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Impact of Social Media Marketing
Communication on Millenials’ Brand
Perception

Dr Renuka Pediredla
GITAM Institute of Management

Dr Padmaja P.L
DCMS, Andhra University (guest faculty)

Prof. V. Krishna Mohan

Department of Commerce and Management Studies, Andhra University

Abstract

The main purpose of this paper is to examine and analyze the impact of social
media marketing communication on customers (Millennial) perception towards
brands or products who are exposed via social media. Through this study, the
researchers evaluated different variables of social media communication on
customers’ brand perception. This study investigates the brand perception of
customers by different means of information via social media. In this study,
Facebook, Twitter, LinkedIn, YouTube, WhatsApp are collectively taken as
social media. The number of Social Media users is increased worldwide
by 9% to 3.484 billion. An increase of 10% in users using social media via
mobile phones to 3.26 billion also emphasizes the hidden opportunity in that
social medium to communicate, engage and sustain the relationship with the
customers. Organizations worldwide took this trend and started spending. In
2019 companies are expected to spend $93 billion on social ads. Even small
to medium-sized business houses are spending on YouTube ads, which were
doubled in the past two years. They were also concentrating on Pinterest ads,
which had seen a growth of 50% from 2017 to 2018. All these statistics are
emphasizing the importance of SMM and at the same time, a good chunk of
the promotional budget is eaten by social media. 90% of the brands are using
social media to create brand awareness. Users also started talking via social
media, which led to user-generated content. Brands have become much more
cautious with these developments and started targeting users with new forms
of communicating in the form of stories and also advertisements using short
span videos, AR and VR. Millennials represent the people born between the
years 1980 to 1994. As their age is growing so as their preferences and brand
perceptions keep changing. This study was carried out with an objective of their
changing perceptions towards different products with the advent of time. Now
all the respondents were taken in the age group of 24 to 38 years.
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Relational vs. Transactional Marketing
Strategies: A Study on Banking Sector of India

Archita Pal Choudhury, Dr AmitKundu
Maulana Abul Kalam Azad University of Technology, Kolkata

Arabinda Bhattacharya
University of Calcutta, Kolkata

Abstract

The paradigm shift in marketing strategies seems to be natural for an
organization operating in the highly competitive environment of the present
times. To reduce the perceived environmental uncertainty through a trust-
based relationship between buyers and sellers, organizations are focusing
more on enhancing performance and building brands. Therefore, the use
of relationship marketing may be more effective than the use of the more
opportunistic transactional marketing philosophy in an uncertain business
environment. To profile marketing practices, the conceptual framework
comprising of all the possible strategies for effective buyer-seller exchanges
to derive specific measures of marketing practices has been developed to
examine the emerged parameters involved in transactional and relational
marketing practices. The framework allows for the development of a
measurement model that identifies four distinct constructs of marketing
practices: Transaction Marketing (TM) and Relationship Marketing (RM).
The forms of relationship marketing are classified as: a) Database Marketing
(DM) b) Interaction Marketing (IM) and c¢) Network Marketing (NM).

An attempt has been made in the present study to identify all the
possible constructs to define the marketing practices such as Transaction
Marketing (TM), and all forms of Relationship Marketing (RM) namely,
Database Marketing (DM), Interaction Marketing (IM), and Network
Marketing (NM). Then, emerging factors from each of the marketing
practices are determined considering the units of financial sector comprised
of private and public banks using factor analysis. The emerged factors from
the identified broad parameters of each marketing practices would help the
industry practitioners to understand the market dynamism in the banking
sector in formulating the policy prescription in the competitive market.



Impact of Adult Humor Advertisements on
Consumer

Suraj Bulchandani, Simran Joshi
Ahmedabad University, Ahmedabad

Abstract

The journey or the evolution of humour advertising in Indian Advertising
industry according to one of the researches has been from laughing-out-
loud at others to laughing out at us. Some of the big companies like Amul,
Pepsi, Fevicol, Happy Dent, and Vodafone, etc. have successfully managed
to push their intended message that they want to deliver with a humorous
execution.

The integral aim of our research paper is to acknowledge that why
several companies continuously use adult humor as a crucial part in their
advertisements. What are several reasons for doing such advertisements can
be known? We also want to know how effectively their advertisements have
delivered the product through an adult humor ad. If such advertisements
are successful in their ways then which factors have mainly contributed
in its success will be known. The main reason for performing a research
on this topic is to know how creatively companies mould their thoughts to
perform perfect clay and also understand how such advertisements become
outstanding from all other advertisements. Everyday people are exposed
to large number of advertisements. There are thousands of products in the
market and it would be interesting to know why and how people respond
to different advertisements. We thought that it would be interesting to
concentrate on humorous advertisements since they are great part of
advertising today. For our research, we have used 3 companies into account
namely, Doritos, Hanes, and V-Guard. Doritos is a flavored tortilla chips
companies, Hanes is a clothing company and V-guard is electrical appliances
manufacturer. We have chosen 3 different sectors for our research in order to
know the effectiveness of adult humor advertisements. Hence our study will
analyse consumer approach through generated hypothesis.
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Relationship between Personality, Job
Involvement and Leader-Member Exchange
Relationship in the Manufacturing Industry of
India

Yamini Prakash Sahay

International Management Institute (IMI), Bhubaneswar

Abstract

The current study explores the relationship between the personality, job
involvement and leader member relationship. The Structural Equation
Modelling technique has been used to find out the nature of relationships
and linkages among variables. Employees from the Aluminium and Steel
industry of India have been successfully surveyed for the purpose of the
study, the participants are mostly engineers and technical managers across
different hierarchical levels and having varied years of experience. Results
of Multiple Regression, Covariance, Path Analysis and Model-Fit Indices
have been presented to show the relationships obtained in the study. Findings
show mediating effect of Job Involvement between two personality related
independent variables and leader-member relationship. A high and highly
significant Chi-Square has been obtained for the model. RMSEA has been
satisfied and GFI is approximating. The Incremental Model Fit has also
been satisfied, although some values are approximating. Absolute Model Fit
has been achieved in the study.



Motives and Product Choice as Gift: Conceptual
framework

Drishti Mahajan
Punjab University, Chandigarh

Abstract

This paper seeks to develop linkages between consumer motives and
product selection variables in case of gift buying behavior. Although gift
buying phenomenon has been studied with respect to various fields, yet
marketing literature has received comparatively less attention. Since product
selection process in case of gift buying differs from that of purchases made
for self-consumption, this paper has reviewed various motives involved in
gift giving literature and further used them for the purpose of preposition
formulation. This paper incorporates literature review approach in order to
develop the conceptual paper based upon the previous works. This paper has
formulated various prepositions linking different gift giving motives and
product selection variables. These are product attributes, product design,
price level and packaging.

Scope of the prepositions made is limited to the gift giving among
friends. Further, research is limited to physical form of product and other
forms of consumption, like services and experiences, are not included in the
research efforts. This paper adds to the field of gift buying literature with the
focus on marketing context. There is lack of frameworks linking gift giving
motives and product selection to be studied under single model.

e

Book of Abstracts

of the 2019

[IM Indore — NASMEI
Summer Marketing
Conference



ec

Book of Abstracts

of the 2019

[IM Indore — NASMEI
Summer Marketing
Conference

Digital Cause-Related Marketing Campaigns:
Relationship between Brand-Cause Fit and
Behavioural Intentions

Shruti Gupta, Meenakshi Handa
Guru Gobind Singh Indraprastha University

Abstract

Cause-related marketing can be described as strategies where a firm “makes
a philanthropic commitment to a societal need or ‘cause’ through a specific
campaign that is promoted to and requires participation from consumers”
(Tangiri et al, 2010, p.35). There has been an increase in the number of firms
engaging in cause-related marketing (CRM) campaigns in India in recent
years. This could be a reflection of the consumers’ rising concerns and
desire to engage with social causes around them and the human aspiration
for ‘being good by doing good’(Steger, et al, 2008). CRM initiatives have
been frequently described as a ‘win-win’ effort for all stakeholders involved.
CRM initiatives have been found to positively impact attitudes towards the
brand (Lafferty & Goldsmith, 2005) as well as consumer purchase intentions
(Lafferty & Edmondson, 2009).

With the rapid penetration of the internet and social media, firms have
embraced digital channels to launch their CRM efforts. Many CRM strategies
have gone beyond the quintessential ‘revenue-producing exchanges’
(Vardrajan and Menon, 1998) and are inviting consumer participation, often
online, through a range of activities. It is, however, imperative for marketers
to understand the set of factors that impact the probability of success of these
campaigns. The fit between the sponsor and the promoted cause is one such
factor (Trimble and Riffon, 2006; Gupta and Pirsch, 2006). Compatibility
refers to the association between the image, positioning, and target market
of the sponsor and the image and target of the cause (Ellen et al, 2000).

The study examines consumer perceptions of select digital cause-related
marketing campaigns in terms of the fit between the brand and the cause
being promoted. Further, it investigates the relationship between perceived
brand-cause fit and consumer willingness to participate in the campaigns as
well as inclinations to engage in positive word-of-mouth about the campaign
and purchase intentions. The relationship between consumer demographics
and perceptions of brand-cause fit is examined.



Digital Stock Market Investors’ Losses and
Remedy of Warren Buffett’s Investing Strategy:
A Case Study of Jalgaon District’s Investors

Dr Mukti Katariya
Assistant Professor
Trinity Institute of Management and Research, Pune

Dr Seema Joshi
Director
School of Management Studies, North Maharashtra University, Jalgaon

Abstract

The nature of financial market has changed drastically; Indian investors today
have to endure a sluggish economy, the steep market declines prompted by
deteriorating revenues, alarming reports of scandals ranging from illegal
corporate accounting practices to insider trading to make investment decisions.
Stock market performance is not simply the result of intelligible characteristics
but also the emotions that are still baffling to the analysts. Investment decision
and return on investment are based on strategy applied by investors at the time
of buying, selling or holding stock. This paper aims at to study parameters
followed by Warren Buffett, its application by Jalgaon district investor and
return on their investment. The major focus of study is to find out parameters
of investor’s strategy responsible for investment losses and suggest remedial
strategy adopted by Warren Buffett as an individual investor. For this purpose,
300 investors from Jalgaon district belong from different strata are considered.
Questionnaire based on parameters of investment usually practiced by
investors is prepared; study also compare return between investor’s personal
strategy and Warren Buffett’s strategy and prove which strategy give highest
return. The study disclosed that investors follow wrong strategy of investment.
Similarly, there are various factors responsible for stock market speculation and
inefficiency. These all mutually cause for investors losses. The paper suggests
remedial strategy of Warren Buffett, which can be followed by all investors at
time of buying and selling, at any market condition that bring them huge profit.
The study is first attempt by author that explains Warren Buffett’s strategy is
simple and easy to adopt by rural inhabitants and give handsome return on
their investment. The contribution of paper includes investment model that is
easy to understand and follow by all investors and brokers.
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Integration of Digital Technology in Small and
Medium Enterprises (SMEs) and its Impact
on Perceived Organizational Performance: An
Empirical Investigation Among Enterprises in
the State of Kerala

Dr Latha K, Dr Roji George
Saintgits Institute of Management

Abstract

This empirical research is an attempt to measure the impact of adoption
of digital technology in all areas of businesses of SMEs on its perceived
organizational performance. Descriptive research design is used to explore
the hypotheses postulated for the study. The primary data for the study is
collected through surveys conducted among the top-level officials and IT
managers of SMEs of rubber products manufacturing industry of Kerala.
It is identified through this study that major digital technology measures
such as Usefulness of Web Portals (UWP), Customer Interface through
Web Portals (CIWP), and Major Functionalities of Web Portal (MFWP)
have a significant impact on the performance of SMEs, while factors
such as, ‘Use of Online Activities in Marketing Efforts(OAME)’, ‘Online
Advertisements and Promotion (OAP)’, ‘Availability of Trained and Skilled
Employees(ATSE)’, and ‘Technological Resources (TR)’ need further
interrogations on its impact on perceived organizational performance in the
selected industry.

As the study concentrated on a specific industry, there is limited scope
for the generalizability of the results to other industrial areas. The practical
implication of the study is that the study results provide insights to the
policy makers to provide special incentives and exemplary services to
MSEs for promoting the use of digital technology in the rubber products
manufacturing industry of Kerala.

This study expands the scope of the investigation of the adoption and
diffusion of digital technology by measuring the impact of a broad range of
digital technologies on SMEs. Also, it has taken a variety of organizational
performance measures of SMEs.



Understanding Effects of Facebook
Gratificational Stimulants on Gender

Sabyasachi Dasgupta, Priya Grover
O.P. Jindal Global University
BrandMavs LLP

Abstract

Social media as a platform has gained a lot of currency in the last couple of
decades. The screen gratification among millennial media consumers have
created a culture of digital scape where a world exists as virtual beyond
the control of the real world. Facebook has emerged as one of the most
popular social media platforms that millennial consumers use in today’s
world. So, an understanding of Facebook in terms of its gratification among
today’s youth is an interesting proposition for research. Relying on the
Uses and Gratification theory propounded by Kartz and others, this paper
tries to understand how gender as a dependent construct plays a relational
role between attitude, usage and gratification. Drawing 16 gratificational
stimulants from literature review, a quantitative analysis was executed
through SPSS with 142 correct millennial responses. It was found that
in many parameters, male and female had different gratificational effect.
Clubbing those parameters, it was further analyzed to understand that there
is an attitudinal difference regarding Facebook among the genders. This
understanding led the research to interpret a relationship between attitude
of the gender, behaviour of the gender and the gratification derived out of
the behaviour or the uses of the gratificational stimulants. The research
proposes a novel model of Attitude, Behaviour and Gratification, which
would help both the Facebook Company and the marketing organizations to
deliberate on the dependent variable of gender to analyze the gratification of
Facebook and other social media in the digital scape of the future.
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Causes and Magnitudes of Trust in
E-Commerce Context: An Emerging Economy
Perspective

Doddahulugappa Goutam, Gopalakrishna B.V
National Institute of Technology Karnataka, Surathkal

Ravi Kumar S.P
Proudhadeveraya Institute of Technology, Hospet

Abstract

Online shopping is one of the fastest growing businesses across the globe.
Buying from online platform has become one of the most attractive trends
in the digitalization era. The main purpose of this investigation is to
explore that, how and what makes internet customers to trust e-commerce
websites in this 2 1st-century digital marketing war? Moreover, what factors
influences on them to repurchase from the same website? To answer these
research questions, we have developed a theoretical framework. A survey
questionnaire was developed with the help of previous literature. 5-point
Likert scale was used to measure the items. The survey method was
adopted to collect the data. A total of 295 responses were collected from
the Indian online shoppers. The proposed hypotheses were tested by using
the structural equation modeling technique (SEM) on the final dataset. The
empirical results showed that website reputation, privacy, and information
quality have significant and positive effect on both e-satisfaction and e-trust.
Further, both e-satisfaction and e-trust have a positive and direct effect on
repurchase intention in the online shopping environment.

10



Impact of Digital Marketing on Consumer
Buying Behavior

Nidhi Sharma, Raksha Thakur, Khushboo Makwana

Prestige Institute of Management and Research, Indore

Abstract

Digital Marketing has changed the way people buy products or services.
Internet, smart phones and mobile apps are the buzzwords today and an
imperative and convenient media for day-to-day needs and wants. As there
is proliferation in use of such medium, business in current time has largely
become digital. Consumers have access to a wide range of services available
on digital platforms, especially the apps offered on mobile phones. With that
companies are extensively adopting digital medium for marketing. Ranging
from product delivery to service delivery, companies provide variety of
offers digitally attracting new age consumers. It is therefore interesting
to study impact of digital marketing on consumer buying behavior. Since
organized online cab service industry has experienced a boom in demand
in India from a couple of years, current study attempts to study impact of
digital marketing with special reference to organized online cab services.
The study highlighted that digital marketing has a substantial impact on
organized online cab services. Hence, companies must spend more of
their marketing budget on digital media rather than traditional media. This
study will also provide useful implications to the marketing managers of
transportation industry as well as academicians and will provide them
useful insights about the consumer behavior towards organized online cab
services.
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Consumer Attitude and Acceptance towards
Mobile Game Advertising

Pankhuri Mamidwar, Vibha Suhas Bhilawadikar
K.J. Somaiya Institute of Management Studies and Research, Mumbai

Abstract

In recent years, the mobile penetration in India has increased rapidly with
the rise in number of smartphone users. Because of this penetration, lot of
Indians of different age groups are spending huge amount of time on their
mobile phones and have developed special enthusiasm in playing games
on their phones. Therefore, advertising on mobile phones through gaming
applications have turned out to be well known and appealing suggestion
for different organizations belonging to different sectors. Marketers are
investing huge amount of money on Mobile Game Advertising to tap
the right target audience and place their brand product advertisements
on gaming console, which will leave the consumer with positive feeling
towards the brand. A lot of studies have already been conducted in the arena
of games and advertising. However, Smith et al. (2014:95-97) found that
many publishers completely focus on one type of Digital Game Advertising
format and ignore the other types. So, there is a lot of ambiguity and
misinterpretation in this digital gaming arena. To give the proper structure
to Game Advertising, Smith proposed a conceptual framework and defined
the advertising types precisely.

Lot of research has been done to understand the consumer behavior
and attitude towards mobile games, different advertising formats, gamers
profile, digital game mediums, preferred mediums and the effects of Game
advertising on gamers playing experience and also on their purchase
intention. Lot of experiments is done on the gaming platform to place the
advertisement, so that the ad placement does not deter the players gaming
experience.

This thesis studies about the consumer attitude and acceptance towards
Mobile Game Advertising. It investigates about the gamer’s attitude and
acceptance level towards different advertising formats like In-game
advertising, Advergames, Around-Game Advertising and Rewarded
advertising.

12



Importance of Satisfaction and Trust in Loyalty
Development: In an Online Shopping Setting

Doddahulugappa Goutam, Gopalakrishna B.V
National Institute of Technology Karnataka, Surathkal

Ravi Kumar S.P
Proudhadeveraya Institute of Technology, Hospet

Abstract

In an increasingly competitive business environment, the success of
e-commerce depends largely on consumer’s satisfaction and loyalty. Loyal
customers will help organization to maximize the profit and increase the
market share. This investigation aims to understand the role of customer
satisfaction and trust in developing loyalty in business to consumer (B2C)
online shopping environment. Based on earlier research, we have developed
a theoretical model and hypotheses are developed regarding the main
factors of satisfaction and their relation to trust, attitudinal, affective and
cognitive loyalty. The conceptual model was tested with the data from 250
Indian online shopping customers using a mail survey. SPSS and SEM 23.0
were used to analyze the data. Confirmatory factor analysis and structural
equation modeling was assessed to examine the proposed hypotheses. The
results indicated that e-satisfaction has a significant and positive impact on
e-trust, attitudinal loyalty but not on affective and cognitive loyalty. E-trust
is the strong predictor of cognitive loyalty, and it has a positive influence
on cognitive loyalty but has no impact on attitude and affective loyalty. We
have also discussed about study implications, limitations and directions for
the future study at the end.
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Adoption and Continuous Usage of Mobile
Applications for Online Food Delivery (OFD)
Aggregators: Integrating UTAUT?2 and
Expectation Confirmation Theory (ECT)

Shweta Shirolkar, Kanchan Patil
MIT World Peace University, Pune
Symbiosis International (Deemed) University, Pune

Abstract

Mobile applications are the platforms that can be used to facilitate
M-commerce through different activities like order tracking, online
purchase, location-based services and gaming. Mobile applications are
downloaded from application distribution platforms like Apple Store or
Google Play store. Some of these apps are free and some are categorized
into paid apps. There are of plethora of applications across the industries
like banking, food service, telecom, education and retail. M-commerce has
been the primary driver for the momentum in collaborative consumption
in recent years. Collaborative consumption or sharing economy is a
socioeconomic ecosystem, which is built around sharing the physical
resources. Collaborative consumption/sharing economy have been on an
exponential growth over the last couple of years. Technology plays a pivotal
role and proliferation of mobile devises has heralded digital catalysis
for growth. Three major industries under the collaborative consumption
economy are transportation, (Uber, Ola) Food and Beverage (Swingy,
Zomato, Uber eats) and Hospitality (Airbnb).

Theoretically IT adoption and IT Continuance are two different
phenomena. Previous studies have made different attempts to study and extend
the adoption frameworks and theorizing it with continuance usage partially.
This research addresses this gap by capitalizing on integrating Unified
Theory of Acceptance and Use of Technology 2 (UTAUT2), (Venkatesh
et al., 2003) and Expectation Confirmation Model (Bhattacharjee, 2011),
which are two dominant models used for adoption and continuance usage.
This integration is anticipated to enhance the predictive ability of the model
not only for adoption, but for continuance usage of OFD aggregators. Thus,
it is significant to explore the motivation factors of consumers for adoption
and continuous usage of Mobile application for OFD aggregators.
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Transforming Shopping Style: Empirical Study
on Hindrances in Online Shopping

Chand Prakash, Amit Dangi, Kanchan Yadav
Assistant Professor, SGT University, Gurugram

Abstract

The purpose of this paper is to identify and study various risks that stop
potential online shoppers to shop online. A total of 268 potential online
shoppers were personally surveyed with a structured questionnaire.
These respondents were from Gurgaon city. Exploratory factor analysis
and regression analysis was used to assess the potential consumers’ risk
perception towards online retailing.

It was found that potential online shoppers considered Product risk,
Privacy risk, Time risk, Social risk and Security risk to be important while
thinking of online shopping. Among all these risks Security risk was found
to be on potential online buyers’ mind followed by Product risk, Social
risk, Privacy risk and Time risk. Online shopping behavior was dependent
variable in the study.

This paper analyses the buying behaviour of the potential consumers
with respect to online shopping and can be different from those of existing
online shoppers. Also, study was conducted on limited geographical area of
Gurgaon city only. The results may help the online retailers to understand
a diversified set of risks that potential customers feel for online shopping,
so that they can come up with the strategies to combat these risks in the
emerging online retail sector in India.

Majority of studies have taken existing customers of online retail
however; present study has taken potential customers who had no prior
experience of online shopping as its sample. The topic is relatively less
researched in emerging markets especially where policies for online retail
is still in its amendment stages.
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Mann Ki Baat: Attempt to Build Voter Connect
Through Engagement

Bijal Mehta, Rasananda Panda, Kuldeep Brahmbhatt
Amrut Mody School of Management, Ahmedabad
MICA, Ahmedabad, ICRM India

Abstract

Mann Ki Baat, a radio talk show by Prime Minister Shri Narendra Modi,
along with a Twitter handle, MyGov portal and a YouTube channel have
been effective media for communicating governance to the electorate with a
dialogic process (Ruparelia, 2015). Mann Ki Baat is a monthly address by
the Prime Minister to the county on All India Radio about the government
and its initiatives including various government schemes, policies and
pressing issues of the society. Sen (2016) noted about this initiative as an
innovation by the Prime Minister Shri Narendra Modi to reach a larger mass
by capturing all the segments of the society.

While it does address larger masses, it is observed that it has preferred
to skirt controversial issues (Sen, 2016). Despite greater discussions around
Mann Ki Baat in public domains of social media and news media, there
is limited attention given to this when it comes to academic research.
This paper therefore is important from two perspectives. At macro level,
an understanding of such communication relating to governance would
contribute to the discipline of political science and communication. At
micro level, the themes abstracted from such communication would yield
the motives of the government. Thus, the study attempts to understand the
communication of governance considering the case of Mann Ki Baat.
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Factors Influencing the Post Buying Experience
of Online, Offline and Click & Collect

P. Vidhyapriya, M. Mohanasundari, A.P. Sailendharani

Kongu Engineering College, Perundurai, Tamilnadu

Abstract

Today the need of the consumer market is to think fresh that how to identify
and satisfy their potential customers of online consumer market. Marketers
must have to employ a strategy of segmentation, screening the market as
being made of small segments based on their buying behaviour. Consumer
behaviour for online shopping cannot be same as used in traditional
marketing, as the concept brings with it unique features of offerings to
the customer. Thus, there is a need to study online consumer behaviour
as distinct from traditional consumer behaviour. This work attempts to
answer the questions raised and to attempt to understand the needs of online
consumers. The questionnaire administered to 500 respondents shows the
following consumer behaviour for the respondents. Few Forms were rejected
because of inappropriate data. Thereby 493 responses were considered
for analysis. The statement of the problem is identifying the customers
satisfaction level is very difficult. If the customers are not satisfied with the
service and product quality that are provided by the store, they change their
store to buy the product. This research aims in examine the various factors
involved in the online and offline of post buying experience satisfaction
level and the click and collect. We collected data from 10 corporations in
Tamilnadu through Google forms in online. Factor and regression analysis
were used for data analysis. KMO value is 0.813, which is greater than 0.5
so the factor analysis can be performed. Using this analysis 19 variables are
reduced to five factors such as offline benefits, online facility, online general
benefits, offline general benefits, store extra facility. This study suggested
that, since there are some major problems related with Ecommerce like
delay in dispatching the product and poor quality, the online companies
have to take corrective measures.
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An Examination of Consumer Adoption of
Internet of Things (IoT) in Banks

Fatehi Ali Mohammed Almugari, Parul Bajaj
Aligarh Muslim University, Uttar Pradesh

Abstract

The purpose of this study is to find the impact of awareness, privacy &
safety, cost, convenience, status and habits on the adoption of IoT. Further,
it checks the impact of these influencing factors (if any) in case of customers
of different banks. The universe of the study is the total number of the
customers of different banks out of which the sample size of 467 customers
has been taken for the study. The primary data has been collected through
a self-constructed questionnaire that contains 29 statements. The EFA
and CFA are applied for testing the reliability and validity as well as the
suitability of the questionnaire for the purpose of the research. Moreover,
the SEM model is used for testing of the hypothesis of the study, both CFA
model fit, and SEM model indices are found satisfactory in comparison
with recommended values. SPSS and AMOS software has been used for
the statistical testing.

The results reveal that convenience and awareness have significant
impact on the adoption of the internet of things in banks in India. On the
other hand, the results show that cost, status, habits, privacy & safety do not
have an influencing impact on the adoption of IoT. Through this paper, there
is an attempt to examine the adoption of the internet of the things in banks
particularly in India because in India there is huge scope of application
of IoT in different sectors as India is aiming at being a developed country
and no doubt such kind of technology in service sector can be a boon for
it. Although, the results of this examination can be summed up in other
developing countries too like Bangladesh, Indonesia, Pakistan and so on.
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Role of Digitalization in Enhancing Grocery

Retailing Through Value Addition with the

Unorganized Retailers (Special reference of
Ayodhya Market)

Rishi Raj
Jhunjhunwala Business School, Ayodhya

Abstract

All efforts of marketing are done to improve profitability, facilitates
management in its various activities, sustainable development, growth of
the society and so on. India is the country of business society of ground
level may be called unorganized sector, which is the creator of values, social
values as value of society, human values as value of men, money value as
value of physical treasure and so on. In this digital era, where we observe
marketing activities as changing its shape from hard work to smart work,
we have to evolve such digital equipped work force, which become capable
to do work smartly and share its efforts effectively and efficiently in the
development of its own business, to strengthen the society, to strengthen the
infrastructure, to help in the national development and so on. And this can
be done only when we will spread the basic knowledge and understanding
about digitalization, and we also try to understand their need. Digitalization
is not an indigenous tool in its core value, and we are introducing in our
society, so must keep it in mind that how this digitalization would be helpful
for our ground work business society (unorganized sector) since it has strong
potential to generate employment, to grow, to support organized sector and
so on. We can redefine the basic concept of marketing with the changing
scenario after increasing the involvement of technology. Digitalization
has evolved new aspect of basic marketing concepts like place, promotion
etc. thus need to facilitate and expand its scope for cottage and small
manufacturer. Our present paper is searching the question regarding the
Need and avenues of digitalization at unorganized sector level and its
meaning.
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Social Media “Connecting” or “Disconnecting”
the Youth of Today: A Study on the Behavioral
Aspect of Social Media Obsession

Vidhi Tyagi, Shikha Aggarwal, Sunil Kumar
Rukmini Devi Institute of Advanced Studies, Delhi

Abstract

The purpose of this paper is to explore the relationship between the
social media obsession, addiction to smart phones, disconnect from real
relationships and increasing virtual communication. A conceptual framework
was developed based on extensive review of literature and subsequently
validating it in context of students. 202 university students enrolled in
professional courses in private colleges of Delhi NCR were administered
to an online survey form. For confirming the factors namely addiction to
smart phones (Nomo phobia), disconnect with real relationships, obsession
and virtual communication, a Confirmatory factor analysis was performed.
Further, their relationships were studied using structural equation modeling
in AMOS.

The outcomes of the study indicate that the proposed framework has
a good model fit and all the three hypothesized relationships were found
to be significant. The study thus establish that obsession of social media
has significant impact on addiction to smart phones, disconnect with real
relationship, and virtual communication. Present study is an effort to explore
the constant need of today’s generation to feel more connected with their
smart phones and disconnected with the real world around them. This paper
suggests that creating awareness and monitoring the social media usage
patterns of Gen Y, can enhance their social behavior, which is evidently
lacking in the youth of today.
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Modeling the Farmer’s Intention towards
Sustainable Agricultural Practices: An
Application of SEM

Rishi Raj Sharma, Amanjot Singh Syan, Rama Bhardwaj, Vikas

Kumar
Guru Nanak Dev University, Regional Campus, Gurdaspur
Guru Nanak Dev University, Amritsar
DAV College, Amritsar

Abstract

The adoption of sustainable agriculture is a win-win situation for many
developing and developed nations as it addresses both the issues of food
security and environment degradation. Despite the huge benefits, the
adoption is very low in many nations. This study hence provides some
deeper insights towards adoption of the sustainable agricultural practices by
integrating the core concepts of various behavioral theories. Also, this study
takes into account the moderation effect of demographic (age, education)
and psychographic (self-efficacy) variables on adoption. The structural
equation modeling has been used to develop and test the framework. The
study considered five dimensions namely perceived usefulness; extension
services; social capital; facilitating conditions and compatibility, which have
been taken from the prior studies available on sustainable practices. The
result of the study shows that all the six dimensions have significant effect
upon the sustainable practices. However, the major dimensions affecting
these practices are perceived usefulness, social capita, and compatibility. It
was also found that the psychographic dimension of self-efficacy moderates
the relationship positively and the same is true for demographic variables
of age and income.
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Emotional Branding through Patriotism: A
Study of Y Generation

Niharika, Rajan Yadav
Delhi Technological University, Delhi

Abstract

The purpose of this study is to test the proposed model of emotional
branding through patriotism.

A survey has been undertaken on 260 respondents for identification
of the variables related to emotional branding through patriotism. The
proposed model has been validated. SEM has been applied for validation of
the model. The relationships of emotional branding through patriotism with
country love, pride and prosperity have been found significant. The study
may be useful in devising the strategies for emotional branding through
patriotism. The research study may provide new insights to the marketers
for the development of strategies related to emotional branding considering
patriotism as a significant variable. The professional, researchers as well as
academicians may get new insight from this research work.

In this study the responses of 260 students of Delhi Technological
University has been analysed. Therefore, it may be difficult to generalize
the result. The time constraints and other resource constraints are other
limitations. Also, this study is limited to the analysis of behaviour of
y-generation only. The present study adds value to the existent literature
by identifying the variables related to emotional branding through patriotic
appeal.
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An Introspection to Identify the Most
Influential Factor Affecting Consumer Purchase
Behavior in Digital Marketing

Biswajit Roy, Sudin Bag
Future Business School, Kolkata
Vidyasagar University, Midnapore

Abstract

The study was conducted among college goers of Kolkata who have made
at least one transaction digitally either by purchasing items online or by
paying bills of product or service purchased or have used net banking. They
are asked about their opinion on digital marketing process in comparison
with the previously used traditional marketing process for same kind of
transaction. About 128 (80%) preferred the digital marketing whereas 32
(20%) have shown their preference towards traditional ways of marketing
despite of using digital marketing techniques. The respondents were exposed
to 19 variables related with the perceptual opinion about both digital and
traditional marketing process. Those 19 variables are reduced to 7 factors
through factor analysis and a multilayer perceptron (Neural Network)
technique was applied there on to reveal the individual importance of those
factors. According to the study it is found that respondents give a lot of
importance to the fast marketing process and consider it the most important
factor. The study also discovered that technical orientation and reliability
also plays important role of people’s mind while they prefer either digital or
traditional way of marketing.

This study is expected to give a good clue to the marketers while they
would think about selecting marketing channels for their product or service.
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Understanding the Impact of Positive
Technology Readiness on Purchase Intention
through Paytm

Amrita Chakraborty, Abhishek Sharma
MICA, Ahmedabad

Abstract

India’s transition from cash-oriented economy to cashless economy gave
rise to Electronic-wallets. These E-wallets includes virtual transfer of
money from one party to another by sitting at one place with ease and
convenience for both the consumers and the retailers. Paytm is one such
of the fastest growing E-wallet start-up in India that has earned the title of
“Most successful start-up in India” in few years. This study focuses on the
positive factor, which can lead to purchase intention for the consumers by the
usage of Paytm as mode of payment. My research takes into consideration
the TRAM model and explores the rationale behind the positive factors in
urban and rural area through qualitative research methodology
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E-commerce Social Media and Peer Influence
on Purchasing Decisions of Consumers: An
Experimental Research Design Approach

Amit Kumar Srivastava
Indian Institute of Management, Indore

Abstract

Social media usage is becoming popular these days among individuals and
organizations. Several organizations use social media as a potential tool
to create awareness of their products among consumers. The organizations
are engaged in social media usage and taking advantage of its usage.
Recently some of the researchers started investigating about how social
media can be used as a potential tool to innovate and improve sales of the
products. Most of the studies found that social media can improve sales by
creating awareness of the products over social media platforms. Nowadays
e-commerce companies’ websites (e.g., Amazon) give provision to its
consumers to connect among themselves and share experiences about the
products. Consumers can connect and share information with each other like
the traditional social media platforms (e.g., Facebook). Experiences about
the products shared by the customers may have an influence over purchasing
decisions of other potential consumers. This paper explores the impact
of social media on purchasing decisions of consumers. An experimental
research design approach is discussed to test the peer influence generated
by social media on consumers’ purchase decision. Implications of the study
of understanding peer influence on consumers’ decision making may be
useful to the e-commerce companies to design their products and policies
accordingly and hence the sales can be improved.
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Typology of Online Customers based on
Electronic: Word of Mouth

Akshat Aditya Rao
The Northcap University, Gurgaon

Rajesh Kothari
ICFAI University, Jaipur

Abstract

Litvin et al. (2006) has marked word of mouth as most significant and
important influencer in purchasing decisions of customers. In the era of
technological advances, interpersonal influence of consumers has been
transformed from physical interaction to digital interactions. Customers
have the capability to exercise influence on each other and thereby this
influence becomes a channel for marketers to seek competitive advantage
(Haywood,1989).

Social media have acquired a prominence place in our lives, be it society,
business or governance. The rise of social media is a result of several factors
such as increase in internet penetration, ease of availability of computers
especially mobile handsets capable of entertaining social media portals,
increase computer literacy and above all increased demand to relate to latest
developments. The increase traffic on social media attracted eyeballs of
every marketing person as it is a platform where meaningful conversation
and communication can take place. E word of mouth (E-WOM) and word
of mouth (WOM) became synonymous of word of mouth publicity with a
much larger effect and higher degree of customer attention. It is evident that
one dissatisfied customer may give a negative feedback to a limited number
of people directly by traditional mediums but one unsatisfied customer can
be a source of negative feedback to a million. WOM is based on interactions,
trust and networking (Jansen et al., 2009). This provides remarkable scope
to influence image and perception of customers regarding firm’s brand.
This explicitly influences the positioning of firm in the mindset of potential
customers. E-commerce industry is one of the prime movers of progression
for an emerging economy like India nowadays. The present study aims
to shed light as comprehensively as possible on the influence of factors
affecting consumer’s involvement in E-WOM.
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Continuance Usage Intentions of Smart
Wearable Continuance: A Moderating Role of
Social Comparison Theory

Dr Anil Gupta

University of Jammu, Jammu

Dr Neelika Arora

Central University of Jammu, Jammu

Neeraj Dhiman
Lovely Professional University, Jammu

Abstract

The National Health Policy of emerging economies like India encourages
preventive and promotive health. In this context, various technological
advancements have transformed the fitness industry with penetration of
smart wearable devices such as fitness trackers. The increasing penetration
and usage of the fitness trackers have been increased due to its abundant
benefits such as constantly accessible, customized feedback (Middelweerd,
Mollee, Van, Brug, Te, 2014). Further the latest technology provides
an opportunity to share recorded facts with social groups (Stragier and
Mechant, 2013), using popular social networking sites driven by intrinsic
motivation (Stragier, Evens, & Mechant, 2015). Extant research examines
the adoption of smart wearables and till date no study has examined the
determinants of continuance intention of fitness trackers by examining its
social exchange theory effects. To bridge the gap in the earlier studies and
potential research areas left in the existing research a research model was
developed based on literature.

To examine the continuance usage intentions of smart wearable devices,
the present study has adopted confirmation theory expressed by (Oliver,
1980) has stressed on the consumer decision making process and their
repurchase intentions. This theory is also regarded as cognitive theory that
explains the satisfaction or dissatisfaction of a product where satisfaction,
which is determined by perceived usefulness and confirmation (Alawneh
et al. 2013; Li et al., 2018; Oliver, 1980) and that leads to repurchase
intention or intention to continue using particular service or product.
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Virtual Travel Communities: A Perspective on
Collectivization of Women for Tourism

Gurpreet Kour, Seema Rawat
NMIMS, Mumbai

Abstract

This paper is an attempt to understand how women travelers’ affiliation
and engagement in virtual communities acts as a key influencer in the final
destination choice. The theoretical underpinnings are derived from social
exchange theory that describes the women’s engagement over social media
for relevant content and reputation. In this study, blogs and online reviews
of few online woman travel communities are analyzed using semantic
network analysis and content analysis methods to generate insights on
growing importance of VTCs and user generated content (UGC) for woman
travelers’ destination choice. Existing women’s VTCs are fostering more
credibility than traditional media, cultivating user generated content (UGC)
based on recommendation from previous travel experiences, diffusion of
eWOM through online discussion forums and continues to play important
role in woman traveler’s destination choice. It can be seen that groups have
opinion leaders that are normally experienced travelers that have greater
effect on community for cuisine, security and accommodation related issues
related to destination.
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Smart Marketing in the Digital Age

Nithin.K
TNQ Books and Journals Pvt. Ltd.

Abstract

Marketers are faced with new challenges and opportunities within this
digital age. Digital marketing is rising in India with fast pace. Many Indian
companies are using digital marketing for competitive advantage. Reinartz
and Kumar (2003) found that the number of mailing efforts by the company
is positively linked with company profitability over time. The primary
advantages of digital media marketing is reducing costs and enhancing the
reach. The cost of a digital media is typically lower than other marketing
platforms such as face-to-face sales or sales with a help of middlemen or
distributors. Success of marketing campaign cannot be solely achieved
by digital marketing only. Rather for success of any marketing campaign
it should fully harness the capabilities of various marketing techniques
available within both the traditional and modern marketing. Startups that
use digital marketing many times got failed. This study shows precautions
to be taken for effective implementation of digital marketing to reap
tremendous potential to increase in sales. The result of the study shows that
the Digital marketing has increased in last a few years in India. People have
different views about it. But the fact is this digital marketing has tremendous
potential to increase in sales provided businesses should have knowledge to
implement it in right way. Benefits like increased brand recognition and
better brand loyalty can be gained by effective digital media plan. Digital
marketing campaign help in reduction in costs, boost in inbound traffic and
better ranking in search engines.
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Data Mining in Banking Sector: Is it the New
Elixir of Future Marketing Campaigns?

Joel Joy, Parvathy Menon R, Vijai.S.R, Gopakumar V

Amrita School of Business, Amritanagar

Abstract

Technology has taken the world by storm. The face of banking sector has changed
due to the advent of technology. Every aspect of the banking structure from the
roots to the leaves in its farthest branch has been revamped. Huge amount of data
is ready in a tap. This has made transactions so easy to the extent that even the
smallest shop in a rural area is ready to accept payments through mechanisms
involving e-wallets. But this is just the start of a digital revolution. There is a lot
of unseen potential. The data available is a gold mine of opportunities. If analysed
and used properly, banks could perform better than their peers and come out as
a winner. This paper attempts to build a bridge between marketing and banking
using technology as the concrete. This paper talks about the response of customers
towards marketing efforts of the banks. Customer response is a major factor for
direct as well as indirect marketing. The imbalance in class is a hindrance in the
outcome of telemarketing and the data mining techniques used. In this study we
have applied three classification techniques on a bank dataset that contains data
of customers. The methodology used to analyse the data are three data mining
techniques namely, random forest, decision tree and Naive Bayes. Before the
application of these classification techniques, certain attributes were discretized.
It was found that random forest technique gave better sensitivity in finding out
whether a marketing campaign technique used for a customer would attract him
to take term loans. As this is a cost sensitive study, it was inferred that random
forest technique would give better results when compared to decision tree and
Naive Bayes classification technique.

The aim is to improve the overall efficiency for the marketing campaigns
attempted by the banks. The analysis above will help the banks to identify
the target sector or, the areas where they have to concentrate. This will, in
the long run ensure that the amount invested in the marketing process is
maximised and the returns are stable. Different customers have different
perspectives and this analysis will bring out the touch point of each sector
of customers. There is no point in investing money in a set of customers
who are not interested in a particular mode of credit accumulation. The
integration of business analytics in the marketing processes will enable the
banks with a tool almost equal to a foresight. If we provide the banks with a
tool that foretells if a campaign will fail or not, it can directly reflect in their
returns. This is an untapped opportunity that can provide an effective way of
extracting the maximum from each penny spent by the banks.
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Employees’ Perception about Usage of
E-Banking Delivery Channels

Neha Gupta
K. J. Somaiya Institute of Management Studies & Research, Mumbai

Abstract

The focus of this paper is to study the usage of retail banking influenced
by employee’s demographics of selected Public Sector Banks (PSBs) of
India. The study was based on primary data collected through structured
questionnaire. The simple random sampling technique was used for data
collection and sample size was 794. The type of study is exploratory and
descriptive in nature. The data were analyzed using cross-tab and chi-
square. ANOVA was conducted to check the effectiveness for usage of
innovative delivery channels, perception about duration and success rate
of transactions through delivery channels, separately for the respective
age groups, qualification, annual income and the reasons attributed were
analyzed.

The result shows that in mobile banking and branch lobby kiosk usage
there is a significant difference in the mean perception among the different
age groups. It may be established that there is significant difference in
the mean perception of usage of innovative delivery channels among the
different demographic groups (age, qualification and annual income). The
study finds that public sector banks need to understand the usage pattern of
their employee’s using delivery channels, because their usage pattern and
perception about delivery channels may add value in delivery of innovative
products. The study may help to build deeper understanding for penetration
of banking products and services in existing markets and acquiring
newer techno savvy customer base. The identification of most influential
demographic variable will help to build strong and effective understanding
of delivery of innovative financial products and services. Our study was
limited to the employees of PSBs of India. This study may be helpful to
PSBs for enhancing effective usage of delivery channels.
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Profiling Impulse Buying Behavior on the Basis
of Consumer Psychographics

Shivang Dwivedi, Ramesh Chaturvedi
School of Management Studies, BBAU, Lucknow

Abstract

Impulse buying behavior is a sudden spontaneous urge of the consumer
to make unplanned purchase after seeing the product in the retail outlet.
Such type of behavior involves purchasing without much thinking. Impulse
purchase can be defined as spontaneous, sudden, and unplanned purchase,
which results in prohibiting the careful assessment of product and purchase
consequences. (Kollat and Willet, 1967; Cobb & Hoyer, 1986; Rook, 1987;
Piron, 1991; Beatty & Ferrel, 1998; Bayley & Nancarrow, 1998; Kacen
& Lee, 2002; Vohs & Faber, 2003; Parboteeah, 2005). A few authors also
considered that nine out of ten consumers sometimes buy on impulse
(Coley, 2002) while according to others impulse buying occurs in 27% to
62% of all purchases (Beatty & Ferrell, 1998). A number of studies have
been conducted in the past regarding consumer decision making. This
study focuses on the psychographic segmentation of impulse purchasers.
Psychographics is the study of people according to their attitudes, aspirations
and other psychological criteria. In consumer behavior psychographics
is as important as other factors. The three factors personal, product and
situational somewhere is a base for the psychographic characteristics of
a consumer. Every individual is having different psychographic traits. If
these consumers’ traits explore their purchasing pattern it would be helpful
for the marketers to group these consumers into a single market segment,
and develop products and promotional campaigns targeted to this particular
segment especially in case of impulse purchases. There are going to be
four psychographic traits e.g. Materialism, hedonism, uniqueness and
dogmatism. Each and every individual is having their own personality and
behavior pattern, which is different in every sense. Consumers purchasing
behavior is greatly influenced by the psychographic traits. This study will
help to identify the influence of different psychographic traits of consumers
while making impulse purchases.

32



Technology Advancement: A Boon to Intrusive
Marketing

Santosh Kumar Pandey
Indian Institute of Management Lucknow

Abstract

Intrusive marketing has generally been associated with negative customer
experience as it invades consumer privacy. While permission marketing is
perceived to be a better approach in direct marketing, its effectiveness has
always been questionable. Businesses always try to grab consumer attention
and in this process invade consumer privacy to such an extent that consumers
start feeling uncomfortable. Advancement in technology such as possibility
to track consumer’s online behavior along with individual information
available on social networks has further infringed upon consumer privacy.
The current ways of intrusive marketing like unsolicited mails, SMS, phone
calls to customers are found to be extremely annoying and usually ignored
by consumers (Diffley et al. 2011). With recent technology advancement,
there is a possibility to not only adopt direct marketing techniques to reach
out to the right segment, but also to improve its effectiveness. This study
adopts an exploratory research method to validate the concept of a mobile
application based intelligent platform for intrusive marketing to improve
buyer-seller experience in a shopping mall. Findings confirm that both
buyers and sellers are willing to adopt this concept of buyer controlled
intrusive marketing indicating how technology can be a boon to marketing.
Findings from the study indicate that consumers are open to the concept
of an intelligent platform, which provides targeted relevant time bound
advertising based on their location. They are willing to share their location
with sellers for the duration they would be in the shopping mall and would
like to explore any promotional offers during this time. The sellers would
also like to explore such a platform to improve their overall sales as well as
direct marketing efforts. The major advantage from this concept as perceived
by buyers was the control they would have on direct marketing material in
terms of the place and relevance of consuming the information.
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Selling the Past: The Impact of Brand Heritage
on Customer Perceived Value

Dr Shivakanth Shetty, Nagendra B.V, Kerena Anand
Christ University, Bengaluru

Abstract

The landscape of marketing is littered with hundreds of successful and
not so successful attempts towards brand revival, re-run, re-creation, re-
enactment across various categories. The introduction of heritage brands
to woo the millennial consumers is the newest and most pervasive trend
amongst the marketers, both in India and abroad. Marketers believe that
heritage brands are still have vital essence and brand story for millennials
or young consumers (millennials are entering into their key buying and
spending years and constitute a bigger market than the older generation) as
they are nostalgic prone and desire for uniqueness exists within them. But
marketers in their over exuberance tend to forget the fact that heritage brand
remains as asset only when it is able to fulfil the need and desire for current
and future customers both, not just past and current customers. Moreover,
marketers introducing the heritage brand should address the question
that how millennial consumer will favour heritage brand as they had no
consumption experience in the past. While all brands have a history, only
some have a true heritage (Urde, 2007), therefore, it becomes imperative
for the marketers to understand the heritage brands in their totality and hot
it drives purchase related attitudes and behaviour amongst the millennials.
Therefore, this a paper makes an attempt to ascertain the efficiency of
revival of heritage brands landscape in India in general and Jawa bike in
particular to provide insights for the marketers on how to use their heritage
brands to target young consumers. The findings and outcome of the study
will help the marketers to understand how heritage brands affect millennial’s
purchase related attitudes and behaviour and how marketers can capitalise
on their heritage brands in the most appropriate way.
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Sustainable Marketing through Digitization:
An Examination of Private and Public Sector
Banks in India

Swati Jain, Parul Ahuja, Meenakshi Handa
Guru Gobind Singh Indraprastha University, New Delhi

Abstract

With the increasing awareness for the need to balance the demands of
people, planet and profits, sustainability has become an important objective
for organizations. Marketers are shaping their efforts towards consumer
satisfaction and generating profits that reconcile with the long-term social
wellbeing while taking into account environmental issues and the needs for
future generation (Wiscicka-Fernando, 2018). Along with other sectors, the
banking sector is also endeavoring to contribute towards in the sustainable
development. Banks are actively engaging themselves in the sustainable
practices by focusing on corporate social responsibility and environmental
impact issues (Nizam et al., 2019).

The present study examines the sustainable marketing practices adopted
by public and private sector banks in India incorporating both environmental
and social dimensions of sustainability. In particular the study focuses on
the use of ICT and digital initiatives taken up by the public and private
sector banks in India to promote sustainable development through their
marketing efforts. The study is based on an examination of secondary
data available from various sources such as the Sustainability Reports of
the Banks included in the study, bank websites and independent reports
available online.

Catering to these environmental and social issues, the concept of
sustainable marketing is rapidly gaining its popularity and the banks are
transforming their operations into sustainable activity. Digitization has also
helped banks promoting waste management and paperless banking. One of
the innovative sustainable products offered by ICICI Bank is digital gold via
internet banking and the e-wallet ‘Pockets’ help in promoting and enhancing
digitization. Thus, with the active participation in sustainable marketing by
all banks marks the significant influence in safeguarding environment and
unprivileged social groups of the country. In addition to that, sustainable
practices adopted by the banks would promote awareness of environmental
and social issues prevailing in the economy.
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Tapping the Potential Space: Positioning of
Private Labels

Bhuvnesh Kedia, Vandana, Veenu Sharma
Birla Institute of Management Technology, Greater Noida

Abstract

Private Label products are the brands owned by a retailer or a supplier as
against the brands owned by a manufacturer or a producer. These are also
known as name brand, retailer brand, store brand, own label, etc. In a private
label, the retailer gets its products manufactured by a contract manufacturer
under its name. Consumers prefer to buy private label products mainly due
to their low pricing and their preference of private labels are large chained
retailers, who also offer a wide variety of private label products with better
quality (Euromonitor, 2012). In India, private labels came into existence
around a decade ago with the increasing growth of organized retail and it is
still in infancy period with a share of around 10% in organized retail.

The objective of this paper is to analyze the consumer behavior during the
purchase made by them in value chain store through market basket analysis
and providing an insight to the positioning of the private label brands along
with the national brands. To understand the customer purchasing behavior,
the best way available is to analyze the historical transactions made by him
in the store. To conduct the analysis, historical transactional data of three
months of the retail store customers was processed using WEKA (Waikato
Environment for Knowledge Analysis). By this analysis, we are finding
the customer shopping pattern that shows the different combinations of
products purchased in the store simultaneously. On the basis of that, layout,
planogram and merchandising mix of the store will be designed to help the
retailers in increasing the bottom and top line of their store.
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To Study Retailer’s Perception on Factors
Influencing Customer Patronage towards
Ready-to-Eat Food Categories that are Stocked
in Retail Outlets in Pune City

Meenal Pendse
MIT World Peace University, Pune

Abstract

The purpose of the said study is to gauge the factors influencing customer
patronage towards Ready-to-Eat food Categories that are stocked by
retailers in Pune city. The approach adopted for this study is to generate
data, analyze it and reflect on the themes related to the factors affecting
consumer preferences with respect to Ready-to-Eat food categories in a
retail outlet. The study focuses on exploring the factors influencing the
customer patronage towards Ready-to-Eat food categories in retail set-
ups. This study will help in exploring the vivid factors that influence the
purchase of Ready-to-Eat foods in Retail outlets. This study in a way will
contribute towards the theory of consumer behavior, specifically the factors
affecting the food purchase behavior of consumers in retail set-ups.

The findings from the study has shown the various factors like
convenient location, good quality of merchandise, prompt home deliveries
of the orders, good space management in retail outlets, good attitude of
the staff, Ease of billing process, variety of Ready-to-Eat food products
kept on the aisles and overall good experience at the retail setup affect the
customer’s patronage while selecting a retail outlet for purchase of Ready-
to-Eat food products.

This study will enhance the knowledge base of academicians and will
contribute to the wisdom of practitioners regarding consumer behavior in
general and customer patronage in specific. This will help in appropriately
draft and revisit their marketing strategy by considering the factors that
affect the preference and patronage for an appropriate retail outlet that
stocks specific merchandise.
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An Exploratory Study of Visual Merchandising
Practices of Online Retailers in India

Riju Jakhar, Dr Deepak Verma, Dr Ajay Pal Singh Rathore
Malaviya National Institute of Technology, Jaipur

Abstract

This study examines the online visual merchandising elements used by online
apparel retailers in the Indian market. The study also aims to find out if there
is any considerable difference between the visual merchandising features
of Indian online retail companies and international online apparel retailers
operating in Indian Market. Elements of online visual merchandising were
identified through review of literature. 20 websites selling apparel were
then content analyzed to know the visual merchandising techniques used.
Analysis was done using descriptive statistics.

The choice of VM elements is very similar between Indian and
International retailers operating in India. Even the companies selling Niche
products are following similar styles.

Online visual merchandising techniques available such as 3D images,
videos, 3D rotations,

Virtual Try On, Augmented reality, etc., are not being used by online
retailers in the Indian Market.

The research is limited to content analysis of 20 fashion apparel
websites. This study can be used to understand the current picture of visual
merchandising features available on the apparel online stores operating in
India. This study is one of the few efforts made towards content analysis
of the apparel websites in the Indian market. Though online shopping is
growing exponentially in India yet there is rarely any study done to capture
the elements available on apparel online stores operating in India. This
study will help in bridging this gap.
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Creating Customer Value in Market Research

T. Karthikeyan, M.Sampathkumar

Annamalai University, Chidambaram

Abstract

The objective of this paper is to highlight the importance of creating
customer value in the market research field. The customers here are the
corporate companies, SMEs, entrepreneurs, advertising agencies and brand
consultants who spend millions in market research to take a positive business
decision based on the outcome of the market research. Accurate data that
do not mislead is the ultimate value a customer would dream of expecting
in this field. The market research field has evolved a lot. Technological
advancements like analytical tools make the life easy for the analysts to
deal with big data. Many IT MNCs have developed robust analytical tools
and online platforms for conducting market research. The online market
research has seen apex of advancements like, one can create a questionnaire
within few minutes and can go live to get feedback from the target group.
The collected responses are analysed in real time and the statistical data is
ready to get downloaded anytime. The best of all is, such online survey tools
are available at no cost for anyone to start the market research without any
hassle.

This paper talks about a techno-conceptual idea that would sort out
this major pain point for the clients and give them the value they deserve
for their investment. This paper first analyses all possible reasons for the
cooked-up responses and falsified interviews in market research. Based on
the analysis, a core underlying problem statement is brought out. To solve
the problem statement, a technology driven concept has been thought of
for providing a solution to the pain point. After thorough brain storming
of the concept, the same was tested amongst a few target audiences, while
the technology part of it is yet to be developed. As a concept, it was well
received.
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Employer Branding through Crowdsourcing:
Understanding the Sentiments

Dr Neerja Kashive
VESIM Business School

Dr Vandana Tandon Khanna
K.J Somaiya Institute of Management studies & Research

Manish Bharthi
VESIM Business School

Abstract

The current paper is exploring the role of social media for creating attractive
employer Brand for any organization. It looks into one of the social media
Glass doors, which are an online employer Branding Platform, where
employees put their reviews that are both positive and negative. Analysis of
these reviews can generate lot of insights for employer branding. The data
was collected as 1243 reviews from Glassdoor, an online crowd sourced
employer branding platform for 40 top rated employers across four different
sectors namely Parma, IT, Manufacturing, FMCG. Text and sentimental
analysis was done using SAS Visual analytical (VA) for these reviews.
Seven themes were generated from the text analytics, which are nothing but
the employer value propositions (EVP) and they were social value, interest
value, development value and economical value as given by Berthon et al.
(20005) and also others like work life value, management value and brand
value. Social value came as the major EVP followed by interest value and
work life values for positive comments. This research is providing only
ways to show that crowd sourced data can also be utilized to understand the
mind-set of employees regarding any employer’s image but is not providing
any idea regarding how to generate the right employee value proposition.

The research has shown that employers can use crowd sourced employer
branding insights to become great place to work to attract the best talent in
labour market and also understand where they stand in present condition
with respect to employer image.
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The Long-Tail: Do the Niches Need a Different
OCR Strategy?

Supratim Kundu
Doctoral Scholar, SP Jain Institute of Management & Research (SPJIMR), Mum-
bai

Abstract

This research aims to understand how online consumer reviews can help
products at the long tail of the distribution curve. Long-tail products are
those large number of niche products that sell in small quantities compared
to the few main-stream products that sell in large quantities. Research
shows, long-tail products cumulatively can give a tough competition to the
main-streams for the profitability of a retail chain. I show, the consumer
reviews for these products are different than that from the main-streams. 1
applied methods of text analytics (network visualization, sentiment analysis)
to realize the characteristics of the reviews. Statistical tests also show the
reviews are significantly different for the long-tails. Reviews for long-tail
products tends to be more technical in nature and cover more topics when
compared to the reviews for main stream products. This is in line with the
change in consumer search behaviour for both these product categories. |
then answer the question of how long-tail products can take the advantage
of consumer reviews like the main-stream products do? The study suggests
that consumers for long-tail products would be motivated by review quality
and not by review length, valence or volume.
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Marketing to Generation Z and Use of Short-
lived Content

Dr Vaishali Agarwal

Associate Professor, Indus Business Academy, Bangalore

Prof. Ramana Acharyulu
Professor, Indus Business Academy, Bangalore

Supratim Biswas
Student, Indus Business Academy, Bangalore

Abstract

The markets exist, flourish and grow on dynamics of consumer-product
interfaces and it is important for marketers to understand consumer behavior
to craft successful marketing strategies for their companies. Consumers and
their purchase behavior vary from one generation to another. The theory
of generations was both popular and widespread in several fields such as
sociology, marketing and advertising research at the beginning of the 21st
century (Laura, 2018). Bigne et al., (2005) observed the differences among
the generations of buyers with respect to use of technology and purchasing
channels i.e. online or offline. The ever-increasing growth of social media
activity and emergence of a new generation, i.e., ‘Generation Z’ (GenZ)
has opened a new set of doors of opportunities for the marketers. GenZ
refers to the individuals born after mid 1990s through second decade of the
century. Tapscott (2008) refers to them as the Net Generation as it has good
control over information and communication technology. Smalej (2017),
the GenZ refers to the people born after 1995, whose market actions seem
to be unique - different from the ones that are taken by other age groups.

As per Bloomberg GenZ comprises of 32% of the 7.7 billion overall
global population. Netzer (2017) and Perlstein (2017), stated that this
generation will account for almost 40% of all consumer shopping power by
2020. The shopping influence of GenZ is reflected in family spending and
household purchases. This generation has significant differences in terms of
their consumer behavior, characteristics and traits from their predecessors.
These distinct traits are very important to be studied by the marketers, as in
India, GenZ is estimated to be around 472 Million out of the 1.3 Billion total
population. Therefore, is it very important for the marketers to understand
who this generation is, what are their expectations and feelings, how do they
buy to make effective marketing strategies.
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Brand Switching Behavior among Sports Shoe
consumers

Ankur Gohit
Manipal Institute of Technology, Manipal, India

Dr Sumukh Hungund

Department of Humanities and Management, Manipal Institute of Technology,
Manipal, India

Abstract

There are various factors that affect the ways in which people select and
continue their attitudes towards products of particular brands. According
to Jain (2017) the amount of loyalty of a particular customer towards a
particular brand is expressed by the repurchase of that particular brand
by the customer irrespective of the marketing pressure induced by the
competing brands for the same product. This phenomenon is referred to
as Brand Loyalty. This is extremely important from the perspective of the
firm because if the customers become committed to the brand, he will
generate a major chunk of profitability for the firm. But if the customer is
not satisfied by the product or service, he may choose to switch to a more
appealing product by a competitive brand. The sports shoe market is one
such market where the number of choices available to the customers is very
high. Due to this, there is a lot of competition among brands to ensure that
customers stick to their products. According to Craft et al. (2002) 20% of
customers bring in 80% of the revenue for a firm. Brand loyalty becomes
a very important factor here to ensure the profitability of the brand. This
study was conducted to identify the factors affecting Brand Loyalty and
Brand Switching in the Sports Shoe industry. This study also determines the
various factors on the basis of which Brand loyalists and Brand Switchers
can be differentiated by the firms.
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Competitive Strategies of Organized
Physical Retail Stores to Encounter the
Online Competition in India: An Empirical
Investigation

Dr Krishan Boora, Kiran Bangarwa
BPS Women University

Abstract

Retailing in India is one of the most important parts of economic activity
in the growth of the economy. As of 2003 Indian retail sector has emerged
as one of the most dynamic and growing industries due to the entry of new
leading firms. According to ASSOCHAM total consumption expenditure
is expected to increase by US$ 3,600 billion in 2020 that was US$ 1,824
billion in 2017. India is world’s fifth largest economy for retail space. This
growth rate is possible by many factors such as rising income, changing
lifestyle of middle class and increasing digital connectivity. According a
report published by Deloitte the overall market is expected to grow at 12%
per annum, modern trade would expand twice as fast at 201% annum and
tradition trade at 10%.

With the rising need of Indian consumer for electronic products and
home appliances, many retail firms have invested in the Indian retail space
in the past few years. Supporting government policies of India has also
taking various initiatives to promoting and improving the retail industry in
India. Some of them are: FDI rules in food processing to permit e-commerce
companies and foreign retailers to sell made in India consumer products,
100% FDI in online retail of goods and services through automatic route.

Chu S., etal. (2016) explained that online and offline both channel used
by the consumer. Sometime online is used for searching information and
order products than pick it form physical stores. Some researchers try to
find out the reason behind the shifting behaviour of consumers. One of the
basic reasons is heavy price discount on online products but security issues
are creating negative impact on consumer behaviour of online shopping.
Physical stores are still in demand due to their touch and feel policy
McCabe, D. B. (2001).
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Effectiveness of Make in India Campaign
through Sentiment Analysis

Amit Jain
Amity University, Rajasthan

Anil Kumar
Manipal University, Jaipur

Abstract

The purpose of this paper is to analyze the behavior, attitude and sentiment
of the twitter users about ‘Make in India’ campaign using social media
analytical tools. The data used in this research is unstructured data. The
unstructured data has been extracted from the twitter in the form of
tweets. The sentiment analysis of the tweets revealed 10 factor sentiments
(anger, anticipation, disgust, feat, joy, sadness, surprise, trust, negative and
positive). Further the word cloud and bar graph generated of the tweets,
which is the pictorial representation of the various words in the software
was generated. Sentiment score analysis was done on the “Make in India”
tweets and find that twitter users having liking towards the Make in India
campaign. In this sentiment analysis anger, disgust, fear, sadness and
negative response tweets were less as compared to anticipation, joy, trust
and positive response tweets. This clearly explains that people have liked
the idea and are supporting the campaign. Social media analytics can be
used by the organization and various other government agencies to know
the opinion of the customer or public about the services and various welfare
policies. The authors used different factors for analyzing the sentiments of
twitter users regarding Make in India campaign. This work provides insight
into the consumer psyche and helps to analyze the opinion of people using
social media about government policies or schemes. The study may help
decision makers to gauge the success of their schemes and make suitable
amendments.
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To Buy or not to Buy: The Role of Cognitive
and Affective Factors in Decision Making of
Consumers for Services

Dr Rimi Moitra, Dr Boishampayan Chatterjee
Assistant Professor
ASMSOC, NMIMS University, Mumbai

Abstract

Consumer behaviour is a process in which people decide as to what, when,
how, where and from whom to buy or not to buy. It’s a very complex decision-
making process as human brain is non permeable. The understanding of
consumer decision making is important for a retailer or a manufacturer as it
gives an insight to them to design their entire marketing program. Consumer
can make decision independently or under influence. If the choice for the
decision is dependent than consumer may seek the help of a retailer. But if
its independent consumer tries to search information from various sources
like social media newspaper, television etc. The decision making of the
consumer gets influenced by many factors. Some of the factors may be
emotional and some may be rational. In this paper we are trying to find out
whether the influence of both these factors are independent or both these
factors affect each other. Also, through this paper we will be trying to find
to what extent these factors impact the decision making of the consumers.
The choice of product taken by the researchers is Services and restricted to
hospitality. Intangible product was chosen as the decision making is more
complex in these type of product. Besides with rising economic situation
people in all different parts of the globe tend to use this sector more vividly.
Competition is also a rise in this sector amongst the different strata of the
service provider. In this paper we will adopt a qualitative enquiry method
to understand the various factors that affect decision making and then a
quantitative methodology will be adopted to understand the extent of the
effect. Both these methodology adopted will help us to design a model that
will help the service provider to achieve a competitive edge over the others
in designing their marketing strategy.
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Customer Engagement and eWOM: A Study
from Hotel Facebook Pages

Saurabh Kumar Dixit
Associate Professor

Department of Tourism and Hotel Management
North-Eastern Hill University, Shillong (India)

Rashmi Ranjan Choudhury
Research Scholar
Department of Tourism and Hotel Management
North-Eastern Hill University, Shillong (India)

Abstract

Customer engagement may be performed by multiple sales techniques, as
each customer requires an individual approach since they all have different
purchasing behavior and different needs. Social media is an effective
(and speedy) way to engage with customers, and most of the hospitality
organizations see Twitter, Facebook and Instagram as vital parts of their
customer engagement strategies. From updates on crises, new product
launch, to feedback about services, social media has now become the most
important and fastest way for hospitality industry to connect with their
customers, as well as for customers to get real-time information regarding
new services/offers. A survey showed that more than 90% of hospitality
businesses were using social media for business purpose (First Merchant
Services and Coyle Hospitality Group, 2012). It was also reported that
social media had become a top priority for hoteliers and nearly two-thirds
of all hotels used some form of social media to attract and retain customers
(TripAdvisor, 2012).

Word-of-mouth is ranked the most important information source when
a consumer is making a travel-related purchase decision (Morgan et al.,
2003; Diaz-Martin et al., 2000). With the rapid growth of internet and online
communities, the electronic word-of-mouth (eWOM) has become a new
trend and a potentially cost-effective means for marketing the hospitality
and tourism sector (Litvin et al., 2008). The primary e WOM platforms in the
hospitality industry are social networking sites (SNSs), such as Facebook
and Twitter (Ye et al., 2011). Of all the SNSs available to hotels, Facebook
is the most widely used platform with over 1.65 billion monthly active users
worldwide (Statista, 2016).
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Impact of Social Media on Purchase Decision

Jitendra Bhandari
Marathwada, India

Abstract

Internet based opportunities have given new avenues to buyers to take
part in social interactions on the web. Today many buyers utilize web-
based opportunities, for example, online networks, reviews, communities
to produce content and to connect with different buyers. The proposed
model in this study has been tested by Structural Equation Modeling SEM,
showing the influence of web-based social networking in the development
of web-based business into social trade. The outcome of the study shows
how online networking encourages the social cooperation among buyers,
prompting improved brand image and intension to purchase. The outcomes
also demonstrate that brand image has a huge direct impact on purchase
decision. The buying interest created by social sites is additionally identified
as an influencing variable.

The progressions in the online technology have made new platforms
accessible to sellers, for example web-based opportunities like, online
networks being social sites, E-commerce sites etc. (Lu et al. 2010). The
general accessibility of the web has allowed people to grab and to utilize
web-based opportunities. From email to twitter and face book, which allow
to collaborate without the requirement for physical presence (Gruzd et al.
2011). Web 2.0 has developed a customer friendly interconnectivity and
support on the web to buyers (Mueller et al. 2011). With the increase of
internet-based opportunities and on the web networks people can without
much of a stretch offer and access data (Chen et al. 2011a). Web-based
groups and their communication platforms are a compelling web innovation
for social collaborations and sharing data (Lu and Hsiao 2010). It has become
the dominant focal point in web-based business in the present condition
(Fue et al. 2009), where buyers make social associations and interact online
(Mueller et al. 2011).
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A Study on Air Passenger’s Shopping
Motivation and Commercial Activities at the
Airport: The Moderating Effects of Time
Pressure and Impulse Buying Tendency

Smitha Siji

Rajagiri College of Social Sciences (Autonomous)

Faseeh Lisaan
Rajagiri Business School

Abstract

Shopping is one of the most important activities for tourists, because
it satisfies the needs of the shoppers to buy something functional for
themselves and for others, it provides avenues to them to interact with
the natives, it provides opportunities for shoppers to indulge themselves
(Geuens, Brengman, & S’Jegers, 2002). The souvenirs or commodities they
purchase serve to be a memoir of an experience, which would otherwise
be intangible. In some cultures, it is imperative, and for some others, it
is indispensable, to present gifts upon returning from an overseas trip. It
can also function as a tourist attraction, per se, especially in urban tourism
(Geuens et al., 2004; Kim & Shin, 2001).

Airport shopping, which is a vital a part of non-aeronautical business,
has been one amongst the foremost common and customary activities
that international tourists fancy and enjoy these days. Since legal changes
within the late Eighties restricted their ability to boost finance from several
traditional sources, airport authorities have progressively turned to retailing
as an attractive, unregulated supply of financial gain (Geuens, Vantomme,
& Brengman, 2004; Lin & Chen, 2013). Consequently, airport shopping
or retailing is changing into an additional and a very essential factor for
airport operations and is being thought to be a valuable and main supply of
income or revenue. Airport operators actively expand selling and increase
retail offerings related to varied non-aviation products to promote travellers’
airport shopping and at the same time increase the shopping experience
for the customers, thereby increasing profit and revenue generation. It also
provides a better atmosphere in the entire airport to provide more services
to its air passengers (Castillo-Manzano, 2009; Graham, 2009; Painvin,
2011; Zhang & Zhang, 1997).
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Adoption of HR Analytics: A Way Forward

Harisankar Menon
Student
Department of Commerce,
Manipal Academy of Higher Education, MAHE, Manipal Karnataka

Dr Rashmi Yogesh Pai

Associate Professor
Department of Commerce,
Manipal Academy of Higher Education, MAHE, Manipal Karnataka

Abstract

In the fast-paced world of technology we have today, there is a need to be at
the bleeding edge in computational software that can give one organization
an edge over another one in the same market they are in. But the question
of whether the employees are ready to accept it is still vague for the most
part. Here, we focus on Human Resource and consider it as the function to
study how different organisations take up this challenge that is the challenge
of adoption of the latest software for their need and for the purpose of our
study, we have focused in on HR Analytics. HR must become a strategic
partner by providing insight through data analytics that can be used to
develop competitive strategies (Angrave, Charleood, Kirkpatrick, Lawrence
and Stuart, 2016). HR Analytics should be experiencing an evolution of
analytics from basic metrics and measurement of internal HR metrics to
a focus on the ‘analysis of critical human capital issues’ (Levenson, 2005,
p.31).1t has already been proved that in organisations where they take the
time and effort to manage their employees seems to outrun their peers and
hence has an advantage in the competition at an organizational level. Very
few of the best organizations today use Analytics 3.0 while the rest of the
companies still execute Analytics 1.0 (Levenson, 2005). Hence the need
to adapt to HR Analytics is necessary to happen at a faster pace to be in
competitive advantage.
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Consumer Responses to Design Information
and Novelty for Product Displays: A Study of
Apparel Stores in Delhi NCR

Shweta Saini
Ph.D Scholar, Amity University, Noida

Dr Pranay Verma
Consultant — Retail, FDDI (INI), Noida

Dr Sanjeev Bansal
Dean & Director, ABS, Amity University, Noida

Abstract

Brick and mortar stores are constantly increasing in apparel category and
struggling for point of differentiation. Apparel stores present different
categories of clothes but it is frustrating for any individual to search the
right product if display is not in right manner that is why retailers pay a lot of
attention to product presentations. Visual merchandisers rescue the retailers
through mesmerizing product displays. Visual merchandisers display their
products in novel manner and provide information cues to entice individuals.
When the products are displayed in right manner, it increases the likelihood
of buying. The objective of this research is to study the effect of product
display on individual involvement, perceived usefulness. This study further
examines the effect on attitude and purchase intentions. The conceptual
model based on Stimulus-Organism- Response (SOR) is examined. The
theoretical foundation is laid on theories of dual coding; social judgment,
cue utilization and social identity are proposed. The data is collected through
self-administered questionnaire by 510 respondents. The findings of this
study indicates that stimulus through design information and novelty reflect
significant effect on perceived usefulness and involvement, which further
influences attitude towards product displays and purchase intentions.
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Antecedents of Purchase Intention of
Millennials for Recycled Apparels

Pallavi Chaturvedi
Research Scholar, GLA University, Mathura

Dr Kushagra Kulshreshtha

Associate Professor, Institute of Business Management, GLA University, Mathura

Prof. (Dr) Vikas Tripathi
Professor, Institute of Business Management, GLA University, Mathura

Abstract

The aim of this study is to explore the factors that play a significant role in
predicting purchase intention of Indian consumers for recycled apparels.
The study uses the factors of the theory of planned behavior (TPB) for
understanding purchase intention. Data are collected from 243 respondents
with the help of a questionnaire through the online survey. Experimental
research design is used for this study. Exploratory factor analysis is used
to analyze the data and further validated with multiple regressions to test
the projected investigation model. It is indicated that the readiness to pay
premium and perceived value are having the considerable positive impact
on the purchase intention for recycled apparels. The study will facilitate the
marketers to formulate promotional strategies to persuade the acceptance
of recycled apparels by enhancing the understanding of the factors shaping
purchase intention for recycled apparels of Indian youths, as a result
it will also support in addressing the environmental issues, which is the
contemporary issue across the world.

The study uses factors of TPB framework in understanding customer’s
purchase intention for recycled apparel in a socially diverse country.
Thus, this research contributes knowledge to the green consumer behavior
by investigating the exclusive composition of variables in explaining
purchase intent for recycled apparels in an integrated framework. This
study demonstrates the perceived value and willingness to pay are having
a positive significant impact on purchase intention for recycled apparels
among Indian millennials.
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Exploring Consumer Perception about Health-
Based Packaged Food Products

Vartika Chaudhary
SIMSOM, IIT Bombay

Dinesh Sharma
SIMSOM, IIT Bombay
Mumbai, India

Abstract

India has become the world’s capital of diabetes and heart ailments (Joshi
& Parikh, 2007). Owing to the rapid increase in such lifestyle disorders,
consumer awareness about nutritive food and good health has increased
tremendously (Nielsen, 2015). This rising awareness about health has led to
the growth of packaged health food products in India (Ali, Alam, and Alj,
2015). Yet, a study conducted by the National Institute of Nutrition indicates
that the intention of promoting the choice of healthy food by means of food
packages is not being completely met (Vemula, Gavaravarapu, Mendu,
Mathur, & Avula, 2014). It emphasised on the need of experimenting
with newer ways of information display to make food packages consumer
friendly. Additionally, in the extant literature, there is a dearth of research
on consumer perception about health from packaged food products in India.
This study aims to fill this gap. It explores Indian consumer perception
about health-based packaged food products with a focus on health-related
claims and visuals.

The healthiness of a food package can be communicated by many
packaging elements like claims, nutrition fact table, and visuals. Health-
related claims have gained popularity recently due to their ease of
understanding (Aerts and Smits, 2017). These claims can be of several
types such as nutrition claim (e.g., ‘Calcium’), health claim (e.g., ‘Good
for bones’), ingredient claim (e.g., “Whole wheat’), no added substance
claim (e.g., ‘No added preservatives), naturalness claim (e.g., ‘Organic’),
and processing related claim (e.g., ‘Non-fried’). Amongst these claims,
nutrition and health claims have been most popular with both practitioners
and researchers.
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Empathetic Content Marketing: A Smart
Marketing Tool in Digital Age

Dr R. Ragu Prasadh
Research Associate
Loyola Institute of Business Administration
Nungambakkam, Chennai 600 034

Dr Jayshree Suresh
Professor, Loyola Institute of Business Administration, Chennai
Nungambakkam, Chennai 600 034

Abstract

The introduction of digital technology has led to far-reaching changes in
the way companies meet the expectation of stakeholders (Rancati, 2010).
Content marketing strategy is the best marketing technique that is focusing
on creating and distributing relevant, valuable, and consistent content to
change or enhance a consumer behavior and also to drive profitable customer
action. (Pulizzi J. e Barret N. (2009). Content marketing has taken a leading
role in the marketing studies since it attracts potential consumers and
increases their engagement and empowerment (Kucuk & Krishnamurthy,
2007). Content marketing as being a tool not only used to share content,
but also to create value and high returns by means of customer attraction,
acquisition and retention. (Rancati 2010).

Successful content marketing is about creating a connection between
audience and brand and this type of content is much easier to create when
it is informed and driven by empathy. When creating their digital marketing
plans, now companies learn to shift from an egocentric to empathetic
approach. Content marketers perceive that it is obligatory to focus on one
of the most powerful perspectives of empathy to be successful. With the
rise of digital age, customers have become adapted to highly personalized
interactions with businesses. Hence, companies need to create content that
demonstrates their values to prove their concern towards customers. Despite
the variety of new marketing technologies and best practices, the one skill
that continues to be prominent in attracting and retaining customers is
empathy. Empathetic content marketing is vital to successfully promoting
business nowadays.
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An Odyssey in Artificial Intelligence and Brand
Management

Bhavesh Kinkhabwala
B.K. School of Business Management

Abstract

Few years before what was somewhat unique to hear and see has now become
an usual phenomenon. Robots have already arrived in our day to day life.
Invariably Robotics has nexus with Artificial Intelligence. Primary goal of
any invention is the welfare of the society. At ground level implementation
of scientific invention, plausibly the phenomenon of commercialisation of
an invention occurs. Possibly the human want to get something in return or
want to make realise the significance of an invention offering to the mass level
so that efforts and resources being invested do not get a casual notion and
to a certain extent that is fair also. Commercialisation intrinsically involves,
when scientific management tools are preferred, brand management and
branding. A lot has been written about the future with Robots, Artificial
intelligence (Al) and already we know about nuances engraving branding
and brand management so, this article more focuses on how two fields viz.
Al and Brand Management can further be interwoven in terms of application
so that there arises a synergy.

Brand strategy is tied in with building up the correct brand stage that
can keep up an authority position in your classification. There are numerous
factors that go into building up a solid stage, including a solid brand voice,
reason, guarantee, characteristics, informing tone and maybe above all, a
significant incentive. In any case, more imperatively, they have to remain in
front of market powers and disturbances from developing players. Before
Al and Al, advancing and rethinking situating was compelled to your
restrictive information and advertise insight information sources, which
were compelled themselves by how quick they could distribute information.
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Does Contact Hypothesis Help Improve Hindu-
Muslim Implicit bias? A Study on Middle-
School Students of Dadri, Uttar Pradesh

Manisha Agrawal
School of Management and Entrepreneurship
Shiv Nadar University

Sargam Palod
School of Management and Entrepreneurship
Shiv Nadar University

Paromita Goswami
Associate Professor of Marketing
School of Management and Entrepreneurship
Shiv Nadar University

Abstract

Brands that have tried promoting the message of communal harmony
have received mixed response. One latest reference is the Surf Excel Holi
ad wherein a young Hindu girl helps a Muslim boy reach the mosque
for Namaaz without getting stained by the colours (Surf Excel, 2019).
Displaying such overt ways of bringing together the two communities in
media communication of even a mundane product like detergent turned out
to be controversial. The ad spot got attention from with social media and
there were comments like “love jihaad”, gender selection, faulty attribution
of colours as ‘daag’ etc. While there are arguments that controversies
can sometimes be good for brands, in a post-Pulwama polarized and
highly charged political situation, even the best of intentions may back-
fire for both the brand as well as the cause/story they espouse. In this
study, we try to explore how to best improve relationships between two
religious communities that have a history of recent violence. Our results
may help inform brands in developing their messages in a way that do not
aggravate communal tension. As per conflict studies literature, Contact
Hypothesis (Allport, 1954 as quoted by Pettigrew and Tropp, 2005) is a
way of establishing interpersonal contact between the groups in conflict
and can improve their relationship when done appropriately. The contact
needs to give equal status to both groups, have common goals, promote
cooperation and interaction between both majority and minority groups of
the community. Under such monitored situations when we try to establish
interaction, it can work to some extent.
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Influence of Digital Banking on Customer
Satisfaction: Case of Urban Cooperative Banks
in Pune City

Dr Varsha Nerlekar
Associate Professor
MIT WPU School of Management (PG))

Isha Apte
Research Student
MIT-WPU, Pune, India)

Abstract

Digital Banking is significantly changing the way of business. Customer
centric evolving banking operations through Digital Banking has become
the basis of Banking Industry. Digital Banking—a new concept in the area
of electronic banking, which aims to enrich standard online and mobile
banking services by integrating digital technologies, for example strategic
analytics tools, social media interactions, innovative payment solutions,
mobile technology and a focus on user experience. It is the application
of technology to ensure seamless end-to-end (STP in the ‘old’ jargon)
processing of banking transactions/operations; initiated by the client,
ensuring maximum utility to the client in terms of availability, usefulness
and cost; to the bank in terms of reduced operating costs, zero errors and
enhanced services These developmental changes results in new delivery of
channels for banking products and services such as implementation of core
banking system(CBS), installation of Automated Teller Machines (ATMs),
Telephone Banking,

PC-Banking, and Electronic Funds Transfer (EFT) and mobile banking.
Urban cooperative banks (UCB), which was started to cater the banking
needs, is also gradually transforming into technology banking. Their main
objective is being to serve customers more effectively and in the process,
increase profits and competitiveness. UCB’s have recognized the vitality
of Digital Banking and perceives this as an opportunity to increase their
performance and competitiveness. Customer satisfaction has become the
aim of all the banking operations ranging from services to payments to
personalized plans. In this research, the researcher uses SERVQUAL
(model), which is a multi-dimensional research instrument, designed to
capture consumer expectations and perceptions of a service along the five
dimensions that are believed to represent service quality
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An Investigation into Young Consumers Online
Shopping Behaviour

Dr Biranchi Narayan Swar
Symbiosis Institute of Business Management, Bangalore
Symbiosis International (Deemed University), Pune

Abstract

India has the second largest online market with over 460 million internet
users in the world after China and having an internet penetration of 31%
(Internet World Stats, 2018). As per the report given by (Statista, 2018), by
2021 there will be 635 million internet users in India. This large internet
base will have a direct impact on the online shopping in India. According to
IAMALI (2018) report, most of the online shoppers in India belong to Young
population (15-34 years, as per National Youth Policy, 2017) and they are
found to be the main users of the internet (Comscore, 2011). Hence, the
paper is focusing on young consumers. The increasing rate of internet
usage shows a growing opportunity for online businesses. As a result,
organizations can target more customers with the help of the internet, which
has considerably reduced the constraints posed by distance between retailers
and consumers. Hence, in order to take the advantage of the Indian online
retail, today’s organizations should understand the Indian online young
consumers’ behavior and their mindset, in addition to governmental policies
and industry dynamics etc. Hence, this paper is an attempt to identify the
determinants of young consumers’ online shopping behavior.

The data has been collected from Bangalore city. A sample of 318
young respondents was approached for the study. Out of which, 312
usable responses were received with a response rate of 98.11%. Hence, the
processed 312 responses were considered for further analysis.
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Antecedents of Purchase Intention for Online
Shopping: Study of Millennials

Anjali Singh
Department of Management Studies
Central University of Haryana

Dr Ajay Kumar
Department of Management Studies
Central University of Haryana

Abstract

After the 1991 reform, internet has evolved miraculously in India. It has
also provided global access to businesses to participate in an electronically
mediated marketplace. India has become a nascent market for e-commerce
especially in context of millennials as millennials contribute considerable
volume to the population in India. They are the ones grown up with
technology and contain the maximum working population and hence have
the better purchasing power. They are known as impulsive and unpredictable
buyers and shop when they feel blue, to celebrate something, to gift
someone. This generation has seen the evolution of internet and trying to
match up with the pace of the technology. They want to define themselves
with the digital world. They have seen both the offline and online mode
of shopping. They sometimes feel hanging in the middle while deciding
where to purchase from and end up doing showrooming or webrooming
in order to ensure that they made the right decision. These characteristics
make it interesting to study their online purchasing behaviour. Despite such
importance attached to millennials’ in online shopping, there are dearth of
studies emphasising on millennials. This study attempts to fill this gap and
explores the motivation and perceived risk of millennials while purchasing
online. Taking the reference grounded in existing literature (Howe &
Strauss, 2000), this study treats the people born between 1983 and 2003 as
millennials.

To achieve overall objective of exploring the influence of motivation
and perceived risk on purchase intention, web survey was conducted with
the help of self-administered questionnaire containing questions related to
motivation, risk, purchase intentions and demographics.
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Impact of Social Media Marketing on
Consumer Behaiour

Pavitra Sahai
Manipal Institute of Technology

Pratyush Gupta
Manipal Institute of Technology

Dr Sumukh S Hungund
Manipal Institute of Technology

Abstract

Companies throughout the world are constantly seeking new ways to reach
consumers. Just a few decades ago, television and print advertising were
the fundamental components of marketing strategies. In the current era,
these traditional marketing streams are just a small segment of the varied
approaches used to market and brand products. The increasing focus
on social media shaped state of the art advertising and shifted the way
companies interact with their target groups. As a result, the effective use
of social media has become an essential part of creating and maintaining
a competitive advantage. Subsequently, companies now place considerable
value on the way in which social media can be used to shape consumer brand
perception and influence their buying intention. In this project we build
a conceptual model using constructs like perceived usefulness, consumer
trust and user generated content, which directly or indirectly influence the
consumer purchase decision.

The marketing landscape has drastically changed in the last decade.
Before, companies and their customers had no direct link to each other’s
respective worlds (Jaffe, 2010, p160). Wertime and Fenwick (2008, p31-51)
added that "consumers are more likely to be participating than watching’
stating that these last years we have been witnessing of a shift in the
consumer behaviour from being ‘consumers as viewers’ to ‘consumers as
participants’.
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A Study of Consumers’ Attitude and Behavioral
Intentions towards Online Shopping

Santosh Kumar Mishra
Barkatullah University, Bhopal (M.P)

Dr Parag Dubey
Department of Management

National Institute of Technical Teachers Training and Research
Bhopal (M.P)

Abstract

Highly competitive environment is changing the business landscape.
The challenging scenario demands connecting with the customers more
than ever before and evaluating their attitudes & preferences precisely.
Technology, one of the major drivers of the change has transformed the way
businesses are managed. There has been a radical transformation in market
place, where online retailing and digital platforms have become more
powerful and dominant. Today’s digitally occupied customers, influenced
by convenience and price, have gravitated fast towards e-commerce portals.
Fast changing Indian customers have bafflingly shifted to e-commerce
portal buying almost everything from electronic items & grocery to
services like gaming, education etc. This is also evident from the fact
that India emerged as the fastest growing online retail market among the
major economies of the world between 2013 to 2017 Bain & Company
(2018). Changing customer’s attitude, advances in internet technology offer
a promising growth in online retail format.The present scenario draws the
attention of marketers and researchers to study consumer’s attitude, known
as behavioral guides & crucial factors that influence behavioral intentions
Ajzen, Icek. (2012).

The intent of the study is to provide useful insights related to online
shopping behaviour of customers of central India and help online retailers,
marketers develop strategies that favourably fine-tuned with consumer
behaviour. Present study underscores the important factors that have
significant impact on customer’s attitude towards online shopping behaviour
and extend the scope to explore predictive relationship of attitude, subjective
norms and perceived behavioral control on behavioral intentions. Ajzen,
Icek. (2012) under online shopping conditions.
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A Study on Awareness about Artificial
Intelligence in Marketing Among Management
Students

Megha Grover
RDIAS, New Delhi

Aarushi Sethi, Aditi Jain
RDIAS, New Delhi

Abstract

Artificial intelligence (Al) is an area of computer science in which machines
works like a human being and also gives more accurate results. Marketing is
the business process of creating relationships with and satisfying customers.
Since Al is used in every field nowadays, therefore it is used for marketing
also. The rise in Al-powered marketing is taking the load off many marketers.
Since many management students want to work in the field of marketing,
it is important that they are aware about the use of Al in marketing. In
marketing different Al tools are used. The research paper mainly focus on
the awareness about Al in marketing among. Management students, are
they aware about the Al tools used in marketing? Questionnaires were filled
and responses were collected. Tools were used for analysing the responses.
Artificial intelligence is an area of computer science that creates intelligent
machines. It has become an important part of technology industry. Artificial
Intelligence is a method of making a computer, a robot or software, in the
related manner the intelligent humans think.

Al is proficient by studying how human brain thinks and how humans
learn, decide, and work while trying to solve a problem, and then using the
results of this study as a basis of mounting intelligent software and systems.
It is varying the way companies do business, how governments provide
public services, and how people engross with technology and each other.
Businesses in all sectors are discovering how Al can help them to decrease
costs and expand services.
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Surrogate Shoppers Research: A Review of
Methodology

Sonia Arora
University Business School
Panjab University, Chandigarh, India

Abstract

This study aims to review the methodologies in surrogate shoppers* research
from 1986 to 2018. Keywords in nine online databases are searched for
identifying the relevant 33 articles. The articles are classified on basis like
type of article, research design, type of data, sampling element, sample size,
method of data collection, inferential tool used, country of research, parent
department of contributor, services researched, and theoretical lenses used.

The findings of the study confirm that the topic has not received enough
attention from scholars. Replication studies are scarce while USA centric
research and use of survey methodology is abundant. The limitations of the
study are in terms of possible omission of some studies as only rigorous
studies have been included in the scope of this review of methodology.
Future researchers should investigate surrogate shoppers in developing
economies and in diverse services and adopt varied research designs and
theoretical lenses. This article makes a case for the use of novel and original
research on this topic and this effort will help future researchers in the field
of surrogate shoppers to take informed methodology related decisions.

This research effort makes a modest contribution to the topic of surrogate
shoppers by identifying overused research approaches and the seldom used
research techniques. The contributions of the study is in acting as a guide
post for future researchers and inspiring them to undertake novel research
in the area of surrogate shoppers and thus increasing the publications on
this topic.
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Excessive Social Networking Sites Usage
and Online Compulsive Buying Behaviour:
A Conceptual Framework Examining the
Intervening Effects of Consumer Image
Consciousness, Materialism and Privacy
Concerns

Rexy Ros Bobby, Neethu Mohan
School Of Management Studies
Cochin University of Science and Technology

Dr Zakkariya K.A

School of Management Studies
Cochin University of Science and Technology

Abstract

Digital Technology has infiltrated every aspect of our lives, transforming the
experiences of how we work, learn and shop. It’s inevitable that our devices
begin to reflect our civic aspirations that are our desires to connect with
others. Social Media has become an arena for new personal connections.
Marketing and consumer behavior, both the domains are having equal
relevance in social media, while consumers are making their mind for any
purchase they are relying on social media more than ever. There has been a
drastic hike in the number of social media users from 0.97 billion in 2010
to 2.46 billion in 2017 and the expected rise in 2021 is 3.02 billion. In India,
there was a drastic rise in the SNS users from 10.86% in 2015 to 16.69% in
2018, which is further expected to rise to 26.23% in 2022. With reference
to the above statistics, people are spending an unparalleled amount of
time online. Individuals who use internet excessively cannot be labeled as
internet addicts as they find the internet as a platform to exacerbate other
kinds of addiction (Griffiths, 2000a). This particularly has an impact on the
online shopping habits of the consumers’ who have a tendency for divergent
buying patterns. Previous research findings suggest that compulsive buying
behaviour is aggravated by internet use (Griffiths, 2000; Kukar- Kinney
et al., 2009).

Though extensive research has been carried out on compulsive buying,
far too little attention has been paid to better understand the effect of
Excessive SNS usage on online compulsive buying and the underlying
mechanisms (Lee et al., 2016). Previous research showed that image
consciousness and materialism can be two predictors of conventional
compulsive buying (Dittmar et al., 2007; Lee et al., 2016).
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Users’ Behavioral Intention towards the
Adoption
of Social Commerce

Vishnu Kumar
Motilal Nehru National Institute of Technology Allahabad

Prof. G.P. Sahu
Motilal Nehru National Institute of Technology Allahabad

Abstract

In this era of web 2.0 social media platforms plays an important role in
social interaction over the internet, and continuous rise in the popularity
of social media creates an opportunity for e-commerce organization to do
its business. Thus, the integration of these two gives the new term named
“Social Commerce”. In 2015, Gol started the “Digital India” campaign for
digitization of the country’s economy; as a result, there is 32% increment
in the e-commerce market but only 21% of people are using social media
platforms for trading of goods and services. With this background, the
purpose of this study is fulfilled by the empirical examination of the
proposed model, which consists of the “UTAUT” model as a base model
with two added factors i.e. Trust and Government Policies.

For empirical estimation, both qualitative and quantitative data were
used. Qualitative data was retrieved from available literature, social media
platforms, and websites, while Quantitative data was collected through the
questionnaire that was circulated online among the social media websites
users. CFA and Linear Regression were used to validate the instrument and
analyzed the proposed model with related hypotheses.

The empirical result of the proposed model indicates that the Facilitating
Conditions, Performance Expectancy, Government Policies, and Effort
Expectancy have a positive influence over the users™ behavioral intention.
In contrast, the relationship of Trust and Social influence with users”
behavioral intention was found to be insignificant.

The authors have worked on a small sample size, which acts as a
limitation for this study. The authors also did not work on moderating factors
of the UTAUT model such as age, gender, experience, and voluntariness.
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Impact of Social Media Constructs, Pay-on-
delivery Mode of Payment and Trust on Online
Purchase Intentions among North Indians

Urvashi Tandon
Chitkara University, Rajpura, Punjab, India.

Ravi Kiran
Thapar University, Patiala

Abstract

There has been an unprecedented growth over the past few years in terms of
social media platforms. Social media, due to its gaining reputation is attaining
a larger share of advertising budgets from the marketers. Therefore, the
significance of advertising on social networking sites like Facebook, Twitter,
YouTube, LinkedIn etc. is of great interest to researchers, organisations
and managers (Sexena and Khanna, 2013). As majority of internet users
consider one or more forms of online social media (Barenblatt, 2015), it
has become an indispensable part of day -to-day operations especially for
those who have adopted this online platform. Marketers increasingly rely
upon social media to market and promote their brands. Accordingly, it has
become imperative to understand the impact of social media on online
shopping.

Similarly, Pay-on-delivery mode of payment (POD) is an innovative
strategy adopted by online retailers in developing countries like India to
overcome the inhibition in the minds of consumers regarding payment through
debit card /credit card. India until recently has been a cash driven economy
and a shift in the payment pattern will need time as well as resources to
adjust to this changed scenario. Although after demonetization in November
2016 there has been continuous effort of the present government to promote
digitalization, POD mode of payment is still the choice of online shoppers
in Tier II and Tier III cities (Tandon et al., 2017). In fact, POD mode of
payment is a major trust builder as per the study of Chiejina and Olamide
(2014) on Nigerian customers. POD though suggested and considered in
few reported studies has not been widely researched as a construct and to
fill up this gap it has been included and validated in present study.
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Consumer Demographics and Online Food
Aggregators

Dr Seema Laddha

Professor
SIES College of Management Studies, Nerul

Sudhanshu Bhagat, Akash Magar, Vishal Singh, Dakshita Tiwari
Students
SIES College of Management Studies, Nerul

Abstract

Market of online food aggregators especially metropolitan cities is
increasing. The reasons for the growth is women workforce, hectic schedule,
disposable income and so on. But there is question whether the behavior of
consumer correlated to demographic factors? This paper aims to identify
the relationship between demographic factor and understanding of online
market and behavior of consumer towards it. It also provided information
on the relationship of restaurants with online aggregators.

People are ordering food online because in metropolitan & surrounding
areas because of their busy life. To keep up with the hectic schedule, they
need quick, reliable, & anytime-anywhere assistance for various day-to-day
tasks. They do not have time & energy to cook at home or go to restaurants.

To satisfy the growing need of these consumers restaurants have two
option either to provide services by hiring extra manpower or to tie up with
the aggregators. On the part of restaurant, it is difficult to provide services of
home delivery when there is pick hours. They want to concentrate on their
core services. Digitization help the food aggregators to create a platform
and bring restaurants closer to the customer. They are also providing various
benefits like offers and discount. Online food aggregator business model is
primarily base on which the business owner earns revenue through service
commission. It provides an online platform where all the restaurants and
other food outlets of the target market are listed for customers.
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Rethinking Brand Engagement from
the Cultural Perspective in New E-India
Marketplace

Dr Subhajit Bhattacharya
Associate Professor, Management Development Institute
Murshidabad, Sakim-Katnai, Kulori, Raghunathganj, Dist. Murshidabad
West Bengal, India

Dr Subrata Chattopadhyay
Assistant Professor, Management Development Institute
Murshidabad, Sakim-Katnai, Kulori, Raghunathganj, Dist. Murshidabad
West Bengal, India

Abstract

Brands have eternally tried to penetrate the consumers’ mind and create a niche
therein, involving the customers’ in the decision-making process and engaging
them into the final product selection (Alvarez et al., 2013; Anisimova, 2013;
Pandey et al., 2013; Pope, 1998; Rajagopal, 2007; Round and Roper, 2015;
Spakovica et al., 2014). With glocalisation, the marketplace has transformed
and there is an increasing propensity of consumers to go for digital marketplace.
The choice basket of customers are plenty and they are exploited by plethora of
products’ available at their disposal and it is increasing the complexity for the
brand to the extent that they need to differentiate and innovate in order to sustain
in the marketplace. In this complex marketplace it remains a challenge of the
global and local brands to connect with the consumer for increased product
life (Schmitt, 2012; Calder, 2013; Fournier,1998). Researchers globally have
already identified that culture plays a pivotal role in determining the brand
choices and preferences, hence remodelling the brands based on cultural
and social traits is of paramount importance especially so in the creation of
higher degree of connectivity with the consumer communities (Ng et al., 2015;
Tellstrom et al., 2006; Grossman and Renton, 2010). It is true that culture is
of the major element of brand DNA, which leads to sustainable relationship
with the buyer societies (Banerjee, 2008; Franji¢ and Paliaga, 2006; Melewar
et al., 2004). With the changing dynamics of the market, under the influence
of digitized environment the stimuli and pulse of the market is also getting
transformed, which is also diffusing virally through the social networking
communities (Diffley et al., 2011; Karpinska-Krakowiak, 2016; Lai et al.,
2014). Culture has a predominant role to play in a diverse country like India,
which is the confluence of many a culture, which also is evolving over time
and the brands have to keep pace matching or superseding the expectations of
the product deliverables from the organizations.
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To Purchase or Not To Purchase: Consumer’s
Decision to Adopt Voice or Digital Assistant
Devices

Shweta Jha

Indian Institute of Management, Indore

Rajendra V. Nargundkar

Indian Institute of Management, Indore

Abstract

With the recent advancements in technology, new products with breakthrough
innovations are venturing in markets. Voice-assistant or the digital assistant
devices are also the part of breakthrough innovations, which has made
voice a new big thing for the marketers. These products have not only
made a foray in developed markets but have also entered in the emerging
markets. The growth of emerging markets has made the marketers launch
new technology products to markets such as India. The digital products
are disrupting the traditional products market (Karimi & Walter, 2015).
The rise of voice assistant devices will change the future (Trevor, 2018).
According to the recent reports by Search engine people, 87% consumer
firms believe that these new virtual devices will play a significant role in the
interaction between the consumer and marketer by 2021 (Olenski, 2018).
Voice sounds more human to consumers, and therefore it provides an ease
to interact. According to the Gartner Report, the market for digital assistant
will see a phenomenal growth by 2020 with a market of 2.1 billion dollars.
Despite its forecasted growth, both marketing and information systems
literature lacks the attention required towards the digital and voice assistant
devices. Hence, we borrowed literature from diverse fields to build our
theoretical arguments. There are different terms given to these devices such
as “smart assistant, intelligent personal assistant, digital assistant, personal
virtual assistant, virtual assistant bot” (Chung et al., 2017). However, this
study adopts the term digital assistant. We are considering the standalone
digital assistants only as a boundary condition for our study. This study is
one of the initial studies to understand the factors, which may influence
the consumer’s purchase decision of voice or digital devices and also the
barriers to their likelihood to purchase it in the future.
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Does Creation of Trucking Cooperatives Solve
The Problems of Small Road Freight Operators
Through Cooperative Marketing Efforts In
India?

Dr Mahendra Parihar
Associate Professor,
Mukesh Patel School of Technology Management and Engineering,
SVKM’s NMIMS University, Mumbai

Abstract

Cooperatives being primarily being set-up when people have less or
insufficient resources along with them and thus, people with limited resources
come together for maximum gain. This simply reflects the situation of small
truck operators and their operating conditions i.e. operators with one or
two trucks primarily, if come together and form cooperatives then they can
achieve more profit or viability and come out of situations of insufficient
resources or limited resources through cost sharing and cooperative efforts
with reference to cooperative marketing too. Further, through combine
action via cooperative marketing small operators can further strengthen
their small business by reaching to its valuable users or customers through
customer friendly services as well as by removing deficiencies currently
they are facing in various ways. This is because according to American
Marketing Association “Marketing is an organization function and a set of
processes for creating, communicating and delivering value to customers and
for managing customer relationships in ways that benefits the organization
and its stakeholders”.

Further, viability of trucking operation especially of small operators
is very necessary since they comprise around 70% of the total truck
operators with up to 5 trucks. Since trucking industry is also considered
as backbone of our economy, it is need of hour to do something relevant
to save small operators from various problems and challenges relating to
their business/operation and help them to sustain in the market. Moreover,
given the importance of trucking industry in our economy and role played
by this industry in particular due to its certain inherent characteristics, it
is presumed that any kind of inefficiency in this segment will result into
huge loss to our economy on various fronts, as also revealed by some of the
studies in past.
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Can Customer Attitude and Expectations Shape
the Future of Payment Banks in India

Dr Priya Solomon
Associate Professor
Faculty of Management Studies
Amity University, Noida

Abstract

India has traditionally been a cash-based economy with limited penetration
of formal banking and financial services. The financial sector in India is
witnessing a transformation with new payment banks being established
in the country for achieving the dream of a fully banked country. The
RBI, Indian Commercial Banks, the Government of India as well as other
individual stakeholders have undertaken a number of initiatives in the past
to promote financial inclusion. Some of these initiatives included Self Help
Group-Bank Linkages, Banking Correspondents, Ultra Small Branches
and deployment of Electronic Payments Systems. Despite these initiatives,
penetration of banking levels in India are significantly lower than countries
such as China and United States with more than 40% of the population not
having even a basic bank account, penetration of electronic payments also
stands dismally low despite the demonetization and ease of digitalization.
The fundamental reason for this financial exclusion is absence of a
financially viable business model to serve the ‘Bottom of the Pyramid’
customer segment in cost effective manner based on their expectations and
grounded on the factors that influence their attitude towards their adoption
of payments banks

This research paper tries to gather insights into customer attitude and
expectations that must shape the marketing strategies of Payment Banks
in India. Existing literature is mostly limited to studies on growth and
performance of payment banks in India and changing ecosystem of banking
in India. The concept of payment banks is new and evolving in India so
limited number of studies are available in India This paper seeks to examine
the exogenous factors that influence customer’s expectations and attitude
and what must payment banks do to serve customers better in future ?
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Consumer’s Online Shopping Behavior in India:
An Empirical Study

Dr Varsha Agarwal
Assistant Professor
Center for Management Studies
Jain (Deemed to be) University, Bangalore

Prof Sunitha B K
Head of Department & Associate Professor

Center for Management Studies
Jain (Deemed to be) University, Bangalore

Dr Ganesh L
Professor
Christ University, Institute of Management, Bangalore

Abstract

In the recent time of internet technology, use of e-commerce is increasing
all over India. Trend of online shopping is rapidly growing in India and
it has become a booming market for many e-retailers. Due to problems
of geographic reach and attraction towards variety of products, people in
India are choosing online shopping as an option for convenient shopping
(Debroy, 2016).

In the research, “perceived convenience” a new construct, has been
included in the current TAM framework. Thus, research was conducted to
determine effect of perceived convenience on perceived ease of use and
intention to use.

(Close & Kinney, 2010) identified that utilitarian benefits such as easy
transaction, price, availability of value products and promotion and hedonic
benefits such as brand, enjoyment and experience seeking are the motivational
factors, which influence the intentions towards online shopping. Therefore,
consumers’ preferences for pragmatic value such as brand, price or fashion
can influence activities of online shopping. Another important factor behind
using any technology is user friendliness and people only accept technology
when is easy to use. Hence, “self-efficacy” was taken as customers’ confidence
for internet use and e-commerce websites affect their belief towards perceived
ease of use. Considering all above factors, this research has taken three
external variables self-efficacy, consumers’ preferences and online retailer
services.
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Effects of Video Marketing on Customer
Perception

Bella Thomas
Research Scholar
Karunya Institute of Technology and Sciences, Coimbatore

Dr S. Senith

Assistant Professor
Karunya Institute of Technology and Sciences, Coimbatore

Abstract

The rising need of video marketing has become a growing concern for
marketers to influence customer perception. Video marketing has become a
vital component in today’s business strategy for the well-established brands
as well as the future brands to retain the customers.

More than image video speaks more than a trillion words as per the
media production ‘My simple show’ company’s survey.

The purpose of this study is to investigate the connection between
customer perception and video advertisement and how it influences the
customer value. The need to this research was felt because not many papers
have been found in the transformation of Video marketing in the current
market. The paper presents a critical evaluation of customer perception
through video marketing. The approach to the research topic consists of
questionnaire survey to the customers using services and products-based
brands.

The study emphasis the rising need of Video Marketing, which
is transforming the trend of marketing in the current market to all the
established and upcoming brands, which influences the customer perception
and value towards the brand. The finding of this research indicates that the
video marketing has huge impact in the buying behaviour and decision
making building the customer perception and remaining loyal towards the
brand. It focuses the relationship between customer perception and video
advertisement. The findings are relevant to two service brands and product
based where the customer make their purchase decisions relying on the
video marketing.
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Examining Consumer Perceived Attitude and
Satisfaction of Using Chatbots and its effect
on Brand Trust and Loyalty intention in Food
Delivery Apps in India: The Moderating Role of
Perceived Risk

Alisha Dhal
Research Associate (RA), MDI-Gurugram

Arvind Selvaraj
FPM Scholar, MDI-Gurugram

Dr Kirti Sharma
Assistant Professor, MDI-Gurugram

Abstract

In today’s tech-driven world multiple apps are functioning to cater to the
varied needs of consumers with the aim to provide apt, quick and seamless
service. With the rising online food delivery market and increasing consumer
expectations the food delivery players are frequently incorporating variety
of mediums to make service a positive experience. One such tech-friendly
feature of apps are Chatbots. This study aims to examine the impact of
values (hedonic and utilitarian) of using Chatbots on consumer attitude
and satisfaction and thus in turn analyzing the outcome on brand trust
and loyalty. A survey method was employed to conduct this study. Data
were collected from 200 respondents from students among various places
in India. Regression analysis was adapted to test hypothesis and also to
estimate the effects of perceived values on consumer perceived attitude and
satisfaction of using Chatbot further leading to Brand Trust and Loyalty
Intentions. Implications and future scope of this study were also discussed.

With advancing technology, the process of enriching consumer
experience is going through frequent developments. Number of consumers
using food delivery apps are rising and leading to more enquiries Chatbots
can mimic human conversations using technology based on Artificial
Intelligence (Al) and allow the real-life staff to work without interruption
to answer the questions that can be answered by directing them to Chatbots.
Also, it helps the consumers to get a quick response and not to wait in
queue. Traditional interactions involved face to face conversations between
employees and customers but with the technological advancements these
interactions can happen over digital platforms.
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Effect of Branded Content Videos on Consumer-
Brand Relationship: The Moderating Role of
Celebrity Endorsements

Subhalakshmi Bezbaruah
FPM Scholar
MICA, Ahmedabad

Dr Jay Trivedi

Associate Professor
Digital Platform and Strategies department.
MICA, Ahmedabad

Abstract

In an era of increasing advertising and information clutter across media
channels, consumers are losing interest in traditional advertising and
installing ad blockers (Odell, 2015). This leads to marketers shifting their
advertising spends on content marketing (Khan, 2017). However, there is
limited research focused on observing the effect of content marketing on
consumer behaviour (Milhinhos, 2015). Further, videos have emerged as
a significant form of content delivery and forms a significant quantum of
internet traffic (Milhinhos, 2015). Hence this research focuses on observing
the effect of branded content videos on attitude towards the brand, which
further influences consumers’ purchase intention a