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Editor’s Desk 

1. Commute Factors Analysis; A Scare of Employees in Indian Suburban railway – Mr. Anand Kumar 

Gupta, Prof.
 
Anand Mohan Agrawal, Prof. Pawan Kumar Singh   

Millions of Indians commute by train for work each day which effect their health and well-being. This 

research paper discusses various psychological and environmental factors responsible in creating stress in 
railway commuters. 

 

2. Correlation Between Banks Corporate Social Responsibility And Profitability: A Study of UAE, 

Bangladesh and India - Dr. Sonia Singh, Dr. Sameer Al Barghouthi 

Banks have begun to integrate Corporate Social Responsibility with investment strategy to restore public 

trust. Through this paper the author emphasized the positive correlation between Corporate Social 

Responsibility and profitability. 

 

3. An Empirical Analysis of Repulsive Buying Behaviour- Dr. Satinder Kumar  

Consumer Behaviour captures all the aspects of purchase, utility and disposal of products and ervices. This 

study endeavours to access repulsive buying behaviour and various variables impacting revolting response 

of consumer towards aptly marketed product. 
  

4. An Empirical Analysis of Entrepreneurial Intention Amongst Students in Uttar Pradesh- Dr. Anu 

Kohli, Ms. Neha Tiwari 
Entrepreneurs play a key role in economic growth and job creation of a country. This research endeavors to 

identify factors that drive entrepreneurial intentions among professionally qualified students. 

 

5. HIV Related Knowledge and  Attitude Among Nurses and Paramedical Health Care Providers in 

Delhi – Mr. Sukhender Kumar, Dr. Pankaj Jain, Dr. Narendra Jangid 

Awareness about HIV, its causes and spread helps in  HIV prevention efforts and indirectly affect national 

development. This cross-sectional study was designed to determine the level of knowledge about HIV and 

assess attitudes towards HIV among the paramedical staff.   

 

6. Balancing Corporate Governance With Corporate Social Responsibility- CA Pinky Agarwal,           

Dr Sankalp Srivastava 
This paper looked into the Corporate Social Responsibility practices of Public Enterprises and found that 

corporate social responsibility integrated with corporate governance leads to economic growth and 

development creating a great challenge and opportunity for the professionals. 

 

7. Green Practices, Standards and Conformity Issues in the Indian Food Processing Industry -             

Mr. S. B. Azhar, Mr. F. M. Khan, Mr. A.S. Gupta
 

Food processing is considered to be a sunrise sector having large potential for growth and socio-economic 

impact. This paper provides a detailed analysis of the measures to be taken to enhance safety and quality of 

food products.  

 

 

8. An Empirical Examination of Perceived Risk in Mobile-Banking- Ms. Karnika Srivastava,             

Dr. Manoj Kumar  
Mobile banking services have increased with the penetration of internet and smart phones among 

customers. This paper discusses the security factors which hinders in the adoption of mobile banking by 



Indian customers. 

 

9. Improving Health Care Services In India: Public-Private Partnership is the Way Out -                  

Mr. Debabrata Jana, Dr. Abhijit Sinha 

The Indian healthcare sector is growing at a brisk pace due to its strengthening coverage, services and 
increasing expenditure by public as well private players. This paper tries to focus on poor public health 

system which adversely affects the vast population and suggested Public Private Partnership in the Indian 

Health care industry. 

 

10. Studying the Impact of Perceived Corporate Reputation on Commitment and Loyalty Headed for 

Customer Citizenship Behaviours in Telecom Companies- Ms. Jyoti Joshi, Dr. Anushree Singh 
Corporate reputation is one concept which is of growing importance for business management in this 

dynamic environment today. The paper highlights that telecom service provider reputation has a significant 

impact on customer citizenship behavior. 

 

11. A Study on the Impact of Employee Training and Stimulus on Business Recital with Indication to 

Public and Private Banks of India –Mr. Khalid Syeed Uddin In the current dynamic business 

environment training has become indispensable.  The research recommended banking organization 

management to conduct various training programmes for employees to enhance their performance and 

increase productivity. 
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Abstract 

This research paper is an inquiry of hurdles that commuters of Indian railways face every day, and attempts to diagnose the relationships 

between the employee commute and its impact on employee wellbeing. This article also aims to create awareness about the problems of 

commute and its insight solution for the commuting experience of employees. Either pleasant or not; consequences of the commuting is 

discussed with a focus on employee satisfaction and withdrawal behavior. Now a days whole Indian railway sector of transport is reporting 

structural changes to create an atmospheric up gradation and modernization to conventional transport mode. The data collected through a 

sample survey of 540 regular movers through Indian railway commuters employed in a number of organizations in NCR Region, gone 

through the train-Dart experienced which is responsible for creating highest levels of a negative outcome on reaching their workplace.  So 

this research attempts to discuss crowding factors affecting commuters well-being and to envisage its operations for regular employees who 

commute for their job purposes through (IR) Indian railway. 

 
Key Word: - Employee Wellbeing , Withdrawal Behavior, Train-Dart Experience, Conventional Transport 

 

I. Overview 

 
In modern-day societies, commuting to work is a 

significant aspect of daily life. In India, the country's 

notable financially viable development has considerably 

increased the share of the suburban population, while 

raising the importance of public transport. This has added 

to put an enormous lumber for urban commuters, not only 

in a megacity like Mumbai but also in lots of other cities. 

Commuting also described in view of   ―a plague that 

affects modern man‖ (koslowsky, et al., 1995). Despite the 

size of this problem, however, very few research attention 

has been paid to analyze the effects of commuting on 

commuter well-being (Roberts et al., 2011). A sample 

survey conducted by Eurostat in 2001, concluded and 

suggested that commuting cause stress results as 

substantial disturbances to productivity, creativity, and 

competitiveness of an employee. 

Although contextual studies have a high range of long 

commute impact on well-being, mostly negative. Rather, a 

type of equilibrium should emerge. Commuting has 

different unpredictable results on an employee who 

commute daily for their job purposes. We can easily 

understand the relationship between personal life and work  

 

life consequences. The type of commute and commuting 

experience may have an important impact on; commuters 

lifestyle, not just in the form of expression but also at the 

cost of overall well being who we are, not just in 

expressions of physical health, but with regards to our 

overall well-being and behavior (Santhosh, 2015).  Early 

research on commuting stress by Raymond Novaco and 

others shows how perceptions of commuting impedance 

(both distance and time of the trip, as well as other 

aspects) increase commuting stress. Passenger crowding is 

a major concern not only for those using rail transport but 

also for those who manage rail systems worldwide 

(Cox, Houdmont, & Griffiths, 2006). There is also 

evidence of disruptive and aggressive behavior (Loo & 

Kennelly, 1979; Hutt & Vaizey, 1966) and impaired task 

performance (Baum & Paulus, 1987). Some researchers 

have also argued that the effects of crowding stress can 

persist long after the exposure to crowding has ended (Bell 

et al., 2001; Sundstrom, 1978; Stokols, 1976). From a few 

of the available empirical studies, the spillover effects of 

crowding are found to be associated with a variety of 

adverse outcomes, including social withdrawal, less 
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altruistic behavior, reduced levels of interaction, lower 

frustration, and emotional disorders (Bell et al., 2001; 

Baum & Paulus, 1987). In this review, Evans and Cohen 

(2004) report that crowding may cut subsequent coping 

efforts in such a way that it can exacerbate the impact of 

high temperature on negative effect and can heighten the 

effects of daily hassles on psychological health and 

physiological stress. In summary, the significant effects of 

crowding as environmental stressors that can trigger a 

variety of outcomes have been reasonably established in 

the literature. 

II. Research Framework 

Data Collection 

A standard  Scale is adopted and distributed to 700 

 participants at different railway stations who use MST for 

daily commute through railway services in the Delhi - 

NCR area. Out of these 540 valid questionnaires were 

returned, the middling age of the participants was 28 years 

and they were predominately male. It was recognized that 

a predominantly young, educated population working in a 

new service industry in Delhi-NCR Region. Participants 

were asked to identify their most frequent mode of 

transport, route when commuting to work, along with the 

time taken (in minutes) and distance (in kilometers) of an 

average commute. The coefficient alpha for this measure 

in the study was 0.84. 

Analysis of the Study 

The collected data were analyzed using SPSS. The 

variables like working conditions, monetary benefits, 

safety and security, the timing of work, relationship with 

colleagues and union, grievance handling and working 

environment entered the regression model as independent 

variables and stress entered the model as a dependent 

variable. The questions asked in the questionnaire spread 

into following three segments as under- 

Psychosocial aspect of Crowding- 

Pjt6A, Pjt6B, Pjt6C, Pjt6D 

Ambient Environment- Pjt7A, Pjt7B, Pjt7C, Pjt7D 

Passenger Density aspect- Pjt8A, Pjt8B, Pjt8C, Pjt8D 

 

 

Factor Analysis (FA): - 

FA is used to determine the significant factors affecting 

the employee well-being majorly as the overcrowd 

commute factor. The KMO and Bartlett’s test is a measure 

of sampling adequacy. Here the KMO value is (0.921) 

which is greater than 0.5R (Table-1) acceptable. KMO in 

the statistics can help in predicting when data are likely to 

appear factor well, based on correlation and partial 

correlation. KMO is used in respect of each individual 

variable and with the sum i.e, the overall 

statistic of KMO. KMO have variance from 0 to 1.0 

and KMO overall should result in 0.60 or higher to go 

forward in factor analysis. In case it does not reduce the 

indicator variables in connection with lowest values of 

individual KMO statistic, so long the KMO rises overall 

above 0.60 (few research scholar are lenient in accepting it 

with 0.50 cut-off). For computing KMO overall, the 

numerator, except .0 self-correlations of variables with 

themselves, it should be the sum of squared correlations of 

each variables in respect to the analysis (denominator 

would be same sum and plus sum of squared partial 

correlations of each variable i.e, with each variable j, so 

that other analysis are under control. Closure to 1 shows 

that patterns of correlations is relatively compact and 

hence analysis should yield to very distinct and reliable 

factors. Though Kaiser (1974) has remarked favorably 

towards accepting values bigger than 0.5 as for barely 

acceptable (as values lower than this, suggest for either 

collecting more data or give a rethought over which 

variables to be included). Further, it is to be understood 

that between 0.5 and 0.7 values it should be considered as 

mediocre, between 0.7 and 0.8 are good, between 0.8 and 

0.9 are great and values above 0.9 are superb (Hutcheson 

& Sofroniou, 1999) 

 In statistics, Bartlett test relating to sphericity is used to 

find the presence of correlations between the variables. 

This process supports in statistical probability pointing 

that at least some of variable is having substantial  

correlations amount in the matrix. This test can often be 

used prior to PCA or factor analysis, tests so as to learn 
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whether data arrives from multivariate normal distribution 

is having zero covariances. 

The Bartlett's Test of Sphericity is applied to test 

the null Hypothesis that the variable is interrelated in the 

population. Here the significance value is less than 0.05,     

thus both the results are appropriate for factor analysis. 

 

Table-1 

 

Communality refers to common variance proportionately 

available in the variable. The communalities towards the 

ith variable is to be computed by taking sum of squared 

loadings over the variable as shown here below 

 

 

 

Communality means a squared variance-accounted-for 

statistic revealing as to what extent variance within the 

measured variables are reproduced through the latent 

factors under the model. Contrary to this as to how much 

conceptually the variance are measured/observed. Variable 

having no specific variance or otherwise random variance 

also, will produce a communality of 1; however a variable 

which does not share its variance over any other variable 

will have a communality of 0. In factor analysis, interest in 

finding common underlying dimensions within the data 

and primary interest only in the common variance. 

Therefore, while running a factor analysis it is understood 

fundamentally that how much of the variance present in 

our data common variance is. This gives a logical halt: for 

doing factor analysis, we need to understand the 

proportion of common variance available in data, yet the 

only option to measure the extent of the common variance 

is by doing a factor analysis. Immediately after underlying 

factors are extracting, the new communalities need to be 

calculated so as to represent multiple correlation between 

the variable and with the factors extracted. Hence, the 

communality can be called for measuring of the proportion 

of variance expressed by extracted factors. 

Here, Communalities analysis by using the principal 

extraction method shown in the table-2 reveal that most of 

the extracted factors of items are above 0.5 (Except 0.247) 

and acceptable for the further analysis. 

Table-2 

 

 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.921 

Bartlett's Test of 

Sphericity 

Approx. Chi-

Square 
4012.444 

Df 66 

Sig. .000 

Communalities 

 Initial Extraction 

―how disorderd is the train that you are on today‖ 1.000 .707 

―how chaotic is the train that you are on today‖ 1.000 .733 

―how disturbing is the train that you are on today‖ 1.000 .692 

―how cluttered is the train that you are on today‖ 1.000 .705 

 how you feel squashed inside the train that you commute on today 1.000 .743 

 how you feel uncomfortable inside the train that you commute on today 1.000 .553 

 how you feel hindered inside the train that you commute on today 1.000 .247 

 how you feel stressfull inside the train that you commute on today 1.000 .594 

 the physical environment is hot inside the train that you commute on today 1.000 .655 

 the physical environment is stuffy inside the train that you commute on today 1.000 .785 

 the physical environment is smelly inside the train that you commute on today 1.000 .716 

 the physical environment is noisy inside the train that you commute on today 1.000 .623 

Extraction Method: Principal Component Analysis. 
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Total Variance Explained (Table-3) using principle 

component analysis depicts that two following factors 

explained 64.60% of the Variance. These two factors have 

Eigen values more than 1 which is acceptable in the case 

of extraction of variables. This application make linear 

transformations very easy to understand. The Eigen value 

on given factors can measure variance for total variables 

that is accounted for in respect of that factor. Eigen values 

ration is ratio of explanatory importance for the factors 

relating to variables. In case a factor shows low Eigen 

value, then it is to be presumed that it is supporting with 

the contribution with explanation of variances in that 

variables and then it need to be treated as redundant in 

respect of more important factors. 

 

 

 

Table-3 

 

Graph-1 

This analysis can best fit the factors over a scatter diagram 

of responses the way that factors express the variance 

which is attached to the responses to each other statement. 

This methods supports in getting factors in such a manner 

that whatever the variance related to each statement under 

the study are fully explained by Screeplot (Graph-1) 

shows the graph represent factor spread, the two factors 

contributing to 64.60% variance has Eigen Value more 

than 1. 

Conclusion  

The present study promotes understanding of commute 

and the factors that induce commute effect on employees 

who commute at regular basis through Indian sub-urban 

railway. It has been found that different psychological and 

environmental factors are responsible for creating the level 

of stress among commuters. It indicates that stress is 

influenced by public commute and the condition of the 

train. This may be true because of overcrowding during 

peak hours and also the attitude of commuters for public 

transport. The commute pressure on the employees makes 

Total Variance Explained 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared Loadings 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total % of Variance 

Cumulative 

% 

1 6.575 54.789 54.789 6.575 54.789 54.789 3.918 32.648 32.648 

2 1.178 9.813 64.603 1.178 9.813 64.603 3.835 31.954 64.603 

3 .833 6.938 71.541       

4 .702 5.849 77.390       

5 .494 4.113 81.503       

6 .451 3.755 85.259       

7 .421 3.509 88.768       

8 .341 2.840 91.607       

9 .307 2.555 94.162       

10 .263 2.189 96.351       

11 .249 2.077 98.428       

12 .189 1.572 100.000       

Extraction Method: Principal Component Analysis. 
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them feel insecure. So this study has serious implications 

for both the organization and the employees. 

 

Limitations and Directions for Future Research 

This study was conducted only in Delhi-NCR Region 

of Indian suburban railway. It is imperative that the 

sample size may be increased from a heterogeneous group 

of commute employees in different route across the study 

area. Hence, a complex model consisting of antecedents 

and outcome variables may be developed and tested. 

Structural equation modeling may be used to establish the 

multiplicity of relationships as this would account for 

measurement and structural errors. Demographic details 

were not included in this study. Future study may include 

these variables and the influence of such variables along 

with the stressors may be captured. Finally, no distinction 

was made between conductors and drivers 

and therefore the stressor – stress relationship may 

be studied for conductors and drivers separately. 
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Abstract 

The purpose of the study was to correlate bank investments into Corporate Social Responsibility (CSR) initiatives with the 

financial performance of profitability measured as Return on Assets (RAO) or Return on Equity (ROE). The selected bank from UAE was 

Abu Dhabi Commercial Bank (ADCB). From Bangladesh, the selected Public Commercial Banks were Dutch-Bangla Bank Ltd. (DBBL) and 

Islami Bank Bangladesh Ltd (IBBL) and selected State-Owned Banks are Janata Bank Ltd (JBL) and Rupali Bank Ltd. (RBL). From India, 

the selected banks were ICICI and Axis. The study methodology was KLD Research Analytics and Correlation Coefficient of the Year on 

Year (YoY) change of the CSR versus profits. There were result outcomes across all these tests. The YoY comparison for ADCB from UAE 

shows a negative coefficient but strengthening the correlation between CSR and profitability over the five year period. The YoY comparison 

of ICICI for CSR % to profitability impact had weak correlation and fluctuating coefficient. The YoY comparison for Axis bank showed that 

the correlation between CSR expenditure and profit is largely positive and the coefficient is also significant. The comparison for PCBs 

DBBL and IBBL revealed that there was a positive correlation with the profitability, but the YoY CSR% to profitability change shows a weak 

coefficient. The comparison between the State-Owned Banks JBL and RBL shows that the YoY comparison of CSR% to profitability has a 

weak correlation but insignificant coefficient. In conclusion, banks should undertake ethical CSR when pursuing profitability.  

Key Words: CSR; Profitability; Correlation; Coefficient. 

 

I. Introduction: 

The purpose of this study trying to evaluate the effects of 

CSR on the profitability of selected banks from UAE, 

Indian and Bangladeshi. The term Corporate Social 

Responsibility (CSR) refers to the operations that 

organizations undertake to balance the business goals with 

social and environmental functions so that all three coexist 

in harmony. This shows that CSR is a viable strategy for 

organizations to enhance their performances (Urip, 2013).  

The term Corporate Social Responsibility (CSR) is quite 

vast and broad which varies with stakeholder participation 

in the organization and objectives of firms. As per 

((Blowfield & Murray, 2008) generally, CSR entails how 

organizations manage their worker's welfare, 

achievements, and rewards etc. It does not only embrace 

diversity but also adhere to tenets of human right and 

minimize harmful operations and effects to the 

environment and society. Additionally, CSR entails how 

organizations govern their activities, legal obligations, 

economic transparency and ethical dispensation. 

A Corporate Social Responsibility Disclosure 

Index (CSRDI) is a tool used to determine criteria that 

organizations use to achieve various financial performance 

metrics including profitability. A typical CSRDI is 

composed to the organization having vision and mission, 

the board of directors and top management focus, products 

and services, charitable and welfare activities, employee 

focus, debt management, community projects 

environmental conservation, legal and statutory 

supervision (El-Mosaid & Boutti, 2012). 

 The concept of CSR is about bringing 

institutions workers, profits and the environment together 

under sustainable practices (Urip, 2010; Falck & Heblich, 

2007). Accordingly, Geva (2008) established three models 

of CSR that organizations, including banks, engage into 
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increase their profitability. The first CSR model is the 

intersection circles model, where banks seek to have a 

balance between the philanthropic, legal, ethical and 

economic health, as shown in the figure below:  

Figure 1: Intersection Circles CSR Model 

 

Source: (Geva, 2008, Cited in Al-Tamimi, 2014, p.92). 

The second CSR model is the pyramid. In this case, banks 

pay a lot of attention to the profitability of the business, 

but due regard for the legal aspects, ethical operations and 

philanthropic activities as shown in the figure below: 

Figure 2: ADIB Pyramid Model of CRS 

 

 

 

 

 

 

Source: (Geva, 2008, Cited in Al-Tamimi, 2014, p.92). 

The third CSR model is the concentric circles. In this case, 

even though the bank has economic prosperity at the heart 

of the organization, there is a strong consideration for 

legal compliance, ethical practices, and philanthropic 

activities as shown in the figure below.  

Figure 3: Concentric Circle CRS Model 

 

Source: (Geva, 2008, Cited in Al-Tamimi, 2014, p.92). 

Significant Value of Study And Theoretical 

Contribution to Domain Of Banking Business Ethics:  

This study has identified different types of banks where 

corporate social responsibility is likely to contribute to the 

area or business ethics. These banks fall into the following 

categories; private commercial banks, public commercial 

banks, state-owned banks and to some extent Islamic 

banks. The significant value of this study follows the 

recognition that modern banks no longer work in isolation, 

but are weaved into their customer's social lives and 

ethical business conduct. Other than the usual missions 

and visions, banks are an integral part of national 

economies in areas like GDP, service to the middle class, 

financing of various infrastructures and alleviation of 

poverty. Therefore this study was an attempt to evaluate 

these different CSR theories and how the banks‟ 

commitment translates to their profitability (Sharma & 

Mani, 2013) 

Due to this realization, banks have an ethical obligation to 

carry out their businesses while paying attention to social 

development and environmental sustainability. This study 

is significant as it reviews theoretical findings from 

different peer-reviewed research in CSR in banking realms 

and whether there has been evidence of significant 

profitability gains. Whereas some CSR activities 

undertaken by banks are capital intensive, others are 

nonfinancial and this study is significant in assessing the 

overall impacts to the banks‟ profitability. This study is 

also significant if examined, how theories that bank CSR 

efforts for improving financial inclusively among 

customers, eventually yield more profitability. Moreover, 

this study is significant for explaining theories that banks 

investments into CSR activities like healthcare, education, 

sports, community projects, environmental and energy 

conservation create a business safety net that supports the 

institutions during tough economic times to remain 

profitable (Sharma & Mani, 2013). 

II. Literature Review :  

Very few studies have evaluated the effect of 

banks CSR on profitability. Among these, Narwal (2007) 
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conducted a study to find evidence of CSR activities 

among Indian banks with aim of improving their market 

performance. The study established that many banks were 

investing in CSR activities like education, health, 

customer welfare and environment. However, the study 

had gaps because it failed to clarify how these CSR 

activities affect performance such as profitability. In the 

following year, Neal and Cochran (2008) conducted a 

study to determine if such CSR initiatives influence 

financial performance among other outcomes in 

organizations. Additionally, Saleh et al. (2011) 

investigated the association between CSR and banks 

performance in the developing economy of Malaysia. The 

study established a positive and significant correlation 

between the two variables but only in the short-term basis.  

El Mosaid and Boutti (2012) conducted a study 

on the effect of CSR on financial outcomes of Islamic 

Banks.  The researchers choose Return on Assets (ROA) 

and Return on Equity (ROE) profitability attributes in 

relation to the CSR Index through regression analysis and 

found out that ROE and ROA have no significant relation 

with CSRDI (Corporate social responsibility discloser 

index). The study also revealed that there is lack of 

important information disclosing while summarizing the 

various Islamic banks CSRD. 

Barroso, et al., (2013) conducted a study on the 

impact of saving banks‟ CSR on their overall performance. 

The study found that the customers from the saving banks 

put pressure on the institutions do more on CSR to 

maintain clientele which determines their profitability in 

the long term. In the same year, Herzig & Moon (2013) 

investigated how banks social responsibility or lack 

thereof contributed to their collapse during the recent 

financial crisis. This study established that banks that 

engage in social irresponsibility will struggle to meet their 

financial performance targets for some time as compared 

to the responsible counterparts.  

Sama & Casselman (2013) conducted a study to 

establish if microfinance institutions typically affiliated 

with poor people, engage in CSR to make a profit. This 

study concluded that such activities were common and 

posed an ethical dilemma. However, the study did not find 

concrete evidence that such structured CSR activities have 

traction to the microfinance banks, to increase 

profitability. In the same year, Lauesen (2013) conducted 

a study to establish the increase of CSR activities among 

institutions following their dismal performances in 

profitability was triggered by the recent global financial 

crisis. The study established that institutional CSR 

activities were weak before the onset of recent financial 

crisis but improved later on.  

Wu and Shen (2013), investigated whether 

financial performances motivate banks to engage in CSR 

initiatives. The researchers cited three common divers by 

reviewing published literature from 2003 – 2009. The 

researchers gathered data from 162 banks spread across 22 

nations and used the Hechman regression and Logit Model 

for data analysis. The study established that CSR has a 

direct correlation with ROA, ROE and Interest earnings. 

Therefore, the researcher established the motive of bank 

engaging in CSR initiatives.  

Bouvian, et al., (2013) evaluated the effect of 

CSR on financial performance among Chinese and East 

Asian banks in comparison with American peers.  The 

study established that CSR acts as a brand ambassador to 

the banks, which makes people invest more in institutions 

that seem to care about people and environment. 

Consequently, the Japanese and South Korean banks tend 

to care more about their employees who work to ensure 

their financial performances are profitable. On the other 

hand, the American banks tend to do more to the 

environment which leads to support for affiliated 

customers and profitability. The Chinese banks stress their 

CSR on the community initiatives and this lies squarely in 

the customer's heart to affiliate with such institutions.  

Isaksson, et al. (2014) conducted a study to 

investigate why institutions should bother about the CSR 

in the first place in case it does not add value to their 

bottom line. The researchers appreciated the publicity that 

CSR has gained over years including recognition by 
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different levels of managers. However, this study has gaps 

as it failed to establish any anecdotal correlation between 

CSR and profitability even if among banking sectors. In 

the same year, Jhunjhunwala (2014) evaluated whether 

institutions use CSR as a winning formula measurable by 

financial performance such as profitability. The research 

concluded that such a strategy is a sure way of improving 

financial performance.   

III. Research methodology: 

The researcher applied mix qualitative and 

quantitative methods in this study.The qualitative study 

was applied in the critical literature review of the concept 

of CSR in banks on the justification of content analysis. 

The Quantitative method was used in the analysis to 

correlate the impact of CSR to the profitability selected 

banks from UAE, India, and Bangladesh. This method was 

justified because it is easier to summarize data and draw 

conclusions from trends. This study on the impact of CSR 

to UAE banks‟ profitability covered available data from 

2007 – 2014. This was rational because the activities are 

current and the impact is recognizable if not documented 

(Sapkauskiene & Leitoniene, 2014). 

From the literature review, it is clear that the 

concept of CSR differs across the Asian region, hence the 

visible differences in the profitability. However, other 

issues like the size of the bank could also  affect the 

impact analysis. In was justified to harmonize the CSR 

effects and be able to generalize for the sampled UAE, 

India and Bangladesh banks profitability on the 

assumption data represent the homogenous population of 

the banking sector. This study adopted the KLD Research 

& Analytics (KLD). Therefore, by decomposing the 

available CSR data, the research sought to establish its 

effect on the sampled banks (Bolton, 2013). 

 In the UAE, Abu Dhabi Commercial Bank 

(ADCB, 2014; 2013; 2010) was selected to represent 

commercial banks. The UAE Islamic Banks were 

excluded from the study because they hardly publish their 

CSR expenditures (Josuh, et al., 2015). From Bangladesh 

data from Public Commercial Banks (PCBs) were 

compared with those from State-Owned Banks (SOBs). 

Thus the selected PCBs are Dutch-Bangla Bank Ltd. 

(DBBL) and Islami Bank Bangladesh Ltd (IBBL). The 

selected SOBs are Janata Bank Ltd (JBL) and Rupali Bank 

Ltd. (RBL). Finally, from India, the selected banks were 

ICICI and Axis Banks respectively. The focus on CSR 

was on issues like community initiatives, environmental 

conservation, health and safety, employee development 

and other aspects. This research was an analysis of the 

impact of CSR on profitability hence the following 

equation was applicable: 

Profitability Performance = Direct + Indirect CRS 

Investments + Business 

Therefore, KLD Profitability + KLD CRS + KLD 

Business. 

The research also analyses the CSR percentage to the 

profit for the years 2010 to 2014, before comparing the 

Year-on-Year changes and correlation between the two 

variables.  

IV. Analysis And Interpretation Of The Study:- 

An analysis of the Corporate Social 

Responsibility Disclosure Index (CSRDI) shows the 

results from the ADCB CSR expenditures versus the 

profitability have been increasing annually from 2010 to 

2014.  The CSR% to profitability comparison shows an 

initial positive but declining correlation from 2010 to 

2012, before  achieving a constant from 2012 to 2014. The 

Year-on-Year  (YoY) comparison of the ration of CSR to 

profitability show a negative but strengthening correlation 

between CSR and profitability at ADCB as shown in the 

table below. In the same year, Al-Tamimi (2014) 

conducted a study on the CSR engagement by UAE banks. 

Among the outcomes measured is the CSR payback to the 

banks, which would imply profitability. However, the 

study did not find any concrete evidence of this payback 

since most banks hardly disclose CSR expenditure.  
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Table 1: KLD Profitability of ADCB (UAE) using CSRDI 

ADBC Community 

Investment  (AED) 

2010 2011 2012 2013 2014 

Direct Community Investments 

Donations 512,500 1,020,440 2,928,378 2,063,853 2,663,000 

Sponsorship 5,823,707 11,052,685 7,763,353 6,422,651 8,000,000 

Donation Islamic Group N/R N/R 397,300 724,105 800,000 

Indirect Community Investments 

ATM Donations N/R N/R 818,969 764,494 500,000 

e-Banking Donations N/R N/R N/R 3,494,897 4,000,000 

Total Direct and Indirect 

Community Investment 

6,336,207 12,073,125 11,908,000 13,470,000 16,463,000 

Percentage Annual Investment 

Increase 

91% -1% 13% 22%   

Total CSR Direct + Indirect 

Investment 
6,336,207 12,073,125 11,908,000 13,470,000 16,463,000 

Profitability (AED) 391,000,000 1,731,000,000 2,810,000,000 3,620,000,000 4,201,000,000 

CSR % to Profit 1.6% 0.7% 0.4% 0.4% 0.4% 

Year on Year Change %   -0.9% -0.3% -0.1% 0.0% 

 

The comparison of ICICI bank CSR % to the profit been 

fluctuating but is close to negligible, which shows weak 

impact. The ICICI bank YoY change between the CSR 

and profit is sometimes negative or positive correlation 

coefficient as shown in the table below. This implies there 

is no specific trend observed from the data.  

 

 

In a related case, Jain, et al. (2015) conducted a study to 

establish if Asia Pacific banks in four nations that disclose 

their CSR actual have a positive impact on their financial 

performances such as profits. The study established that 

CSR works best among Australian banks profitability 

performance while the Indian counterparts show best 

growth on this performance.  

Table 2: KLD Profitability of ICICI Bank using CSRDI 

ICICI Bank 2010 2011 2012 2013 2014 

Total CSR 

236,194,000 96,971,534 261,059,858 

  

240,893,141 311,294,535 Expenditure  (In Rupees) 

Percentage change 

 in CSR Expenditures 
  -143.6% 62.9% -8.4% 22.6% 

Profitability (In Rupees) 
46,700,000,000 60,930,000,000 76,430,000,000 96,040,000,000 110,410,000,000 

Percentage change 

 in Profitability  
  23% 20% 20% 13% 

CSR % to Profit 
0.5% 0.2% 0.3% 0.0% 0.3% 

Year on Year Change % 
  -0.3% 0.2% -0.3% 0.3% 

The Axis Bank CSR % to profit dropped slightly from 2010 to 2011 then has been increasing steadily up to 2014, 

whereas the profit has been increasing every year. Additionally, the YoY change percentage for Axis Bank‟s CSR to profit 

improved from 2011 to 2013 before dropping more than 50%. This implies that the correlation between CSR expenditure and 
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profit is largely positive and the coefficient is also significant as shown in the table below. Hadfield-Hill (2014) conducted a 

recent study on Indian banks CSR practices and a reflection of the institutions‟ performances. This study was a largely 

qualitative investigation; hence, the correlation between CSR and profitability was small.  

Table 3: KLD Profitability of Axis Bank 

Axis  Bank 2010 2011 2012 2013 2014 

Total CSR Expenditure 787,661 805,092 1,884,454 3,763,728 5,245,036 

Percentage Change 
 in CSR Expenditure   2.2% 57.3% 49.9% 28.2% 

Profitability  29,030,000 33,884,900 42,422,100 51,794,300 62,176,700 

Percentage Change 

 in Profitability   14.3% 20.1% 18.1% 16.7% 

CSR % to Profit 2.7% 2.4% 4.4% 7.3% 8.4% 

Year on Year Change %   -0.3% 2.1% 2.8% 1.2% 

The first private commercial bank tested from Bangladesh was DBBL and profit increased in the 2010 to 2011 period 

before dropping in the following year. As soon as the profits declined DBBL stopped publishing data for CSR and there was 

no explanation even from the financial reports. It is possible that when the profits declined the DBBL cut back CSR 

expenditure to focus resources on the business revival. This accounts for the fluctuations on the YoY comparisons for the 

CSR% to profits as shown in the table below, where the relationship has a strong correlation but the coefficient is insignificant 

when the private commercial bank is not undertaking CSR deeply. The issue of CSR disclosure among banks in Bangladesh 

was also pursued by Ullah & Rahman (2015) and established a mean of 47.4% of banks report the expenditures on their CSR 

in the annual reports, however, there was no attempt to correlate these with profitability. 

Table 4: KLD Profitability of DBBL Bank 

DBBL Bank 2010 2011 2012 2013 2014 

Total CSR Expenditure 125,503,000 339,450,000  N/A  N/A  N/A 

Percentage Change 

 in CSR Expenditure 
  63.0% N/A N/A N/A 

Profitability 3,742,020,000 4,546,470,000 2,314,100,000 2,000,800,000 2,206,600,000 

Percentage Change 

 in Profitability 
  17.7% -96.5% -15.7% 9.3% 

CSR % to Profit 3.4% 7.5% 0.0% 0.0% 0.0% 

Year on Year Change %   4.1% -7.5% 0.0% 0.0% 

The other private commercial bank from Bangladesh 

tested was IBBL.  The profitability has been on a general 

declining trend. Additionally, in the few years that the 

bank undertook and reported in the CSR, there was a 

positive correlation with the profitability, but the  

 

 

YoY CSR% to profitability change shows a weak 

coefficient. Khan, et al., (2009) conducted a study on how 

banks in Bangladesh report the CSR activities and their 

impact on performance such as profitability if any. The 

researchers concluded that most banks did not record the 

correlation whether in qualitative or quantitative way. 
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Table 5: KLD Profitability of IBBL Bank 

IBBL  Bank 2010 2011 2012 2013 2014 

Total CSR Expenditure 232,980,000 386,960,000 N/A N/A N/A 

Percentage Change  

in CSR Expenditure 

 

39.8% N/A N/A N/A 

Profitability  

 8,454,710,000 10,347,320,000 8,751,744,458 8,104,159,356 6,605,273,353 

Percentage Change  

in Profitability 

 

18.3% -18.2% -8.0% -22.7% 

CSR % to Profit 2.8% 3.7% 0.0% 0.0% 0.0% 

Year on Year Change % 

 

1.0% -3.7% 0.0% 0.0% 

 

The first state-owned bank tested from 

Bangladesh was JBL expenditure on CSR was nearly 

similar for the few time data is available. However, the 

JBL profitability fluctuated throughout the five year period 

actually making a loss during 2012 period. Overall, the 

CSR% to profit correlation is positive but the coefficient is 

negative in most years, a shown in the table below. 

Rodriguez-Fernandez (2015) conducted a study on the 

bidirectional correlation between CSR and financial 

performance among listed companies, including banks. 

The study tested if CSR behavior affects profitability and 

established a cyclical effect on the two attributes. That is, 

institutions that engage in CSR activities are profitable, 

while those that are profitable also tend to spend on CSR. 

 

Table 6: KLD Profitability of JBL Bank 

 

JBL  Bank 2010 2011 2012 2013 2014 

Total CSR Expenditure 69,200,000 68,770,000 N/A N/A N/A 

Percentage Change  

in CSR Expenditure  
-0.6% N/A N/A N/A 

Profitability  7,820,430,000 8,875,670,000 -162,800,000 9,551,000,000 2,813,000,000 

Percentage Change 

 in Profitability  
11.9% 

-5351.4 

% 
101.7% -239.5% 

CSR % to Profit 0.9% 0.8% 0.0% 0.0% 0.0% 

Year on Year Change % 
 

-0.1% -0.8% 0.0% 0.0% 

The second state-owned bank tested was RBL and the 

CSR expenditure nearly doubled in the successive year‟s 

data was published.  Moreover, the profitability has been 

fluctuating over the last five years.                           

Therefore, YoY the CSR% to profitability has a weak 

correlation but of insignificant coefficient. Overall, the 

CSR% to profit shows a positive correlation but the 

change coefficient is weak as shown in the table below. 
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Table 7: KLD Profitability of RBL Bank 

RBL Bank 2010 2011 2012 2013 2014 

Total CSR Expenditure 9,260,000 17,040,000 

   Percentage Change 

 in CSR Expenditure 

 

45.7% N/A N/A N/A 

Profitability  1,425,730,000 2,498,570,000 1,761,981,044 2,305,537,976 3,070,130,480 

Percentage Change 

 in Profitability 

 

42.9% -41.8% 23.6% 24.9% 

CSR % to Profit 0.6% 0.7% 0.0% 0.0% 0.0% 

Year on Year Change % 

 

0.0% -0.7% 0.0% 0.0% 

 

When the profitability trends for all the banks 

were compared, there is a general incremental trend, 

which shows that the sum of all CSR efforts leads to the 

profitability of the tested banks from UAE, India, and 

Bangladesh. Therefore, the CSR % to profit correlation is 

weak and has an insignificant coefficient. Mallin, et al., 

(2014) examined the role of CSR on the financial 

performance of 90 Islamic banks located in 13 nations. 

This study established that the sampled banks are less       

committed to their CSR disclosures especially the 

expenditure and this made quantitative analysis a 

challenge. Nevertheless, the study, using the Least Square 

Estimation method established that there is causality effect 

between the banks CSR activities and their financial 

outcomes. The following table illustrates this trend of 

KLD among the selected banks. 

 

 

 

Table 8: KLD Combined Profitability Impact 

 
2010 2011 2012 2013 2014 

Average  

=(∑ / 5)  

ADCB (UAE) 

(in AED) 391,000,000 1,731,000,000 2,810,000,000 3,620,000,000 4,201,000,000 2,550,600,000.00  

ICIC Bank (India) 

46,700,000,000 60,930,000,000 76,430,000,000 96,040,000,000 110,410,000,000 

       

78,102,000,000.0

0  (In Rupees) 

Axis Bank (India ) 

2,900,000 3,388,490 4,242,210 5,179,430 6,217,670 

                

4,385,560.00  (In Rupees) 

DBBL (Bangladesh) 

3,742,020,000 4,546,470,000 2,314,100,000 2,000,800,000 2,206,600,000 

         

2,961,998,000.00  (In Taka) 

IBBL (Bangladesh) 

8,454,710,000 10,347,320,000 8,751,744,458 8,104,159,356 6,605,273,353 

         

8,452,641,433.40  (In Taka) 

JBL (Bangladesh) 

7,820,430,000 8,875,670,000 -162,800,000 9,551,000,000 3,813,000,000 

         

5,979,460,000.00  (In Taka) 

RBL (Bangladesh) 

1,425,730,000 2,498,570,000 1,761,981,044 2,305,537,976 3,070,130,480 

         

2,212,389,900.00  (In Taka) 

Combined Average 

Changes ∑ = 68,536,790,000 ∑ = 88,932,418,490 ∑ = 91,909,267,712 

∑ =  

121,626,676,762 

∑ =  

130,312,221,503 
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Implications CSR Theory to the Business Ethics of 

Banks Pursuing Profits in UAE, India, and  

Bangladesh: 

In terms of business ethics, this study has 

implications that banks should take part in CSR as long as 

they do not violate rules or deceive clients to affiliate with 

them to grow profits. Moreover, banks should carry out 

their business in the transparent and competitive manner 

since this study observed that the Islamic entities do not 

disclose the exact expenditures on CSR for various 

religious reasons. The findings in this study have the 

implication that it is no longer tenable for banks to pursue 

profitability using old ways that do not care about the 

social welfare of the customers and the operating 

environment. This realization is true because the two 

dimensions affect the business of banks, hence, the rising 

number of regulations that underscore their observation 

ethically and operationally. The time run data findings in 

this study have implications that banks engaging in CSR 

will prosper in the long run because of the tight connection 

between the clients and the organization. This means the 

banks and the clients are able to support each other during 

difficult economic times in an ethical manner, leading to 

profitability for the former.  

Conclusion and Recommendations: 

This study concludes that indeed CSR has some 

impact on banks profitability. However, the data 

evidenced that when banks are making losses that little of 

no CSR initiative is undertaken is proof that the impact is 

cyclical. That is, CSR can drive profitability while 

profitability is also needed for a bank to undertake such 

activities. This study also concludes that in the banking 

context, CSR refers to is often integrated into different 

areas such as educational initiatives, healthcare support, 

environmental conservation, energy saving, charity 

projects, sports sponsorships and many others. Banks 

generally engage in CSR on their own initiative and there 

is no standard or statutory obligation across many nations 

(Sapkauskiene & Leitoniene, 2014). Banking sector 

engagement in CSR activities has accelerated in the last 

decade and particularly after the recent global financial 

crisis (Visser, 2010) when there was a notion that banks 

only cared for profits and not the welfare of its customers 

or operating environment (Lauesen, 2013). 

Due to the gaps in data especially about the CSR 

engagement, this study recommends that banks improve 

their data collection and reporting to ease management 

decision making. Moreover, this study compared 

profitability data using the local currencies of nations 

where the banks are located. This issue could have caused 

some exchange rate limitations to the researcher. 

Therefore, future researchers should standardize the data 

set to make comparison easier. 
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Abstract 

This study endeavours to access repulsive buying behaviour and various variables impacting revolting response of consumer towards aptly 

marketed product. 292 respondents were analysed from Amritsar and Ludhiana in North India and results were drawn using structural 

equation modelling, which manifests latent variables i.e. psychological factor, usage of product, lifestyle & opinion and product. Better 

understanding of repulsive buying behaviour has positive contribution to country’s economic state and also towards quality of  product and 

services. In the recent year’s consumers are showing revulsion in buying pattern. Repulsive buying behaviour in consumers is repugnance 

for product i.e. a strong feeling of distaste for products. The product is repelled by consumer if it doesn’t match the social status of 

consumer; celebrity endorsing the product is not followed or admired by consumer. Besides, various unresolved issues and complaints of 

customers also deteriorate the image of marketer. When the product is overloaded with wasteful features or is against the cul ture and 

religion of consumer or not according to planning of consumer then it is not entertained by consumer. In situations when customer has faced 

dissatisfaction, by usage of product or has no knowledge about the usage then also the consumer turns off from the product. 

Keywords: Repulsive Buying Behaviour, Repulsion Effect, Brand, Distaste, Lifestyle, Etc. 

 

I. Introduction 

Consumer is the only cause of existence of an organisation 

(Cochran, 2006) and standard for measuring failure and 

success of an organisation. Kotler and Keller (2011) 

focuses on dominance of consumer buying behaviour and 

the approach that how, customers decide their products 

and services. This concept is very significant for 

manufacturers, as this equips them with competitive 

advantage over its competitors. 

With increase in time, the competition is proliferating 

which switches the need of in-depth-studies from market 

to consumer. The essence of fostering a strong relationship 

with customers is to contemplate, the buying behaviour of 

customers and what factors influence their purchase 

intention. As per, Solomon et al, (2006) consumer buying 

behaviour is the study of processes involved when 

individuals or groups select, purchase, use or dispose a 

product, service, idea or experience to satisfy his needs 

and desires. 

Repulsive buying behaviour, as name evinced is arousing 

intense distaste or revolt in buying behaviour for product. 

Shane Frederick and Leonard Lee (2008) in their research 

paper “Attraction and Compromise Effects Revisited: The 

Role of Attribute Characteristics and Representation in 

Context Effects” enunciated about repulsion effect. The 

first paper by Frederick and Lee, defined the role of 

attribute representation to the extent of attraction effect. 

Their study divulges that attraction effect disappears, if the 

same information is presented in a perceptual manner 

which they named as repulsion effect.  

The repulsive buying behaviour is when, product is 

repelled by consumer and the attraction affect created by 

marketer through promotion and other tools, do not affect 

the consumer positively; while it gets reversed to repulsion 

which leads to refusal in buying of product. For an 

instance Tata Nano was failure for all. Marketers 

presented the car as a symbol of social liberty and 

equality, but it was a proven blunder, as it did not match 

the social status of consumer (Neelamkalla, 2015). 

The study is immensely noteworthy, in view of retail 

context of Indian market and also aids in expanding the 

horizon of knowledge to marketer. The intriguing and 

significant phenomenon of repulsive buying, entails to 

develop refined understanding, as the liberalised Indian 

retail is flourishing with an elevated pace and there are 

different opportunities to reap profit. With a paucity of 
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literature on repulsive buying behaviour in Indian context, 

the findings of study could stimulate related attempt in 

other geographical areas of this huge country. 

 

II. Literature Review 

In present digital era, the business organisations are 

looking for ways to enter into market space, but they do 

not know how to enter in e-marketing. It is universally 

acknowledged fact, that good research cannot be done, 

without critically studying what already exists in the form 

of general literature and specific work done by 

researchers. The review of related literature, therefore, is 

considered as a perquisite to actual planning and execution 

of research work. Hence for proper understanding of 

research work, sincere efforts have been made to review 

the related literature. 

Yakup Durmaz (2014) surveyed 1400 people in Ukraine to 

explore the effect of culture on consumer buying 

behaviour, found that 60% of respondents believed that 

belief, culture and tradition are the most important factor 

affecting the consumer buying  behaviour. Norazah et al. 

(2015) examined Muslim and non-Muslim consumers on 

their green food consumption, found that Muslim 

consumers follow a strict diet and act in accordance of 

religious dietary laws. 

Isabel J. Grant et al. (2005) while examining teenaged 

girls found, that they are highly fashion sensitive and are 

strongly influenced by brand name and its association. 

Respondents were even ready to pay high prices for 

branded clothing.  

Malia Triantafillidouet et al. (2014) found that long-lasting 

experiences gives satisfaction to consumers and so they 

prefer to repeat buy in future. Anna Hellberg et al. (2016) 

found that certain brands are avoided by consumer due to 

experience-related factors, such as poor performance, store 

environment, and product attributes. 

Khongkok et al. (2013) found that while choosing 

appropriate celebrity as endorsee, several risks are 

associated, such as darkening of brand image due to 

negative publicity associated with an endorser. Maria 

Saaksjarvi (2016) explored about advertisements featuring 

attractive and unattractive celebrities, which may reduce 

or enhance consumer‟s self-esteem. Study suggested that 

in comparison to attractive celebrities, unattractive 

celebrities sometimes seem to do a better job as endorsers. 

Lina Pileliene et al. (2017) analysed that famous female 

celebrities have much more influence in case of FMCG 

advertising effectiveness. 

Seung Hwan (2015) found that luxury goods give rise to 

social affinity in consumers. People judged themselves to 

have high social affinity, when they brought a prestigious 

wine to a party in comparison to when they brought a 

cheaper generic wine. 

James E. Fisher et al. (1999) analysed on dissatisfied 

consumers, who complained to Better Business Bureau. 

Companies cannot afford to ignore the complaints raised 

by dissatisfied consumers, because such complaints attract 

major financial risks owing to the negative word-of-mouth 

communication. 

Byung-Suh Kang (2007) explored that negative word of 

mouth and negative image affects, customer intention to 

switch between the products. Dissatisfied customers 

spread their bad experiences about the services to 

neighbours, which negatively affects potential customer 

base, future success and performance. Bill Bramwell 

(1998) suggested a way to enhance customer attraction for 

tourism. He recommended the use of survey to measure 

the consumer‟s level of satisfaction for future product 

development. In the absence of an appropriate tourism 

product, the dissatisfied users are likely to seek for 

alternative product options from alternate suppliers, 

possibly of alternate places. 

Diehl and Poynor (2010) found that large assortments, 

affects negatively as the customer feels over loaded. Ilgim 

Dara Benoit Elizabeth G Miller, (2017) found that 

negative effect of large assortment can be reduced by 

holistic thinking. 

Manfred Hammerl et al. (2016) observed that reference 

groups and self-brand connection, may alter the beliefs of 

customers about the brand. Maria Kumpel et al. (2013) 

explored the peer group influence on adolescents for 

products like snacks. 
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David R. et al. (2014) conducted a field experiment, on 

prices of buffet offering for food. He observed that lower 

is the price of buffet, less is the satisfaction received by 

customers. Hussain et al. (2016) measured the impact of 

pricing strategies on consumer psychology and found that 

consumers are more willing to purchase items with 

appropriate pricing. 

Long-Yi et al (2006) explored, the influence of product 

knowledge, on consumer purchase decision and observed 

that product knowledge have a significantly positive effect 

on consumer purchase decision. 

Teresa et al. (2011) analysed the consumer‟s response 

towards gift promotions and found that when the brand 

had high equity, gift promotion were favoured. Purchase 

intentions are positively affected if a high equity brands 

offers a gift that matches it. While studying the effect of 

short duration coupons, Rebecca K. Trump, (2016) found 

that price promotions, with overly restrictive requirements 

negatively affect the purchase decision. 

Ebastian et al. (2015) opined that product purchase 

intentions get damaged by customer‟s negative review. 

Robert East et al. (2008) by role-play experiment and 

survey method found that negative word of mouth have 

lesser affect than positive word of mouth. 

Nelson Oly et al. (2006) while studying about family 

structure and joint purchase decisions found that structure 

of the family is most important factor affecting purchase 

decisions. Joint purchase decisions are made by strongly 

cohesive families than weal cohesive families. Norzieiriani 

Ahma et al. (2007) found that online businesses will be 

able to predict prospective online shopper‟s intention, to 

repurchase more easily by identifying lifestyle factors and 

its cross relationship. 

Domen Malc (2016) conducted an experiment on price 

fairness and concluded that price fairness impacts the 

intention to buy and may lead to negative behaviours that 

would directly affect the seller, e.g. negative word of 

mouth, complaints and leaving the seller.  

Rauf  Nisel, (2001) showed that with increase in repeat 

purchase by consumers, the motive of buying decision 

changes. Quality does not remain the only buying motive 

(Maria et al., 2014). According to their study Mexican 

customers perceive their brand and its competitors to 

influence their buying behaviour. 

Rakhi Thakur et al. (2012) studied the usage of mobile 

commerce; found that ease in usage of mobile and social 

influence are important aspect for using mobile commerce, 

while facilitating conditions were found not to have 

significant role. Icek Ajzen (2015) theory of planned 

behaviour helps to project and explain consumer buying 

behaviour. Elfriede Penz et al. (2011) studied consumer‟s 

emotional responses towards retail store.. 

 

III. Significance of the Study 

Repulsive buying behaviour refers to negative buying, which 

implies the feeling of distaste among the consumers for a 

product. To investigate a broad range of negative human 

responses, the study of repulsive buying behaviourism is 

essential to be studied. It would assist in understanding, 

predicting and analysing critical market variations for a 

particular product or service, due to repulsive buying. The 

summary of literature shows that there is very little 

comprehensive study on repulsive buying behaviour and the 

factors responsible for such kind of behaviour. Thus 

considering the above discussion, detailed survey regarding 

repulsive buying behaviour and its factors is very important. 

To recover this relationship, a hypothesis has been developed, 

as all the variables have no significant relation with repulsive 

buying behaviour. This result would be useful for marketer to 

understand the repulsive behaviour of consumers more 

conscientiously, so that they could develop a product 

according to the latest need of consumers and reap a 

considerable profit. 

IV. Research Methodology 

In order to explore factors that affect the repulsive buying 

behaviour in consumer a boarder horizon of research is to 

be applied. Both qualitative and quantitative research has 

been adopted but quantitative result was emphasized more. 

Qualitative research was used to develop an understanding 

for repulsive buying behaviour in consumers. 

To test this casual relationship between constructs in the 

research model, a null hypothesis was formulated in an 

unorthodox way, Ho: There exists no significant 
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association between the factors extracted with regard to 

repulsive buying behaviour of consumer. 

Data collection was conducted by an instrument 

(questionnaire) through convenience sampling to record 

respondent‟s opinion. All items in the questionnaire were 

measured on a five-point Likert scale ranging from 

„strongly disagree‟ (1) to „strongly agree‟ (5), based on the  

construct . The instrument was pre-tested to remove 

unclear, leading and confusing statements. The mode of 

contact with respondents was face-to-face. Out of the 310 

distributed questionnaires, 298 were received; while 

screening 6 were found incomplete and 292 completed the 

questionnaire with a 97.9% response rate. A series of 

statistical techniques and procedures were conducted using 

SPSS version 16 to evaluate the latent variables involved 

in study. 

V. Repulsive Buying Behaviour of Consumer 

The repellent behaviour of consumers i.e. off putting from 

the product, to gather more information about the 

behaviour and the determinants which affect the behaviour 

of the research problem can be stated as a structural model 

of repulsive buying behaviour. 

Development of Scale:  A scale was developed to 

investigate about the repulsive buying behaviour. In light 

of the literature, 20 variables were chosen to explore the 

factor affecting repulsive buying behaviour. 

Refinement of Scale: Each item was then subjected to 

reliability analysis through Cronbach‟s alpha. Table 1 

shows the inter-item correlation. 

 

Table 1- Scale Reliability Analysis (repulsive buying behaviour) 

 

Variables 

 

Initial  

 

Extraction  

Corrected item–

total correlation  

Cronbach’s 

Alpha if item 

deleted 

 

Mean 

 

Std. 

deviation 

Culture and religion 1.000  .704 .517 .834 2.94 1.54 

Value perceived against 

price 

1.000 .694 .509 .839 3.12 1.45 

Conflict in motives 1.000 .761 .525 .843 2.96 1.47 

Inner urge of customer 1.000 .762 .719 .824 2.78 1.46 

Brand association and 

experience 

1.000 .758 .662 .827 3.04 1.45 

Online review of the 

product 

1.000 .613 .564 .832 2.62 1.52 

Accessibility and usage of 

product  

1.000 .751 .562 .841 3.06 1.33 

Unresolved issues and 

complaints 

1.000 .776 .540 .834 2.50 1.31 

Social status  1.000 .816 .583 .832 2.54 1.34 

Celebrity endorsement 1.000 .744 .532 .834 2.42 1.27 

Perception about the brand 1.000 .656 .618 .843 2.78 1.47 

Consumer  dissatisfaction 1.000 .835 .558 .841 3.42 1.24 

Environment and reference 

groups 

1.000 .833 .502 .840 3.52 1.11 

Price 1.000 .723 .538 .846 3.18 1.30 

Family  1.000 .498 .501 .852 3.12 1.45 

 Lifestyle 1.000 .604 .533 .838 2.92 1.41 

Product knowledge 1.000 .674 .510 .843 3.26 1.41 

Customer feels overloaded 1.000 .627 .535 .842 2.84 1.29 

Purchase planning  1.000 .593 .539 .838 2.80 1.34 

Promotional scheme 1.000 .498 .545 .842 2.40 1.12 

Item mean: Mean =2.91, Minimum=2.40, Maximum= 3.52,  Range= 1.12 , Max/Min=1.467,  N=20 

 

VI. Factor Analysis 

Factor analysis was performed with varimax rotated, PCA. 

The analysis extracted four factor namely; psychological, 

usage, lifestyle and opinion, product shown in Table 3. 

To prove the application of factor analysis, results related 

to Kaiser–Meyer–Olkin (KMO), tests of sampling 

adequacy and Bartlett tests of sphericity were observed. 

KMO‟s value of .789 is adequate for validating factor 

analysis results. The Measures of Sampling Adequacy 

value must exceed .50 overall in social science (Hair et al., 

2009). The value of Bartlett tests of sphericity is X2= 

719.203, DF=190 shown in (Table 3). 
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To justify the reliability of scale Cronbach‟s Alpha was 

calculated; the value of Cronbach Alpha is .845 (Table3) 

indicating good reliability of scale. The range of 

Cronbach‟s alpha reliability coefficient is between 0 and 1 

(Gliem & Gilem, 2003). 

 

Table 2- Correlation Matrix of Repulsive Buying Behaviour Variables 

SW1 SW2 SW3 SW4 SW5 SW6 SW7 SW8 SW9 SW10 SW11 SW12 SW13 SW14 SW15 SW16 SW17 SW18 SW19 SW20

SW1 1

SW2 .09 1

SW3 .36 .11 1

SW4 .13 50 .05 1

SW5 .10 .32 .10 .10 1

SW6 .06 .10 .01 .01 .01 1

SW7 .19 .35 .28 .10 .67 .01 1

SW8 .10 .44 .11 .35 .07 .20 .08 1

SW9 .04 .31 .06 .21 .53 .09 .49 .10 1

SW10 .08 .20 .19 .12 .45 .17 .68 .02 .48 1

SW11 .72 .11 .59 .05 .25 .15 .18 .06 .41 .09 1

SW12 .10 .15 .06 .12 .23 .50 .17 .27 .45 .15 .13 1

SW13 .32 .18 .19 .12 .67 .19 .35 .17 .51 .53 .31 .19 1

SW14 .03 .26 .06 .23 .18 .49 .13 .42 .42 .17 .17 .87 .18 1

SW15 .70 .02 .52 .09 .21 .49 .25 .38 .58 .08 .85 .05 .44 .04 1

SW16 .08 .41 .01 .55 .07 .14 .10 .33 .24 .08 .08 .09 .11 .16 .18 1

SW17 .11 .36 .01 .25 .55 .11 .51 .32 .65 .60 .12 .41 .75 .49 .15 .24 1

SW18 .17 .09 .05 .01 .051 .69 .06 .29 .10 .28 .02 .65 .19 .69 .04 .03 .18 1

SW19 .56 .31 .23 .27 .22 .05 .12 .11 .24 .03 .44 .05 .32 .69 .44 .50 .32 .13 1
SW20 .16 .12 .02 .06 .04 .66 .01 .24 .39 .22 .16 .71 .30 .67 .15 .02 .41 .64 .09 1  

VII. Extraction of Factors 

There are four factors (psychological, usage, lifestyle and opinion, product) extracted using factor analysis shown in (Table 3). 

Factors having loading more than 0.5 are significant and loading range from 0.56 to 0.91. The Eigen values of four factors 

ranges from 2.084 to 5.491.Results are shown in (table 3) 

Table 3- Varimax-Rotated Results and Scale Reliability (repulsive buying behaviour) 

 

Variables 

Factors 

Psychological Usage 
Lifestyle and 

opinion 
Product 

Culture and religion 

Value perceived against price 

Conflict in motives 

Inner urge of customer 

Brand  association and experience 

Online review of the product 

Accessibility and usage of product 

Unresolved issues and complaints 

Social status 

Celebrity endorsement 

Perception about the brand 

Consumer  dissatisfaction 

Environment and reference groups 

Price 

Family 

lifestyle 

Product knowledge 

Customer feels overloaded 

Purchase planning 

Promotional scheme 

0.82 

0.80 

0.80 

0.77 

0.75 

0.72 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.86 

0.85 

0.84 

0.82 

0.80 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.91 

0.90 

0.84 

0.69 

0.56 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.81 

0.79 

0.71 

0.60 

Eigen value 5.491 3.524 2.822 2.084 

%Variance 19.299 19.191 17.752 13.359 

Cumulative %  Variance 19.299 38.490 56.243 69.602 

Scale Reliability alpha .884 .903 .848 .756 

Cronbach’s Alpha = .845, Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .789,  Bartlett’s Test of Sphericity Approx. Chi-square = 719.203, Df = 

190, Sig= .00, Mean = 58.22 
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Psychological: The first factor named as psychological is 

embraced of six variables, i.e.  culture and religion, value 

perceived against price, conflict in motives, inner urge of 

customer, brand association and experience, online review 

of product. Factors explain 19% of total variance in factor 

analysis solution. The result indicates that “psychology” is 

an important factor .The study reveals that customer 

purchase intention can be negative for a product, if the 

value perceived regarding product is less compared to its 

price or bad brand experience and negative online review 

of customers. Even products opposing the consumer‟s 

cultural and religious value may be repelled by customer. 

The conflicts in buying motive of purchaser hinder in 

understanding their inner urge and thus create a state of 

confusion in their minds.   The factor loading ranges from 

0.72 to 0.82, inter-item correlation ranges from .003 to 

.681 and item to total correlation ranges from .525 to .719. 

It covers 5.491 of Eigen value. Thus a marketers need to 

critically analyze, the intrinsic and extrinsic environment 

influencing repulsive purchase behaviour. 

Usage: The second factor labeled as usage comprises of 

five variables i.e. accessibility and usage of the product, 

unresolved issues and complaints, social status, celebrity 

endorsement, perception about the brand. The result shows 

that factor explains 19.19% of the total variance of factor 

analysis solution. The factor explains about difficulty in 

usage of product and complaints aroused against marketer 

from previous purchases, which inversely affects the 

perception of purchaser. A product which disappoints the 

social need of consumers are usually rejected, since they 

are attached to social affinity. The factor loading ranges 

from .656 to .816 and covers 3.524 of the Eigen values. 

The inter item correlation ranges from .404 to .875 with a 

total to item correlation range of .532 to.618. Thus 

managers should engage proper channels to attend all 

complaints of customers patiently. 

Lifestyle and opinion: Factor third has been assigned as 

lifestyle and opinion extracted from five variables i.e. 

consumer dissatisfaction, environment and reference 

groups, family, lifestyle, price.  The factor explains 

17.752% of total variance of factor analysis solution. The 

factor explains consumer dissatisfaction or any kind of 

discontent faced by consumer himself, his family or by 

any influencer, i.e. his environment or reference group to 

which he belong to. This factor also explains the lifestyle 

of consumer and price of products. The factor loading 

ranges from 0.56 to 0.91. It covers 2.88 of Eigen values. 

The inter –item correlation is .233 to .856 and item to total 

correlation ranges from .502 to .558. Thus managers 

should try to apprehend each influencer which  

encompasses the purchase intention of consumer.  

Product: The fourth factor i.e. product extracted from 

another four variables i.e. product knowledge, customer 

feels over- loaded, purchase planning and promotional 

schemes. The result reveals that consumers lack proper 

knowledge about products due to which he is not able to 

plan his purchase and also feels overloaded with variety 

of features. It unhides the truth about excess promotion 

which deteriorates the interest of the consumer. It covers 

2.084 of Eigen values. The factor explains 13.359% of 

total variance of factor analysis solution. The factor 

loading ranges from and inter item correlation ranges 

from .332 to .557. The item to total correlation ranges 

from .510 to .545. Managers are suggested to update 

knowledge of consumers from time to time. 

 

VII. Validation of Factor Analysis Results 

The marketer needs to think beyond buying behaviour. 

They need to understand the force, under the influence of 

which consumer tends to move away from products. 

Repulsive buying behaviour is basically a negative buying 

in which consumer don‟t buy products or lessen the 

quantity of purchase. 

The extracted factors, determining the repulsive buying 

behaviour are validated in Table 4 by calculating 

“correlation between summated scales” and correlation 

between representative of factors and summated scales”. 

The factors are independent of each other, as the scores of 

correlation between factors for repulsive buying 

behaviour was <.291, which prove that multicollinearity 

does not exist. 
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Table 4- Factor analysis Result validation (repulsive 

buying behaviour) 

Table 4 (a) Correlation between summated scales 

 

Table 4 (b) Correlation between representative factors 

and summated scales 

 

Table 4(b) explains about the association of representative 

factor with latent variable. The value is more than .777 

which reflects high association within them and low than 

.228 among other the summated scales 

 

VIII. Confirmatory Model of Factors Affecting 

Repulsive Buying Behaviour 

Structural equation modelling is comprehensive technique 

that essentially combines complex path models and 

confirmatory factor models. SEM handles both 

informative and reflective indicators. For the 

implementation of SEM Amos software was used. 

Reliability and validity of questionnaire was tested by 

confirmatory factor analysis. 

TABLE 5- Fit Indices and Guidelines for Model 

Analysis 

Fit Index Guidelines 

(Recommended) 

Model values 

Chi square              ***** 140.975 

CMIN/DF Between 1 and 5 2.563 

NFI >0.9 0.947 

TLI >0.9 .951 

GFI >0.9 0.953 

AGFI >0.9 .922 

RMSEA <0.5 .054 

P <0.5 0.000 

 

The above table (Table 5)  shows  multiple fit indices and 

the model values; the model values are according to the 

guidelines recommended. 

IX. Path Analysis 

SEM is visualized by path diagram (J.J.hox, 2007). To analyse the relationship between repulsive buying behaviour and 

factors, a structural model was proposed as shown in (Fig 1). 

 

Figure1: A Proposed Path Model Revealing the Determinants of Repulsive Buying Behaviour 

Factors 
Psycholo

gical 
Usage 

Lifestyle 

and 

opinion 

Product 

Psychological 1    

Usage .291 1   

Lifestyle and  

opinion 
.121 .030 1  

Product .286 .196 .161 1 
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The value of RMR, RMSEA, AGFI and TLI of path model (Fig1) are not as recommended in Table 5, 

 so modifications were made with reference to modification index, standardised residual values, regression weights etc. The 

final model is displayed in Figure2 which exhibit the relationship between value of perceived against price and conflict in 

motive or conflict in motives and brand association and experience .The path model is now significant and the value of chi 

square and various fit indices are according to Table 5 

 

 

Figure 2 :The modified path model revealing determinants of Repulsive Buying Behaviour. 

F1- Psychological                    F2- Usage             

F3 - Lifestyle and opinion       F4- Product                      

F5- Repulsive Buying Behaviour 

 

Discussion and Result 

The results interpreted from Figure 2 shows that Factor 1 

coded as psychological path loading ranged from.770 

to1.0. The path loading is 1.0 for culture &religion and 

brand association & experience, .94  for inner urge of 

customers. The other variables like online review of the 

customer and value perceived against price has a 

considerable effect on the repulsive buying behaviour. 

The result reveals that customer circumvent the products 

that are against his culture and religion. It is presumed 

that brand gives an identity to products and products not 

associated with brand name are also repelled by customer. 

Here it is important to mention that, the three items 

represented by arrows proves their influence on each 

other (conflict in motive with brand association and 

experience and conflict in motive with inner urge of 

customer). The Path loading for usage (coded factor 2) is 

highest in comparison to all other factors, which means 

that it dominates the effect on repulsive buying behaviour. 

The value of path loading of factor 2 ranges from 1.285 to 

.912. Social status with highest path loading 1.128 ought 

to be most influential of all other factors involved in the 

study. The second highest is celebrity endorsement with 

path loading 1.20, followed by unresolved issues and 

complaints (1.04), accessibility and usage of product (1.0) 

and perception about the brand (.91). The result interprets 

that the most important cause for repulsion is his social 

status and celebrity endorsing the product. It also reveals 

that unsolved complaint of customer, his perception about 

brand and usage process turn off the customer from 

product. The Path loading of lifestyle and opinion ranges 

from 1.0 to .626.  All five items are different and are 

33 
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enough to explain the factor. Here it is important to 

mention that consumer dissatisfaction has path loading of 

1.00, environment and reference groups are loaded as .92. 

The result reveals that once a consumer gets dissatisfied 

from a product, he gets inclined towards rejection of 

product. The path loading on product (loaded – factor 4) 

ranges from1.04 to .67. The item path loading is 1.04 for 

consumer feel over served, 1.01 for purchase planning 

and 1.00 for product knowledge. This result reveals that 

sometimes product feature are over served by marketer, 

lowering the interest of the consumer. 

 

X. Effect Estimates of Factors And Variables 

The study is an attempt to identify the factors which affect 

the repulsive buying behaviour. A comparison among the 

values of the proposed and modified model based on 

values of it indices is given in Table 6. The study revealed 

most of the variance of repulsive buying behaviour is 

explained by the four factors psychological, usage, 

lifestyle and opinion and lastly the product. The total 

effect estimate of all factors was 1.00; corroborate their 

effects on repulsive buying behaviour. Hereby it is 

riveting that various other items total effects are very high 

for social status (1.28), celebrity endorsement (1.20), 

unresolved issues and complaints (1.04), customer feel 

over served (1.04), purchase planning (1.01). culture 

(1.0), brand association and experience (1.0), accessibility 

and usage of product (1.0), consumer dissatisfaction (1.0), 

and product knowledge (1.0) authenticating their 

considerable effect on repulsive buying behaviour. 

 

 

Table 6- Estimates Effect of Factors Affecting Repulsive Buying Behaviour 

 

The hypothesis has been rejected as the factor loading 

are significantly loaded to establish to study the factor 

affecting the repulsive buying behaviour. The result 

here proves that “psychological, usage, lifestyle and 

opinion and product” are the determinants of the 

repulsive buying behaviour. 

The study reveals that repulsive buying behaviour is 

affected by psychological factor, the usage, lifestyle 

and opinion of consumer and the product itself .The 

product is repelled by the consumer if it doesn‟t fulfill 

the social need of the consumer, in case celebrity 

promoting the product is not admired by the consumer, 

Variable/ 

factors 
Psychological Usage 

Lifestyle 

and 

opinion 

product 

Cultural value .809 .117 .226 .171 

Accessibility and 

usage of product 
.183 

.854 .101 .113 

Dissatisfaction .116 .059 
.877

 .098 

Product 

knowledge 
.167 .020 .228 

.777
 

Factors/variables Affecting  Repulsive buying 

behaviour 

Effect estimates Repulsive buying Model comparison 

Total Direct Indirect Figure1 Figure2 

Psychological 1.000 1.000 0.000 Chi square=360. 

DF=169 

RM=0.077 

RMSEA=0.087 

GFI=.911 

AGFI=.868 

PGFI=.605 

NFI=.892 

RFI=.864 

IFI=.907 

TLI=.872 

CFI=.907 

Significance Level=0.000 

The model is not significant 

as RMR, RMSEA,  

AGFI,RFI and TLI are not 

according to given guidelines 

in table 5 

Chi square=140.975 

DF=167 

RMR=0.045 

RMSEA=0.054 

GFI=.953 

AGFI=.922 

PGFI=.607 

NFI=.947 

RFI=.932 

IFI=.962 

TLI=.951 

CFI=.962 

Significance Level=0.000 

The model is significant as 

RMR, RMSEA,  

AGFI,RFI and TLI are 

according to given 

guidelines in table 5(DF 

difference is 2) 

 

Usage 1.000 1.000 0.000 

Lifestyle and opinion 1.000 1.000 0.000 

Product 1.000 1.000 0.000 

Culture and religion 1.000 0.000 1.000 

Value perceived against price .770 0.000 .770 

Conflict in motive .828 0.000 .828 

Inner urge of customer .939 0.000 .939 

Brand association and experience .998 0.000 .998 

Online review of customers .836 0.000 .836 

Accessibility and usage of product 1.000 0.000 1.000 

Unresolved issues and complaints 1.044 0.000 1.044 

Social status  1.285 0.000 1.285 

Celebrity endorsement 1.198 0.000 1.198 

Perception about the brand .912 0.000 .912 

Consumer  dissatisfaction 1.000 0.000 1.000 

Environment and reference groups .923 0.000 .923 

Price .882 0.000 .882 

Family .689 0.000 .689 

Lifestyle .626 0.000 .626 

Product knowledge 1.000 0.000 1.000 

Customer feels overloaded 1.037 0.000 1.037 

Purchase planning 1.013 0.000 1.013 

Promotional scheme .670 0.000 .670 
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adding to this are unresolved issues and complaints of 

customers which deteriorate the image of the marketer 

in the front of consumer. The product are overloaded 

with wasteful features or are against the culture and 

religion of consumer or maybe are not according to the 

planning of consumer and not entertained by the 

consumer. It also proves that once customer has faced 

dissatisfaction by the usage of product or has no 

knowledge about the usage of product it turns off the 

consumer from the product. 

XI. Limitation of the Study And Future Research 

Directions 

The study discusses the factor which affects the 

repulsive buying behaviour as a whole; the future 

research may focus on the individual effect of each 

factor on repulsive buying behaviour. The sample size 

selected was relatively small for large cities of 

Amritsar and Ludhiana in state of Punjab. A larger 

sample would certainly improve the generalisability of 

the population. The study was conducted in the urban 

area, implies that there could be considerable 

distinctiveness in terms of behavioural model if the 

study is replicated in metro cities or rural areas. The 

future research could be more focussed on metro cities 

and cross-country or can also use online context to 

identify factors affecting the repulsive buying 

behaviour. The research methodology used was more 

quantitative, the future research could be more focused 

on qualitative methodology. 

 

XII. Conclusion 

Regarding the worldwide importance of the Indian 

market, the subject explains the useful insight about the 

factor impacting the repulsive buying behaviour. The 

survey reveals that repulsive buying behaviour is 

repugnant for the merchandise. The factors affecting 

the repulsive buying behaviour are primarily 

psychological, employment, lifestyle and opinion and 

product. The study explains that consumer repel if it 

don‟t match the social status of the consumer, in case 

celebrity endorsing the product is not followed or 

admired by the consumer, adding to this are unresolved 

issues and complaints of customers which deteriorate 

the image of the marketer in the eye of consumer. The 

product is overloaded with wasteful features or are 

against the culture and religion of consumer or perhaps 

are not according to the planning of consumer are not 

nursed by the consumer. In order to attract the 

customers or to develop the positive behaviour of the 

customers‟ the marketers need to focus on the above 

explored constructs to frame their marketing strategies. 

Now at present for the marketers, to understand the 

hideous behaviour of the customer is more important 

than the impulsive or compulsive behaviour. The study 

also tries out that once a client has faced dissatisfaction 

by the use of the product or has no knowledge about 

the utilization of the product it turns off the consumer 

from the merchandise. 
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Abstract 

This research paper analyses factors that impact entrepreneurial intention among graduate and postgraduate students enrolled in 

professional courses at government and private institutes in the state of Uttar Pradesh. The objective of this study is to analyze whether 

the student’s academic background, demographic profile and family background impact various factors that affect entrepreneurial 

intention. The study was conducted during 2015-16 on a sample of 460 student respondents across various cities of Uttar Pradesh.The 

results of the analysis indicate that students of male gender, belonging to higher income, in older age groups, having work experience, 

enrolled in government institutes, belonging to business background and enrolled at postgraduate level are more likely to consider 

entrepreneurship as a more attractive career option, perceive that it is easier to start and do business, have more positive perception 

about family and societal support they receive in entrepreneurial career choice, are more open to risks  and are more confident about 

their entrepreneurial skills and knowledge . The students having work experience, enrolled in government institutes, and belonging to 

business background are more likely to find availability of capital as a constraint in entrepreneurial career. The students belonging to 

older age groups, having work experience and enrolled in government institutes are more likely to consider availability of land/premise 

and resources as a constraint in entrepreneurial choice. The findings of this study will be instrumental in understanding and in 

designing policy imperatives for promoting entrepreneurship in the state. 

Key Words: Entrepreneurial intention, Students, Demographic factors, Family background, Educational background. 

 

I. Introduction 

Entrepreneurship can be explained as the process of 

creation of an enterprise. It can also be explained as the 

act of identifying opportunities and to be able to exploit 

them. Creativity, innovation, dynamism, leadership, 

teambuilding, goal orientation and achievement 

orientation can be identified as characteristics of an 

entrepreneur. Entrepreneurship has innumerable benefits 

to economies like poverty reduction, employment 

generation and contribution to production and increased 

national income (Charantimath, 2005). Increased level of 

entrepreneurship has also been associated with creation 

of jobs and economic efficiencies.  

In response to the recognition of innumerable socio-

economic benefits of entrepreneurship, governments all 

over the countries have formulated and executed various 

policies for entrepreneurship development. Since it has 

been explained through research that entrepreneurship is 

driven by intentions (Henley 2007), exploring the factors 

affecting entrepreneurial intentions can provide inputs for 

development policies of the enterprise. Thus this study 

will seek to assess entrepreneurial intentions of graduate 

and post graduate students in the state of Uttar Pradesh 

through a structured survey questionnaire. Policy makers, 

educational institutes and various agencies working for 

entrepreneurship development can utilize the findings of 

the study. The subsequent section briefly presents the 

review of related literature on the theory of planned 

behavior and entrepreneurial intention model followed by 

research objectives, research methodology, data analysis 

and discussions followed by conclusions. 

 

II. Literature Review 

Intention can be construed, as a state of mind in which a 

person‟s attention is channelized toward attaining a 

specific goal. Psychological literature has established that 
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intentions are the main antecedents or predictors of 

planned behaviors (Krueger et al., 2000, p.411). 

According to Henley (2007) entrepreneurship is an 

intentional activity. 

Shapero‟s (1975) model of „Entrepreneurial Event‟ 

describes how the perceptions of individuals can be the 

predictors of intentions. According to Bird (1988) both 

personal and contextual variables affect entrepreneurial 

intentions. Entrepreneurial intentions can be understood 

with the help of psychological theory of planned behavior 

propounded by Ajzen (1991). The central factor in 

Ajzen‟s (1991) “Theory of Planned Behavior” is the 

individuals‟ intentions to perform a specific behavior. 

Intentions are assumed to be the motivations propelling 

certain kinds of behavior. Thus, stronger the intention to 

perform certain behavior, more likely it will be 

performed. Ajzen‟s (1991) considers three factors, which 

are instrumental in changing the intention and 

influencing the behaviors. The first factor is one‟s 

attitude towards a behavior. Some students may have a 

positive intention towards entrepreneurship as a career 

while some may have negative perception about the 

same. The second factor relates to the subjective norm, 

which refers to the influence of the environment on 

stimulating or restricting some kinds of behaviors. The 

last factor is perceived behavioral control, which denotes 

the perception of ease or difficulty of performing certain 

kinds of behaviors. These factors influences intentions 

and thereby, are instrumental in predicting certain kinds 

of behaviors. This theory acts as the foundation for 

devising various models on assessing entrepreneurial 

intentions.  

Krueger (1993) developed a model based on Shapero‟s 

(1975) model of „Entrepreneurial Event‟   in which 

approximately 50% of the variance in entrepreneurial 

intentions can be explained by   desirability, feasibility, 

and propensity to act. Boyd and Vozikis (1994) 

incorporated the concept of self-efficacy to the Bird‟s 

theory (1988). Davidson (1995) added „Entrepreneurial 

Conviction‟ to the “Theory of planned behavior” by 

Ajzen‟s (1991). The model of entrepreneurial intent from 

Lüthje and Franke (2003, p.138) explains that 

entrepreneurial intentions are largely influenced by one‟s 

attitude towards entrepreneurship, perceived 

environmental barriers and support. Risk taking and 

internal locus of control were recognized as most 

important personality trait affecting entrepreneurial 

intentions. There are various factors that influence 

entrepreneurship intention such as desire to become an 

entrepreneur, personality traits, entrepreneurs‟ skills and 

capabilities and self-efficacy etc.   

There are four main sets of factors influencing 

entrepreneurial intentions. The first set of factor is 

Personality/ Trait related factors (including self 

confidence, risk taking propensity, need for achievement, 

internal locus of control, innovativeness and autonomy), 

Contextual factors (including cultural, social, political 

and perceived support). Motivation related factors (like 

need for income, security and status) and Personal/ 

Background related factors (like age, gender, educational 

level, family background and business experience)( Al-

Harrasi, A. S., Al-Zadjali, E. B., & Al-Salti, Z. S, 2014). 

Family background, positive influence of parents & 

acquaintances   and gender also influence decisions to 

become entrepreneurs (Storey, 1994; Matthews and 

Moser, 1996; Kolvereid, 1996).Student samples from 

educational institutes have been previously studied for 

exploring the relationship between perceived desirability 

and entrepreneurial intentions(such as Krueger, 1993; 

Krueger and Brazeal, 1994). Chen &Linan (2009) were 

pioneer in developing and testing the “Entrepreneurial 

intention questionnaire”. Their questionnaire was 

structured into six sections having statements assessing 

perception of respondents pertaining to perceived 

behavioral control, subjective norm, personal attitude, 

human capital and demographic factors. The responses 

were recorded on a Likert scale. Their instrument was 

found to be applicable to cross-cultural contexts. 
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III. Objectives Of The Study 

 In general the research aims to empirically analyze 

selected factors affecting entrepreneurial intention of 

graduate and postgraduate students in the state of 

Uttar Pradesh. 

 To specifically analyze whether gender, areas of 

study, family occupation, age, type of institute 

(government or private), work experience and family 

income of students impact entrepreneurial intentions 

of students in the state of Uttar Pradesh. 

 

IV. Research Methodology 

The empirical analysis has been utilized for 

assessing the entrepreneurial intentions of 

graduate and postgraduate students enrolled in 

government and non-government institutes in 

the state of Uttar Pradesh during the year 2015-

16.  Judgement sampling method was used to 

select the respondents in order to administer the 

Entrepreneurial Intention Questionnaire. The 

Entrepreneurial Intention Questionnaire (EIQ) 

was adapted from the questionnaire used by 

Linan and Chen (2009). The questionnaire 

included questions related to personal attitudes, 

perceived behavioral control, subjective norm 

and various demographic factors. The responses 

were recorded on a five point Likert scale with 1 

denoting strongly disagree and 5 denoting 

strongly agree. A sample of 500 students was 

targeted through e-mail and personal 

interactions, out of which 460 complete 

responses were obtained with response rate of 

92%. The data was analyzed using 

SPSS(version 20). In order to explore the 

entrepreneurial intention of respondents a 

descriptive analysis was done followed by 

testing of hypothesis through Kruskal Wallis 

and Mann Whitney tests since the data was not 

satisfying the assumptions of normality.. 

 

V. Data analysis and discussion 

5.1. Descriptive analysis 

There were students enrolled in variety of courses. 

31.3% students were enrolled in B. Tech programs. 

Majority of the respondents (55.2%) were aged between 

18-22 years. Majority of the respondents were enrolled 

in private institutes (53.0%). 63.7% of the respondents 

had no work experience. 46.5% were females and 

64.6% belonged to salaried family background.The 

elaborated analysis is depicted in Table I. 

Table I :Profile of the respondents. 

VARIABLES FREQUENCY 
PERCENTA

GE 

COURSE 

B.Tech 

MBA/PGDBA 

BBA/BMS 

B.Pharma 

M.Tech 

Others 

 

144 

98 

60 

33 

23 

102 

 

31.3 

21.3 

13.0 

7.2 

5.0 

22.2 

AGE 

18-22 

23-27 

28-32 

More than 32 

 

254 

137 

47 

22 

 

55.2 

29.8 

10.2 

4.8 

TYPE OF INSTITUTE 

Government 

Private 

 

215 

244 

 

46.7 

53.0 

WORK EXPERIENCE 

Yes 

No 

 

167 

293 

 

36.3 

63.7 

GENDER 

Male 

Female 

 

246 

214 

 

53.5 

46.5 

OCCUPATIONAL BACKGROUND 

Salaried 

Self-employed/Business 

 

297 

163 

 

64.6 

35.4 

FAMILY INCOME 

Upto 5 Lakhs INR 

More than 5-10 Lakhs INR 

More than 10 Lakh INR 

 

154 

130 

176 

 

33.5 

28.3 

38.3 

Source: Primary data analysis 

  Further descriptive analysis of the responses 

pertaining to various factors affecting entrepreneurial 

intentions has been enumerated in Table II.  

According to the descriptive statistics, respondents: 

32 



 

 

ISSN: 2249-1066, Vol. 7, No. 2, Dec, 2017 

 

 Adhyayan 

 Were undecided about attractiveness of 

entrepreneurship as a career option (Mean=3.4) 

 Perceived that starting and running business will 

not be easy (Mean=2.4) 

 Perceived that friends and family would not support 

them in entrepreneurial choice (Mean=2.5) 

 Were risk averse (Mean=2.6) 

 Were undecided about their skills and knowledge 

(Mean=3) 

 Perceived availability of capital (Mean=3.8), 

land/premise (Mean=3.7), and resource availability 

(Mean=3.7) as constraint in entrepreneurs 

Table II: Descriptive Statistics 

 N Minim

um 

Maximu

m 

Mean Std. 

Deviation 

Career as an 

entrepreneur 

sounds attractive 

to me 

460 1.00 5.00 3.4435 1.61793 

Starting and 

running a 

business will be 

easy for me 

460 1.00 5.00 2.4804 1.45133 

My friends and 

family would 

support my 

decision of 

starting my own 

venture 

460 1.00 5.00 2.5304 1.43302 

I am ready to take 

risks associated 

with starting and 

running my 

business 

460 1.00 5.00 2.6891 1.48232 

I have the 

required skills & 

knowledge to 

start my own 

business 

460 1.00 5.00 3.0522 1.33721 

Availability of 

capital will be the 

major constraint 

if I plan to start 

my business 

460 1.00 5.00 3.8109 .97300 

Availability of 

suitable 

land/premise will 

be a major 

constraint for 

starting my 

business 

460 1.00 5.00 3.7413 1.00567 

Procurement of 

resources will be 

a constraint for 

starting and 

operating my 

business. 

460 1.00 5.00 3.7152 1.01588 

    Source: Primary Data Analysis 

The value of Cronbach‟s alpha was 0.856, which 

indicated that the scale was reliable (Annexure I).The 

data was subjected for normality tests and the results of 

Kolmogorov-Smirnov and Shapiro-Wilk tests indicated 

that data was not normal (Annexure II).So for testing 

of hypothesis non-parametric test (Kruskal –Wallis test 

and Mann Whitney tests) was used. 

5.2 Impact Of Family Income On 

Entrepreneurial Intention Of Students  

The respondents in the study belonged to a diverse 

range of income groups ranging from less than 5 Lakh 

Indian Rupees per annum to more than 10 Lakhs 

Indian Rupees per annum. The results of Krsukal 

Wallis test have been presented in Table III. Most of 

the entrepreneurs rely on their personal savings and 

informal sources of funds to start their ventures. 

Kruskal Wallis tests (Table III) and Post Hoc Analysis 

through Mann Whitney test(Table IV) revealed the 

following results: 

Those with annual family income of more than 5 

Lakhs INR in comparison to those having less than 5 

Lakhs INR: 

 Perceive entrepreneurship as a more attractive 

career option (p=.000, Mean Rank=244.27/203.13) 

 Perceive that it is easier starting and running 

business (p=.000, Mean Rank=235.27/221.03) 

 More optimistic about family and societal support 

(p=.000,  Mean Rank=238.20/226.02) 

 More open to risks(p=.000, mean rank= 

231.82/227.87) 

 More confident about their entrepreneurial 

skills(p=.000,  Mean Rank=232.83/225.86) 

5.3 Impact of Type of Course on 

Entrepreneurial Intentions of Students 

The respondents were enrolled in different courses 

ranging from Undergraduate to postgraduate 

professional courses. The results of the Kruskal 

Wallis Tests are summarized in Table III.  

Post hoc analysis was done through Mann Whitney 

tests and the results can be summarized in Table IV 

as: Postgraduates in comparison to undergraduates  

 Perceive entrepreneurship as a more attractive 

career option (p=.000, Mean 

Rank=249.03/213.06) 
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 Perceive its easier starting and running business 

(p=.000, Mean Rank=263.86/199.11) 

 More open to risks(p=.000, mean 

rank=264.78/198.25) 

 More optimistic about family and societal support 

(p=.000, Mean Rank=226.26/200.62) 

 More confident about their entrepreneurial 

skills(p=.000, Mean Rank=256.75/205.80) 

5.4 Impact Of Age On Entrepreneurial Intentions Of Students. 

The study covered graduate and postgraduate 

students and hence the students were in the age 

group of 18 to 32 years and above. The detailed 

analysis is summarized in Table III.  

Post hoc analysis through Mann Whitney tests 

(Table IV) reveal that those above 27 years in 

comparison to those below 27 years: 

 Perceive entrepreneurship to be an attractive 

career option (p=.007,Mean rank=264.91/224.43)  

 Perceive that it is easier starting and running 

business (p=.000,Mean rank=280.28/221.71) 

 Optimistic perception about family and societal 

support (p=.000, mean rank=270.14/223.51)  

 More open to risks (p=.000, mean 

rank=278.33/222.06) 

 More optimistic about their entrepreneurial skills 

(p=.000, mean rank=277.31/222.24) 

 Find land /premise (p=.007, mean 

rank=241.62/228.54) and resource availability 

(p=.036, mean rank= 233.46/229.98) as a 

constraint. 

Table III : Results of Kruskal Wallis Tests                        
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Table IV :Results of Mann Whitney Tests NS= Not Significant Source: Primary Data Analysis 
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5.5 Impact of Work Experience n Entrepreneurial Intentions Of Students 

Respondents in the study were both experienced 

and without any work experience. The detailed 

analysis is depicted in Table V and Table VI. Those 

with work experience in comparison to those 

inexperienced perceive: 

 Entrepreneurship to be a more attractive career 

option (p=.000, Mean Rank =279.76/202.42) 

 Optimistic perception about family and societal 

support (p=.000,Mean Rank= 291.63/195.66) 

 More open to risks (p=.000,Mean 

Rank=303.49/188.90) 

 More optimistic about entrepreneurial skills 

(p=.000, Mean rank=295.81/193.27)  

 Find capital (p=.001, Mean rank= 

256.72/215.55), land /premise (p=.000,Mean 

rank=258.69/214.43) and  resource availability 

(p=.002,Mean rank= 255.14/216.45) as a 

constraint 

 

5.6 Impact of Gender On Entrepreneurial 

Intention Of Students 

In order to find out the variations in entrepreneurial 

intentions of students belonging to different 

genders, Mann Whitney tests were conducted. The 

detailed analysis is depicted in Table V and Table 

VI. The results of Mann Whitney test can be 

summarized as: 

 Males were significantly more attracted towards 

entrepreneurship as compared to females 

(p=.000,Mean rank =253.83/203.68) 

 Males in comparison to females found it easier 

to start and run business (p=.000,Mean rank 

=271.79/183.04) 

 Males in comparison to females were more 

affirmative about support of friends and family 

in their entrepreneurial career (p=.000, Mean 

rank =272.92/181.73) 

 Females were more conservative about risks in 

comparison to males(p=.000,Mean rank 

=176/277.91) 

 Males in comparison to females were more 

confident about their entrepreneurial 

skills(p=.000,Mean rank =269.03/186.21)   

5.7 Impact Of Family Occupational 

Background On Entrepreneurial 

Intention Of Students 

Respondents in the study were both from salaried 

and business background. The detailed results of 

Mann Whitney tests are presented in Table V and 

Table VI. Those belonging to self-

employed/business background in comparison to 

salaried ones: 

 Were more attracted towards entrepreneurship 

(p=.000,Mean Rank =299.44/192.67) 

 Found it easier to start and run business 

(p=.000,Mean Rank =297.02/193.99) 

 More affirmative of the support received by 

friends and family(p=.000,Mean Rank 

=296.71/194.16) 

 More open to risks(p=.000, Mean 

Rank=286.96/199.51) 

 More confident about their entrepreneurial skills 

(p=.000,Mean Rank=281.13/202.72) 

 Considered availability of capital tougher ( 

p=.014,Mean Rank=250.13/219.73) 

5.8 Impact Of Type Of Institute 

(Government Or Private) On 

Entrepreneurial Intentions Of Students 

 As per post hoc analysispresented in Table V and 

Table VI, statistically those enrolled in government 

institutes in comparison to private institutes 

perceive: 

 Entrepreneurship to be a more attractive career 

option (p=.003,Mean Rank =213.59/148.62) 
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 Starting and running business easier 

(P=.000,Mean Rank=257.09/206.13) 

 Optimistic perception about family and societal 

support (p=.000,Mean Rank=252.40/210.26) 

 More open to risks (p=.000,Mean 

Rank=253.41/209.38) 

 More optimistic about their entrepreneurial 

skills.(p-.000, Mean rank=253.37/209.41) 

 Find capital (p=.038,Mean 

rank=243.06/218.49), land /premise ( 

p=.012,Mean rank=247.75/216.12)and resource 

availability (p=.021 ,Mean rank= 

244.60/217.13) as a constraint 

VI. Conclusions  

 The results of the analysis indicate that students of 

male gender, belonging to higher income, older age 

groups, having work experience, enrolled in 

government institutes, belonging to business 

background and enrolled at postgraduate level find 

entrepreneurship to be a more attractive career 

option, perceive that it is easier to start and do 

business, have more positive perception about 

family and societal support they receive in 

entrepreneurial career choice, are more open to 

risks involved in entrepreneurship and are more 

confident about their entrepreneurial skills and 

knowledge . The students having work experience, 

enrolled in government institutes and belonging to 

business background are more likely to find 

availability of capital as a constraint in 

entrepreneurial career. The students belonging to 

older age groups, having work experience and 

enrolled in government institutes are more likely to 

consider availability of land/premise and resources 

as a constraint in entrepreneurial choice. Family 

income determines the financial capability of the 

potential entrepreneur and so impacts 

entrepreneurial intentions of students. The findings 

are similar to the findings of Kothari H.C 2013 and 

Talas E., Celik A. K. & Oral I. O. 2013. Increased 

levels of education impact entrepreneurial 

intentions as also observed by Ahmed et al, 

2010,Gözek and Akbay,2012.Those in older ages 

are more likely to take up entrepreneurship as 

career as can be substantiated by the works of 

Lévesque & Minniti, 2006; Parker, 2009; Tervo, 

2014.  Students having an entrepreneurial 

background are more inclined towards 

entrepreneurship.  Father‟s profession also is an 

influencing factor in making career choice (Kothari 

H.C. 2013). Those with self employed fathers affect 

their attitudes towards entrepreneurship (Krueger, 

1993) Males are found to be higher on the scale of 

self employment and entrepreneurial intentions, 

also deciphered through the works of Sanchez et al 

2014 and Wilson, Marlino & Kickul 2004 and 

women are traditionally perceived to be risk averse 

also supported by Watson and Robinson 2003. Prior 

work experience do affect entrepreneurial intention 

of students which is also confirmed by the works of 

Mazzarol et al. 1999, Ahmed et al 2010, Fatoki, O. 

2014.  

The findings of the study need to be explored 

further to inculcate an entrepreneurial mindset of 

the students of Uttar Pradesh .It is imperative for 

the policy makers to ensure that students of 

different family background, gender and income 

levels are targeted through a comprehensive 

framework for promotion of entrepreneurial 

mindset in students. Prominent constraints like 

accessibility to resources and capital must be 

addressed through concrete steps so that more 

youths are encouraged to venture into 

entrepreneurial realm. 
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Abstract: 

Currently, estimated 2.1 million people in India are living with Human Immunodeficiency Virus (HIV) infection. This study 

will discuss about the knowledge and attitude regarding HIV transmission among paramedical staff as they are coming 

directly in the contact with patients in out-patient department (OPD), in-patient department (IPD) and operative cases. The 

study was conducted with 94 paramedical staff of 36 small and medium level private health care facilities in Delhi. The 

study finds that knowledge about the infection of HIV is quite poor among nurses and paramedics staff in healthcare 

settings. The attitude of the staff was also not found on positive side. This study recommends that a rigors information, 

education, and communication program should be implemented in the healthcare settings 

Keywords: Paramedical staff, Knowledge and attitude, HIV infection, Stigma and discrimination. 

 

1. Introduction 
India is the second largest country with the 

population and having the third position for HIV 

prevalence 0.30% in the world (Makhado & 

Maselesele, 2016). South Africa is reported to the 

largest population of people living with HIV in the 

world. HIV virus occurred in 1981 in and 

converted into the epidemic in the early stage of 

identification of it. Currently, estimated 2.1 million 

people in India are living with this infection but the 

good thing is that the rate of prevalence is 

decreasing continuously. This study will discuss 

the knowledge and attitude regarding HIV 

transmission among paramedical staff (Auxiliary 

Nursing Midwifery, General Nursing Midwifery, 

Laboratory technician and Operation theatre 

technician) who are coming directly in the contact 

with patients in out-patient department (OPD), in-

patient department (IPD) and operative cases. In 

the Indian scenario, most of the time, patients do 

not disclose their HIV status with the health 

caregivers due to fear of denial of health services or 

breach the confidentiality. In this condition, 

paramedical and medical staffs are most at risk of 

HIV transmission in health care system. The rate of 

HIV transmission during exposure is 0.05% and it 

contributes in HIV transmission globally 0.01% 

(Agrawal, Saoji, & Kasturwar, Knowledge among 

Nurses towards HIV/AIDS in Tertiary Care 

Hospital, Nagpur, 2013). 

1.1 Problem statement 

Paramedical staffs are pillar of health system across 

the globe. Also, these staff members are most at 

risk of exposure during providing the care, support, 

treatment to the patients. The nursing and 

paramedical staffs (OT technician, Laboratory 

technician, Emergency medical technician, X-Ray 

& ECG technician, Pharmacist, Eye technician) 

have their different and very important roles in the 

health facilities and most of them are very much on 

the risk of HIV transmission. The duties of 

paramedical staff involving the tasks like collecting 

samples (blood, semen, stool, cerebrospinal fluids 

etc.), medication through intravenous, 

intramuscular, oral etc., disposal of used needles, 

syringes, instruments used during procedures and 

handling the sharp objects in operation theatre, 

https://doi.org/10.21567/adhyayan.v7i02.10759 
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outpatients, inpatients etc., poor sanitation and 

inappropriate use of universal work precautions etc. 

It is also observed that most of the paramedical 

staff has needle prick injuries during their duties 

but they did not look serious about the universal 

work precautions and only this reason makes them 

highly vulnerable to the HIV infection (Agrawal, 

Saoji, & Kasturwar, Knowledge among Nurses 

towards HIV/AIDS in Tertiary Care Hospital, 

Nagpur, 2013). The knowledge, attitude and 

practices can help them in the prevention of HIV 

infections at their workplace.       

1.2 Objectives of the study 

1. To assess the knowledge level of 

paramedical staffs about the HIV/AIDS in 

health facilities in Delhi. 

2. To assess the attitude of paramedical staffs 

in health facilities while caring people 

living with HIV/AIDS in Delhi.  

2. Review of literature  
A study on Knowledge among Nurses towards 

HIV/AIDS in Tertiary Care Hospital, Nagpur 

shows that only 34 percent nurses have very low 

understanding about HIV/AIDS and that is not 

good for healthcare professionals (Agrawal, Saoji, 

& Kasturwar, Knowledge among Nurses towards 

HIV/AIDS in Tertiary Care Hospital, Nagpur, 

2013). An another study on knowledge, risk 

perceptions and attitudes of nurses towards HIV in 

a Tertiary Care Hospital in Mangalore, India 

(Achappa, et al., 2005) elaborates that there were 

untruthful theories and insufficiencies existing 

among nurses about the transmission of HIV 

infection.  

A study on HIV-related knowledge, attitudes and 

risk perception amongst nurses, doctors and other 

healthcare workers in rural India (Kermode, 

Holmes, Langkham, Thomas, & Gifford, 2005) 

reveals that the attitude and knowledge of any 

health care provider is affected the readiness and 

aptitude of the client who is living with HIV to 

taking the quality health care services. So, the 

attitude and knowledge of health care provider 

must be sufficient and client friendly. This study 

also elaborates the concern of nurses and 

paramedical staff that the prevalence of HIV is 

growing in India and the involvement of health care 

provider in serving the clients is increasing 

simultaneously. Their role in HIV prevention and 

care accomplishments such as PMTCT (Prevention 

of Mother to Child Transmission of HIV), 

prevention of HIV infection via blood or blood 

products, treat the HIV related illness is increasing. 

In this situation, all the nurses and paramedical 

staff must use the universal work precautions.  

Another study (Gupta, et al., 2008) conducted in 

India showing that only 58 percent of the hospital 

staffs were aware of the HIV infection and also 

they were unaware of disinfecting the instruments, 

pre-exposure prophylaxis or post-exposure 

prophylaxis of needle prick injury and universal 

work precautions. They were having myths about 

the route of HIV transmission too. The study 

reveals the prevailing misconception about HIV 

transmission among hospital staff like HIV can be 

transmitted through mosquito bites, shaking the 

hand, sharing utensils, toilets, and clothes with HIV 

positive patients. 

3. Research Methodology 

A quantitative study designed to assess the 

knowledge and attitude of nursing and paramedical 

staff of private healthcare facilities in Delhi. A 

twenty-seven items self-administered pre-tested 

and structured questionnaire about knowledge and 

attitude towards HIV and HIV positive patients was 

developed. The questionnaire was designed in a 

dual language in Hindi and English. The 

questionnaire was divided into three parts. The first 
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part contains the basic information of respondents 

like age, qualification, and experience. The second 

part of the questionnaire was containing 18 

questions, discussed knowledge and full form of 

HIV and AIDS, and routes of HIV transmission. 

The third part of the questionnaire was about the 

attitude of respondents towards HIV positive 

clients. The universe of the study was Delhi. Total 

36 hospitals were visited for data collection and 94 

samples were collected. The respondents were 

selected by convenience sampling. Respondents 

who were present at the time of study and have 

time to fill the questionnaire and also given verbal 

consent to participate in the study. Before initiation 

of data collection from the field, the questionnaire 

was tested with 7 nursing staff and finalized by 

incorporating their suggestion. Total 239 

respondents were approached for data collection 

but 94 participants participated in the study with 

their consent.  

Exclusion criteria: The paramedical staff 

working in the private health facilities and who 

have not given their consent for participation in the 

study will be excluded from the study.   

Inclusion criteria: The paramedical staff 

working in the private health facilities and who 

have given their consent for participation in the 

study will be included in the study. 

4. Results 

Total 239 participants were approached for the 

interview, 94 gave their verbal consent, available 

and answered the questionnaire.  Majority of the 

respondents are from the age group of 25-34 years 

(66%). The mean age of the respondents is 29.30 

(N= 94). Out of the total, the majority of the 

respondents are female (57.4%). The different 

qualification background has noticed in the study. 

The majority of the respondents are Diploma 

holders such as GNM (47.9%), ANM (20.2%) and 

DMLT (19.1%). Rest of them are OT technician, 

B.Sc., and MLT holders. 47.9% staffs are 

experienced 4-8 years and 33% staffs are 

experienced 9 or more than 9 years. Only 19.1% 

staffs are having 1-3 years of experience in the 

private health sector.  

Figure 1: Distribution of respondents  

according to gender    Figure 2: Distribution of respondents 

according to professional education
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The staffs of private hospitals were interviewed with a pre-

tested questionnaire. In the knowledge part of the 

questionnaire, the full form of HIV and AIDS were asked. 

80.9% respondents gave the correct answer and 17% 

respondents left blank as they did not have any idea about 

that. On the other hand, only 39.4% respondents gave the 

correct answer of full form of AIDS which is almost half 

in comparison of the correct answer for full form of HIV. 

Most of the respondents were found confused about the 

difference between HIV and AIDS. Majority of them 

63.8% believe that HIV and AIDS are same.  Almost all 

respondents 96.8% know that unprotected sexual acts can 

cause HIV transmission.  This study propounds that myths 

and misconceptions related to HIV transmissions widely 

exist among paramedical health workers. 52.1% 

respondents believe that HIV can be transmitted through 

the mosquito bite. 9.6% respondent believes that it can 

transmit through coughing and sneezing 13.8% respondent 

does not know about this route. 100% respondents are 

aware that needle stick injuries of the Sero-positive case 

can transmit HIV infection. 91.5% respondents are aware 

that HIV can transmit from mother to Fetus during 

pregnancy.  Only 45.7% respondents believe that HIV 

positive mother can breastfeed the baby. 68.1% 

respondents know that saliva or tears cannot be the root 

cause of HIV transmission. 53.2% participants do not 

believe that CSF can be the route of HIV transmission.  

Table 1: Percentage of correct answers about knowledge of HIV 

Question           Correct answers in percentage 

1. Full form of HIV        80.9%   

2. Full form of AIDS        39.4% 

3. Are HIV and AIDS both are same      33.0% 

4. HIV can transmit through Unsafe sexual contact      96.8% 

4.2 Sharing cup, plates, spoon       72.3% 

4.3 Urine contact         69.1% 

4.4 Mosquito bite        40.4% 

4.5 Coughing and sneezing       76.6% 

4.6 Contact with feces         71.3% 

4.7 Contact with saliva & tears        68.1% 

4.8 Contact with sputum         72.3% 

4.9 Sharing of toilet seats        76.6%  

4.10 Cerebrospinal fluids (CSF)       46.8% 

4.11 Contact with blood or blood products (RBCs, WBCs, Platelets)   97.9% 

4.12 Needle stick injuries (NSIs)       100% 

4.13 Infected woman to her child during pregnancy and birth    91.5% 

4.14 Needles/syringes among drug users (IDUs)     98.9% 

5 Can HIV positive mother breastfeed the baby     45.7% 

Table 2: Association between Knowledge on HIV and gender of respondents -  

Variables Poor Knowledge in (%) Average Knowledge in (%) Good Knowledge 

in (%) 

p-value 

Gender  

Male  16 (17.2) 17 (18.3) 7 (7.5) *0.04 

Female 27 (29) 10 (10.8) 16 (17.2) 

 *p-value <0.05 = Significant 
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The data analysis reveals knowledge about HIV among 

respondents and it is found that almost half (45.7 percent 

of respondents have poor knowledge whereas 28.5 percent 

and 24.5 percent have average and good knowledge about 

HIV respectively. The cross-tabulation between 

knowledge level and gender of respondents depicts very 

important information that female respondents have better 

knowledge about HIV (17.2 percent) in compare to male 

(7.5 percent). 

  

Table 3: Association between Attitude and working experience of respondents  

Variables  Favorable Attitude 

n (%) 

Unfavorable Attitude 

n (%) 

p-value  

Work experience (in 

years) 

1-3 5 (5.3) 13 (13.8) *0.045 

4-8 21 (22.3) 24 (25.5) 

9 and above 18(19.1) 13 (13.8) 

*p-value <0.05 = Significant 

More than half (53.2 percent) respondents are having the 

unfavourable attitude towards PLHIV. Cross-tabulation 

flashes the light on this attitudinal aspect among 

respondents that unfavourable attitude shifts towards 

favourable attitude over the time.    

5. Discussion & Conclusion 
Inadequate knowledge and unfavourable attitude can act as 

obstruction in the care and treatment for people who are 

living with HIV infection. As all knows that there is no 

cure available for prevention of HIV infection. Poor 

knowledge regarding route of transmission and treatment 

can be the reasons of stigma and discrimination in 

healthcare settings. The findings of this study reveal that 

still; stigma is exists among the primary health care 

service providers. Like many of participants responded 

that infection can be transmitted through urine contacts, 

coughing and sneezing, in contacts with faces, saliva, and 

tears and sharing the toilet seats. This study shows that 

knowledge of paramedics is slightly poor and different 

types of myths and misconceptions regarding the route of 

HIV transmission are there. Out of total respondents, 

10.6% have myths that HIV can spread through contact 

with faeces of HIV positive client. And, 18.1% 

respondents do not have any idea about this. Similarly, 

16% replied that saliva and tears can be the cause of 

transmission and another 16% do not sure about this and 

they marked don't know the answer. Next questions were 

about the sputum. Can sputum be the cause of 

transmission? 12.8% participants agreed that sputum can 

be the cause and 14.9% respondents marked don't know. 

The study found that there are very common myths are 

exists among paramedics and it can affect the attitude and 

potential of health care provider when it comes to giving 

care and treatment to HIV positive clients. This study also 

explores the knowledge regarding sharing toilet and 

utensils can transmit the HIV infection from one another? 

Among 94 respondents, 9.6% responded that sharing toilet 

can transmit and 16% agreed that sharing of the cup, plates 

or utensils transmit the HIV infection. Complete 

knowledge about the route cause HIV transmission is not 

only very essential for minimizing the chances of 

transmission rate, but it is also very significant to disperse 

myths and misconceptions as poor or limited knowledge 

can supplement extend the HIV infection. (Taher & 

Abdelhai, 2011). As the knowledge reveals that almost 

half of the total participants have the very poor knowledge 

and same results are in the attitude part. 
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This study found that the knowledge about the infection of 

HIV is quite poor as 45.7% respondent have poor and 

28.5% have average knowledge among nurses and 

paramedics staff in healthcare settings. And the attitude of 

the staff is neither favourable nor unfavourable. We 

recommend that a rigors information, education, and 

communication program should be implemented in the 

healthcare settings. It is also recommended that some 

sessions must be on HIV related stigma, discrimination, 

myths and misconceptions so that facility can provide the 

stigma-free environment and better care and support to 

people who are living with HIV and taking services from  

private healthcare settings.    
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Abstract 

Corporate Governance can be defined as a set of rules and regulations which are required for effective governance of any corporate 

organization. The effective and transparent corporate governance is becoming increasingly important now. As per the provisions of 

Companies Act, 2013, corporate are required to spend a stipulated amount of their profits on social activities as Corporate Social 

Responsibility (CSR).  

 
In order to adapt to the prevailing business practices, a path driven by the ethical norms and sound accountability needs to be taken in the 

form of good Corporate Governance and CSR. It can be said that today, both Corporate Governance and CSR focus on ethical practices in 

business and the responsiveness of an organization to its stakeholders and the environment in which it operates. 

 
This paper is an attempt to strike a balance between good corporate governance and CSR thereby having a tradeoff between social welfare 

and profit maximization. Further, the research does not take into account the CSR practices of private organizations and is limited to the 

public organizations only. This adds to the gap in research and hence a suitable scope for further research. 

Key words-CSR, Corporate Governance, Philanthropy, Accountability 

 

I. Introduction 

Corporate governance is concerned with maximizing 

shareholder value by balancing the economic and social 

goals as well as between individual and collective goals. 

The corporate governance framework aims at encouraging 

the efficient use of resources and thereby enhancing the 

accountability for the stewardship of those resources.  

The integration of social and economic goals along with 

the interests of the stakeholders is the main concepts of 

Corporate Social Responsibility (CSR). The concept of 

Triple Bottom Line Approach (an accounting framework 

with three parts- social, environmental and financial. Also 

known as TBL or 3BL) can be fulfilled by synchronizing 

CSR with Corporate Governance. In other words, 

Corporate Governance and CSR are the integration of the 

corporate world with the government and local masses for 

the overall economic and social development of the nation. 

Such type of integration will result in the growth of the 

GDP of India as well as creation of employment and 

investment opportunities among the common masses. 

II. Pathway To Good Corporate Governance 

 

 

In order to achieve good corporate governance, we need to 

imbibe certain set of rules and regulations, which are 

followed by the firms to achieve its objectives. In the 

words of Mr N R Narayana Murthy, "Good corporate 

governance is about maximizing shareholder value on a 

sustainable basis while ensuring fairness to all 

stakeholders: customers, vendor partners, investors, 

employees, government and society." 

Corporate Governance also involves the monitoring of the 

following basic principles periodically.  

• Disciplined and ethical corporate behavior, 

• Parity between accountability and responsibility, 

• Transparency, effective and adequate disclosures, and 

• Independent and considered judgment. 

 

The existence of corporate governance dates back to 

centuries. The great Indian philosopher Chanakya has 

emphasized on the principles of good corporate 

governance in “Arthashastra”. As per Chanakya, the king 

has four-fold duty towards his people. The four-fold duty 

https://doi.org/10.21567/adhyayan.v7i02.10760 
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can be interpreted in the modern context in the following 

ways: 

 

  

So, good corporate governance emphasizes on protecting 

and safeguarding the interests of the stakeholders.  This 

can be achieved by maintaining transparency in the affairs 

of the firm and righteous attitude towards the stakeholders, 

employees, customers, investors etc. 

 

At a conference titled Corporate Governance: New 

Dimensions of Board‟s Practices and Responsibilities 

organized by Indian Chamber of Commerce and National 

Foundation for Corporate Governance held in Kolkata on 

23rdJuly 2016, V. S. Sundaresan, former Chief General 

Manager of SEBI said, “corporate governance must look 

to earn the trust of the people for the proper running of the 

business. These include corporate framework, 

consideration of all stakeholders, responsibilities of the 

board, disclosure and transparency, role of stakeholders in 

corporate governance, equitable treatment of stakeholders, 

rights of shareholders.”Atanu Sen, Chairman of Indian 

Chamber of Commerce also believes that the evolution of 

code of conduct would lead to a better management. 

Anirban Datta, former Chairman of the Eastern Region of 

the Institute of Chartered Accountants of India, New Delhi 

spoke about the study involving number of companies and 

their commitment towards good governance, where he 

emphasized that for a corporate governance there must be 

adequate and timely intervention in the functioning, 

equitable treatment, disclosure and transparency in the 

business. 

Good corporate governance demands integration of 

corporate world with the government and the different 

sections of the society. The companies must safeguard the 

interests of the stakeholders thereby contributing to the 

sustainable economic development of society. 

 

III. Implication Of Corporate Social 

Responsibility (CSR) Towards Good 

Corporate Governance 

With the evolution of Liberalization, Privatization and 

Globalization (LPG), the interdependencies in the global 

production and consumption have increased manifold.  

Consequently, the focus of the business enterprise should be 

towards inclusive growth that meets social needs and 

dovetails with corporate governance policies. 

CSR is one of the initiative to fulfill the social requirements 

introduced in the business world. As per the former Union 

Minister for Corporate Affairs, Government of India, Dr. M. 

Veerappa Moily, CSR should not be instilled as charity but 

for bringing in inclusive growth and instilling solicitude in the 

society for the corporate world.  He further highlighted that 

CSR is a responsible way of doing business, taking into 

consideration development concerns of the people in the area 

in which the business is located, running the affairs of the 

company in a manner consistent with business ethics, 

transparency, good governance and becoming accountable to 

both shareholders and the general public. Therefore, prudency 

demands that while drawing up plan for the business, the 

corporate include activities that add value to the society and 

the business. 

 

IV. Legal Requirement Of Csr 

The CSR requirement is stated in Section 135 and 

Schedule VII of the Companies Act, 2013: 
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“Every company having net worth of rupees five hundred 

crore or more, or turnover of rupees one thousand crore or 

more or a net profit of rupees five crore or more during 

any financial year shall constitute a Corporate Social 

Responsibility Committee” 

As per Ministry of Corporate Affairs Notification dated 

27th February 2014, Central Government has included, 

inter alia, following activities as CSR activities in 

Schedule VII of the Companies Act, 2013 

-promotion of health care, education, sanitation, gender 

equality and rural development project, 

-eradication of poverty, 

-Safeguard of environment, ecological balance and 

national heritage, and 

-contribution towards the various funds formed for the 

development of the people like Prime Minister National 

Relief Fund and technological incubators. 

 

One of the ways to accomplish CSR is the Swachh Bharat 

Mission launched by India‟s incumbent Prime Minister, 

Shri Narendra Modi in New Delhi on 2nd October 2014 to 

fulfill the dreams of Mahatma Gandhi. To quote him, “A 

clean India would be the best tribute India could pay to 

Mahatma Gandhi on his 150th birth anniversary in 2019.‟‟ 

A healthy workforce with clean society not only 

contributes to the profitability of the concern and but also 

the GDP of the nation as well. Nowadays, many 

companies have come forward to promote the social and 

economic development of citizens of the society to fulfill 

the objectives of Swachh Bharat Abhiyan as part of their 

CSR like SAIL, BHEL, ONGC, NTPC, Larsen & Toubro, 

Dabur, Unitech etc. They have allocated huge funds in the 

areas of cleanliness and sanitation of the society. 

Some Insights of PSU’s Contribution towards CSR 

1. Distribution Camps of Aids & Assistive Devices 

organized by ALIMCO – A PSU of the Department. 

Snapshot of CSR Business Done by ALIMCO for past 

three Financial Years. 

Camps Conducted Under CSR Initiative of Various Central 

Public-Sector Undertakings during 2013-14 

Sl.No. CPSUs No of Camps 
Value in 

Lakhs(Rs) 

1. ONGC 100 3362.20 

2. REC 15 251.51 

3. HUDCO 03 82.06 

4. IRFC 01 66.45 

5. MIDHANI 01 16.65 

6. HPCL 01 2.10 

7. NRL 02 39.67 

8. IFFCO 03 5.28 

9. BEML 01 1.45 

10. BEL 02 67.18 

11. NPCIL 01 2.63 

12. NTPC 01 2.78 

13. HAL 01 5.10 

14 SPM 01 15.15 

Total  133 3920.18 

MoU Signed Under CSR Initiative of Various CPSUs during 2014-15 

Sl. 

No 
CPSU 

Value in 

Crore (Rs.) 
No. of Beneficiaries 

No. of 

Camps 

1. NPCIL 5.88 camps under progress 14 

2. BOI 0.25 267 01 

3. IDBI 1.00 845 05 

4. CONCOR 1.05 Camps under progress 03 

5. PGCIL 1.98 1082 (05 camps) 08 

6. BEML 0.05 61 01 

7. IIFCL 0.30 Camps under progress 02 

8. NIACL 0.63 688 01 

9. 
Canara 

Bank 
0.30 288 01 

10. RITES 0.25 302 01 

11. IRFC 1.50 Camps under progress 03 

 Total 13.19 3533 40 

Source-http://www.disabilityaffairs.gov.in/content/page/csr-projects.php 

 

Since PSUs will be spending a large amount as part of their 

CSR, the Ministry of Power also demanded activity of CSR 

to be verified suitably and services of chartered 

accountants be utilized for the purpose on Pro Bono basis. 

According to Prime Database, Indian companies spent Rs 

9,309 cr on CSR projects in 2015-16, which was Rs 163 cr 

more than the amount required by law, and Rs 703cr more 

than the previous year. The requirement of funds in the 

accomplishment of such mission would be colossal hence, 
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the services of a professional accountant becomes even 

more relevant to maintain accountability and transparency.  

Few reasons given by companies for not being able to 

spend 2 per cent towards CSR include scaling up of 

activities, multi-year and long-term projects, difficulty in 

the identification of appropriate partners, exploring new 

opportunities and areas of intervention, and delay in 

planned spends.   

 

However, the horizon of CSR is beyond sponsorships, 

charity or philanthropy as it is a strategic business 

management concept. For the successful implementation 

and accomplishment of CSR and to provide guidance on 

certain accounting issues related to the expenditure on CSR 

activities, the Institute of Chartered Accountants of India 

(ICAI) on 15th May 2015 issued a guidance note on 

accounting for expenditure on the CSR activities. It 

provides guidance on the recognition, measurement, 

presentation and disclosure of expenditure on activities 

relating to CSR activities. 

The reported expenditure on CSR projects cannot to be said 

to be always a good measure of societal welfare. It is not 

clear whether firms have really increased their CSR 

spending after the law compared to what they were 

spending voluntarily before the law, because there is no 

clear evidence of CSR spending. There are some studies, 

which prove that CSR spending leads to brand building 

enhanced goodwill, harmonious public relations and 

employee engagement. In that case, firms would have 

carried out these activities with or without the law. 

The revised guidelines of the Department of Public 

Enterprises (DPE) on Corporate Social Responsibility 

(CSR) and Sustainability for Central Public-Sector 

Enterprises (CPSEs) emphasize on the allocation of budget 

for CSR and Sustainability activities or projects. The 

budget so allocated needs to be spent within a year. It 

further promulgates the treatment of the unutilized amount 

of the above-mentioned budget. As per Para 1.5.3 of the 

revised DPE guidelines, the unutilized amount of the 

budget can be carried forward for only two consecutive 

financial years and to be utilized for the purpose of CSR 

and sustainable activities only. After the lapse of two years, 

the unutilized amount is transferred to „Sustainability 

Fund‟.  

The efforts of the company in the area of CSR are 

communicated to the stakeholders through CSR reports 

which is commonly known as corporate citizenship, social 

and sustainability reports. To ensure transparency and good 

governance CSR reports serves as an effective tool for both 

existing and potential investors. With the ever-increasing 

change in the complex business world, the traditional 

reporting system gradually needed a new reporting system 

with new sets of law and regulations, accounting standard, 

code of ethics and different listing requirements of stock 

exchange.  Several endeavors have been made to initialize 

the changes in the reporting system like the convergence of 

International Financial Reporting System (IFRS) together 

with US Generally Accepted Accounting Principles (US 

GAAP). International Integrated Reporting Council has 

evolved International Integrated Reporting Framework to 

suit the needs of the reporting system of the current world. 

Integrated Reporting brings together the material 

information about an organization‟s strategy, governance, 

performance and prospects in a way that reflects the 

commercial, social and environmental context within 

which it operates. It provides a clear and concise 

representation of how an organization creates value, now 

and in the future. (www.integratedreporting.org). Most of 

the companies follow Global Reporting Initiative (GRI) G4 

guidelines for drafting CSR Reports.  

Since reporting of financial as well as the performance in 

the area of Environmental, Social and Governance (ESG) 

has become an integral part of the corporate governance, 

the corporate are issuing several types of reports. A New 

York based G & A Institute reported that there has been an 

increase in reporting among companies in the S&P 500 

Index and the Fortune 500 from the prior year‟s especially 

S&P 500 which increased from 19% to 53%. These reports 

help the company both externally and internally. Internally 

the information collected in the formation of reports can 
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influence the companies to find more innovative means of 

production thereby reducing wastes and exploring different 

areas of growth. Externally it helps the companies to 

sustain competition from their peer groups as well as gain 

confidence from the employees and investors. Thus, there 

is a need for efficient reporting system, which reflects the 

social as well as economic goals of the organization in 

question. 

V. Conclusion 

With the growth in the international trade, corporate 

governance should be backed by the concept of corporate 

social responsibility to achieve success globally. CSR-

based policies serve as the corner stone for good corporate 

governance. CSR integrated with Corporate Governance, 

leads to the economic growth and development, thereby 

creating a great challenge and opportunity for the 

professionals. 

Thus, it can be concluded that Corporate Governance is an 

umbrella term, which fuses CSR into the company‟s 

corporate governance practices. We can interpret the 

relationship between Corporate Governance and CSR by 

embracing the view of a firm as a stakeholder value 

maximize rather than taking the standard view of the firm 

as a shareholder value maximize. To adapt to the 

prevailing business practices, a path driven by the ethical 

norms and sound accountability needs to be taken in the 

form of good Corporate Governance and CSR. Finally, it 

can be said that today, both Corporate Governance and 

CSR must focus on ethical practices in business and the 

responsiveness of an organization to its stakeholders and 

the environment in which it operates.  

VI. Limitations of the Study   

No research can be said be devoid of any limitations. This 

research also has limitations of time, cost and physical 

constraints. Further, the research does not take into 

account the CSR practices of private organizations and is 

limited to the public organizations only. This adds to the 

gap in research and hence a suitable scope for further 

research.  
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Abstract:  

The food processing industry of India is significantly affected by the substandard quality issues. Insufficient focus on safety and quality 

standards has affected export of processed food products and also resulted in low competitive advantage in the global market.  Even in the 

domestic market due to increased awareness, people demand secure, non-toxic and pesticide-free products. The paper reviews literature related 

to food standards and aims to comprehend food safety regulations existing in India along with the present state of preparedness of the food 

industry to comply with the international standards. The policy measures to be undertaken to this effect are also examined. Promotional 

activities like credible labelling and certifications are essential to popularize the safety attribute of processed food products and up-gradation of 

Agmark standards to Codex Alimentarius requirements by the Indian government are necessary to ensure high quality of food products. One of 

the main precautionary methods for food safety concern is effective implantation of traceability. In order to improve food traceability system and 

increase the business performance of food industry, management should focus on regulatory framework, food safety, food quality, and 

certification. The suggestions presented if implemented efficiently would assist in growth of the Indian agro industry, both at the domestic and 

global level. 

Key words : Food Processing, Agmark Standard, Indian Agro industry 

 

I. Introduction 

The demand for processed food items is continuously rising. 

Furthermore, Indian food industry is growing swiftly and 

India is the second largest producer of food globally (IBEF, 

2011). The Indian food processing industry assists in contributing 

significantly to GDP and export along with generating 

employment. It is Indian economy‟s emerging sector and growing 

at a remarkable rate of more than 10 percent per annum (Ali et al., 

2009). Moreover, upward mobility of income class Indian 

consumers along with enhanced desire for food hygiene, 

convenience, quantity and variety is boosting the demand 

for processed food products and furnishing notable market 

opportunities for both foreign and domestic food processing 

firms.  

II. Literature Review  

In views of Huang (1996), Sirieix et al. (2011) and Yin et al. 

(2010), the two relevant dimensions of food quality are food 

safety and sustainability, hence green food devoid of 

pesticides and chemical residue has become popular around 

the world. Ehmke et al. (2008) and Birol et al. (2009) have 

reflected in their studies that consumers from developing 

countries also seek and demand safe food, like from the 

developed nations. Nandi et al. (2016) stated that haphazard 

use of synthetic chemicals, adulteration of food and 

pollution has made consumers increasingly cautious towards 

food scares and therefore they are demanding safe food. 

Aertsens et al. (2011) and Cerjak et al. (2010) pointed out in 

their studies that the main drivers of demand for green food 

products are relevant attributes such as healthiness, 

enhanced quality and wholesome taste associated with these 

products.  

Satyan and (2011) found that leading Indian food 

multinationals find it difficult to increase global market 

share because of perception of poor quality of Indian 

products by the West. Kumar et al. (2011) stated that 

initially increased costs are incurred due to compliance 

with food safety practices, but higher price is realized by 

farmers for their milk production by an increased food 
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safety practice adoption rate. Ali et al. (2015) remarked that 

consumers are becoming increasingly conscious of the role 

of healthy and safe food with rising incidences of heart and 

food-borne diseases, problems like diabetes and obesity. 

Kumar et al. (2011) reported that the Indian government 

has undertaken an initiative, known as the „Clean milk 

production scheme‟, towards ensuring milk safety and 

quality in the dairy supply chain, for targeting the rising 

consumer demand and dairy processing industry 

requirements. National Street Vendor Policy is introduced 

by the National Street Vendor Alliance of India to raise the 

quality of Indian street food by increasing access to 

sanitation, space and water (Downs et al., 2014). According 

to Kumar and Basu, (2008) the food legislation in India is 

exceedingly complex, apart from being anachronistic. 

Connolly et al.  (2016) proposed that an important 

component of a strong food safety system is increasingly 

recognised to be implementation of traceability. Van 

Rijswijk et al. (2008) have studied the food traceability 

system and found it to be the principal preventive method 

for issues of food safety. Faisal and Talib (2016) noticed 

that globalised food-supply chains and rise in consumer 

awareness about safe foods have made traceability an 

emerging issue in the food sector. Nandi et al. (2016) opine 

that consumer‟s perceived food quality and safety can be 

effectively boosted by the introduction of a sound food 

traceability system. Marotta et al. (2014) stated that 

reformulation is one of the prospective measures to promote 

healthy and safe consumption but it is marginally practiced 

in European countries. He further elaborated that 

collaborative actions should exist between the government 

and food industries to promote reformulation in the food 

sector. Traill et al. (2012) found that mandatory regulations 

or voluntary alliances among food industries are required to 

implement reformulation of product labelling focussed on 

improving food safety. Unnevehr and Jagmanaite (2008) 

and L‟Abbe et al. (2009) have pointed out that collaboration 

among the government, food processers and agriculture 

activities have positively impacted the way in which the 

food sector reformulated its high trans-fat comprising 

products in the North American market, thus transitioning 

towards healthier food options. Jairath et al. (2013) found 

that in India the food operators licensed under the FSSA 

2006 are insignificant and majority of food exports are 

rejected from India on grounds of poor food hygiene and 

due to lack of conformity to SPS standards. 

According to Young et al. (2010), green attributes of the 

food products are communicated to consumers through eco-

certifications or eco-labelling. Phulia and Sharma (2014) 

discussed that the German government introduced an eco-

labelling program known as “Blue Angel” in 1977, which is 

one of the oldest and most effective eco-labelling program, 

based on comparison with related products. A common 

standard for farm management practices around the world, 

Eurepgap, requires food is produced considering social and 

environmental issues (Eurepgap 2005). Botero (2011) 

opined that the eco-certification of coffee by the major 

coffee firms has been possible due to the corporations‟ 

reactive response to the pressures levied by the NGOs and 

as a result, Nestlé and Starbucks have aligned with distinct 

NGOs along with choosing different certification systems to 

promote sustainability in their products. Sharma et al. 

(2010) proposed for American food industry, standards for 

self-regulatory activities and found that the external threats 

such as negative publicity, litigation and government 

regulations have motivated the American food industry to 

self-regulate since 2006 and as a result, it has promoted a 

number of pledges for responsible food labelling, sold fewer 

unwholesome food products in school and reduced food 

marketing to children. Wang et al. (2008) noticed that 

gradual introduction of standards such as Hazard Analysis 

Critical Control Point (HACCP) systems in low-value 

marketing supply chains can remarkably decrease the risk of 

food safety, hence it is being integrated into the Chinese 

dairy industry. Rousseau and Vranken (2013) analysed how 

information provision about health effects by policy makers 

on organic apple labels, in the Belgian food market, can 

increase consumer‟s willing to pay. After provision of 

information through labels, consumers are willing to pay 

positive price premium of 57 eurocent/kg for labelled 

organic apples.„Organic‟ certification represents around 3% 

of food products sales in Europe, Japan and the United 
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States and is strongly valued in many niche markets and 

local food chains there (IFST 2005). Xu and Wu (2010) 

discussed that in China there are three food certification 

schemes for categorising food products- normal/ safe food, 

green food and organic food, which are accredited by 

government authority agencies. According to Paull (2008), 

organic food is certified in compliance with global standards 

like IFOAM (International Federation of Organic 

Agriculture Movements) and is devoid of any pesticide and 

genetically modified components. 

Fernando et al. (2014) found that the government of India in 

1991 introduced a voluntary eco-labelling scheme, known as 

the Ecomark scheme, which was mainly ineffective. 

According to Nittala (2014), no product carries this mark as 

of 2013. Suneja (2010) and Mehta (2007) opined that eco-

labelling in India was unsuccessful because it was not 

aggressively promoted by the government and companies 

did not prefer it. Green Signal is a new voluntary private 

eco-labelling scheme launched in 2011 by Centre for 

Innovation Incubation and Entrepreneurship („IIM-A 

releases Green Signal‟, 2011). According to Nittala, (2014), 

consumers distrust eco-labels and remain suspicious of the 

certification process of green products. Ottman et al. (2006) 

proposed that to avoid green marketing myopia three 

relevant principles need to be followed- customer value 

positioning, calibration of knowledge and credibility of 

product claim besides, trustworthy third parties should be 

used to obtain product endorsements or eco-certification. 

Ortega et al. (2014) carried out a study on food safety and 

found that asymmetric information contributes to profit-

seeking behaviour of agents which in turn leads to food 

safety issues. According to Downs et al. (2014) and 

Witkowski (2007), the Indian food industry is experiencing 

a rise in promotion of processed food and application of 

labelling methods such as health claims targeted towards 

product saleability; hence the role of statutory standard 

setting bodies‟ like „The Advertising Standards Council of 

India‟ and „Food Safety and Standard Authority of India‟ is 

becoming increasingly relevant.  Downs et al. (2014) also 

found that no strict regulation vis-à-vis health claims exist in 

India although it is mandatory to include nutritional 

information on the product label [Food Safety and Standards 

(Packaging and Labelling) Regulations 2011]. Compulsory 

labelling of saturated and trans-fat are included in the 

regulation and manufacturers are also required to mention if 

the product contains trans-fat in case of hydrogenated fats 

like Vanaspati although the quantity limit is not yet decided. 

Sarkar (2012) argued that eco-labelling screening process is 

needed in the green food product industry in India to convey 

the product‟s reliability and increase adoption rate of green 

food product. 

III. Food Regulation in India 

Food Safety and Standard Authority of India (FSSAI): 

India consisted of multiple laws and regulations for food 

products which led to inconsistency and incoherence in the 

regulatory scenario of the food sector and hence, the sector 

was prescribed different standards regarding contaminants, 

food additives, preservatives, food colours and labelling by 

various Ministries and Departments. Therefore to rationalise 

the multiplicity of laws, an integrated food law was 

suggested by a Group of Ministers which was constituted by 

the Indian Government. The Food Safety and Standards Bill, 

2005 was drafted by the group and after being passed by the 

parliament, the Food Safety and Standards Act 2006 came 

into effect from 24, August 2006. Various central Acts like 

Fruit Products Order , 1955; Prevention of Food 

Adulteration Act,1954; Vegetable Oil Products (Control) 

Order, 1947; Meat Food Products Order,1973; Edible Oils 

Packaging (Regulation) Order 1988; Milk and Milk 

Products Order, 1992; Solvent Extracted Oil, De- Oiled 

Meal and Edible Flour (Control) Order, 1967 were repealed 

after the introduction of this Act.  

By moving from multi-departmental and multi-level control 

to a single line of command, the act aims to create a single 

point of reference for all the food safety and standards 

associated matters.  For this purpose, the Act also 

established a unified and independent statutory structure 

known as the Food Safety and Standards Authority of India 

(FSSAI). This authority at the centre of the nation enforces 

various provisions of the act, along with State Food Safety 

Authorities. FSSAI has been mandated to perform functions 

relating to framing of regulations for formation and 

enforcement of food standards, guidelines for accreditation 
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of certification bodies and laboratories, promoting 

awareness about food standards and food safety by creating 

an information network across India, conduction of training 

programs for those who are involved or intend to get 

involved in food sector, checking imported food for safety 

and quality. There are 198 laboratories which are being used 

by FSSAI for testing of samples of food, out of which 112 

are FSSAI notified NABL (National Accreditation Board for 

Testing and Calibration Laboratories) accredited private 

labs, 72 labs are state labs functioning under the State/ 

Union government and 14 are Referral labs. Under this act, 

it is required for every firm in the food sector to get a license 

and registration certificate, besides that, every seller is 

expected to be able to trace any food article to its distributor 

and every distributor to its manufacturer. Recall procedures 

can be initiated by anyone in the sector if the person finds 

that the food sold has violated necessary standards 

according to this Act. FSSAI has framed standards for 

various food products like dairy products, oils, fruits and 

vegetables, cereal, meat and meat products, fish and fish 

products, confectionary, beverages etc. These standards are 

prescribed under the following regulations- 

A. Food Safety & Standards (Licensing and Registration of 

Food Business) Regulations, 2011- It specifies general 

requirements regarding sanitation and hygiene practices to 

be observed by all food operators. The regulation also 

requires food businesses to be licensed and petty food 

business operators to be registered.  

B. Food Safety & Standards (Food Products Standards & 

Food Additives) Regulations, 2011- This regulation 

specifies food standards for different products and regulates 

usage of food additives, colours, preservatives, flavouring 

agents, artificial sweeteners and other substances.  

C. Food Safety and Standards (Packaging and Labelling) 

Regulations, 2011- It prohibits false and misleading 

statements and lays down packaging along with labelling 

requirements. According to the regulation the label on the 

packaged food article should mention- name of food article, 

ingredient list, nutritional information, vegetarian/ non-

vegetarian dot, food additive declaration, manufacturer or 

packer information, net quantity, batch/code/lot number, 

manufacturing date, packing date, best before/use by date, 

usage instructions etc. From 1st January 2013, the Ministry 

of Consumer Affairs has made labelling of genetically 

modified products compulsory if used/added to the food 

product (Bhardwaj, 2013). 

D. Food Safety & Standards (Contaminants, Toxins and 

Residues) Regulations, 2011- This regulation prescribes 

limits for metal and crop contaminants in the food article.  

E. Food Safety & Standards (Prohibition & Restriction on 

Sales) Regulations, 2011- The regulation prohibits certain 

admixtures meaning any material other than chicory added 

to coffee, similarly water is not to be added to milk and so 

on. It also regulates and restricts sales of certain products 

like tobacco cannot be sold without proper health warning, 

Mineral water without BIS certification mark etc.  

IV. Voluntary Product Certification Acts 

The government established BIS (Bureau of Indian 

Standards) under the Bureau of Indian Standards Act in 

1986 to promote, establish and publish Indian standards. A 

voluntary certification scheme known as the ISI Mark is 

operated by the organisation for certification of food 

products and consumer goods (BIS, 1986). Although the 

certification is voluntary in nature, for some products like 

drinking mineral water, milk powder the ISI mark 

certification is mandatory. (BIS, 1993). Through the 

Agricultural Produce (Grading and Marketing) Act of 1937, 

AGMARK is enforceable in India. AGMARK is a voluntary 

certification scheme for agricultural products operated by 

the Directorate of Marketing and Inspection (an agency 

under the Government of India) to assure the agricultural 

commodities conform to an established set of standards 

approved by the agency.  

International Food Authorities: The World Health 

Organization (WHO) and Food and Agriculture 

Organization (FAO) formed Codex Alimentarius 

Commission in 1961 to ensure fair practices in food trade 

and protect the health of the consumers. Elaborate 

international negotiations are involved in the establishment 

of food standards (FAO/ WHO, 2006) which when taken 

together are known as „Codex Alimentarius‟ meaning food 

code in Latin. Models for national legislation on food 
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articles are represented by the Codex food standards and 

they are not legally binding on countries. Apart from the 

standards, advisory provisions known as codes of practices 

and guidelines are also included in the Codex Alimentarius 

which usually address food operators. These standards and 

guidelines established by the Codex Alimentarius are 

identified by the WTO (World Trade Organisation) as the 

basis for harmonisation. Majority of the standards are of 

vertical nature which is product specific and all principal 

types of food products (processed, semi-processed or raw) 

are addressed by them. Codex standards of horizontal nature 

are included on labelling, sampling, methods of analysis and 

are commonly known as general standards. For example: 

„General Standard for the Labeling of Pre-packaged Foods‟. 

Concerns regarding human health, food safety, animal and 

plant health along with labelling requirements may lead 

national authorities to implement measures which may 

restrict the free flow of trade. Two WTO (World Trade 

Organisation) treaties were finalised to address the 

aforementioned concerns. They were the Agreement on the 

Application of Sanitary and Phytosanitary Measures (the 

SPS Agreement) and the Agreement on Technical Barriers 

to Trade (the TBT Agreement). SPS Agreement ensures that 

nations only apply measures to safeguard human and animal 

health (sanitary measures) and to protect plant health 

(phytosanitary measures) based on risk assessment, that is, 

the measures must be scientifically justified and not 

constitute disguised barriers to international trade nor be 

discriminating. No scientific proof of the necessity of 

measures is required if they are in conformity with the 

international standards. Codex Alimentarius mainly consist 

of the standards on food and food safety. The importance of 

SPS Agreement is highly augmented by the inclusion of 

Codex Alimentarius in it and hence the WTO members who 

observe Codex standards do not need to justify the necessary 

SPS measures they implement, otherwise, they need to 

prove their measures are of scientific nature.  

V. Government Initiatives  

The government of India has also implemented various 

schemes to improve food quality and safety such as 

Research and Development Scheme, Setting Up/Up-

gradation of Quality Control/ Food Testing Laboratories 

Schemes, Implementation of Food Safety and Quality 

Management System Scheme [such as Total Quality 

Management (TQM), ISO 2200, ISO 9000, Good 

Manufacturing Practices (GMP), Good Hygiene Practices 

(GHP), Hazard Analysis and Critical Control Points 

(HACCP) etc].  

VI. Discussion 

Indian consumers are now aware of the availability of a 

myriad of food choices as a result of media penetration and 

international exposure besides; the processed food sector 

has the potential to grow exponentially due to rising export 

demand for value-added food products and domestic 

demand for branded packaged food. Insufficient focus on 

safety and quality standards has affected export of various 

processed food items and also resulted in low competitive 

advantage in the global market. Even in the domestic 

market due to increased awareness people demand secure, 

non-toxic and pesticide-free products. And there exists low 

availability of organic products in the market and retail 

outlets. Therefore, low product development and 

innovation due to a paucity of investments and incentives 

along with impaired bank credit access are one of the key 

challenges faced by the sector. Hence, opportunities for 

product innovation and extensions exist and need to be 

tapped. Low consumer awareness, insufficient political 

will, unclear and confusing communications between 

regulatory body and food operators are few other reasons 

for the failure of eco-labelling scheme „Ecomark‟ in India. 

Promotional activities like credible labelling and 

certifications are essential to popularize the safety attribute 

of processed food products and up-gradation of Agmark 

standards to Codex Alimentarius requirements are 

necessary to ensure high quality of food products. India can 

become world‟s leading supplier of processed food if issues 

of branding and quality are addressed (Dharni & Sharma, 

2008). Enhanced processed food quality can be achieved 

through the proper implementation of the FSSA Act 2006, 

which also has the potential to regulate the production and 

marketing of processed foods from both the organised and 

unorganised sectors. The integration of food safety laws 

Green Practices, Standards and Conformity Issues in the Indian Food Processing Industry 

 

Green Practices, Standards and Conformity Issues in the Indian Food Processing Industry 

 

57 



 

 

ISSN: 2249-1066, Vol. 7, No. 2, Dec, 2017 

 

will assist in boosting the food processing industry as it is 

science-based, transparent and industry-friendly. One of the 

main precautionary methods for food safety concern is 

effective implantation of traceability. In order to improve 

food traceability system and increase the business 

performance of food industry, management should focus on 

regulatory framework, food safety, food quality, and 

certification. Another potential initiative to enhance quality 

and safety is food reformulation process which can be 

achieved by compulsory governmental regulation and 

collaboration between government and agro-industries. In 

order for the industry to prosper, food processing sector 

combined with marketing should focus on assuring value 

addition, enhancing food quality along with generating 

export and employment opportunities. The insufficient 

number of food testing laboratories in India restricts 

effective implementation of the food law. Thus measures to 

enhance food safety and quality should also include 

increasing the number of accredited laboratories in each 

state along with licensing and registering food operators 

under the FSS Act, 2006.  Compulsory recording, 

monitoring and surveillance regarding the execution of 

food safety law by the relevant food regulation authorities 

are necessary to counter the inefficient implementation of 

food safety laws in the country.  
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Abstract  

Financial institution that offered mobile applications to the consumers should give attention to the perceived risk factors of Mobile Banking 

adoption in order to retain existing customers as well as attract new consumers. The study suggests that banks should build an application 

with features to facilitate users’ assessment of Mobile Banking services and thus minimize the perceived risk and maximize the perceived 

ease of Mobile Banking services. The impact of risk and trust on Mobile Banking adoption has also been examined and shown to be 

significant to Mobile Banking adoption in the context in India. This study is based on the Descriptive research, where valid responses are 

collected from the respondent by filling questionnaire. Keeping the TAM proposed by Davis as a theoretical basis, an extended TAM 

incorporating security and privacy related issues for Mobile Banking adoption is conceptualized. The paper reveals that perceived 

risk has a negative impact on behavioural intention of Mobile Banking adoption and trust has a negative impact on perceived risk. A well-

designed mobile application was also found to be helpful in facilitating easier use and minimizing perceived risk concerns regarding Mobile 

Banking usage. The purpose of this paper is to examine the effect of perceived risk on Mobile Banking user adoption. 

Keywords- Mobile Banking, Technology Acceptance Model (TAM), Trust, Perceived risk. 

 

I. Introduction 

Mobile payments were trailed in 1998 in Finland and 

Sweden where a mobile phone was used to pay for a Coca 

Cola vending machine and car parking. Commercial 

launches followed in 1999 in Norway. The first commercial 

payment system to mimic banks and credit cards was 

launched in the Philippines in 1999 simultaneously by 

mobile operators Globe and Smart. Mobile Banking Model 

that bring development in Information and Communication 

Technology (ICT), comfort and access of services, and 

competition with peer forced banks to introduce Mobile 

Banking services in India. Mobile Banking can be broadly 

classified into Bank-led model and Mobile Service Provider 

Led Model. In the bank led model, only bank‟s customers 

can avail the mobile banking service of the bank. With these 

facilities, the customers can do various banking transactions 

as per their convenience. The Mobile Service Provider 

Model is totally different from bank-led model; in this the 

mobile customers those who don‟t even have the access of 

traditional bank account can do banking transactions through 

their mobile service provider. Mobile banking services can 

be classified into SMS Banking, Application (Software) 

oriented, Browser (Internet) based model and Mobile Apps. 

There are two major technical developments that occurred 

GSM and CDMA technologies. The European developed 

GSM standard and the U.S. developed CDMA standard. The 

NTT DoCoMo in Japan introduced internet service on 

mobile phones in the year 1999. The 3rd Generation mobile 

phone became essential communication system for millions 

of users worldwide. The 3G technology was developed with 

the concept of packet switching instead of circuit switching 

for data transmission. The 4th Generation (4G) system 

provides mobile ultra-broadband Internet access, for 

example to laptops with USB wireless modems, to smart 

phones, and to other mobile devices technology introduced 

in the year 2009 with the technology advancement like 

WiMAX and Long Term Evolution (LTE) technologies. 

SMS Banking refers to utilizing banking services through 

SMS from the registered mobile number of the customer. 

Application or Software oriented refers to downloading the 

application developed by the bank for utilizing the mobile 

banking service that works in traditional mobile handsets. 

Browser is software that is used to display web pages in the 

Internet. The mobile banking refers to internet based mobile 

banking where the communication is made to internet 

application which is optimized for mobile handsets. Mobile 
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Apps refer to mobile applications developed for Smart 

phones using Android, Windows, Java, etc. The services 

offered under the mobile banking vary from one bank to 

another. The common services are Balance Enquiry, Mini 

Statement, Money Transfer and Utility Bill Payments. 

International Experience about M-PESA, Kenya which 

quickly captured a significant market share for cash 

transfers, and grew astoundingly quickly, was capturing 17 

million subscribers by December 2011 in Kenya alone. It is 

the first mobile banking solution launched based on the 

Mobile Service Led Model in the year 2007 by the telecom 

operators Safari.com and Vodafone. It has become very 

popular among the customers and captured major market in 

Kenya.  

SMART Money and G-Cash application was launched in 

Philippines. SMART Money works on the Philippines 

„nationwide network, one can send money to SMART„s 50.9 

million subscribers wherever they are in the country which is 

an electronic wallet to do most of the banking transaction 

through mobile.  

 

II. Mobile Banking in India 

India with a total of more than 150 banks that includes 

scheduled banks, private sector banks, public banks, foreign 

banks, co-operative banks witnessed a massive growth in the 

past two decades after the intervention of technology into the 

banking functions. The first technological facility provided 

for customers that are ATM- automated teller machine 

introduced in early 1990‟s paved the way for the growth of 

number of banking customers wherein most of the 

government and private organisations started paying salaries 

through banks.  

The online/internet banking facility were delivered to the 

customers in the early 2000‟s which include non-

transactional task like viewing account balances, viewing 

recent transactions, bank statements download, paid cheques 

image view, ordering of cheque books, Download account 

statements etc..The transactional services that were provided 

were:  funds transfer between the customer's linked accounts, 

Paying third parties, including bill payments and third party 

fund transfers, Investment purchase or sale, Loan 

applications and transactions, such as repayments of 

enrolments, Credit card applications, Register utility billers 

and make bill payments etc., which made the process of 

banking faster. 

Banks are constantly adopting technology to expand its 

business and to reach different level of customers. Apart 

from ATM, Internet banking and other technology-enabled 

services, Mobile Banking is one of the services provided by 

banks to its customers. Astonishing growth in 

telecommunication sector, its penetration including rural 

population and technology feasibility are the major factors 

for the introduction of Mobile banking services. Some banks 

in India have started providing mobile banking service to 

their customers that include State Bank of India (SBI), 

Union Bank of India (UBI), Punjab National Bank (PNB), 

HDFC, ICICI, Axis Bank, etc. 

Mobile banking is a recent phenomenon for the Indian 

Banking Industry which provides financial services like bill 

payments, peer to peer payments, Funds transfer, 

Remittance, shopping and donations, mobile balance 

recharge etc..The non-financial services provided by the 

banks are balance inquiry, mini statement, PIN change, 

Cheque Book request, Due alert for payments, locating 

ATM‟s etc., With growing penetration of mobile usage into 

the country, there is high potential organisations  that mobile 

banking can be mass banking channel. 

Researchers  use  various  terms  to  refer  to  mobile 

banking,  including  pocket  banking  [1],  branchless 

banking [2], m-banking (Liu et al., 2009), or m-payments, 

m-transfers, m-finance [3]. As an important component of 

electronic banking, m-banking usually constitutes an 

alternative delivery channel (ADC) for various financial and 

non-financial transactions.  Other prominent ADCs include 

ATMs, point-of-sale terminals, interactive voice response, 

mobile phones and the Internet. Regardless of the  

terminology  they  use,  scholars  generally  define  m- 

banking as an application of m-commerce that enables 

customers  to  access  bank  accounts  through  mobile 

devices  to  conduct  transactions such  as  checking account 
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status, transferring money, making payments, or selling 

stocks. 

III. Review of Literature  

The banking transaction services  through mobile in India 

was first offered by ICICI bank in  January 2008 (Mr. V. 

Vaidyanathan, 2008) but SMS alerts began in 2005-06. 

Research in mobile banking started in the year 2005 as short 

message services (SMS) of mobile alerts for new 

transactions started during the particular period. Then in the 

year 2008, Reserve Bank of India (RBI) issued the 

guidelines for mobile banking transactions and MTNL 

(Mahanagar Telephone Nigam Ltd.) launched 3G in India. 

India launched its first IMPS (Immediate Payment Service 

(IMPS) in 2010-2011 which is an instant interbank (similar 

to making use of NEFT) transaction that can be commenced 

on mobile through online or mobile phones or through SMS. 

In the year 2011-12, Vodafone and HDFC bank launched m-

paisa and Airtel launched Airtel Money in 5 cities in India 

[19]. In 2012-13 Airtel-Axis Bank launched a mobile 

banking service for financial inclusion and money transfer. 

RBI has issued operative guidelines stating that only those 

banks which are licensed and supervised in India and having 

a presence in India will be permitted to offer mobile banking 

services [5]. 

As per RBI report, there are 82 banks that are permitted by 

RBI to offer and provide mobile banking services throughout 

India (Reserve Bank of India, 2014) as compared to 21 

Banks in the year 2010. Comparatively the increase in 

number of banks providing mobile banking services has not 

resulted in increase in the number of mobile banking users at 

the same pace [23]. The challenges faced by Indian banks to 

increase the mobile banking user database are Handset 

operability, Scalability, Security, Reliability, Application 

Distribution etc. [7]. 

Palani and Yasodha (2012) exhibited that gender; education 

and income play a vital role in changing customer's 

perceptions on mobile banking services offered by Indian 

Overseas Bank [8].Venkatesh (2000) defined self-efficacy as 

judgement of one‟s capability to make use of mobile banking 

[9]. Agarwalet al., (2000) declare that there is empirical 

proof to support the causal relationship between behavioural 

intention and perceived self-efficacy [11]. A study by 

Sripalawatet al. (2011) tested positive and negative factors 

that affects m-banking acceptance in Thailand [12]. 

Perceived usefulness, subjective norms, perceived ease of 

use and self-efficacy were considered as the positive factors 

and lack of information, device barrier, perceived financial 

cost and perceived risk as the negative factors. It was found 

that the positive factors are more influenced than negative 

factors towards the mobile anchors. Banking acceptance and 

the most influential factor for adoption of m-banking in 

Thailand is the subjective norm. Crabbe et al. (2009) 

reviewed how far the social and cultural characteristics, 

impacts m-banking adoption in Ghana [13]. They tested 

socio- cultural factors in the form of perceived credibility, 

perceived utilization, facilitating conditions and 

demographic factors, which play an important role in 

influencing adoption and sustained usage. In addition, 

perceived credibility and facilitating conditions also 

influence attitude. 

IV. Research Model and Hypothesis 

TAM model which deals with perceptions as opposed to real 

usage, suggests that when users are presented with a new 

technology, two important factors influence their decision 

about how and when they will use it (Davis,1989)[20]. These 

key factors are: 

 Perceived usefulness (PU) - This was defined by 

Davis as "the degree to which a person believes 

that using a particular system would enhance his 

or her job performance". 

 Perceived ease-of-use  (PEoU)  -  Davis defined this 

as "the degree to which a person believes that 

using a particular system would be free from 

effort" 

In this research study, perceived risk is the main focus along 

with some other factors related with risk i.e. social risk, 

financial risk, security risk, privacy risk and trust. Suoranta 

and Mattila (2004) pointed out that perceived risk, 

demographics and attributes applicable to innovation 
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diffusion such as complexity, relative advantage, 

compatibility and making trials influences the mobile 

banking adoption in Finland [6]. 

Perceived risk increased user resistance to innovation. User 

resistance is the intent to avoid and refuse to use mobile 

banking services [7].  Perceived risk is the degree of threat 

or negative impact arising from the use of the innovation that 

is perceived by the users.  Social influence refers to a 

situation in which people agree with the reputation of mobile 

banking.   

Perceived security is the degree of protection provided by 

the bank to meet the users‟ security demands that is 

perceived by the mobile banking users.  Perceived privacy is 

the degree of private information protection provided by the 

bank that is perceived by the mobile banking users.  

Financial risk is the degree of complexity or difficulty of 

using mobile banking services perceived by the mobile 

banking users. Trust is the degree of accuracy and reliability 

of mobile banking services perceived by the mobile banking 

users.                

 Based on the literature reviews above, we formulate the 

hypothesis as follows:  

   H1：Social risk (SR) has a positive significant influence 

on Perceived Risk. 

   H2：Perceived Security (PS) has a negative significant 

influence on Perceived Risk. 

    H3：Perceived Privacy (PP) has a negative significant 

influence on Perceived Risk. 

    H4：Financial risk (FR) has a positive significant 

influence on Perceived Risk. 

   H5：Trust (T) has a negative significant influence on 

Perceived Risk. 

   H6：Perceived Risk (PR) has positive significant 

influence on user resistance (UR). 

With the help of TAM, a proposed model is prepared. By 

obtaining these hypotheses, the basic framework of this 

study is set as is shown in Fig. 1. 
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V. Research Methodology 

The objective of the study is to examine the influence of risk 

factors on the adoption of mobile banking by Indian Banking 

customers. A structured questionnaire was prepared and 

employed to collect data with Likert scales (1-5), in which 

anchors range from “strongly disagree to strongly agree”. 

The questionnaire items were adapted from well tested 

scales offered by existing literature. The scales for 

measuring perceived privacy risk and perceived  security 

risk were adapted from studies on e-services and the form e-

shopping [15], internet banking (Tan and Teo,2000; wang et 

al.,2003) [16]. 

The measurement items for perceived social risk, perceived 

performance risk, perceived financial risk and perceived time 

risk were adapted from study on mobile banking adaption of 

the youth market [17]. The demographic details like age, 

gender, family annual income, educational qualification and 

name of the bank they prefer most or rank higher for 

technology services were also collected. 

VI. Data Collection and Analysis  

In order to test the hypothesis, a survey was conducted with 

students and employees in Lucknow as the subjects. In the 

questionnaire, the measurement items for the variables were 

measured based on a 5-point Likert scale. The demographic 

characteristics of the sample population were as follows. Of 

the 100 respondents, 55 (55.0%) were male and 45 (45.0%) 

were female. With respect to age, 95 (95.0%) were under the 

age of 30 and 5 (5.0%) were over the age of 30. In this study, 

the reliability of multi-item scale was measured by 

determining the Cronbach‟s α.  

The Cronbach's α coefficients for all the measurement 

variables in this study were calculated to be higher than 0.8 

with high internal consistency, based on which it can be 

determined that the scale was highly reliable. The reliability 

of the questionnaire used in this study was measured by 

factor analysis. For the factor analysis, factors with an Eigen 

value, signifying the amount of dispersion explained by the 

factor of 1 and higher were selected. The factor loadings of 

all items were above 0.7. Therefore, the validity of the 

measurement tool can be seen that there is no problem. 

Before performing a regression analysis to test the 

hypothesis, Pearson‟s correlation analysis is conducted to 

identify the correlation between the variables and their 

descriptive statistics. According to the results of correlation 

analysis, there is a significant correlation, which is in 

consistent with the direction predicted in the hypothesis. In 

order to verify the factors influencing perceived risk, social 

influence, perceived security, perceived privacy risk, trust 

and financial Risk were set as independent variables and the 

perceived risks as a dependent variable for a multiple 

regression analysis, and perceived risk was set as 

independent variables and the user resistance as a dependent 

variable for a simple regression analysis. The results of 

regression analysis are shown in Table 1.0.

TABLE 1.0 

Dependent  

Variable  

Independent  

Variable  

Beta        T  P – valve tolerance VIF 

 

 

 

PR 

 

 

 

R2  =0.375 

(Constant) 

SR 

PS 

PP 

FR 

T 

 

Revised  

R2 =0.358 

 

.444 

.032 

-.112 

.201 

-.194 

6.556 

7.210 

.490 

-1.798 

3.301 

-3.258 

 

 

.000 

.000 

.625 

.073 

.001 

.001 

 

F= 23.278 

 

.852 

.762 

.817 

.858 

.895 

 

P-Valve=0.000 

 

1.172 

1.313 

1.223 

1.165 

1.117 

 

UR 
 

R2 =0.169 

(Constant) 

PR 
 

Revised 

R2 =0.165 

 

.411 

6.628 

6.348 
 

 

 

.000 

.000 
 

F=40.298 

 

1.000 
 

P-Valve=0.000 

 

1.000 
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The results of the  multiple regression analysis with respect 

to the regression coefficient (beta) of each of the 

independent variables are as follows: regression coefficient 

(beta) for social  risk  was a significant positive value of 

0.444 (p=0.000); perceived security, an insignificant value of 

0.032 (p=0.625); financial risk, a significant positive value 

of 0.201 (p=0.001); perceived privacy, an insignificant value 

of -0.112 (p=0.073); and trust, a significant negative value of 

-0.194 (p=0.001). Based on these results, it can be 

determined that the perceived risks increase at higher social 

risk and financial risk, and lower trust. With respect to the 

degree of the influence of the selected factors on the 

perceived risk, social risk had the greatest influence, 

followed by financial risk and trust. Financial risk, Security 

risk and Privacy risk hinders to the mobile banking 

customers [18]. These results support hypothesis 1, 4 and 5. 

The regression coefficient (beta) between perceived risk and 

user resistance was 0.411 (p=0.000), this result supports 

hypothesis 6, based on which it can be determined that 

higher the perceived risks, the higher the user resistance. 

 

VII. Conclusion and Suggestion 

There are many studies, which examined the adoption of 

mobile banking in India. Most of the studies were based on 

Technology Acceptance Model and few others include 

constructs like social factor, trust, cost factor, perceived risk. 

In India, the mobile internet usage has penetrated larger and 

deeper into the society. Larger section makes use of mobile 

internet to check mails, browse search, browse Search 

Engines and to access social networks. The difference in the 

percentage of mobile internet users and mobile banking 

users is high. Financial transactions are always observed to 

be Risky. The banks need to establish a strict and thorough 

security policy and make their customers aware of the fact 

that there are low risks associated with mobile banking in 

order to reduce the non positive social influence on alleged 

security, in addition to reinforcing and supplementing the 

security measures from the technical aspect. We know many 

consumers perceive the authentication procedure for security 

to be quite complex. This means that it is necessary for 

banks to implement simpler log-in and authentication 

procedures, under the premise that this does not reduce the 

level of security. Financial risk, Security risk and Privacy 

risk hinders the mobile banking customers. This study 

supports other research finding that there is a negative 

relationship between risk factor, which is associated with the 

usage of mobile banking and customer satisfaction. Risk is 

the most important measures of factor, which affects the 

customer satisfaction. 

Reduction of risk related to day-to-day transactions 

performed through mobile device enables customers to build 

up trust in the banking services being offered. Banking 

industry needs to fulfil the expectations of the consumers. 
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Abstract 

A Public-Private Partnership (PPP) is a government service or private business venture which is funded and operated through a partnership 

of government and one or more private sector companies. Public-Private Partnerships and Collaboration (PPPs and PPC) in the Health 

Sector is important and timely in light of the challenges the public sector is facing in healthcare finance, management, and provision. PPPs 

and PPC in the health sector can take a variety of forms with differing degrees of public and private sector responsibility and risk but are 

characterized by various similarities as well. In our country, with regard to health care, the main responsibility is that of the state which 

aims to provide free access to health care system to all sections of the society. But a look at the health infrastructure of our country shows 

that in rural areas, in particular, there is insufficient infrastructure, be it hospitals, primary health care systems, ambulances etc. Hence, the 

urgent need of the government is to immediately take measures that will help to develop a basis to provide the needed medical support to all. 

Although the private sector is inequitable and expensive with over-application of clinical/operational procedures, it is perceived to be easily 

accessible, better managed and more efficient than its public counterpart. It is expected that PPP model in the sector will prove the success 

story of Indian health care system.  

Keywords: Public-Private Partnership, Health Care. 

1. Introduction 

‗Health is Wealth‘ and a healthy population is the ‗Wealth of 

a Nation‘. Though India enjoys the benefit of ‗demographic 

dividend‘, it is still unable to reap the economic benefits 

because of the low level of employability which does not 

give them the scope to participate in the gross domestic 

product of the economy. On the one hand, the country is 

being considered as a strong emerging economy, but on the 

other we find millions lying untreated and dying due to non-

availability of a medical facility. Several indicators and 

reasons for poor healthcare in India are: 

i) There are only 90 beds per 100,000 populations with a 

world average of 270 beds.  

ii) India has just 60 doctors per 100,000 population and 

130 nurses per 100,000 populations against world 

averages of 140 and 280 respectively. 

iii) Public spending on healthcare stands at 1.407% of 

GDP (in 2014) up from 1.052% (in 1995). 

iv) India‘s out of pocket health expenditure stands at 89% 

(of private expenditure) in 2014, down from 91.36% 

in 1995.  

This is the state of affairs that is in existence for a long time. 

In spite of efforts to develop health care in the country, the 

overall state is very shabby. If we look into the healthcare 

system in India, we see that it consists of a universal health 

care system run by the respective State Governments. The 

Constitution of India makes every State responsible for 

‗raising the level of nutrition and standard of living‘ of its 

people and ‗improvement of public health‘ among its 

primary duties. But, with the rising per capita income, the 

demand for healthcare is income elastic. Griffin (1991) 

estimated an average income elasticity of 1.3 on the basis of 

Asian data.  

But, due to deficiency and insufficiency in health service, we 

are slowly moving towards a full-fledged public-private 

partnership model in healthcare. This model is a government 

service or private business venture which is funded and 

operated through a partnership of government and one or 
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more private sector companies. These schemes are 

sometimes referred to as PPP, P3 or P3.  

PPP refers to the involvement of a long-term relationship 

between the public and private sector which aims to achieve 

the twin objectives of high growth and equity on a 

sustainable basis. Heilman and Johnston (1992) define PPP 

as ‗a combination of a public need with private capability 

and resources to create a market opportunity for which the 

public need is met and profit is made‘. According to Buse 

and Walt (2000), PPP is to bring together a set of actors for 

the common goal of improving the health of a population 

based on the mutually agreed roles and principles. The 

World Economic Forum (2005) defined PPP in a different 

tone as a form of agreement which entails reciprocal 

obligations and mutual accountability, voluntary or 

contractual relationships, the sharing of investment and 

reputational risks, and joint responsibility for design and 

execution. Such an arrangement, therefore, helps to bring 

together resources and expertise from both the sectors. In 

practical cases, it will not only help to remove the imbalance 

between public and private healthcare services but will also 

improve the quality of healthcare for patients through better 

utilization of resources and sharing of experience and 

expertise.  

PPP in the health sector is important and timely in light of 

the challenges that the public sector is facing in healthcare 

financing, management, and provision. Though such an 

arrangement may be of various types with differing degrees 

of public and private sector responsibility and risk, they 

share common objectives, risks, and rewards. But, to bring 

together two different sectors which have a different outlook 

is very difficult and the success depends on how aligned the 

entities are towards achieving the laid out goals. Thus, in a 

mixed public and private system, as in India, the private 

sector tends to focus on such services which can easily 

generate profits while the public sector also has to carry out 

unprofitable activities. 

The health care system in the country can be broadly divided 

into four sectors, namely, 

i) Public sector including government-run hospitals, 

dispensaries, primary health centers and community 

health centers, etc. 

ii) The private non-profit sector, including charitable 

institutions, NGOs, trusts, missions, and churches, 

etc. 

iii) Private sector which runs the private hospitals, 

clinics, and private practitioners etc. and 

iv) Private informal sector, including practitioners not 

having any formal qualifications (traditional 

healers, herbalists, vaidyas, etc.) 

2.1 Significance of the study 

The role of healthcare in improving a nation‘s wealth and 

spurring economic growth is well established. India is 

among the fastest growing economies in the world and is 

poised to become the second largest economy in the world 

according to a recent report from the Price Water House 

Coopers International Limited (PWCIL, 2010). There is 

positive news from a recent PwC report titled ―World in 

2050: The long view: How will the global economic order 

change by 2050?‖ which mentions that during the next three 

decades, the global economy will be driven mainly by 

emerging and developing economies comprising of  the E7 

economies of Brazil, China, India, Indonesia, Mexico, 

Russia and Turkey growing at an annual average rate of 

around 3.5% over the next 34 years compared to only around 

1.6% for the advanced G7 nations of Canada, France, 

Germany, Italy, Japan, the UK and the US. But in stark 

contrast, the same economy performs extremely poorly in 

terms of the Human Development Index. India got a rank of 

119 out of 169 as per UNDP (2010) which has further 

worsened to a rank of 131 out of 188 countries (UNDP 

Report, 2016). Thus, the study looks into the different 

aspects of PPP arrangement in health care based on the poor 

state of health services in the country. 

 

2.2 Objectives of the study 

The paper aims to look into the state of healthcare and 

discusses relevant issues on PPP in the healthcare industry in 

the country.  
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3. Public-Private Partnership (PPP) and 

Privatization 

The business environment is changing and new needs are 

emerging. One basic need of every living thing is good 

health. Looking into the current infrastructure and healthcare 

delivery mechanism, we cannot expect a drastic 

transformation because change is a slow process. But, the 

question is how to change? PPP is one such possible 

mechanism. The other mechanisms are liberalization or 

deregulation which means the activities organized by the 

State would be provided by the private sector e.g. allowing 

government doctors to do private practice after office hours, 

allowing private doctors to use public facilities, etc. apart 

from privatization in health care services. The ways to 

improve social sector has always been an area of interest. 

Mitchell (2000) discussed the various partnership models in 

the social sector and points out the requisites for such a 

model to be successful and discusses the benefits that will 

arise out of such a venture. Burger and Hawkesworth (2011) 

point that taking decisions by comparing PPP model and 

traditional is difficult since many non-financial factors also 

play a vital role in the evaluation process. Though the terms 

PPP and privatization look to be close, there are differences 

which are as follows:  

a) Responsibility: Under privatization, the responsibility for 

delivery and funding a particular service rests with the 

private sector. PPP, on the other hand, involves full 

retention of responsibility by the government for 

providing the service. 

b) Ownership: While ownership rights under privatization 

are sold to the private sector along with associated 

benefits and costs, PPP may continue to retain the legal 

ownership of assets by the public sector. 

c) Nature of Service: While nature and scope of service 

under privatization is determined by the private provider, 

under PPP the nature and scope of service are 

contractually determined between the two parties. 

d) Risk and reward: Under privatization, all the risks 

inherent in the business rest with the private sector. 

Under PPP, risks and rewards are shared between the 

government (public) and the private sector. 

4. PPP in Indian Health-care industry: An 

urgent need 

The term PPP can be defined in quite lucidly. One 

component in a PPP is the public sector that includes 

organizations or institutions financed by the State revenue. 

The other party, viz. the private sector comprises of those 

organizations and individuals working outside the direct 

control of the State (Bennet 1991). Broadly, the private 

sector includes all Non-State entities, some explicitly 

seeking profits (for-profit) and others operating on a not-for-

profit (NFP) basis. The former are conventionally called 

private enterprise and the latter non-governmental 

organizations (NGOs). The for-profit private health sector 

set-up encompasses the most diverse group of practitioners 

and facilities. But, likewise, the character of not-for-profit 

organizations varies in terms of their size, expertise level, 

and geographical spread. NFP services are provided through 

charitable clinics or hospitals which are run by collecting the 

very small amount of services and depend mainly on grants 

or donations.  

The need for PPP has arisen because of the weak health 

infrastructure that we see even after seventy years of 

independence. During the 1950s, the private sector in India 

catered to only eight percent of healthcare facilities. A World 

Bank (2001) report, however, points to an upside-down 

picture. It mentions that 93% of all hospitals, 64% of beds, 

85% of doctors, 80% of outpatients and 57% of inpatients 

are in the private sector. This is an evidence to show the 

remarkable growth of the private health sector in the country 

(Baru, 1999). The main reasons behind such a trend are that 

the private sector is considered to be easily accessible, better 

managed and more efficient than its public counterpart. It is 

expected that PPP with such a sector will help to improve 

equity, efficiency, accountability, quality, and accessibility 

of the entire health system. Advocates argue that the public 

and private sectors can potentially gain from one another in 

the form of resources, technology, knowledge and skills, 

management practices, cost efficiency and even a make-over 
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of their respective images (ADBI 2000). Moreover, the other 

potential gains from PPP are innovative services, increased 

value for money, better institutional integration, customer-

focused services, among others (CII Report). The 

potentiality of success through PPP has been talked about on 

different platforms.  

The major reasons in support for the business model are cost 

efficiency, risk transfer, increase in productivity, broad 

support, enhanced social service through voluntary 

organizations, reduced competition and accelerated delivery. 

However, there are specific issues which include political 

and legal problems, cultural gap, lack of coordination, higher 

transaction cost, corruption and compatibility of objectives. 

Weiner and Alexander (1998) point to the issues of 

accountability, growth, and development that are challenging 

to such public-private partnerships. Similarly, Allard and 

Trabant (2007) also discuss the various issues that have been 

relevant for Spain. 

5. Poor status of Healthcare in India: Some 

evidence 

The demand for PPP in healthcare is the outcome of the poor 

state of healthcare service in the country. It is true that there 

has been an improvement in the quality of healthcare in 

recent times, but it is also to be admitted that regional, 

gender and locational disparities continue to persist. 

Achievements in health indicators have fallen short of 

expectations, especially as far as the delivery to the poor 

people is concerned. India‘s ranking in terms of health 

performance indicators continues to be unsatisfactory even 

in comparison to some of its poorer neighbors. The 

following points highlight the pitiable state of health services 

in the country. 

 While India has a male life expectancy of 63.3 years, the 

figures for Bangladesh and Sri Lanka are 63.4 and 68.8 

years respectively. On the other hand, China enjoys a 

much higher male life expectancy of 71.4 years. Indian 

female life expectancy (66.6 years) is higher than that for 

males but is still far below that of China (74.9 years) and 

Sri Lanka (76.3 years) [State of World Population 2008, 

Reaching Common Ground: Culture, Gender and Human 

Rights, UNFPA ].  

 India has an Infant Mortality Rate (IMR) of 54 per 1000 

live birth. In comparison, Nepal, Bangladesh, Sri Lanka 

and Bhutan have lower IMRs of 53, 51, 11 and 44 

respectively. China‘s IMR is only 23, suggesting a huge 

gap in delivery and quality of healthcare services in 

India.   

 The incidence of early fertility is highest in India with 62 

births per 1000 women in the age group of 15-19 years, 

far in excess of that in Pakistan, Sri Lanka and Iran with 

figures of 36, 25 and 20 respectively. China‘s 

performance in terms of this indicator is also far better 

than all mentioned countries with 8 births per 1000 

women in the same age group.  

 With regard to conditions provided for delivery of 

infants, 47% of births in India take place under skilled 

supervision while in Sri Lanka, it is commendably high at 

97 %.  

    It is true that the health network in India has expanded    

rapidly but still it remains widely skewed, with wide 

disparities in availability and quality of services. Though 

medical services are available in tier 1 and 2 cities, the 

quality of service and infrastructure is very poor in rural 

areas. The irony is that medical tourism in India is becoming 

popular with patients coming from overseas, but our own 

citizens do not have proper access to basic healthcare 

services.  

6. Healthcare in India: Over-dependence on 

private sector 

In the following paragraphs, the authors discuss the different 

aspects of the health sector in the country. The chart below 

(No. 1) shows the over-reliance of the people in the private 

sector for medical treatment and receiving healthcare 

services. 
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Chart 1: Treatment of ailments at different levels 

 

 

Source: Compiled from NSSO Report 

It is very clear that the private sector has come to the rescue 

of the healthcare industry, be it in the urban region or rural. 

The other important aspect of health coverage in India is the 

availability of patient services in the country that points to an 

inclination towards the private sector (table 1). 

 

Table 1: Beds and utilization of Patient Services in India 

 
Public  Private Source 

Beds 
51% 49% NCMH(2005) 

62% 38% NSSO (60th Round 2004) 

Out Patient Use 
22% 78% World Health Report 2010) 

30% 70% NSSO (60th Round 2004) 

In Patient Use 
40% 60% NSSO (60th Round 2004) 

44% 56% World Health Survey India 2003 

            Source: Survey reports 

 

The NCMH Report of 2005 points out that the private sector, 

with 49% of a number of hospital beds is providing services 

to the extent of 60% in in-patient care and 78% of out-

patient care in the country. This indicates the dominance of 

the private sector in rendering healthcare services. One of the 

prominent reasons is the severe shortage of manpower at 

different levels in the public healthcare delivery mechanism 

as pointed by the NRHM report (table 2).  
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Table 2: Human Resource for Health estimates for Healthcare Services 

Cadre Currently serving in 

Rural Public Sector* 

Current shortage* 

(rounded off) 

Estimates of total 

required for 2020 # 

ANM 1.9 lakh 15,000 7.42 lakh 

HW (male) 52,000 94,000 4.4 lakh 

Nurses 58,450 13,700 14.9 lakh 

Doctors 25,800 6,148 $ 3.67 lakh 

Specialists 6781 11,361 2 lakh 

Managerial, 

nonclinical 

15000** / 

12762# 

NA 1.6 lakh 

 

      Source : *RHS 2010, #HLEG estimates;  

     ** Working Group on NRHM 

       Note that the above data relates to the Public Sector 

# The shortage figure for doctors relates to doctors at PHCs. 

ANM- Auxiliary Nurse Midwife, HLEG- High-Level Expert 

Group. 

7. Spending on Public Healthcare: A sad story 

In the above discussions, the authors point to the dominance 

of the private sector and thereby, the possibility of having 

PPP in the healthcare system in the country. This section 

discusses the main reasons that have resulted in such a 

shabby state of public healthcare in the country.  

The table below makes a comparison between the different 

economies in terms of health expenditure. It is evident that 

the European countries are far ahead of the Asian 

counterparts.   

Table 3: International Comparison of Health Expenditure 

Country Total Health Exp. as a  

% of GDP 

Government Exp. on Health as % of Total 

Exp. on Health 

2005 2010 2013 2014 2005 2010 2013 2014 

Non-Asian countries 

USA 15.15 17.02 16.90 17.14 44.36 47.48 47.61 48.30 

Germany 10.52 11.25 11.16 11.30 76.13 76.22 76.75 76.99 

France 10.60 11.20 11.56 11.54 77.99 77.51 77.08 78.21 

Canada 9.57 11.20 10.67 10.45 70.24 70.39 71.03 70.93 

UK 8.24 9.51 9.34 9.12 80.85 83.53 83.31 83.14 

Brazil 8.27 8.27 8.48 8.32 41.51 45.80 45.12 46.04 

Mexico 6.04 6.39 6.30 6.30 43.33 48.53 51.74 51.77 

Asian countries 

China 4.66 4.89 5.39 5.55 38.77 54.31 55.81 55.79 

Malaysia 3.29 3.99 4.02 4.17 51.36 57.29 54.83 55.18 

Indonesia 2.79 2.74 2.93 2.85 28.79 37.69 39.43 37.78 

Thailand 4.64 5.41 6.18 6.53 72.80 82.11 85.27 86.00 

Pakistan 2.91 3.02 2.70 2.61 23.54 31.64 36.77 35.15 
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Sri Lanka 4.06 3.43 3.68 3.50 45.56 45.27 57.18 56.06 

Bangladesh 2.68 3.06 2.88 2.82 36.11 34.28 28.11 27.90 

Nepal 5.72 6.43 5.69 5.80 27.70 44.58 39.04 40.33 

India 4.28 4.28 4.53 4.69 26.49 27.13 28.41 30.04 

     Source: World Health Organisation  

 

In India, while both health expenditure as a percentage of 

GDP and public spending as a percentage of total health 

expenditure is low when compared to developed countries, 

the scenario is different in comparison to advanced European 

countries and some South-East Asian countries as well.  

 

 

However, health expenditure as a percentage of GDP in 

India is higher than in other Asian economies like Malaysia, 

Sri Lanka, Indonesia, Pakistan and Bangladesh though 

public spending as a percentage of total health expenditure is 

significantly lower than all these countries except 

Bangladesh. 

Table 4: Expenditure on Health 

Country 

Total exp. on 

health as a % of 

GDP 

Government exp. on 

health as a % of health 

expenditure 

Private exp. on 

health as a % of 

health exp. 

 

Govt. exp. on health 

as a % of total govt. 

exp. 

2004 2014 2004 2014 2004 2014 2004 2014 

Brazil 7.07 8.32 47.02 46.04 52.98 53.96 5.15 6.78 

Russia 5.19 7.07 59.58 52.20 40.42 47.80 11.28 9.49 

India 4.22 4.69 24.23 30.04 75.77 69.96 4.04 5.05 

China 4.72 5.55 37.97 55.79 62.03 44.21 10.00 10.43 

South 

Africa 

7.93 8.80 40.60 48.24 59.40 51.76 12.79 14.23 

Global 9.80 9.90 58.60 60.10 41.40 39.90 15.30 15.50 

   Source: World Health Organisation  
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In terms of expenditure on health as a percentage of GDP, 

India not only lagged behind the other four countries of the 

BRICS in 2004 and 2014 but also was far below the global 

average during the two years. Moreover, the per capita 

healthcare expenditure in India is around US$60 which has 

been stagnant during the last decade or so. This sum is 

insignificant compared to China (around US$ 300) or Brazil 

(around US$ 1000). A look at the figures shows that the 

share of general government expenditure on health as 

percentage of total expenditure on health was the minimum 

in India (of the entire group) in both 2004 and 2014. 

Consequently, the maximum pressure is on the private 

sector to provide health services.  

The chart below (No. 2) gives a view of the health 

expenditure in India as a percentage of the country‘s GDP. It 

is clear that between 2001 and 2014, there has been no 

substantial change, though of late there has been a slight 

improvement after 2010. 

 Chart 2: Health expenditure in India as a % of GDP 

during 2001-2014 

 

Source: Compiled from World Bank Database 

It is heartening to observe that health has not been the 

priority for governments over decades. But, even worse is 

the fact that the health expenditure per capita is on the rise 

(see chart 3 below). It is due to the rising cost of medical 

treatment but it is sad to know that 80% of the people do not 

have health insurance cover.   

    Chart 3: Per capita health expenditure (in US $) 

 

Source: Compiled from World Bank database 

 

 

 

 

 

 

 

 

 

 

During the period 2000 to 2014, though the per capita health 

expenditure has escalated almost four times from  US $ 20 

to US $ 75, there has not been much increase in the health 

insurance coverage in the country. A Hindu daily report 

(December 22, 2014) mentions from IRDA data that only 17 

percent of the country‘s population was covered by health 

insurance at the end of March 2014. Furthermore, it adds 

that poor households meet almost 70% of their health 

expenses from their own pocket, thereby forcing them to 

move into further poverty. Hence, there are enough evidence 

and logical support to prove that the healthcare industry is in 

a bad shape. PPP is the solution to the looming problem that 

is a concern not only for the government but also for the 

policymakers. 

8. Conclusion 

Inadequate and inefficient expenditure on the public health 

system has led to the deterioration of quality and has 

adversely affected the vast population of the poor who 

need healthcare services the most. This has forced many 

among the poor to shift to private healthcare which is  

almost unregulated and very costly. Presently, the majority 

contribution towards providing health care services in 

India comes from the private sector which was not the case 

just after independence. During the 1950s, the private 

sector in India catered to only eight percent of health care 

facilities (World Bank, 2004) but recent estimates indicate 

that 93% of all hospitals, 64% of beds, 85% of doctors, 

80% of outpatients and 57% of inpatients are in the private 

sector (World Bank, 2001). Hence, the private sector has 

taken the major lead in providing healthcare services. The 

public sector that does not aim at profit-making has still a 

long way to go but budgetary constraints over the years do 

not allow the governments to increase the allocation 

towards health drastically. Though, the per capita health 

expenditure is on the rise, the government spending on 

healthcare has remained stagnant or revealed minimum 

rise over the years. Hence, in this scenario of budget 
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constraints and low spending in healthcare, PPP is a 

prospective model that can change the overall scenario of 

health care services in the country.   
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Abstract 

The purpose of this study is to investigate the impact of perceived corporate reputation on two dimensions of customer citizenship behaviours 

including helping the company and helping other customers. The sample (n=380) was telecom customers in India. Structural equation model 

was used to test six hypotheses. The findings show that telecom provider’s reputation through customer commitment and loyalty  has significant 

impact on customer discretionary behaviours. Investigating other aspects of commitment and loyalty as mediator variables and doing this 

research in other industry (B2B or B2C) can be considered in future studies. Telecom managers should do all possible actions in his power to 

build positive perception about telecom corporate in the eyes of customers and society. Loyalty building programs should also be conducted 

regularly. 

Key Words: Commitment, Perceived corporate reputation, Loyalty, Telecom Service Provider, Customer Citizenship Behaviours. 

 

I. Introduction 

While product oriented businesses can rely on physical 

reality of the product, service oriented businesses cannot and 

need to focus on other strategic issues to attract and retain 

customers for lifelong. In this respect corporate reputation 

can be visualised as one of the chief strategic issues that can 

be relevant. Corporate reputation is an introduction of 

corporation’s activities and achievements which forms 

corporation’s ability to provide valuable results to its 

stakeholders (Walsh et al., 2009). Although every business 

keeps customers at centre to achieve its prime goal of profits 

but they become more valuable for service businesses due to 

their integration in service production and delivery. Hence 

service customer’s behaviours are more vital for service 

firm’s development and growth and the way they look at 

corporate reputation shape their attitude and behaviours 

(Davies et al., 2003; Shamma & Hassan, 2009). Sound 

corporate reputation stimulate customer to support and/or 

demonstrate their connection with it via voluntary 

behaviours (Bartikowski and Walsh, 2011; Gruen, 1995) 

that are conducive to effective functioning of service 

organization (Bove et al., 2009; Gouthier and Schmid, 2003; 

Groth, 2005; Singh, 2000). Many past studies supported that 

positive perceptions of a firm’s reputation relate positively 

to customer satisfaction, trust, loyalty, commitment, 

identification and word of mouth behaviour (Caruana and 

Ewing, 2009; Keh and Xie, 2008; Oliver and Desarbo, 1988; 

Roberts and Dowling, 2002; Shamma and Hassan, 2009; 

Walsh et al., 2009a, 2009b) but very few studies have been 

conducted to uncover how corporate reputation of service 

provider affects downstream variables, in terms of 

customers’ voluntary behaviours, especially in Indian 

context. Thus, the aim of this paper is to answer the 

following questions: 

Does a perceived corporate reputation of the firm directly 

improve customer voluntary behaviours? 

How perceived corporate reputation and customer 

citizenship behaviours are causally related to other 

behaviourally pertinent variables, in terms of commitment 

and loyalty? 

Does relationship between customer orientation and 

customer citizenship behaviours experience mediation by 

customer commitment? 

Does relationship between customer orientation of firm and 

customer citizenship behaviours experience mediation by 

customer loyalty? 

 

This conceptual paper is structured in the following way: 

section 2 presents an overview of research framework; 

section 3 presents a conceptual background and testable 

hypotheses, section 4 deals with a description of data, its 

analysis and discussion of results. Finally section 5 

summarizes the discussion and concludes with limitations of 

this study and suggestions for future research. 
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II. Overview of research framework 

The research framework is depicted in Fig.1. Drawing on 

signalling theory, cognitive consistency theories, and 

previous literature perceived corporate reputation (PCR) is 

proposed to be directly related to commitment, loyalty and 

customer citizenship behaviours directed to other customers 

as well as firm. Motivated reasoning theory explains the 

mediator effects of commitment and loyalty in PCR-CCB 

relationships. 

 

 

 

 

 

 

 

Fig 1- Conceptual Framework 

III. Conceptual background and development 

of hypotheses- 

3.1 Direct effects- 

Commitment is defined as “an implicit or explicit pledge of 

relational continuity between exchange partners” (Dwyer, 

Schurr and Oh, 1987). Although commitment has been 

conceptualised as a multidimensional construct this study 

focuses on its affective dimension which is the strong 

predictor of consumer behaviour (Cater and Cater, 2010; 

Jones et al., 2010). According to cognitive consistency 

theory people try to preserve their beliefs by engaging 

themselves in belief consistent behaviours. When reputation 

of the service firm is being marked positive by the 

customers, they probably own consistent feeling of 

commitment, positive intentions of association with the firm 

or engagement in other positive actions directed towards the 

firm (Bettencourt, 1997; Zeithaml et al, 1996). Good 

corporate reputation positively affects customer 

commitment (Bartikowski and Walsh, 2011). Customers 

have positive thoughts and feelings for the firm with which 

they highly identify which in turn leads to commitment 

(Einwiller et al., 2006). On the basis of above lines 

following hypothesis can be proposed:- 

H1: Perceived corporate reputation has positive impact on 

customer commitment. 

Likelihood of previous customers to continue to buy from a 

particular organization is known as customer loyalty. A 

strong corporate reputation brings greater loyalty intentions 

( Bartikowski & Walsh, 2011; Shahsavari & Faryabi, 2013). 

Sound reputation can lessen the risk perceived by the 

customer and motivate them to do business with the firm 

(Dierickx & Cool, 1989; Fombrun & Shanley, 1990; Rose & 

Thomsen, 2004; Spence, 1973). In many studies strong 

positive relationship is found between corporate reputation 

and customer loyalty (Bartikowski et al., 2011; Salam & 

Shawky, 2013; Walsh et al., 2009). Based on above lines 

following hypothesis can be formulated:- 

 H2: Perceived corporate reputation has positive impact on 

customer loyalty. 

Customer citizenship behaviours (CCB) may be defined as “ 

voluntary and discretionary behaviours of individual 

customers that are not required for the successful production 

and/or delivery of service but that, in the aggregate, help the 

service organisation overall” (Groth,  2005). Customers 

support the organisation through extra-role engagement or 

belief congruent actions if they perceive that the firm is 

valuable, admirable and prized possession (Gruen, 1995). 

Corporate reputation has a significant impact on two 

dimensions of customer citizenship behaviours that are 

directed to other customers and firm (Bartikowski & Walsh, 

2011). Customer citizenship behaviours may represent an 

expression of a customer’s goodwill that result from a good 

firm reputation (Fombrun, 1996). On the above ground 

following hypotheses can be formulated- 

 H3: Perceived corporate reputation has positive impact on 

helping the other customer dimension of customer 

citizenship behaviours. 

H4: Perceived corporate reputation has positive impact on 

helping the company dimension of customer citizenship 

behaviours. 

3.2. Mediated effects 

Customers perform citizenship behaviours when they are 

loyal to employees of the service firm and perceive them to 

be benevolent (Bove et al., 2009; Groth, 2005; Gruen et al., 

2000). Committed customers may be willing to perform         
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voluntary behaviours as they identify with a firm’s goals and  

values and are interested in its welfare (Bhattacharya et al., 

1995; Chonko, 1986). Customer commitment leads to an 

increased likelihood of customers communicating to the 

firm service problems and ways to better serve their needs 

(Bettencourt, 1997). Purchase or ego involvement may lead 

to both commitment and loyalty (Beatty et al., 1988; 

Chiung-Ju and Wen-Hung, 2008; Olsen, 2007; Schramm-

Klein et al., 2008). High involvement generates the desire to 

increase conclusion accuracy by in-depth processing of 

information. Deeply involved persons reject alternative 

opinions because they have highly anchored attitudes 

(Greenwald & Leavitt, 1984; Sherif and Hovland, 1961). 

Therefore, committed and loyal customers preserve and 

defend their beliefs about the firm’s reputation in order to 

maintain accuracy and directional goals. Thus, the 

commitment and loyalty variables may mediate the effects 

of customer based corporate reputation on customer 

citizenship behaviours. On this ground following hypotheses 

are proposed- 

H5: Customer commitment mediates the effect of perceived 

corporate reputation on the- (a) helping the other customer 

dimension and (b) helping the company dimension of 

customer citizenship behaviours. 

H6: Customer loyalty mediates the effect of perceived 

corporate reputation on the- (a) helping the other customer 

dimension and (b) helping the company dimension of 

customer citizenship behaviours.. 

 

IV. Method 

4.1. Data collection and measures- 

Survey data gathered from a sample of 380 Indian telecom 

service customers help to test the hypotheses. Respondents 

completed a questionnaire about a current provider. Five-

point Likert scale was used for all items (1=strongly 

disagree, 5=strongly agree). On the basis of extant literature 

a structured questionnaire was designed. All the items were 

adopted from already existed scales. To ensure the content 

and face validity, the questionnaire was discussed with few 

subject matter experts. Finally the field survey was 

conducted to test the dimensional and structural validity of  

 

the included items. Internal consistency of questionnaire 

was analyzed by “cronbach-alpha.” The value of cronbach-

alpha was found greater than 0.8 which demonstrate high 

internal consistency of instrument. 

4.2. Measurement model evaluation 

The confirmatory factor analysis was conducted to evaluate 

construct validity. The CFA indicates good model fit with ( 

χ²  (313)=2.035; root mean squared error approximation 

[RMSEA]= .050; confirmatory fit index [CFI]= .957; 

Tucker-Lewis index [TLI]= .953), and the composite 

reliability is greater than 0.80 for all constructs ( Table 1). 

All constructs also achieve discriminant validity, because 

the variance extracted by the factors is greater than the 

squared correlation between them ( Fornell and 

Larcker,1981). 

Table 1 

Convergent and discriminant validity. 

Notes: CR= Composite Reliability and AVE= Average Variances Extracted. 

4.3. Structural model evaluation- 

Fitness indices of structural model represents an acceptable 

level of model fit with (χ²(314)= 2.063; root mean squared 

error approximation [RMSEA]= .053; confirmatory fit index 

[CFI]= .957; Tucker-Lewis index [TLI]= .952). The results 

of path analysis (Table 2) represents that corporate reputation 

has significant impact on customer’s commitment (β=.363, 

t=6.244) and loyalty (β=.400, t=7.072) but has no significant 

influence on citizenship behaviours with regard to helping 

other customers (β=.107, t=1.472) and helping the company 

(β=.132, t=1.023). Therefore, the first and second hypotheses 

are accepted but the third and fourth hypotheses are rejected. 

Bootstrapping with 2000 samples at 95% confidence interval 

is conducted to assess indirect effects. The results of 

bootstrapping (Table 3) represent that commitment and 

loyalty mediates the effect of PCR on both the dimensions of 

CCBs thereby supporting hypotheses 5a, 5b, 6a & 6b. 

Table 2 

Hypothesis testing summary result 

 
CR AVE 

CCB 

(help 

company) 

CBR commitment loyalty 

CCB 

(help 

other 

customer) 

CCB(help 
company) 

0.898 0.690 0.830 
    

CBR 0.913 0.603 0.274 0.776 
   

commitment  
0.933 0.737 0.237 0.397 0.859 

  

Loyalty 0.942 0.699 0.554 0.360 0.246 0.836 
 

CCB(help 

other 
customer) 

0.849 0.583 0.716 0.415 0.241 0.591 0.764 
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Hypothesized path Path coefficient t- value supported 

PCR--> commitment 0.363 6.244 Yes 

PCR--> loyalty 0.400 7.072 Yes 

PCR-->Helping other customer 0.107 1.472 No 

PCR-->Helping the company 0.132 1.023 No 

Bootstrapping results for mediation 

Relationship Direct without 

mediator 

Direct with 

mediator 

Indirect 

PCR commitment Help the 
company 

0.223(***) 0.007(.950) (.000)(Mediation) 

PCR commitment Help other 
customer 

0.451(***) 0.132(.026) (.000)(Mediation) 

PCR loyalty Help the company 0.203(***) 0.003(.904) (.017)(Mediation) 

PCR loyalty Help other 

customer 

0.321(***) 0.113(.047) (.001)(Mediation) 

Notes: values in the bracket are p values at 95% confidence level. 

V. Discussion 

From a theoretical perspective this study will enrich the 

existing literature of corporate reputation by generating 

deeper insights into PCR-CCB causal relation with 

commitment and loyalty. In this study the effect of telecom 

service provider’s reputation on the two dimensions of 

customer citizenship behaviours was investigated directly 

and indirectly through commitment and loyalty. The results 

underline the return on reputation in the form of customer 

commitment and loyalty. The findings also showed that 

telecom service provider’s reputation through customer 

affective commitment and attitudinal loyalty has a 

significant impact on both the dimensions of customer 

citizenship behaviours (helping other customers and helping 

the company) so managers should always pay attention on 

the emotional side of relationship. Loyalty building 

programs should be arranged by management on regular 

basis. In order to enjoy the benefits of customer 

discretionary behaviours telecom service providers must try 

to build and maintain their reputation along with loyalty 

building programs. Managers can take following actions for 

promoting and improving reputation of telecom service 

provider- 

 Improve the quality of telecom services. 

 Encourage employees to speak about positive aspects 

of telecom service provider when communicating with 

others. 

 Foster customer oriented atmosphere. 

 Empower employees with greater autonomy in 

decision making while dealing with customers. 

 Focus on social and environmental responsibility. 

 Providing operational information as and when 

required. 

. 5.2 Limitations  

This study has some limitations. Convenience and snowball 

sampling techniques were used to collect data so 

representativeness of data collected is unknown. The study 

has industry limitation too. The cross-sectional data is used 

which is susceptible to bias. The exclusive use of self 

reported data on part of customer might cause concern. This 

study focuses only on affective and attitudinal aspects of 

commitment and loyalty which limits it. 

5.3 Suggestions for future research 

Replication in other service industries would be a step 

towards addressing the problem of generalizability. 

Collection of longitudinal data would provide clearer causal 

inferences about the hypothesized paths. Variety of 

citizenship behaviours are reported by researchers so in 

future the study can be conducted with other behaviours in 

order to explore different results. Impact of culture on PCR-

CCB relations can also be studied. Other aspects of 

commitment and loyalty can be studied in further 

researches.  
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Abstract : 

In this modern world there is competitive setting, greater stipulate for providing better product and services. Constantly varying information 

technology and the business environment in commercial banking sector demanding more than ever in the past, there is an importance of trained 

human resources in order to meet the necessities of the customers and for the business. Banking sector is now calling up broader skills and 

abilities for maintain their existence and growth. This study explores that “How employee performance can affect the development of business in 

public and private banking sector of India? Worker’s performance affects business performance positively and negatively. For measuring the 

effect of different variables on business development, variables have been taken which include dependent variable (Business Development BD) 

and independent variables (Training, Motivation, Incentives and Job Involvement). Data has been collected through questionnaire from 

employees of different banks. After collecting data, statistical model is implemented on numeric data. It is observed that effect of every 

independent variable on dependent variable is different from each other in banking sector which shows that above discussed variables definitely 

affect the employee’s performance which directly or indirectly effect on business development. However, it is recommended for management of 

banking organizations to provide training facilities to their employee and use different tools for the development of employees as a priority in 

order to get out the best workforce as well as enhancing the productivity of an organization.  

Keywords: Business Development, Employee training, Incentives, Job Involvement, Motivation 

 

I. Introduction: 

In this competitive business environment, banking sector is 

now calling up broader skills, knowledge, and abilities to 

maintaining their existence and growth that demand for 

proper and effective training to the employees (Farhan 

2011). Banking sector of India is characterized by high 

competition in order to survive in the market place; 

employers have understood the need for ongoing training to 

equip their employee to better manage with the demands of 

the dynamic environment today. This study seeks to 

determine the impact of training on motivation of business 

development in Indian banking sector. Banking industry is 

now calling for up to date/latest and broader banking 

knowledge, skills, abilities for maintaining their existence 

and growth, which demand for proper and effective training 

to the employees. 

 

II. Importance of training: 

In the past literature on training in various case studies and 

research papers, several good researchers have explained the 

importance of training with respect to business development 

in different organizations, such as, Expectancy theory 

explains that motivation of employees enhances when 

rewards are given to those employees who efficiently 

transfer training.  By Vroom (2012) training can be 

categorized in two types viz., specific training and informal 

training. Training provided to employees on the job is 

specific training, on the other side training provided to the 

employees off the job, it is said to be informal job training. 

On the job training works as a means in increment of salary 

(Lillard, 1992). 

 

III. Employee Motivation: 

All these tools described above are often used to increase 

the motivation of employees and effects of these are helpful 

in developing business. By providing training to employees 

is beneficial only if employees are motivated to get 

knowledge about their jobs. Among the most important 

resources, economic, financial and human resources, the 

human resource is the most essential and has the capacity to 

give a competitive advantage to the company as compared 

to others (Rizwan, 2010). Employee performance basically 

depends on many factors like performance evaluation, 
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employee motivation, employee’s job involvement, 

compensation, employee training and development. 

 

IV. Problem Statement: 

In previous research studies, it was reported that the number 

of employees are not capable enough to perform the task in 

an efficient manner in particular and due to which the 

employee performance in these was termed as one of the 

main causes of problem in banks in efficiency. The main 

problem in this study is to what extent the training impact 

over employee performance in the banks of India. India is 

one of the major economically developed countries.  

However the bank play’s an important role in the economic 

system of different countries. Therefore the experienced 

employees are essential for the banks, employees are 

essential in banks to increase their productivity. Therefore in 

this research the quantitative study examines how training 

has an impact on the performance of bank employees; 

therefore from the literature review the following problem 

statement is predicted. 

 

V. Research Question 

1) What is the relationship between employee 

performance, skills and abilities? 

2) What is the relationship between employee 

performance and Knowledge? 

3) What is the relationship between training and job 

satisfaction? 

4) What is the relationship between training and 

employee motivation? 

5) What is the relationship between performance and 

training? 

 

VI. Significance of the  Study: 

This research is essential for  banks performance as 

employees are important assets who can make the 

organization work better and if the employee’s are not 

skilled and experienced to perform their work duties and 

responsibilities then the objectives and goals of banks are 

not achieved. The impact of unskilled employee’s is 

identified in the research particularly in public and private 

sector banks of India like State Bank of India, Axis Bank, 

HDFC Bank. 

 

VII. Objectives of the Study: 

1) To determine the impact of employee knowledge 

on banks performance. 

2) To understand the influence of skills and abilities 

on banks performance. 

3) To find out the influence of training on employee 

motivation. 

4) To identify the impact of training on employee 

satisfaction. 

5) To recognize the need of employee training in 

banks.  

 

VIII. Scope of the Study: 

The outcomes of the research will help and support the 

banks to identify the factors that influence the employees 

training on performance of banks. On the other hand, the 

research will be helpful in the department of human resource 

of every bank or organization which is trying to increase the 

productivity of their employees. 

 

IX. Review of Literature: 

Training is very important for employee’s performance in 

acquiring competencies and help banks to retain its 

employees through satisfaction and motivation. Globally 

day by day the world is modernizing and moving rapidly 

which is creating many challenges for the banks. Training 

can overcome and make an employee’s capabilities more 

efficient which also contributes in the efficiency of the 

company. 

 Appiah Benedicta (2010): His findings suggest that, 

training enhances knowledge, skills, attributes and 

competencies and ultimately worker performance and 

productivity in organizations. Data was collected from 30 

employees of HFC Bank Ghana. Cross functional study was 

used to justify the findings. Findings of the study showed 

that training improves the skills,knowledge,abilities, 

competencies, behavior and confidence of the employee. 

Boateng Cynthia (2011): She pointed the impact of training  
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on employee performance at SG-SSB. Descriptive 

quantitative method was used in the research and related 

articles of the topics. Finding showed that indeed training 

has a significant impact on employee productivity. Training 

provide benefits to both the performance employees and the 

organization through the development of knowledge, skills, 

competencies, behavior and abilities. 

Mehmood Asma (2012): She discussed in her study that 

training influence on organization commitment and 

retention towards the performance of employee. The data 

was collected from 100 employees of the service  sector at 

Rawalpandi and Islamabad. Regression methodology has 

been used in this research. The regression analysis 

confirmed that satisfaction and mode for career 

advancement has direct and useful effect on organizational 

commitment and increases work efficiency of the 

employees. The findings concludes that training has strong 

relationship between retention and performance and 

organizational commitment. 

Onyango Tom Ojango (2012): He suggested the influence 

of training and development on employee performance at 

Medete Tea Factory. Descriptive survey method was used 

and the data was collected through random sampling 

method. Findings conclude that if Medete tea factory wants 

to hire and keep quality employees it is a good policy to 

invest in training and development. 

Khan Muhammad Ikhlas (2012): He highlighted the 

impact of training in performance of employee some 

statistical tools or techniques are applied on data like 

Pearson correlation and regression analysis through SPSS 

software. 100 employees were taken as a sample size of 

Habib Bank and Federal Urdu University of Islamabad. The 

findings conclude that training contributes significantly to 

employee’s performance so all the organization that want to 

enhance the capabilities of their employee performance 

should focus on training.   

Adongo Atola Janepher (2013) : He discussed in his 

project that mostly organizations neglect the importance of 

training which leads to high turnovers and also increase the 

cost  to hire new employees and finally slowed down the 

organizational profitability. 419 employees were chosen for  

 

 

data collection  in Telkom orange Kenya, correlation study 

was used in it. 

Sultana Mahuba (2013) : She highlighted that effective 

training increase the productivity of employees. Data was 

collected from 1414 employees. The study was done in 

Dhaka. Correlation methodology was used in the research, 

she concludes that employee is the valuable resource for any 

organization and the success and failure depends upon the 

performance and productivity of the employees and this 

study  proves that the training improves the productivity of 

the employees. 

Najeeb Ayman (2013): He concluded that, the impact of 

training, information and communication technology on 

employee’s performance. The data was collected from 120 

managers of different departments of the pharmaceutical 

manufacturing companies. Study concludes that the 

importance of training is very high because through training 

an employee aware well about the nature of their work and 

is also beneficial to the organization. 

Abbas Zohair (2014) : He suggested that training as an 

essential element to an employee for the development of the 

companies because some of the employees have lack of 

knowledge, skills, competencies  and failed to accomplish 

task on timely basis. The sample has been taken from males 

and female employees of National Bank of Pakistan. The 

research is descriptive study and it’s quantitative in nature. 

Mumanthi (2014): She highlighted training as there are 

number of performance concerns about the Kenya police 

that have arisen due to lack of taking action, failing to 

prevent and detect crimes, and police forces citizens pay 

bribe to get their constitutional rights. The sample size was 

384 police officers. 

Kum Dang (2014): His findings suggested that 

ineffectiveness of training and development of employees in 

the organization reduces the organizational productivity. 

Data was collected through random sampling method. He 

says that companies who invest on human resource 

management view training as an opportunity for increasing 

their long term productivity. 

Angela Githinji (2014): He suggested that the training 

affects the performance of employee among the 

International civil servants. A survey research design was 
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used for this study 144 staff of the United Nation supports 

office for the African mission in Somalia involved in this 

research the finding showed that in general training 

enhanced employee engagement on change processes. 

Muzzafar, Bushra (2014):  She highlighted the relationship 

between the relationship between training and performance 

of employee to design training method for employees in TA. 

Correlation and Regression analysis represent that training 

has significant impact on employee’s performance. Finding 

proves that training is significant variables in influencing 

employee performance. 

Komal, Naveed, Nadeem (2014): She highlighted the 

relationship between training and its impact on employee’s 

performance in telecommunication sector. 150 employees 

were chosen for the data analysis. Finding showed that the 

managerial performance is meaningfully resolute through 

the training instructed to the personnel they further says 

training is a significant predecessor of the performance. 

Martha, Ngugi (2014): He pointed out in his study that 

training plays an significant role in the development of 

competencies of new as well as existing employees for 

effective performance. Data was collected from 800 

employees of geothermal development company in Nairobi. 

This study shows the relationship between training and 

development and employee performance. 

Pangarso and Saraswati (2014): He suggested that training 

motivates the employee to reach the target of the 

organization. The study was done in Indonesia. The simple 

linear regression methodology analysis was used. The data 

has been collected from electronic state owned company. 

Findings conclude that training has positive effects on 

employee’s performance. 

Ekta and Nisha (2014): Their researched on the different 

aspect that training is very necessary in this changing 

environment. Primary data was collected through 

questionnaire which was filled from various branches of 

Axis Bank and secondary data was collected from annual 

reports of Syndicate Bank and Axis Bank for the year 2008 

to 2013 and from R.B.I publication. 

Ghafoor, Abdul and Saeed (2014): They concluded that 

training improved employee performance. Data was 

collected from public and private sector bank. Random 

sampling has been used for data collection from the public 

and private sector banks of Lahore. Findings shows that 

training is an effective tool for employee success. 

Azizullah and Ghaffari Fard (2015): They highlighted that 

customers, staff training is very essential to compete the 

pressure of challenges which bank industry faces on the 

daily basis. Random sampling method was used and 

research was conducted in Tehran Iran. They suggested that 

customers training is very beneficial to both managers as 

well as the employees because it affects the performance of 

employees and also beneficial in performing non- bank 

financial activities. 

X. Research Methodology: 

This research is quantitative study which is descriptive in 

nature and based on primary data collection methods. On the 

other hand, secondary data is also gathered from research 

articles to justify this research. The sample is taken from 

both male and female employees and operational managers 

working in Public and Private sector banks of India, 

Questionnaire is developed for managers and operation 

managers of these banks. In this study, survey was based on 

questionnaire for collection of data, all answers are given by 

banks employees. 

 The questionnaire used consisted of five main parts viz. 

Sec 1. General perspective of training on employee 

performance 

Sec 2. Impact of training & motivation on business 

development 

Sec 3. Relationship among job involvement &incentives 

Sec 4. Relationship between employee training &job.  

Sec 5. Type of training mostly used by banks & 

demographics of respondents.  

XI. Data Collection: 

For my research findings, I have used 150 questionnaires for 

the study. It was made by using five options (1 for strongly 

agree) & (5 for disagree). The respondents were the 

employees of different banks in Madhya Pradesh Region. I 

have selected all types of banks including public & private 

banks, the respondents included all age level with their 

related experience. 
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XII. Population Framework: 

In literature review it has been observed that business 

performance is directly or indirectly affected by different 

variables. The variables that affect the performance of 

business & employee are called independent variables & the 

affected variables (employee performance & business 

development) are called dependent variables. In this study 

we focused on five variables that included one dependent 

variable like business development & four independent 

variables which included employee training incentives, job 

involvement and employee motivation. All independent 

variables are affecting dependent variable positively. 

Independent variables are affecting dependent variable 

positively. Independent variables are also affecting each 

other. 

XIII. Data Analysis: 

Researcher have collected 150 respondents of different 

banks, after collecting data, for this I used E-views software 

for calculating the correlation between dependent variables 

&independent variables. Likert method was used from Uma 

Sekaran (Research Methodology) for calculation of 

correlation between variables. In table 1, correlation 

between two variables BD (Dependent) & TR (Independent) 

is calculated. There is a positive relationship between BD & 

TR. If BD is 1 than TR shows 0.772, which means that TR 

is more important for BD. According to these results it can 

be said that TR plays a vital role in BD even more than 77% 

approx., which is high stability for measuring the relation 

between these two variables. 

 

Table1: Correlation between Business Development & Training. 

 

     BD  TR 

BD 1 0.772187342505344 

TR 0.772187342505344 1 

 

 

Table 2: Correlation between Business development & 

Incentive 

 BD INC 

BD 1 0.3659625273557 

INC 0.3659625273557 1 

 

Table 3: Correlation between Business Development & 

Job Involvement 

 BD JINV 

BD 1.000000 0.081832 

JINV 0.081832 1.000000 

 

TABLE-1 & 2 Represents the correlation between variables. 

Correlation between business development & incentives is 

positive; it means that incentives of any organization can 

positively affect the business development.  

 

According to the respondents, in banking sector, incentive 

plans are offered to the employees for getting maximum 

output from employees. In this calculation BD is affected by 

INC up to 0.36, it means that INC affects BD 36% 

approximately. These statistics represent that there is a 

positive relationship between business development & 

incentive plans. Positive relationship means that business 

can improve if banking organizations introduce incentive 

plans for their efficient employees. According to the results 

of these two variables, incentives also positively effect as 

training. But training has more impact on  business 

development as compared to incentives because banking 

companies provide training to all their employees, but 

incentive plans are often performance based plans that’s 

why it affects less than training.  

 

In TABLE-3 variables are used for measuring correlation 

between BD & JIN. The correlation is measured by using 

data analysis software (E-views 5).The data used in this 

correlation was collected from 150 employees of different 

banks. It is concluded that JINV has mild effect on BD. It 

means that job involvement affects 8.1832% on business 

development; this ratio shows that business development is 

affected by job involvement with decreasing the ratio. Job 

involvement positively affects development of business in 

banking industry. It means, if organizations (banks) use 

different methods for employee’s job involvement, it can 

86 
A Study on the Impact of Employee Training and Stimulus on Business Recital with Indication to Public 
and Private Banks of India 

 



 

 
ISSN: 2249-1066, Vol. 7, No. 2, Dec, 2017 

 

help in achieving desired tasks of business set by the management. 

Table 4. Correlation between Business Development & Job Motivation 

 BD MOT 

BD 1 -0.0511198632443248 

MOT -0.0511198632443248 1 

 

In TABLE-4  It represents the correlation between BD & 

MOT-BD-MOT. Above results are conducted with the help 

of data analysis (E-views 5) by using Likert methods. It is 

concluded that BD is negatively affected by the MOT. 

According to the data gathered by respondents; it is 

observed that it is very difficult to motivate the employees 

of banks with the help of different tools. This observation 

could be wrong in case of other organization but in the light 

of above process it is clearly mentioned that motivation of 

employees in banking sector could not affect positively. In 

above table BD was affected by MOT at -5.111986% which 

means that banking employees are not motivated for their 

job. In the light of above it can be said that banking 

organization should plan for motivation of employees 

towards their work. This target can be achieved if banks 

provide facilities to their employees & reduce their work 

responsibilities. 

Table 5: Effect of Incentive, Training, Job involvement & Motivation on business development according to 

regression analysis 

Dependent variable BD 

Method Least Squares  

Date 8.2.17 

Sample  115 

Included Observations 15 

 

Variable  Coefficient Std. error T-statistic Prob 

C 0.556091 0.706367 0.787256 0.4494 

INC 0.028858 0.222293 0.129820 0.8993 

JINV -0.005496 0.213211 -0.025749 0.9800 

MOT -0.125497 0.211471 -0.593449 0.5661 

TR 0.693225 0.208766 3.320586 0.0077 

R-SQUARED  0.812070 Mean dependent 

variable  

 2.266667 

Adjusted R 

squared  

0.756898 S.D dependent 

variable  

 1.032796 

Durbin – Watson 

stat 

1.569618 S.D dependent 

variable  

 1.032796 

F-Statistic  3.944459    

XIV. Regression Analysis: 

By applying OLS least square method the study also 

analyzes the effect of job training, incentives, motivation, 

and involvement on business as defined in table 5. 

According to equation, 

BD= 0.028858&INC-0.005490XJINV 

0.125497X MOT +0.693225X-TR 

BD=0.591096 
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This statement shows training & incentive positively affect 

business development & other two variables (job 

motivation & job involvement) negatively affect business 

development. 

XV.  Limitations of the Study: 

1) This study will cover only the banks of Indore and 

Mumbai, therefore the findings will not apply in 

other part of the country where this type of trouble 

exists. 

 

      2)  The study will only deal with banks only, its 

findings is not applicable to other financial     

institutions that experiencing same problem. 

 

      3)  The study only deals with employees training, 
hence factors that have the same impacts to    

banks as training are not considered. 

 

 XVI. Delimitations of the Study: 

The study will not reveal the names of the employees and 

their job position because most of the employees would not 

like to share their educational and work information with 

others.  

 

XVII. Recommendations: 

In this research after discussing about the facts and findings 

researcher recommendations are as follows: 

This study provides an empirical indication of factor that 

affects training and employee  performance, that can 

provide understandings for banks of Indore and Mumbai. 

 

2) Motivational training programs should be originated for 

employees to develop motivational   trait. 

 

3) Training program is an essential tool for developing 

employee’s skills and abilities and    knowledge, that every 

bank should implement it. 

 

4) Banks existing training program are effective but banks 

should also work on enabling      employees to improve 

their capability and deal with technological system. 

 

5) Banks ‘s should launch effective training program for 

their employees so that they can easily  

    tackle the challenging situation of work environment.  

XVIII. Conclusion 

Every organization wants to develop their business to move 

in competitive environment, there are so many factors that 

can help in developing business at any stage, if an 

organization starts new, then that organization must hire 

skilled employees who run their work according to their 

previous experience. In case of running business if 

organization wants to improve their business they must use 

training for employees which is considered very much 

important in order to achieve superiority & competence. 

But does training plays any other role besides providing 

learning &equipping the employees with demanding 

competencies; surely it does as indicated, training has a 

positive impact on both involvement & business 

development. There are many limitations of the study as 

the sample size is 150, which is less, as large scale study 

can provide more dependability to the study. This study 

however clearly emphasizes the need & importance of 

training on the employees in the banking industry which is 

characterized by low confidence due to high work pressure. 

Training incentive, job involvement & motivation 

ultimately upgrade not only the efficiency of employees 

but also the organization. It has correctly been said, 

employee development is key to the sustainable 

development of any organization. Organization should 

have those employees that are able for rapidly adapt to an 

ever-changing world market. Companies should invest in 

continuing employees training & development in order to 

keep both employees &organization successful. The 21st 

century will be constructive to those organizations ,who are 

able to to learn faster & adapt to changes before their 

competitors .Training improves employee’s initiative & 

quality of work, thus assisting the organizational objectives 

& goals in order to enhancing employee’s effectiveness 

within the organization. At last the new global trends in the 

banking industry emphasize more on applying systematic 

approach to training & development in order to achieve 

higher level of organizational effectiveness. Many 

organizations measure the return on investment for training 

activities. 
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