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RE-DEFINING THE EXCHANGE ENVIRONMENT OF
HANDICRAFT MARKET THROUGH MARKETSPACE: AN

EMPIRICAL STUDY
Dr. DEBASIS PANI

Abstract:

Handicraft is an indispensable part of Indian Culture. The Indian culture is interwoven with
crafts which makes it more vibrant and Incredible. According to the reports of Exports Promotion
Council, there are about twenty three million handloom and handicraft artisans in India in 2019.The
exports of handicraft have also increased about 10.52% since quarter years. In spite of this, India
occupies only about two percent of world trade in handicrafts. The lack of advertisements, lack of
awareness to adopt the new technology and gap of its promotion through digital technology and
platforms mainly hinders its global presence. The present research paper will contemplate about the
barriers of handicraft promotion in global market. It will also attempt to comprehend the amalgamation
of digital technology embedded with marketing efforts for Handicraft Industry. The implied findings
of this study will suggest managerial and promotional interventions required to waft handicraft industry
in International marketspace.

Keywords: Handicrafts, Artisans, Export, Impact of e-commerce, Marketspace, Z-Analysis.
Introduction

Handicraft represents the uniqueness of a country, it culture and its rich heritage. As reiterated
by Patel & Shah (2016), India is a country of great cultural heritage and the Indian handicrafts have
a prosperous history of several centuries. Handicrafts and artisans in India are known worldwide for
this uniqueness and symbolize the inherent creativity that these artisans possess. Lately, with the
advent of mechanized replication of handicraft articles (not handmade), and coupled with middle men
controlling the demand-supply mechanism, the sector has been under tremendous pressure. Primarily,
the concerns faced by the artisans are manifold and non-marketing of these products makes it more




Re-defining the exchange environment of Handicraft Market... 3

difficult for them. Indian handicraft industry is labour intensive and is generally decentralized and
spread all over the country. Though handicraft industry employs millions of artisans, it is still miniscule
with respect to the global industry. Nigel et.al (2011) opines that the role of strategy management is
crucial in marketing management as traditional approach of marketing has not been playing a significant
role in marketing of handicraft sector. This scenario is changing with the advent of many websites
promoting the E-commerce of Indian handicraft industry. Government has also initiated various efforts
to provide market opportunities to the artisans doing business in unorganized sector.

Theoretical Framework
Barriers of Handicraft Industry:

India’s total export for the textiles have managed to recover to $39.3 billion in FY2013-14
which have increased by 12.5% from the previous year.The export have increased from a sharp
decline of $45 billion in FY2012-13.According to the Ministry of Textiles, handloom production is
expected to decline 4% to around 1,116 million sg. m. in FY2014-15, compared to increases seen in all
other sectors:

o Mill (6%)
e Power loom (3%)
o Hosiery (7%)

Meanwhile, the share of handloom in total textile production is expected to shrink to 10%,
which is less than half of the 23% share in FY1995-96. The multiple reasons for the decline of this
industry in different clusters can be attributed to factors such as: reducing exports, lack of modernization,
changing consumer preferences, high production costs, and market dynamics. As the handloom industry
occupies a significant place due to its economic importance, India cannot ignore this industry.

Advent of Ecommerce industry:

In Asia-pacific India has fastest growing E-retail industry today along withChina (https://
timesofindia.indiatimes.com, India Business News). Increased adoption of smart phone and increasing
rate of internet penetration has paved way fornew marketing strategy for existing industry.According
to (Taylor, T. &0wusu, E.D.E., 2012) internet users in Indian increasingly very high across the globe
and probable that India is cross US in the up-coming years. E-commerce is an effective marketing
strategy for promoting the sales as well as branding. In India Handicraft Market is more popular than
other nation.Devendra, etal., 2012 stated thate-commerce is one of the best tools where customer can
doing their business consists of selling and buying every products or services over electronic
systemuses of computer networks. E-commerce changes the infrastructure of the business as well as
ease the financial transaction policy .This will ensure in framing strategies which will be inclusive in
nature regarding key business activities(https://www.smartinsights.com/digital-marketing-
strategy).Seller can use strategy base toolsto promote their business like SEO(Search Engine
optimization), E-mail marketing, Social Media marketing (like Facebook, Twitter, Instagram,YouTube
etc.), SEM(Search Engine Marketing) and SMO(Social media Optimization) and otherassociated
toolsalso.From the Indian business perspective, ecommercetransformed the business module fromoffline
retail industry to online retail mode and has given a new way for Indian entrepreneur/ marketer
(https://www.ibef.org/industry/ecommerce.aspx). The ongoing digital transformation in the country is
expected to increase India’s total internet user base to 829 million by 2021 from 560.01 million as of
September 2018.
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Fig 1:Conceptual Model- Promotion of Handicraft market through online advertisement

Research Gap

After completion of detailed literature survey, it has been learnt that there is a direct co-relation

between factors concerned with subject study are under mentioned:

1.

Customer awareness towards a product is directly co-related with online advertisement for
particular product.

Increment in total sales volume of a product is co-related to customer awareness towards that
product. A field survey through face to face interview has been carried out by the researcher in
areas wherever handicraft/handloom products are producedand following points where learnt:

(@)  The handicraft/handloom products are lacking of sales promotions/ advertisements.
(b)  Wide area customer awareness is very poor due to under sale promotions/advertisements.

(¢)  The market of handicraft product in West Bengal is declining day by day mainly due to
sale promotion/advertisement & customer awareness.

Hence, it is evident from the above that the handicraft/handloom market of West Bengal is

decliningday by day which requires detailedstudy to identify major causes of declining.i.e. sales
promotions/ online advertisements/online markets and customer awareness. This study will not only
help to suggest possible measures be taken to revive but also contribute towards the development of
artisans, society, and state and after all nation’s economy as a whole.

Objectives

(i)
(ii)

Based on the research gap the specific objectives have been framed:

To extract whether customer awareness, an indicative factor for increasing sales of handicraft
products.

To mine out whether online portals acts as an indicative factor in promoting handicraft industry.
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Hypotheses
HO::Web Based Advertisement is not a mediating Factor to Promote Handicraft

HO02:Online shopping portals are not an indicative factor for increasing the cognizance of
handicraft products.

Research Methodology

The research gap has been prepared by ingeminated search of relevant literature and detailed
analysis of existing research progressions.The questionnaire have been prepared in order to assess
the preference and indepth analysis of the consumers after their purchase of handicraft products.The
respondents have been chosen from the cohort of consumers who have previous experience of
handicraft products.The research paper is descriptive one and aimed to see the possibilities in the
society due to technical infusion.In depth analysis of primary and secondary data have been done to
explore latent attributes. The questionnaire has been validated by in depth qualitative investigation.
Sampling has been drawn from the city of Kolkata .A total of 120 questionnaires have been distributed
and among this 100 questionnaires have been selected based on inclusion criteria.

The data have been analysed through statistical “Z” analysis for testing of Hypothesis.Z-analysis
is used for whether two populations mean are different and the population of study area is large and
variance is known. For this investigation the survey period was from 1%t January, 2019 to June, 2019.
Research Question:

For this investigation open ended dichotomous questionnaire has been made. The study was
established to excavate the question how ecommerce and innovative strategies have directed to
explore the handicraft industry.

Analysis and discussion
Hypothesis 1:
HO:: Web Based Advertisement is not a mediating Factor to Promote Handicraft

Further, it is hypothesizedthat 60% of population have given opinion that online advertisement
of Handicraft/Handloom is an influencing factor for increasing customer awareness.

Appended below please find the tabular format containing inputs refined from primary
datacollected from target population through close ended questionnaire.

Total sample size S 100
Total number of online customer opined that online advertisement is influencing P, 88
factor for increasing customer awareness

Proportion P, 0.88
As, it is Hypothesized that 60% of population opined that online advertisement of M, 0.55
Handicraft/Handloom is an influencing factor for increasing customer awareness

Tablel:Detailed calculation through “Z” Analysis for Hypothesis 1
Formula of statistical “Z” analysis is under mentioned:

Z=p0— u0/(c forpld)

Where, o o1 po = \(L_:ll and g0 = 1 — p0
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After completion of calculation, the value of Z = 7.50 have been obtained. After applying 5%
level of significance the value of Z as obtained and restricted as 1.695. Hence, it is observed andindicated
that value falls within rejection region. The same indicates that null hypothesis 1 is rejected and it
can be that advertisement of handicraft through online mode is an influencing factor for changing
customer buying motives.

For Hypothesis 2:

HO02:Online shopping portals are not an indicative factor for increasing the cognizance of
handicraft products.

Further, it is hypothesized that 60% of population opined that online portal market acts as
catalyst for changing customer buying motives. Appended below please find the tabular format
containing inputs refined from primary data collected from target population through close ended
guestionnaire.

Total sample size S 100
Total number of online customer opined that online portal market acts as P, 75
catalyst for changing customer buying motives

Proportion P, | 0.77
As, it is Hypothesized that 60% of population opined that online portal market M, | 0.55

acts as catalyst for changing customer buying motives

Table 2:Detailed calculation through “Z” Analysis for Hypothesis 2
Formula of statistical “Z” analysis is under mentioned:
Z=p0— u0/(c forpd)

g

~—Jand g0 =1 —p0

Where, ¢ for PO = \'(

After completion of calculation, it has been found that value of Z =5.365. After applying 5%
level of significance the value of Z is supposed to be restricted within 1.695. Hence, it is observed that
value falls within rejection area. The same indicates that null hypothesis 2 is rejected and it is evident
that online portal market acts as catalyst for changing customer buying motives.

Conclusions

The extracted results have indicated about the association of handicraft industry with the internet
based promotion. The internet based promotion mediated through online advertisements with the
technological infusion will conceive Handicraft industry to a newer height. The indigenous handicraft
industry will incredibly levitated to international market space by inclusion of strategic from this study.
Thus through online advertisements, the strategy can be redefined by social media, e commerce and
web advertisements. Besides this, the livelihood of the artisans will also get improved paving way for
rural development.
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Discussions and managerial implications of the study:

The findings of the study are having real implication of digitalization in Handicraft industry. The
study is explorative and empirical investigation to define the extant relationship between the demographic
variables like gender, age, income, area of residence, education level with the buying intentions of the
online shoppers. By assessing the demographic attributes which influence the buying behaviour, the
e-marketers, entrepreneurs, academicians, marketing strategist and online portals can tailor made
their strategies to influence the online users to buy from the online portals. The study will help online
portals and entrepreneurs in overcoming the socio economic hurdles and assessing complex texture
and consumer psychology and impact of demographic variations on them. . The utility of the study can
be expanded to entrepreneurs, academicians, marketing strategist and online portals to increase their
coverage across Indian demography.

Limitation of the Study:
The limitation of the research can be extended to following aspects:

()  The research can be extended to other parts of the West Bengal. In West Bengal most of the
areas where artisans make their products uniquely but due to barriers in marketing and
promotion,they are unable to get proper value for their creation.

(i)  The strategies based on this frame work can be utilized to frame and incorporate it in handicraft
market in Bengal and procedures for sustainable development of the handicraft organization
through digitalization..
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STRATEGIC INNOVATIONS - WAYS OF LEVERAGING

CUSTOMER ACQUISITION AND RETENTION

Dr. PRANABA NANDA DAS
Abstract

The digital transformation has led to many innovations in this era. One of them is electronic
commerce which has led to further invention of online shopping. Of late, online shoppers are increasing
in numbers day by day. Moreover many new online retailers are also mushrooming up. This is leading
to a clutter in the online retail industry with various issues being faced by the online retailers. One of
the major issues is acquisition and retention of customers. This study has tried to analyse the strategies
used by some online retailers to acquire and retain customers. Further the findings will be learning for
new startups in this industry.

Keywords: Online retailing, strategic innovations, customer acquisition, customer retention
Introduction

The advent of the Internet technology has resulted in a variety of new information. The easy
access of these has helped online retailers improve their marketing efforts and distinguish themselves
from competitors to gain customers’ business. One of the most significant development in the business
environment has been the implementation of Digital Marketing and social media marketing strategies.
This has led to maximization of the return on investment -Return on investment (ROI) - of these in
Electronic Commerce (EC) and this fact has led to research about the digital industry (Saura et. al.,
2019). Ecommerce giants have been using digital marketing the most. With the growing use of internet
users and easy access to internets due to the advent of mobile phones customers are buying more
from the online sellers than the brick and mortar ones. “E-commerce is defined as the process of
buying, selling, and exchanging products, services, advertisements, and information through electronic
communication technologies (Chiu, Tzeng, & Li, 2013) by utilizing computer networks and the Internet
(Turban, King, Lee, Warkentin, & Chung, 2002)”. E-commerce is the transaction of goods and services
over the Internet (Gokmen, 2012) and the application of the internet to buy, sell, and support products
and services (Kasemsap, 2016).
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According to a report by Ernst &amp; Young, titled, “Re-birth of E-Commerce in India” India
is at the verge of a digital revolution. The urban population had made internet an integral component
of their lifestyle. The advent of 4G services and the declining of broadband subscription prices is
leading to ever-increasing number of “netizens”. Convenience of online shopping, and changes in the
supporting ecosystem are some of the critical aspects that are playing a pivotal role in boosting up the
growth of E-commerce and consequently life style changed in India. In view of rising E-commerce
based activities, it generates paramount interest to explore the various facets associated with E-
commerce (Sinha, 2016).

For online marketers stores converting clicks and views into sales for business has become an
imperative. Having high customer retention rate means, saving time and money in the long run. It is
because a two percent increase in customer retention has the same effects on the bottom line as cutting
other costs by ten percent. By focusing efforts on keeping the current customers, the corporatewill grow
over time, while saving on advertising and other marketing strategies. While the existing ecommerce
giants are focusing more on customer retention strategies the new entrants who are in the question
mark phase are thrusting upon customer acquisition. The benchmark report by Clevertrap
, has analysed 3.1 billion data points across 18 million devices and 15 million unigque users has come up
with the following insights. The cut throat competition in the online market has led to low customer
retention rates. The ecommerce brands are losing customers faster than acquiring them. On an
average a shopping app loses 86% of its customers in the first four weeks of download (Karnik,
2019). But there are some ecommerce sites which are still going strong inspite of the clutter and
competition. Keeping in view the above discussion the study has tried to analyse the strategic innovations
formulated and adopted by the ecommerce giants for leveraging customer acquisition and retention.

Literature review

The Indian e-commerce market is at an inflection point. The credit goes to the disruption of the
telecom landscape, with dramatic reduction in data rates and rapid adoption of 4-G smartphones and
feature phones. With a reliance on mobile technology and a need for more bandwidth, networks in
India have tested 5G capabilities that will be deployed by 2020(Sawhney, 2018).Various technologies
such as Natural Language Processing, Recommendation system, and Text mining techniques are
mostly used to contour the shopping experience, in accordance to consumers’ personal preferences
(Jain & Kumar, 2015a). These customer reviews present a challenge for retailers and manufacturers
of analysis and discovers useful information which helps in improving customer experience Mattosinho
(2010). On the other side, mining and summarizing opinions from the text about specific entities and
their aspects can help consumers decide what to purchase. According to Liu (2012), Sentiment analysis
is the process used often to extract the opinions or sentiments from customer reviews placed on blogs,
forums, shopping websites etc. It is used to identify and extract subjective information contentsin the
text, such as opinions and feelings. The work of Gowtamreddy (2014) explained that an opinion
expressed by customers helped manufacturers to improve their products or services. Potential
customers also used these opinions for purchase decisions making. According to Alghamdi (2013),
accurate understanding of these sentiments or opinions expressed in social media websites could
bring tremendous business opportunities and help in decision making. One of the importance’s of
these sentiments is to identify important aspects of your products or services by tracking regularly or
for a particular time period about your brand or product across any channel. Social media such as
Tweets, blog posts, YouTube videos, News stories, Facebook posts also help in knowing, how people
feel about your brand.

The amount of unstructured data produced by customers in E-commerce websites increased
dramatically during the phase known as Web 2.0. Customers’ opinions represent a valuable and
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important type of information which should not be neglected or ignored by the e-commerce industry.
From the customer perspective, considering others users’ opinions before purchasing a product is a
common behavior long on the Internet. According to Liu(2010), various survey agencies claimed that
70-90% customers buying decisions are influenced by online reviews through this E-commerce websites
customer has access to thousands of opinions, which significantly improves decision making. This
feature shows that customer reviews are the proven sales drivers(Jain and Kumar, 2017).
Customer acquisition and retention strategies- some cases

Acquiring and retaining customers is perhaps the most difficult and important task for any
organization. In the following section some cases have been discussed regarding the innovations in
strategies adopted by online shopping sites for leveraging customer acquisition and retention.
Amazon

The key to Amazon’s strategy in India is its ability to think globally but act locally — leveraging
its massive scale, logistics capabilities and balance sheet while creating customized local offerings
developed ground-up for the Indian market (Sawhney, 2018). They personalize the shopping experience
of their customers making it more convenient. The convenience lies in the product related to
personalization and brand engagement by building a rational or emotional bonding between a brand
and the customer. The next strategy adopted by Amazon India is faster home delivery of the product
at your doorstep. It takes care of the customers’ preference and remembers their shopping habits.
Retention strategies adopted are more personlised than acquisition strategies as the corporate is
counting upon the customers data. There is a provision of reordering the same product if one wants
to. Moreover the automation process makes it easier for management of a brand (http://sjc.marketing,
2018).

Amazon is often the first choice that a customer makes, when it comes to purchasing goods
online. If we look closer at the reasons for Amazon’s success, there is more beyond low prices and a
wide variety of products. They have the knowhow to enrich the customer’s experience and the
customer is bound to come back for more. One of the successful retention effort by Amazon is Amazon
Prime, the corporate’s customer loyalty program. After its launch in late 2004, it was predicted that
Amazon would break even on the program within 2 years but in just 3 months they reached the break-
even point. The results were astounding as Amazon stock prices shot up and its sales grew by 30%
during recession when other retailers were struggling. According to marketing analysts, Prime
members increase their purchases from the site by about 150% after joining and were responsible for
as much as 20% of Amazon’s overall sales. Amazon Prime, being a paid subscription service, requires
customers to pay 999 rupees annually along with a free 30-day trial to avail certain services. In the
beginning, it gave a free two-day shipping to all Prime members. Later this evolved into a variety of
shipping benefits as unlimited free and fast delivery within 1-2 days, video streaming, ad-free music,
exclusive access to sale and deals. Amazon has also partnered with other companies to provide non-
monetary benefits to its Prime members in the form of free ebooks, TV shows, movies and now even
music. They get access to these additional services within their rupees 999 subscription.

Why it works?

What Amazon did was to address a major pain-point of the customer i.e. high shipping charges.
Sometimes shipping charges would go higher than the value of the purchase itself. This has often led
to abandonment of the cart. This problem was solved by Amazon Prime. A Prime member can place
an order and get free shipping irrespective of the value of the order. Amazon’s wide variety of
products at competitive prices along with a convenient distribution system made this an irresistible
option. Prime members stopped shopping at other places merely because Amazon made it fast and
free and customers shopped even for simple items like a pack of coffee beans on Amazon.

11
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Amazon’s 7 Strategies to Win in India

1. Deep customer understanding: Amazon has invested time, energy, and resources to
understand the nuances of India’s consumer market. Amazon realized that Indian consumers
are not comfortable buying online or they may lack the education to read online product reviews.
So it has established kiosks in small local retail locations that set up entrepreneurs to offer an
assisted buying service for consumers.

2. Accommodating bandwidth challenges: Amazon realized that over 500 million Indian
consumers continue to still use feature phones with slow network connections. So it has designed
a slimmed down version of its app to adjust to slower network speeds. The modified app still
allows for a decent browsing experience, while accommaodating the reality of network constraints.

3. Using Artificial Intelligence to find addresses: Residential addresses in India are often only
best guess mates of location, which makes delivery a challenge. Amazon is using machine
learning and artificial intelligence (Al) to bring better precision to delivery, including a 0-to-100
confidence score for an address.

4. Ferreting out fake products and fraud. E-commerce in India has been plagued by a plethora
of fake reviews, which has made buyers cagy. Amazon is working to improve trust among its
buyers and sellers by combating fraud and fake reviews for third-party products on its site,
while promoting safer products. Amazon’s Indian team has designed algorithms to detect fake
reviews, fraudulent transactions, and fake products.

5. Expanding logistics and fulfillment: Amazon is expanding its network of fulfillment centers in
India by five, raising the total to 67. Amazon understands the importance of expanding its
infrastructure and delivery network to improve the customer experience and enable tens of
thousands of small and medium businesses to fulfill orders more efficiently.

6. Onboarding assistance for third-party sellers: In addition to carrying products from major
sellers with promotions for the local market, Amazon is facilitating e-commerce for smaller
retailers that offer unique products. Amazon has created an innovative initiative called “Tatkal”
which means “instantaneous™ to demonstrate howa small seller can be ready to sell on Amazon’s
site within 60 minutes. Amazon uses vans that visit smaller retailers and suppliers. The vans
have a photo studio so Amazon employees can take pictures of products, catalog them, and get
sellers ready to sell.

7. Local R&D: Amazon’s largest R&D center outside Seattle is in Bangalore. This signals its
commitment for the long haul to understand the nuances of the market and to create user
experience innovations specifically for the Indian market (Sawhney, 2018).

Flipkart
Leading E-commerce giant of India, Flipkart have 75 million registered users who had helped

the corporate to attain 5 billion dollar GMV (Gross merchandise value) of sales in FY15. GMV is the

indicator of performance of the corporate in terms of Total value of merchandise sold by the corporate

during the period (Bhasin, 2019).

Flipkart customers incorporate middle class social groups who are comfortable with online
shopping and find it convenient. Majority of the shoppers are the professional who are busy with their
business & find it convenient to buy anything online instead of visiting the physical outlet so as to save
time & money. Its “Big billion days” is the most successful campaign till now that has helped the
corporate in increasing its sales during the festival season. Flipkart caters to the customerschanging
needs & wants. With the increase in per capita income and alterations in buying patterns, customers
are getting more acquainted and are comfortable in buying online. Flipkart uses
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undifferentiated targeting strategy, since buyers of all demography purchase items online which is
available to everyone where the delivery is possible. Flipkart has positioned itself as a trust worthy
and customer friendly E-commerce brand (Bhasin, 2019).

According to Counterpoint Research, Flipkart and Amazon together captured nearly 87% of
the online smartphone market in 2017. Now, as online retailers look beyond the saturated metros to
add new webshoppers, the private label-strategy from Flipkart is expected to gain momentum. Almost
45% of Flipkart’s sales come from smaller towns and cities, whereas Amazon India’s strong foothold
in metros versus smaller towns is clearly displayed with a split of 65% and 35% of share.

Flipkart has private labels in categories including electronic accessories, furniture, large
appliances and staples, which are expected to account for 15-20% of its overall sales volume within
the next three years. Amazon India is also trying to capture the small town opportunity, but as its
strength lies in the metros, the American ecommerce corporate is building loyalty through the subscription
service Amazon Prime. Flipkart is also looking to relaunch its premium offering Flipkart First. Analysts,
however, are skeptical about the move.

Flipkart is focussing on the wallet play to thwart Paytm or Amazon and drive growth through
other strategies. In terms of short-term sales strategy for smartphones Flipkart is aggressive on
exclusive model launch and building its own Billion brand along with target to sell more products to its
existing users. Amazon on the other hand is building all around product portfolios by including diverse
product categories.

Learning for startups

Startups and new entrants in the online shopping market can learn from the strategic innovations
of the on line retail giants. Amazon’s strategy in India holds important lessons for the e-commerce
giant in other markets, as well as for other companies aiming to expand their international reach. The
key is to act glocally which is a combination of global scale and resources with an in depth and
granular understanding of each market, while empowering the R&D and customer-service teams to
tailor solutions and solve customers’ problems systematically. The loyalty program should make you
stand out by addressing customers’ needs and wants. Giving out rewards, discounts, and offers based
on loyalty points can be one way of retaining customers. The customer can also be rewarded for being
loyal to the corporate for a longer duration. These strategies work well if there is a large customer
base and enough customers making repeat purchases. A tiered loyalty system can be built if the brand
is new to the ecommerce world, which gives out base rewards to a relatively new customer and the
rewards increase as the customer’s tenure increases with online store.

There are ten core values painted on different pillars and walls inside the Myntra office,
Bangalorewhich are as follows :

1 Customer Wow

2 Pursuit of Excellence

3 Ownership

4.  Dothings differently

5. Follow your Passion

6 Data drives decisions

7 Respect, Equality and Transparency
8. Do More with Less

9 Continuous Learning & Growth

10. Work Hard, Play Harder
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The other learnings for startups include use of differentiate marketing activities related
to customer retention and customer acquisition and automatic process to save resources and
improve brand engagement (http://sjc.marketing , 2018). Emails can be used to remind the
customer about a product that he/she abandoned while making the final purchase. Customized content
such as newsletters can also be sent to grab their attention. Users can be targeted according to their
online behaviour and then modify the website in real-time. Display product recommendations on the
website based on user demographics and past browsing and buying behaviour. The website can
display tailor-made pop-ups and content to suit the customers’ choices (Nangia, 2016).

The corporate can make the next purchase of the customers worthwhile by create voucher
codes and putting them in the product packaging for the customer on his/her next purchase. The
experts at Browntape suggested that the best way to get consumers to come back for more is if you
give them a reason to. Amazon.in allows the sellers to prepare voucher codes for their products. It is
a promotion feature offered by the online marketplace. The code generated enables to offer customers,
free shipping, money off (on products in the form of discounts), buy 1 get 1 free and other customised
offers. A single voucher code can be used for multiple products or a single item. At the same time,
multiple voucher codes can be created for a single item, the offer is decided by the seller. The end
date of the voucher code can be set up to a certain date or left open for an uncertain amount of time.
Another helpful feature about this option is, one can choose to hide or display the voucher codes on
Amazon. This way one can choose who gets to use the code.

A seller can go that extra mile by offering its consumers the benefit of after sales services. It is
difficult for some to obtain much-needed assistance after the purchase of items like televisions, desktops,
sound systems and even furniture. It can be mentioned on the product page the different after sales
services the seller provides. Manufacturer warranty and guarantees are also useful to customers and
make them feel secure when purchasing from you for the first time and all over again.

Make sure the customers are reminded right from day one about the other products available
and at attractive prices. Before shipping an order be sure to leave the customer a note in the package
with maybe a link to or names of products that are on discount. You can inform them of your limited
period offers and even provide a leaflet of the products going on sale. Or you can also use the
marketplace chat feature to inform existing buyers about deals and offers or your wide range of
products.

Always show consumers the appreciation by thanking them for buying from you. This adds a
personal touch. Exceed expectations of the customers by delivering the goods faster. In addition to
this, you can also boost your status on an online marketplace by becoming an Assured seller on
Flipkart or perhaps a Fulfilled seller on Amazon. Always make sure you a pro with the basics like your
product descriptions and images. And, make sure your customer gets a choice, not only in products
but exchanges and refunds as well.

Match the competitor’s price with your own and find out the POPs and PODs. Their
items can be bought and the differences and similarities checked. The customer reviews can
be checked and compared with the brands own products. If consumers claim they are getting
their money’s worth. Compare these with what you are offering and see if you can make any
improvements in pricing. However, make sure you do not go too low with your prices or you may
forfeit profits. Before expansion, you must perfect customer loyalty. It is a more feasible option for
sales growth. With the help of these , you should be able to get there. Remember the key takeaway
here is meeting customer needs, exceeding expectations and creating an awareness about your products
(Menezes, 2017).
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According to eCommerce Expert Richard Lazazzera, there are seven main strategies that

companies should use in order to achieve high customer retention rates:

Utilize customer accounts.

Implement a customer loyalty system.

Send regular customer newsletter emails.

Surprise and delight your customers.

Reach out and connect on social media, and post often
Offer a discount or credit to return

Implement right place, right product, right time emails

Conclusion

There is no doubt that these companies have reached heights because they take care that their

customers keep coming back for more. With so many players in the ecommerce arena, one can retain
its customers only if their expectations are not only met, but exceeded. There are lessons to be learnt
from ecommerce giants in terms of the big strategies and the small tactics they adopt to keep their
customers happy. Startups can take these lessons home and place their own unique strategies that
work the best.
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Impact of banking industry in India due to global financial crisis

through mergers and acquisitions
Dr. RAMESH CHANDRA RATH

ABSTRACT

This article talks about the Study of Service Quality, Brand Equity, Customer Satisfaction and
Customer Loyalty in Restaurants of Odisha. Food is more than just a basic necessity, a pleasure that
plays a significant role in the understanding of happiness. There are different varieties of food and
cuisines preferences built by cultural and ethnical backgrounds, geographical locations and social
classes. Food can tell us a lot about the history and traditions of various nations and regions. Eating
meat habits, herbs and crops — everything makes its contribution to the traditional cuisine and culture.
There are many places where we can get so many types of foods, it may be Indian, Continental,
Chinese, Thai etc. Now-a-days all these varieties of foods are available under one roof i.es called
Restaurant. A restaurant is the most popular name in this present world, it’s a public place which
open to all for selling food. Now days the restaurant is not just a place to come and eat but now it’s
becoming a place where people can meet and spend time together to enjoy. Restaurant is a public
place, provide food and beverage on a commercial basis. Open for all people to take refreshment,
provide food and beverage against money. The article signifies the role of service quality in restaurants.
The article gives certain examples of different types of restaurants with variety of food items. Overall
it explains the concept how brand equity, customer loyalty and customer satisfaction with different
variables puts impact on restaurants.

Keywords: Service Quality, Brand Equity, Customer satisfaction, Customer Loyalty,
Restaurants.

INTRODUCTION

For some people food is just a basic necessity to satisfy basic needs but for others food is a
pleasure that plays a significant role in the understanding of happiness. There are so many different
cuisines and food preferences built by cultural and ethnical backgrounds, geographical locations and
social classes. Food can tell us a lot about the history and traditions of various nations and regions.
Meat eating habits, herbs and crops — everything makes its contribution to the traditional cuisine and
culture. India is a land of cultures, spices, Africa is a continent of sauces, Europe discloses esthetical
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beauty of food and opens up new opportunities and inventions for those who value and enjoy eating.
There are many places where we can get different varieties of foods, it may be Indian, Continental,
Chinese, Thai etc. Now-a-days all these varieties of foods are available under one roof i.es called
Restaurant.

In this present world, a restaurant is the most popular name, it’s a public place which open to
all for selling food. Now days the restaurant is not just a place to come and eat but now it’s becoming
a place where people can meet and spend time together to enjoy. Restaurant is a place which provide
food and beverage on a commercial basis. Its open for all people to take refreshment, provide food
and beverage against money, all food and beverage to satisfy guests. (Admin,2012) The word restaurant
comes from rest and rent, so guest rest in and pay rent for having refreshment and beverage. Many
people think that hotels and restaurants are the same in function and definition, actually its different,
hotel has accommodation system to stay night with some facilities like food, but restaurants you can
get that facilities without accommodation. (Admin,2012)

The good restaurant always provides a good level of service to it costumers, because it is so
important to attract more costumers to visit again. In some cases, the costumers can feel so hungry
and maybe some of them are stressful from hard work and they want the restaurant to process orders
very accurately, nicely, and quickly furthermore they want the restaurant to prepare delicious fresh
food. Finally, employees should be well-dressed, clean, and trained very well in treat costumers
nicely and courteously and be willing to serve the customers. (ELS,2009).

In restaurants service quality, brand equity, service marketing mix, customer satisfaction and
customer loyalty play a vital role. Customers get attracted by restaurants good service, well-known
brand and their need and satisfaction. If a customer gets satisfaction from a restaurants service they
provide by their employees which includes the 7 P’s of marketing mix i.es the food (product), ambience
and appropriate area (place), suitable and feasible price (price), awareness (promotion), well behaved
and neat employees (people), well maintained (process), and proper elements (physical evidences).

Current enterprises recognize both service quality and customer loyalty are critical factors to
maintain the competency for business development. Deming (1981) and Garvin (1987) identified the
service quality is the satisfaction for matching the customers’ demand. Customer loyalty has been
regards as the key indicator for customer retention. Oliver (1997) claimed the customer

loyalty will drive customers to buy the same brand products even competitors’ have better
offers. Jones and Sasser (1995) indicated the customer loyalty is the behavioral intention to maintain
the relationship between customer and service suppliers. The issues of brand equity and marketing
mix strategy have been discussed in the academy field and recognized as necessary tools for building
corporate competency in business world. Lo (2012) claimed brand equity may strengthen intangible
assets and create overall success for companies. Ponnam (2011) indicated the most common brand
equity model encompasses five dimensions, such as brand awareness, perceived quality, brand royalty,
brand association, and another proprietary asset. This model has been empirically applied in previous
researches (Atilgan, Aksoy, and Akinci, 2005; Kim and Kim, 2004; Yoo, Donthu, and Lee, 2000).

Service Quality

Service quality has been recognized as the effective tool to improve the customer loyalty. Hu
(2011) indicated service quality, brand equity, and marketing mix strategy have significant and positive
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relationship to customer loyalty. However, very few studies have examined the mediator role for
brand equity on the relationship between service quality and customer loyalty. Hsieh and Lee (2007)
indicated the relationship between publication relationship and customer loyalty is moderated by
brand image. The service quality naturally been regarded as an approach for managing public
relationship. This study followed these theory concepts and extended previous research.

Brand Equity

Brand equity is the value a brand name brings to all stakeholders including producers, retailers,
and consumers (Tuominen, 1999). It exists when stakeholders gravitate toward a specific brand, or
willing to pay more for the same level of quality because of a name. This study defines brand equity
from a customer perspective. Despite the recent prominence in marketing, there is little consensus on
how brand equity is created (Pappu et al., 2005; Kayaman and Arasli, 2007).

Customer Satisfaction

Satisfaction is a mental state of pleasurable fulfillment derived from consumption (Oliver,
1999). Satisfaction reflects an overall judgment on one product’s superiority that occurs after
consumption, guided by reference points set before consumption. Although satisfaction is related to
perceived quality, it is considered as a distinctive long-term mental state (Sureshchander et al., 2002;
Gustafsson et al., 2005). Satisfied customers create and sustain deep psychological bonds with preferred
brands. Customer satisfaction is linked to economic performance given the relationship with
profitability, market share and return on investments (Bitner, 1990; Oliver, 1999). Additionally,
satisfaction is linked to non-economic performance given the relationship with behavioral and
attitudinal loyalty (Bloemer and Kasper, 1995). Also, satisfaction influence other aspects of consumer
behavior such as buying more products, buying other products from the same supplier, increasing the
tolerance for higher prices and positive word of mouth. Customer satisfaction directly relates to brand
equity in restaurants, higher customer satisfaction will increase the brand equity customers assign to
restaurants.

Customer Loyalty

Approaches to the study of customer loyalty fall into three broad categories: the behavioral
approach, the attitudinal approach and the integrated approach (Oh, 1995). The integrated approach
takes account of both behavioral and attitudinal variables, in order to create its own concept of
customer loyalty. We adopt the integrated theory of customer loyalty as our methodological framework.
The concept of customer loyalty is understood as a combination of customers’ favorable attitude and
the behavior of repurchase.

RELEVANCE OF THE STUDY

Now-a-days people have become choosier towards everything, including the type of food they
will consume. For their choice, there are different types of food varieties in the market like Indian,
Thai, Chinese, Continental, etc. these cuisines are easily available in restaurants as they are
mushrooming rapidly. Where we go, we will get a restaurant with variety of cuisines. Restaurants
provides different types of services for customers. But not only eating most of restaurants now provides
meeting area in for those customers who wants to arrange special events in the restaurant such as
marriage or engagement, birthday party, and graduations, company special meetings, or others that’s
why restaurants are becoming more important place in now days. People are more aware in today’s
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scenario, they know where to go and what to have. Restaurants fall into several industries classification
based on menu style, preparation methods and pricing. And also, how the food is served to the
customer helps to determine the classification. Not only they see quality includes taste, flavor, hygiene
but also, they see quantity as how many pieces, different categories of restaurants like ethnic, casual
dining, fine, dining, barbecue, buffet etc., goodwill of the restaurants (brand), the ambience, the
service, the satisfaction they get after visiting, all these matters a lot rather than price. Taking all these
into consideration the research is all about service quality, brand equity, customer satisfactionand
loyalty which plays a vital role to attract customer and to develop business.

REVIEW OF LITERATURE

The relationship between service quality and customer loyalty and to test the moderating role
of brand equity and the mediating role of marketing mix strategy on this relationship. The population
in this research was selected as customers from four retail chain stores in Taiwan, resulting in 200
individual surveys for analysis. The results indicated brand equity, service quality, and marketing
mix strategy have significant and positive relationship on customer loyalty. The results also supported
the hypotheses that brand equity moderated the relationship between service quality and customer
loyalty, and marketing mix strategy presented partial mediating effect on the relationship between
service quality and customer loyalty through path analysis. Finally, this research generated the
recommendations for corporate operations and suggested future scholar studies (Dr. Yu-Jia Hu 2012).

Customer, management, and contact personnel perceptions of consumer-based brand equity
(CBBE) and its dimensions utilizing a services branding triangle framework in the banking industry.
Data were collected from customers, managers, and contact personnel of three types of banks in
Turkey - state, private, and foreign (Musa, Tulay, Paul, Zeliha ,2016). Focused the study to show the
relationship between service quality, brand image, customer satisfaction, and customer loyalty in the
KTV industry (Chao, Wu, Yen, 2015). Suggested an interactive model of service brand development.
The design employed in the research represents a holistic and systemic approach to services branding
and the methodology employed is conceptual desk research (Skaalsvik, Olsen, 2014). Suggested an
interactive model of service brand development. The design employed in the research represents a
holistic and systemic approach to services branding and the methodology employed is conceptual
desk research (Skaalsvik, Olsen, 2014). Investigated the effects of services marketing mix (including:
price, product, place, advertising, physical evidence, process and people) on four dimensions of brand
equity dimensions (including: perceived quality, brand loyalty, brand awareness and brand
association), (Aghaei, Vahedi, Kahreh, Pirooz, 2013).

Business-to-business (B2B) manufacturing firms increasingly integrate services into their
product portfolios under the same brand umbrella. This article aims to develop a conceptual model of
the drivers of success for such B2B product-to-service brand extensions (Brown, Sichtmann, Musante,
2011). The effects of service quality on brand image, service quality on customer satisfaction, service
quality on brand equity, service quality on customer loyalty, corporate rebranding on brand image,
corporate rebranding on customer satisfaction, corporate rebranding on brand equity, brand image on
customer satisfaction, corporate rebranding on customer loyalty, brand image on brand equity, brand
image on customer loyalty, customer satisfaction on customer loyalty, brand equity on customerloyalty.
The research has proven that (1) the service quality significantly affects the brand image; (2)the service
quality significantly influence the customer satisfaction; (3) the service quality significantly
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affects the brand equity; (4) the service quality significantly affects the customer loyalty; (5) the
corporate rebranding has significant effects on the brand image; (6) the corporate rebranding has no
significant effect on the customer satisfaction; (7) the corporate rebranding has no significant effect
on brand equity; (8) the corporate rebranding has no significant effect on the customer loyalty; (9)
the brand image has significant effect on the customer satisfaction; (10) the brand image has significant
effects on the brand equity; (11) the brand image does not have significant effects on the customer
loyalty; (12) significant effects from the customer satisfaction on customer loyalty; and (13) significant
effects of the brand equity on the customer loyalty (Chaniago Aspizain, 2016).

Dimensions of service quality affect the brand equity in the fast food industry. The results
show that the entire dimensions of service quality of model SERVQUAL (tangible factors of services,
reliability, responsiveness, assurance and empathy) have a positive and significant impact on the
brand equity. It also became clear that among the five dimensions of quality of services, the tangible
factors of services have the most impact on the brand equity in the fast food industry (Esmaeilpour
Majid, Mohamadi Zahra, Rajabi Azade, 2016). A holistic model that investigates the direct influence
of service quality on building consumer based brand equity, along with the mediating role of corporate
credibility and perceived value. The results suggest that perceived value and corporate credibility
fully mediate the relationship between perceived service quality and consumer based brand equity. A
self-administrated questionnaire was used to collect data from the customers of local and foreign
banks in the Islamabad and Rawalpindi regions of Pakistan. The hypothesized relationships were
tested using structural equation modeling procedure (Sadia Jahanzeb, Tasneem Fatima, Muhammad
Mohsin Butt, 2013).

RESEARCH GAP

Various researches were done on service quality, brand equity, customer satisfaction, customer
loyalty separately, but all these approaches have not been done together interlinking each other. The
sector of the study will be restaurant, in which research is very limited taking. The proposed study is
an attempt to study the effect of service quality on brand equity, to identify the link between brand
equity, customer satisfaction and customer loyalty; to examine the relationship between service quality,
customer satisfaction and customer loyalty; which has not been done and its new for research.

RESEARCH OBJECTIVE

1. To examine the relationship between service quality, brand equity, customer satisfaction and
customer loyalty.

2. To identify the link between brand equity, customer satisfaction and customer loyalty.
3. To measure the effect of service quality and brand equity on customer loyalty.
RESEARCH METHEDOLOGY
Sampling

As the proposed research is conducted to find out customer satisfaction, the data for the study
will be collected from customers. The population for this study will be the exiting customers. A
purposive sampling method will be applied for drawing samples from the restaurant under the study.
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Factor Analysis Design (Hair, Black and Tatham, 2009)

» Factor analysis ismostly performed often only on metric variables, although specializes methods
exist for the use of dummy variables; a small number of “dummy variable” can be included in
a fact of metric variables that are factor analyzed.

* If astudy is being designed to reveal factor structure, strive to have at least five variables for
each proposed factor.

» For sample size:
* The sample must have more observations than variables.
*  The minimum absolute sample size should be 50 observations

» Maximize the number of observations per variables, with a minimum of 5 and hopefully at
least 10 observations per variable.

Data Collection

The data for the proposed study will be collected by the using of different questionnaires.
Separatequestionnaires will be used for service quality, brand equity, customer satisfaction and
customer loyalty to collect information from respondants. Follow up Personal interview will be
conducted to substantiate the data collected from customers.

Satistical Tools

Regression analysis, factor ananlysis, SEM (Structural Equation Model) will be used to explain
the relationship between all the approaches in the study. In order to analyze the data descriptive
statistics were employed. Service quality, brand equity, customer satisfaction and customer loyalty
will be measured using different variables considering the customers of the restaurants.

SCOPE OF THE STUDY

The study will be conducted in restaurants of all categories operating in Bhubaneswar. The
future study can be done firstly, by taking all these approaches in other cities of Orissa and may be in
other states with more sample size. Secondly, this study sector is restaurant, the future study can be
conducted in different sectors with these approaches or others.

CONCLUSION

The primary purpose of this study was to examine the relationship between service quality,
brand equity, customer satisfaction and customer loyalty, to identify the link between brand equity,
customer satisfaction and customer loyalty and to measure the effect of service quality and brand
equity on customer loyalty. The survey will be done in restaurants of Odisha covering all the factors
mentioned above. In Odisha restaurants are mushrooming and the demand for food is increasing. A
restaurant or an eatery, is a business which prepares and serves food and drinks to customers in
exchange for money. Meals are generally served and eaten on the premises, but many restaurants
also offer take-out and food delivery services, and some offer only take-out and delivery. Restaurants
vary greatly in appearance and offerings, including a wide variety of cuisines and service models
ranging from inexpensive fast food restaurants and cafeterias to mid-priced family restaurants, to
high-priced luxury establishments. So, this studyis basically to know the services provided by the
restaurants to the customers, how the quality puts impacts on customers, how the customers are
satisfied with the service, brand and how they become loyal to the restaurants.
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FACTORS AFFECTING CONSUMER PERCEPTION TOWARDS

ONLINE GREEN MARKETING: AN EMPIRICAL INVESTIGATION
ANAND GOUDO

Abstract :

In the present scenario it is a hefty challenge for the industries to satisfy the wants of the
consumer and keep the environmental issues under control. People are aware about the impact of
environment related issues such as pollution, chemicals, and industrial gases that damage the ecological
environment and human being health. As a result, the consumer shifting their interest towards eco-
friendly products and services. Manufacturing organic products i.e., grow natural by employing the
limited resource by the firm is a big task. A large number of populations support the movement
adopted by the government to protect our environment. Adoption of non-hazard methods in producing
the goods is crucial in making the planet as conservation of natural resources and sustainable
development. The present paper examines the factor or/ factors are responsible to bring change in the
attitude among the customers to the green marketing products. To achieve the objectives of the study
primary data have been collected through a structure questionnaire. The relevant conclusion and
recommendation have been drawn after analyzing the data.

Keywords:Green Marketing, Consumer perception, Impact of e-green products, new marketing
strategy, Eco-friendly products,Factor Analytic approach, ANOVA

Introduction

The term “Green marketing” has been gaining attention to the manufacturers and consumers
in the present day since its inception in 1990’s.Comparing earlier public concern about environmental
protection with the present has been rising consistently. As government and other non-government
organizations have put efforts in keeping our environment safe from all environmental issues or
problems such as pollution, chemicals, and industrial gases. “Go Green” is one of the important social
movement so far initiated by the government. Adverse effect of traditional products on the
environment and human being health that led to switch the behaviour of the consumers towards the
eco-friendly products and services having features like clothes made from recycle fabric, energy
efficient and durable electrical appliances, rechargeable batteries, reusable water bottles etc.
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In simple words, green marketing covers a wide range of activities that includes change in the
production process, packaging, and advertising that cause less damage tothe environment. Gifted or
natural resources are limited whereas the human wants are unlimited, keeping this in mind the industries
shall produce the green products to satisfy the want so that the business activities do not harm the
environment. Now a days, consumers and marketers are more concern about ecological balance,
demand eco-friendly products to keep the environment issues under control. This increase in the
interest to save the natural resources and environment for the next generation gives rise to understand
the consumer’s perception towards online green marketing. Therefore, this study has been undertaken
to provide an insight and relevant information related to the factors that influence the attitude of
consumers towards online green products.

Review of Literature

Mahapatra (2013)made an enquiry to come out with the factors that influences the Indian
consumer behavior about the green products by doing a survey and collecting the primary data from
total 162 respondents in India.A 5 point Likert scale was used to measure the respondent’s frequency
to pay for certified green products. The result of the study indicates that the most significant
determinants as personal benefit, price, and convenience of use, performance, availability, environment,
and health concern affecting the insight of Indian consumers to purchase the green products. The
author also concluded that the promotion of green products among the consumers shall be done by
educational campaigns.

Bhatia and Jain (2013) highlighted the consumers’ perception and preference towards green
marketing products and practices by collecting primary data through questionnaire survey from 106
respondents. Collected data was analyzed by multiple regression analysis; the result of the analysis
shows that perception about the green products and practices, and the ingenuities taken by the
companies for green products have a positive and significant effect on the consumer persuasion
towards purchasing or preferring the eco-friendly products.

Hundal and Kumar (2015) studied the customer perception towards eco-friendly products
and services by taking into account the factors as desire, preference, social welfare, trustworthiness,
and ethical. The authors found that as a new concept i.e., “Go Green” where in the products and
services shall be certified by a regulatory body to declare it as an organic one. More awareness about
the green marketing need to be build among the customer and corporate to make the planet as safe.

Patel and Chugan (2015) probe a study on the influence of consumer perception towards
green advertising and green products. The study’s aim is to analyze the influence of the consumer
behavior about the eco-friendly goods. Primary data collected from 203 respondents via questionnaire.
Statistical methods Factor analysis and multiple regression analysis used to analyze the collected
data. The results of the study show that the selected variables (environment knowledge, company’s
image, products features improved and ethical impact) have a positive and significant impact on the
consumer mindset towards green products.

Parthiban (2016) conducted a study on consumer perception towards green marketing with
the main objective is to find out the factor and/ or factors that enhance the green products attractiveness
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to the consumers in the selected city Chennai. To achieve the purpose of the study, primary data
collected through a well-structured and close ended questionnaire from 188 consumers residing in
Chennai. The collected data was analyzed with the well-known statistical methods as Chi-square test,
Friedman test, and percentage analysis. The researcher found that the green marketing act as a tool
to save our environment from the hazardous activities. Adopting green marketing and practicesbring
change in the business world as it saves environment from pollution for the future generation.

Choshaly(2017) investigated the customer’s intention towards the purchase of green products,
the objective of the study is to find the factor or factors significantly affecting the consumer attitude
to buy the green products and usage of recycle bags. Primary data collected from 170 university
students in Malaysia. Multiple regression analysis and correlation analysis have been used to analyze
the collected data. The researcher identified the drivers influencing the customer attitude as perceived
environmental responsibility is a top predictor, social influence, and concern for self-image as second
and third factors affecting the customer green purchasing intention respectively. The study reflected
that the usage of recycle is a positively related with Environmental Concern, Social Influence,
Purchasing Intention, Affective Commitment, Perceived Environmental Concern, and Concern for
self-image.

N.P (2017) undertaken a study on consumer’s awareness towards eco-friendly products with
the objectives of the significance of green marketing and the remedial methods to solve its challenge.
To attain the objectives primary data collected through questionnaire asked from 80 respondents in
Palakkad district as well as secondary data poised from journals, books and various published reports.
The author found that there is an absence of standardization in green products. Consumers purchased
eco-friendly products previously are satisfied with the same and willing to buy again.

Shuba (2019) conducts a descriptive study on consumer perception towards green marketing.
The objective of the study is to know the preference and awareness of Indian consumers about green
products; also to find the determinants that persuade the customer’s behavior with regard to green
goods. The author collected the primary data through questionnaire survey from 45 respondents or
consumers living in the city Bangalore. The study revealed that 75 percent of the respondents confirm
that the green product price is higher than the traditional products. More awareness about green
marketing and practices need to be spread among the customers.

Research Gap

Despite of several studies conducted by eminent academicians and authors on the consumer’s
perception towards Green Marketing, no previous or little work on the consumer mindset towards
online green marketing has been conducted. Therefore, this paper has been undertaken to attain the
purposes of the study and objectives as stated below.

Purpose of the Study:

The research may benefit the marketers, strategy makers, and the startup entrepreneurs by
offering abetter understanding of customers’ perceptions towards online buying attitude on Green
marketing. The purposes of the study are as follows:

(@  To find out the factors responsible for the adoption of online buying green products.
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(b)  Toevaluate whether the specific demographic characteristics play a role for thebuying attitude
of the green products.

Objectives:

The main objective of the research is to come outwith the factors that influence the consumer
preference or mindset towards the online green marketing; split in to two specific objectives are as
follows.

(i)  Toidentify the factor and/ or factorsthat influences the consumer to purchase the green marketing
products through online.

(i)  Tofind out the significant relation among customer inclinationsnearonline buying perspective
with mention to demographic contours (Like Gender, Age, Income, andProfession) in Kolkata
District.

Research Methodology
A.  Study Settings and Designs:

This examination is pragmatic in nature. The data have been collected from online green
productbuyers of various sub-divisions of Kolkata district under West Bengal, India. The consumers
who purchase the green productsthrough online are taken as the respondents. For this
investigation,population is those who consume the green products through online across all
demographic appearance and sample size was determined according to the size of proportionality.
The respondents are chosen from the random number generated from the excel sheet. Sampling
method have been used for this investigation is ‘Simple convenience sampling’.

B.  Questionnaire Design and Pilot Testing

The study has discovered secondary bases of data in order to explore the online green products
buying system followed by the seller. Moreover aqualitative approach has been conducted with face
to face interviews. For this investigation a structured questionnaire has been framed with the summated
rating scale. The 5 point Likert Scales have been used with 25 questions where 1 referred to as
strongly agree,2 referred as agree, 3 as neutral, 4 as disagree and the last one 5 referred to as strongly
disagree. The questionnaire was translated into one local language like Bengali and again translated
back to English in order to achieve semantic reliability.The whole output have been an effective
instrument to design questionnaire. For the test of originality, reliability of the questionnaire was
measured by the experts and pilot tested have been done to confirm its construct validity. The
guestionnaire have broken in two parts: i) The demographic details of the online green product
consumer b) Reflective statements to find out the positive factors influence to online green product
consumers in relation with demographic variables to change their buying behaviour.

C. Empirical Design:

After collected all the data through questionnairewere coded in the table form in SPSS 21
software. The exploratory factor analysis (EFA) has been used in order to obtain the purpose of data
dismissal. The Principal Component Method has been used to extract the scopes. The adequacy of
the sample was verified through KMO test by Factor analysis and Bartlett’s test. Analysis of variance
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(ANOVA) has been used to check the association among factors(like On time Delivery, Flexible
payment option, Reasonable price with discount , Company Branding , Availability of products and
lastly Rating and Review with demographic variables (like Gender, Age, Income and Profession).

D. Types of data used:

For this investigation authors were collected 100 samples out of 140 questionnaires which are
distributed in the online green products consumer. Primary data have been collected from the well-
structured close ended questionnaireeither coded qualitatively and quantitatively. For the better
outcome researcher had collected few data from differentsecondary sources through books, magazines,
journals, reports, research studies, internet sources, case studies etc.

Hypothesis:

HO;: There is no significant relationship in between Gender and buying attitude towards e-
green products with respect to outlining factors.

HO,:There is no significant relationship in between Age and buying attitude towards e-
green products with respect to outlining factors.

HOs: There is no significant association in between Income and buying attitude towards e-
green products with respect to outlining factors.

HO4:There is no significant relationship in between Profession and buying attitude towards
e-green products with respect to outlining factors.
Analysis and Findings

Factor Analysis: The Principal Component Analysis has been conducted through Extraction,
Rotation, and Interpretation. During extraction, maximum likelihood and Eigen value greater than
one is set for further proceeding. The Exploratory Factor analysis has been done with VARIMAX
procedure which implies to orthogonal rotation. The output components like on time Delivery, Flexible
payment option, Reasonable price with discount,Company Branding,Availability of products and
Rating and Review have been extracted through Principal Component Analysis (PCM).

Table I: Reliability statistics of 25 items.
Reliability Statistics
Cronbach’s Alpha N of Items
875 25

From the above table, it is visible that the value of the Cronbach’s Alpha for reliability checking
on the total sample size is >.60. So it is concluding that the sample is reliable for this research.

Table Il : KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 179
Bartlett’s Test of Sphericity Approx. Chi-Square 789.938
Df 190
Sig. .000

Notes: Principal components factor analysis with varimax rotation; KMO measure of sampling
adequacy: 0.779; Bartlett test of spehericity. 190; p<0.000.

29



30 Digital Business Transformation in India
Table 111 Factors identified by the Principal component analysis
Factor Variable names Factor |%o of variance Cronbach’s

Loadings| explained alpha

On time Delivery Privacy_home .637 15.241 .789
Convenience .649
Delivery_time 919

Flexible payment option COD _facility .924 14.818 .878
Money_back 657
Credit_card .924

Reasonable price with discount Easy_price .810 14.345 .825
Shopping_needs .686
Seasonal_Discount 910

Company Branding Broader_product 749 11.390 795
Company_reputation .869
frills or strings .549

Availability of products Life_style .607 15.669 124
Easy use 720
Choice of products 611

Rating and Review Review_product 754 13.667 .885
time_consuming .673
Highly_technical 561

ANOVA: Predicting the impact of demographic variables on buying attitude towards e-green

products

The ANOVA tool is used to compare the samples based on their mean value. It is a statistical
technique which is used to determine whether the two or more groups are significantly different or
not. The ANOVA tool compares the mean of more than one factor on the basis of their mean values.
The P-value is chosen as the benchmark value for choosing the significant level. If the P-value which
obtained have>0.05, then the null hypothesis is accepted. The P-value greater than 0.05 have been
obtained from this investigation in case of demographic variable like Age (Null hypothesis is
supported).In case ofGender, Income and Professionare significantly associated with the outlining
factors like Reasonable price with discount,Availability of products ,Flexible payment option
,Company Branding ,Rating and Reviewwhere Null hypothesisis not accepted. The detailed tabulation
of ANOVA analysis has been depicted intable 1V.
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Table 1V: Summary of ANOVA analysis tool based on the Demographic Details

Variable |Significance value along with factors Significant value(positive association)
Gender [On time Delivery(0.140),Flexible payment |Gender is Significantly associated with
option (0.406), Reasonable price with Reasonable price with discount(0.02)
discount(0.021), Company Branding(0.165), |and Availability of products (0.01)
Availability of products (0.012), Rating and
Review(0.421)

Age On time Delivery(0.510), Flexible payment |[No significant association
option (0.406), Reasonable price with
discount(0.220), Company Branding (0.163),

Availability of products (0.112), Rating and
Review(0.402)

Income [ On time Delivery(0.310),Flexible payment |Income is significantly associated with
option (0.006),Reasonable price with Flexible payment option (0.006),
discount(0.210),Company Branding (0.013), | Company Branding (0.013) and Rating
Availability of products (0.121),Rating and [and Review (0.032)

Review(0.032)

Profession| On time Delivery(0.560),Flexible payment [Profession is significantly associated
option (0.036),Reasonable price with with Flexible payment option (0.036),
discount(0.031),Company Branding (0.043), | Reasonable price with discount (0.031),
Availability of products (0.121),Rating and |Company Branding (0.043) and Rating
Review(0.022) and Review(0.022)

Conclusion:

After investigation it has been found that there is significant association between the
demographic variable Gender and buying attitude towards e-green products with the respect to
outlining factors like Reasonable price with discountand Availability of products. However
proposed first hypothesis (HO01)didn’t support for the first investigation. Age is another one which
supported proposed NULL hypothesis (HO2). Here it is found that there is no significant association
between the variable Age and buying attitude towards e-green products withrespect to outlining
variables because Age is neutral technological application and assumption. Likewise Income is another
variable which didn’t support the NULL hypothesis (H03). Here it has been observed that Income is
significantly associated with few outlining factors like Flexible payment option, Company
BrandingandRating and Review. In the same way it has been observed that Profession didn’t support
the NULL hypothesis (HO4), it accepted the alternate hypothesis because it seems there is a significant
association in between the demographic variable Profession and buying attitude towards e-green
products with respect to outlining factors Flexible payment option, Reasonable price with discount,
Company Branding and Rating and Review.

Managerial Implications

The findings of this investigationwill boost the awareness of green products to the contemporary
diversified range of consumer.This research will also help marketer, policy maker, strategy maker to
improve the online business and change the pattern of buying and selling system of online green
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products in the nation. Mainly marketer will focus on those factors which extracted from the analysis

thatinfluence the customers to buy the e-green products frequently. The implied findings will infuse

the wellness concept with scalability of business operations.

Limitation of the study

(@  The survey has been performed only in Kolkata district; it may not reveal the public view
regard to online green marketing at large.

(b)  Sample size in this paper is small i.e., 100 respondents living in the Kolkata district.

(c) Cost and Time constraints.
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ABSTRACT:

Industrialization is one of the important means to answer in economic and social transformation
in the developing countries. In the Indian Economy, Small and Medium-scale enterprises (SMES)
have a significant role to play and have grown in importance during the last couple of decades.
Electronic commerce i.e. e-commerce today is exploding and the number of users on the internet is
growing rapidly. However, one of the greatest challenges in Orissa is to convince small and medium
enterprise (SME) that both their survival and prosperity depends on adopting e-commerce. This research
found out that most of the SME do not appreciate the implication of the major changes taking place
around them. It is evident in this research that there is resistance to e-commerce adoption. Therefore
the transition to e-commerce is hoped to open up a vast array of business opportunities for those who
are willing to take advantage of the new technology. Despite the enormous attention given to encourage
SMEs to adopt e-commerce by governments still SMEs in orissa lag far behind in terms of adopting
this technology. The proposed study tries to examine the relationship between IT investments and
creating value for the business. Further the study tries to examine the factors which affect the adoption
of e-commerce in business and to develop a framework how e-commerce adoption should be carried
out from a strategic perspective.

Keywords : [E-Commerce, ICT, Internet]
1. INTRODUCTION

The emergence of the Internet has allowed Small and Medium-sized Enterprises (SMES) to
compete effectively and efficiently in both domestic and international markets. It is a well-known fact
that e-commerce and Internet technologies can benefit an organisation. Developing countries have
the potential to achieve rapid and sustainable economic and social development by building an economy
based upon an ICT enabled and networked SME sector capable of applying affordable yet effective
ICT solutions. Information and Communication Technologies (ICT) play a prominent role in the field
of commerce and trade nowadays. While the developed world forges ahead with transformation of
businesses, the developing world struggles to keep pace with emerging technologies. In a challenging
global society, effective use of ICT is critical for the success of businesses especially SMEs. SMEs,
vital to the economy in any country, are very often recognized as an economy growth engine. They
often occupy strategic positions in the economy, whereas large companies lack their flexibility. The
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SME sector plays a significant role in its contribution to the national economy in terms of the wealth
created and the number of people employed. With the development of ICT and the shift to a knowledge-
based economy transformation and the introduction of ICT is becoming an increasingly important tool
for SMEs both to reinvigorate corporate management and promote growth of the national economy.
Despite advances in IT and the acceptance by large organizations of such technologies, the same
level of adoption is not evident among SMEs. This also suggests that SMEs face significant and
unique challenges in adopting ICT and e-commerce. This low level of adoption particularly impedes
SMEs in developing countries. E-commerce is defined as business activities conducted using electronic
data transmission via the Internet and the WWW. E-commerce provides many benefits to both buyers
and sellers. E-commerce reduces costs and improves product quality. Among the studies focused on
technology adoption, only a small number were devoted to the adoption and use of e-commerce in
small and medium sized enterprises (SMEs). SMEs play an important role in the economies of both
developing and developed countries. For example, in the United States, SMES represent 99 percent of
businesses; employ more than half of the work. Specifically, Orissa represents a good case study for
India because it offers many demographics that should make e-commerce a success. Another important
demographic is that Orissa is relatively advanced in terms of telecommunications infrastructure. For
many emerging markets, telecommunications, or the lack of, is a significant obstacle preventing Internet
and e-commerce adoption.E-commerce denotes a seamless application of information and
communication technology from its point of origin to its endpoint along the entire value chain of
business processes conducted electronically and designed to enable the accomplishment of a business
goal.E-commerce is an environment that facilitates business and organizational transaction over
networks. It enhances the relationship between organisation and customers, financial institutions,
managers and the public at large by using the ICT in sharing business information and conducting
business transaction.

2. SMALL AND MEDIUM ENTERPRISES IN ORISSA

Middle-sized industrial units and Small-sized business houses also play an important role in
developing and sustaining good economic progress. The development of Small-scale and Medium-
sized industries has been one of the most significant and characteristics features of industrial
development in India. One of the distinctive characteristics of Small-scale and Medium-scale
sector is that, the development of these industries would create broader employment opportunities,
assist in entrepreneurship and skills development, and appropriate technology. Furthermore, they
can play a main role in the achievement of national economic and Socio-political objectives.

In the Indian Economy, Small and Medium-scale enterprises have a significant role to play. Wit
increasing pace of industrialization and sophistication of the large-scale industries, a new orientation is
inevitable in the relationship of the Small and Medium-scale enterprises. This relationship calls not
only for integration of the production methods, up-gradation of the qualities of production, ability meet
stringent delivery schedules and many other problems, but also developing right kind of organization
culture and leadership behaviour to have positive impact on organizational commitment, job satisfaction
and job performance is a dynamic and changing environment.
Small & Medium Enterprises: the focus shall be on
o Undertaking a special drive for modernization of SMEs.
o Facilitating greater flow of institutional credit, including revival of the Orissa State Financial
Corporation (OSFC).
o Providing marketing support under Government purchase programme.

o Rehabilitation of potentially viable sick industries.
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o Development of Special Industrial Parks for ancillary and downstream industries.

o Cluster development approach for enhancing the competitiveness of potential sectors. Industry
Associations shall be encouraged to set up Common Facility Centres and Testing

Small and Medium enterprises constitute the backbone of national economy. These sectors
hold tremendous potential of employment opportunities and economic growth due to their low capital
base, low gestation period, high value addition and high export potential. Therefore, emphasis has
been laid for revival, modernizing and reorientation of the small and medium enterprises towards open
market economy through “Cluster Approach”. Value addition is the key to employment generation
and economic growth Optimization of value addition through ancillary and downstream industrialization,
especially in the steel and aluminiumsectors, is now the focus of industrial strategy of the Government.

TABLE -1

LARGE AND MEDIUM INDUSTRIES PROMOTED BY IPICOL
Sl | Year No. of units gone | Project Cost Employment
No into production | (Rs. In crore) generated
1 |2 3 4 5
1 | By the end of 8" plan (1996-97) 237 1283.56 30,903
2. | By the end of 9" plan (2001-02) 267 2931.70 34,294
During the year
3. |2002-03 6 34.08 408
4. | 2003-04 3 12.15 107
5. |2004-05 1 3.35 42
6. |2005-06 1 2.16 27

Source: Industrial Promotion and Investment Corporation Ltd, Bhubaneswar

IPICOL is acting as single window contact for all information related to setting up large and
medium industries in the State. 43 large and medium projects are under implementation as on 31.3.2005.
Total investment envisaged for these proposals is about Rs.84,000 crore. Steel sector has the major
chunk of projects under implementation. 27 companies have signed memorandum of understanding
for setting up steel / aluminum projects with the State Government as on 31t March, 2005.

TABLE - 2
SMALL SCALE INDUSTRIES IN ORISSA
Year SSI units setup | SSI units setup | Investment made Employment
(cumulative) during the year (Rs. In Cr.) generated (persons)
1995-96 49589 2507 74.82 13019
2000-01 66206 3676 153.18 18115
2001-02 70125 3919 165.23 16582
2002-03 74133 4008 155.14 16320
2003-04 78568 4435 170.13 20547
2004-05 83075 4507 245.59 21898
2005-06 87861 4786 270.44 25142

Source: Directorate of Industries, Orissa
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3.0 LITERATURE REVIEW:

Mirchandani and Motwani [2001] investigated factors that differentiate adopters from
nonadopters of e-commerce in small businesses. The relevant factors included enthusiasm of top
management, compatibility of e-commerce with the work of the company, relative advantage perceived
from e-commerce, and knowledge of the company’s employees about computers. The degree of
dependence of the company on information, managerial time required to plan and implement the e-
commerce application, the nature of the company’s competition, and the financial cost of implementing
and operating the e-commerce application did not influence adoption. These results are quite different
from those found by Ryan and Prybutock [2001] and Riemenschneider and McKinney [2001-2002].
Ryan and Prybutock found that the organizations that have previously installed user-centric technologies
are more inclined to adopt new technologies. This suggests that implementation costs are important
when deciding to adopt or not to adopt e-commerce. By using the theory of planned behavior [Ajzen,
1991], iemenschneider and McKinney [2001-2002] found that cost is an important factor in the decision
to adopt Web-based e-commerce. Subramanian and Nosek [2001] provided a foundation to determine
the factors that differentiate between adopters and non-adopters of e-commerce. These authors
created an instrument to validate the perceptions of strategic value that an information system (1S)
may provide. Through an empirical study of 73 firms, Subramanian and Nosek [2001] tested three
factors that were thought to create strategic value in Information Systems: operational support,
managerial productivity, and strategic decision aids. In each of these constructs, they used items
found to have high convergent validity and reliability. Kuan and Chau [2001] identified the factors
influencing the adoption of EDI in small businesses using a technology, organization, and environment
framework.Lacovou et al. [1995] studied factors influencing the adoption of electronic data interchange
(EDI). They considered seven organizations in different industries pursuing EDI initiatives. Among
the factors included were perceived benefits, organizational readiness, and external pressure. To
measure perceived benefits, they used awareness of direct and indirect benefits. Variables measuring
organizational readiness were financial and technological resources. To measure external pressure,
they considered competitive pressure and imposition by partners. They found that both perceived
benefits and organizational readiness moderated adoption and that a strong relationship existed between
external pressure and adoption of EDI.Chin and Gopal [1995] determined the relative importance of
beliefs to adopt group support systems (GSS). They examined how relative advantage, ease of use,
compatibility, and enjoyment influenced the intention to adopt GSS. In an interesting study by Chang
and Cheung [2001], the determinants of the intention to use the Internet/ WWW were established.
Instead of determining factors affecting adoption, they studied those affecting the intention to use the
Internet/WWW. Among the factors considered were near and long-term consequences, complexity,
affect, social factors, and facilitation conditions. Complexity and long-term consequences did not
significantly influence the intention to adopt the Internet/WWW. Beatty et al. [2001] also studied the
factors influencing corporate Web site adoption. They found that the factors involved in the adoption
process differed depending on the time of adoption. In their empirical study of 286 medium-to-large
US firms, they found that early adopters placed significantly more emphasis than late adopters did on
perceived benefits for having a Web site. The early adopters viewed using the Web as being compatible
with their current organizational processes and their existing technological infrastructures. Firms that
adopted corporate Web sites later appear to place less emphasis on benefits, and adopted them in
spite of the lack of compatibility between the Web and their existing technology. This finding suggests
that external pressure of peers, industry, or government may play a role in the adoption of information
technology at least for later adopters. Also in the area of web-site adoption, Riemenschneider et al.
[2003] combined the theory of planned behavior [Ajzen, 1991] and the technology acceptance model
(TAM) [Davis, 1989] into one model. This combined model was better at predicting the adoption of
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web sites by executives of SMEs. By incorporating perceived ease of use and perceived usefulness
(the two direct causal antecedents of technology acceptance in the TAM), they were able to improve
the fit of their theoretical model.

4.0 RESEARCH OBJECTIVES:
1 To find the factors associated with SMEs perception towards the adoption of e-commerce.
2. To find the internal and external barrier associated with the adoption of e-commerce.

5.0 RESEARCH METHODOLOGY :

This study aims to determine the factors the SMEs keep in their mind for adoption of ecommerce

.A specifically designed questionnaire was used as a tool for collecting the data. Seven point scale
was used to measure all the statements (1 = Strongly agree to 7 = Strongly disagree). Respondents
were asked to express the level of their agreement/disagreement with attributes identified. The total
sample size was 100. The statements covered various attributes of adoption of ecommerce in SMEs
and the responses given by the respondents were based on their perceptions about some attributes of
adoption of ecommerce. Data were analyzed using factor analysis for identifying SMEs perception
about adoption of ecommerce using SPSS 16.0 software. The respondents were requested to rank the
statements on a 7-point scale basis (1=Strongly agree, 4=Neutral, 7=Strongly disagree).The 16
statements are as follows:

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 578
Bartlett’s Test of Sphericity Approx. Chi-Square | 301.896
df 120
Sig. .000
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The adequacy of the data is evaluated on the basis of the results of Kaiser-Meyer-Olkin Measure
of Sampling Adequacy (KMO) and Bartlett’s Test of Sphericity. The KMO measure of sampling
adequacy is .578 indicating that the present data are suitable for factor analysis. Bartlett’s Test of
Sphericity is significant (p<.001), indicating sufficient correlation exists, between variables for the
factor analysis. The Bartlett’s Test statistics is approximately distributed and is accepted.

Rotated Component Matrix (a)

Component

1 2 3 4 5 6
Q4 910
Q5 927
Q6 .685
Q1 941
Q2 .954
Q3 957
Q7 613
Q8 .766
Q9 -513 -.659
Q14 811
Q15 594 413
Q16 .807
Q12 -.355 -.702 305
Q13 -.792 422
Q10 .863 .359
Q11 812 .367

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser
Normalization. a Rotation converged in 9 iterations.

From the above table, the attributes like Q1, Q2, Q3 have loading factor .941, .954, .957 on
Factor 1.This concludes that Factor 1 is a combination of these 3 variables. Therefore the factor can
be interpreted as e-commerce should help organizational support. Factor 1 alone contributed 24%
variations in SMEs perception about adoption of ecommerce. The attributes like Q4, Q5, and Q6 have
a high loading i.e. .910, .927, .685 indicating that Factor 2 is a combination of these variables. These
variables are combined into a factor called perceived managerial productivity. Factor 2 i.e. perceived
managerial productivity alone contributed 16% variations in SMEs perception about adoption of
ecommerce. The attributes like Q7, Q8, Q9 have a high loading i.e. .613, .766 indicating that Factor 3
is a combination of these variables. These variables are combined into a factor called perceived
decision aid tool. Factor 3 i.e. perceived decision aid tool alone contributed 14% variations in SMEs
perception about adoption of ecommerce. The attributes like Q10, Q11 have a high loading i.e. .305,
422 indicating that Factor 4 is a combination of these variables. These variables are combined into a
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factor called perceived for organizational readiness. Factor 4 i.e. perceived organizational readiness
alone contributed 10% variations in SMEs perception about adoption of ecommerce. The attributes
like Q12, Q13 have a high loading i.e. .359, .367 indicating that Factor 5 is a combination of these
variables. These variables are combined into a factor called perceived for external pressure. Factor 5
i.e. perceived for external pressure alone contributed 8% variations in SMEs perception about adoption
of ecommerce. The attributes like Q14, Q15 have a high loading i.e. .413, .807 indicating that Factor
6 is a combination of these variables. These variables are combined into a factor called perceived for
compatibility. Factor 6 i.e. perceived for compatibility alone contributed 6% variations in SMEs
perception about adoption of ecommerce.

Table-1
What Are the Main Barriers (Internal) to use e-commerce technologies?
Reasons N Mean %
E-Commerce cannot give a financial gain 17 3.38 59.6
Employees lack required skills 13 3.24 44.4
E-Commerce not suited to products & Services 14 3.07 51.6
E-Commerce not suited to way business is conducted 13 3.02 44.5
E-Commerce not suited to our customers and suppliers 12 3.03 41.3
Security concerns with payments over the Internet 14 3.01 49.8
Valid N (list wise) No of Organisations
Table-2
What are the Main Barriers (External) to use e-commerce technologies?
Reasons N Mean %
Lack of popularity for online marketing and sales 17 3.38 59.6
CULTURAL BARRIER
Inadequate speed and quality of infrastructure 13 3.24 44.4
Low Internet penetration in the State 14 3.07 51.6
INFRASTRUCTURE BARRIER
Little Support and policies for SMEs from Govt 13 3.02 44.5
Inadequate Legal framework 12 3.03 41.3
No Simple procedures and Standards 12 3.03 41.3
LEGAL AND REGULATORY
Valid N (list wise) No of Organisations

6.0 FINDINGS AND DISCUSSION
» E-commerce is not the way to deal with customers in our line of business-Some SMEs
recognize the importance of e-commerce to procure online goods and manufacturing materials
and components, particularly in the case for businesses that rely heavily on personal face-to-
face contact for their business success. Some examples identified in the research are financial
planning, legal and accounting services.
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E-commerce means we will lose things we like about the way we now do business-Most SME
are concerned that they would be losing by engaging in e-commerce. They are concerned about
changing existing purchase and supply arrangements, particularly with their business partners
that have served them well. It is particular evidence in the retail industry.

Our customers won’t want to buy from us on the internet-Many SMEs across all industry
sectors believe that their customers may not want to buy their goods or services through the
internet. Two main reasons being: i) Security concerns. Businesses believe customers are not
willing to provide their credit card details over the internet. ii)Customer preference. Businesses
felt that their customers had a preference for being able to actually touch, see or sample
products they wanted to buy.

Many SMEs still have reservations about their own purchasing of goods and services on the
internet due to the following reasons, among others: i) Concerns about payments even though
there is confidence with the use of electronic funds transfer and the automatic creditingof funds
to nominated Bank accounts. ii) Concerns about the quality, reliability and prompt delivery of
goods and services ordered over the Internet.

Concerned About the Transition to e-commerce-These concerns are expressed by businesses
from all industry sectors that revolved around three main issues: Cost and time issues, Lack of
skills, Lack of control over the process of migrating from conventional to e-commerce.

INFLUENCED FOR ADOPTION OF E-COMMERCE

>

Business Size -Major adopters of e-commerce tend to be larger SMESs, who are more likely to
have specialist employees and dedicated to work on ICT and e-commerce. They are also more
likely to have employees who are exclusively devoted to the development of business strategies.
These larger SMEs are also more likely to have greater financial resources to devote to e-
commerce solutions.

Business Requirement -There is evidence that SME businesses dealing with ICT customers
or suppliers are more likely to adopt or incline to e-commerce. Some ICT companies set a
requirement that encourage communication among suppliers through e-mail. Therefore it has
encouraged businesses to have Internet connection and move into online transactions such as
online ordering, Internet banking transactions, bill payment and other type of transactions.
Business Organization -1t appears that computer technology and e-commerce are adopted by
businesses due to their strong influence of business structure and organization. This meansthat
each individual industry characteristics do not influent business to go into e-commerce.
Technology Experience -Businesses that already using e-commerce generally had a vast and
significant experience in using computer technology before. Previous positive encouraging
experiences with Electronic Data Interchange (EDI) has led these businesses to be generally
more positive perception towards e-commerce. Similarly, a business that has a high level of
comfort with their current stage of e-commerce adoption is more likely to progress further
stage of e-commerce implementation.

Accesses to Skills -Businesses that have access to sophisticated computer technology skills
are more likely to adopt e-commerce. This is either because they have been prepared to spend
by purchasing external necessary expertise, or develop the skills required internally. They also
tend to be more resourceful on how to obtain such skills.

7.0 CONCLUSION:

Initiatives to heighten awareness and understanding about the benefits to business of adopting

e-commerce which address their concerns and anxieties are required. Such initiatives could target, at
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businesses that already have an appreciation of the general benefits to business from e-
commerce.Seminar programs targeted at business owners/managers with some experience in using
technology and the internet, to provide information and background about how to manage the
establishment of websites and a platform for e-commerce. Seminar programs would be a useful way
of businesses gaining the necessary information and confidence needed to move their businesses
online. The seminar should emphasis the programs as constructive, credible, highly relevant and with
a strong practical rather than theoretical focus. Registers of experienced commercial website/e-
commerce providers, that are industry specific or with proven credentials of successfully implementing
e-commerce solutions in selected industries. These registers should be used by businesses looking to
employ external consultants to design and build their websites and/or e-commerce platforms. Promoting
the e-commerce successes of local businesses in moving their businesses online and in the benefits
gained for their businesses. This would require businesses that have been early adopters of e-commerce
in their regions, industries or business- type to act as e-commerce champions. Availability of programs
at times, and locations, convenient to business managers/owners. This may be a significant challenge.
Many small business owners/managers said they had little spare time to attend external programs.
Some businesses may be reluctant to attend during the day due to potential loss of trade, combined
with skepticism about the benefits of attending. Follow up and support whether in the form of mentoring
programs or other ongoing follow-up is essential. This is crucial to help businesses maintain their
momentum or manage problems they encounter when seeking to adopt e-commerce. Lack of trust in
electronic systems especially when dealing with credit cards is a big impediment of using e-commerce.
Organizational readiness, managerial productivity, external pressure, decision aids, compatibility, and
perceived usefulness were factors found to discriminate, in that order, between adopters and non-
adopters of e-commerce. Closer investigation of the significant items that make up the respective
factors gave us a better understanding of the perceptions and beliefs of SME managers/owners in
Orissa.
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CONSUMER PERCEPTION TOWARDS AUTOMOBILE
INDUSTRY: ASTUDY ON TWO WHEELERS

BIKASH SARANGI
Abstract:

In its current form, the Internet is primarily a source of communication, information and
entertainment but increasingly also a vehicle for commercial transactions. This paper examines the
key consumer behavior attribute and the relation among them in E-commerce perspective. An attempt
has been made to study the acceptance of e-commerce among the Bhavnagar district consumers and
its impact on their purchase decision particularly focusing on some of the factors influencing their
online purchasing behavior. It also focuses on the role of privacy and security concerns in influencing
actual purchase behavior. This paper supports the research questions that include recent trends and
various issues in online shopping. Results of a survey study are further analyzed and followed by a
conclusion.

Keywords: Consumer, Behaviors, E-Commerce, online shopping

A STUDY ON CONSUMER BEHAVIOR TOWARDS ONLINE
SHOPPING THROUGH E-COMMERCE IN BHAVNAGAR DISTRICT

Introduction

With the rapid development of network and communication technology, electronic commerce
has been formed and developed gradually. The impact of e-commerce on consumer buying decision
and also business perspective regarding improvement in customer service, reducing delivery time
and many more such benefits have come upon because of the gradual development of E-Commerce.
Now-a-days, due to globalization, there is a close competition among all the businesses worldwide.
Due to this reason business diverts them into e-commerce with the benefit to expand worldwide with
low cost. Using the internet to shop online has become one of the primary reasons to search for
products and find information about them. It also helps the consumer to take his decision on his own
rather than relying on supplier’s opinion. In short, the main focus of research is the major applications
of E-Commerce, the issues related to its successful implementation and to its failures, and what
services are necessary for its support.

Objective of the study:

The objective of this study to know consumer behavior towards online shopping over e-
commerce. The main purpose of this study is to find out the relationship between different variables
such as online shopping related to customer beliefs, their satisfaction with online shopping and
various obstacles for online shopping. The study attempts to analyze the effect of the demographic,
socioeconomic and psychological factor on the buying behavior of the customer.

Research Methodology:
A. Source of data

The present study is based on the Primary data which has been collected through questionnaire
from the people of Bhavnagar district in Gujarat. The Questionnaire has been filled up by the
respondents who have purchased at least one time on Electronic Commerce.
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B. Sampling
I. Sample Size:

The information is collected through structured questionnaire. Total 500 respondents filled up the
provided questionnaire during the survey. The study was conducted in the Bhavnagar district only.

ii. Period of Survey:
The said survey is for a period October to December 2019.
iii. Sampling Technique:
The researcher has adopted convenience sampling technique for the study.
Limitations of the Study
1. The researcher has taken the samples of size 500 only. Therefore, the result of the study cannot
be considered as universal.
2. Findings of the research are based on the assumption that the respondents have given correct
information.
3. It limits the area of Bhavnagar district only.
4. The said survey is only for a period of three months only.

ANALYSISAND INTERPRETATION:
Table No: 1 (A).Demographic Profile of the Respondents based on Age

Sr.No Age NO. %
1 18 to 25 Years 158 31.60%
2 26 to 40 years 154 30.80%
3 40 to 50 Years 104 20.80%
4 Above 50 years 84 16.80%
Total 500 100%

From the above table no. 1(A) it can be inferred that most of the respondents (31.60%) belong
to the age group of 18-25, 30.80 % of the respondents belong to the age group of 26-40 and 20.80%
belong to the age group of 40-50 and the rest 16.80% of the respondents are above 60 ages.

Table No: 1 (B).Demographic Profile of the Respondents based Education

Sr.No Education No. %
1 SSC 46 9.20
2 HSC 82 16.40
3 Under Graduate 102 20.40
4 Graduate 162 32.40
5 Post Graduate 84 16.80
6 Other 24 4.80
Total 500 100%

Table no: 1 (b) shows that most of the respondents are graduate people (32.40%), then after
under graduate (20.40%), Post Graduate (16.80%) and HSC respondents (16.40%) and remaining
SSC (9.20%) and other people (4.80%).
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Table No: 2. GENDER OF THE RESPONDENTS

Sr.No Gender No. %
1 Male 265 53%
2 Female 235 47%
Total 500 100%

From the above table it can be observed that 53% of the respondents are male and the rest 47%
of the respondents are female.

Table No: 3. WEBSITE / APPLICATION PREFERENCE AMONG PEOPLE

Sr.No Preference No. %
1 Flipkart.com 168 33.60%
2 Amazon. in 179 35.80%
3 Snapdeal.com 132 26.40%
4 shop clues 21 4.20%
Total 500 100%

website/ application

® Flipkart com
B Amazwon. in
¥ Snapdeal.com

W shop clues

From the above table/chart we can conclude that Flipchart and Amazon both are most preferable
and used for online shopping by selected respondent. Due to the reason better quality goods, reach
delivery as fast as possible, availability of product, goods return process etc.26.40% people are using
snapdeal.com and remaining 4.20% people are using shop clues website.
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Table No: 4. PREFERRED PRODUCT CATEGORY

Sr.No Preference No. %
1 Electronic item 189 37.80
2 Cutlery and Hosiery Goods| 109 21.80
3 Clothes 89 17.80
4 Stationary Items 76 15.20
5 Other 37 7.40
Total 100 100%

PREFERRED PRODUCT CATEGORY

B Electron item

m Cutlory and Hoglery Soods
Clothes

B Stanonay tems

a ot;\g-r

The above table shows that 38% people are buying an electronic item and when it comes to
electronics, the clear winner would be “mobile phones” then after laptops, power banks, pen drive,
digital cameras, etc. As long as the usage of technology improves, the demand for consumer electronics
comes along the way and it’s quite unstoppable! Remaining people (out of 62%),22% people are
preferred to buy goods like cutlery and Hosiery items, 18 % consumer purchased cloths and
footwear,15% purchased books and Stationary item and 7% people preferred to buy any other items.

Table No: 5 - PREFERRED MODE OF PAYEMENT

Sr.No Preference No. %
1 Cash on delivery 202 40.40
2 Debit card 102 20.40
3 Credit card 56 11.20
4 Net banking 89 17.80
5 Gift voucher and other 15 3.00
6 E- vaulet 36 7.20
Total 100 100%
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The above table / chart show that 41 % of people choose to take the goods from cash on
delivery. Rest of them prefers to buy from debit card, credit card, Net banking, gift voucher and E-
Vaulet. Customers with credit card mostly they are salaried person who prefer to buy from a credit
card.

Table No: 6 - SATISFACTION WITH QUALITY LEVEL OF PRODUCT

Sr.No Satisfied No. %
1 Yes 353 70.60
2 No 134 26.80
3 Can’t say 13 2.60
Total 500 100%
Level of satisfaction
Vs
»Nu
Can'texv

The above table has proved that 70% people have satisfied about the quality of the product
while 27% people do not have satisfied and the remaining three percent of the people are not able to
give their opinion, meaning that it is neutral.

Table No: 7 -Barriers in online shopping

Sr.No. Barriers factors No. %
1 Awareness regarding online shopping 82 16.40
2 Delivery at Cities and locality 184 36.80
3 Poor internet facility and services 92 18.40
4 Security and privacy concern 142 28.40
Total 500 100%
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The above table and chart prove that 36.80% of respondents avoid online shopping due to the
delayed delivery in the inside areas of Bhavnagar city,When 28.40 % people avoid online shopping
due to security and privacy concern,remaining 18.40% respondents considering thatthe poor internet
facilityand services and 16.40% lack of information about online shopping, theseare the online
shopping barriers.

CONCLUSION:

E-commerce consumer behavior as shown in the research is a very important aspect. At present
people feel that there are major securities concerns in online transactions. By using electronic
technology through the internet, it achieved more competitions, more marketplaces, faster transactions,
and more advanced technologies to make activities between customers and producers more active. We
as customers and internet users are responsible to keep our E-commerce healthy and safe so that e-
business can be more reliable in the future. The above research proves that most people of Bhavnagar
district using flipkart and Amazon on website for online purchase. People buy electronic items more
using this website; especially they do buy maobile phones that are not easily available in the local
market. In addition due to the problem of anonymity and repudiation of the contract, most of the
people prefer to buy goods from cash on delivery because money is provided only if goods are
available in it.70 % respondents satisfied with e-commerce online shopping services and remaining
30 % respondents not satisfied or Neutral Due to some of the barriers on online shopping like such as
awareness of online shopping, bad internet facility, security and privacy etc., Thus, due to the above
obstacles people in India prefer to shop product in the mall. And looking, touching various items
before purchasing them. They are not quite willing to give up on shopping physically so even if they
have access to the internet.
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AN EMPIRICAL STUDY ON THE EFFECT OF DIGITAL
MARKETING ON ONLINE SHOPPING AMONG YOUNGER
GENERATIONS IN BHUBANESWAR, ODISHA

DWIPANITA MISHRA

Abstract :

Digital marketing is act as the new media of communication. Now marketing have undergone
a sea change over last few decades. Due to revolutionary change on technologies has widened its
opportunities. To grab such opportunities digital marketing has extended its hand to focuses not only
targeted customers but also mass markets. Here, this article highlights of young generation and effect
of an online marketing over their buying behavior. Beside that this article is also emphasized on
changing behavior of youth on online buying. This paper is based on empirical work which identifies
effect on digitalization on buying goods or services. A questionnaire was designed to collect the data
from younger group which belongs to age group 18 years to 35 years which is based upon convenience
sampling. The sample sizes of the respondents were 100. The primary data analyzed by using frequency
and total weight age method. The finding of the research would help to wider scope for market their
products with the help of digitalization.

Key words : Digital marketing, Buying Behaviors, customer value.
Digital marketing and its effect in buying behavior of young generation
Introduction

The implementation of digital marketing into businesses has added new value to traditional
marketing. Marketer tries to save time and efforts by offering new types of offering marketing that is
digitalization. In today’s scenario, the consumer has scrubble digital marketing into spaces that create
value for online customers. It helps the consumer to be united with the product, price, place, and
promotion in a unified way. This is a saying where the market creates value but now through digital
marketing creates delighters for the customer.

Marketing is all about creating value for the customer. To create that value to the customers,
marketing tries to links customers through different electronically using interactive technologies like
emails, websites, online forums, and newsgroups, etc. today customers can find information about
products, place, and activities by image, voice and gesture and other participate transactions. With
the help of new opportunities via devices that augment into reality. So, the companies need to
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understand and use such types of digital channels to engage customers and also major decisions
customers make are influenced by the quality of their experiences all along their journey.

Objective of the study

1. To examine the factors which has influence on the changing buying behavior of the young
2. To identify the changing buying behavior of the youth and their impact on digital marketing.
Thought of digital marketing

Digital marketing is growing rapidly spread throughout the market. All seem dramatic but
consumers’ needs and wants are indeed changing with time. So, digital marketing is to act as a key
driver for product development and pricing through publicity and public relation.

Commonly, digital marketing is confused with online marketing. Digital marketing is a form
of direct marketing that links with consumers to sellers with the help of electronically using interactive
devices. To common interactive devices are like email, database, websites, newsgroups, etc. The
email is very commonplace for electronic devices where people are allowing managing their business
fairly and easily. Another electronic device is like databases which have been rapidly used to maintain
customer relationship management system. Sometimes companies are using banners on websites with
an alike as to press advertising. The search engine mechanism is also a common strategy adoptedby
various companies.

Internet is acting as a model of a channel in digital marketing where text messaging, electronic
billboards, mobile instant messaging, mobile apps, digital television, radio channels, etc. are confined
within a device either television or laptop or personal computer or mobile. The overall this digital
marketing has created new platforms and new generation interaction, use, execution and control of
marketing and better plan to satisfy and make delight to their customers.

Need of the study

Digital marketing is brought attention to how consumer changes their buying behavior in the
current market. The consumer s would like to get all kinds of information easily and quickly by
observing. Digital marketing helps to create a new and different way to market their products at the
fastest rate. When buying behaviors is concerned an individual influence various factors and their
impact on buying behavior. The marketer tries to find directly or indirectly variables which influence
the buying of their product through attractive mode. Therefore there is a need to study digital marketing
and its impact on the buying behavior of the young generation.

Statement of the problem

Digital marketing is all about confronting that consumers have got any information at any place
and at any time. Digital marketing is a fast and quickly growing source of information about
entertainment, news, shopping, and social interaction. Consumers have required to a wide range of
information about companies and their brand .it gives overall information about the brand which they
can trust and have familiar with a company offers. Digital marketing is widely acceptable by different
companies due to it is cheaper, quicker, easier and widely acceptable by the young generation. In the
digitalization era the marketers are finding it difficult to cope with the changing need of the youth
customers .Today’s advance form of technology becomes obsolete tomorrow. As a marketersone
needs to understand the changing need of the customers and make them satisfied for the goods and
services that they need’s, it’s very difficult to understand the behavior of online buyers which are
changing at a rapid rate. So through digitalization the marketers have to be focused to the need and
want of the customers.
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Data Analysis and interpretation
Table -1 Convenience

Strongly | Agree Neutral | Disagree | Strongly Total
agree disagree | weight

Convenience Frequency
On time 20(100) 15(60) 20(60) 30 (60) 15 (15) 295
delivery
Availability of 25 (125) | 20 ()80 15 (45) 25 (50) 15 (15) 315
information
24xT7 services 40 (200) | 25 (100)| 20 (60) 10 (20) 05 (05) 385
Easy comparison 30 (150) | 25 (100)| 20 (60) 5 (10) 20 (20) 340
while online
shopping
Reliable pricing 29 (145) | 20 (80) 18 (54) 18 (36) 15(15) 330
policies

From above table represent the information about convenience module which focused on 24 X7
services having highest total weight (385) as compare to the other variables. On time delivery show
that low label of total weight that is 295. The study reveals about the majority of the respondent feels
that they can purchase at anytime, anywhere and anyplace which is convenient to them.

Table-2 Website design/ Features

Strongly | Agree Neutral | Disagree | Strongly Total
agree disagree | weight

Website design/ Frequency
Features

Attractive homepage |20 (100) | 10 (40) 30 (90) 30 (60) 10 (10) 300
design helps in
searching the

products easily

I prefer to that website| 15 (75) 20 (30) 25 (75) 24(48) 16 (16) 294
that provides safety
and quick navigation
of order

The layout design 30 (150) [ 25(100) | 30 (90) 10 (20) 05 (05) 365
of website
Familiarity with the 20 (100) | 25(100) | 20 (60) 15 (30) 20 (20) 310
website reduce the risk
of shopping online

| prefer to buy from | 27 (135) 22(84) 18 (54) 18 (36) 15 (15) 324
website that provides

reliable quality
information

50



An Empirical Study on the effect of Digital Marketing... 51

From the above table revealed about the website and features. The survey focused that the
layout of the website help in searching and selecting the right products with highest total weight of
365and lowest level of total weight is 294 for safety and quick navigation. The research focused that
the youth are more concern to the design of the website.

Table -3 Time saving

Strongly Agree Neutral | Disagree | Strongly Total

agree disagree | weight
Time saving Frequency
Less time consuming | 35 (175) | 20 (80) 30 (90) 10 (20) 05(05) 370

Less time takes to 32 (160) | 17 (68) 18(54) 16 (32) 17 (17) 331
evaluating and
selecting a product.

The table show about the time saving module which focuses on less time does not waste time
to evaluate. The respondents feel that they took very less time to purchase with total weight of (370)
and does not waste time with total weight (330) .

Table — 4 securities

Strongly | Agree Neutral | Disagree | Strongly Total
agree disagree | weight
Security Frequency

Safe and secure while | 10 (50) 20 (80) 30 (90) 30 (60) 10 (10) 290
shopping online
| preferred to shop 12 (60) 20(80) 25 (75) 30 (60) 13 (13) 288
online from reliable
and truth worthy
websites

The above table focused on security module. It is identified that the respondents are having
highest total weight on safe and secure and while total weight of low level reliable and trust worthy
websites.

SUGGESTIONS OF THE STUDY::

This study suggests that marketers should focus on market survey i.e. pre and post to identity
the need of the consumers and create value for the consumers. They need to understand, implement
and promote the ease access of digital facilities and aware of digital marketing to the consumers..
Digital marketing through online is highly associated with risk and hence they need to be taught how
to handle risk to the online buyers.

Conclusion

To conclude, the youth spend more time on digital media. The transformation of buying habits
has been changed. Above all organizations tried to focus on young generation people through digital
ways. It is a sine qua non for the marketers to focus on the service delivery online shopping, secure
and protective websites, authentication of websites, easy navigations and quick searching of the
product which will help the youth to access easily. Digital marketing has revolutionized the traditional
marketing method and creates a new path for marketed to link consumers with the seller through
electronic devices. The marketer needs to understand the accessibility of the digital facilities to the
youth segment.
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COMPARATIVE STUDY OF AMAZON EC2 AND MICROSOFT

AZURE CLOUD ARCHITECTURE
JYOSHNA PANDA

INTRODUCTION

In this paper author will try to analyse the relation between Digital Branding and the consumer
experience through varied methods of consumer behaviour and through primary and secondary data
collection and their analysis in various ways.

In this paper author will be taking digital branding frontier for marketing in tier 2 cities like
BHUBANESWAR. Here in author will analyse the Digital branding of HOT MEALS, in Bhubaneswar,
and cite examples of various digital branding campaigns of companies around India. In this paper
author will also be suggesting the various branding opportunities which small businesses and cottage
industries miss out on.

In this digital era, author have come across a wide variety of change, in terms of technology
and have upgraded ourselves from typing out the name to voice operated artificial intelligence
operation. Though the traditional method of marketing still persist, digital branding is a better way to
reach out to a larger audience in a very short span of time.

OBJECTIVE

This paper objectives are based on:
1. To determine the development of brand through digital branding using scientific methods
2. To analyse the consumer experience through tested methods and analogy.

In this paper author will try to analyse the various methods that are used to brand a particular
product, service, company, etc. the various method that are used to determine development of a brand
are examined using scientific methods and tested variations. We will also analyse how digital
branding works in two tier cities by taking Bhubaneswar as a pilot.

We will also find tested and trailed method to implement on small scale or start- ups in two tier
cities across India. Herein author will also identify the various ways to determine consumer experience
through digital branding and how to evaluate them.

DIGITALMARKETING:

Digital marketing / branding is the use of the internet, mobile devices, social media, search
engines, and other channels to reach consumers. Some marketing experts consider digital marketing
to be an entirely new endeavour that requires a new way of approaching customers and new ways of
understanding how customers behave compared to traditional marketing.

In commerce, consumer experience is the product of an interaction between an organization
and a consumer over the duration of their relationship.

Digital marketing can be classified into various aspects out of which digital branding can be
used as the best way to express our paper.
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DIGITALBRANDING:

Digital branding is the use of digital means, as like social media, television, social media, etc.
to market/ brand a product, service or company as the best of the best available in the market.

In an umbrella term of digital branding author need to make sure of a few technicalities where
in author need to understand the ways to create our digital footprint. We will analyse the different
methods used in:

Google AdWords:

Google Ads is an online platform developed by google, where advertisers pay to display brief
advertisements, to get the wanted and desired results for their search.
Ad pop-ups:

Ad pop-ups are the advertisement platform by google where the advertiser can show their
advertisements on particular selected games or platform.
Recommendation reviews:

Recommendation review suggestion system is one of the newest and most trending system
which youtube has come up with in which they suggest related videos based on your search keywords.
Sponsored advertisement:

Sponsored advertisement are the pay per view and pay per click advertisement that are trending
and gives higher view point and landing for a customer.

Google footprints:

Google footprints are directed to the various ways that are intended to market a particular
company, product or brand through the tools available by google, viz; google translate, google
navigation, google key words.

METHODOLOGY / TOOLS OF DIGITAL MARKETING:

The tools used in digital marketing are some of the specific tools used on specific platforms.
We will try to show as many as tools used in the tier 2 cities like Bhubaneswar, Odisha, and analyse
the results that author are getting out of it.

A very good and innovative way of branding ourselves digitally is through social media
platforms, viz Facebook, Instagram, Twitter and influencer marketing.

INFLUENCER MARKETING:

At a fundamental level, influencer marketing is a type of social media marketing that uses
endorsements and product mentions from influencers—individuals who have a dedicated social
following and are viewed as experts within their niche. Influencer marketing works because of the
high amount of trust that influencers have built up with their following, and recommendations from
them serve as a form of social proof to your brand’s potential customers.

The influencers of social media have created a fan base which many of the young generations
and get influenced or biased by the individual performing a particular stunt or act.
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In the recent trends various applications were ranked as the best influential applications as the

makers of the social trend gives them a top-level crowd for engagement.

At times companies pay a huge amount of money to the influencers to get the product or

services get to the direct target audience.

In most of the cases, the prices for influencer marketing goes as high as $300,000.
Few of the later social media stars/ influencers are listed below as a reference to the various

markets.

Y/
0'0

Y/
0'0

Y/

0'0

Y/
0'0

Kanan Gill: 364k followers

Kanan Gill is a stand-up comedian who charges a huge lot of money to add the company’s
name and their products in their set.

Bhuvam Bam: Bhuvan Bam is the winner of the Golden Youtuber award and has the largest
fan base for a single act play. He charges the company per product.

Anchor Pinkie: Pinkie is an anchor hailing from Jharkhand and established in Odisha. She
charges for post and photographs.

Sobhna: Sobhna is a newly-wed working professional who is also an influencer charging a
very minimal amount, her service can be used by companies working locally in Bhubaneswar.

Benefits of influencer marketing:

@,
0’0

Builds trust and shows authority:
There is a simple ideology associated with the practice of influencer endorsements. When a
celebrity, industry expert, or social media personality shares content about a brand, it produces
instant credibility to the company they are promoting, plain and simple. The idea is, if a
company can get an authoritative person to notice and recognize its brand, it creates a
perception that the brand is an industry leader and trustworthy company, based on the
endorsement and sentiment provided by the influencer. The recognition is even more effective
in niche marketing when an authority in your industry shares your content. Credibility
produced in this facet can substantially accelerate the time frame in which brands can build
and establish trust and authority with consumers.
< Improves brand awareness: Social users will begin to know more about your brand, your
story, who you are, and the solutions you offer. The contributions that influencers can make
in terms of brand awareness are some of the most powerful benefits of social media marketing.

The key factor in maximizing influencer strategy is making sure you provide valuable content

that adds to the influencers’ social media presence as well, ensuring there is value in the partnership
for both parties.

Influencers are often the driving force behind new trends and movements (which author will

discuss further later on in this article). They frequently introduce audiences to new ideas, brands,
products, etc. So being seen as a hot new concept is one of the many benefits of influencer marketing.
Aligning your brand with an influencer who moves the needle in the trends department shows people
that your company is an innovative leader in your industry.

to infl

+ Effectively reaches your target audience: We can not overstate the importance of this particular
benefit. Relevant influencers place your content in front of social media users who are already
interested in your niche. There’s no additional budget necessary for testing and finding your
audience - the influencer has already established this audience on social media for themselves.

In addition, influencers who mention your brand actually drive sales. Consumers are looking
uencers more and more for advice on what products and services to buy. In a study conducted

in 2016, roughly 40 percent of respondents said they made a purchase after seeing a social media
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influencer use the product or service. Three years later, those numbers have surely increased as the
prominence of social media has grown. If one of your marketing objectives is increasing sales - and
let’s be honest, what company isn’t looking for a sales boost - influencer marketing can help you
accomplish that objective.

% Access to netizens:

The TV has been left behind for the younger audience, who has increasingly favored and
contributed to the popularity of digital media. This is why Influencer marketing is now a mandatory
channel for reaching Millennials and Gen Z’ers. Attracting consumers from these audiences brings
immense value to your brand.

¢ Influencers are trend setters:

As author touched on earlier, Influencers are go-to sources of information as it pertains to new
products within their industry (beauty, fashion, tech, fitness, gaming etc.). Influencers’ followers
deeply respect and often times even idolize their opinions within their categories of expertise. This is
what makes influencer marketing so powerful.

«» Long-term Influencer relationship:

Influencer marketing campaigns aren’t just about metrics—it’s about building relationships.
So establishing rapport with influencers creates strong and lasting partnerships that drive long-term
results for both the brand and the influencer. Nearly half of marketers engage in influencer partnerships
lasting six months or longer, while 37% of influencers say they’re working with brands for longer
periods as opposed to one-off campaigns. This is also an ample strategy for Instagram influencers in
building their own brand and resume.

+«» Immense reach and visibility:

Many social media influencers boast audience counts in the millions, with the 50 most followed
Instagram influencer accounts totalling more than 2.5 billion followers. Marketers can build highly
effective campaigns that reach millions of consumers by properly vetting influencers based on both
gualitative and quantitative factors, and selecting the ideal candidates based on that information.

+«+ Manage brand reputation:

It doesn’t matter whether you’re starting the conversation, or just simply involved in the
dialogue, people talk about your brand. Whether that sentiment is positive or negative is something
brands are increasing their focus on, as it pertains to their social media presence. When your
organization effectively focuses on developing an active social listening plan, it allows you to track
and discover where and when these conversations about your brand are happening. In 2019, it’s
beyond imperative that you join these conversations - not simply as an observer, but as an active,
engaged member of each and every community.What if you find that people are spreading false
information about your company? This is an opportunity to share your side of the story in a polite
and professional manner. By addressing the issue in a public forum in a professional manner, you
assert a sense of control over your brand voice in the marketplace. On the other sid