

 

TABLE 7: OVERALL SATISFACTION RATING OF THE REGULAR CUSTOMERS (HIGH AND LOW) 

1=High; 2 =Low Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 70 94.6 94.6 94.6 

2.00 4 5.4 5.4 100.0 

Total 74 100.0 100.0  

 

TABLE 8: INTENT TO REPURCHASE RATING HIGH AND LOW 

 Frequency Percent Valid Percent Cumulative Percent 

 1.00 67 90.5 90.5 90.5 

2.00 7 9.5 9.5 100.0 

Total 74 100.0 100.0  

 

TABLE 9: INTENT TO RECOMMEND RATING HIGH AND LOW 

1 =High; 2  =low Frequency Percent Valid Percent Cumulative Percent 

 1.00 68 91.9 91.9 91.9 

2.00 6 8.1 8.1 100.0 

Total 74 100.0 100.0  

 

TABLE 10: CONFIDENECE1RATING (HIGH OR LOW) 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 63 85.1 85.1 85.1 

2.00 11 14.9 14.9 100.0 

Total 74 100.0 100.0  

In the most difficult of the emotional engagement metrics of Passion1 (Flipkart is the perfect company for people like me), around 61% rated it as High ( a rating 

of 6 or 7 in the Likert scale). 

TABLE 11: PASSION1RATING HIGH OR LOW 

  

 

 

 

 

The only emotional engagement metric that showed less than 50% high raters was Passion2 (Flipkart is  

becoming a positive part of my life). 

TABLE 12: PASSION 2 RATING HIGH AND LOW 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 28 37.8 37.8 37.8 

2.00 46 62.2 62.2 100.0 

Total 74 100.0 100.0  

Except in the case of Passio2 (Flipkart is becoming a positive part of my life), fully engaged percentage of the customers is more than 50%. If the paired 

responses of Passion 1 and Passion 2 are combined, then the average rating is 51.50%: 

 

TABLE 13: PASSION UNIT RATING HIGH AND LOW 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 35 47.3 51.5 51.5 

2.00 33 44.6 48.5 100.0 

Total 68 91.9 100.0  

Missing System 6 8.1   

Total 74 100.0   

TESTING OF THE HYPOTHESES 

The two null hypotheses individually relevant to the customers of Flipkart are: 

H01: The Gallup formula for customer engagement does not operate in the Indian context with reference to Flipkart 

When the reliability statistics are looked at, one gets the strong relatedness of the Rational Loyaly factors with a Cronbach’s Alpha of 0.82 and the emotional 

engagement factors (Cronbach’s Alpha is 0.924). Majority of the customers rate each of the variables at the fully engaged level of 7 or 6. This is to significantly 

show that the CE metric operates well in Flipkart in the Indian context. 

H02 : Experiential Branding practices of Flipkart.com do not give it differentiating advantages. 

If fully engaged customers are those contributing to the highest levels of profits and goodwill of well-run organisations, then it is proved that Flipkart is a clear 

beneficiary of the CE practices, as more than 50% of its customers are rating even the most difficult of paired variables (Passion) at 51.50%. 

H03 : There are no discriminating variables among the Gallup’s customer engagement model impacting purchase frequency in Flipkart.com. 

When Discriminant Analysis was applied on the data structure, it is the Confidence1 factor (Flipkart is the name I can always trust) which clearly discriminates 

the equation. D =-10.145 + 1.668 Confidence1, where D is the Discriminant score that places the respondent into a binary dependent variable of High Intensity 

Purchase of more than 7 times a year, or a Low Intensity Purchase of  6 or less a year. In general, if the confidence1 rating is more than 6.08, the resulting 

positive Discriminant score will indicate that the customer is likely to be a  High Intensity Buyer. As the Likert scale is from the low of 1 to the high of 7, a score 

around 6 denotes a top bracket high score. It may be noted that one factor alone (Confidence 1) discriminates the equation. 

 

RECOMMENDATIONS/ SUGGESTIONS 
Confidence1, at the starting levels of emotional engagement of the customers is the factor that discriminates the customers into High attachment levels that 

would result in Experiential Branding. This in turn leads to avowed goals of better word of mouth, higher loyally, and overall inimitable benefits to the 

organisation and the customers, and the intermediaries in the service / delivery chain. More attention can be focussed on basic levels of emotional engagement 

like Confidence 1. Overpromising and under delivering could strike at the very root of Experiential Branding (‘Million or Billion sale’ kind of attention-grabbing 

strategies might more than erode the brand value of the organisation.  

1 = High; 2 =Low Frequency Percent Valid Percent Cumulative Percent 

Valid 1.00 45 60.8 60.8 60.8 

2.00 29 39.2 39.2 100.0 

Total 74 100.0 100.0  
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CONCLUSIONS 
Flipkart.com in 2012 was demonstrating how most of the customers (when engaged rationally and emotionally) can create an impetus to the company for faster 

growth and leadership in the e-commerce arena. On all the seven parameters of customer engagement and Experiential Branding, more than 50% of the 

respondents rated the metrics very high. These high ratings (many in the region of 80%) showcase that Gallup’s formula for customer engagement was 

applicable in the Indian context with specific reference to Flipkart.com. It also shows that highly engaged customers provide differentiating advantages like 

customer retention, better word of mouth and newer customers, and a snowballing impact on overall growth and brand equity. It also brings in higher 

expectations which continue to be the crucial discriminating variable for the clear success of an online retail firm. If basic engagement metrics like promise and 

delivery go even partly wrong, it could be difficult to differentiate and command relevance and premium.  

 

LIMITATIONS 
The study could have included in the sample some customers with lower educational profile, too. Some more responses could have added to the breadth of the 

study. 

 

SCOPE FOR FURTHER RESEARCH 
With many more sellers coming into the e-commerce market places like Flipkart.com, they could be more prone to getting into troublesome areas for the 

customers. So, the basic levels of emotional engagement like the confidence metric could be studied with more relevance now. 
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APPENDIX 
QUESTIONNAIRE TO THE CUSTOMERS OF FLIPKART.COM 

As part of a doctoral research, I am studying the satisfaction levels of the customers of Flipkart.com. I will be thankful, if you could spare a few minutes and 

answer these questions. The data are exclusively for the purpose of the doctoral work with the Kuvempu University. 

1. Overall, how satisfied are you with Flipkart? 

 

Not at all 

Satisfied 1 

Mostly Not 

Satisfied 2 

Partly Not 

Satisfied 3 

Neither Satisfied nor 

unsatisfied 4 

Partly Satisfied 

5 

Mostly Satisfied  

6 

Fully satisfied 

7 
       

2. How likely are you to buy from Flipkart  again? 

 

Least Likely  1 Most Unlikely  2 Partly Unlikely  3 Neither Likely nor Unlikely 4 Partly Likely  5 Most  Likely 6 Fully Likely 7 
       

 

3. How likely are you to recommend Flipkart to your friends / relatives? 

 

Least Likely  1 Mostly Unlikely  2 Partly Unlikely  3 Neither Likely nor Unlikely 4 Partly Likely  5 Mostly Likely 6 Fully Likely 7 
       

The following are statements relating to your level of relationship with Flipkart. Please indicate your levels of agreement with the statement on a 1 to 7 

scale; 1 meaning completely disagree, and 7 meaning completely agree. 

4. Flipkart is a name I can always trust 

 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
       

 

5. Flipkart always delivers on what it promises 

 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
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6. Flipkart  always treats me fairly 
 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
       

7. If a problem arises, I can always count on Flipkart to reach a fair and satisfactory solution 
 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 

       

8. I feel proud to be a Flipkart customer 
 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
       

9. Flipkart always treats me with respect 
 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
       

10. Flipkart is the perfect company for people like me 
 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
       

11. Flipkart is becoming a positive part of my life. 
 

Completely Disagree 

1 

Mostly Disagree  

2 

Partly Disagree 

3 

Neither Agree nor 

Disagree 4 

Partly Agree 

5 

Mostly Agree  

6 

Completely Agree  

7 
       

12. How many times have you purchased from Flipkart in the last one year (2012)? 
 

1 2 3 4 5 >5 

13. What are the top 3 items you have purchased from Flipkart in 2012? 
 

Rating Items of purchase Books/ Cameras/ computers/ clothing/ Computer stationery/ home appliances/ perfumes/toys 

1   

2   

3   

14. If you want to describe your engagement with Flipkart in a few words, what would those be? 
 

1  

2  

3  

15. From where did you hear about Flipkart? (Rank, if necessary) 
 

Word of mouth TV advertisement Print advertisement Hoarding Social Networking Sites Others (Specify) 

DEMOGRAPHIC DATA 

 

16. Your  Name 

 

17. Age group 

13 - 19 20 - 30 31 - 40 41 - 50 >50 

18. Education  

Below 12 12  or Pre Degree Degree BSc, BA, BCom Professional Degree Post Graduation PhD and above 
       

19. Occupation 
 

Student Home 

maker 

Govt. Service 

(State) 

Govt Service 

(Central) 

Quasi-Govt 

service 

Private 

Sector job 

Employed in the 

Middle East/ Abroad 

Self-

Employed 

Retired / 

Unemployed 
         

20. Monthly Family Income(Rs) 
 

< 10,000 10,000 – 30,000 30,001 - 50,000 50,001 – 70,000 70,001 – 90,000 >90,000 
      

21. Most used Social Networking sites 

FaceBook MySpace Orkut Twitter Blogs Others 
      

22. Most Listened to FM Radio Stations 

Radio Mango Big FM Radio Mirchi Red FM Others Others 
      

23. Motor vehicles you own or your family owns 

24. Which city/ town are you working in?  

25. Which city/ town/place are you resident of currently?: 

26. Which type of buying do you prefer from Flipkart? 

 

Cash-on Delivery Using debit or credit card 
  

For contacting you for further study, would you please give your Your email id and your mobile phone No. 

Thank you very much for your contributing to this study. 
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