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PREFACE 

 

Managing human resources have become very complex because of social, 

cultural and linguistic diversity; technological complexity; decreased 

productivity of human resources because of increase stress due to 

complexities at workplace and personal lives; and highly interconnected 

functional processes.  Developments in ICT have, however, helped HR 

executives manage the diversity and complexity and thus have acted as 

enabler in revolutionizing the human resource management function in last 

three decades. Data collection, data processing, data analysis and informed 

decision making have all been facilitated by developments in ICT. Social 

networking websites have provided a plate form for sharing human 

resource requirements with people seeking job directly on hand and 

complete bio-data of suitable job seekers on the other hand.  

The book is triggered by the need to enhance the ôknowledge baseõ covering 

the issues related to changes that are sweeping the HRM function. The 

technology is playing a major role in advancements round the globe. Are the 

organizations aware of advancements taking place in the global world? The 

information cannot be confined to local level. There are no more boundaries 

across the globe and organizations becoming virtual day by day, which 

demands major upgrade in existing structure.  

Convincingly , Enterprise resource planning is a hot topic in the field of 

human resource management. The organizational systems are becoming 

intelligent and all the information is available at the click of mouse. The 

companies are integrating software for managing people and customers. 

However, working on them is a challenge for organizations. A proper 

training system need to be incorporated or a trained staff must be acquired. 

The challenges continue in retaining talented people in cross cultural 

environment. The challenge also lies in managing emotions. All this 

enormously increased the need of behavioral and technical trainings. These 

training programs must be oriented towards instilling knowledge and skills. 

This is a driver for strategic HRM system. For any departm ent it requires to 

bring about lot of changes to become strategic. Consequently, strategies 

cannot be made in vacuum. The whole organization is involved in the 

process. However, being strategic to face challenge is the biggest challenge 

in itself. The organizations have to adopt innovative ways to meet out 

challenges.     
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The indications are clear that the innovation practices have become the need 

of hour for organizations. Evidence suggests that òthose who bring innovations 

in practice can only surviveó. But, do the organizations know specifically what 

to innovate? And which part needs to be innovated? However, there is no 

particular area for innovation, nor it is possible, as, it is a whole systemõs 

approach. Either the whole organization is innovative or there will not be 

any change. The innovations cannot take place in parts and pieces. 

Correspondingly, practices also need to be changed as innovation is not 

possible if it is not brought in to the system. Rising awareness about the 

environment also pushed companies to adopt various strategies such as 

going green. This demands company to instigate innovative practices in day 

to day working. The employees are supposed to adhere to newly inducted 

processes, for which they need to be trained & educated technically as 

specified earlier. Are these organizations ready for these moves? Are the 

human resources ready for such changes? The questions are many and this 

book is an attempt to answer them. 

The papers included in the book envelop all the areas pertaining to 

advancements, innovation and practices. The book comprise of papers 

presented in second national HR Seminar on Global Advancements- Innovation 

and Practices. The book has been divided in three sections to cover all the 

above mentioned areas. First section  is of Behavioural Science, this section is a 

bundle of papers on issues related to individualõs psychology in managing 

people in and around their departments. There are eighteen chapters in the 

first section. They are: Gender Differences in Emotional Intel ligence Among 

Employees of Information Technology Sector at Chennai;Perception of MBA 

Students Towards HR Specialization: A Study of Management Institutes Of 

Gwalior ; Effect of Psychological Empowerment on Job Satisfaction; 

Importance of Emotional Intellig ence in Enterprises; Role Stress and Parental 

Responsibility: An Empirical Study ; Relationship Between Financial Literacy 

and Choice of Financial Products Among Executives; Customerõs 

Psychology With Respect to E-Commerce in India ; Emotional Expressions 

and Impression Management in Banking Industry; Impact of Employee 

Engagement on Job Satisfaction and Motivation; Association Between EVA 

and CSR: A Study of Family Owned Business Companies In India; Role 

Perceptions and Job Satisfaction of Management College Faculty; Effect of 

Role Stress on Job Satisfaction in Banking Sector; Effect of Brand Image on 

Customer Loyalty with respect to Mobile phones; Web Marketing Issues in 

Corporate World; Understanding the Customer Psychology in Automobile 

Industry; The  Analy tical Study of Mondelez International Qualitative 
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productivity & Marketing;  Employee Motivation is a Function of Leadership 

and Impact of Work Environment on Job Satisfaction.  

The second section contains the papers from Human Resource Development 

and Organizational Development (HR D & OD). The papers in this section 

are full of eleven researches and articles on developmental aspect of both 

human resources as well as those of organization. The papers are: Coherence 

of Organizational Practices Through Green HRM; Linkages Between 

Organizational Culture and Employee Engagement: Review of Literature ; A 

Comparative Study on Behavioral Predictors of The Personal Effectiveness 

of Students Studying in Final Year of B.Tech, BBA And MBA Related With 

Leadership Styles and Motivation ; Talent in Store... Hit Bulls eye with 

Coaching; Green HRM Existence in the Establishment of Ethico ð Spirituality 

in the Work Life & Private Life ; Technical Education in an Era Of Global 

Competition ; Managing Organizational Culture: Human Res ource 

Management Framework ; Profiling of Organizational Culture Using OCAI 

and Competing Values Framework in Axis Bank ; Women Entrepreneurship 

Development: The Catalytic Role of NGOõs and Competitive Advantage 

Through Competency Based Management   A Critical Review. 

The Third section  wrap up the papers related to Human Resource Practices. 

There are nine chapters include- Study on Grievance Handling: A 

Comparison Between Public and Private Sector Manufacturing 

Organizations; Talent Retention: Ways to Improve  It; Training Programmes 

for Cabin Attendants: Highway for Employee Orientation Towards 

Customer; Stress Management Theories-Its Impact And Coping 

Mechanisms; A Study of Work -Life Balance of Women Teachers in District 

Gaya (Bihar); Quality of   Work Life ð A Conceptual Framework; Effective 

Organizational Communication as A Facilitator of Organizational 

Performance; Staff Welfare In Banking Sector: A Case Study of Central Bank 

of India and Human Approach to Separation ð The Tata Way. 

This edited book is an effort to throw light on the advancements in the 

Human Resource Management in current challenging environment. It is 

intended to be useful for all those who are interested to gain knowledge 

about latest innovations and practices taking place at global level. 
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Gender Differences in Emotional Intelligence Among 
Employees of  Information Technology Sector at 

Chennai  

M Vanishree  
Assistant Professor, Ethiraj College for Women, Chennai 

 

ABSTRACT  

Emotional intelligence is termed as the ability to understand oneõs own and others feelings 
and to respond effectively by balancing oneõs emotions in various life situations. It is 
materializing as a most vital personal skill to be successful at workplace.  The present study 
focuses on the differences between female and male employees of information technology 
sector at Chennai. It was hypothesized that female employees would have high emotional 
intelligence than the male employees. To test the hypothesis the òWork profile questionnaire 
on emotional intelligence testó was used as an instrument to collect data from the 
employees. One hundred employees were selected randomly for assessment of gender 
differences in emotional intelligence. Appropriate statistical tools were used to examine the 
collected data.   

Keywords:  Emotional intelligence, gender, WPQEI 

 

INTRODUCTION  

Gender has been a significant variable in measuring the differences in 
psychological aspects such as abilities, lifestyle behaviors, personality and the 
reaction towards stressful situation. Furthermore, it is also one of the variables that 
highly influence in terms of emotional intelligence. Studies have proven that the 
variable gender has differentially influenced emotional intelligence. There is a 
strong stereotype that there are gender differences in emotional responding. Most 
of them believe that women are more emotional than men .More over individuals 
from a various cultural background hold the same belief of women are more 
emotional than men.  Women are emotionally responsive than man is a general 
stereotype and once if it is removed gender differences in emotional intelligence 
tend to disappear. 

OBJECTIVE OF THE STUDY  

The purpose of the study is to examine the gender differences in seven 
competencies of emotional intelligence namely self- awareness, innovation, 
intuitive, empathy, motivation, social skills and emotions.  

REVIEW OF LITERATURE  

Gender and innovation  

Hanson (2005) in his research found that men and women adopt different 
approaches when they innovate. Women conduct innovations of those products or 
services that meet the local needs to achieve social ends. According to Fagenson 
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(1990) womenõs representation in top level management jobs is attributed to their 
inappropriate traits, cognitions, attitudes and behavioral factors that are internal to 
women. Blake Hanson (2005) explored that the lack of womenõs in top decision 
making positions is due to the stereotypes of women roles. Inequality in decision 
making positions is relentless even in the area of innovation  

Gender and self aw areness 

1(2016) examined that women tend to incorporate new information into the way 
they see themselves whereas men tend to overestimate their leadership views to 
protect their sense of personal efficacy. Women quickly aligned their self -awareness 
with peer feedback, whereas men continued to rationalize and inflate their self -
image over a period of time.  

Gender and intuition  

According to Steve (2013) Intuition is thinking without prope r thinking which is 
otherwise called as gut feelings. Women tend to be better than men at these kinds 
of intuitive skills because the femaleõs brain connections link the left hemisphere 
that is associated with logical thinking with the right hemisphere whi ch is 
associated with intuition. Men outperform women in spatial tasks and motor skills 
while women outperform men in memory tests and social cognition tests that try to 
measure empathy  

Gender and social skills  

Renato (1997) found in his study that human female are higher in possessing social 
skills than male, women are good at social skills, empathy, verbal skills and 
security seeking while men are good at being independent, dominance, spatial and 
mathematical skills. Gender differences in social skills could be seen within a few 
months after birth. Women use language through argumentation and persuasion to 
gain social advantage. 

Gender and empathy  

Linda et al (2011) examined in their study that there are gender differences in 
empathy but these differences are not universal rather it occurs under certain 
specific conditions. Womenõs level of empathy is influenced by the type of 
relationship they hold with other person, they showed greater empathy levels 
towards friends and peers whereas lower levels of empathy towards enemies. 
Eagly(1986) found that men are more empathetic to a stranger women whereas 
women find it threatening to be empathetic with a stranger men.  

Gender and motivation  

Tamila et al (2011) quoted in their article that a typical woman have dif ferent 
psychology , values, interests, social predestinations, roles and needs, therefore 
they are motivated differently. According to Hofstede (2001) men are concerned 
with measurable or instrumental values such as earinings, promotion and 
responsibility while women are concerned with friendly atmosphere, prestige, task 
significance, job security, challenge, co-operation, work climate and other work 
environmental conditions. Bigoness (1988) found in his study that men give 
importance to salary while women give preference to professional growth  
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Gender and emotions  

Kateri et al(2008) explored gender differences in emotional response that arise from 
differences in emotion regulation. To examine this, they employed fMRI to examine 
gender differences in emotional reactivity and regulation using cognitive 
reappraisal. The results exhibited that there were no differences among men and 
women on measures of emotional reactivity, but there were differences in using 
cognitive appraisal to encounter negative emotions. M en showed greater decreases 
in the activity of amygdala during cognitive regulation to overcome negative 
emotions. Women use positive affect to down-regulate negative emotion to a 
greater extent than men.  

 
RESEARCH METHODOLOGY  
 
The study applied simple ra ndom sampling. A total of 120 employees of TCS and 
Infosys participated in this study; out of 120 questionnaires only 100 questionnaires 
were valid. EI of the employees was measured by using WPQei questionnaire of 
Cameron. Using the questionnaire data were collected from the drawn sample and 
statically processed. 
 
Gender differences in emotional intelligence  

To determine whether female are emotionally intelligent than male mean scores of 
the respondents were compared. Table 1 show that mean scores of male is lesser 
than female indicating that female respondents have higher EI compared to the 
male respondents.  

 
 

Multivariate analysis of variance (MANOVA) was conducted to analyze the gender 
differences in emotional intelligence. Manova is a more powerful tool than ANOVA 
for detecting group differences. One- way MANOVA was used to determine the 
gender differences in self-awareness, intuition, empathy, motivation, social skills, 
innovation, emotions and emotional intelligence.  

Multivariate tests table (Table 2) indicates that p value is less than 0.05 (p=0.000), 
therefore it can be concluded that the seven competencies of emotional intelligence 
and emotional intelligence was significantly dependent on the gender factor. Thus 
there was a statistically significant difference in all the competencies of emotional 
intelligence and emotional intelligence based on the gender factor.  
 

TABLE 2 Multivariate Tests  

Effect Value F Hypothesis 
df 

Error 
df 

Sig. 

Interce
pt 

Pillai's Trace .995 2819.139b 7.000 92.000 .000 

Wilks' Lambda  .005 2819.139b 7.000 92.000 .000 

Hotelling's 214.500 2819.139b 7.000 92.000 .000 

Table 1:  Means & Std. Deviation  

EMOTIONAL INTELLIGENCE  

Gender Mean N Std. Deviation 

MALE  2.9270 54 .22077 

FEMAL E 3.0382 46 .21453 

Total 2.9781 100 .22386 
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Trace 

Roy's Largest 
Root 

214.500 2819.139b 7.000 92.000 .000 

gender Pillai's Trace .563 16.912b 7.000 92.000 .000 

Wilks' Lambda  .437 16.912b 7.000 92.000 .000 

Hotelling's 
Trace 

1.287 16.912b 7.000 92.000 .000 

Roy's Largest 
Root 

1.287 16.912b 7.000 92.000 .000 

b. Exact statistic 

 

Tests of Between- Subjects effects (table 3) show that how the dependent variables 
differ for the independent variable.  

Table 3:  Tests of Between-Subjects Effects 

Source Dependent Variable Type III 
Sum of 
Squares 

Df Mean 
Square 

F Sig. 

Corrected 
Model  

INNOVATION  .220a 1 .220 1.920 .169 

SELF_AWARENESS .590b 1 .590 4.670 .033 

INTUITION  17.558c 1 17.558 78.378 .000 

EMOTIONS .002d 1 .002 .009 .923 

MOTIVATION  .145e 1 .145 1.296 .258 

EMPATHY  1.190f 1 1.190 6.515 .012 

SOCIAL_SKILLS 2.013g 1 2.013 7.933 .006 

EMOTIONAL_INTE
LLIGENCE 

.307h 1 .307 6.468 .013 

Intercept INNOVATION  823.695 1 823.69 7203.4 .000 

SELF_AWARENESS 850.621 1 850.62 6733.3 .000 

INTUITION  1036.375 1 1036.4 4626.3 .000 

EMOTIONS 968.639 1 968.64 5124.9 .000 

MOTIVATION  787.871 1 787.87 7027.4 .000 

EMPATHY  830.443 1 830.44 4547.2 .000 

SOCIAL_SKILLS 902.597 1 902.60 3557.9 .000 

EMOTIONAL_INTE
LLIGENCE 

883.881 1 883.88 18611.
134 

.000 

Gender INNOVATION  .220 1 .220 1.920 .169 

SELF_AWARENESS .590 1 .590 4.670 .033 

INTUITION  17.558 1 17.558 78.378 .000 

EMOTIONS .002 1 .002 .009 .923 

MOTIVATION  .145 1 .145 1.296 .258 

EMPATHY  1.190 1 1.190 6.515 .012 

SOCIAL_SKILLS 2.013 1 2.013 7.933 .006 

EMOTIONAL_INTE
LLIGENCE 

.307 1 .307 6.468 .013 

Error  INNOVATION  11.206 98 .114   

SELF_AWARENESS 12.381 98 .126   

INTUITION  21.954 98 .224   

EMOTIONS 18.522 98 .189   

MOTIVATION  10.987 98 .112   

EMPATHY  17.898 98 .183   

SOCIAL_SKILLS 24.861 98 .254   
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EMOTIONAL_INTE
LLIGENCE 

4.654 98 .047   

Total INNOVATION  838.262 100    

SELF_AWARENESS 872.682 100    

INTUITION  1060.953 100    

EMOTIONS 993.190 100    

MOTIVATION  805.802 100    

EMPATHY  859.950 100    

SOCIAL_SKILLS 928.434 100    

EMOTIONAL_INTE
LLIGENCE 

891.884 100    

Corrected 
Total 

INNOVATION  11.426 99    

SELF_AWARENESS 12.971 99    

INTUITION  39.512 99    

EMOTIONS 18.524 99    

MOTIVATION  11.133 99    

EMPATHY  19.088 99    

SOCIAL_SKILLS 26.874 99    

EMOTIONAL_INTE
LLIGENCE 

4.961 99    

The results of table 3 reveal that independent variable gender has a statistically 
significant effect on intuition, empathy, social skills, and self awareness and over all 
emotional intelligence. There is no statistically significant effect of gender on 
motivation, emotions and innovation.  It could be concluded that there are gender 
differences in intuition, empathy, social skills, and self awareness and over all 
emotional intelligence but there are no gender differences in motivation, emotions 
and innovation. Gender differences in intuitio n, empathy, social skills and self 
awareness is due to the fact that nerve connections in womenõs brain is different 
from menõs brain, most connections in case of male brain run between front and 
back parts of the same brain hemisphere whereas most parts of female brain 
connections go from side to side across the left and right hemisphere of the brain. 
Steve (2013) found that male excel in better spatial skills and motor control whereas 
women excel in verbal skills, intuitive abilities, empathetic and socia l skills. The 
results of the present study also prove that there are gender differences in intuition, 
social skills, self awareness, empathy and emotional intelligence. 

 

CONCLUSION  

Emotional intelligence is a relevant construct in the work place and it aff ects both 
mental and physical health, social functioning and workplace performance. The 
present study was an attempt to analyze gender differences in seven competencies 
of EI and over all EI. WPQEI questionnaire was used to test the collected data. The 
results of the study indicated there were gender differences in social skills, self 
awareness, intuition, empathy and over all emotional intelligence. In the present 
study, gender differences in emotional intelligence have been studied without 
controlling for  age or marital status. As age and marital status are the important 
principal socio -demographic characteristics, it would be better to include them as a 
mediating variable for future study. The results of the study may vary when age or 
marital status varia ble is controlled.  
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ABSTRACT  

This research paper is an attempt to assess the M.B.A studentõs perception towards HR 
specialization and their decision of choosing HR as a specialization. The research is done on 
150 students of various management institutes of Gwalior and 29 questions based on a 
likert scale were used for the study. The research data converged into 5 factors by using 
varimax rotation which is - Studentõs confidence towards the subject, Studentõs comparison 
of HR course with other business courses, Studentõs view point towards a career in HR, 
Studentsõ interest in HR and Studentõs reasons for choosing a HR course. The study 
revealed the significant difference between male and female students perception towards HR 
specialization. 

Keywords:  Studentõs perception, HR specialization. 

 

INTRODUCTION  

Human resources are the KSAõs of the employees i.e. - Knowledge, Skills and 
Attitudes of the employees and Human resource management deals with managing 
the KSAõs of the employees, but if we talk about the perception of M.B.A students 
towards their choice of taking HRM as a specialization then result may vary from 
person to person some found eager to opt for HR specialization and some are 
confused and some doesnõt  want to opt it.HR specialization gives the introduction 
to key principles, policies and practices of human resource management. This 
specialization begins with the fundamental course that considers alternative 
approaches for managing employees. In these specialization students came to learn 
how to hire the employees? How to evaluate their performance and how to reward 
them? Upon this specialization students will have a deeper learning and 
understanding of what works in  the workplace including a tool kit of best ways of 
hiring, managing and rewarding the employees. This specialization will be 
valuable for those entrepreneurs and managers who want to take such kind of 
responsibilities in their career. The students who opt  for this specialization are the 
future HR managers and the role of a HR manager is to define the wide policies 
and procedures like compensation policies, recruitment policies to ensure internal 
equity and fairness and they also provide training and develo pment, leadership 
development, HR controlling, Talent management and Industrial relations.  
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CONCEPTUAL FRAMEWORK  

Human Resource Specialization  

Human Resource Specialization deals with providing the students the key 
principles, practices and policies of human resource management so that they will 
be able manage the manpower effectively and efficiently it also include concepts 
like HR planning, recruitment, selection, labour laws, Industrial relations, etc. In 
this specialization the student comes to know the theoretical and practical aspects 
of these concepts. 
 
Studentõs perception towards HR specialization 
It includes studentõs notion, attitudes, likes, dislikes, and their choice for opting HR 
as a specialization. The perceptions of students may vary from person to person 
and may be favorable and unfavorable. 
 
 
REVIEW OF LITERATURE  
  

Bwana, J. M. (2013) in their research tested the relationship between 
entrepreneurship education and students choice and intention for choosing it as a 
specialization with the hel p of regression analysis and t test and found that 
specialization in entrepreneurship education is more effective in promoting 
personality traits and entrepreneurial attitudes and intentions than non -
specialization, regardless of the nature of entrepreneurial career. 

Tareq L. Mukattash, K. Q. (2015)   in their research aimed to establish a baseline 
understanding of the career aspirations, motivations and expectations of students 
within undergraduate pharmacy education with the help of chi square test and 
fisher exact test and found that students studying pharmacy seem to have 
optimistic aspirations of their future career and a positive image.  

Abidin, D. M. (2012)  in their research aimed at evaluating studentsõ attitudes 
towards learning English in terms of th e behavioral, cognitive and emotional 
aspects with the help of one way ANOVA analysis test and t test and found that 
students have negative attitude towards English and they are not well aware of the 
importance of English and learn it as a compulsory subject. 

Hosein, N. Z. (2012) in his research aimed to find out the students attitudes 
towards marketing program with the help of chi square test and ANOVA test and 
found that studentsõ evaluation and their attitudes are more understandably 
associated to the marketing program's observable attributes than to the abstract 
attributes. 

Agheorghiesei, V. N. (2010)  in their research aimed to find out the perception of 
students specializing trade, tourism and services on the importance of the concept 
of sustainable development in commercial activities with the help of statistical 
interpretation program SPHINX PLUS,  presenting only the initial results, without 
the extended analysis of the result found that there is a positive perception of 
students towards specializing trade, tourism and services and are concerned about 
the sustainable development. 
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Cristea viorela - georgiana, o. A.-c .(2009) in their research aimed to find out the 
studentsõ perception over their faculty, Faculty of Navigation and Naval Transport, 
regarding Economic Engineering in Transports specialization with the help of 
questionnaire survey method and came to the result that there is an positive 
perception of students towards their faculty and economic engineering in transport 
specialization. 

Khaled , A. F. (2013) in their research aimed to find out the attitudes of middle 
school and secondary school students about social studies with the help of 
interview method followed by Diener and Crandallõs (1978) model of social and 
behavioral research and found that students have a positive attitude towards 
studying social studies and were honest towards their answers during their 
interview.  

 
OBJECTIVES OF THE STUDY  

¶ To design, develop and standardize the measures to evaluate M.B.A studentõs 
perception towards HR sp ecialization. 

¶ To find out underlying factors of studentõs perception towards HR 
specialization. 

¶ To measure the differences between male and female studentõs perception 
towards HR specialization.  

¶ To give directions for further research.  

RESEARCH METHODOLOGY  

¶ Study: The study was exploratory in nature and survey method was used to 
carry out the research. 

¶ Population: M.B.A students from management institutions of Gwalior  

¶ Sampling element: Individual respondents were the sampling element.  

¶ Sampling technique: Judgmental sampling technique was used to select the 
sample elements. 

¶ Sample size: 150 respondents were the sample size representing both 
genders. 

¶ Tools used for data collection: Self designed questionnaires were used for 
evaluating the studentõs perception towards HR specialization. Data was 
collected on 5 point likert scale .where, 1 stands for minimum agreement and 
5 stands for maximum agreement. 

¶ Tools used for data analysis:  

¶ Reliability and validity test  

¶ Factor analysis test 

¶ Independent sample T- test to compare the means of male and female 
students for the variable of studentõs perception towards HR specialization. 

HYPOTHESIS  

H01: There is no significant difference in male and female studentõs perception towards HR 
specialization. 
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RESULTS AND DISCUSSION  

Reliability  

Scale: Students perception Towards HR specialization  

Cronbachõs Alpha method has been applied to calculate reliability of all items in the 
questionnaire. Reliability test using SPSS software and the reliability test measure is 
given below:  

                                  

 

It is considered that the reliability value more than 0.7 is good and it can be seen 
that reliability value (0.784) is quite higher than the standard  value, so all the items 
in the questionnaire are highly reliable.  

KMO AND BARTLETTõS TEST OF SPHERICITY 

KMO and Bartlettõs Test for Students perception towards HR specialization 

Table No. 2 : KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling  Adequacy. .839 

Bartlett's Test of Sphericity Approx. Chi -Square 185.100 

Df 15 

Sig. .000 

 
Kaiser -Meyer -Olkin (KMO) Measure of Sampling Adequacy  is an index used to 
evaluate the appropriateness of factor analysis. High values (between 0.5 and 1.0) 
ind icate factor analysis is appropriate.  Values below 0.5 imply that factor analysis 
may not be appropriate.  
The Kaiser-Meyer-Olkin Measure of Sampling Adequacy value for Investor 
perception towards Insurance policy was 0.839, indicating that the sample was 
adequate to consider the data suitable for factor analysis. 
 
Bartlettõs Test of Sphericity: Bartlettõs Test of Sphericity is a test of statistics that 
was used to examine the null hypothesis that the population correlation matrix is 
an identity matrix. Th e Bartlettõs Test of Sphericity was tested through Chi-Square 
value represented in the table significant at 0.00 level of significance. Therefore, the 
above hypothesis is rejected which indicates that the collected population were not 
identical in nature a nd the data was suitable for factor analysis. 

Principal component factor analysis with varimax rotation  was applied to find out 
the underlying factors of the questionnaire on perception of MBA students towards 
HR specialization. Factor analysis converged into 5 factors which were named as 
Studentõs confidence towards the subject, Studentõs comparison of HR course with 
other business courses, Studentõs viewpoint to wards a career in HR, Studentõs 
interest in HR, Studentõs reasons for choosing a HR course. 

 
 

Table No. 1: Reliability Statistics  

Cronbach's Alpha No. of Items 

.784 29 
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Table No. 3 
Extraction Sums of Squared Loadings  Rotation Sums of Squared Loadings  

 
Component  

Total  % of Variance  Cumulative %  Total  % of Variance  Cumulat
ive % 

1 3.540 13.856 13.856 2.358 15.722 15.722 

2 2.645 12.623 37.265 1.908 12.718 28.439 

3 2.431 8.740 45.304 1.746 11.643 40.083 

4 2.254 6.471 52.282 1.474 9.827 49.910 

5 1.127 4.356 59.025 1.367 9.115 59.025 

 

FACTOR ANALYSIS  

Table No. 4 
Factor Name Eigenvalue  Statement Loadi

ngs 
Value  

Total  % of var.  

Studentõs confidence 
towards the subject 

3.540    
 
 

 13.856 Ability to write about HR concepts  
Understanding concepts through business 
examples 
Analyzing case studies 

.726 

.521 
 
.724 

Studentõs comparison 
of HR course with 
other business courses 

2.645 
 
 
 
 

 12.623 
 

HR course is more challenging. 
I would  take more HR courses 
I would recommend this course to other 
students 

I had to prepare more for this HR course 
  

.668 

.675  

.681 
 
.774 

Studentõs view point 
towards  
a career in HR 

2.431 
 

 8.740 
 
 

I will find a job after MBA  
I will pursue a career in HR 
Some HR knowledge is required  

.676 

.672 

.775 

Studentõs interest in 
HR 

2.254  
 
 

6.471  
 
 

Using HR knowledge in the future 
Worki ng on assignments/projects 
Doing research on HR concepts 

.560  

.671 

.615 

Studentsõ reasons for 
choosing a HR course 

1.127   4.356 It provides a wider career base 
Course is more interesting 
Allo ws flexibili ty to specialize in my career 
It is recommended to me 

.594 

.728 

.564 

.674 

 

DESCRIPTION OF FACTORS  

1. Studentõs confidence towards the subject: This factor emerged as the first 
important determinant of the research with a total variance of 3.540 and 
Percentage of variance explained is 13.856. 
 

2. Studentõs comparison of HR course with other business courses: This factor 
emerged as the next important determinant of research with a tot al variance 
of 2.645 and percentage of variance explained is 12.623. 
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3. Studentõs viewpoint towards a career in HR: This factor emerged as the next 
important determinant of research with a total variance of 2.431 and 
percentage of variance explained is 8.740. 

 
4. Studentõs Interest in HR: This factor emerged as the next important 

determinant of research with a total variance of 2.254 and percentage of 
variance explained is 6.471. 

 
5. Studentõs reason for choosing a HR course: This factor emerged as the next 

importa nt determinant of research with a total variance of 1.127 and 
percentage of variance explained is 4.356. 
 

T ð TEST 

H01: There is no significant difference in male and female studentõs perception 
towards HR specialization.  

Table No 5 : Group Statistics  

 GENDER N Mean Std. Deviation Std. Error Mean 

Perception_ 
towards_ HR 

Male 90 20.0111 3.02237 .31859 

Female 60 19.8764 2.86761 .30397 

 
Table No 6: Independent Samples Test  

 Levene's Test 
for Equality 
of Variances 

T-test for Equality of Means 

F Sig. T Df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence Interval 
of the Difference 

Lower  Upper  

Equal 
variances 
assumed 

.762 .384 2.596 296 .010 10.21587 3.93450 17.95900 2.47273 

Equal 
variances 
not 
assumed 

  2.612 244 .010 10.21587 3.91135 17.92016 2.51157 

Interpretation  

The null hypothesis in Leveneõs test is that variances of two populations are equal. 
The test statistics F as a value of .762 is at a significance (p value) of .384 (38.4%). 
Since we are assuming the equal variances for this test statistics, T equals 2.596 at 
the p value .01 (1%) which is less than .05 which means that there is a significant 
difference between male and female studentõs perception towards HR 
specialization. Hence, our null hypothesis stating òThere is no significant difference 
in male and female studentõs perception towards HR specializationó is rejected. 

IMPLICATIONS OF THE STUDY  

1. Research Scholars can use the results of this study for supporting the results 
of their studies with similar variable and  relationship.  
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2. Students can use the reference for understanding the topic in detail and for 
doing further studies in this area.  

3. Students can use the standardized questionnaire for Students perception 
Towards HR specialization developed in the study for doi ng studies in 
similar areas. 

 
SUGGESTIONS AND RECOMMENDATIONS  
 

1. The study has been done by taking only a sample of 150 respondents 
therefore in future if the sample size is expanded it is likely to produce more 
excellent and accurate results. 
  

2. The study has been done in Gwalior region only so it is suggested to take 
larger area or other region so that more appropriate results can be obtained. 

 

LIMITATIONS OF THE STUDY  

1. One of the limitations of this study is that it only focused on Perceptions of 
MBA students towards HR specialization. Thus, the study left out studentõs 
perceptions towards other specializations. 

2. Another limitation is the sample size that is 150 this research could be done 
on the large sample size but this can be done in future researches on this 
topic. 

 
CONCLUSION  
 
The present study sheds the light on the studentõs choice of HR as their major 
specialization and explores their perceptions of their future career. Despite not 
being their first choice of interest when applying to study at their un iversities, 
students studying HR seem to have optimistic aspirations of their future career and 
a positive image. Further qualitative as well as quantitative research is needed to 
gain more in-depth understanding of this issue and to create a realistic connection 
between market needs and HR education outputs. Students should be made aware 
of HR and their career chances of being get a reputed post in the organization. 
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ABSTRACT  

The research mainly explores the effect of psychological empowerment on job satisfaction. 
Psychological empowerment dimensions, namely meaning, competence, self-determination 
and impact are the independent variables. It was attempted to figure out if psychological 
empowerment and its measurements impact aides' fulfillment and execution level. In 
Todayõs organizations the manpower are accepted as guidance and they pay more attention 
to employeeõs promotion and job satisfaction. The study mainly adopts the field 
questionnaire survey. The data was collected on a seven point scale ranging from strongly 
agree (7) to strongly disagree (1). Data was collected from a sample of 200 individual 
respondents. The regression analysis was done to find out the impact of independent 
variable (psychological empowerment) on dependent variable (job satisfaction). The study 
recognizes the need to continue the implementation of psychological empowerment. 

Keywords: Psychological Empowerment, Competence, Self-Determination and Impact, Job 
Satisfaction. 

 

INTRODUCTION  

Empowerment  
A management practice of sharing information, rewards, and power with 
employees so that they can take initiative and make decisions to solve problems 
and improve services and performance. Empowerment is based on the idea that 
giving employees skills, resources, authority, opportunit y, motivation, as well 
holding them responsible and accountable for outcomes of their actions, will 
contribute to their competence and satisfaction. 
 
Scientists trust that strengthening is a multifaceted issue and can't be inspected in 
view of a particular  idea. They trust that strengthening is the procedure of self -
inspiration and errands relegated to workers and are showed in administrations of 
psychological elements like Effectiveness, skill important, and decision.  

Strengthening of representatives in the work put gives them chances to settle on 
their own choices concerning their errands. These days more supervisors and chiefs 

3 



 

17 

 

are honing the idea of strengthening among their subordinates to give them better 
open doors. Thomas A. Potter field (1990) remarked that worker strengthening has 
been among a standout amongst the most essential administration ideas. 
Organizations extending from assembling to administration, little to expansive and 
from low -innovation to cutting edge have been acquainting strengtheni ng 
programs in endeavors with upgrade representative inspiration, increment 
proficiency.  

Barbara Solomon (1976, 1985) accentuated strengthening as a strategy for social 
work with abused Afro -Americans. Subside Berger and Richard Neuhaus (1977) 
proposed strengthening as a method for enhancing the welfare benefits by method 
for intervening social organizations. Julian Rappaport (1981) built up the idea 
hypothetically and displayed it as a world -view that incorporates a social strategy 
and a way to deal with t he arrangement of social issues coming from weakness. 

Zimmerman (1984) has expressed that affirming a solitary meaning of 
strengthening may make endeavors to accomplish it equation based or remedy like, 
negating the very idea of strengthening. Be that as it may, for wellbeing 
advancement specialists, making strengthening operational in wellbeing 
advancement settings is a vital issue. 

Empowerment, in its most broad sense, alludes to the capacity of individuals to 
increase comprehension and control over indiv idual, social, financial and political 
powers keeping in mind the end goal to make a move to enhance their life 
circumstances (Israel et al., 1994). It is the procedure by which people and groups 
are empowered to take power and act successfully in increasing more noteworthy 
control, viability, and social equity in changing their lives and their surroundings 
(Solomon, 1976; Rappaport, 1981, 1985; Minkler, 1992; Fawcett et al., 1994; Israel et 
al., 1994). 

Empowerment will be characterized as the contribution of representatives in the 
basic leadership handle (Mitchell, 1973; Vroom and Jago, 1988; Cole et al., 1993), 
welcoming the individuals from the association to think deliberately and to be 
actually mindful of the nature of their assignments (Bowen and Lawle r, 1995), 
energizing, supporting and compensating that workers carry on dependably as 
they consider more appropriate to fulfill clients (Bowen and Lawler, 1992) and to 
enhance the association's working (Hermel, 1990). Be that as it may, strengthening 
does not reject an underlying supervision to arrange, prepare and manage 
representatives, and also certain restraint (Geroy et al., 1998; Lawler, 1993). 

The idea of empowerment is of expanding enthusiasm to scientists, experts and 
natives worried about psycholo gical well -being issues. In a few regards, 
strengthening is another trendy expression. As Edelman (1977) has noted in 
connection to dialect and the legislative issues of human administrations, now and 
then new dialect is utilized to portray a similar old p ractices. Others trust that 
strengthening dialect can really prompt to brought issues to light (Rappaport, 
1986). In any case, a developing number of individuals are seeking to comprehend 
the importance of strengthening and ways it can be utilized to chang e their settings 
and lives. 
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Empowerment can start to be comprehended by looking at the ideas of force and 
weakness (Moscovitch and Drover, 1981). Power is characterized by the Cornell 
Empowerment Group as the "limit of a few people and associations to create 
planned, anticipated and unanticipated impacts on others" (Cornell Empowerment 
Group, 1989, p.2). There are numerous wellsprings of force. Identity, 
property/riches, and persuasive associations have been distinguished by Galbraith 
(1983) as basic wellsprings of influence in the last some portion of this century. 
Others have called attention to that the class-ruled nature of our general public 
implies that a little number of individuals have limitless monetary or political 
power, while the greater part ha ve close to nothing or none (Moscovitch and 
Drover, 1981) 

Psychological Empowerment  
Psychological empowerment exists when representatives see that they practice a 
few controls over their work lives. Psychological empowerment is not a settled 
identity prop erty. It comprises of discernments that are formed by the workplace. 
Procedure of improving sentiments of self -viability among authoritative 
individuals through the recognizable proof of condition that cultivate feebleness 
and through their evacuation by b oth formal hierarchical practices and casual 
strategies of giving adequacy data. 

Regardless of impressive enthusiasm for the investigation of job satisfaction and 
disappointment our comprehension of these marvels has not progressed at a pace 
similar with r esearch endeavors. It is contended that a noteworthy explanation 
behind this absence of advance is the verifiable origination of causality 
acknowledged by generally therapists. It is known as the strategy of "correlation 
without explanation". The present w ay to deal with the theme of occupation states 
of mind accentuates a more applied way to deal with the issue. 

Psychological empowerment alludes to an arrangement of mental states that are 
important for people to feel a feeling of control in connection to t heir work. As 
opposed to concentrating on administrative practices that impart energy to 
representatives at all levels, the mental point of view is centered around how 
workers encounter their function. This point of view alludes to empowerment as 
the indiv idual convictions that workers have about their part in connection to the 
association (Spreitzer, 2007). As per Spreitzer the four measurements of 
Psychological empowerment are as per the following: Meaning includes a fit 
between the necessities of one's work part and one's convictions, qualities and 
practices (Hackman and Oldham, 1980). Ability alludes to self -adequacy particular 
to one's work, or a faith in one's capacity to perform work exercises with expertise 
(Gist, 1987; Bandura, 1989, refered to in Spreitzer, 2007). 

Arsiah (2006) talks about an assortment of implications, ideas and structure of 
psychological empowerment that have been investigated and gotten from past 
researchers and practitioner s inquires about, for example, from Bandura (1986) 
who verbalized strengthening as develop as far as self-adequacy; Conger and 
Kanungo (1988) who alludes empowerment to a procedure whereby an 
individual s confidence in their self-viability is improved; Ko nczak et.al (2000) who 
looked for empowerment through the leader s conduct; Thomas and Velthouse 
(1990) characterized empowerment as expanded inherent inspiration while 
Spreitzer (1995) has amplified it at the work environment; Corsen and Enz (1999) 
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analyzed the effect of psychological empowerment of administration specialists as 
far as support-based connections; and Menon (2001) characterized empowerment 
as a mental state showed in saw control, skill and objective; just to give some 
examples. 

 

LITERATURE R EVIEW  

Saif,N.I.,et. al. (2013) on the point "Psychological Empowerment and Job 
Satisfaction in Jordanian Hospitals" established that Psychological Empowerment 
has an expressive part in numerous administration associations, including healing 
facilities. The present study examined the impact of worker Psychological 
Empowerment on employment fulfilment in Jordanian private healing centres. 
Four measurements were utilized to survey worker Psychological Empowerment: 
which means, fitness, self-assurance and effect. Usage of the discoveries of this 
study can help directors in comprehending work changes that require a powerful 
clinic environment that is receptive to representative and client needs.  

George, E. (2013) analysed the empowerment of representatives in the managing an 
account segment. It likewise broke down the relationship between psychological 
empowerment, work fulfilment and occupation related push among 
representatives working in banks. The relationship between every one of the 
measurements of psychological empowerment and job satisfaction were likewise 
explored in the study. The discoveries of the study are accounted for beneath.  

1) There exists a positive relationship between Psychological Empowerment and 
Job Satisfaction among bank representatives and thus Job Satisfaction increments 
with increment in psychological empowerment.  

2) There exists a negative relationship between Psychological Empowerment and 
Job Related Stress among bank representatives and thus when Psychological 
Empowerment expands, Job Related Stress diminishes.  

3) There exists a negative relationship between Job Satisfaction and Job Related 
Stress among bank representatives and subsequently Job Related Stress diminishes 
with increment in Job Satisfaction.  

4) All the measurements of Psychological Empowerment, Meaning, Competence, 
Impact and Self-assurance have a huge and positive relationship with Job 
Satisfaction.  

5) Job Satisfaction halfway intervenes the connection between Psychological      
Empowerment and Job Related Stress. 

Ambad , S.N.A. (2012) worked on the measurements of empowerment and if any of 
the measurement is missing, then the experience of empowerment is restricted. For 
instance, if individuals have carefulness to decide (i.e., self-assurance) however 
they donõt think about the sorts of choices they can make (i.e., they do not have a 
feeling of importance), they won't feel engaged. On the other hand, if individuals 
trust they can have an effect however donõt feel like they have the right stuff and 
capacities to carry out their occupation well (i.e., they do not have a feeling of 
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fitness), they won't feel engaged too (Spreitzer, 2007). It is recommended by 
Thomas and Velthouse (1990) that engaged worker ought to perform superior to 
anything the individuals who are general ly less enabled. Spreitzer (1995a) contends 
that engaged workers are probably going to be viewed as successful in light of the 
fact that they proactively execute their obligation. This is on the grounds that they 
consider themselves to be equipped and ready to impact their employments and 
workplaces in significant ways (Dewettinck et al., 2003). 

Sally A., & Carless, S.A (2004) tried a model to examine the intervening impact of 
empowerment between psychological atmosphere and job fulfilment. This 
concentrate obviously exhibited that psychological atmosphere like initiative style, 
interpersonal connections, open doors for expert advancement, and individual -
authoritative objective coinciding, had an immediate and constructive effect on 
empowerment and an aberrant effect on job satisfaction intervened by 
empowerment.  

Tuuli, M.M., and Rowlinson, S. (2009) dissected the relationship between 
psychological empowerment and employee performance. The researchers 
additionally attempted to see whether inspiration, capacit y and chance to perform 
intervened amongst empowerment and execution. The study demonstrated that 
empowerment had immediate and constructive outcome on representative 
execution, which furthermore was intervened by inherent inspiration, chance to 
perform and capacity to perform. The study showed that enabled workers 
displayed positive execution practices, and thus psychological empowerment is an 
important hotspot for associations to seek after their fancied results. 

Rawat, P.S. (2011) conducted a study on psychological empowerment which 
fundamentally impacted each of the three types of responsibility, while focussing 
on the effect of sub measurements of empowerment on responsibility 
measurements it can be seen that all variables together impacted duration and full 
of feeling duty and not standardizing responsibility. Since psychological 
empowerment prompts to sentiment being empowered from inside (as a 
consequence of culture, and administration hones) continuation responsibility gets 
to be solid. Empowerment additionally gives force of basic leadership to 
representatives. This outcomes in representatives owning their work which causes 
both full of feeling and duration responsibility.  

Hypothesis  

H0: There is no impact of psychological empowerment on job satisfaction.  

REASEARCH METHODOLOGY  

The study: The study is empirical in nature and field survey is to be used to 
complete it. The population includes all the employees from various backgrounds. 
Individual respondent was the sampling element. A purposive non -random 
sampling technique was used to carry out the research study. The data was 
collected from 200 individualõs respondents. 

Measures: A set of questionnaires were employed in this study, combining 7 Likert 
type scale measuring psychological empowerment, job satisfaction, competence, 
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self-determination. The Psychological Empowerment Scale created by Spreitzer 
(1995) was utilized to quantify psychological empowerment. It is a self -report 
instrument intended to quantify the level of the four measurements of 
psychological empowerment which are meaning, competence, self-determination 
and impact. This scale comprise of 12 things; every 3 things measure one of the four 
measurements of Psychological Empowerment on a five point Likert scale ranging 
from 1= strongly disa gree to 5= strongly agree. Meanwhile, Job Satisfaction was 
measured using the source,http://www.projects4mba.com/worlds -best-
questionnaire-on-jobsatisfaction/377/ . The respondents indicated their feelings 
about their organization by circling one of the five choices. Lastly, the Morgeson, F. 
P., & Humphrey, S. E. (2006) questionnaire was used to measure the job design and 
the nature of the work. The questionnaire is  scored on a seven point Likert scale 
ranging from 1= Very dissatisfied to 7= Very satisfied . 

 

RESULTS AND DISCUSSIONS  

Reliability test for Psychological Empowerment  
A reliability test was carried out by using IBM SPSS 21 software. Wherein 
Cronbachõs alpha reliability test was applied to check the reliability coefficient, 
which was computed for the entire statement used in the questionnaire of 
Psychological Empowerment. 
 

Reliability te st for Job Satisfaction  
A reliability test was carried out by using IBM SPSS 21 software. Wherein 
Cronbachõs alpha reliability test was applied to check the reliability coefficient, 
which was computed for the entire statement used in the questionnaire of Job 
Satisfaction. 

TABLE 2: Reliability Statistics  

Cronbach's Alpha N of Items 

.779 10 

Regression 

Linear Regression: Regression Analysis of effect of psychological Empowerment 
on job satisfaction.  

The Regression was calculated by taking the total of effect of Psychological 
empowerment on Job satisfaction by using SPSS software. In this Psychological 
Empowerment is an Independent variable and job Satisfaction is Dependent 
Variable was Calculated by taking dependent and independent variable.   

The linear regression was applied between psychological empowerment 
(independent variable) and Job Satisfaction (Dependent Variable). The results of 
regression indicates that independent variable have significant impact on 
dependent variable. Psychological empowerment has an impact signified by beta 
value of (ȁ1=.421, p= .000). 

TABLE 1: Reliability Statistics  

Cronbach's Alpha N of Items 

.876  10 

http://www.projects4mba.com/worlds-best-questionnaire-on-jobsatisfaction/377/
http://www.projects4mba.com/worlds-best-questionnaire-on-jobsatisfaction/377/
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The value of r Square (.177) indicates that independent variable explaining (17.7%) 
variance in dependent variable (delayed gratification). In the modern view of 
regression showing good impact as F value (42.548), p value of (.000). as F value is 
more than 10. It is indicating high predictability of the model.  

The relationship between all the independent variable and dependent variable is 
indicated by standardized coefficient of beta value i.e. for Psychological 
empowerment (ȁ1=.421, p=0.000).the variable is showing the positive relationship. 

The findings of other researchers such as Nuray Tetik (2016); Naser Ibrahim, Afnan 
Sharif (August 2013); Xiujun Sun (2016); Abdul Ghani Kanesan, Tareq Ziad 
Almadh oun, Ying-Leh Ling (2015); R.Indradevi (2012); Abeer Imam, Shazia Hassan 
(2015) also shows a positive relationship between Psychological empowerment and 
Job Satisfaction. 

 

CONCLUSION  

The study resulted in very interesting findings. In the study it has bee n observed 
that psychological empowerment have significant impact on job satisfaction. The 
employees were taken from various backgrounds of different organizations. When 
employees are psychologically empowered then they are more committed to their 
work and  hence achieve job satisfaction. Also rather than focusing on managerial 
practices that share power with employees at all levels, the psychological 
perspective is focused on how employees experience their work. The study may be 
helpful for the employees and also for the managers to improve their skills and 
knowledge within the organization.  
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ABSTRACT  

 
Emotional Intelligence is going to keep on becoming much more critical in the business 
world later on than it is today. In an economy described by rare work, it will turn out to be 
progressively vital to clutch the great representatives. In the meantime, rivalry for the best 
representatives is going to end up significantly more wild, and great labourers who feel they 
aren't dealt with decently at work will have a simple time discovering job somewhere else. 
The most ideal approach to clutch the representatives that you need to keep is to consolidate 
emotional intelligence into your own and authoritative administration reasoning. 
Emotional intelligence is still not totally saw, but rather what we do know is that feelings 
assume an exceptionally basic part in the general nature of our own and expert lives. While 
devices and innovation can help us to learn and ace data, nothing can supplant our capacity 
to learn, oversee, and ace our feelings and the feelings of people around us. This paper 
discusses the importance of emotional intelligence at workplace. 
 
Keywords:  EQ, Emotional Intelligence 

 
 

 
INTRODUCTION  
 
Emotional intelligence information is typically factored into the everyday 
conclusions employers make, such as hiring, firing and promoting employee. Many 
hiring managers work candidatesõ emotional intelligence by asking specific inquiry 
during the hiring process , in o rder to identify those who have a higher degree of 
emotional intelligence. They also analyze the emotional intelligence of their flow 
employee to determine leaders potential. In addition, when promotions a nd pay 
wage hike are being considered, emotional intelligence is typically factored into the 
decision. The right academic scope , professional experience and corroboration are 
obviously necessary to land a higher post . Emotional intelligence, however, can be 
the Key to further winner, particularly when moving into direction berth. 
Employers say emotionally intelligent managers pace higher in chore satisfaction 
and lower in layers of turnover. If your career design include a leadership pos ition, 
emotional i ntelligence can help you develop teams who are happier and more 
productive in their work, and more likely to stay in their attitude. It is widely 
accepted that soft skill such as active listening greatly affect how people look and 
respond to their party bo ss and senior management. If they feel valued, 
appreciated, and heard, they are engaged and motivated to achieve goals set out by 
leadership. Great leadership is, in fact, servant leadership: attending to team 
members with empathy and helping them succeed.  Emotional intelligence deepens 
our empathyña mental ability to sense the 6 senses of feeling of others. Our power 
to use soft skills determines our level of emotional intell igence. However, a recent 
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Harvard Business Review article reports that the quality  that most senior executives 
deficiency is empathy. For this reason, it is requirement that all of us understand 
emotional intelligence.  
The four main skills of emotional intelligence are:  

 Å self-awareness ð our ability to perceive our emotions and unders tand our 
tendencies to act in certain ways in given situations 

 Å social awareness ð our ability to understand the emotions of other people (what 
others are thinking and feeling)  

 Å self-management ð our ability to use awareness of our emotions to stay flexible 
and direct our behavior positively and constructively  

 Å relationship management ð our ability to use our awareness of our own 
emotions and those of others to manage interactions successfully. 

 
 
IDENTIF ICATION OF PEOPLE IN ORGANIZATIONS HAVING MORE 
EM OTIONAL INTELLIGENCE  
 
In my experience, the most productive organizational cultures are those with 
women active in senior management. In fact, women generally score higher on self-
management, social awareness, and relationship management, while the scores on 
self-awareness tend to be equal between men and women. 
Also, womenõs relationship skills build trust and collaboration. For this reason, I 
strongly believe that business leadership is most effective when shared between 
women and men. We have different natural leadership strengths, and combining 
our talents significantly strengthens our business cultures. 
Think this is important? You bet it is. Yet, most companies continue to be run 
predominantly by men. I absolutely know that financial results in this e conomy 
would improve substantially with shared leadership.  
Recent research by TalentSmart, a recognized leader in the emotional intelligence 
field, shows that 85 percent of business people do not feel respected and valued by 
their employer. This has a massive negative effect on our organizational cultures.  
 
Details the importance of emotional intelligence and uncovers the direct link 
between emotional awareness and professional growth. 

 Å Promote people to management positions because of how effective they will be 
as leaders, not because of what they know and how long they have worked. One 
may be very good at sales or information technology, but effective leadership 
requires a different set of skills. Does the person realize that difference and want to 
develop these skills? Does the person accept that his performance is no longer just 
about him, but about the team? 

 Å Recognize that emotional intelligence is more important to job performance than 
any other leadership skill. It is said that our emotional inte lligence is more than 
twice as important as our technical knowledge.  

 Å Work to improve our emotional intelligence competencies. The path to success is 
to strive for continuous improvement. If we accept that and realize just how 
important our òsoftó skills are, then we are well on our way to success as a leader 
and in business. And letõs realize that soft skills may be hard for some of us. Thatõs 
okay. Where thereõs a will, thereõs a way to improve. 
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MOTIVATING  EMOTIONAL INTELLIGENCE  

 
Some multitude are born with a great deal of emotional word ; others are not. And 
many of us are not aware of how our emotions may be adversely affecting our 
thought process and our reactions. The good news is that anyone can learn to 
increase their emotional intelligence activity agency operation. You can take an 
assessment to determine your Equivalent weight (emotional quotient), which 
details your level of emotional intell igence. Fortunately, there are several free 
Combining weight assessments online. I recommend doing this , as the skills we can 
measure are the ones we can best improve. I have personally taken an EQ 
assessment, so I now have a baseline of my emotional intelligence, and I am 
committed to improving my competencies. Then, when youõre read y to take the 
next step toward greater emotional intelligence, I suggest you read The Emotio nal 
Intelligence Robert William Service 2.0, by Travis Bradberry and Jean 1 sense of 
greave , PhD . This quick read will guide the process for you as well as crack trace 
for personal exploitation s plans. The authors breaker point out that the more we 
exercise our emotional intelligence skills, the more we will get out of life. These 
critical skills drive tea mwork and excellent node service. An example of the self-
development strategies these authors suggest is to recitation salutation citizenry by 
name, listen appreciatively in conversation , go for a 15-minute tour of our federal 
agency every Clarence Day , envision ourselves in other peopleõs shoes, and 
observe social fundamental interaction while watching a movie. These and other 
recommended practice will sharpen our social cognizance and improve our 
emotional intelligence. I also invite you to read the enquiry about emotional 
intell igence and to brand this a precedency in your business. 

 
NEGATIVE IMPACT OF LACK OF EMOTIONAL INTELLIGENCE ON 
PROFESSIONAL CAREER  
 
Itõs clear that emotional intelligence can be an asset to your professional life. 
Unfortunat ely, though, a lack of emotional intelligence can also have an effect on 
your career. Here are five ways it can be detrimental. 

 1 Insensitivity: People who are insensitive are often perceived to be uncaring. 
Their co-workers are less likely to want to work with them or offer help. If you õre 
insensitive, you may not make a good leader, and can be much less likely to be 
promoted.  

 2 Arrogance: Arrogant people can sometimes seem to think they know it all and 
that no one can teach them anything. Arrogance is not a quality employers seek. 

 3 Volatility: Tapping into the emotions you feel is good;  however, acting out in 
anger can derail your career. Volatile people can cause dysfunction in teams, upset 
co-workers and doom pr ojects and initiatives to failure.  

 4 Rigidity: If you are inflexible in your thinking and approach, or believe that your 
way is the only way, youõre not a team player. In todayõs professional environment, 
being a team player is absolutely necessary. 

 5 Selfishness: If your agenda is the only one that matters, you could be perceived 
as being selfish. Being professional means aiming for a win -win situation whenever 
possible. 
The business world is always changing and emotions are becoming a much more 
important aspect of working relationships. Having emotional intelligence increase 
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your fo rtune of being more accepted on teams and considered for leading 
emplacement. It can also set you apart from the competition when seeking a new 
position or promotion.  
 
 
CONCLUSION  
 
Emotional intelligence is the single best predictor of performance in the workplace 
and the strongest driver of leadership and personal excellence. And when we 
increase our effective use of emotional intelligence, we will increase our ability to 
develop more solid, trusting ki nship in our business organization arena. 
Relationships are so important to our succeeder in businessñand not just our 
relationships with clients. Our internal relatio nships, the ones we have with our 
colleagues and team members, are equally important. They can brand or breakout 
us! And the caliber of our internal relationships determines the effectiven ess of our 
organizational cultures. Indeed, our reason of emotional intell igence will vastly 
improve our internal relations and deepen our sense of personal fulfil lment and 
professional achievement . And stronger internal relations mean a stronger bottom 
line. High Combining weight leaders vastly improve the performance of our 
companies. I hope we will accept the importance of emotional intelligence, and 
shuffling it a high priority to increase yours.  
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ABSTRACT  

Role Stress is the stress because of the multiplicity of roles that are performed by 
individuals. The researchers were curious about how role stress pans out for working 
women. In the current study, researchers examined the difference in role stress in married 
female academicians based on their parenting status. The three categories included women 
who were married with no kids, women married and had a kid, and women who were 
married and had more than one kid.  The researchers conducted the study on 120 female 
academicians in Gwalior region. A scale designed by Udai Pareek (1983) was used to collect 
data. Cronbach Alpha method was used to establish reliability and Exploratory Factor 
Analysis was performed through which 15 factors emerged. The academicians were 
compared through One-Way ANOVA, and for the sample under study it was found that 
there was no difference in their experienced role stress. 

Keywords: Role Stress, Female Academicians, Parental Responsibility 

 

CONCEPTUAL FRAMEWORK  

Role Stress is a phenomenon that naturally arises out of the multiplicity of roles 
that exist for every person.  Pareek (2003) has indicated that the conflict and anxiety 
that arises due to several roles being played out concurrently at any trice is role 
stress. Much research in this domain has happened with regards to people at work. 
And the directions have been many. For pointers, Gutek et al (1991) have indicated 
that men do not emphasize on family roles as much as women. In fact, gender has 
often been factored into the understanding of role stress.  

Two of ten cited studies in this regard belong to Jick and Mitz (1985) and Nelson 
and Quick (1985). Jick and Mitz (1985) offered an overview of nineteen studies that 
indicated that women experienced far more stress than men. It indicated that 
women and men faced different stressors and gender acted as moderating variable 
in the depth of distress felt and how the subjects coped with the distress. Similarly, 
Nelson and Quick (1985), also published a review that had its focus on women and 
workplace stress. They too found that females suffered greater workplace stress 
because women also experienced certain stressors that were not felt as such by the 
men at workplace. They identified these unique stressors as discrimination, 
stereotyping, social isolation and marriage/w ork interface. 
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REVIEW OF LITERATURE  

The review of literature on workplace stress and women is rich and varied. In fact, 
if they are to be comprehensively summarized, it would emerge that women are 
not labeled more resilient but not without cause. Study by Crosby (1982) and 
Verbrugge (1983a, 1983b) suggested that poor physical health and psychological 
health are often associated with role overload and role conflict, but women, the 
greater the number of roles occupied, reported better physical as well as mental 
health. 

Stroud, Salovey and Epel (2002) conducted an experiment to measure stress 
responses as predicted by sex of respondents. They hypothesized that men would 
indicate greater response to achievement stressors and women would respond 
more to social rejection stressor. Their experiment appeared to confirm their 
hypothesis. They found that women had greater reactivity to rejection stress, and 
that could contribute to heightened rate of affective disorders in them. Gender does 
interestingly play out in th e perception of stress and reactivity to the same.  

For example, female subjects perceived interpersonal concerns and situations 
involving them far more stressful, while males were far more stressed in situations 
of performance anxiety and intellectual cha llenges (Eisler and Skidmore 1987; 
Gillespie and Eisler 1992). On a study of stress responses, Taylor et al (2000) 
proposed that while men favour fight or flight strategy, but women rely on social 
networks to cope with the stress. 

Just as gender has been considered as a factor in role stress, parenting status and 
parenting responsibility has also been factored in. Coser and Rokoff (1971), Hall 
(1975) and Holahan and Gilbert (1979) have indicated that women who deal with 
demands from both home and workplace have a higher level of distress than those 
women who are doing just one of the balancing act. In the same light, there is 
empirical evidence (Radloff, 1975; Aneshensel et al 1981; McLanahan and Adams, 
1987) that says that women who are employed and have children have higher level 
of mental stress than the women who donõt. 

Not only the presence of parental responsibility, the marital status and work status 
has also been considered. For example research findings of Kessler and McRae 
(1982) and Ross et al (1983) indicate that married women report better 
psychological health when they work outside the house and are mothers too. 
However, the effect of parental responsibility emerges in a different angle in studies 
by Pearlin (1974), Gove and Geerken (1977), Anseshensel et al (1981). They have 
reported that the psychological distress is markedly higher in women with young 
children rather than women who are childless or women with older children.  

There is however, no in depth study that points at the source of stress when people 
transition to being parents. Radloff (1975) has indicated that caring for an infant 
negatively impacts the mental health for the working mother. Radloff (1975), also 
indicated that having preschool children at home impacted the mental health  of 
women. On the other hand, Gove (1972), becoming a parent is stressful because it 
cuts down several other spheres, such as employment. 



 

31 

 

Another interesting take on stress was about the addition of children in the 
household and its impact on stress. Rossi (1968) and Bernard (1972) stated that the 
first childõs birth was in itself a shock to new mothers. Pearlin (1974) posited that 
expansion of family via birth of siblings was stressful because of the overload it 
caused.  

Several researchers have gone on to indicate that employment benefits mums less 
that other married females (Bernard, 1972; Pearlin, 1974; Ryder, 1979; Kessler and 
McRae, 1982). Wethington and Kessler (1989) conducted a longitudinal study in 
Detroit area, and they factored in employment role  changes by separating low part-
time hours to high part -time hours of employ ment. While employment patterns 
did affect the processing of stress, they found in their study that parenting status 
was not associated with changes in psychological distress. One interesting insight 
on parenting responsibility, employment and stress was a study by Ross and Huber 
(1987) who stated that parenting was stressful when there was economic strain to 
add to the mix.   

 

OBJECTIVES OF THE STUDY  

1)  To re-standardize the measure developed for evaluating role stress. 
2) To identify the role stress and compare amongst female academicians with 
respect to parenting status. 
3)  To open further avenues of research. 
  

RESEARCH METHODOLOGY  

The Study : The study was exploratory in natur e and survey method was used to 
complete this study.   

Sampling Design: The population of the study included all the married female 
academicians of Gwalior region. Since a complete list of female academicians was 
not available, no frame was used. For the study, the respondents were individual 
female academicians. The sample size was of 200 academicians. The sampling 
technique was non-probability purposive sampling. The data was collected in Nov 
2015-Jan 2016. 

Tools for Data Collection: Standardize Questionnaire by Udai Pareek ( 1983 ) was 
utilized for collecting the data on a Likert -type scale ranging from 1 to 5 where 1 
indicates minimum agreement and 5 indicates maximum agreement.  

Tools for Data Analysis: Internal consistency of the questionnaire was established 
by item to total correlation. Reliability of the questionnaire was established by item 
to total correlation. Exploratory Factor Analysis was applied to identify the 
underlying factors. One Way ANOVA was used to compare the female 
academicians based on parenting status.                                    

RESULT AND DISCUSSION  

Item to Total correlation  
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Item to total correlation of scale was computed on SPSS 16.0 and corresponding 
improvement in reliability was also considered. The reported item to total  statistics 

is as follows:- 

                                                                    TABLE 1 

 
Items  

 
Item total correlation  

1- My role tends to interfere with my family life?  
.541 

2- I am afraid I am not learning enough in my present role fo r 
taking up higher responsibility.  

.352 

3- I am not able to satisfy the conflicting demands of various 
people above me. 

.396 

4- My role has recently been reduced in importance.  .392 
 

5- My workload is too heavy  .384 
 

6- Other role occupants do not giv e enough attention and time to 
my role. 

.535 
 

7- I do not have adequate knowledge to handle the 
responsibilities in my role.  

.502 
 

8- I have to do things, in my role, that are against my better 
judgment.  

.542 

9- I am not clear on the scope and responsibilities of my role.  .517 
 

10- I do not get the information needed to carry out 
responsibilities assigned to me. 

.445 

11- I have various other interests (social, religious, etc) which 
remain neglected because I do not get time to attend to these. 

.346 

12- I am too preoccupied with my present role responsibility to 
be able to prepare for taking up higher responsibilities.  

.373 

13- I am not able to satisfy the conflicting demands of my peers 
and juniors. 

.480 

14- Many functions that should be a part of my  role has been 
assigned to some other role. 

.564 

15- The amount of work I have to do interfere with the quality I 
want to maintain.  

.418 

16- There is not enough interaction between my role and other 
roles. 

.471 

17- I wish I had more skills to handle the  responsibilities of my 
role. 

 
.401 
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18- I am not able to use my training and expertise in my role.  
.520 

19- I do not know what the people I work with expect of me.  .398 

20- I do not know what the people I work with expect of me.  .445 

21- My role does not allow me enough time for my family.  .400 
 

22- I do not have time and opportunities to prepare myself for the 
future challenges of my role. 

.431 
 

23- I am not able to satisfy the demands of clients and others, 
since these are conflicting with one another. 

.424 
 

24- I would like to take on more responsibility than I am handling 
at present. 

.330 
 

25- I have been given too much responsibility.  .445 

26- I wish there was more consultation between my role and 
othersõ roles. 

.327 
 

27- I have not had the right training for my role.  .399 

28-. The work I do in the organisation is not related to my 
interests. 

.365 

29- Several aspects of my role are vague and unclear. .369 

30- I do not have enough people to work with me in my role.  .459 

31- My organizational  responsibilities interface with my extra 
organizational roles. 

.522 

32- There is very little scope for personal growth in my role.  .433 

33- The expectations of my seniors conflict with those of my 
juniors. .520 

34- I can do much more than what I have been assigned. .316 

35- There is a need to reduce some parts of my role. .510 

36- There is no evidence of several roles (including mine) being 
involved in joint problem solving or collaboration for planning 
action. 

.467 
 

37- I wish I had prepared myself well for my role.  .346 
 

38- If I had full freedom to define my role, I would be doing some 
things differently from the way I do them now.  

.324 
 

39- My role has not been defined clearly and in detail.  .379 
 

40- I am rather worried that I lack the necessary facilities needed 
in my role.  

.490 
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Reliability test  

The reliability measure of questionnaire was computed by using SPSS software. 
Cronbach alpha reliability coefficients were computed to calculated reliability of all 
items in the questionnaire. 

TABLE 2 

 
 

It was in the above table the value of Cronbach Alpha was 0.925 which was greater 
than 0.7. It is considered that reliability of all me asure is adequate. So the 
statements in the questionnaire were treated as reliable statements. 

Factor analysis  

Principal component factor analysis Varimax rotation and Kaiser Normalization 
was applied. 

TABLE 3 

 

41- My family and friends complain that I do not spend time with 
them due to the heavy demands of my work role.  

.421 
 

42- I feel stagnant in my role. .477 

43- I am bothered with the contradictory expectations differ ent 
people have from my role.  

.476 

44- I wish I had been given more challenging tasks to do. .306 

45- I feel overburdened in my role.  .467 

46- Even when I take the initiative for discussions or help, there is 
not much response from the other roles 

.467 

47- I need more training and preparation to be effective in my 
role. 

.394 

48- I experience a conflict between my values and what I have to 
do in my role.  

.430 

49- I am not clear what the priorities are in my role.  .433 

50- I wish I had more financial r esources for the work assigned to 
me. 

.325 

Reliability Statistics  
Cronbach's Alpha  Cronbach's Alpha Based on Standardized Items  N of Items  

.925 .926 50 

KMO and Bartlett's Test  

Kaiser-Meyer -Olkin M easure of Sampling Adequacy.  .761 
Bartlett's Test of 
Sphericity  

Approx. Chi -Square 2758.062 

Df  1225 
Sig. .000 
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The factor analysis resulted in 15 factors. The Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy was 0.761 and the value of Bartlett's Test of Sphericity was 
2758.062 at significance level of .000. 

TABLE 4 

Factor name  Total 
Eigen 
values  

% of 
variance  

Items converged  Factors 
loads 

 
 
 
 
1.Role Definition  

 
 
 
 
3.457 

 
 
 
 
6.915 

9- I am not clear on the scope and 
responsibility of my role.  

.759 

4- My role recently has reduced in 
importance. 

.688 

13- I am not able to satisfy the conflicting 
demands of my peers and juniors. 

.642 

10- . I do not get the information needed to 
carry out responsibilities assigned to me. 

.572 

 
 
2.Resource 
Avai lability  
 
 
 

 
 
3.165 
 
 
 

 
 
6.331 
 
 
 

50- . I wish I had more financial resources 
for the work assigned to me. 

.749 

48- . I experience a conflict between my 
values and what I have to do in my role.  

.700 

42- I feel stagnant in my role. .651 

15- The amount of work I have to do 
interfere with the quality I want to 
maintain.  

.586 

 
 
 
 
 
3. Role Variety 

 
 
 
 
 
3.152 

 
 
 
 
 
6.303 

45- I feel overburdened in my role.  .767 

32- There is very little scope for personal 
growth in my role.  

.598 

35- There is a need to reduce some parts of 
my role. 

.536 

43- I am bothered with the contradictory 
expectations different people have from my 
role. 

.503 

 
 
4.Role Isolation 

 
 
2.703 

 
 
5.406 

28- The work I do in the organisation is not 
related to my interests. 

.787 

27- I have not had the right training for my 
role. 

.588 

49- I am not clear what the priorities are in 
my role. 

.532 

 
5.Scope for 
Advancement 

 
2.693 
 
 
 

 
5.387 
 
 
 

2- I am afraid I am not learning enough in 
my present role for taking up higher 
responsibility.  

 
.736 

1- My role tends to interfere with my family 
life? 

.655 

 
 
 

 
 
 

 
 
 

46- . Even when I take the initiative for 
discussions or help, there is not much 
response from the other roles. 

.667 
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6.Inter-Role 
Chasm 

2.547 
 
 
 
 

5.094 31- My organisati onal responsibilities 
interface with my extra organisational roles.  

.650 

25- I have been given too much 
responsibility.  

.618 

 
 
7. Role Clarity 
 
 
 
 

 
 
2.201 
 
 
 
 

 
 
4.403 
 
 
 
 

 
12- I am too preoccupied with my present 
role responsibility to be able to prep are for 
taking up higher responsibilities.  

 
 
.738 

14- Many functions that should be a part of 
my role has been assigned to some other 
role. 

.683 

 
 
8.Role 
Ambiguity  

 
 
2.171 

 
 
4.342 

21- . My role does not allow me enough 
time for my family.  

.713 

22- I do not have time and opportunities to 
prepare myself for the future challenges of 
my role. 

.643 

 
 
9. Support 

 
 
2.028 

 
 
4.057 

30- I do not have enough people to work 
with me in my role.  

.712 

41- My family and friends complain that I 
do not spend tim e with them due to the 
heavy demands of my work role.  

.598 
 
 

 
 
 

 
 
10.Role 
Autonomy  

 
 
 
 
 
1.964 

 
 
 
 
 
3.929 

38- If I had full freedom to define my role, I 
would be doing some things differently 
from the way I do them now.  

 
.699 

40- I am rather worried th at I lack the 
necessary facilities needed in my role. 

 
.564 

39- My role has not been defined clearly 
and in detail.  

.553 

 
 
 
11.Role 
Expectation 

 
 
 
1.938 

 
 
 
3.876 

37- I wish I had prepared myself well for 
my role. 

.725 

19- I do not know what the pe ople I work 
with expect of me. 

.536 

36- There is no evidence of several roles 
(including mine) being involved in joint 
problem solving or collaboration for 
planning action.  

.504 

 
 
 
12.Role 
Enrichment 

 
 
 
1.797 

 
 
 
3.594 

11- I have various other interests (social, 
religious, etc) which remain neglected 
because I do not get time to attend to these. 

.734 

17- I wish I had more skills to handle the 
responsibilities of my role.  

.714 

13.  Role Scope 1.766 3.533 5- My workload is too heavy.  .754 

14.Role 
Interaction 

1.658 3.316 26- I wish there was more consultation 
between my role and othersõ roles. 

 
.758 

15.Role 
Preparation 

1.579 3.158 47- I need more training and preparation to 
be effective in my role. 

.773 
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Description of factors  

Å Role definition:  This factor has included the most important determinant of role 
stress, total variance 6.915. Major element of this factor  ò9- I am not clear on the 
scope and responsibility of my roleó (.759), ò4- My role recently has reduced in 
importanceó (.688), ò13- I am not able to satisfy the conflicting demands of my 
peers and juniorsó (.642), ò10- I do not get the information needed to carry out 
responsibilities assigned to meó (.572). 

Å Resource Availability: This factor has a total variance 6.331. Major element of 
this factor includes ò50- I wish I had more financial resources for the work 
assigned to meó (.749), ò48- . I experience a conflict between my values and what 
I have to do in my roleó (.700), ò42- I feel stagnant in my roleó (.651), ò15- The 
amount of work I have to do interfere with the quality I want to maintainó (.586). 

Å Role Variety: This factor has a total variance 6.303. Major elements of this factor 
include ò45- I feel overburdened in my roleó(.767), ò32- There is very little scope 
for personal growth in  my roleó(.598), ò35- There is a need to reduce some parts 
of my roleó(.536), ò43- I am bothered with the contradictory expectations 
different people have from my roleó(.503). 

Å Role Isolation: This factor has a total variance 5.406. Major elements of this 
factor include ò28- The work I do in the organisation is not related to my 
interestsó(.787), ò27- I have not had the right training for my roleó(.588), ò49- I 
am not clear what the priorities are in my roleó(.532). 

Å Scope for Advancement: This factor has a total variance 5.387. Major elements of 
this factor include ò2- I am afraid I am not learning enough in my present role 
for taking up higher responsibilityó(.736), ò1- My role tends to interfere with my 
family life?ó(.655). 

Å Inter -role Chasm: This factor has a total variance 5.094. Major elements of this 
factor include ò46- . Even when I take the initiative for discussions or help, there 
is not much response from the other rolesó(.667), ò31- My organisational 
responsibilities interface with my extra organisat ional rolesó(.650), ò25- I have 
been given too much responsibilityó(.618). 

Å Role Clarity: This factor has a total variance 4.403. Major elements of this factor 
include ò12- I am too preoccupied with my present role responsibility to be able 
to prepare for taking up higher responsibilitiesó(.738), ò14- Many functions that 
should be a part of my role has been assigned to some other roleó(.683). 

Å Role Ambiguity: This factor has a total variance 4.342. Major elements of this 
factor include ò21- . My role does not allow me enough time for my 
familyó(.713), ò22- I do not have time and opportunities to prepare myself for 
the future challenges of my roleó(.643). 

Å Support: This factor has a total variance 4.057. Major elements of this factor 
include ò30- I do not have enough people to work with me in my roleó(.712), 
ò41- My family and friends complain that I do not spend time with them due to 
the heavy demands of my work roleó(.598). 
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Å  Role Autonomy: This factor has a total variance 3.929. Major elements of this 
factor include ò40- I am rather worried that I lack the necessary facilities needed 
in my roleó(.564), ò39- My role has not been defined clearly and in detailó(.553). 

Å Role expectation: This factor has a total variance 3.876. Major elements of this 
factor include ò19- I do not know what the people I work with expect of 
meó(.536), ò36- There is no evidence of several roles (including mine) being 
involved in joint problem solving or collaboration for planning actionó(.504). 

Å Role Enrichment: This factor has a total variance 3.594. Major elements of this 
factor include ò11- I have various other interests (social, religious, etc) which 
remain neglected because I do not get time to attend to theseó(.734), ò17- I wish I 
had more skills to handle the responsibilities of my ro leó(.714). 

Å Role scope: This factor has a total variance 3.533. Major elements of this factor 
include ò5- My workload is too heavyó (.754). 

Å Role Interaction: This factor has a total variance 3.316. Major elements of this 
factor include ò26- I wish there was more consultation between my role and 
othersõ rolesó (.758). 

Å  Role preparation: This factor has a total variance 3.158. Major elements of this 
factor include ò47- I need more training and preparation to be effective in my 
roleó (.773). 

One Way ANOVA   

H01: There is no significant difference between the different female 
academicians on the basis of their parenting status.  

TABLE 5: DESCRIPTIVES  

 

TABLE 6 

                                         Test of Homogeneity of Variances  

VAR00054 

Levene Statistic  df1  df2  Sig. 

.236 2 117 .790 

 
TABLE 7:  ANOVA  

VAR00054 

 Sum of Squares df  Mean Square F Sig. 

  N  Mean  Std. 
Deviation  

Std. 
Error  

 95% 
confidence 
intervalfor 
mean 

95%  
confidence 
intervalfor 
mean 

Min.  Max. 

     Lower 
bound  

Upper 
bound  

  

No 
kids 

29 116 18.21106 3.38171 109.0729 122.9271 67 144 

1 kid 49 114.45 20.32144 2.90306 108.612 120.286 72 160 

>1 
kid  

42 112.83 19.63685 3.03003 106.7141 118.9526 64 159 

Total 120 114.26 19.46619 1.77701 110.7397 117.777 64 160 
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Between Groups 175.036 2 87.518 .228 .797 

Within Groups  44917.956 117 383.914   

Total 45092.992 119    

 

The One Way ANOVA indicates that indeed there is no difference between the 
working mothers in the organizational role stress they experience on the basis of 
their parenting status. Hence the null hypothesis is not rejected. The results are in 
line with the finding of Wethington and Kessler (1989) who found in their Detroit 
based study that the psychological stress was not affected by change in parental 
responsibility.  

 

AVENUES FOR FURTHER RES EARCH  

There is a lot of scope for further study. One of the biggest challenge in the study 
was that there was a restriction of the geographical location. Collecting data from a 
wider area, and with the inclusion of far more demographic variables can change  
the results. Also, a longitudinal study with the same sample, can possibly indicate 
the changes in stress with changes in either the employment, birth of first or 
additional children, or relief from the pressure of caring for young children.  

An interesti ng perceptual study can be on changes in role stress amongst young 
father versus those who are married but have no children as yet.  

 

CONCLUSION  

The study examined the òRole Stressó females are facing during their roles. This 
study emphasis the burden of w ork on females academicians and for this purpose 
we have conducted a research and questionnaire were filled by female academician 
in Gwalior region. The study was conducted on the basis of 120 respondents who 
are married. A scale was designed to collect data, and 15 factors namely- Role 
definition, Resource Availability, Role variety, Role isolation, Scope for 
advancement, Inter- role chasm, Role clarity, Role ambiguity, Support, Role 
autonomy, Role expectation, Role enrichment, Role scope, Role interaction and Role 
preparation. Regarding through one way ANOVA was used, as a result of it we 
found that there was no difference between parenting groups.  

 

REFERENCES 

1. Aneshensel, Carol, Ralph R Frerichs, and Virginia A Clark.(1981). Family Roles and Sex 
Differences in Depression. Journal of Health and Social Behaviour, 22, 379-93.  

2. Bernard, Jessie .(1972). The Future of Marriage, New York: World.  
3. Coser, Rose L and Gerald, R. (1971). Women in the Occupation World: Social Disruption 

and Conflict. Social Problems, 18, 535 ð 54. 

4. Crosby, F. J. (1982). Relative deprivation and working women, New York: Oxford 
University Press. 



 

40 

 

5. Eisler,R.M., & Skidmore, J.R. (1987). Masculine gender role stress: Scale development 
and component factors in the appraisal of stressful situation s. Behav Modif 11,123ð136. 

6. Gillespie, B.L., Eisler, R.M. (1992). Development of the feminine gender role stress scale: 
A cognitive -behavioral measure of stress, appraisal, and coping for women. Behav Modif 

16, 426ð438. 
7. Gove, Walter. R. (1972). The Relationship between Sex Roles, Marital Status, and Mental 

Illness. Social Forces, 51, 34-44. 
8. Gove, Walter. R. and Michael, R. Geerken. (1977). The Effect of Children and 

Employment on the Mental Health of Married Men and Women.  Social Forces, 56, 66-76. 

9. Gutek, B. A., Searle, S., & Klepa, L. (1991). Rational versus gender roleexplanations for 
workðfamily conflict. Journal of Applied Psychology, 76, 560ð568. 

10. Hall, D. T. (1975), Pressures from Work, Self and Home in the Life Stages of Married 
Women.  Journal of Vocational Behaviour, 6, 121 ð 32. 

11. Holahan, Carole, K. and Lucia, A. Gilbert. (1979). Interrole Conflict for Working Women: 
Careers Versus Jobs. Journal of Applied Psychology, 64, 86-90. 

12. Jick, T.D.,&  Mitz, L.F. (1985). Sex differences in work stress. Academy of Management 
Review, 10, 408-420. 

13. Kessler, Ronald. C. and James, A. McRae. (1982). The Effect of Wivesõ Employment on 
the Mental Health of Married Men and Women. American Sociological Review, 47, 216-27. 

14. McLanahan, Sara. S. and Julia, Adams. (1987). Parenthood and Psychological Well -Being. 
Annual Review of Sociology,13, edited by W R Scott and J F Short, 237-257, Palo Alto, CA: 
Annual Reviews.  

15. Mirowsky, John and Catherine E. Ross. (1986). Social Patterns of Distress, in Annual 
Review of Sociology (Vol 12), edited by W R Scott and J F Short, 23-45. Palo Alto, CA: 
Annual Reviews.  

16. Nelson, D.L., Quick, J.C. (1985). Professional women: Are distress and disease 
inevitable?Academy of Management Review, 10, 206-218. 

17. Pareek, U.(2003). Training Instruments in HRD and OD. Mumbai: Tata McGraw Hill.  
18. Pareek, U.(1983). Organizational Role Stress Scale, Manual, Ahmedabad: Navina Pub.  
19. Pearlin, Leonard I. (1974). Sex Roles and Depression, in Life Span Development 

Psychology Conference: Normative Life Crises, edited by N. Datan and L. Ginsberg, 191-
207, New York: Academic Press. 

20. Radloff, Lenore S .(1975). Sex Differences and Depression: The Effects of Occupational 
and Marital Status.  Sex Roles, 1, 249 ð 265. 

21. Ross, Catherine E, John Mirowsky, and Joan Huber.(1983). Dividing Work, Sharing 
Work, and in -between: Marriage Patterns and Depression.  American Sociological Review, 

48, 809-823. 
22. Ross, Catherine E. and Joan Huber. (1987). Hardship and Depression.  Journal of Health 

and Social Behaviour, 26, 312-327. 
23. Rossi, Alice .(1968). Transition to Parenthood. Journal of Marriage and the Family, 30, 26-39.  
24. Ryder, Norman B .(1979). The Future of American Fertility.  Social Problems, 26, 359-369. 

25. Stroud, L. R., Salovey, P., & Epel, E. S. (2002). Sex differences in stress responses: social 
rejection versus achievement stress. Biological psychiatry, 52(4), 318-327. 

26. Taylor SE, Klein LC, Lewis BP, Gruenwald TL, Gurung RAR, Updegraff JA. (2000). 
Biobehavioral responses to stress in females: Tend-and-befriend, not fight -or-flight. 
Psychol Rev,107,411ð429. 

27. Verbrugge, L. M. (1983a). Multiple roles and physical health of women and men. Journal 
of Health and Social Behavior, 24, 16-30. 

28. Verbrugge, L. M. (1983b). Pressures, satisfactions and their link to physical health in 
young Women. Paper presented in a symposium on women, stress and health, Anaheim, 
CA, NIMH.  

29. Wethington, E and Kessler, R. C. (1989). Employment, Parental Responsibility and 
Psychological Distress: A Longitudinal Study of Married Women. Journal of Family Issues, 

10(4), 527-546. 
 



 

41 

 

 
 
 

Relationship between Financial Literacy and Choice of 
Financial Products among Executives  

Dr.Tarika Singh Sikarwar  
Associate Professor, Prestige Institute Of Management, Gwalior(M.P)  

Prof.Abhay Singh Chauhan  

Assistant Professor, Prestige Institute Of Management, Gwalior(M.P)   

Ms Neha Maheshwari and Ms. Anjali Jain  

Alumni,  Prestige Institute Of Management, Gwalior(M.P)  

 

 

ABSTRACT  

The present study was done to find out factors for financial literacy  and financial product 
choice  and further to evaluate the cause and effect relationship between financial literacy as 
independent variable and financial product choice as dependent variable among the 
residents of Gwalior. A total of 150 respondents were used to evaluate the relationship. The 
study resulted in three factors each for financial literacy and financial product choice. Again 
there was found strong positive relationship between financial literacy and financial product 
choice. 

Keywords: Investment, Financial literacy and Financial product choice 

 

 

INTRODUC TION  

Financial Literacy is the ability to understand how money works in the world. How 
a person manages to earn or make it, how it is managed by the people and how 
person invests it to make a certain selection of product, donates it to another person 
or to invest it in some required work.  Lusardi (2009) said in her study that financial 
literacy is strongly related to socio -demographic characteristics. Especially if we 
talk about an educated male whose parents had enough savings will be 50 percent 
more capable in ascertaining the risk diversification than a female with less than a 
high school education belonging to a non wealthy family. Study also revealed that 
financial literacy was lacking among young adults only 27% of young adults know 
about inflation and  risk diversification included in making financial decisions. 
Moreover, women proved to be the least financially literate. An international 
OECD study was published in 2005 regarding financial literacy rate in OECD 
countries and revealed that in Australia 67 % of respondents were capable to 
understand the concept of compound interest but when they were asked to solve a 
problem then only 28% got a good level of result.  

According to  Idris (2013) Malaysia needs to make a big investment in human 
resources in order to become a developed nation with high income and this can be 
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done only when it is hoped that investment in financial management in terms of 
financial knowledge and skills among youths which will help in increasing the 
capacity to generate innovation and ultimately raising the Gross National Income.  
However, today youths lots of problems which include limited financial resources 
and rising cost of living. Hence, the knowledge in personal financial management is 
essential to help youths make the right decisions about their financial situations.  

Product choice is defined as what products or brands we are opting for as we can 
choose from a variety of similar goods. Recent theories in social psychology 
suggested that it might not be quite an easy. According to a research individuals 
may have two different attitudes toward an objective to choose at the same time 
one that is explicit and one that is implicit Greenwald & Banaji (1995) Wilson 

(2000) defined both the expressions explicit and implicit as evaluati ve responses 
regarding an attitude towards an object. Therefore, it can be assumed that time 
pressures the predictive value of implicit versus explicit attitudes as it limits the 
probability of extensive information processing. In particular, time pressure  should 
increase the predictive value of implicit preferences and diminish the influence of 
explicit preferences.   

 

REVIEW OF LITERATURE  

Idris and  Devi (2005) made a relationship between financial literacy and financial 
distress among the youths in Malaysia the main objective of the study was to 
determine the relationship between the variables of financial literacy on those of 
financial distress and by using several tools like questionnaire for data collection, 
Reliability test, T -test found out that ther e is a positive but weak relationship 
between financial literacy and financial distress.  

Visla Curto and Olivia (2009) investigated financial literacy among the young using 
data from 1997 National Longitudinal Survey of youth and showed that financial 
literacy is low among the young fewer than one third of young adults posses basic 
knowledge of interest rates, inflation and risk diversification and the findings from 
this study also have implications for financial education programs. There were 
several findi ngs in this study supporting financial education in high schools.  

 Lusardi and Mistell (2009) examined that how ordinary consumers make complex 
economic decisions: Financial literacy and retirement readiness the main objective 
of the study was to measure financial literacy newly added to American Life Panel 
(ALP) and it links these performances measure to efforts consumer make a plan for 
retirement and by using multivariation test came to the conclusion that there is a 
causal relationship between financial literacy and retirement planning by exploiting 
information about respondents and the result also showed that the people more 
financially educated are more likely ready to make decision to get retired. In 2008 
they also expressed financial literacy as an essential tool for informed consumer 
choice. However there is a evidence that many individuals are not well equipped to 
make sound saving decisions that they donõt posses adequate financial literacy and 
the study demonstrates the widespread financially  illi teracy among the US 
population particularly among specific demographic groups and in their further 
researches made a descriptive study on financial literacy and retirement 
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preparedness and by using secondary data came to the result that this is a troubling 
in that financial illiteracy may stunt people ability to save and invest for retirement 
undermining their well being in old age.  

Black, et.al. (2002) made a relationship between distribution channels and financial 
services. The main objective of the study was to identify those factors which 
influence a financial choice and by using a standardized questionnaire for data 
collection and Factor analysis the paper argues that financial choice in financial 
services can usefully be conceptualized as being determined by consumer product 
channel and organizational characteristics with product channel interactions being 
particularly important.  

 Hung and Parker (2009) made a conceptual study on defining and measuring 
financial literacy. The main objective of he study was to find the relationship 
between financial literacy and financial practices and by using self designed 
questionnaire for data collection and analytic strategy presented that less literate 
person may be less likely to engage in recommended financial practices. 

Beal and Sarth (2001) demonstrated a study on widespread financial illiteracy 
among the US population, particularly among specific demographic groups. The 
main objective of the study was to emphasize on financial literacy and its impact on 
financial decision making and by using Standardized questionnaire, Factor analysis 
and regression analysis came to the conclusion that there is a positive impact of 
financial literacy on financial decision making and also added that it is impossible 
to live and op erate efficiently in the past without being literate, i.e., knowing how 
to read and write so it is very hard to live and operate efficiently today without 
being financially literate.  

Kalli and Hassan (2009) investigated the financial literacy of the UAE in dividual 
investors who invest in the local financial markets. The main objective of the study 
was to examine the relationship between financial literacy and the factors that affect 
the investment decision and by using a modified questionnaire for data coll ection 
came to the result that the financial literacy of the UAE investors is far from the 
needed level and financial literacy level was found to be affected by income level, 
education level and work place activity which indicated that there is a significa nt 
relationship between financial literacy and investment decision.  

Huber and  Puto (2004) made a study on market boundaries and product choice the 
main aim of their study was to find out the degree to which the positioning of the 
new alternative different ially affect choices in the core set them by using empirical 
test came to the conclusion that there is a moderate relationship between market 
boundaries and product choice. 

Hung and Chen made a study on Herding in online product choice main objective 
of their study was to examine cues that elicit herd behavior and influence consumer 
online choices then by using Factor analysis, a standardized questionnaire for data 
collection, Reliability test came up to the result that sales volume and number of 
positive and negative customer comment of a product influenced the online 
product choices of subject and added the recommendations of other consumer who 
influences subject choices more effectively than experts recommend.  
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Quatty and Finn (2000) demonstrated a study on systematically varying consumer 
satisfaction and its implications for product choices with the main objective to link 
consumer satisfaction with repeat purchase behavior and with the help of 
secondary data collected from the previous researches came to the conclusion that 
there is a positive relationship between repeat purchase behavior and consumer 
satisfaction. 

Friese and Wanke (2006) made a relationship between  implicit consumer 
preferences and their influence on product choice the main objective of their study 
was to measure implicit attributes that are easily adaptable to different context and 
by using secondary data from previous researches made by various authors came 
to the conclusion that when choices had to be made under time pressure implicit 
preferences play a larger role as expected and under time pressure participants 
whose implicit and explicit preferences are diverged were likely to choose the 
explicit preferred goods.  

Alpert (2013) made a relationship between personality and determinants of a 
product choice the main objective f their study was to find whether there is a 
relationship between personality and relative importance a buyer places upon 
various product attributes and by using correlation analysis. Reliability test and 
Canonical analysis came to the result that there is a significant relationship between 
personality and relative importance a buyer places upon various product attributes.  

OBJECTIVES OF THE STUDY  

To design, develop and standardize a measure to evaluate financial literacy. 

To design, develop and standardize a  measure to evaluate financial product choice. 

To find out the underlying factors of financial literacy and financial product choice.  

To evaluate the cause and effect relationship between financial literacy as 
independent variable and financial product choice as the dependent variable. 

RESEARCH METHODOLOGY  

The study was causal in nature with survey being the mode to be used for data 
collection. The study was evaluated to measure the cause and effect relationship 
between financial literacy as independent variable and financial product choice as 
dependent variable. 

The population for the study included Population of Gwalior. Non probability 
judgemental sampling technique has been used to identify sample elements of the 
study. Care was taken to ensure proportionate samples on various demographic 
variables that are likely to affect the variables of the study. The sample size for the 
study was 150 individuals. Measures for financial literacy and financial product 
choice have been designed  and were used to evaluate the variables of the study. 
The measures have been checked for the consistency and reliability before the data 
is processed for further analysis. 
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TOOLS USED FOR DATA ANALYSIS  

1. Reliability coefficients based on internal consistency such as, Cronbachõs Alpha 
has been used to ascertain reliability of the measures. 

2. Factor Analysis has been applied to find out the underlying factors of all the     
variables. 

3. Regression test has been applied to check the effect of independent variable on 
dependent variable. 

HYPOTHESIS FORMULATION  

There is no significant effect of financial literacy on financial product choice.  

 

RESULTS AND DISCUSSION  

Reliability Measures  

Cronbach Alpha method has been applied to calculate reliability of a ll items in the 
questionnaire. Reliability has been tested using SPSS software and the reliability 
test measures are given below: 

Table 1(a): Reliability Statistics for Financial Literacy  

Cronbach's Alpha N of Items 

.780 11 

 
Table 1(b): Reliability Stati stics for Financial Product Choice  

 
Cronbach's Alpha N of Items 

.708 8 

 

It is considered that the reliability value more than 0.7 is good and it can be seen 
that reliability value is quite higher than the standard value, so all the items in the 
questionnaire are highly reliable.  

Factor Analysis  

The raw score of items were subjected to factor analysis to find out the factor that 
contributes towards financial literacy and financial product choice. After factor 
analysis different components were identified i n each table. The details about 
factors, factor name, eigen value, variable convergence, loadings, percentage of 
variance and cumulative percent are given in the table. 

KMO  and Bartlett's Tests results  
KMO  test was applied to check the normal distribution   and sample adequacy and 
Bartlettõs Test has been applied to check  the identity matrix and to find out 
whether data is suitable for factor analysis or not.  
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Table below shows that the value of KMO is greater than .7 so we can say that data 
is adequate as well as normally distributed. The results of Bartlett Test are also 
significant as the value is below 5% i.e. .000. 
 
Table 2(a): KMO and Bartlett's Test for Financial Literacy  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .787 

Bartlett's Test of 
Sphericity 

Approx. Chi -Square 593.546 

Df 55 

Sig. .000 

         
        Table 2(b): KMO and Bartlett's Test for Financial Product Choice  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .730 

Bartlett's Test of 
Sphericity 

Approx. Chi -Square 257.977 

Df 28 

Sig. .000 

The Kaiser-Meyer-Olkin Measure of sampling adequacy value for Financial 
Literacy and Financial Product Choice was .78 and .73 respectively indicating that 
the sample size was adequate to consider the data as normally distributed .The 
Bartlettõs Test of Sphericity, tested through Chi-Square Value was 593.546 and 
257.977 significant at 0% level indicating that the inter-item correlation matrix was 
not an identity matrix and therefore the data was suitable for factor analysis.  

Table 3(a): Financial Literacy: Factor Details  

Factor 
No. 

Eigen 
Value  

Factor 
Name 

Variable 
No. 

Statement %  
Variance 
Explained  

Loadin
gs 

1 2.703 Tax   8 The different ways to reduce tax 
payment. 

24.575 .795 

7 How to fill out tax return.  .728 

1 The difference between a debit card 
and a credit card. 

.655 

6 The difference between stock & 
mutual funds.  

.642 

10 Which types of insurances are 
required by law.  

.550 

2 2.007 Interest 
and 
Banking 

5 How to figure compound interest on 
account. 

18.247 .850 

3 How to balance checkbook.  .700 

4 How to get a deferment on a loan. .578 

2 How to dispute a credit card error 
and the right way to cancel a card. 

.521 

3 1.759 Insuranc
e 

11 What is the use of health insurance. 15.994 .864 

9 How to set up a personal budget. .820 

 
Discussion of Factors  
The results of factor analysis have clubbed 11 statements of Financial Literacy into 3 
factors and discussions of factors are given as under: 

1. Tax 
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Tax is defined as an involuntary fee levied on corporations or individu als that are 
enforced by a level of government in order to finance government activities. This 
factor has got the highest eigen value of 2.703 and percentage of variance explained 
was 24.575. 

2. Interest and Banking  

Interest is defined as the charge for the privilege of borrowing money, typically 
expressed as an annual percentage rate and banking is defined as the activities by a 
corporation empowered to deal with cash, domestic and foreign, and to receive the 
deposits of money and to loan those monies to third-parties. This factor has got the 
second highest eigen value of 2.007 and percentage of variance explained was 
18.247. 

3. Insurance 

A contractor policy in which an individual or entity receives financial protection or 
reimbursement against losses from an insurance company. This factor has got the 
lowest eigen value of 1.759 and percentage of variance explained was 15.994. 

Table 3(b): Financial Product Choice: Details of Factors  

Factor 
No. 

Eigen 
Value  

Factor 
Name 

Variabl
e No. 

Statement % 
Variance 
Explained  

Load
ing  

1 1.859 Risk  in 
investement 

5 Willing to accept some risk 
of money if investment 
gives profit in long run.  

23.241 .860 

7 Willing to take substantial 
risks to realize substantial 
financial gains from 
investments. 

.634 

2 Need help selecting savings 
and investment products  

.516 

2 
 
 
 
 
 

1.635 
 
 
 
 
 

Investment 
Decisions 
 
 
 
 
 

3 Feel qualified to make my 
own investment decisions.
  

20.438 
 
 
 
 
 

.857 

1 My household knows how 
to choose the financial 
products. 

.627 

4 Important to have both 
guaranteed interest rate and 
insurance on savings. 

.559 

3 1.539 Competen
cy for 
decisions 

6 It is wise to put some 
portion of savings in 
uninsured investments to 
get a high yield. 

19.235 .813 

8 I consider myself a 
sophisticated investor.  

.610 
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Dis cussion of Factors 

The results of factor analysis have clubbed 8 statements of Financial Product Choice 
into three factors and discussions of factors are given as under: 

1. Risk in Investment  

Risk in investment is defined as the possibility of losing some or all of the original 
investment. This factor has got the highest eigen value of 1.859 and percentage of 
variance explained was 23.241. 

2. Investment Decisions  

Investment decision is defined as the determination of where, when, how, and how 
much capital to spend and/or  debt to acquire in the pursuit of making a  profit.  This 
factor has got the second highest eigen value of 1.635 and percentage of variance 
explained was 20.438. 

3. Competency for Decisions  

Competency for decision making is defined as the well -informed, effective and 
timely decisions even when data is limited or solution produce unpleasant 
consequences. This factor has got the lowest eigen value of 1.539 and percentage of 
variance explained was 19.235. 

 Regression Analysis  

The regression is calculated by taking the totals of financial literacy and financial 
product choice where in financial literacy is taken as independent variable and 
financial product choice as dependent variable by using SPSS software. The linear 
regression was applied between financial literacy (independent variable) and 
financial product choice (dependent variable).  

Regression equation for showing the relationship between financial literacy and 
financial product choice  

Table 4(a): Model Summary b 

 
       Table 4(b): ANOVA b 

 

Model  Sum of Squares Df Mean Square F Sig. 

1 Regression 1384.082 1 1384.082 89.268 .000a 

Residual 2903.186 188 15.442   

Total 4287.268 189    

a. Predictors: (Constant), financial literacy    

b. Dependent Variable: financial product choice     

Model  R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .568a .323 .319 3.92969 

a. Predictors: (Constant), financial literacy  

b. Dependent Variable: financial product choice  
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   Table 4(c):  Coefficients a 

Model  Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 12.210 1.612  7.576 .000 

financialliteracy  .395 .042 .568 9.467 .000 

a. Dependent Variable: financialproductchoice    

 
Y = a + bX + E 
Y = 12.210 + .395X + E 
Y = Financial Product Choice (Dependent Variable) 
X = Financial Literacy (Independent Variable)  

The value of R square is 0.323 that indicates independent variable financial literacy 
explains 32% variance in financial product choice. In other words, financial literacy 
contributes 32% to financial prod uct choice which means other factors also 
contributing in it.  

The model used for regression has good fit as indicated by F-value 89.268 which is 
significant at 0% level of significance indicating a high predictability of model.The 
relationship between fina ncial literacy as independent variable and financial 
product choice as dependent variable is indicated by standardized coefficient Beta 
with value 0.568.The significance of beta is tested using T-test and values for model 
is 9.467 which is significant at 0 level of significance indicating strong positive 
relationship between financial literacy and financial product choice.  

 

CONCLUSION  

The study has resulted in standardized and reliable measures of financial literacy 
and financial product choice. The measures was reliable as indicating by their 
reliability measure which is higher than 0.7. The study resulted three factors each 
for Financial Literacy and Financial Product Choice.  

Cause and effect relationship has been established between financial literacy as 
individual independent variable and financial product choice as dependent 
variable using linear regression equations. Financial literacy has significantly high 
positive relationship with financial product choice.  

Increasing consumer financial literacy impr oves welfare through better decision 
making. Although a financial literacy measure can be used to forecast financial 
behaviors but it does not necessarily involve that individuals will behave in a 
particular way they would deem optimal. Other characteristi cs such as 
impulsiveness, behavioral biases, unusual preferences or external circumstances 
also contribute to what may appear to be poor financial decision making. Access to 
financial services plays chief role in individual development outcomes by 
smoothening consumption and easing credit constraints.  
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ABSTRACT  

The main goal of the paper is to obtain a theoretical framework to study the impact of 
psychological factors based on the cognitive theory on the intention to use e-commerce in 
India. More specifically, the paper examines the role of individualsõ beliefs about their 
abilities towards the intention to use e-commerce technology (e-commerce self-efficacy). 
Customerõs behavior is influenced by different factors such as culture, social class; 
references group relation, family, salary level and salary independency, age, gender etc. This 
paper attempts to explore the determining factors which influence customerõs psychology 
towards e-commerce as an interactive platform for customerõs transactions and interaction. 

Keywords:  E-Commerce, Customerõs behavior, Psychological factors.  

 

INTRODUCTION  

As we know that the e-commerce (online shopping) has become the most important 
part of our life, and people are using it frequently in their dai ly life. Recently, the 
internet population has been exploding.  There are many reasons for such a rapid 
developing of internet shopping, which mainly due to the benefits that internet 
provides.    

Every business which is engaged in e-commerce and online retailer has to make a 
proper attention on customerõs behavior towards e-commerce. It becomes more 
important, mainly, when we are studying in the context of India.  Even the internet 
shopping has been rapidly developed, especially in consumer goods industry,  but 
still, there is a big difference between traditional and online consumer shopping. 
Referred to sales in the Indian consumer goods industry, the online sales occupied 
at a very low percentage rate. In India, after a long term development of internet, 
which rapidly increased web users and high speed internet connection and some 
new technology also have been developed. The firms, through web sites, can 
promote and enhance images of its products and services. But, there is lack of 
internet access for the population living in rural areas. And they donõt have proper 
knowledge about e-commerce.       
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Customer behavior is influenced by internal as well as external factors. Internal 
factors are those which arise into customers mind, whereas external factors are 
usually depend on its environmental conditions. There are many factors which 
influence consumerõs behavior. According to Warner, the external factors could be 
divided into five sectors: Demographics, socio-economics, technology and public 
policy, culture, sub -culture, reference groups, and marketing. The internal 
influences are variety of psychological processes, which include attitudes, learning, 
perception, motivation, and self image.            

Sheth (1983) [1] also suggested that the consumers have two types of motives while 
shopping, which are functional and non -functional. The functional motives are 
mostly about the time, shopping place and consumerõs needs, which could be like 
one-stop shopping to save time, the environment  of shopping place such as free 
parking place, lower cost of products and option to choose from widely range of 
products. The non-functional motives are more related with culture or social 
values, such as the brand name of the store, etc.  

 

REVIEW OF LITER ATURE              

Customerõs psychology depends upon the social environment as well as peoples 
mind. Since, all learning of the customer does not take place as a result of repeated 
trials. This can be discussed as under: 

Fishbein and Ajzenõ (1975), proposed òThe Theory of Reasoned Actionó (TRA), 
which tells us about the relationship between attitudes, intentions and behaviors. 
The TRA model explains that customer make rational decisions based on the 
information available to them, and the best immediate det erminant of a customerõs 
behavior is intent which is the cognitive representation of readiness to perform a 
given behavior. According to the TRA model, an individualõs beliefs towards a 
behavior are an immediate determinant of his or her intention to perfo rm a 
behavior. [2] 
Rahman, Habibur and Han, Lili (1980) has suggested in his article entitled; 
Customer satisfaction in E-Commerce: - A case study of China and Bangladesh, 
Companies must design user friendly (customer friendly) websites which need 
average customerõs ability with procedures that customers can trust. Since the 
consumer-to-business products and services and satisfaction with Enterprise itself 
is constantly changing, such as the emergence of new technologies, changing 
competitor customer needs and expectations etc. will lead to changes in customer 
satisfaction. Therefore, E-commerce businesses should pay proper attention to 
customer satisfaction by constantly adding new motivation to stimulate consumer 
desire to buy. 
 
November 6, 1997, Paris, in world e - commerce conference it is said that òE-
Commerce refers to the realization of electronic trade. From the technical point of 
view, it can be defined as; a collection of multi -technology, including the exchange 
of data (such as electronic data, email, images of the product), access data (shared 
databases, electronic bulletin boards) and automatically captured data (bar code) 
etc.         
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Leen and lin (2005) suggested that trust in e-commerce encourages online 
purchasing and affects customer attitudes towards purchasing from e -retailers. 
Loyalty contributes to the ongoing process of continuing maintaining a valued and 
important relationship that has been created by trust [Chaudhari and Holbrook 
2001].[4]  
 
Lee (2005) carried out a study to learn the five stages of consumer decision making 
process in the example of china. The researcher focuses on the facts that affect the 
consumer decision making process on purchasing imported health food products, 
in particular demographic effects such as gender, education, income and marital 
status. Analysis of five stages of consumer decision making process indicate that 
impact of family members on the consumer decision making process of purchasing 
imported health food products was significant. [5]      
    
George N. Lodorfos, Tom A. Trosterud, Chris Whitworth (2006) in his research 
paper, òE-Consumers Attitude and Behaviour in The Online Commodities Marketó 
Concluded that there are a number of factors determining consumers intent to re -
purchase within the online commodi ty market, specifically these factors are 
consumers experience with an e-brand and beliefs concerning the importance of 
convenience, trust and security when purchasing. and suggested that managers 
and marketers in order to acquire and retain consumers in the online environment  
should understand and develop strategies based on e-consumers attitudes towards 
re-purchasing related to convenience ð with concern about ease of use and product 
information ð trust and security. [6] 

 
Arjun Mittal (2013 ) has studied in his paper entitled; òE-Commerce: Itõs Impact on 
Consumer Behavioró and concluded that in e-commerce, consumer thinks a lot 
about the reputation of the e-commerce websites, payment security, and at the post-
purchase stage, the factors of after services etc. when he visits e-commerce 
websites. Hence, online retailers need to be carefully concerned with the online 
consumer behaviors that influenced by the factors from the internet. [7]    
 
Burman, Deb Nath and Aggrawal, Artee  (2015) founded in his paper ent itled; 
òFactors Affecting Buying Behavior in E-Commerce in India; A Review of 
Literatureó that some of the factors mentioned in previous studies are ease of 
availability, ease of transportation of ordered goods, quality of goods, experience of  
the product  before purchasing and post purchase customer service. There are 
several other aspects of it also still this review helped in developing an insight of 
factors affecting buying behavior on the basis of understanding of consumer 
behavior in the e-commerce environment in India. [8] 

 
Pahwa, Bhumika (2015) in her research paper; òA Review of Consumer Online 
Buying Behaviouró has studied  that  consumer buying behavior when they use e-
commerce exist but not specifically towards fashion and personal care industry, 
and also found  that study of consumer behavior towards e -commerce is also 
missing. Studies regarding it discuss the factors that affect the e-commerce growth 
viz. ease affordability and availability along with other advantages of online 
shopping. [9] 
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Hood a, Sanjay and Aggrawal, Sandeep (2015) in his research paper entitled; 
òConsumer Behavior towards E-Marketing; A Study of Jaipur Consumeró has 
concluded that Indian consumers have hesitations to using e-commerce (online 
shopping) due to various reason such as security, lack of physical approach 
towards product offered, delay in delivery, etc. and suggested that there is a good 
potential to grow e -commerce, and only needs a proper boosting to be done at both 
consumer as well as producer level besides government efforts. 
 
E-COMMERCE (CONSUMER BEHAVIOR)  
With the development of internet and information technology, e -commerce came 
into existence. Itõs a market, where people visit (not physically) for purchasing 
goods and services, and complete their transactions by electronic means rather than 
through direct face to face exchange or conduct interviews of any form of 
commercial transactions. Now it becomes more important for the business concern, 
to provide online platform for the consumers to buy its product and s ervices.  

According to American pundits, Rowe Kara Dakota and Winston, electronic 
commerce, is just a modern business method. As electronic-commerce (e-
commerce) grows and further exploits the attributes of the internet, it will likely 
have significant effects on national economies and industry structure. 

IMPLICATIONS OF COGNITIVE LEARNING THEORY IN E -COMMERCE  

The objective of this paper is to study the impact of psychological factors based on 
cognitive theory to use e-commerce in India. There are some aspects of cognitive 
theory which is totally based on information processing. A customer, when needed, 
searches for information on which to base a decision and evaluate it in order to 
make the best decision for his purpose. And this practice of a consumer can be 
explained as an exercise of consumer thinking and problem solving. Marketers 
should convey the information in simple enough format and which can be 
absorbed easily by the consumers. 

Sudden learning is also a reality. In certain cases, consumerôs behavior is not 
predetermined, they act according to the environment available to them. This is an 
opportunity for the marketers. For example, a customer visited online on a 
particular website to see a price of a product and he finds that the price of the 
product  is not affordable to him, and suddenly he finds that the price of a similar 
product is affordable for him, and he purchased it. It is clear that sometimes sudden 
learning may also be practical. 

 The other thing is about the role of motivation and mental p rocessing for the desire 
response. Here, mental processing means how we can get information stored in 
memory of consumer for the long -term and how it is retrieved. For the long -term 
storage of the information, marketers have to adopt Customer Memory Sustai ns 
Technique(CMS Technique) which keep the consumers in touch with the  
information as a result we can get information short -term store to long-term store 
which depends on the rehearsal by a consumer. Here, rehearsal refers to mental 
repetition of material . For example, consumer may remember a data (such as price 
of a product) not by repetition, but by relating it with a similar data (price of a 
similar product).  



 

55 

 

Information processing depends on both the complexity of the information to be 
processed and the consumerõs cognitive ability. If Information provided to online 
consumer is complex, then the intention to long -term storage of information canõt 
be fulfilled. It becomes the most important factor specially, when we are studying 
in the context of India.  

COGNITIVE LEARNING FRAMEWORK:  

                          

CONCLUSION  

There are many factors which generally, a customer considers when he purchases 
product online, such as, image of product, payment security, delivery period. After 
the review of literature and a brief analysis of the cognitive learning theory, we can 
say that, reputation of the website, element of trust, customer satisfaction, customer 
experience, friendly online environment, affordability, and availability of the 
product, etc. these are the important factors for the emerging online marketing (e -
commerce) in India. Marketers who want to maintain a sustain customer, should be 
given a proper attention on these factors of cognitive learning theory.         

Customers buying behavior is a psychological factor which influences the e-
marketers to offer their product and services in such a manner that can be 
understood easily, and  consumer friendly. With the increasing availability of 
internet around the world, online consumers are also increasing in  India. 
Companies are investing heavy amounts in promotion of their products & services 
via, internet. Studying buying behavior, motives and intention along with the 
attitude of the online consumer helps the marketer to deliver a complete package of 
value that seems relevant to create, satisfy and sustain customers in a competitive 
environment.  
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ABSTRACT  

The human being is unique from other living creature on this earth because it has got 
enough of capabilities to show whatever he feels. This showing of the feeling and emotions is 
emotional expression. This can be done with the help of word of mouth, gestures, work that a 
person does. This expression has capability to decide what and how the others think about 
him. 
The study tries to identify the relationship between emotional expression and impression 
management tactics of employees working in different banks of Gwalior. The data was 
collected with the help of standardized questionnaire from 100 employees. The results 
indicated positive relation between emotional expression (dependent variable ) and 
impression management tactics. 
Keyw ords: Emotional Expression, Impression Management.  
 

 

INTRODUCTION  

Days are bygone where the employees or the workers are treated just as the means 
to accomplish a particular task. Nowadays the behaviour , psychological 
perceptions and thinking of employee s working within the organisations cannot be 
denied. Increased competition and employee turnover have become a crucial factor 
these days which have forced the organisations to adopt employees oriented 
policies and measures.  

These days even the employees working in the organisation try to establish a good 
and cordial reputation and image of his/ herself in the assumption and viewpoint  
of others. This tendency is termed as Impression Management. It is a conscious or 
subconscious process in which people attempt to influence the perceptions of other 
people about a person, object or event. They do so by regulating and controlling 
information in social interaction. Most social interactions involve a process by 
which an individual attempt to fulfil  the expectations associated with a particular 
social role (Goffman, 1959). Past researchers and empirical work focused on how 
emotions are experienced and expressed in a workplace and found that the feelings 
or emotions displayed by one have the strong impact on the attractiveness of the 
interpersonal climate (Zerbe&Falkenberg, 1989).  
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Past researchers concluded various reasons and factors which urge humans 
(employees) to project a positive image of them-selves. However, above all the 
desire or tendency of human(employee) to get associated or connected with any 
group or person of similar interests came out as the main urging factor which 
encourages the employees to manage their impressions.  

According to social identity theory, the Individuals tend to associate themselves a s 
the part of certain social groups on the basis of their Interests, nature, workplace 
and other demographic and social-economic factors. A person can only become the 
part of these social groups when he/she possess certain qualities (Interests) which 
found  suitable or matching the norms of that particular group (Hogg & Terry, 
2001).The human tend to change himself depending upon the situation. He adapts 
the qualities of the environment they exist so that they can project a good and 
desired image of themselves in the perception of others. However, Emotional 
expressions also plays vital role defining the interpersonal characteristic of any 
individual in an organisation. It defines the character, psychology and nature of a 
person reprinted through verbal or non verbal expressions defining the thinking 
and state of mind of that person. Wikipedia definedEmotional expressions  as 
psychological observable verbal and nonverbal behaviours that communicate an 
internal  emotional or affective state.Hochschild in 1983 defined emotional 
expression as expressing desired emotions during service transactions.In simple 
terms, it can be defined as the process where people tries to develop a kind of 
image of themselves in front of others. It can also be associated with the basic 
tendency of human beings where he/she also try to project a positive and good 
image and try to influence others for the benefit of his/ herself (Leary & Allen, 
2011).  

Emotional expression refers to how one conveys emotional experience through 
both verbal and nonverbal behaviour (Gross, 1998b, 1999). Emotional expression 
should be distinguished from emotional experience in that it is possible to 
experience emotions without expressing them. Emotional expression is an 
important part of emotion regulation and can  affect health outcomes. Emotional 
expression is embedded in the broader domain of emotion regulation, which is 
defined as how individuals, either consciously or unconsciously, influence, 
experience, and express emotions (Gross, 1999). Emotion regulation unfolds over 
time in a given situation either before emotional experience, during emotional 
experience, or in response to emotional experience (Gross, 1998a). 

 

LITERATURE REVIEW  

Zhou (2011) researched Impression management, Performance rating and 
Customer perception and concluded that employee impression management on the 
objectivity of supervisor rating as well as customer perceptions. Gandapur and 
Khan (2012) found a positive correlation between the role of interpersonal 
relationship, stress healing and job performance except for variables of relationship 
with close relatives where there is an inverse correlation was found. Aggarawal and 
Krishnan (2012) ensured that the impression management tactics affects 
transformational leadership  in a positive manner.  
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Grandey (2000) analysis a study for Pennsylvania with emotional regulation, 
conceptualization and emotional labor as a variable. And in their study they use 
Hypothesis as a study and they found the emotional labor continues to expand in 
accord with the recognition that not only do emotions exists in the workplace, but 
they greatly impact the workplace and the employees.  

Sorana and Balkan (2013) accomplish a study for Turkey using Emotional 
expression, impression management, feeling, and emotions as variables. And they 
use mean and standard deviation method in the study. And in this study it shows 
that one positive impression management factor had a positive effect on positive 
expression. Besides one negative impression management factor had a positive 
effect on negative expression. It recommended that further researches can be 
conducted on difference sector and also in difference countries for generalizability 
of the result. 

The possibility of impression management is normal in the exchange of business 
movement. Impression management is said to be critical to organizations and 
people, and to people both inside their associations and in contact with 
authoritative customers (Provis, 2010). Impression management scholars 
recommend that an essential human thought process, both inside and outside 
associations is to abstain from being assessed adversely (Jain, 2012). Impression 
management is characterized as a course to influence the view others have around 
oneself, by checking the self-reflected data. Goffman (1959) started the enthusiasm 
into the investigation of impression management by presenting a dramaturgical 
system depicting the way one presents them and how others may see that 
presentation (Cole, Rozelle, 2011). Generally, a performing artist intentionally p icks 
a conduct to present to the gathering of people in suspicion of a coveted impact. 
Expecting the gathering of people reacts in the way that the performing artist 
proposed, the on-screen character will keep on using the specific methodology. Key 
to this procedure is the comprehension of the methodology utilized, the individual 
inspiration driving the system decision, the particular target gathering of people 
and the situational considers the earth where The impression management 
happens. This hypothesis gives a direct connection of association between the on-
screen character and the authoritative group of onlookers (Cole, Rozelle, 2011). 
When we meet somebody, both sides consequently or potentially deliberately 
frame a judgment about the other party. This  impression arrangement movement, 
in view of exceptionally constrained prompts, is a vital and all -inclusive drift for 
everybody (Taylor, 1997). Therefore, we can state that, dealing with these 
impressions others will have around one is an imperative, inte ntional, alert, key 
process, which influences one's life profoundly (Sallot, 2002). Specialists propose 
there is a requirement for those for hierarchical settings to comprehend the 
fundamental components or develops required in impression management (Crane , 
and Crane, 2004). 

As it is valid in different settings, people attempt to design their connections in 
authoritative settings too. Impression management ends up being a constant 
movement among newcomers, utilized as a part of request to be acknowledged by 
the association, and among the individuals who have developed with the 
association, utilized as a part of request to be powerful (Demir, 2002). Other than 
the conceptualization of impression management, numerous have proposed 
objective hypothesis with respect to impression management. For a few, the 
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utilization of impression management strategies has the particular objective of 
seeming appealing or loved (Cole, Rozelle, 2011). This, indeed, is the thing that 
most research spotlights on. Another hypothesis, offered by Jones and Pittman 
(1982), recommends that the fundamental objective of the methodologies utilized as 
a part of impression management needs to do with the insurance and upkeep of 
force. This power, kept up or expanded using impression management  procedures, 
turns into the impact utilized for control as a part of a man's social environment 
(Cole, Rozelle, 2011). 

There are two principle approaches in impression management; general and 
numerous logical approaches. The general approach has been looked into from 
decades and spotlights on a man showing to be an individual performer. It promote 
incorporates nitty gritty examination, concentrating on impression management in 
a culture freed environment. Despite what might be expected, various logical 
methodologies talks about the framing of a specific impression with various 
settings including general conventions what's more, societies; gathering financial 
and demographic uniqueness and particular circumstances and conditions and 
hierarchical distinction, for example, administrative parts and working classes and 
statuses (Nayar, Raja, 2012). 

Impression management techniques are an ordinary piece of regular day to day 
existence, its effect on an association's way of life and execution is critical (Gardner, 
1992). Jones and Pitman (1982) advertised five techniques of impression 
management: ingratiation, self-advancement, representation, terrorizing 
furthermore, supplication. Utilization of a specific technique relies on upon what 
attribution the individual is looking for from the gathering of people. Also, it ought 
to be noticed that the systems displayed don't need to exist or be utilized 
autonomously of each other (Jones and Pittman, 1982). This would mean 
performing artists can utilize one or any number of t he procedures to impact their 
group of onlookers' sentiments and impression of the circumstance. The intimidator 
tries to persuade his objective that he is perilous (Jones and Pittman, 1982). 
Terrorizing is an impression management technique intended to bu ild the validity 
of ones dangers and thusly improve the likelihood that the objective will consent to 
the performing artistsõ requests for understanding (Tedeschi and Riess, 1981). 
Another method for expressing it is that òthe intimidator promotes his accessible 
energy to make inconvenience or a wide range of psychic pain"(Jones and Pittman, 
1982). Jones (1990) called attention to that singular utilizing terrorizing attempt to 
look wilful and unyielding. Nonetheless, these methodologies have danger of being  
seen unfavourable. The general population required in terrorizing are probably 
going to be seen determined and commanding people. They are inclined to the 
danger of getting an unfriendly response of their intense conduct (Arif, 2011). Being 
preferred is as opposed to the objectives of an intimidator. Fear, created as a feeling 
in others, helps the intimidator utilize their accessible energy to pressure another 
vigorously or accommodation (Cole, Rozelle, 2011).  

The strategy of ingratiation is an arrangement of connected greedy impression 
management strategy that have as their shared objective making the individual 
more preferred and alluring to others. It could as it were likewise be called 
òfascination management". The errand and test of the ingratiatory is to discover 
what the group of onlookerõsfinds attractive in and individual and after that give it 
to them (Schlenker, 1980). Tedeschi and Melburg (1984) conceptualized four 
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impression management strategies, and they characterized Ingratiation as " a 
gathering of intense strategies with the point of picking up the reverence of a crowd 
of people. 

Emotional Expression  
 
Emotions in the association recognize contemplations about the nearness and 
yearning to work (Jackson, 2006). Emotions give data on what causes, and how it is 
finished. Stifle sentiments averts the accomplishment of this data. The vast majority 
hear inconvenience about comprehend their own inclinations also, deal with the 
issue emphatically. They deny or smother their emotions occasionally (Barutçugil, 
2004). There are different explanations behind this. To be "to the wanted structure, 
the fitting individual" in associations or in the social life, sentiments of the 
individual molded by instructors, chiefs, supervisors etc, beginning from the 
earliest starting point of school years. Aside from this, the individual took put in 
military or associations that he couldn't express his emotions and more stringent 
tenets connected (Stearns, 1986). There are ecological and physical considers 
associations that you can or can't express your sentiments unreservedly. Be that as 
it may, the concealment of emotions does not make sentiments vanish, but instead 
an expansion in fierce. Accordingly, the emotions need to oversee and to adapt to. 
In social life overseeing sentiments implies that, as opposed to the concealment of 
emotions, comprehend them furthermore, and coordinate the inclination to 
circumstances to exploit it effectively. These individuals who have what it takes to 
deal with their sentiments are more profitable (Goleman, 2000). Sentiments are 
likewise worried with social knowledge since it implies verbal and nonverbal 
correspondence with other individuals, working in a gathering and so forth. 
(Goleman, 2006). Carussco and Salovey recorded properties of directors, who are 
skilled or unequipped for dealing with his own particular and others sentiments 
(CarusscoveSalovey, 2010). At the point when inspecting the past appraisal of 
emotion in one measurement, late studies have proposed that emotion structure 
happened freely in two essential measurements. These measurements are certain 
and negative sentiments (Gençöz, 2000). Positive and negative emotions in the 
working environment assume a key part in the basic leadership and authoritative 
clashes (Kafetsios, 2007). Negative sentiments have much more impact on 
representatives (Silvia, 2006). Basch and Croparanzo reported in their studies that 
these negative emotions in the work environment decreased item quality (Toegel, 
2007). Yet, scientists talk about about which sentiments are precisely essential or 
optional. (Goleman, 2009). A few therapists are seen emotions as fundamentally 
subjective temperaments and just find verbal portrayal deserving of thought of 
individuals living the emotions. Some different resear chers, depending on test 
scores as it were. A few researchers demand that dependence on just the neural and 
biochemical estimations of physiological boosts (Barutçugil, 2004). 

OBJECTIVES OF THE STUDY  

1. To restandandardise the measures for Emotional Expression and Impression 
Management. 

2. To identify the underlying factors of Expression and Impression 
Management. 

3.  To evaluate the relationship between Expression and Impression 
Management.  
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RESEARCH METHODOLOGY  

The study was causal in nature and survey was used to complete it.All the 
employees of banking industry within Gwalior city. Since there is no list existing, 
all the employees of service industry was considered. Individual Respondent was 
the sampling element.100 individual executive were given standardized 
questionnaire to fill the questionnaire. Techniques used for selection of employees 
was non probability Purposive sampling.  

Tools Used For Data Analysis                        

1. Reliability test was applied to check whether data items in the questionnaire 
were reliable or not 

2. Factor analysis was used to evaluate the underlying factors of different variables. 
3. Regression analysis was used for estimating the relationship  

 

RESULTS AND DISCUSSIONS  

Reliability Measure  

Various reliability methods have been app lied to calculate reliability of all the items 
in the questionnaire. The entire items in the questionnaire are based on ôEmotional 
Intelligence &political skill measuresõ. Reliability test using SPSS software and the 
reliability test measures are given below: 

TABLE 1 

S.No. Variable Name  Cronbach alpha value  No of items  

1 Emotional Expression .627 7 

2 Impression Management .714 14 

It is considered that the reliability value more than 7 is good and it can be seen that 
in one variable the value is more than .7 and in the other variable it is above .6 so 
both the values are acceptable. 

Factor analysis 

The raw scores of 14 items of impression management and 7 items of emotional 
expression were subjected to factor analysis to find out the factors that contribute 
towards emotional expression and impression management. After factor analysis 4 
factors identified.  

TABLE 2: KMO and Bartlett's Test  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .687 

Bartlett's Test of Sphericity Approx. Chi -Square 434.435 

Df 78 

Sig. .000 

Kaiser-Meyer -Olkin (KMO) measure of sampling adequacy:  The Kaiser-Meyer-
Olkin (KMO) measure of sampling adequacy is an index used to examine the 
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appropriateness of factor analysis.  High values (between 0.5 and 1.0) indicate 
factor analysis is appropriate.. The Kaiser - Meyer - Olkin Measure of Sampling 
Adequacy value for the both the measures was higher than 0.5 indicating that the 
sample was adequate to consider the data suitable for factor analysis.  

Bartlett's test o f Sphericity:   Bartlett's test of sphericity is a test statistic used to 
examine that the population correlation matrix is an identity matrix; each variable 
correlates perfectly with itself but has no correlation with the other variables . The 
Bartlettõs Test of Sphericity was tested through Chi-Square value having a value 
which was significant at 0% level of significance. Therefore, the above hypothesis is 
rejected, indicating that the data was suitable for factor.  
 

TABLE 2.1 
Factor 
Name 

Total 
Eigen 
values 

% of 
varianc
e 

Items converged  Factors loads 

Self 
Promotion  

3.978 30.597 you Compliment your colleagues 
so they will see you as likable. 

 
.852 

you make people aware of your 
talents or qualification.  

 
.786 

you Praise your colleagues for their 
accomplishment so they will 
consider you a nice person 

.781 

you Do personal favours for your 
colleagues to show them that you 
or education. 

 
.639 

you Talk proudly about your 
experience or education 

.519 

Pretendin
g 

1.902 14.633 you Act like you need assistance  so 
people will help you out .  

.783 

you Pretend to know less than you 
can avoid an unpleasant 
assignment. 

.765 

you Pretend not to understnd 
something  to gain  someone help . 

.614 

you try to gain assistance or 
sympathy from people by 
appearing needy in some areas. 

.428 

you do personal favours for your 
colleagues to show them that you 
are friendly.  

.612 

Getting 
help  

1.119 8.611 you Act like you know less than 
you do so people will help you out  

.822 

Positive 

Emotional 

Expressio

n 
2.193 31.328 

People can tell from your facial 

expression how you are feeling. 
0.766 

When you are angry people around 
you usually know.  

0.756 
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you often laugh so hard that your 
eyes water or you cheeks ache. 

0.6 

Intimacy  1.444 20.627 when you like -someone they know 
it. 

0.79 

you often tell people that you love 
them 

0.621 

you often touch friends during 
conversation. 

0.585 

you laugh a lot.  0.549 

Description of Factors  

1. Self - Promotion : This first factor include active participation 
(3.978)(30.597).inCompliment your colleagues so they will see you as likable 
(.852).  Make people aware of your talents or qualification (.786). Praise your 
colleagues for their accomplishment so they will consider you a nice person 
(.781). Let others know that you are valuable to the organization (.750). Do 
personal favors for your colleagues to show them that you or education 
(.639). Talk proudly about your experience or education (.519). 

2. Pretending : This factor include behavior with others (1.902) (14.633). Act like 
you need assistance so people will help you out (.783). Pretend to know less 
than you can avoid an unpleasant assignment (.765). Pretend not to 
understand something to gain someone help (.614). Try to gain assistance or 
sympathy from people by appearing needy in some areas (.428). Do personal 
favors for your colleagues to show them that you are friendly (.612).  

3. Getting help : This factor include helping nature for others (1.119) (8.611). Act 
like you know less than you do so people will help you out. (.822 ). 

4. Positive Emotional Expression :This factor include positive emotions (2.193) 
(31.328People can tell from your facial expression how you are feeling (.766). 
When you are angry people around you usually know (.756).  you often laugh 
so hard that your eyes water or you cheeks ache. (.600). 

5. Intimacy : This factor includes (1.444) (20.627)when you like -someone they 
know it (.790). You often tell people that you love them (.621). You often 
touch friends during conversation (.858). You laugh a lot (.549). 

TABLE 3 
KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .717 

Bartlett's Test of Sphericity Approx. Chi -Square 511.475 

Df 91 

Sig. .000 

 
The KMO value of the sample more than 0.5 is considered as good and the 
table is showing that t he value is 0.717 which means that the sample that we 
have taken for factor analysis is adequate. The chi square value is also 
significant at 0.000 level of significance. 



 

65 

 

                                                       
TABLE 3.1 

 

Regression analysis  

The regression analysis is calculated by taking the total of emotional expression and 
impression management by using SPSS software. In this the emotional expression is 
independent variable and impression managemetis the dependent variable. 
Therefore, regression is to find out the impact of emotional expression on 
imp ression management. 

TABLE 4: Regression analysis  

 R square  0.863  

F 142.963  0.000 

Beta  0.093  

t  7.999 0.000  

 
The coefficient of determination is 0.863; therefore, about 86.3% of the variance in  
emotional expression can be explained with the help of what kind of impression 
management tactics are used. The regression equation appears to be useful for 
making predictions since the value of r 2 is higher. It means there was a  significant 
effect is made on emotional expression by  impression management tactics. 

Factor 
Name 

Eigen Values Variable convergence Loa
ding  

        
Total 

      % 
Variance 

 

Social skill 3.788 27.056 12.Priorties important activities at work  
2. Accurately read peopleõs moods, 
feelings. 
13. Empathizing with someone elseõs 
problem. 
11. Excellent listener. 
3. Positive expectations about others' 
potential.  

.749 

.685 
 
.675 
 
.643 
.568 

Motivating 
oneself 

1.518 10.842 6. Rather than fear of failure I operate 
from hope of success. 
1. Understand the reasons for continuing 
organizational issues. 
7. When anyone loses their temper they 
immediately realize.  
9. We motivate ourselves to do difficult 
tasks. 
 

.669 
 
.653 
 
.649 
 
.555 

 Empathy 1.414 10.102 14. Never interrupt other peopleõs 
conversations. 
10. See things from the other personõs 
viewpoint.  

.739 
 
.641 

Managing 
emotions 

1.360 9.712 5. Calm others in stressful situations. 
4. We know how own feelings impact own 
performance. 
8. In bad situation we can reframe quickly.  
 

.807 

.610 
 
.534 
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The model having emotional expression as dependent variable and impression 
management as independent variable has good  fit as indicated by F-test value 
which is 142.963 significant at 0.000 level of significance. The result of regression 
from t he coefficient table indicates that emotional expression has direct relationship 
impression management having beta value of  0.093 tested through t-test having t-
value of 7.999 which is significant at  0.000% level of significance. 

 
CONCLUSION  
 

It is impos sible for any employee in organization to exist without showing 
emotions either positive or negative but what type of expression employee shows 
largely depends on impression management tactics. The main finding of this study 
is that the emotional expressions one uses changes according to what kind of 
impression management tactics are used. 
 
The limitations of this study are that These findings are limited by the sample and 
the assessment instruments used in the present study. This research conducted on 
banking employees of Gwalior region and hence the results cannot be generalized 
for other sectors. Moreover, the data collected was from limited no of employee.  
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ABSTRACT  

The main aim of this study to analyze the impact of Employee Engagement on Job 
Satisfaction and Motivation. The study has been carried out on teachers of different colleges 
in Gwalior region. The result of this research shows the significant relationship between 
Employee Engagement and Job Satisfaction. But no significant relationship was found 
between Employee Engagement and Employee Motivation. T-test was also applied to 
compare the level of employee engagement, Job satisfaction and motivation between male 
and female respondent. This paper discussed the implications of these findings on employee 
motivation, commitment, engagement and job satisfaction. 

Keywordsð Employee Motivation, Employee Commitment, Job Satisfaction and Employee 
Engagement 

 

INTRODUCTION  

Employee motivation is one of the most researched are in the field of Human 
Resource Management. It has the great significance for the researcher and the 
organizations also. Every organization is trying to motivate their employees to 
achieve the organizational objectives. To keep up the motivational level of 
employees is one of the challenges for the HR Professional. They have to 
continuously find out the new ways to motivate the employees. Moti vation also 
related with the Satisfaction of the employees. Previous researches have found out 
a significant relationship between the employee motivation and employee 
satisfaction. Employee satisfaction is also another employee behaviour which 
studied a lot in the behavioral research. Various dimension of employee satisfaction 
has been found by the previous researchers. These researchers have been proved 
that organization has to adopt the policies and practices which keep up the 
motivation level of their em ployees. High motivation level also leads to the higher 
satisfaction of the employees but this research paper is exploring the effect of 
Employee engagement on Employee satisfaction and motivation. Kahn (1990) 
described employee engagement as psychological control of organization members 
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on themselves they perform their work roles. When employees works they 
exhibited physically, cognitively, and emotionally during jobó. 

Frank et al (2004) defined employee engagement as emotional and intellectual 

commitment to the organization or the amount of discretionary effort exhibited by 
employees in their job. This is a behavior which employees exhibited when they are 
at job. Itõs also defined as employeeõs positive and negative attachment with the job, 
other employees and work. The positive attached employees may depict the 
positive outcome like high motivation and satisfaction. A negative attached 
employee may exhibited lower motivation and lower satisfaction level. This study 
has been attempted to find out the possible relationship of employee engagement 
with Job Satisfaction and Motivation in the Indian organizations.  

 

LITERATURE REVIEW  

Crant (2000) in his study explained the Employee Engagement as a range of 
constructs that are present in the organizational mentali ty (psychology). Kahn 
(1990) implies that, if the people like and dislike their work, that it affects the 
engagement of employees.  

According to Holbeche and Springett (2003), people used to share their destiny and 
objective that connects them at an emotional level. These personal aspirations raises 
the high levels of engagement at the workplaces. Kahnõs (1990) describes in his 
study that there are the psychological conditions or antecedents that are 
compulsory for engagement, but they do not fully explain why individuals was 
reacting to these conditions. Kahn (1990) also mentioned that at people were 
differently engage as per their experiences of psychological meaningfulness, 
security and situations. According to (Robinson (2006), Employee engagement can 
be achieved through the creation of healthy organizational environment.  

Amabile (1994) stated that employee who have high level of job satisfaction was 
motivated by rewards, and rewards supported work engagement.  Zainiõs (2009) 
was mentioned that satisfaction of rewards in private and public sector employee 
had  been releated with job satisfaction.  Zaini et al. (2009) argues that job 
satisfaction is also related with the non monetary and monetary compensation.  

A. Furham et al. (2009). Ali and Ahmed, (2009) was found that In reference to 
statistics, there was a significant relationship between reward and recognition, and 
between motivation and job satisfaction. Ali and Ahmed, (2009) stated that 
Variations in rewards and recognition can bring a positive chang e in work 
motivation and job satisfaction of the employee.  

Harter et al (2002) and wangenheim et al (2007) studied that Organizations that 
wants to improve their customer satisfaction must be concerned about some 
internal issues related to employeeõs satisfaction and view their employees as 
customer too. 

Balzar (1997), in his study stated that job satisfaction was a sensation that 
employees have about their work environment and their expectations towards 
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work. This implies that the culture of the  organizat ion creates value to the job 
satisfaction of the workers . This was studied that relationship between work 
adjustment and satisfaction which makes favorable strategies and rules for the 
employees related to policy development, pay scales, the work environm ent and 
staff input, may lead to satisfaction, employee engagement, and increased 
employee loyalty with the organization because satisfied employees are attentive 
while dealing the customers and the employees not satisfied with the job can makes 
customer unhappy. Hanif and Kamal (2009). 

According to Calisir (2011), it was found that a very strong influence of job 
satisfaction on organizational commitment whereas role ambiguity and job stress 
indirectly affects the willingness of employees to leave their job s. Odom, Boxx and 
Dunn (1990) suggested that job satisfaction was important element of employees 
feeling that can be negative or positive to their responsibilitiesó.   

Campbell, Fowles and Weber (2004) stated that job satisfaction could be enhanced 
with in creasing participation in decision making and avoiding ambiguity in 
identifying responsibilities at workplace. Petty (1984) and Fisher (2003) stated that 
Job Satisfaction has been playing important role in management research, namely 
regarding the job satisfaction-job performance relationship. Schneider and Bowen, 
(1985) was found that Job satisfaction is an attitude that relates to overall attitudes 
towards life, or life satisfaction.  

Zaini et al. (2009) and Chew (2005) argues that job satisfaction is associated with the 
non monetary compensation and monetary compensation (pay, promotion, and 
bonus)  is one of the most important explanatory variables in both  the sectors .A. 
Furham et al. (2009) stated that there was a significant relationship found between 
reward and recognition, and between motivation & job satisfaction. Ali and 
Ahmed, (2009) stated that Variations in rewards and recognition can bring a 
positive change in work motivation and job satisfaction of the employee.  

Mullins (1996) described motiv ation as process which leads job satisfaction. but the 
relationship between motivation and job satisfaction was not clear, it can be 
illustrated by means of the motivational theories.  For this different authors gave 
different theory for both.  According t o Luthan (1998) it was founded that 
motivation should not be thought of as the only explanation of behavior, since it 
interacts with other mediating processes and with the environment. He also found 
that motivation as, òa process that starts with a physiological deficiency or need 
that activates a behavior or a drive that is aimed at a goal incentiveó. It implies that 
psychology of employees play a crucial role to make the person motivated. 

Each and every employee has some ability that motivates them to perform and 
make satisfied with their job. If we see that intrinsic compared to extrinsic 
motivation and the factors that are used in both types of motivation enables one to 
understand the role that motivation plays with job satisfaction. Motivation 
researchers have recognized that the desire to make an effort can derive from 
different sources (Grant, 2008). 

Miner, Ebrahimi, and Watchel, (1995) was suggested that in a system sense, 
motivation consists of these three interacting and interdependent elements, i.e., 
needs, drives, and incentives.   Thatõs mean all these elements are important for 
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motivation of employee. Hoy and Miskel (1987) was stated that employee 
motivation is the complex forces, drives, needs that directed towards the 
achievement of personal goals.  They imply that there are some reasons, which 
helps the employee to do their work properly, and give them positive energy.  

 

OBJECTIVES  OF THE STUDY  

The following are the specific objectives of the study: 

1. To develop and standardize a measure to evaluate employee engagement, 
motivation and Job Satisfaction. 

2. To study the underlying factors of job engagement, job satisfaction and 
motivation.  

3. To study the relationship between employee engagement, job satisfaction and 
motivation.  

4. To identify the differenc e between the male and female respondent towards 
the Employee Engagement, Job Satisfaction and Motivation. 

5. To identify avenues for further research.  
 

HYPOTHESIS  
H01: There is no impact of employee engagement on job satisfaction. 
H02: There is no impact of employee engagement on motivation 
H03: There is no difference in responses of employee engagement between male and 
female faculties. 
H04: There is no difference in responses of Job satisfaction between male and female 
faculties. 
H05: There is no difference in responses of motivation between male and female 
faculties. 
 
 
RESEARCH METHODOLOGY  

The study was exploratory in nature with survey method being used to complete 
the study. The population included faculty and teachers of different colleges in 
Gwalior reg ion. Individual teacher was the sampling element. Non probability 
Purposive sampling technique was used to select the sample. The Sample size was 
200 respondents. Standardized questionnaires were used for measuring the 
employee engagement, job satisfaction and motivation of faculty & teachers. Data 
was collected on a likert type scale, where 1 stands for minimum agreement and 5 
stands for maximum agreement. Item to total correlation was applied to check the 
internal consistency of the questionnaires. The measures were standardized 
through computation of reliability and validity. Regression was applied to know 
the relationship between the employee engagements, job satisfaction, and 
motivation. T-test was used to compare the respondentsõ response on the employ ee 
engagements, job satisfaction, and motivation. 

RESULT AND DISCUSSION  

Reliability Measure  
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The reliability of all three measure viz., employee engagement, Job satisfaction and 
motivation was computed by using SPSS software. Cronbachõs alpha reliability 
coefficients were computed to calculate reliability of all items in the questionnaire. 
Reliability test using SPSS software and the reliability test measures are given 
below: 

Table 1: Alpha Reliability statistics for total data  
Measures Cronbach alpha value  

Employee Engagement .708 

Job Satisfaction .782 

Motivation  .747 

 
It is visible that all reliability values are greater than the standard value that is 0.7. It 
is considered that reliability of all measure is adequate. So the statement in the 
questionnaire was treated as reliable statements. 

Table 2:  KMO and Bartlettõs Test of Sphericity 

S. 
No 

Variable Name  KMO  Bartlettõs Test of 
Sphericity  

Sig 

1 Employee 
Engagement 

.627 394.940 .000 

2 Job Satisfaction .684 625.277 .000 

3 Motivation  .775 313.171 .000 

 

Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy: The Kaiser -
MeyerOlkin (KMO) measure of sampling adequacy is an index used to examine the 
appropriateness of factor analysis. High values (between 0.5 and 1.0) indicate factor 
analysis is appropriate. Values below 0.5 imply that factor analysis may not be 
appropriate. The Kaiser - Meyer - Olkin Measure of Sampling Adequacy value for 
the all the measures above was higher than 0.5 indicating that the sample was 
adequate to consider the data suitable for factor analysis. Bartlettõs Test of 
Sphericity: Bartlettõs test of sphericity is a test statistic used to examine the 
hypothesis that the variables are uncorrelated in the population. In other words, the 
population correlation matrix is an identity matrix;  each variable correlates 
perfectly with itself (r = 1) but has no correlation with the other variables (r = 0). 
The Bartlettõs Test of Sphericity was tested through Chi-Square value having a 
value which was significant at 0% level of significance. Therefore, the above 
hypothesis is rejected, indicating that the data was suitable for factor analysis.  

Principle component factor analysis with varimax rotation was applied to find out 
the underlying factors of the questionnaire. Factor analysis converged on 4 factors 
after 8 iterations. 

Factor analysis of Employee Engagement - 
Principle component factor analysis with varimax rotation was applied to find out 
the underlying factors of the Employee Engagement. Factor analysis converged on 
3 factors after iterations.  

Table 3. Factor analysis of Employee Engagement  
 
 
 

Eigen Value  
Variable convergence  

Loadin
g Value Total % of 
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Factors Name variance 

1.Employee 
recognition  

2.769 34.611 

1. I have received recognition for doing my job 
well  
 2.My supervisor seems concerned about my   
welfare 
8. I will still be employed here two years from 
now 

.893 
 

.684 

.575 

2. Team work 1.439 17.987 

4. I have friends at work 
3. The mission of the agency makes me feel like 
the work I do matters  
5. While on the job, my ideas and opinions are 
taken seriously 

.799 

.704 

.628 

3. Facility 1.118 13.972 

6. The materials, tools and equipment that I need 
to do my job are supplied by the agencyAnd 
made readily available to me 
7. The people I work with do a good job  

.858 
 

 
.729 

 

Factor analysis o f Job Satisfaction  

Principle component factor analysis with varimax rotation was applied to find out 
the underlying factors of the Job Satisfaction. Factor analysis converged on 3 factors 
after iterations. 

Table  4. Factor analysis of Job Satisfaction  
Factor 
Name 

Eigen Value  Variable Convergence  Loadi
ng 

Value  
Total % of 

variance 

1.Job 
requiremen
t 
 

3.448 34.476 7. My wages are good 
8. All my talent and skills are used at work  
6.On the whole, I believe work is good for my physical 
health 
10. I feel good about my job 

.834 

.815 
 
.666 
.547 

2.Working 
environme
nt 

1.522 15.219 1. I receive recognition or a job well done 
2. I feel close to the people at work 
9. I get along with my supervisors  

.818 

.787 

.569 

3.Reputatio
n of 
company 

1.320 13.198 5. I believe management is concerned about me 
3. I feel good about working at this company  
4. I feel secure about my job 

.811 

.773 

.587 

 

Factor analysis of Motivation  

Principle component factor analysis with varimax rotation was applied to find out 
the underlying factors  of the Employee Motivation. Factor analysis converged on 3 
factors after iterations. 

Table  5. Factor analysis of Motivation  
Factor Name Eigen Value  

 
Variable Convergence  Load

ing 
Valu

e 
Total %of 

Variance 
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1.organizationa
l inspiration  

3.031 33.681 4. This organization really inspires the very best in 
me in the way of job performance. 
8. I know what is expected of me at my job 
9. I am able to do what I do best every day 
7. For me, this is the best of all possible organizations 
for which to work  

.720 
 
.720 
.648 
.470 

2.working 
environment  

1.100 12.225 5. I am extremely glad that I chose this organization 
to work for over others I was considering at the time 
I I joined.                             
6. I really care about the fate of this organization 
3. I am proud to tell others that I am part of this 
organization  

.744 
 
.745 
 
.482 

3.values 1.010 11.220 1. I would accept almost any job to keep working for 
this organization  
2. I find that my values and organizationõs values are 
very similar  

.808 
 
 
.759 

 

REGRESSION ANALYSIS  

1. Impact of Employee Engagement on Job Satisfaction  
 

Table 6. Regression Table 
Independent 

Variable  
Dependent 

Variable  
F Sig Beta T Sig Adjusted R Sq/ R 

Sq 
 

Employee 
Engagement 

Job Satisfaction 38.000 .000a .401 6.164 .000 .161 

H01 : There is no impact of Employee engagement on Job  satisfaction  

Regression was applied taking Employee Engagement as independent variable and 
job satisfaction as dependent variables.  

Y = a + bX     
Y(Job Satisfaction)  = 18.884 + .615x(Employee Engagement) + Error 
 
Model having Employee Engagement as independent variable and job satisfaction 
as dependent variable was having a good fit as indicated F test value from the 
ANOVA table that is 38.000 significant at .000 level of significance. Employee 
Engagement was having a significant cause and effect relationship with job 
satisfaction as indicated by beta value from coefficient table that is .401 tested 
through T Test values .614 significant at .000 level of significance. The model 
summary table indicated that indep endent variables Employee Engagement were 
explaining 16.1% variance in dependent variable job satisfaction since the r square 
value from the table is .161 therefore null hypothesis was rejected and significant 
cause & effect relationship found between Employee Engagement and Job 
Satisfaction. 
 

2. Impact of Employee Engagement on Motivation  
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Table 7. Regression Table 
Independent  Variable  Dependent Variable  F Sig Beta T Sig Adjusted R Sq/ R Sq  

 

Employee Engagement Employee 
Motivation  

2.278 .133a .107 1.509 .133 .011 

 

H02 : There is no impact of Employee engagement on Employee motivation.  

Regression was applied taking Employee Engagement as independent variable and 
Employee Motivation as dependent variables.  

Y = a + bX     

Y(Employee Motivation)  = 18.884 + .615x(Employee Engagement) + Error 

Model having Employee Engagement as independent variable and Employee 
Motivation as dependent variable was having a no good fit as indicated F test value 
from the ANOVA table that is 2.278 insignificant at .133 level of s ignificance. 
Employee Engagement was having an insignificant cause and effect relationship 
with Employee Motivation as indicated by beta value from coefficient table that is 
.107 tested through T Test values of 1.509 insignificant at .133 level of significance. 
The model summary table indicated that independent variables Employee 
Engagement were explaining 1.1% variance in dependent Employee Motivation 
since the r square value from the table is .011 therefore null hypothesis was not 
rejected and no significant cause & effect relationship found between Employee 
Engagement and Employee Motivation.  

T - Test 

An independent - sample t-test is used when we want to compare the score, on 
some continuous variable, for two different groups of subjects. In this study, w e are 
comparing the level of employee engagement, Job satisfaction and motivation 
between male and female respondent. 

Table 7. Group Statistics  Table  

 GENDER N Mean Std. Deviation Std. Error Mean 

EE dimension1 MALE  122 33.2213 3.71842 .33665 

FEMALE 76 31.6316 3.71965 .42667 

JS dimension1 MALE  122 39.2541 5.62985 .50970 

FEMALE 76 38.4605 6.08482 .69798 

MOT dimension1 MALE  122 35.9508   5.77806 .52312 

FEMALE 76 36.1711 4.05097 .46468 

   

Table 8. Independent Samples Test  Table 

 Levene's Test 
for Equality of 

Variances 

t-test for Equality of Means 

F Sig. T Df Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 
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Difference 

Lower  Upper  

EE Equal 
variances 
assumed 

.004 .947 2.925 196 .004 1.58973 .54345 .51797 2.66149 

Equal 
variances 
not assumed 

  2.925 159.204 .004 1.58973 .54349 .51635 2.66312 

JS Equal 
variances 
assumed 

2.050 .154 .935 196 .351 .79357 .84876 -.88030 2.46744 

Equal 
variances 
not assumed 

  .918 149.898 .360 .79357 .86427 -.91416 2.50130 

MOT Equal 
variances 
assumed 

9.359 .003 -.291 196 .772 -.22023 .75778 -1.71468 1.27422 

Equal 
variances 
not assumed 

  -.315 193.212 .753 -.22023 .69970 -1.60027 1.15980 

H03: There is no difference in responses of employee engagement between male 
and female faculties.  

The output provides two t values, one assuming that the variances are equal and 
another assuming that the variances are unequal. To the left of the t ð test output is 
the òLeveneõs Test for Equality of Variances,ó which tests whether the variance are 
equal. Because in the ò Leveneõs  Test for equality of Variancesó F=.004 and the P> 
0.05 we used the ò Equal Variances assumedó test. The result indicate that there is 
statically significant difference found between the mean score for males and 
females (t=2.925, P=.004) for Employee Engagement therefore null hypothesis was 
rejected. 

H04: There is no difference in responses of Job satisfaction between male and 
female faculties.  

For Job Satisfaction Because in the òLeveneõs  Test for equality of Variancesó 
(F=2.050 and the P> 0.05), we used the òEqual Variances assumedó test. The result 
indicate that there is no statically significant difference between the mean score for 
males and females (t=.935, P=.351) for Job Satisfaction therefore null hypothesis 
was not rejected. 

H05: There is no difference in responses of motivation between male and female 
faculties.  

For Employee Motivation on the basis of òLeveneõs Test for equality of Variancesó 
(F=9.359, p=.003), we used the òEqual Variances not assumedó hypothesis. The 
result indicate that there is statically significant difference between the mean score 
for males and females (t=.193.212, P=.753) for Employee Motivation as the 
hypothesis is ôEqual Variances not assumedõ therefore null hypothesis was not 
rejected and it can be concluded that motivation varies between males and females. 

 



 

77 

 

CONCLUSION  

This study was conducted in the faculty members of Indian educational 
institutions. The educational institutes in India, generally used the traditional 
management practices which results into the lower involvement of employees in 
organizational work. Employee engagement is one phenomenon which is only 
going to develop when employees are more involved in their work. Satisfaction of 
employees have relationship with the Emp loyee Engagement as denotes by the 
result of this study but study explained that Employee Engagement have no 
relationship with the Employee Motivation. One of the possible reasons of this 
negative relationship is lower involvement of worker. The study also  explained that 
there is a gender difference in the opinion of faculty members for Employee 
Engagement and Employee Motivation but no difference was found for Job 
Satisfaction.  
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        ABSTRACT  

In India family businesses contribute significantly to the GDP. Despite their concentrated 
family ownership and control, their presence is critical to the growth and development of 
our economy. Our study has therefore proposed to explore the corporate governance 
practices of this crucial segment of public limited companies and assess their impact on 
financial performance of these firms. Our study is focusing on family owned business 
companies in India and adoption of best practices in Governance. A well governed company 
may get better financial performance and company valuation. The results of linear 
regression disclose that the companyõs CSR affect the EVA to a great extend. There is a 
significant relationship between the EVA and the corporate social responsibility on the basis 
of the data taken from the last five years. 

Keywords: EVA, Corporate Social responsibility, Family owned business  

 

INTRODUCTION  

Over the last decade, two important developments have affected the ways in which 
companies operate. Companies have found themselves being held responsible by 
society at large for matters that traditionally belonged to the boundaries of nation 
states. Non-economical themes that earlier could easily be disregarded when 
making business decisions have now become entangled with the day-to-day 
running of companies. This has pressured entrepreneurs of business families to run 
their companies more economically and rationally. The focus of this report is to 
bring together two major responsibilities that is transparency and operations.  

Conceptual Framework  

Economic value added  

In recent years maximizing shareholder value has become the new and widely 
accepted corporate paradigm. The studies that were done by Stern et al. (1991) and 
Stewart (1991, 1994) pioneered the advancement of Economic Value Added (EVA), 
a financial measurement for real economic value. These studies assert that EVA 
stands well out in the crowd as the single best measure of value creation for an 
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organization on a continuous basis. This notion is also supported by Ward and 
Price (2008). Subsequent to the establishment of EVA, many studies have reported 
the different uses and adoptions of EVA; these studies are emulated in the work of 
Sharma and Kumar (2010). Shareholders always expect business executives to 
create real economic value and wealth for their organisations, and accordingly, 
recompense these executives established on the economic value that has been 
created. Economic value added (EVA) is regarded as the true measure of economic 
value and has since been exercised as a tool for executivesõ compensation. Inherent 
to reimbursing executiv es on EVA, is the underlying assumption that executives 
were selected on their ability to create value. 
  
EVA = NOPAT adjusted - CMPC *CT adjusted      or,  
EVA = CT adjusted * (adjusted return of the capital - CMPC)  
 
Capital serve as the operational capital of the organization and it is determined as 
the sum between the demand of operational working capital (operational NFR = 
operational current assets ð current liabilities without interest) and the net value of 
the tangible assets (tangible assets value ð depreciation). 

In the õ80s and õ90s many indicators appeared which mirrored the value creation 
process. Some of the most known indicators were economic value added , market 
value added  , cash value added and shareholdersõ return etc. 

Corporate Social Responsibility  

Corporate Social Responsibility (CSR) is an old conception; it was first framed in 
the scientific literature by Bowen in 1953. He described CSR as follows: "it refers to 
the bond of the businessmen to pursue those politics, to make those decisions, or to 
follow those lines of actions which are desirable in terms of the objectives and 
values of society".  

However, it took until 1967 before the company was combined in the concept of 
CSR. This was a key development, which granted the company to use 
responsibility issues in business and management (Falck & Heblich, 2007). With the 
advent of augmented globalization the companies has taken social responsibilities 
as challenge and tried to maintain their distinctive image. It is no longer enough for 
companies to have the best products and the best service. Instead values and 
responsibility have become increasingly important elements of competition which 
means that it has recently become fashionable for companies to work with CSR. In 
recent years, there has been increased consensus that corporate social responsibility 
(CSR) is significant for the sustainable development of companies and society as a 
whole. Mersereau and Mottis (2011) found that CSR is increasingly incorporated 
into mission statements and prioritized in strategic configurations of modern 
organizations. According to a 2009 survey conducted on Fortune 500 firms, 
Corporate Social Responsibility has become an important and playing significant 
role in  corporate strategy plan. 

Sir Adrien Cadbury characterized Corporate Governance as a framework by which 
organizations are coordinated and disciplined. The part of shareholders' in 
administration is to choose the chiefs and the reviewers and to satisfy themselves 
that a fitting administration structur e is set up. Corporate Governance gives the 
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structure to characterizing, actualizing and taking after the organization's objectives 
and targets and guaranteeing responsibility to its shareholders and financial 
specialists. Hence, the executives play out the stewardship part and are the 
gatekeepers of the organization's advantages and have been enabled the power by 
the shareowners to follow up for their sake. A review which joined all the corporate 
administration parameters into blended file has reasoned tha t better administered 
firms are generally more gainful, more significant and pay out more money to their 
shareholders. 

 The parameters of corporate governance were classified as, 

i) Mandatory  
ii) Nonπmandatory parameters, 
iii) Parameters based on Voluntary Guidelines announced by the Ministry of 
Corporate 
Affairs in 2009 and 
iv) Parameters which went Beyond Compliance  
 
 
LITERATURE REVIEW  

Economic Value Added (EVA) and Corporate Social Responsibility (CSR) 

According to Current State of CSR Research, although the topic of Corporate 
Social Responsibility is actually not new; it has become a frequently used buzzword 
especially in the last decade.   

Blenheim, (2011) identified  two Classical approaches towards CSR  the 
instrumental approach and the ethical approach. The instrumental approach to CSR 
holds the position that companies engage in CSR only when their underlying 
motivation is the attainment of financial performance, while the ethical approach to 
CSR stated that companies engage in CSR because it was ôthe right thing to doõ 
according to some ethical pathway. 

Ameels, Anne (2008) found that if an organization is making positive EVA and 
MVA then it ought to work in synchronization with corporate social obligation. 
EVA is applicable in today's setting as these are the financial execution measures, 
which let us know in the matter of how much in genuine sense the organizations 
have made wealth for its stakeholders, furthermore regarding how productively 
they are using the capital raised from various resources. CSR is a company's 
commitment which is responsible for any negative effects caused by the operation 
of the company (Carroll, 1991; Jones et al., 2009).  

Reason& Bradbury, (2006) combined descriptive analysis with normative 
assumptions about the preferred institutional order and about corporate 
responsibility. This perspective is in line with an action research methodology, 
where researchers work with others to propose new courses of action to help 
communities improve their practice.  
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WBCSD, (2002) CSR as ôthe continuing commitment by business to behave 
ethically and contribute to economic development while improving the quality of 
life of the work force.  

Goldberg, (2009)  found that by improving structura l conditions like globalisation, 
political economic institutions and power relations may also improve the image of 
CSR .The extension of these results were explained in the study of Carroll, 1991; 
Jones et al., (2009) where the CSR often perceives partially or confined to 
community development and environmental protection activities. CSR is a 
company's commitment to responsible for any negative effects caused by the 
operation of the company. CSR has four dimensions, namely, economic, legal, 
ethical, and phi lanthropic.  

Laffer et al. (2004) establish the relationship between Corporate Social 
Responsibility and profitability and found that both these variables are not at all 
correlated.  A number of studies have been conducted in India to understand what 
corporate social responsibility (CSR) means in Indian context, what the belief of 
different stakeholders were and the drivers and barriers to adoption of CSR 
initiatives. Centre for Corporate Research and Training Institute (2001-2002) 
surveyed, through a struc tured questionnaire, and included 50 NSE listed 
companies. Results showed that about 57 percent of companies in the sample had a 
formally adopted ethics code. One third of the companies did not have a formally 
adopted code, while for 10 percent of the companies the information was not 
available. While talking about the perception of consumers towards CSR the results 
were contradictory. The study showed that the attitude and purchase intention of 
the consumers are positively associated with the knowledge of CSR. If the company 
shared transparent information then corporate image of the company may be 
enhanced (Wigley,2008). 

Kotonen (2009) highlighted that companies understand responsibility as a duty to 
act responsibly towards their stakeholders and CSR reporting as a response to 
stakeholdersõ expectations and demands. Studies by Stern et al. (1991) and Stewart 

(1991, 1994) studied that EVA stands well out in the crowd as the single best 
measure of value creation for an organization on a continuous basis. 

Pal and Sura, (2007) reviewed 25 empirical studies published in various journals 
related to relationship of EVA and stock returns. They have only reviewed the 
results of the studies and have not considered other issues prevalent in EVA 
research such as EVA-MVA relationship. While analysis they found that EVA and 
MVA are the two important measurement tools and more preferable nowdays as 
compared to traditional measures. 

     OBJECTIVES OF THE STUDY  

1. To compute EVA  

2. To tabulate the data of finance Variable and CSR 
3. To establish the relation between EVA and CSR.  
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  RESEARCH METHODOLOGY  

The study was causal and analytical in nature in this study used secondary data. 
The population of the company was all the biz, family companies listed in NSE 
from 2009-2013. The sample element was the individual family group.  

Tools used for data collection  

The secondary data was collected from the individual sites of firms listed in NSE 
for computing EVA. And for collecting the responses CSR the components of 
mandatory and non mandator y parameter was computed as   binary 
representation. If the parameter were present in the company then the qualitative 
value was yes and binary representation was  1 and the vice versa then qualitative 
value was no and binary representation was zero. 

Ho1- There is no relationship between EVA and CSR. 

 

RESULTS AND DISCUSSIONS  

Multiple Regressions Model  

Linkage Between EVA And CSR : In Family Owned Business  

Table 1: Regression Analysis For Ev aluating The Linkage Between EVA  An d CSR For 
Year 2009 

  MP1 MP2 NM P1 NMP2  NMP3  NMP4  NMP5  NMP6  

Beta Value -.203 .011 .198 .536 .466 .321 -.429 -.552 

Value of F 1.555 1.55 2.427 2.427 2.427 2.427 2.427 2.427 

Significance  .273a .273a .273a .273a .273a .273a .273a .273a 

Value of T -.543 .038 258 808. 1.745 1.222. .1.270 1.756 

Significance 60.2% 97.0% 43.8% 12..2% 6.1% 25.5% 17.7% 4.9% 

R square .609 .609 .593 .593 .593 .593 .593 .593 

 
Table 2: Regression Analysis for evaluating the linkage  between EVA and CSR For The 

Year 2010 

  MP1 MP2 NMP1  NMP2  NMP3  NMP4  NMP5  NMP6  

Beta Value -.378 .113 .198 .536 .436 .321 -429. -.552 

Value of F 1.339 1.339 1.453 1.453 1.453 1.453 1.453 1.453 

Significance .294a .294a .283a .283a .283a .283a .283a .283a 

Value of T -1.542 -.462 .269 1.331 1.681 1.009 -.824 1.806 

Significance 14.6% 65.2% 54.3% 21.9% 12.4% 33.7% 42.9% 10.1% 

R square .161 .161 .466 .466 .466 .466 .466 .466 

Table 3: Regression Analysis for evaluating the linkage between EVA and CSR For The 
Year 2011 

  MP1 MP2 NMP1  NMP2  NMP3  NMP4  NMP5  NMP6  

Beta Value -.378 .113 -.086 .391 .532 .333 -.160 -.574 

Value of F 1.959 1.959 1.632 1.632 1.632 1.632 1.632 1.632 

Significance  .178a .178a .238a .238a .238a .238a .238a .238a 

Value of T -1.828 -.657 .315 1.142 2.160 1.122 -.575 -2.086 
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Significance 8.9% 52.2%% 54.3% 21.9% 12.4% 33.7% 42.9% 10.1% 

R square ..219 .219 .493 .493 .493 .493 .493 .493 

 
 

Table 4: Regression Analysis for evaluating the linkage between EVA and CSR For The 
Year 2012 

  MP1 MP2 NMP1  NMP2  NMP3  NMP4  NMP5  NMP6  

Beta Value -.420 -.226 -.047 .195 .494 .373 -.091 -.495 

Value of F 2.184 2.184 1.228 1.228 1.228 1.228 1.228 1.228 

Significance  .149a .149a .347a .347a .347a .347a .347a .347a 

Value of T -1.796 -.967 -.162 .538 1.896 1.188 .308 -1.702 

Significance 9.4% 35.0% 54.3% 21.9% 12.4% 33.7% 42.9% 10.1% 

R square ..238 .238 .435 .435 .435 .435 .435 .435 

¶ Mandatory Independent Variable  

× MP1 Discloser  
× MP2 CEO certification  

 

¶ Non - Mandatory Independent Variable  

× NMP1  TENURE OF INDEPENDENT DIRECTORS (independent variable) 
× NMP2  Remuneration committee (independent vari able) 
× NMP3 DECLARATION OF HALF YEARLY FINANCIAL PERFORMNCE 

(independent variable)  
× NMP4  REGIME OF UNQUALIFIED FINANCIAL STATEMENT 

(independent variable)  
× NMP5  TRAINING OF BOARD MEMBERS (independent variable)  
× NMP6 EVALUATION OF NON -EXECUTIVE BOAED MEMBERS 

(independent variable) 
 

Dependent Variable  

Economic Value Added (EVA)   

The multiple regressions are applied between independent and dependent variable. 
Board of director (independent variable), Audit committee (independent variable), 
Subsidiaries Company (ind ependent variable), Discloser (independent variable), 
CEO certification (independent variable), Tenure Of Independent Directors 
(Independent Variable), Remuneration Committee (Independent Variable), 
Declaration Of Half Yearly Financial Performnce (Independ ent Variable), Regime 
Of Unqualified Financial Statement (Independent Variable), Training Of Board 
Members (Independent Variable), Evaluation Of Non, Executive Boaed Members 
(Independent Variable), Whistle Blower Policy are taken as independent variables 
and Economic Value Added is taken as dependent variable. 
 

MODEL OF EVA V/S MANDATORY AND NON MANDATORY FOR THE 
YEAR 2009 
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The  r2 value for the year 2009 for mandatory parameter was found to be .609  
indicating that both  the  independent variables taken tog ether explain only 60% of 
the total variance in the dependent variable i.e. EVA. The goodness of fit for the 
model is tested by using ANOVA and the F -value is 1.555  which is significant at 
27.3% level of significance, indicating that the model does not has high fit. Hence 
the null hypothesis that òCorporate Social Responsibility does not has impact on 
EVAó is accepted. 

The  r2 value for the year 2009 for  non - mandatory parameter was found to be .593  
indicating that both  the  independent variables taken  together explain only 59.3% 
of the total variance in the dependent variable i.e. EVA. The goodness of fit for the 
model is tested by using ANOVA and the F -value is 2.427  which is significant at 
27.3% level of significance, indicating that the model does not has high fit. Hence 
the null hypothesis that òCorporate Social Responsibility does not has impact on 
EVAó is accepted.  

 Since all the statistics are insignificant and the ȁ value for NMP2 is highest among 
the all independent variable in mandatory and non mandatory parameter shows 
that NMP2 is dominant parameter. The contribution of individual independent 
variables is evaluated through computation of ȁ and was tested for significance 
using t-test. 

MODEL OF EVA V/S MANDATORY AND NON MANDATORY FOR THE 
YEAR 2010 

The  r2 value for the year 2010 for mandatory parameter was found to be .161  
indicating that both  the  independent variables taken together explain only 16.1%  
of the total variance in the dependent variable i.e. EVA. The goodness of fit for the 
model is tested by using ANOVA and the F -value is 1.339  which is significant at 
29.4% level of significance, indicating that the model does not has high fit. Hence 
the null hypothesis that òCORPORATE SOCIAL RESPONSIBILITY does not have 
impact on EVAó is accepted. 

The  r2 value for the year 2010 for  NON - mandatory parameter was found to be 
.466  indicating that both  the  independent variables taken together explain onl y 
46.6% of the total variance in the dependent variable i.e. EVA. The goodness of fit 
for the model is tested by using ANOVA and the F -value is 1.453  which is 
significant at 28.3% level of significance, indicating that the model does not has 
high fit. Hen ce the null hypothesis that òCORPORATE SOCIAL RESPONSIBILITY 
does not have impact on EVAó is accepted.  

 Since all the statistics are insignificant and the ȁ value for NMP2 is highest among 
the all independent variable in mandatory and non mandatory parame ter shows 
that NMP2 is dominant parameter. The contribution of individual independent 
variables is evaluated through computation of ȁ and was tested for significance 
using t-test. 

MODEL OF EVA V/S MANDATORY AND NON MANDATORY FOR THE 
YEAR 2011 
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The  r2 value for the year 2011 for mandatory parameter was found to be .219  
indicating that both  the  independent variables taken together explain only 21.9% 
of the total variance in the dependent variable i.e. EVA. The goodness of fit for the 
model is tested by using ANOVA and the F -value is 1.959  which is significant at 
17.8% level of significance, indicating that the model does not has high fit. Hence 
the null hypothesis that òCORPORATE SOCIAL RESPONSIBILITY does not have 
impact on EVAó is accepted. 

The  r2 value for the year 2011 for  NON - mandatory parameter was found to be 
.493  indicating that both  the  independent variables taken together explain only 
49.3% of the total variance in the dependent variable i.e. EVA. The goodness of fit 
for the model is tested by using ANOVA and the F -value is 1.632  which is 
significant at 23.8% level of significance, indicating that the model does not has 
high fit. Hence the null hypothesis that òCORPORATE SOCIAL RESPONSIBILITY 
does not have impact on EVAó is accepted.  

 SINCE all the statistics are insignificant and the ȁ value for NMP3 is highest 
among the all independent variable in mandatory and non mandatory parameter 
shows that NMP3 is dominant parameter. The contribution of individual 
independent variables is evaluated through computation of ȁ and was tested for 
significance using t-test. 

MODEL OF EVA V/S MANDATORY AND NON MANDATORY FOR THE 
YEAR 2012 

The  r2 value for the year 2012 for mandatory parameter was found to be .238  
indicating that both  the  independent varia bles taken together explain only 23.8% 
of the total variance in the dependent variable i.e. EVA. The goodness of fit for the 
model is tested by using ANOVA and the F -value is 2.184  which is significant at 
14.8% level of significance, indicating that the model does not has high fit. Hence 
the null hypothesis that òCORPORATE SOCIAL RESPONSIBILITY does not have 
impact on EVAó is accepted. 

The  r2 value for the year 2012 for  NON - mandatory parameter was found to be 
.238  indicating that both  the  independent variables taken together explain only 
23.8% of the total variance in the dependent variable i.e. EVA. The goodness of fit 
for the model is tested by using ANOVA and the F -value is 1.228  which is 
significant at 34.7% level of significance, indicating that the model does not has 
high fit. Hence the null hypothesis that òCORPORATE SOCIAL RESPONSIBILITY 
does not have impact on EVAó is accepted.  Since, all the statistics are insignificant 
and the ȁ value for NMP3 is highest among the all independent variable in 
mandatory and non mandatory parameter shows that NMP3 is dominant 
parameter. The contribution of individual independent variables is evaluated 
through computation of ȁ and was tested for significance using t-test. 

 
LIMITATION OF THE STUDY  
 

1) It must be considered that the present study covers only 43 companies that 
are listed in the NSE for the last 5 years.  



 

87 

 

2) The study is related to five financial years onl y namely, 2009-2010, 2010-2011, 
2011-2012, 2012-2013 spanning 60 months. The time period of the study could 
be increased. 

3) Since huge volume of data to be analyzed, the research included only a few 
selected companies that ensure data availability for all the five year period 
ensuring randomness. The number of companies can be increased. 

4) Only NSE 50 companies are analyzed. For wide study, different indices can 
also be included. 

5) Apart from family owned biz houses the researchers may replicate the same 
study by  doing cross sectional analysis.  
 

 

CONCLUSION  

This study has tested empirically linkage between EVA and CSR through Linear 
model. The Linear regression was applied between the EVA and CSR and multiple 
regression was applied between the determinants of EVA (operating profit, 
depreciation, gross profit, LIFO adjustment, taxes, NOPAT, debt, equity, operating 
leverage, financial leverage, combined leverage, capital structure) t. The results of 
linear regression disclose that the companyõs CSR affect the EVA to a great extend. 
There is a significant relationship between the EVA and the corporate social 
responsibility on the basis of the data taken from the last five years. The results of 
multiple regressions, which were applied between the determinants of EVA an d 
CSR, disclose that there is no significant relationship between the EVA and CSR. In 
India financial managers typically view CSR play as an important part to manage 
EVA. 
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ABSTRACT  
 
This study examines the role perceptions of full-time faculty members at a community 
college, including role conflicts and levels of job satisfaction. The result indicated no 
significant gender differences on any scale, and the only significant ethnic difference was 
obtained in role conflict. The details are discussed in the paper. 
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INTRODUCTION  

According to role theory (Sarbin & Allen, 1969), it is likely that faculty membersõ 
role perceptions affect their teaching styles and, consequently, effectiveness of 
teaching. Given the increasing numbers of women and minority students, 
particularly at the community college level, and the need for women and minority 
faculty, it is appropriate to explore the perceived profe ssional roles of faculty at 
these institutions. Very little quantitative or qualitative research has been done to 
investigate community college faculty (Thomas & Asunka, 1995). Thus, it is helpful 
to understand how community college faculty members view th eir respective roles 
and responsibilities in order to meet their own needs and the needs of the college 
and its students (Toman, 1995). Role perceptions often influence faculty 
performance in their duties as educators. If professional roles are socially 
constructed, then the institution, students, colleagues and discipline should have a 
transactional influence on the roles of community college faculty. The results of this 
study contribute insight into the role perceptions, expectations, conflicts, and 
satisfactions within community college teaching, and the effects of gender and 
ethnicity.  

Currently, more is known about the status of students than about the status of 
faculty in American colleges and universities (Altbach & Lomotey, 1991). Also, it 
has been projected that whereas student enrollment in higher education will 
increase in the coming decade, there will be a decline in the availability of faculty, 
especially those from minority groups (Hudson Institute, 1990). The combination of 
the limited knowledg e about faculty in higher education and the projected shortage 
in their availability call for more studies of faculty in American colleges and 
universities.  
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It is important to consider the satisfaction with their roles. Satisfied faculty 
members provide a source of strength and identity to the college atmosphere. 
Abraham (1994) found that instructors with high and medium levels of job 
satisfaction were more effective than those with low job satisfaction. Job satisfaction 
was independent of length of service and related solely to an individualõs attitude 
toward his or her job. Additionally, satisfied faculty perceived their roles as more 
instrumental in helping students expand their educational goals.  

Research on minority faculty role issues began in the 1980s with Payne (1985) who 
examined the role perceptions of African American faculty in higher education and 
found no significant differences in minority perceptions of their roles. Swoboda 
(1990) found opposing results to the Payne study. Minority faculty in  this study 
reported their role perceptions to be more stressful due to the extra demands 
placed on them by their minority status. More recently, Toman (1995) conducted a 
qualitative study on role perceptions at one community college and found that 
minorit y faculty often perceive themselves to be role models for minority students 
and invest themselves in student progress in ways that exceed the contractual 
obligations of the institution. The excessive demands were perceived to be 
necessary and stressful, yet rewarding depending on student success. Lastly, 
Thomas & Asunka (1995) found that women and minority faculty at a 
predominantly white institution felt relatively good about their jobs.  

This study will extend these prior efforts first by combining quantit ative and 
qualitative methodologies, and second by focusing on the perceived roles of 
women and minority faculty. Furthermore, examining the role expectations of 
women and minority faculty has even greater relevance at a community college 
where women and m inority faculty serve the needs of a student population that is 
both largely female and minority.  

 

METHODOLOGY  

The Faculty Survey for this study was adapted from three pre -existing scales: the 
first eight items of the survey collected demographic informati on: gender, ethnicity, 
age, educational level, years of teaching experience at the college/university level, 
number of classes taught per semester, instructional area, and percentage of time 
spent in teaching, advising, administration, committees, and othe r job-related 
responsibilities. Items 9-37 were taken from Rizzo, House, and Lirtzmanõs Role 
Ambiguity and Role Conflict Scales (1970); items 38-55, from Koeske & Koeskeõs Job 
Satisfaction Scale (1993); and items 56-75, a satisfaction scale taken from the Purdue 
Teacher Opinionnaire by Bentley & Rempel (1980). Thus, the Faculty Survey used 
in this study was a 75-item questionnaire comprised of three scales measuring role 
conflict and ambiguity, general job satisfaction, and teaching satisfaction. 

In additio n to the Faculty Survey, four focus groups were conducted to gather more 
descriptive and specific information from faculty members on their role 
perceptions. Participating faculty members were asked to provide information on 
how they view their roles, thei r levels of job satisfaction, and their respective coping 
mechanisms to resolve any role conflicts. A research assistant was utilized for data 
analysis of the transcripts. Audiotapes and transcripts were reviewed by the 
researcher and the assistant to insure compatible interpretations of data. Focus 
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groups were based on ethnicity (white, black) and gender (male, female) for a total 
of four groups, each consisting of four to six members. The duration of the groups 
was approximately one hour and took place in  conference rooms on campus during 
the day. Questions for the focus groups were semi-structured and all groups 
received the same questions. Questions were followed up with probing and 
encouraged discussion of issues.  

The following questions guided the gro up meetings:  

1) How do you generally feel about the work you do as faculty members?  
2) What provides you with the most satisfaction in your job?  
3) What kinds of dissatisfactions/frustrations do you experience in your job?  
4) What kinds of things do you do  to resolve your frustrations?  
5) Do you perceive your job responsibilities to be different than that of other faculty              
    members? If so, how are they different? 

 
 

ANALYSIS OF DATA  

The descriptive data from the questionnaires are reported in frequency 
distributions and percent of responses. Responses were analyzed, interpreted, and 
described across ethnic groups and genders. Analysis of variance (ANOVA) was 
used to determine any group differences as well as correlations to determine the 
strength of the relationship between variables of interest. Additionally, regression 
analyses were performed to determine the contribution of predictor variables.   

 

RESULTS 

First Hypothesis  

The first hypothesis contends that women and minority faculty will have different 
role perceptions at the community college. Results from the survey did not support 
any differences between genders across the three scales (role conflict, job 
satisfaction, teaching satisfaction); however, significant differences were found 
among ethnic groups on the role conflict scale. The focus groups yielded different 
but supporting evidence of this hypothesis. White males did not perceive any 
gender or ethnic differences in faculty roles while both black males and white 
females did. Black females reported similar perceptions to that of white males; that 
is, there were no perceived differences in roles. 

Second Hypothesis  

The second hypothesis in this study contends that the different role perceptions of 
women and minority faculty lead to greate r role conflict within these faculty 
members. Results from the survey revealed no significant differences between 
genders, with the means and standard deviations being almost identical (males = 
119.87/15.57, females = 119.22/14.27), thus this hypothesis was not supported. 
However, the survey revealed significant differences in role conflict among all 
ethnic groups except for Blacks and American Indians at the .05 level. Asians, 
Hispanics, and whites reported the highest levels of role conflict, respectively , with 
Blacks and American Indians reporting the lowest. The black male and white 
female focus groups reported greater levels of role conflict while black females and 



 

92 

 

white males reported lower and equal levels. Thus, the quantitative and qualitative 
data produced discrepant results for this hypothesis.  
 
Third Hypothesis  
The third hypothesis states that the perceived levels of stress due to role conflict 
will be viewed negatively by some faculty members and positively by others. This 
hypothesis was wholeheartedly supported by the responses generated by the focus 
group members. Given the reported role conflict issues of the individual faculty 
members in the focus groups, some faculty members embraced their respective 
frustrations as a challenge and worked wit hin the limits the job imposed upon them 
while others reported their frustrations within a more helpless and continual state 
of stress. For example, one positive view of role-conflict -related stress is reported 
by one white male faculty member (Joe) who is verbalizing his concerns with 
student retention:  

I recognize that not everybody here is going to make it but that still doesnõt make it 
easy when they donõt. They commit a form of suicide when they donõt get an 
education, by not preparing themselves to make the most of the life that they have 
and thatõs depressing. But I try to recognize the fact that it is their decision. I have 
to live with that and I can't change it no matter how bad I may feel for them. And 
the fact that my life isn't based, in terms of my satisfaction, on whether everyone 
succeeds or fails, that I have other things I've done in my life that are also 
meaningful -- those things are uplifting. And again, the one person who calls you 
up once a year and says, "I did this," often is enough to compensate for the 30 who 
in the same class who did nothing. So, you take a small amount of satisfaction and 
you stretch it a long way.  

A black female group member (Diana) stated with regard to her frustration with 
the same issue: 

Thereõs a lot of dissatisfaction here, but thereõs a lot of time to try to be creative; so 
that you can be more proactive in what youõre doing? Just because of the minority 
population on this campus. So as a result of that weõre not going to be sitting there, 
being frustrated. Iõm sitting here trying to be creative and thinking of ways to keep 
students in the mainstream and to keep them challenged so that they will complete 
what theyõve set their mind to do. 

Conversely, one white female group member (Gina) verbalizes her negative 
perception of job stress in this statement: 

òI feel frustrated that students come and go so quickly. So I try to get to know them 
as well as I can in the time that theyõre here, but thereõs not a whole lot you can do. 
Thatõs the structure of the community college system. Thatõs just one of the 
unfortunate things you have to get used to.ó 

Fourth Hypothesis  
The fourth hypothesis contends that women and minority faculty will report lower 
levels of job satisfaction than other faculty. Survey results revealed no significant 
differences between genders, and in fact the mean of the women is slightly higher 
(males = 88.49, females = 92.13), indicating slightly higher levels of job satisfaction. 
No significant differences were found among ethnic groups on the job sa tisfaction 
scale. In fact, Asians reported the highest levels of job satisfaction (mean = 103.50), 
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with Blacks, Whites, Hispanics, and Native Americans following (means = 97.83, 
90.35, 88.75, and 71.00). Thus, the results from the survey do not support this 
hypothesis. Similarly, the focus groups did not seem to differ in their overall 
reported levels of job satisfaction. All of the faculty members interviewed reported 
being very satisfied in their respective positions. However, the reported frustrations 
and dissatisfactions were more numerous and lengthy for the black male and white 
female groups. Apparently, these groups are experiencing greater amounts of role 
conflict in terms of the demands of the job, lack of personal time, and institutional 
racism and sexism. The overall responses of the white male and black female 
groups were more positive and similar.  

 

SUMMARY AND CONCLUSIONS  

A Quantitative & Qualitative Integration  

It is notable that, in many areas, the quantitative and qualitative data from this 
study present conflicting results. Based on the analysis of the survey data, no 
significant gender differences were obtained on any scale, and the only significant 
ethnic difference was obtained in role conflict. However, as indicated earlier, the 
limited pa rticipation of minority respondents makes it difficult to warrant drawing 
a valid inference or conclusion from the findings of this study for minority 
populations. Conversely, the focus groups generated data that was rich with 
perceived differences in roles. 

In this specific study, significant findings were limited to the qualitative data of the 
focus groups, which may or may not reflect the perceptions of the larger 
populations. With this in mind, the primary conclusion drawn from this study is 
that the faculty at this particular community college are generally satisfied with 
their roles. Those faculty members who responded to the study were, in general, 
comfortable with their perceptions of themselves as teachers and also believed that 
they played an impor tant role in helping students to reach their academic and 
personal goals. Their respective levels of satisfaction were largely determined by 
their perceptions of their studentsõ academic successes and failures. Faculty 
members enjoy teaching and supporting students in their efforts, and the feedback 
they receive from students ultimately helps faculty members determine their levels 
of job satisfaction. Thus, student interaction becomes the primary resource for 
determining faculty job satisfaction.  

A second major finding of this study, which deserves attention, is that race and 
gender do interact and have an impact on faculty perceptions of roles. In fact, at 
this institution there is evidence that the white male faculty members have more in 
common with the bl ack female faculty members, and the black male faculty 
members have more in common with the white female faculty members in terms of 
the perceptions of their respective roles. 

In keeping with previous research, the faculty members at this institution repor ted 
that the goal of the community college is different than that of four -year institutions 
in higher education. Most faculty see their work as providing educational 
opportunities for disadvantaged students; thus they derive satisfaction from the 
successes of these students. In each of the four groups, members expressed a great 
deal of concern and perceived responsibility for their studentsõ achievement. As 
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they generally stated, many of the students were there in a non traditional sense 
seeking a second chance at obtaining an education or attempting to gain an 
education under circumstances that were difficult or non traditional. At this 
college, students are generally perceived as being too numerous and under-
prepared. As expected, faculty become frustrated with their lack of success in such 
an institution which is intended to provide an avenue for these students to become 
successful. Due to the feelings of frustration experienced by these faculties, many 
become detached from taking personal responsibility f or student failures, while 
others assume additional responsibility for the success of these students, resulting 
in additional stress and role conflict for those faculties.  

Furthermore, there is consensus in the perceived difficulty to reach some of the 
students who need help the most, especially black males. Many of the faculty also 
expressed frustration with the administrative process and administrative members 
because they perceived them as barriers to assisting the students. Spanning each 
group was a tone of frustration with a bureaucratic system and uncooperative 
administration for denying them additional opportunities to reach students whom 
they already felt were in precarious educational positions. Even with these 
perceived setbacks, the smaller successes with individual students tends to 
outweigh the more numerous and regular failures that faculty experience.  

With the exception of the white males, all other groups reported taking the 
initiative to meet student needs beyond the scope of their assigned duties. This 
agrees with previous findings and has been called the ethno-humanist role 
(Lomotey, 1994). In fact, the faculty members at this college have mentioned 
sacrificing personal time, professional time, and money to meet student needs. In 
particular,  black males discussed at length their strategies for connecting with and 
helping black male students, whom they see as struggling with similar issues 
within the institution.  

Lastly, the results of this study agree strongly with Swobodaõs (1990) in which 
minority faculty were expected to carry disproportionately high teaching, advising, 
and service loads; they were often victims of racism or sexism; and they felt cut off 
from a range of networks and supportive services. In particular, black male and 
white f emale faculty members reported having these same difficulties in this study. 
Black male faculty members spoke at length about institutional racism, higher 
service loads, and lack of network with other minority faculty and minority 
students. White female faculty members discussed institutional sexism and lack of 
personal time due to high teaching demands and lack of administrative support. 
Interestingly, black female faculty members also mentioned some of these issues 
subtly but did not report them to be str essful or conflicting in their respective roles.  

Practical Implications & Future Directions  

In general, based on the findings of this study, the faculty members at this 
institution were satisfied with their jobs and their perception of their individual 
roles. The survey did not demonstrate significant race and gender differences in the 
role conflict or job satisfaction domains. The focus group interviews did not differ 
from the survey with regards to job satisfaction; however, they revealed differences 
in the role conflict domain.  
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Specifically, white male faculty reported frustration with regards to student 
retention, while black males reported frustration in the lack of minority faculty at 
the college and a lack of community with black male students. White females 
reported frustrations in the areas of student retention and lack of time/support 
services while black females report frustration primarily in the area of lack of 
funding. The white male and black female groups did not perceive their roles to be 
dif ferent than other groups while the black male and white female groups 
perceived role differences based on race or gender. 

The results of this study clearly call for further investigation of these respective 
gender/minority groups and the perceived differen ces among them in the realm of 
higher education. A more in -depth study of other groups who were not 
represented in the qualitative aspect of this study is also warranted.  

Minority response for this study was very low as should be anticipated at any 
institu tion that is composed of a limited minority representation. It is quite possible 
that members of minority groups who are in a position where their representation 
is very limited would not be comfortable in responding to surveys or interviews 
concerning their jobs, particularly if they do not perceive a feeling of security 
within that job. With this in mind, research in this area may be severely limited if it 
does not tap the very subjects who potentially exhibit the highest levels of role 
conflict and/or lo wer levels of job satisfaction. 

With regards to the problem of student retention, all groups interviewed, with the 
exception of black females, reported concern and frustration in this area. The low 
rate of student retention is an unfortunate reality at the  community college. The 
open admissions system at community colleges yields an influx of large numbers of 
students with varied backgrounds. This, in itself, has the potential for an increase in 
the likelihood of teacher and student failures, thus resulting  in low retention rate. 
Due to this dilemma, support should be given to faculty members (especially new 
faculty) on how to accommodate this norm into their personal definitions of job 
satisfaction and success. Also, the faculty and administration should be encouraged 
to develop a mentoring system within the respective departments. This would 
enable both the faculty members and students to benefit from the emotional and 
academic support needed to enhance the pursuit of academic and personal goals. 

Additional ly, the different coping mechanisms cited by different faculty members 
should be further explored both quantitatively and qualitatively. It is worth 
investigating why different faculty members (based on ethnicity and gender) cited 
different coping mechanis ms for dealing with student failure/retention. It is also 
worth investigating why some of these options may not even be considered by 
certain faculty members. Such information would further enhance our 
understanding of how different faculty members perceiv e their roles. For some 
faculty members, their perceived duties may end with teaching in the classroom. It 
would, therefore, be useful to examine the differences in faculty that perceive their 
roles to expand beyond the contractual obligations of the job to better understand 
those who take on additional responsibilities at their own personal choice, and 
often, expense. 

The equality in the proportion of male and female faculty members at this college 
may have attenuated any potential significant gender diffe rences in the results of 
this particular study. In institutions where there are adequate or proportional 
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representations of minority groups (race or gender), there is greater opportunity for 
equality of responses. In fact, for this study, more women (103) responded to the 
survey than men (74). Future research should investigate differences between 
institutions that possess equal representation of minority groups and institutions 
which consist of a more sparse minority representation. Such an investigation 
would allow researchers to determine the impact that group size has on the job-
related variables such as role conflict and job satisfaction. It would also be 
interesting to investigate these differences at the four-year institutional level.  

Also, recommendations for future research include further work with broader 
based populations of teachers in higher education. Conceivably, more experienced 
instructors have different needs and expectations than do their less experienced 
colleagues. It would be valuable to determine if the processes leading to job 
satisfaction are similar or different for teachers beginning their careers, at the 
middle of their careers, or at the end of their careers. 

Because many of the role perceptions of this study were affected by race and 
gender interactions, it is important to take into account these factors in faculty 
members' induction into higher education. All of the focus groups in this study 
mentioned a concern with a lack of administrative support. Thus, improving 
communication  between faculty members and administrators might be a way to 
facilitate the collegeõs educational goals. Teaching administrators how to learn and 
meet the needs of the minority groups of faculty in the college could prove to be of 
great benefit. Concerns should focus on how such needs differ across race and 
gender groups, and how administrative actions or college policies affect these 
different groups.  

According to the data, differing role perceptions were discovered to exist among 
faculty members. The variance in role perceptions was based on the gender and 
race of the faculty members who participated in the study; however, the clarity of 
how these role perceptions relate to levels of job satisfaction is ambiguous. Based 
on the results of this study, the relationship between role conflict and job 
satisfaction is inconclusive. Those faculty members who reported experiencing 
greater role conflict and, subsequently, more stress, nevertheless seemed to be 
satisfied in their roles. In fact, in accordance with pr evious research, the findings of 
this study may suggest that greater stress could conceivably motivate certain 
faculty members to embrace the challenge of their roles, or indeed, that stress may 
not be the significant factor in determining job satisfaction . The data from this 
study contributes to a better understanding of the role conflict construct, 
particularly as it relates to job satisfaction. 

Lastly, the results from this study support the need for combining qualitative and 
quantitative methodologies. The previous, more in-depth, quantitative studies may 
be missing valuable data that the qualitative interviews of this study are extracting, 
particularly in institutions where the numbers of minority faculty are limited. Also, 
within an institution such as  this one, which accommodates a greater number of 
minority students, job satisfaction becomes a critical issue to examine since the 
efficiency of student education is affected. Satisfied faculty will undoubtedly 
respond in a more effective manner to the needs of their students, as well as to the 
needs of the institution, and to other faculty members.  
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ABSTRACT  
In past,  banking sector has traditionally operated in a stable environment. Time to time 
there were lots of development, changes, improvement on its technological front creating 
high competition within the banks. The current research examines the relationship between 
role stress and job satisfaction within the banking sector in Gwalior region. The data were 
collected from 250 bank employees. The result indicated the significant cause and effect 
relationships between role stress and job satisfaction. 
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INTRODUCTION  
 
The word ôStressõ refers to a state of deviation from normal state due to unplanned 
work process resulting into f ailures and non-accomplishment of goals. According 
to Douglas [1980], stress is defined as any situation that places special physical or 
psychological demand upon a person. Role stress is a negative consequence of role 
stressors, which places special demands on a person. In modern living stress is 
unavoidable. Stress is a condition of tension that has a direct deal on emotions, 
thought process and physical conditions of a person. Stress experienced by one 
employee can affect the safety of other employees. It has psychologically and 
physiologically damaging for any organization.  

Job satisfaction is a term used to describe how content an individual is with their 
job. Job Satisfaction also refers to the employeeõs general attitude towards his job. 
According to Locke (1976), a positive emotional state that resulting from anyone 
appraisal of job or job experience is Job Satisfaction. According to Herzberg, 
intrinsic factors are those factors which are connected to internal satisfaction which 
are also treated as motivators and satisfiers. According to Robbins and Sanghi 
(2006), ôRole stress is a collection of feelings that an individual carries toward one 
jobõ. 

The Relation between Role Stress and Job Satisfaction  

Relation between job satisfaction and role stress has been well defined in as a 
negative one by many researchers. Role stress is when low levels of job satisfaction. 
Many researchers have studied the relationship between job satisfaction and role 
stress and have found that role stress is significantly and negatively related to job 
satisfaction. 
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In the role theory, an individualõs role stress divided into many types such as role 
conflict and role ambiguity (Ho et al., 2009) etc. Role conflict relates to a type of role 
demand when two or more sets of role pressures exist in an individualõs workplace, 
and fulfillment with one role would make fulfillment with another difficult. 
(Jawahar et al., 2007). While Role ambiguity refers to role lacking information 
concerning duties, powers, authority and to perform oneõs role (Bashir and Ramay, 
2010). Ambiguity or role conflict will result in an undesirable situation in the 
organization.  

 
REVIEW  OF LITERATURE  
Selye, (1974) defined Stress as a stimulus that triggers psychological or physical 
stress reactions, such as cardio -vascular or anxiety problems. Stress is a specific 
physical and psychological reaction to acute or enduring demands. Kahn and 
Quinn, (1970) òstress was the outcome of fact of the assigned work role that caused 
harmful effect for individual. Occupation al stress considered as harmful factor of 
the work environment.ó Jayashree, R. (2010) elaborated that stress caused when a 
person is subjected to extreme expectations, unusual situations, pressures or 
demands that are difficult to handle. Sharma,( 2007) explained Burnout as a state of 
mental, physical and emotional  exhaustion, usually resulting from chronic and 
persistent stress. Halkos and Bousinakis, (2010) Job stress always be seen as an 
unpleasant emotional situation that employee experience when the need of work 
either related or not related cannot be counter balance with the ability to resolve 
them. Caplan et al., (1964) found that the presence of supportive peer groups and 
supportive relationships with supervisors are negatively correlated with Role 
Conflict.  

Hendel & Horn, (2008) explained the subjective nature of stress, and  stating it 
involves the employee's active interpretation of his objective circumstances. 
Potential stressors are not inherently severe or negative; individual differences in 
cognitive appraisal and coping style allow for the same stressor to be experienced 
by some as challenge and by others as hindrance. Beheshtifar, et al. (2011) 
considered stress to be an individual's internal response to stressors and is 
characterized by arousal and displeasure. There were five sources of stress: (1) 

intrinsic to the job,  (2) role in the organization,  (3) career development, (4) 

relationships at work, and  (5) organizational structure and climate.  

Piko, 2006; Chang, et al., (2009). There were three types of RS (1) role ambiguity, (2) 
role conflict, (3) role overload. Role Conflict (RC) had been defined as the 
simultaneous occurrence of two (or more than two) groups of pressures such that 
compliance with one would make more difficult compliance w ith the other. Role 
Ambiguity (RA)  had been defined as the degree of vagueness, ambiguity, or un 
clarity in desired  expectations that creates difficulties for a person to fulfill 
requirements. RA occurs when a person does not have access to sufficient 
info rmation to perform his role as a service employee adequately. Role Overload 
(RO) as the extent to which time and resources prove inadequate to meet 
expectations of commitments and obligations to fulfill a role. Ahsan et al. (2009) 
conducted a study which i nvestigated the relationship between job satisfaction and 
job stress. The determinants of job stress were examined under this study include, 
performance pressure, a management role in the organization, pressure of 
extensive work, relationship with differen t people in the organization, , homework 
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interface and role ambiguity.  JS is about how employees feel about various aspects 
of the job. Judge & Bono, (2001); Best & Thurston, 2004 There were two dimensions 
of JS. They are internal satisfaction and external satisfaction. Internal Satisfaction: 
sense of achievement obtained from work, ethical values of the work, the 
opportunities to demonstrate abilities, opportunities to provide services. External 
Satisfaction: salary, unobstructed channels for promotion, wo rk environment and  
equipment .  

Weiss and Cropanzano (1996) Job satisfaction represents a person's evaluation of 
one's job and work context. This definition is still being debated. It focuses the very 
popular view that JS is an evaluation and represents both belief and feelings. 
Luthans (1989) stated that job satisfaction  is a pleasurable, or positive emotional 
state resulting from the appraisal of one's job, or job experience, and is the result of 
the employee's perception of how well the job provides thos e things which are 
viewed as important. Kahn et al., (1964) explained that stress becomes problematic 
and potentially harmful when they challenge teachers face outpaces their perceived 
ability to cope, or when they perceive that their important needs are n ot being met. 
Miles and Perrault (1976) stresses that the interpersonal relationships within the 
department and between the departments create qualitative difficulties within the 
organization to a great extent resulting into several role conflict like Inte r sender 
role conflict,  Person- role conflict. and Role overload. This research is an attempt to 
explore the stress and job satisfaction linkages in banking sector. 

 

OBJECTIVES OF THE STUDY  

1. To modify and re -standardize the measures for evaluating role stress and job 
satisfaction. 

2. To establish cause and effect relationship between Role Stress and Job 
Satisfaction. 

3. To evaluate the effect of  position level on role stress and job satisfaction among 
bank employees. 
 

 
RESEARCH METHODOLOGY  
 
The study is causal in nature and survey was used to complete it. All the employees 
of banking sector within Gwalior city region were the considered population.  

Individual employee was the sampling element.  250 employees of Banking sector 
were taken as the sample size. Non pro bability purposive sampling method was 
used.  For the purpose of data collection, a design and re-standardized 
questionnaire was utilized. To measure role stress (Gail Kinman & Siobhan Wray, 
July 2013, Mohrman et al 1978) and job satisfaction (MSQ (Minnesota Satisfaction 
Questionnaire), Weiss, et al. (1967) were used. The measure was Likert-type with a 
sensitivity of 5, where the extreme values, namely 1 and 5 representing strongly 
disagree and strongly agree respectively. 
 
 
RESULTS & DISCUSSIONS  
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Reliabili ty Analysis  
 

Cronbachõs Alpha Reliability Coefficient was calculated using PASW 18. The 
Cronbachõs Alpha Coefficient represents internal consistency reliability. The results 
of Cronbachõs Alpha Reliability of all the questionnaires of the study are given 
below: 

TABLE 1 

S. No. Variable Name  Cronbachõs  Alpha No. of items  

1 Role Stress 0.756 21 

2 Job Satisfaction 0.732 7 

The Cronbachõs Alpha Reliability value for all the measures was higher than 0.7 as 
indicated by table above; therefore, all the questionnaires can be considered as 
reliable. 

Regression Analysis  
 

Ho (Null hypothesis):  There is no effect of  Role Stress  on Job Satisfaction. 

The result of model summary indicated through R square value which was found 
to be 0.213, indicating that 21.3% variance in job satisfaction is explained by role 
stress. 

 

 

 

 

 The F value indicates that the model has statistically significant predictive 

capability, since it is significant at (F Value= 40.037) .000 level. 

The contribution of individual independent variable was evaluated through 
computation of ȁ value for the independent variable role stress was 0.461 with the 

TABLE 2: Model Summary b 

Model  R R Square Adjusted R Square Std. Error of the 
Estimate 

1 .461a .213 .208 3.36680 

a. Predictors: (Constant), Role Stress  

b. Dependent Variable: job satisfaction 

TABLE 3: ANOVA b 

Model  Sum of Squares Df Mean Square F Sig. 

1 Regression 453.839 1 453.839 40.037 .000a 

Residual 1677.635 148 11.335   

Total 2131.473 149    

TABLE 4: Coefficients a 

Model  Unstandardized Coefficients  Standardized Coefficients T Sig. 

B Std. Error  Beta 

1 (Constant) 10.091 2.449  4.12
1 

.000 

Role Stress .226 .036 .461 6.32
8 

.000 

a. Dependent Variable: job satisfaction    
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T-Test value of 6.328 which was significant at 0.000, indicating that role stress 
contribute signif icantly to the job satisfaction. Therefore, the Null Hypothesis was 
rejected, indicating that there is strong positive cause and effect relationship 
between role stress and job satisfaction. 

Hierarchical Regression  

Ho 2 - There is no impact of role stress on job satisfaction in regard to position level 

The change in R 2 after introducing the second predicting variable i.e. Position level 
does not indicated much difference, as there is no change in R2 value.  

 
The Anova and Coefficient table of Hierarchical regression too showed significant 
relationship (p<0.05) between the role stress (ȁ = .462, t=-6.331, p=0.000) and job 
satisfaction in both the cases. The Beta value, ȁ=-0.462 indicate that when bank 
employees received one standard unit of role stress, job satisfaction will decrease by 
0.462standard units. The potential determinant thus, is effecting the  job satisfaction 
level irrespective of the position. The banking operations are thus posing same 
stress at all levels. 

TABLE 5: Model Summary c 

Model  R R Square Adjusted R Square Std. Error of the Estimate 

 1 .461a .213 .208 3.36680 

2 .462b .213 .203 3.37748 

a. Predictors: (Constant), RoleStress 

b. Predictors: (Constant), Rolestress, Positionlevel 

c. Dependent Variable: JS 

TABLE 6: ANOVA c 

Model  Sum of Squares Df Mean Square F Sig. 

1 Regression 453.839 1 453.839 40.037 .000a 

Residual 1677.635 148 11.335   

Total 2131.473 149    

2 Regression 454.591 2 227.296 19.925 .000b 

Residual 1676.882 147 11.407   

Total 2131.473 149    

a. Predictors: (Constant), RoleStress 

b. Predictors: (Constant),  Rolestress, Positionlevel 

c. Dependent Variable: JS 

TABLE 7: Coefficients a 

Model  Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 10.091 2.449  4.121 .000 

VAR00001 .226 .036 .461 6.328 .000 

2 (Constant) 9.935 2.531  3.926 .000 

VAR00001 .226 .036 .462 6.311 .000 

VAR00003 .051 .200 .019 .257 .798 
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CONCLUSION  

In this competitive world, Job satisfaction is a question mark in any sector, and the 
banking indus try is also have clear indication of the same. This study has resulted 
in the standardized and reliable measure to find out the impact of role Stress on job 
satisfaction at different position level. In total, 250 respondents participated to 
examine the relationship between the independent variables (role stress) and 
dependent variable (job satisfaction), indicating a significant effect of role stress on 
job satisfaction at all position level.  
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ABSTRACT  

In todayõs world, people are purchasing mobile phones from different companies which are 
providing mobile phones on the basis of different features and specifications. Many times, it 
has been observed that customer remain loyal depending upon the image of the brand by 
which he/she is purchasing the product. The study is to find out the effect of brand image on 
customer loyalty specifically with respect to mobile phones.   

Keywords:  Brand Image, Customer Loyalty 

INTRODUCTION  

Conceptual Framework  

Brand Image  

Keller (1993) defined brand image as summation of brand associations in the 
memory of the consumer which leads him towards brand perception and brand 
association including brand attributes, brand benefits and brand attitude.  

Kotler (2001) defined image as the attitude, thought and feelings of person for a 
particular thing or object. Roth (1995) defined that the essential part of companyõs 
marketing program is to sustain brand image and strategy of the brand.  

Aaker (1991) who defined that "brand image is stated as a set of associations, which 
are organized in some meaningful way". Biel (1992) defined brand image as "a 
cluster of associations and attributes that consumers associate to the brand 
image name". 

Brand image is defined by Keller (1993, p. 3), as "the perceptions about a brand as 
reflected by the brand image associations held in consumer memory". 

Brand image is often used as an extrinsic cue when consumers are evaluating a 
product before purchasing (Zeithaml, 1988; Richardson, Dick and Jain, 1994). Brand 
image is an important cue during the process of consumers' purchase decision 

13 
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making. Favorable brand information positively influences perceived quality, 
perceived value, and consumers' willingness to buy (Dodds, Monroe &Grewa l, 
1991; Monroe and Krishnan, 1985). 

According to Park, Jaworski and MacInnis (1986), brand image is the 
understanding consumers derive from the total set of brand -related activities 
engaged in by the organization. Brand image may be described as a holistic 
impression of the relative position of a  brand by its users, compared with that of its 
perceived competitors (Coop, 2004: 1). 

Customer Loyalty  

Customer loyalty is a buyers' overall attachment or deep commitment to a product, 
service, brand   or organizat ion (Oliver, 1999). Customer loyalty as a specific desire 
to continue a relationship with a service provider (Oliver, 1999; Kim et al., 2004). 

Tarus&Rabach (2013) defines customer loyalty as repeat patronage (i.e. repeat 
purchases) as measured based on the number of times a customer chooses the same 
product or service in a specific category compared to the total number of purchases 
made by the buyer in that category 

Gremler& Brown (1996), defined the degree to which a customer exhibits repeat 
purchasing behavior from a service provider, possesses a positive attitudinal 
disposition toward  the provider, and considers using only this provider when a 
need for this service exists. 

According to Bloemer& Kasper (1995), loyalty  is interpreted as true loyalty  rather 
than repeat purchasing behavior, which is the actual re-buying  of a brand 
regardless of commitment.  

Loyalty is developed over a period  of time from a consistent record of meeting, and 
sometimes even exceeding customer expectations (Teich, 1997). 

Kotler et al. (1999), states the cost of attracting a new customer  may be five times 
the  cost of keeping a current customer happy. 

Markovic, Raspor, Segaric (2010), defined customer loyalty is usually defined as a 
commitment to re -buy or re-patronize a preferred p roduct or service, thereby 
causing repetitive same-brand purchasing, despite situational influences and 
marketing efforts having the   potential to cause switching behavior.  

Dick and Basu (1994), suggest that loyalty is evidenced both by a more favorable 
attitude toward a brand  (as compared to other alternatives) and repeat patronage. 
Reichheld (2003), states that behavioral loyalty is best manifested in willingness to 
recommend and refer a friend or colleague to a particular good and/ or service. 
The attitu dinal approach is that customers feel a sense of belonging or commitment 
to the good or service. 
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REVIEW OF LITERATURE  

This study investigated the factors affecting customer loyalty in the context of 
Koreaõs mobile phone service sector then According to (Seok Lee 2010) in respective 
of mobile phone user customer loyalty significantly affected by service quality, 
perceived value, and customer satisfaction. Services quality is one of the factors 
which affected vary strongly to customer loyalty. Customer satisf action is also 
affected significantly but less than service quality. Perceived value is affected to 
customer loyalty but small than two factors . 

Markoviļ, Rasporet.al.(2010), found in study which conducted on hotel customer 
and with purpose of to check rel ationship between customer satisfaction and 
customer loyalty and finding that of this study that high level of customer 
satisfaction in respective to hotel attributes drives a high level of customer loyalty. 
Further they check effect of gender and found that both male and female equally 
satisfy with hotel attributes.  There were also no statistical changes in significant 
difference in satisfaction levels among different age groups, Purpose of visit, and 
duration of staying at a hotel. Thus high level of cus tomer satisfaction means high 
level of customer loyalty.  

According to researcher Ogba and Tan (2009), found that brand image of any 
product has positive impact on customer loyalty and commitment. This study 
finding shows that if image of the product or ser vice is very good and then 
customer loyalty is increase and if the image of the product is not very good and 
product and service not very renown than loyalty of customer less.    

Chadha and Kapoor (2009), test the effect of switching cost, service quality and 
customer satisfaction on customer loyalty in cellular services and they found it has 
a positive relationship between switching cost, service quality, customer 
satisfaction and customer loyalty it means if customer satisfaction is high then 
customer loyalty is also high and switching cost or services quality is also affect to 
the customer loyalty. In service aspect service provider should maximum quality to 
enhance the customer loyalty. 

According to Hsu Huang (2013),Moreover, most of the effect of customer loyalty 
can be attributed to the mediating role played by the customer satisfaction. 
Although, not large, this finding is notable, as this opens up for new consideration 
the likelihood that customer satisfaction may function in a mediating capacity 
under franchising beverage store circumstances that are yet to be recognized. 

According to Zaman, Bibiet et. al. (2012),study reveals that customer loyalty can be 
achieving by improving customer trust, satisfaction, and reputation of firm. Study 
shows that fir m improves satisfaction of the customer through delivering superior 
quality of the service and product and building the image of the firm diverse 
practices will escort towards customer loyalty.  

Kaur, Soch (2013),  conducted a study toidentifying the loyalt y drivers to cell phone 
operators is extremely important in todayõs competitive environment and found 
that interrelationship in between customer satisfaction, trust, commitment, 
corporate image and two dimensions of loyalty (attitudinal as well as behavior al) in 
the context of the cell phone industry in India. Finding support that attitudinal 
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loyalty significantly and positively influences behavioral loyalty. Result of the 
study also support for customer satisfaction has appositively and significantly 
effect on customer trust or loyalty.  

According to Sabir, Irfan et. al. (2013), study in telecommunication industry 
customer gives more importance to service quality. Study reveals that customer 
satisfaction and customer loyalty programs have positive and signif icant effect on 
customer loyalty.   

Finding of Sum and Hui (2009), study reveals that service quality of salesperson in 
empathy dimension has a very strong impact on customer loyalty in Hong Kong 
fashion chain stores and tangible dimension has lowest impact on customer loyalty 
in Hong Kongõs fashion chain stores. The result also support that the salespersons 
service quality in all dimensions has no effect on various price level set by fashion 
retailers. 

According to Bahaedin Mousavi(2012), research which is based on check that what 
is the interrelationships between Relationship Quality and Customer Loyalty. And 
the finding of this study is quite similar with previous researches and the finding is 
that customer satisfaction, trust, commitment, and customer lo yalty have a positive 
correlation thus the major dimension of relationship quality (satisfaction, trust, and 
commitment) influenced customer loyalty.  

Thuy and Hau(2010), found that  we should not depended only gaining customer 
loyalty through provide good  service we but also pay attention to the personal 
values of customer and the personal value of the customer may be different by the 
culture. This study further suggests that service industry need to understand our 
customer at higher level and take care of their personal value. So the result of this 
study reveals that in service industry for getting customer loyalty personal value of 
customer is very important.  

According to Srivastava and Rai (2014),Study there is positive and strong 
relationship in between  service quality and customer loyalty but in this study 
researcher also check that there are some factors which have moderate relation with 
service quality and customer loyalty and researcher take the example of insurance 
insurance industry and said that c orporate image of insurers positively moderates 
the service qualityðcustomer loyalty relationship. And study further reveal that 
Trust as a significant predictor of customer loyalty and found to be 
havingnegligible and insignificant moderating effects on s ervice qualityð customer 
loyalty relationship. And in addition study indicates that life insurance customers 
take switching costs as an inherent component of life insurance services, and thus, 
do not consider them as an important factor while making a deci sion to continue or 
cease the relationship with their life insurance company. Thus, life insurers need to 
concentrate on improving quality of their service in order to retain their customers 
as merely increasing the switching costs is not going to serve the purpose of 
enhancing customer loyalty.  

According to Upamannyu and Mathur (2012 ), brand image and trust of customer 
influence the customer to its extension and moreover if the customer is loyal then 
there would be a positive attitude toward the extension of brand the study result 
shows that the variable brand trust have no relationship with brand extension 
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attitude but other two variable brand image and brand affect were positively 
significantly associated with extension attitude. So it means brand image have a 
positive and significant effect on customer loyalty.  

According to Yin Qi, Zhou et al. (2012) study customer loyalty does not affected 
strongly by the customer life time value. This study gives the conclusion that, in the 
consumption of mobile data services, customer satisfaction is not a driver of CLV 
while customer loyalty is. And in addition this study support that customer 
satisfaction does directly influence the customer relation. And this study supports 
that culture of the country effect satisfaction and loyalty of the customer.   

The study of Kheng, Mahamad et.al. (2010) which is conducted on banking services 
reveal that in services industry if the quality of services is improve than the loyalty 
of the customer is also enhanced. It means service quality and customer loyalty 
both are related in positive manner. The service quality dimensions that play a 
significant role in this equation are reliability, empathy, and assurance. The 
findings indicate that the overall respondents evaluate the bank pos itively, but still 
there are rooms for improvement.  

Researcher Aghdaie Khatami (2013), studies shows that customer shopping 
behavior or specially tactics in causing customer loyalty and it study further 
examine that satisfaction of customer is one of the factors which affected shopping 
behavior of customer. In additional the researcher examine that correlation  of 
brand trust, brand value and customer satisfaction on customer loyalty and the 
result shows that these all variables have significant and positiv e correlation. It 
means the producers and people who are increase the satisfaction and customer 
loyalty and influence customer shopping behavior positively so they should more 
attention on above mention factors. 

According to the study of Al -Zoubi (2013), which conducted on telecom sector in 
Jordanian and the main objective of this study to analyze the service quality effects 
on customer loyalty of IT and MIS university students? After analyze all the factors 
the result of this study indicated a positive and  strong correlation in between 
service quality and customer loyalty in Jordanian telecom industry. And this study 
also found that service quality had significant impact on customer loyalty in 
Jordanian telecom market.   

According to McMullan and Gilmore (2 008), study which focus on establishing 
individualsõ levels of loyalty and what sustains and develops their customer 
loyalty. The finding of the paper highlighted the importance of identifying, 
understanding and managing the mediating effect for developmen t of customer 
loyalty. The finding of this study further highlight the importance of understanding 
how customer differing in development of loyalty. So the research said that if 
organization able to understand customer then loyalty can be enhanced easily. 

The main objective of Dölarslan(2014), research to determine the relative effects of 
customer satisfaction and perceived value on customer loyalty behavior The 
empirical findings of this study show that the satisfaction of customer and 
perceived value both directly influenced the customer loyalty this study in addition 
reveal that the association in between customer satisfaction and customer loyalty 
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behavior was very stronger of female, youth and those customer who belong from 
lower income level group.  

The purpose of the study of Alrubaiee and Nazer (2010) is to investigate the impact 
of relationship marketing orientation on customer loyalty. The study also aims to 
test the impact of demographic variables, in association with relationship 
marketing dimension s, on customer loyalty. The result of this study shows that 
relationship marketing orientation is significant in explaining the variation in 
customer loyalty. This research reveals that there is significant impact of sex 
differences on relationship marketi ng-customer loyalty relationship.  

Researcher Hsieh, Kai Li (2008), found that if the brand image of the product is 
favorable then public relation perception effect on loyalty is more strong and more 
significantly. The different level of brand image accepta nce is directly indicated the 
impact and effect of public relation perception on customer loyalty. The marketing 
relationship dimensions or influence customer loyalty is increasing through the 
customerõs perception of public relations.  

According to TeTu, Lien Li, and et.  al. (2013), the corporate brand image. Is directly 
effect on Customer perceived value, customer satisfaction and loyalty and customer 
satisfaction significantly affects the customer loyalty, customer perceived value has 
a strong impact rather than the loyalty and loyalty only for the sample. And 
companies should have a positive brand image to customers, and specifically focus 
on those factors in order to build a long -term and mutually profitability 
relationships with customers and create loyalty as competitive advantages in the 
markets. 

According to Emari, Jafariet. al.(2012), brand loyalty  play an important role of 
development of brand equity and brand loyalty is the key construct in explaining 
brand equity, The brand loyalty is also impo rtant for the relationship of brand 
association with the concept of brand equity.And Brand attitude is particularly 
important in brand loyalty and brand equity formation.  

Researcher Fakharmanesh, Miyandehi (2013), indicates Iranian consumers have 
tendency to buy foreign apparel, if they either do not have feeling of ethnocentrism 
or do not have sense of animosity toward the origin country of the brand, brand 
image and consumer ethnocentrism and animosity on Iranian foreign purchase 
intention.  

According to A rslan and Altuna ( 2010), brand is highly effected the quality and 
image perception but brand seems to have a higher general image, product image 
and quality perception and the attitude and familiarity, have a less impact on 
product brand image after an extension. Infect, familiarity has a negligent but 
statistically significant.  

Researcher TeTu, Yuh Lin et. al. (2013), the corporate brand image is the factor or 
the path that is significantly affects customer commitment and loyalty, and 
customer commitment has also a strong impact on customer loyalty for the sample. 

 According to Carrillat, Harris et.al (2010), the impact of familiar events on less 
familiar brands, whereas in the impact of on other less familiar brands. It is possible 
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that less familiar events would have had a lower attitudinal impact due to fewer 
salient the prediction that familiar/dissimilar brands will have their image 
congruency diminished.  

According to Sallam(2014), consumers purchase decision is built through the 
consumer brand love and it is idea about the mediating role of WOM between 
brand love and consumer's purchase decision making. 

According to ChienHsiung (2011), for Catering industry brand image pay an 
important role for the customers benefit brought by the brand which is delive red to 
the customer, through the catering industry brand image is to gradually established 
and catering industry is also studying on customer satisfaction, it could be apply 
for the brand image established also for meet customer satisfaction. 

According to Ahmadineja, Karampour (2014), there are no significant relationship 
has been reported between perceived risk and perceived quality of service. But 
nosignificantrelationship has been reported between Perceived quality of service 
and purchase Intention of pr ivate brand. 

Researcher Burmann, Schaefer et. al. (2007), The corporate brand image is play an 
important role for the industry image and both are very important to each other, 
and corporate brand image and industry brand image are also connected to each 
other. The effect of corporate knowledge is depend on sub sample, that is used for 
examine and simplicity of the connection between corporate brand image and 
industry image.  

According to Ayesha Riaz (2015), Consumer buying behavior related to brand 
image and consumer awareness is more influencing towards consumer perception 
and there are very huge different between and different perception of different 
people towards  brand .and female are less conscious rather than male . 

According to Kumaravel, Kandasamy  (2003), Consumer preference has a bias on 
the brand equity or the result of attributes. And also have relation or connection 
between brand, image or consumer purchase decision and brand image has a 
significant role in buying product and service.  

Researcher defined Ming Lee, Chi Lee et. al (2011.), The relation between brand 
equity and brand image is related to each other and the all the dimensions of brand 
equity for the brand with a superior Image that are decrease significantly better 
brand image is brand association than adopting average brand image. 

According to Bian, Moutinho, (2011), Brand personality plays a more important 
role to know the consumer behavior, or purchase intention of consumer behavior 
purchase rather than the other factors. And involveme nt or knowledge is not 
important for influence on counterfeit purchase intention. Involvement as a 
moderator does not exist. And brand image is affected by the involvement and 
knowledge on purchase intention.  

According to Koubaa (2008), Brand perception effects by the country of origin, the 
effect of different brands on different countries of production. And consumer 
perception has direct effected by the brand origin. Brand image are totally 
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multidimensional and structure are different towards differ brands  across country 
of origin.  

 

OBJECTIVE OF THE STUDY  

1. To standardize and re-standardize measures for evaluating brand image and 
customer loyalty.  
2. To identify the underlying factors of brand image and customer loyalty.  
3. To identify the impact of gender , age and brand on brand image and customer 
loyalty.  
3. To evaluate cause and effect relationship between brand image and customer 
loyalty.  
 
 
RESEARCH METHODOLOGY  

The study was causal in nature and survey method will be used for data collection. 
People who purchase mobile phones were treated as the population of this study. 
Individual customer who purchases the mobile phone was the element of this 
study. Sample size was 150 respondents of this study. Non probability purposive 
sampling technique was used for carrying out the current study. The data 
wascollected using the self-standardized questionnaire and modified questionnaire 
based on You-De Dai (2002),likert type on scale of 1 to 5 where 1 stand for 
minimum agreement and 5 stands for maximum agreement. It  was used to 
compute reliability coefficient to check whether data items measure the variable 
they are supposed to measure and that the measures are stable when used for 
repeat measurement. It was applied to identify the underlying factors of brand 
image and customer loyalty. To find out the impact of gender, age and brand. It 
was applied to evaluate the cause and effect relationship between brand image and 
customer loyalty.  

 

RESULTS AND DISCUSSIONS  

Reliability Test of Brand image  

The  PASW statistics 18.0 software was used to compute the reliability in the 
current study in respect of Brand image in the area of mobile phone. 

TABLE 1: Reliability Statistics  

Cronbach's Alpha N of Items 

.749 7 

The result of above mentioned table indicates that the value of reliability was found 
.749 in the current study which was greater from the slandered value which is .7 
hence it is considered that the questionnaire which was chosen to conduct the 
current study is reliable. The result is in line of finding of Nunnally (19 78) 
recommended that instrument used in basic research have reliability of about .7 or 
better, therefore, all the item in the questionnaire are reliable. 
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Reliability Test of Customer Loyalty  

The   PASW statistics 18.0 software was used to compute the reliability in the 
current study in respect of Customer loyalty in the area of mobile phone.  

 

TABLE 2: Reliability Statistics  

Cronbach's Alpha N of Items 

.772 7 

The result of above mentioned table indicates that the value of reliability was found 
.772 in the current study which was greater from the slandered value which is .7 
hence it is considered that the questionnaire which was chosen to conduct the 
current study is reliable. The result is in line of finding of Nunnally (1978) 
recommended that instrument used in basic research have reliability of about .7 or 
better, therefore, all the item in the questionnaire are reliable. 
 

Factor Analysis  

Factor Analysis for Brand image   

 

TABLE 3: KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy . .774 

Bartlett's Test of Sphericity Approx. Chi -Square 216.639 

Df 21 

Sig. .000 

Kaiser Meyer Olkin measure of sampling adequately indicated KMO value of .774 
meaning there by that the sample size was good enough to treat the sampling data 
as normally  distributed.  

Bartlettõs test of Sphericity which tested the null hypothesis that the item to 
correlation matrix based on the responses received from respondents for trust was 
an identity matrix. Bartlettõs test was evaluated through Chi-square test having Chi-
square value 216.639 which is significant at 0.000 level of significant, indicating that 
null hypothesis is rejected. Therefore it is clear that the item to item correlation 
matrix is not an identity matrix and the data were suitable for factor analys is. 

Exploratory Factor Analysis  
TABLE 4 

Factor  Eigen Value Variances % Variable/ Item 
converged  

Factor 
loading  

User friendly  2.474 35.339 (1)Positive feelings 
(2) Wide range of 
features  
(4)Suit personality 
(5)familiar  
(6)user friendly  

.638 
 
.754 
 
.666 
.586 
.766 

 Differentiation  1.528 21.828 (3)Brand 
differentiation  
(7)Long lasting impact 
of advertisement  

.618 
 
.888 
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  Factor Analysis for Customer loyalty  

TABLE 5: KMO and Bartlett's Test  

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.  .723 

Bartlett's Test of Sphericity Approx. Chi -Square 309.604 

Df 21 

Sig. .000 

Kaiser Meyer Olkin measure of sampling adequately indicated KMO value of .723 
meaning thereby that the sample size was good enough to treat the sampling data 
as normally distrib uted. 

Bartlettõs test of Sphericity which tested the null hypothesis that the item to 
correlation matrix based on the responses received from respondents for trust was 
an identity matrix. Bartlettõs test was evaluated through Chi-square test having Chi-
square value 309.604 which is significant at 0.000 level of significant, indicating that 
null hypothesis is rejected. Therefore it is clear that the item to item correlation 
matrix is not an identity matrix and the data were suitable for factor analysis.  

Exploratory Factor Analysis  

TABLE 6 

Factor  Eigen Value Variances % Variable/ Item converged  Factor 
loading  

Continuation  2.446 34.948 (10) Other better price 
(13)Next time purchase 
(14) continue with brand  
(15) Loyal 

.681 

.897 

.731 

.766 

Idea sharing 1.879 26.793 (9) Non availability  
(11) Idea sharing 
(12) Problem sharing 

.676 

.870 

.715 

Univariate Analysis of variance - Brand image  

TABLE 7: Tests of Between-Subjects Effects 

Dependent Variable:T1 

Source Type III Sum of 

Squares 

df Mean 

Square 

F Sig. 

Corrected Model 308.767a 17 18.163 .878 .601 

Intercept 16444.066 1 16444.066 794.49 .000 

Gender 8.284 1 8.284 .400 .528 

Age 46.882 3 15.627 .755 .521 

Brand 31.327 3 10.442 .505 .680 

gender * age 4.388 2 2.194 .106 .899 

gender * brand 30.396 3 10.132 .490 .690 
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age * brand 65.325 4 16.331 .789 .534 

gender * age * 

brand 

4.400 1 4.400 .213 .646 

Error  2711.368 131 20.697   

Total 110349.000 149    

Corrected Total 3020.134 148    

a. R Squared = .102 (Adjusted R Squared = -.014) 

 

From the above table, it can be seen that for gender, the F value is found to be .400, 
which is significant at .528. Hence, there is no significant impact of gender on Brand 
image. For different age groups, the F value is found to be .755 which is significant 
at .521. Hence, there is no significant impact of different age groups on Brand 
image. For Brand, the F value is found to be .505 which is significant at .680. Hence 
there is no significant impact of brand on brand image. The F value of gender-age 
groupõs interaction is found to be .106 which is significant at .899. Hence, there is no 
significant interaction between gender and age groups in terms of brand image. The 
F value of gender-brand interaction is found to be .490 which is significant at .690. 
Hence, there is no significant interaction between gender and brand in terms of 
brand image. The F value of age -brand interaction is found to be .789 which is 
significant at .534. Hence, there is no significant interaction between age and brand 
in terms of brand image. The F value of gender- age -brand interaction is found to 
be .213 which is significant at .646. Hence, there is no significant interaction 
between gender, age and brand in terms of brand image. 
 
Post hoc Test ð Brand image  

 
TABLE 8 : Multiple Comparisons  

T1 Tukey HSD 

(I) brand (J) brand Mean 
Differenc

e (I-J) 

Std. 
Error  

Sig. 95% Confidence Interval 

Lower 
Bound 

Upper 
Bound 

samsung Micromax -.5381 1.03851 .955 -3.2406 2.1645 

Sony -.1825 1.11319 .998 -3.0793 2.7144 

Other -1.1413 .94799 .625 -3.6083 1.3256 

Microma
x 

Samsung .5381 1.03851 .955 -2.1645 3.2406 

Sony .3556 1.28027 .992 -2.9761 3.6872 

Other -.6033 1.13956 .952 -3.5688 2.3622 

Sony Samsung .1825 1.11319 .998 -2.7144 3.0793 

Micromax -.3556 1.28027 .992 -3.6872 2.9761 

Other -.9589 1.20801 .857 -4.1025 2.1847 

Other Samsung 1.1413 .94799 .625 -1.3256 3.6083 

Micromax .6033 1.13956 .952 -2.3622 3.5688 

Sony .9589 1.20801 .857 -2.1847 4.1025 

Based on observed means. 
 The error term is Mean Square(Error) = 20.697. 

From the above table, it can be seen that there is no significant opinion difference 
between the people who are having different mobile brands with respect to brand 
image. 
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Univariate Analysis of variance - Customer loyalty  

 
TABLE 9 : Tests of Between-Subjects Effects 

Dependent Variable:T2 

Source Type III Sum 
of Squares 

Df Mean Square F Sig. 

Corrected Model 156.703
a
 17 9.218 .783 .710 

Intercept 12003.075 1 12003.075 1019.560 .000 

Gender 3.880 1 3.880 .330 .567 

Age 13.670 3 4.557 .387 .763 

Brand 44.669 3 14.890 1.265 .289 

gender * age 3.999 2 1.999 .170 .844 

gender * brand 5.674 3 1.891 .161 .923 

age * brand 45.125 4 11.281 .958 .433 

gender * age * brand 4.311 1 4.311 .366 .546 

Error 1542.236 131 11.773   
Total 87667.000 149    
Corrected Total 1698.940 148    
a. R Squared = .092 (Adjusted R Squared = -.026) 

 
From the above table, it can be seen that for gender, the F value is found to be .330, 
which is significant at .567. Hence, there is no significant impact of gender on 
Customer loyalty. For different age groups, the F value is found to be .387 which is 
significant at .763. Hence, there is no significant impact of different age groups on 
Customer loyalty. For Brand, the F value is found to be 1.265 which is significant at 
.289. Hence there is no significant impact of brand on Customer loyalty. The F value 
of gender-age groupõs interaction is found to be .170 which is significant at .844. 
Hence, there is no significant interaction between gender and age groups in terms 
of customer loyalty. The F value of gender-brand interaction  is found to be .161 
which is significant at .923. Hence, there is no significant interaction between 
gender and brandin terms of customer loyalty. The F value of age -brand 
interaction is found to be .958 which is significant at .433. Hence, there is no 
significant interaction between age and brandin terms of customer loyalty. The F 
value of gender- age -brand interaction is found to be .366 which is significant at 
.546. Hence, there is no significant interaction between gender, age and brandin 
terms of customer loyalty.  
  
Post hoc Test- Customer loyalty  

 
TABLE 10: Multiple Comparisons  

T2 
Tukey HSD 

(I) brand (J) 
brand 

Mean 
Difference 

(I-J) 

Std. Error Sig. 95% Confidence Interval 

Lower 
Bound 

Upper 
Bound 

Samsung micro
max 

-.2037 .78323 .994 -2.2420 1.8345 

Sony .6472 .83956 .867 -1.5376 2.8320 

Other .0009 .71497 1.00
0 

-1.8597 1.8615 

Micromax samsu
ng 

.2037 .78323 .994 -1.8345 2.2420 

Sony .8509 .96557 .815 -1.6618 3.3636 
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Other .2046 .85944 .995 -2.0319 2.4412 

Sony samsu
ng 

-.6472 .83956 .867 -2.8320 1.5376 

Micro
max 

-.8509 .96557 .815 -3.3636 1.6618 

Other -.6463 .91107 .893 -3.0172 1.7246 

Other samsu
ng 

-.0009 .71497 1.00
0 

-1.8615 1.8597 

micro
max 

-.2046 .85944 .995 -2.4412 2.0319 

Sony .6463 .91107 .893 -1.7246 3.0172 

Based on observed means. 
 The error term is Mean Square(Error) = 11.773. 

From the above table, it can be seen that there is no significant opinion difference 
between the people who are having different mobile brands with respect to 
customer loyalty.  

Linear Regression Analysis  

Impact of Brand image on Customer loyalty  

H01: There is no cause and effect relationship between brand image and customer 
loyalty.  

Linear regression test was applied between brand image and customer loyalty. 
Here brand image was taken as independent variable and customer loyalty was 
treated as dependent variable.  

TABLE 11 

Model Summary  

Model  R R Square Adjusted R Square Std. Error of the 
Estimate 

dimension0 1 .266a .071 .065 2.89216 

a. Predictors: (Constant), VAR00001 

 
The table of model summary indic ated the value of R2 which was found to be .071, 
indicating that brand image as independent variable explained 7.1% variance on 
customer loyalty as dependent variable. 

 
TABLE 12: ANOVA b 

Model  Sum of 
Squares 

Df Mean Square F Sig. 

1 Regression 94.317 1 94.317 11.276 .001a 

Residual 1237.956 148 8.365   

Total 1332.273 149    

a. Predictors: (Constant), VAR00001 

b. Dependent Variable: VAR00002 
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The goodness fit for the model was tested using ANOVA table and the F value was 

found to be 11.276 which was significant at .001 level of significance, indicating that 

the model is showing good fit . 

 
TABLE 13 : Coefficients a 

Model  Unstandardized Coefficients  Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 24.785 1.479  16.75
9 

.000 

VAR00001 .180 .054 .266 3.358 .001 

a. Dependent Variable: VAR00002 

The result of coefficients table indicated the contribution of independent variable 
on dependent variable. Beta value was found to be .266. The t value was found to 
be 3.358 at 0.001 level of significance. Hence, the hypothesis which was developed 
in the current study was rejected indicating that there is significant cause and effect 
relationship between brand image and customer loyalty.   

Implications and Suggestions  

Implications  

The surveys represent customers who purchase mobile phones. The result may not 
be suitable to generalize for the entire country.A complete list of mobile users was 
chosen through non-probability purposive sampling techniques. Utmost care was 
taken during selection of the sample and was kept as nearly randomized as 
possible. 

Suggestions 

A small sample of only 150 respondents was taken for this study. Further study 
could be carried out using larger sample to ensure generalization of result. It is 
suggested that if this study can be replicated by including more people who 
purchase mobile phones, then more useful results can be obtained. This study can 
be done on other demographic basis. 

 

CONCLUSION  

It was concluded from Cronbachõs alpha test that the reliability of items in the 
questionnaire is reliable. In the Exploratory Factor Analysis test, with the help of 
KMO value it was found that the sample size was adequate. From the Bartlett test 
of Sphericity, it was found that factor analysis can be performed. From Univariate 
Analysis  of variance it was found that there is no impact of genders, age and brand 
on brand image and customer loyalty. From Linear regression test, it was 
concluded that there is a significant cause and effect relationship between brand 
image and customer loyalty. 
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ABSTRACT  

This paper distinguishes the mechanical and business establishments of the new 
classification of online applications usually portrayed as Web Marking or Social Media. The 
Internet has generally changed about each part of our lives. From how we interface with 
companions, family, associates, and organizations, an innovation that was in its outset only 
20 years back is currently viewed as basic to many individuals. It looks at the pertinence of 
Web Marketing Strategy and for Direct Marketing specifically. The issue is not an obvious 
one: while a few eyewitnesses found in Web 2.0 another phase in the development of the 
web, others just rejected it as another High-Tech build up while there is still no for the most 
part acknowledged definition and division of the term. Corporate World comprehends the 
esteem that the Internet offers to them, giving intuitive chances to associate with current 
clients and pull in new purchasers. As the Internet advances, organizations will keep on 
refining their web based advertising endeavours, achieving a more noteworthy number of 
potential purchasers than some time recently. he results are extensive, influencing the 
territory of innovation improvement as well as the areas of business system and advertising. 
From the scholastic additionally the reasonable perspective, consideration must be put on 
the division and assessment of the new innovations and patterns so that the genuine 
estimation of Web Marketing as a segment of the present day advertising can be resolved. 

Keywords : Web Marketing, Social Media, Internet, Corporate World. 

 

INTRODUCTION  

The Internet has on a very basic level changed about each part of our lives. From 
how we connect with companions, family, collaborators, and organizations, an 
innovation that was in i ts earliest stages only 20 years prior is currently viewed as 
fundamental to many individuals. Organizations comprehend the esteem that the 
Internet offers to them, giving intelligent chances to associate with current clients 
and draw in new purchasers. As  the Internet advances, organizations will keep on 
refining their web based showcasing endeavours, achieving a more prominent 
number of potential purchasers than some time recently. 

Web showcasing alludes to a general class of publicizing that takes various 
structures, however for the most part includes any promoting action led on the 
web. Advertisers have moved their endeavors online in light of the fact that it has a 
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tendency to be essentially less costly. Numerous internet publicizing spaces are 
allowed to utilize. Organizations can transfer recordings to YouTube or begin a 
blog for no cost by any stretch of the imagination. Different outlets like authority 
sites or paid inquiry showcasing cost a small amount of what a noteworthy TV 
promoting effort would . The web likewise shows energizing new open doors for 
organizations to profile their clients. The intuitive space of the Internet disentangles 
an organization's capacity to track, store, and break down information about a 
client's demographics, individual  inclinations, and online conduct. This information 
permits the sponsor to give a more customized and pertinent advertisement 
encounter for the client. 

 TYPES OF WEB MARKETING  

a) Display Advertising :ð The use of banner ads and other graphical 
advertisements to market products online.  

b) Search Engine Marketing :ð Using search engines to help connect users with the 
products and services they are most interested in. Companies can pay to receive 
preferential ranking in a list of search results.  

c) Search Engine Optimiza tion:ð A free and organic way for companies to 
improve their visibility on search engines.  

d) Social Media Marketing :ð Using sites like Face book and Twitter to connect 
with customers.  

e) Email Marketing :ð Communicating with customers through the use of carefull y 
designed emails. 

f ) Referral Marketing :ð Using internet channels to encourage consumers to 
recommend products to their friends and families.  

g) Affiliate Marketing :ð Working with other businesses to make it easier for 
consumers to shop for products online. 

h) Inb ound Marketing :ð Boosting the value of a company's web presence by 
adding unique content like blogs, games, and tutorial videos.  

i ) Video Marketing :ð Using web videos for promotional purposes.  

APPLICATION OF WEB MARKETING  

Most organizations today have built u p some sort of online nearness. Free layouts 
make it easy to build up an expert looking site, and long range informal 
communication profiles are free and are open to millions. Organizations that offer 
items on a national or universal level have the most to pick up from web 
promoting. Envision a neighbourhood auto body shop. They have no impetus to 
attempt and associate with clients on the opposite side of the nation. A basic site 
with their hours of operation and client tributes might be all the web nearnes s they 
require (See additionally Consumer -Generated Marketing). Notwithstanding, real 
retailers inside the worldwide market must utilize web showcasing forcefully. The 
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most straightforward approach to interface with a scattered client base in a savvy 
way i s to draw in with clients on the Internet.  

¶ Absolute ð The alcohol creator outlined two music making robots and posted an 
interface on their site that permitted clients to control the robots. The site got a 
huge number of hits over the span of the battle. 

¶ Sony ð Sony made an interface which permitted guests to their site to control the 
lighting in an office building. Video recorded the working as the shading and 
example of the lights changed. The advancement was tied into advertisements 
for another Sony TV and created record activity for the site.  

¶ Axe ð The men's grooming company began offering wake up calls through their 
website. The service was both helpful and an effective way to create a brand 
images. 

¶ Sixt - The German car rental company came up with an innovative use for 
Google ads; the small, two line ads that appear along with search results. Rather 
than use text, they used characters to create little pictures of cars. 

¶ Burger King ð The fast food chain offered users a free burger if they would send 
in the email addresses of ten friends. 

¶ John Deere ð The company made a series of videos in which their iconic tractor 
brand was redesigned. The videos were watched hundreds of thousands of 
times. 

IMPLEMENTATION AND DEVELOPMENT OF WEB MARKETING  

Web promoting consolidates an extensive variety of showcasing methodologies, 
requiring customary advertising perception and a comprehension of developing 
advancements. Advertisers must comprehend the qualities and shortcomings of 
different web based showcasing endeavors as they build up their promoting 
methodology, breaking down these perspectives by making a promoting 
arrangement. The advertiser must comprehend what they are offering and who 
their objective client is. Distinctive promoting techniques request to various 
sections of the populace. Online networking, for example, is generally utilized by 
youngsters, while more seasoned Internet clients are more reliant on email. A broad 
investigation of statistical surveying uncovers educating data regarding what 
clients need and where they accumulate. 

Once the organization has decided their intended interest group and general 
technique, they ought to begin building up their online nearness. This can include 
everything from delivering recordings to making whole sites. The innov ative 
framework behind web showcasing is similarly as imperative as its message and 
tasteful. Organizations must guarantee that their advertising messages are open to 
everybody paying little heed to the innovation they are utilizing. After the 
promotions seem on the web, the organization tracks how enormous of an 
impression they are making. Web showcasing makes it simple for organizations to 
track how fruitful their sites are. Each time a pennant advertisement is clicked or a 
video is watched, that data is sent to the advertiser. In the event that the objectives 
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of the site are met, the crusade can be viewed as a win. In the event that the 
objective numbers are missing the mark, the organization should refine their 
promoting methodology. Consider the case of  Zoka espresso, a little, Pacific 
Northwest chain. They had a Face-book profile however not very many adherents. 
Keeping in mind the end goal to expand the effect of their online networking 
endeavors, they made another eye-getting profile picture and page outline. Zoka 
espresso then recognized trailblazers in the realm of espresso, and began focusing 
on them with Twitter and Face -book presents on spread the news about their 
image. The organization additionally utilized online challenges and advancements 
to make motivating forces for adherents, in the end prompting to a 800% expansion 
in activity.  

LATEST DEVELOPMENT AND STRATEGIES  

One of the real changes that happened in conventional showcasing was the 
"development of Web promoting". As advanced showcasing is  reliant on 
innovation which is perpetually developing and quick changing, similar elements 
ought normal from computerized advertising improvements and procedures. This 
bit is an endeavor to qualify or isolate the striking highlights existing and being 
uti lized as of press time. 

a. Segmentation : more focus has been placed on segmentation within web 
marketing, in order to target specific markets in both business -to-business and 
business-to-consumer sectors. 

b. Influencer marketing : Vital hubs are distinguished ins ide related groups, 
known as influencers. This is turning into an essential idea in advanced focusing 
on. It is conceivable to achieve influencers by means of paid publicizing, for 
example, Face-book Advertising or Google Ad words crusades, or through 
advanced SCRM (social client relationship administration) programming, for 
example, SAP C4C, Microsoft Dynamics, Sage CRM and Sales constrain CRM. 
Numerous colleges now center, at Masters level, on engagement procedures for 
influencers. 

To summarize, Pull web marketing is characterized by consumers actively seeking 
marketing content while Push web marketing occurs when marketers send 
messages without that content being actively sought by the recipients. 

1. Online behavioural advertising  is the practice of collecting information about a 
userõs online activity over time, òon a particular device and across different, 
unrelated websites, in order to deliver advertisements tailored to that userõs 
interests and preferences.  

2. Collaborative Environment: A cooperative envir onment can be set up between 
the association, the innovation benefit supplier, and the advanced organizations 
to streamline exertion, asset sharing, reusability and interchanges. Also, 
associations are welcoming their clients to help them better see how to 
administration them. This wellspring of information is called User Generated 
Content. Quite a bit of this is gained by means of organization sites where the 
association welcomes individuals to share thoughts that are then assessed by 
different clients of the site. The most well known thoughts are assessed and 
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executed in some shape. Utilizing this technique for procuring information and 
growing new items can encourage the associations association with their client 
and also generate thoughts that would some way or another be ignored. UGC is 
minimal effort promoting as it is specifically from the customers and can spare 
publicizing costs for the association. 

3. Data-driven advertising:  Clients produce a considerable measure of information 
in each progression they go up against the way of client trip and Brands can now 
utilize that information to actuate their known gathering of people with 
information driven automatic media purchasing. Without uncovering clients' 
protection, clients' Data can be gathered from computerized channels (e.g.: when 
client visits a site, peruses an email, or dispatches and connect with brand's 
versatile application), brands can likewise gather information from genuine 
client cooperations, for example, physical stores visits and from CRM and Sales 
motors datasets. Otherwise called People-based showcasing or addressable 
media, Data-driven publicizing is enabling brands to locate their steadfast clients 
in their crowd and convey continuously an a great deal more individual 
correspondence, profoundly significant to every clients' minute and activities.  

4. Remarketing: Remarketing plays a major role in digital marketing. This tactic 
allows marketers to publish targeted ads in front of an interest category or a 
defined audience, generally called searchers in web speak, they have either 
searched for particular products or services or visited a website for some 
purpose. 

5. Game advertising: Game ads are advertisements that exist within computer or 
video games. One of the most common examples of in-game advertising is 
billboards appearing in sports games. In-game ads also might appear as brand-
name products like guns, cars, or clothing that exist as gaming status symbols. 

The new digital era has enabled brands to selectively target their customers that 
may potentially be interested in their brand or based on previous browsing 
interests. Businesses can now use social media to select the age range, location, 
gender and interests of whom they would like their targeted post to be seen by. 
Furthermore, based on a customerõs recent search history they can be ôfollowedõ on 
the internet so they see advertisements from similar brands, products and services, 
This allows businesses to target the specific customers that they know and feel will 
most benefit from their pr oduct or service, something that had limited capabilities 
up until the digital era.  

INEFFECTIVE FORMS OF DI GITAL MARKETING  

Web marketing activity is still growing across the world according to the headline 
global marketing index. Digital media continues to  rapidly grow; while the 
marketing budgets are expanding, traditional media is declining. Digital media 
helps brands reach consumers to engage with their product or service in a 
personalised way. Five areas, which are outlined as current industry practices that 
are often ineffective are prioritizing clicks, balancing search and display, 
understanding mobiles, targeting, view ability, brand safety and invalid traffic, and 
cross-platform measurement.    
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¶ Prioritizing Clicks: - Organizing clicks alludes to show c lick promotions, albeit 
invaluable by being 'straightforward, quick and modest' rates for show 
advertisements in 2016 is just 0.10 percent in the United States. This implies one 
in a thousand snap promotions are significant consequently having little impac t. 
This shows showcasing organizations ought not simply utilize click promotions 
to assess the adequacy of show notices. 

¶ Balancing search and display:- Adjusting quest and show for advanced show 
promotions are essential; advertisers tend to take a gander at the last hunt and 
property the majority of the adequacy to this. This then neglects other 
showcasing endeavors, which set up brand esteem inside the buyers mind. 
ComScore decided through drawing on information on the web, delivered by 
more than one hundr ed multichannel retailers that advanced show advertising 
postures qualities when contrasted and or situated nearby, paid inquiry This is 
the reason it is prompted that when somebody taps on a show advertisement the 
organization opens a presentation page, not its landing page. A presentation 
page regularly has something to attract the client to look past this page. Things, 
for example, free offers that the buyer can get through giving the organization 
contact data so they can utilize retargeting correspondence methodologies. 
Generally advertisers see expanded deals among individuals presented to an 
inquiry promotion. In any case, the reality of what number of individuals you 
can reach with a show battle contrasted with an inquiry crusade ought to be 
considered. Multichannel retailers have an expanded reach if the show is 
considered in cooperative energy with pursuit crusades. General both pursuit 
and show viewpoints are esteemed as show crusades assemble mindfulness for 
the brand with the goal that more indivi duals are probably going to tap on these 
advanced promotions when running an inquiry battle.  

¶ Understanding Mobiles:  Understanding cell phones is a critical part of advanced 
showcasing in light of the fact that PDAs and tablets are currently in charge of 
64% of the time US customers are on the web. Applications give a major open 
door and also challenge for the advertisers in light of the fact that firstly the 
application should be downloaded and besides the individual needs to really 
utilize it. This might b e troublesome as 'a fraction of the time spent on PDA 
applications happens on the people single most utilized application, and just 
about 85% of their time on the main four evaluated applications'. Portable 
promoting can help with accomplishing an assortme nt of business goals and it is 
powerful because of assuming control over the whole screen, and voice or status 
is probably going to be considered very; despite the fact that the message must 
not be seen or considered as meddling. Inconveniences of computerized media 
utilized on cell phones additionally incorporate restricted innovative abilities, 
and reach. Despite the fact that there are numerous positive perspectives 
including the clients qualification to choose item data, computerized media 
making an adaptable message stage and there is potential for direct offering. 

¶ Cross-platform measurement:  The quantity of promoting channels keeps on 
extending, as estimation practices are developing in many-sided quality. A 
cross-stage see must be utilized to bring together group of onlookers estimation 
and media arranging. Economic analysts need to see how the Omni-channel 
influences buyer's conduct, in spite of the fact that when commercials are on a 
customer's gadget this does not get measured. Noteworthy perspectives to cross-
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stage estimation includes de-duplication and understanding that you have 
achieved an incremental level with another stage, instead of conveying more 
impressions against individuals that have beforehand been come to. An 
illustration is 'ESPN and  comScore cooperated on Project Blueprint finding the 
games supporter accomplished a 21% expansion in unduplicated day by day 
achieve on account of computerized publicizing'. TV and radio businesses are 
the electronic media, which contends with advanced and other mechanical 
publicizing. However TV publicizing is not specifically contending with online 
computerized promoting due to having the capacity to cross stage with 
advanced innovation. Radio likewise picks up power through cross stages, in 
web based gushing substance. TV and radio proceed to convince and influence 
the group of onlookers, over different stages. 

¶ Targeting, view ability, brand safety and invalid traffic:  Focusing on, view 
capacity, mark security and invalid movement all are viewpoints util ized by 
advertisers to advocate computerized publicizing. Treats are a type of advanced 
promoting, which are following devices inside desktop gadgets; creating 
trouble, with inadequacies including cancellation by web programs, the 
powerlessness to sort between numerous clients of a gadget, incorrect 
evaluations for interesting guests, exaggerating achieve, understanding 
recurrence, issues with advertisement servers, which can't recognize when treats 
have been erased and when customers have not already been presented to an 
advertisement. Because of the mistakes affected by treats, demographics in the 
objective market are low and fluctuate. Another component, which is influenced 
inside computerized promoting, is 'view capacity' or whether the advertisement 
was really observed by the customer. Numerous promotions are not seen by a 
customer and may never achieve the right demographic portion. Mark security 
is another issue of regardless of whether the promotion was delivered with 
regards to being unscrupulous or having hostile substance. Perceiving extortion 
when a promotion is uncovered is another test advertiser's face. This identifies 
with invalid movement as premium locales are more compelling at recognizing 
false activity, despite the fact that non-premium de stinations are all the more so 
the issue. 
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ABSTRACT  

The Marketing Management is relevant to all kinds of organizations, including industrial 
firms, hospitals, educational institutions, commercial banks, insurance companies and 
government organization. It is no longer restricted to just hiring and firing of people. Its 
scope has been widened to include resource development (HRD), human relations, 
leadership, motivation, performance of appraisal system Marketing Management of change, 
etc.  

Keywords:  Relevant, Institutions, Hiring, Resource Motivation, Appraisal system 

 

INTRODUCTION  

In fact, the field of Marketing Management encompasses an integration of social 
Marketing management such as psychology, anthropology economics, 
management and public administration as they affect human resources in the 
organization.  

The rise of modern factory system is Personal system merged mainly to keep 
records of attendance and productivity of employee and for administration of 
wage plans for the workers.ó1 It is letter; performance system marketing 
management grew to cover welfare of employee and in some cases IT industrial 
relations also thus, developed as a staff function, i.e. to provide services to line 
department in the matters of hiring, training, compensation and welfare of 
employees. The beginning of  1980s the nature and scope of Personal system has 
undergone a see change giving rise to new philosophy known as Marketing 
management.ó2 

The personal Marketing management has now acquired a strategic focus. It looks 
Marketing management faced with every in creasing competition in the context of 
globalization of the economy and works to develop human resources as sources of 
competitive advantage and thus contributes to the strategic objective of the 
organization.  

The Mondelez is an American multinational con fectionery, food, and Beverage 
Company based in Illinois which employs about 107,000 people around the 
world.ó3 It consists of the global snack and food brands of the former Kraft Foods. 
The October 2012 has spin-off of its North American grocery operation s.  
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The MondelƗz International, is a global snacking powerhouse, with 2013 revenue of 
$35 billion. It is Creating delicious moments of joy in 165 countries, The MondelƗz 
International is a world leader in biscuits, chocolate, gum, candy, coffee and 
powdered be verages, with billion -dollar brands such as Oreo, LU and Nabisco 
biscuits.ó4  

The Cadbury is Dairy Milk and Milka chocolate. It is Trident gum; Jacobs coffee 
and Tang powdered beverages. The Gebze plant produces beloved local brands in 
gum, candy and chocolate, such as Falĕm, Ĺĕpsevdi, Kent, Missbon, Jelibon, Tofita 
and Topitop as well as global brands like Halls, Milka and Trident. The new 
investment, a complete new line will be added, from processing to final 
packaging, increasing the plantõs overall capacity by 20 percent. The new line is 
expected to be operational by the end of 2015.ó5  

This new investment enables us to play an even bigger role in supporting. The 
growth is of our global confectionery business. The investment in Turkey is also 
part of our  ongoing supply -chain reinvention plan.  

It is a implementing several such initiatives around the world to capitalize on 
growing demand. It is reducing costs and imp roving productivity." The MondelƗz 
Internationalõs supply-chain reinvention plan is expected to deliver $3 billion in 
gross-productivity savings, $1.5.  

The billion is net savings and $1 billion in incremental cash over the next three 
years. These savings will be a primary driver of significant improvements in the 
company's base operating -income margin in the near term.ó6 

The Marketing  Management is responsible for establishing and maintaining 
adequate internal control over financial reporting. It is define d in Rules 13a-15(f) 
and 15d-15(f) under the Exchange Act. Our internal control over financial reporting 
is a process designed by, or under the supervision of, our CEO and CFO.  

It is persons performing similar functions, and effected by the Companyõs Board of 
Directors. The Marketing  management and other personnel to provide reasonable 
assurance regarding. It is reliability of financial reporting and the preparation of 
financial statements for external purposes.ó7  

It is accordance with generally accepted accounting principles. Our internal control 
over financial reporting includes those written policies and procedures that:  

¶ It is pertain to the maintenance of records that, in reasonable detail, accurately 
and fairly reflect the transactions and disposition s of assets;  

 

¶ It is provide reasonable assurance that transactions are recorded as necessary to 
permit preparation of financial statements in accordance with accounting 
principles generally accepted in the United States of America;  

 

¶ It is provide reasonable assurance that receipts and expenditures are being made 
only in accordance with Marketing  management and director authorization; and  
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¶ It is provide reasonable assurance regarding prevention or timely detection of 
unauthorized acquisition, use or dispos ition of assets that could have a material 
effect on the consolidated financial statements. 

 
It is inherent limitations; internal control over financial reporting may not prevent 
or detect misstatements. The projections are any evaluation of effectiveness to 

future periods.ó8 The subject is to the risk that controls may become inadequate 
because of changes in conditions. 
  
The degree of compliance with the policies or procedures may deteriorate. The 
Marketing  Management assessed the effectiveness of our internal control over 
financial reporting as of December 31, 2013. The Management based this 
assessment on criteria for effective internal control over financial reporting 
described in Internal Control Integrated Framework (1992) issued by the 
Committee of Sponsoring Organizations of the Treadway Commission (òCOSOó).  
 
The material weakness is a deficiency, or a combination of deficiencies, in 

internal control over financial reporting.ó9 There is a reasonable possibility that a 
material misstatement of our annual or interim financial statements will not be 
prevented or detected on a timely basis. 
 
The Security Ownership is Certain Beneficial Owners and Marketing  Management 
and Related Stockholder Matters. The number of shares to be issued upon exercise 
or vesting of awards issued under, and the number of shares remaining available 
for future issuance under, our equity compensation plans at December 31, 2013 
were:  

Table No. -1: Equity Compensation Plan Information  

 Number of 
Securities to be 
Issued Upon 
Exercise of 
Outstanding 
Options, Warrants 
and Rights  (1)   

Weighted 
Average 
Exercise Price 
of Outstanding 
Options, 
Warrants and 
Rights   

Number of Securities 
Remaining Available 
for Future Issuance 
under Equity 
Compensation Plans 
(excluding securities 
reflected in column 
(a)  (2)  

Equity compensation 
plans approved by 
security holders  

(a) (b) (c) 

63,728,884 21.96 27,614829 
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A taste of the future  

 

 

 

 

 

 

 

 

 

The Mondelez enjoys 70% market share through Cadbury. The constraints on 
growth are the hot climate. The fact that around 30% of the population live on less 
than US$1 a day and cocoa sourcing (import duties are around 30%). India lacks a 
strong retail network. The Tesco is set to enter the market in a joint venture with 
Tata. 

A large consumer goods company wanted to increase the amount of certified 
sustainable cocoa. It used and to help cocoa farmers to achieve certification. The 
company would help make the farms more productive help make the farmers more 
financially. It is supplies of cocoa would be secure and sustainable over the long 
term. In order is to implement the most effective sustainable sourcing strategy. The 
company needed in-depth analysis of the economic dynamics and cost drive. 
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ABSTRACT  
 
The current trend in the Indian market is characterized by a steady rise in the consumer 
income, growth of the organized retail sector, rapid urbanization and lot of products and 
choices. Producers face a challenge to differentiate their value offering to attract and hold the 
customers. Customerõs retention has always been a key to survival of a business. 
The focus of this project carried out to understand the customer psychology of Honda 
Customer., this report consist of the overview of the customer preferences, the factors 
influence them to visit showroom, do purchasing and so on. It also captures customer view 
on product through the questionnaire and get the feedback of the customers. 
 
Keywords:  Customer Psychology, Customer Preference, Product Preference 
 
  
 
INTRODUCTION OF HONDA COMPANY  
 
Honda Cars India Ltd., (HCIL) is a fundamental maker of premium automobiles in 
India. The association was set up in 1995 with a promise to give Honda's latest 
voyager auto models and developments, to the Indian customers. The association is 
a reinforcement of Honda Motor Co. Ltd., Japan. 
 
Objective Of The Study  
Main Objective:   The study of Honda Mar keting Organization and Marketing 
Process & Improvement methods for Sales increment of New Model. 

1. To study Automobile Passenger car industry.  
2. To study of Dealership Organization & Process. 
3. To collect Customer Feedback on Honda BR-V. 
4. To know the expectation of Honda Customers. 

 

Hypothesis  

H0    -  There is a no significant relationship between cost of the product and owner 

of product.  

 

RESEARCH METHDOLODGY  
Data collection approach  

16 



 

135 

 

To carry out this research, primary data and secondary were collected. 
 
Prim ary sources 
Systematic collection of information directly from respondentõs.This data was 
collected for the descriptive research. The survey data collected during the study 
includes the data collected through questionnaire with customer to know about the 
consumer behavior & collecting the feedback from the consumers. 
Secondary sources 

The initial phase in information gathering methodology is to search for optional 
information. Normally it is the information created for some reason other than for 
taking care of the current issue. Auxiliary information are gathered through Honda 
EDGE Honda pamphlet, magazines, diaries, and so forth. These sources comprise 
of officially variable information as proclamations, and reports, which may 
incorporate tangible report, i temõs component, deals process, promoting 
methodology, and soon.  
The Sampling population of the Noida city. The customers of Honda car from 
Greater Noida city were only included in the study. The Sampling unit were  

Business people, Government services, Doctors, Engineers and students of Greater 
Noida city. Self designed Questionnaire were used to record the responses from the 
customers. The Sample Size of 25 were considered through random sampling. Excel 
and SPSS were used to compute the data. 

Data Analysi s 

1. Which factor influenced you to visit dealership and check out the BR -V?   

 

Table 1 

 
 

 

 

 

 

2. Which of the following automobile brands do you currently own?   

Table 2  

Looks of the car in the  Ad 13 

Price mentioned in the Ad  1 

Word of mouth  0 

Car features mentioned in the Ad  3 

Honda Brand  3 

Family requirement 7 seater   5 

Honda 10 
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3.  Do you find the cost of this product is?  

Table 3 

 

 

4. How would you recommend / referral to someone?   

Table 4 

 
 

 

Renault 0 

Nissan 1 

Hyundai  2 

Maruti  Suzuki  9 

Toyota 3 

Good value 5 

Expensive 12 

Reasonable 8 

Most likely  17 

May be 8 
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HONDA IS HONDA  

The last and the most important selling proposition is the brand value or the brand 

name of Honda in the minds of Indian customers. Honda is well known for its 

customer reliability and after sale support. Also Honda is brand to which all Indian 

trust blindly.  

      SWOT ANALYSIS OF HONDA BR -V FOR THE INDIAN MARKET  

STRENGTHS  

1. Huge Brand Recall 
2. Excellent quality, performance and 

service 
3. Higher ground clearance, projector 

headlamps 
4. Sporty and Bold Look  
5. 7 Seater 

WEAKNESSES 

1. Automotive version not 
available in diesel engine 

2. No rear parking sensor, camera 
3. No touchscreen dashboard 

OPPORTUNITIES  

1. Expanding SUV segment 

THREATS  

1. Over price felt by the 
customers sometimes 

2. Stiff competition by Hyundai 
Creta and Renault Duster 

 
Hypothesis Testing  
Ho ð There is a no significant relationship between number of car sales and their 
cost. 

 

It is clear from the table no. 5 that the calculated values of the coefficient of co-
relation for no. of car sales and there cost were found to be 0.42677 which comes 
under 0.30 ð 0.75 i.e. moderate degree of linear relationship. So there is not enough 
evidence to accept null hypothesis and hence we accept the alternate hypothesis 
that there is moderate level of linear relationship between no. of car sales and there 
cost.  

Table 2 Table 3 Correlation Coeffic ient  

10 5 
 0 12 0.42677 

1 8 
 2 0 
 9 0 
 3 0 
 


