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ABOUT NATIONAL EDUCATION SOCIETY
Founded in 1946 by freedom fighters and philanthropists, NES has been a pioneer in the education

scene of this region. It runs 35 institutions —from primary schools to PG and research centers-having
about 15,000 students and 1200 teaching and non-teaching staff. Higher education is imparted in
various disciplines like commerce, business management, applied science, law, education, pharmacy
and engineering.

ABOUT JAWAHARLAL NEHRU NATIONAL COLLEGE OF ENGINEERING (JNNCE)
Established by NES in 1980, JNNCE is approved by Government of Karnataka and AICTE; affiliated

to Visvesvaraya Technological University, Belgaum and accredited by NAAC. A preferred destination
of students seeking technical education, the institution offers BE degree in 7 branches, 3 PG Courses,
namely, M. Tech., MCA and MBA, besides M.Sc. (Engg.) and Ph.D. in nine disciplines. Spread over a
sprawling campus of 39.4 acres, the institution is reputed for its high-caliber faculty, excellent
infrastructure, academic environment and placement. Around 15000 graduates and post-graduates
have so far passed out from this College and have been making significant contributions in academic
institutions, industry R & D organisations and Government Departments in India and abroad.

ABOUT DEPARTMENT OF MANAGEMENT STUDIES
Started in 1996, the Department offers 2-year full- time MBA Programme, affiliated to VTU and

recognised by AICTE. The faculty members have rich and varied experience in industry and
academics. The Department is equipped with spacious lecture halls, an advanced Computer laboratory
with internet facility, exclusive library with more than 11000 books and 50 national and international
journals and an active Placement Cell that assists students in project and final placements. The Dept. is
also recognized as a Research Centre by VTU.

ABOUT IARA
Indian Academicians and Researchers Association ( IARA ) is an educational and scientific research

organization of Academicians, Research Scholars and practitioners responsible for sharing information
about research activities, projects, conferences to its members. IARA offers an excellent opportunity
for networking with other members and exchange knowledge. It also takes immense pride in its
services offerings to undergraduate and graduate students. Students are provided opportunities to
develop and clarify their research interests and skills as part of their preparation to become faculty
members and researcher. Visit our website www.iaraedu.com for more details.

ABOUT THE INTERNATIONAL CONFERENCE
Marketing in the 21st century has become dynamic and complex. The dawn of digital age has

transformed Marketing all over the world. Digital technology has opened new channels to reach
customers and sell products. It gives the consumer more opportunities to explore any kind of product
from anywhere at any time. This environment is changing quickly as today’s best technology is
tomorrow’s obsolete technology. In this rapidly changing environment, business enterprises need to be
innovative in reaching and engaging customers and to compete in the market. The shift from
traditional to digital marketing has put immense pressure on business enterprises to understand their
customers' buying habits and behaviour better. This is changing the landscape of marketing in India.
New rules are to be framed in acquiring, engaging and retaining Indian consumer. With this backdrop,
it is intended to seek the intellectual contributions of experts from industry, academia, and research
pertaining to Trends, Issues and Challenges in Digital marketing



MESSAGES



S. N. Nagaraj
Secretary

National Education Society
Shimoga

Message

I am extremely happy to note that the Department of Management Studies of INNCE is organizing a Two-Day

International Conference on “Marketing in the Digital World” on 4-5, January, 2019.

Marketing is the most talked about function today. The traditional role of this function is getting expanded.
The marketers have come to realize the need to satisfy more stakeholders than customers and now face the need

to market themselves within and outside their organizations by harnessing emerging media.

Hence, | find this Conference to be of utmost significance and wish the event to attract large number of
academicians, practicing managers research scholars and students under one roof for meaningful deliberations
on the topic. | hope the Conference would play a greater role in updating the knowledge of the people

concerned in the field of Marketing in this era of Digital technologies & media.

I congratulate and wish all the best to the faculty involved in the organization of this mega event, and the

Conference to be a grand success

S. N. Nagaraj



Dr. H. R. Mahadevaswamy
Principal

JNN College of Engineering
Shimoga

Message

It is a matter of great pride to note that the Department of Management Studies of our college is organizing a

Two-Day International Conference on “Marketing in the Digital World” on 4-5, January, 2019.

In this New Year, we look back with pride the progress which the College has made. Whether we have reached
near the ladder of distinctive competence is a matter we need to introspect. The institution has grown by leaps
and bounds, both in infrastructure and in academics, including research. Considerable contribution has been
made by the staff —both teaching & non-teaching- to make this College the pride of the society. Our
benefactors and well-wishers have strengthened us by supporting us intellectually and financially. We, at
Jawaharlal Nehru National College of Engineering, have laid down a path of growth trajectory through the most

powerful and value-based instrument, viz., service and excellence!

It is in this context the “International Conference on Marketing in Digital World” being organized by the
Department of Management Studies provides a platform to the academicians and industry experts to deliberate
on Trends, Opportunities & Challenges of this new-era phenomenon, to see how service & excellence can act as

an instrument in Achieving Distinctive Competence in today’s business world.

I compliment the Department for choosing the right theme at the right time by keeping in mind the motto of our
institution. | hope the Conference will be well appreciated by all the delegates, faculty members and scholars. 1

wish all the delegates a fruitful stay and time on our Campus.

Dr. H. R. Mahadevaswamy



Dr. C. Srikant

Director

Department of Management Studies
JNN College of Engineering
Shimoga

Message

Hearty welcome to the Two-Day International Conference on Marketing in the Digital World being organized

by our Department on 4-5, January, 2019. It is a great honour and privilege to have all of you as our guests.

As 2019 approaches, the digital marketing landscape that encompasses SEO, social media, PPC, content
marketing and more is witnessing a dramatic shift. There may have been a time when one could’ve dismissed
artificial intelligence or visual search as gimmicks from the latest blockbuster science fiction film, but that time

is long gone.

There are many new digital marketing trends and strategies that are evolving in the current high-tech, Internet-
connected era and businesses now need to use them to succeed in their efforts because what worked for them

last year may not work this year.

In this background, we, at the Dept. of Management Studies, have set out to organize this Conference, seeking

to examine the trends, opportunities & challenges of digital marketing.

I would like to express my indebtedness to NES Management and the Principal & Vice Principal, JINNCE for
the support and encouragement throughout. | express my sincere gratitude to my dynamic and highly motivated
faculty team in organizing this event. | also thank all the experts, contributors and sponsors for their patronage

& co-operation extended to this programme.

I wish all the delegates a great time!

Dr. C. Srikant



PREFACE

Marketing in the 21st century has become dynamic and complex. The dawn of digital age has transformed
Marketing all over the world. Digital technology has opened new channels to reach customers and sell products.
It gives the consumer more opportunities to explore any kind of product from anywhere at any time. This
environment is changing quickly as today’s best technology is tomorrow’s obsolete technology. In this rapidly
changing environment, business enterprises need to be innovative in reaching and engaging customers and to
compete in the market. The shift from traditional to digital marketing has put immense pressure on business
enterprises to understand their customers' buying habits and behaviour better. This is changing the landscape of
marketing in India. New rules are to be framed in acquiring, engaging and retaining Indian consumer.

Digital marketing is the marketing of products or services using digital technologies, mainly on the Internet, but
also including mobile phones, display advertising, and any other digital medium. Digital marketing
encompasses all marketing efforts that use an electronic device or the internet. Businesses leverage digital
channels such as search engines, social media, email, and their websites to connect with current and prospective
customers. In a nutshell, Digital marketing is any form of marketing products or services that involves
electronic devices.

The best digital marketers have a clear picture of how each digital marketing campaign supports their
overarching goals. And depending on the goals of their marketing strategy, marketers can support a larger
campaign through the free and paid channels at their disposal.

Digital marketers are in charge of driving brand awareness and lead generation through all the digital
channels -- both free and paid -- that are at a company's disposal. These channels include social media, the
company's own website, search engine rankings, email, display advertising, and the company's blog.

The digital marketer usually focuses on a different key performance indicator (KPI) for each channel so they
can properly measure the company's performance across each one. A digital marketer who's in charge of SEO,
for example, measures their website's "organic traffic" -- of that traffic coming from website visitors who found
a page of the business's website via a Google search.

Digital marketing is carried out across many marketing roles today. In small companies, one generalist might
own many of the digital marketing tactics described above at the same time. In larger companies, these tactics
have multiple specialists that each focus on just one or two of the brand's digital channels.

Digital marketing can work for any business in any industry. Regardless of what your company sells, digital
marketing still involves building out buyer personas to identify your audience's needs, and creating valuable
online content. However, that's not to say all businesses should implement a digital marketing strategy in the
same way.

Unlike most offline marketing efforts, digital marketing allows marketers to see accurate results in real time. If
you've ever put an advert in a newspaper, you'll know how difficult it is to estimate how many people actually
flipped to that page and paid attention to your ad. There's no surefire way to know if that ad was responsible for
any sales at all. On the other hand, with digital marketing, you can measure the ROI of pretty much any aspect
of your marketing efforts.

With this backdrop, it is intended to seek the intellectual contributions of experts from industry, academia, and
research pertaining to Trends, Issues and Challenges in Digital marketing. Conference sub-themes, inter alia,
comprise of the following:

o Digital Marketing & Digital Transformation: Content Marketing / Social Media Marketing/Email
Marketing / Mobile Marketing & Re-targeting / Brand Management and Strategy / Event Marketing /
Value driven Marketing / Green Marketing / Sports Marketing / Strategic Marketing / Technology
Marketing / Services marketing / Rural Marketing / Virtual Marketing / Viral/buzz Marketing

e Data-driven Marketing & Marketing Analytics: Big Data in Digital Marketing / Web Analytics & a/b
Testing / Predictive Analysis & Attribution / Conversion Rate Optimization / Search Engine Optimization /
Paid Search Marketing / Geo-targeting



We are privileged to have received very good response to this event from academicians and practitioners
working in the area of marketing in general and digital marketing in particular. A good number of research
papers have been received and are presented in the foregoing pages. Several domain experts have assured to
take part in the proceedings and interact with the delegates. Extensive deliberations planned at different
technical sessions are expected to generate ample insights into and conclusions on this important issue. We
acknowledge the scholastic contributions and support being extended to us by these experts, authors and
delegates.

We congratulate and profusely thank all the authors of the papers. The confluence of delegates and experts
makes this Conference fruitful and memorable. It has been possible to bring out this Conference Proceedings
because of the astute involvement of the staff, both teaching and non-teaching, of our Department. The
Conference proceedings have been painstakingly edited by Dr. Ravisha N.S. and meticulously processed by
M/s Web World, Shimoga, to whom the organizers are very grateful.

We thank the members of Management, Principal, Vice Principal, Faculty members of Dept. of Management
Studies and our sponsors for their kind support and co-operation this endeavor.

Thank you for participating in this International Conference and enjoy a great Conference experience!

Dr. M. G. Krishnamurthy
Conference Convener

JNN College of Engineering
Shimoga
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NOVEL MODELS IN HORTICULTURE MARKETING IN INDIA

Dr. Vijaymahantesh and Vijaya Hosamani
Assistant Professor of Agronomy, Directorate of Extension, University of Horticultural Sciences, Bagalkot

ABSTRACT

World horticulture market is worth more than two and half hundred billion and growing at the rate of 10%.
Fruits and vegetables account for nearly 90% of total horticulture production in the country. India is now the
second largest producer of fruits and vegetables in the world and is the leader in several horticultural crops,
namely mango, banana, papaya, cashew-nuts, areca nut, potato and okra. Fruits, vegetables and flowers form
the major bulk of export and import market. India is one among the key contributor for export and import.
Importance of horticultural crops is felt all over the world for which Horticulture in India is also rapidly rising.
The marketing of horticultural crops is complex and risky due to their unique conditions. Because of their high
perishability, seasonability and bulkiness, horticultural crops require special care and attention in providing
time, form and space utilities which in turn adds to the marketing costs. The other important problem in
marketing horticultural crops is the prevalence of imperfect market structure for these commodities mainly due
to a few traders in the business. These two factors have great bearing on the marketing system influencing the
ultimate prices realised for these commodities by the growers.

To overcome these problems in India amended APMC act and allowed cooperatives and private entrepreneurs
to set up special markets for fruits, vegetables and flowers, India opened up post 1990, a number of innovative
liberalized markets for F&V in the WTO regime to eliminate middlemen and facilitate direct contact between
producer and consumers. Along with Central government different state governments have also come with novel
models for horticulture marketing viz., RythuBazaar (AndhraPradesh ) , Apni Mandi (Punjab), Uzhavar
Sandhai (Farmers’Markets )- TamilNadu. Hardaspar Vegetable Market- Pune, Shetkari Bazar- Maharastra,
KrushakBazars- Orissa, Mother Dairy Booths -Dlehi, Hopcoms —Karnataka, Raitha Santhe- Karnataka
Contract marketing, Safal Marketing —Delhi, Forward and Future Markets, Commodity Exchanges, E-trading,
Food retail super markets. No doubt all these models are working well but however, It is necessary to study
and understand these markets functions, market strategies, performance and success.

INTRODUCTION

Fruits and vegetables account for nearly 90% of total horticulture production in the country. India is now the
second largest producer of fruits and vegetables in the world and is the leader in several horticultural crops,
namely mango, banana, papaya, cashew-nuts, areca nut, potato and okra. Over the last decade, the area under
horticulture grew by about 3% per annum and annual production increased by 5.4%. During 2016-17, the
production of horticulture crops was about 295.2 million tonnes from an area of 24.9 million hectares. Presently
horticulture contributes 30 per cent of Agricultural GDP and 54% of Agricultural Exports in India. India plans
to increase the production of horticultural crops to 350 million tones by 2020 (Government of India, 2001). The
sector is growing at an average growth rate of 3.6 per cent over the last decade. The consumption basket is
changing towards fruits and vegetables. Hence the success of horticulture marketing is very important as it
decides success of entire sector.

Marketing is one of the most important factors in determining the success of any farming enterprise. Marketing
includes all the operations and decisions made by producers. These decisions range from deter-mining the most
marketable crops for production to deciding how to best deliver quality produce to the consumers at a profit.
However, contrary to popular belief, marketing does not begin after a crop is produced. Instead, marketing
alternatives need to be considered even before production takes place.

One of the vital role of an institute is assisting farmers to improve marketing so that the farmers hard work in
field should be paid good revenue. Very often, marketing chains are not coordinated and the participants can be
blind to the existence of others and their needs, problems and opportunities. Hence there exist an important role
in creating opportunities for buyers and sellers to meet, to share information, to exchange ideas and to explore
trading opportunities.

Keeping this in view the study was conducted by collecting secondary data on different marketing models
developed and released for the benefit of farmers in different states are here discussed below in different
headings.

MARKETING OF FRUITS AND VEGETABLES
o Most of the horticultural commodity markets in India generally operate under the normal forces of demand
and supply.
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The buying and selling of horticulture produce takes place in the market yards where numbers of market
functionaries are involved.

Government of India(2001) reported that as per survey conducted recently, the farmer is getting only one
rupee out of every Rs 3.50 paid by the consumer, the retailers is getting Rs 0.75, the wholesaler is getting Rs
0.50 and rest of the amount Rs 1.25 is going to commission agents and traders.

PRODUCER SHARE

The share of producer in consumer’s price depend upon the types of marketing channels followed in sales
transactions by the farmers.

Studies indicate that the share of producers varies from 56 to 83 per cent in food grains and 79 to 95 per cent
in pulses, 65-96 per cent in oilseeds and 33 to 75 per cent in case of fruit and vegetables.

In order to provide the remunerative prices to the farmers, there is a need to eliminate the chain of
middlemen etc., by introducing innovative marketing channels like direct marketing, contract farming, etc.

START OF INNOVATIVE MODELS IN HORTICULTURE

India amended APMC act and allowed cooperatives and private entrepreneurs to set up special markets for
fruits, vegetables and flowers

India opened up post 1990, a number of innovative liberalized markets for F&V in the WTO regime to
eliminate middlemen and facilitate direct contact between producer and consumers.

Economic reforms led India to opened up post —1990, a humber of new private retail liberalized markets
FOR F&V in the WTO regime

It is necessary to study and understand these markets functions, market strategies, performance and success.

OBJECTIVES

To study the different innovative marketing institutions, their functions, and mandates in horticulture
marketing in India.

To trace marketing models, strategies and policy principles practicing by different marketing institutions in
horticulture marketing in India

To suggest suitable strategies or policies to guide for effective marketing of fruits and vegetables of
horticulture sector in India

DATA AND METHODOLOGY

This is basically a quick diagnostic study.

Information on public and private markets in horticulture were collected from websites, primary and
secondary sources.

The different marketing institutions, their functions, and mandates were analyzed and put in matrix format.

The status, growth and future plans, marketing models and strategies of public and private retailing markets
were analyzed

Features of different marketing models for marketing of F&V studied as case study in Hyderabad, A.P.

The focus was on change in functions and mandate of marketing institutions over the years particularly pre
and post market reforms.

Finally, suggestions are made for effective marketing of Fruits and vegetables in India.

New Liberalized Public Agricultural Marketing Institutions for Fruits &Vegetables in India during

WTO regime.
No. Marketing Institutions Status/ Key function/Mandate/Strategies
1. Rythu Bazaar e Started in Andhra Pradesh

e To avoid the exploitation of both the farmers and the
consumers by the middlemen

e As of now, there are 96 Raythu Bazaars operating in the
state.
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(Farmers’Markets )

2. Apni Mandi e First started in Punjab
e This system does away with the middlemen.
e ‘Apni Mandis’are similar to the Saturday markets of
UK and USA.
3. Uzhavar Sandhai e Initiated in Nov 1999 to establish direct contacts

between farmers and consumers in Tamil Nadu.

By Nov, 2000, 95 such markets had been established
and over 7, 55, 000 farmers had been issued cards
authorizing them to sell their product in the markets.

Market

4. Hardaspar Vegetable .

Hadaspar vegetable market is a model market for direct
marketingof vegetables in Pune city.

This is one of the ideal markets in the country for
marketing ofvegetables

The market has modern weighing machines

5. Shetkari Bazar °

Shetkari bazaars were established in the Maharashtra
state for marketing of fruits and vegetables

It will eliminate middlemen, links producers and
consumers directly, reduce price spread, and enhance
producer share’s in consumer rupee

Thus these markets increase the farm income, well
being of the farmers and bring stability in prices of
horticultural crops.

6. Krushak Bazars °

Established in the state of Orissa in 2000-01

The purpose is to empower farmer-producer to compete
effectively in the open market to get a remunerative
price and ensure products at affordable prices to the
consumer

Mother Dairy

Mother dairy, basically handling milk in Delhi. But it
was asked to handle retail vegetable marketing.

Booths e Mother dairy management has opened retail outlets
providing vegetables to the consumers at reasonable
price

8. Cooperative marketing e The need for cooperative marketing arose due to
society defects in the private and open marketing system

Examples : Maha-grape-cooperative federation
marketing, Maharastra

Cooperative marketing pomegranate, Maharastra
Co-operatives marketing banana in Jalgaon district,
Vegetables co-operatives in Thane District,

Milk co-operatives in Maharashtra,

HOPCOMS, Bangalore

Gujarat and Co-operative cotton marketing society.

Cooperative marketing society eliminate some or
all of the intermediaries

This will make commodities cheaper and ensure
good quality
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9. Essentially is an agreement between farmer —producers
Contract Farming/Contract and the agribusiness firms to produce certain pre-agreed
Marketing quantity and quality of the produce at particular price
and time
This is an important initiative for reducing transaction
costs by establishing farmer —processer linkages.
Successful contract farming includes Organic dyes-
Marigold farmers and extraction units in Coimbatore,
Pepsi Company and farmers of Punjab and Rajasthan
for tomato growing
10. Safal market NDDB started a fruits and vegetable unit of
SAFAL at delhi was one of the first fruit and
vegetable retail chain
NDDB has set up an alternate system of whole sale
markets in Banglore as a pilot project.
This market is a move to introduce a transparent and
efficient platform for sale and purchase fruits and
vegetables by connecting growers through Grower’s
associations
11. Forward and Future Markets Markets-Price stabilization and risk management.
Regulated through Forward Contracts (Regulation) Act,
1952.
12. Commodity Exchanges Narrows the marketing, storage and processing margins,
-National Multi-Commaodity Exchange of India Ltd
(2002)
-National Commaodity and Derivate Exchange of India
Ltd. (2003 ) at Mumbai
13. Trading based on buying and selling of electronic
E-trading warehouse receipts and providing the latest price
information
-The services can be accessed by internet, telephone (by
interactive response), from mandi administration as
well.
14. Started in 1990 and early 2000
Food retail super markets Higher standards
Lower prices
15. FlipKart/ Amazon Higher standards
Lower prices
Trending E — commerce market site
16. Big basket Started in 2011 in Bengaluru
Online super market, online food and grocery store.
Bengaluru, Hyderabad, Mumbai, Pune, Chennai, Delhi,
Noida, Mysore, Coimbatore, Vijayawada-Guntur,
Kolkata, Ahmedabad-Gandhinagar, Lucknow-Kanpur,
Gurgaon, Vadodara, Visakhapatnam, Surat, Nagpur,
Patna, Indore and Chandigarh Tricity
More than 26 cities, 50 lakh registered customers
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Growth of India’s Private New Liberalized Marketing Institutions

Year | Retail Markets Ownership Formats Outlets Locations
1999 Food world Local (Subsidiary | Supermarkets 55; plans to Bengaluru,
of Dairy Farm expand in South Hyderabad
International) India
2001 Trumart Local (Pyramid Supermarkets, 29; plans for 90 Maharashtra,
Retail) convenience stores by end of Guijarat,
stores 2019 Benga|uru'
Chennai,
Hyderabad,
2002 Food Bazaar Local Supermarkets | 90; Plans for 250 National (major
(Future Group) | Hypermarkets |  store by 2020 metros and large
cities)
2003 Metro Cash & Foreign (Metro Wholesale 3; plans to add 15- Bengaluru,
Carry AG, Germany) ”Cash & 18 new outlets by Hyderabad,
Carry” 2020 Mumbai,
Kolkata, Chennai
2004 | My Dollar Store | Local (Franchisee convenience 50; plans for 400 Nation wide
of My Dollar Store stores stores by 2020
of the US)
2004 Shoprite Local (Subsidiary | Hypermarkets | 1; plans to add 2-3 Mumbai
of Shoprite (PTYO new outlets by
Ltd;SouthAfrica) 2020
2004 Star India Bazaar Local Hypermarkets | 3; plans to add 23 Nation wide
Bazaar (Trent; division of
Tata Group
2006 Reliance retail Local (Reliance Hypermarket, 230; plans for Nation wide
Industries Ltd.) supermarkets, | 3,000 stores, 2500
convenience | super markets and
stores 500 hypermarkets
by 2020
2006 Spinach Local (Wadhwan Supermarket 89; plans to add Nation wide
Retail) 1500 stores in 90
cities by 2020
2007 Max Local —foreign Hypermarkets | Plans develop 7 Nation wide
Hypermarkets | joint venture (Spar stores by 2020
International,
Neth.)
2007 Bharti 1 Local (Bharti Hypermarkets Plans to invest Nation wide
Enterprises Supermarket $2.5 hillion by
2019
2007 Bhart Walmart Local —foreign Wholesale Plans for 15 stores Nation wide
joint venture (Wal- | cash & carry) by 2019
mart, USA)
2007 Birla “More” Local —Birla Super markets 1000 stores $2 Nation wide
billion by 2019
2011 Big Basket Local Online super 26 stores in big Nation wide
market, cities
online food
and grocery
store.

Source: USDA, Foreign Agriculture Service, 2006; updated from various reports
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Marketing Features of Models of Fruits and Vegetables under Different Supply Chains

Sl. No. Items Rythubazaars Reliance Subhiksha
1 Marketing Government acts as facilitator Directly purchase | Directly purchase
model from farmer. from farmer.
2 Farmers share in | Prices are fixed higher than local | Higher share than Higher share than
consumer rupee | retail shops but less than reliance Rythu Bazars Rythu Bazars
and subhiksha market
3 Role of Partially and indirectly existing Complete Complete
middlemen elimination of elimination of
middlemen middlemen
4 Consumer status Below Poverty Line people, High income High income group,
Middle Class, village middle class | group, Software Software
professional, professional, metro
metro people people
5 Organization Government Private Private
6 Goal No profit/loss Commercial/ Commercial /profit
profit
7 Consumer No grading grading grading
choice of
grading
8 Prices Prices low Lowr/high More or less
similar to reliance
9 Marketing Farmer —government —consumer | Company —farmer | Company-farmer
channel
10 Participants Farmers, unemployed women, Self Company Company
help group, unemployed youth
Government Agencies: Civil
Supplies corporation, OILFED,
MARKFED,GirijanaCooperative
societies
CONCLUSION

India opened up post —1990, a number of new liberalized public markets for F&V in the WTO regime.

The main functions of these farmers markets are empowering the farmers to participate effectively in the open
market to get

e A remunerative price for their produce,

e To avoid the exploitation of both the farmers and the consumers by the middlemen,

o Enhancing the distributional efficiency of the marketing system

e Price stabilization and risk management.

Economic reforms led India to opened up post — 1990, a number of new private retail liberalized markets in the
WTO regime and their key functions and objectives were,

¢ In India, organized retailing for FF&V is gaining a lot of impetus with huge investments by leading Indian
corporations

e Traditional markets are making way for new formats such as departmental stores, hypermarkets,
supermarkets and specialty stores and western-style malls.

Their number and scale of operation have been undergoing a phenomenal growth in the past few years.

In horticulture, the gap between prices received by the farmers and those paid by urban consumers is large,
reflecting inefficient marketing arrangements.

The study concludes that the marketing model adopted by private markets particularly reliance and Subhiksha is
more efficient than government markets like Rythu bazaar.

Therefore, there is an immediate need to replicate such models in a much larger scale to cover not only the cities
but also the interior villages in the country.

6




International Journal of Advance and Innovative Research ISSN 2394 - 7780
Volume 6, Issue 1 (111): January - March, 2019

The study suggests that it is necessary to amend outdated laws restricting the establishment of markets to allow
cooperatives and private entrepreneurs to set up modern markets.
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DIGITAL MARKETING OF MUTUAL FUNDS: A DEMOGRAPHIC APPROACH

Madhukar S M and Dr. M G Krishnamurthy

ABSTRACT

The technological innovations have blurred many obstacles in the way of business not only for the companies
but also for the consumers in making their shopping experience much smoother. The advent of digital marketing
in financial service industries has made it easier for the mutual fund firms to reach a larger investor base and
also made it very handy for the prospective investors with regard to information availability. With this backdrop
the main objective of this paper is to understand the role of Digital Marketing in Mutual Fund Investment
Decisions of the investors and thereby identify the most important demographic factors which influence online
investments.

Keywords: Digital Marketing, Consumer Behaviour, Mutual Fund Investments

INTRODUCTION

The rapid technological advancements have geared up the digital space for almost all the industries and
financial service industry is no exception to this. It is imperative for a mutual fund industry to go digital in order
to gain edge over its competitors. With customer retention being the key of every business, it becomes very
much necessary to give smooth and hassle free service by providing valuable information with just a click of a
button. The mutual fund firms have to leverage the digital media marketing in promoting its financial products
through content marketing on social media sites like face book, tweeter, Google plus etc in order to have real
time marketing with reduced cost and time.

REVIEW OF LITERATURE ON DIGITAL MARKETING

The significance of internet technology for marketing of products or services largely depends on the nature of
business carried on by the organization and its target market. But in the recent times digital media is being
preferred by almost all product and service categories especially the financial services. Even though online
channel is not suitable to sell a particular product it is largely used to create awareness and brand building
through third-party sites. Applications based on internet technology is considered to be the most important
channel for marketing and distribution of products and services (Kotzab & Madlberger, 2006).“The term
‘Internet Marketing’ is used to refer to the external perspective of how the Internet can be used in conjunction
with traditional media to acquire and deliver services to customers”(Chaffey & Chadwick, 2006). Alternatively,
e-marketing or electronic marketing can be used to refer to a broader perspective including digital media like e-
mail, web etc.,.(Chaffey & Chadwick, 2006).

The e-marketers uses a wide range of access platforms like PCs, PDAs, mobile phones and interactive digital
TV etc., and communications tools such as web sites, portals, search engines, blogs,e-mail, SMS etc., to
communicate with its customers according to customers’ preferences (Svennevig, 2004); (Chaffey & Chadwick,
2006). Internet market differs significantly from traditional marketing and (McDonald and Wilson, 1999) has
identified 61’s of e-marketing mix namely Interactivity, Intelligence, Individualization, Integration, Industry
restructuring and Independence of location as a strategic analysis tool to analyze the practical aspects like
personalization, direct response and marketing research and also to address the strategic issues of industry
restructuring and integrated channel communications (Chaffey & Chadwick, 2006).1t is said that increased
levels of interactivity may allow consumers using an online shopping environment to gain greater control of
their shopping experience (Ballantine, 2005).

Studies reveal that search engine optimization is gaining considerable attention as it is more concerned with its
usage rather than technology itself (Thakor, Borsuk, & Kalamas, 2004). in their study explored that search
engines with their “favorite bars” are very significant in understanding the searching behaviour of a customer
particularly experiential searches. The marketer can improve the web design in order to coordinate text search
and display ads (Richardson, 2007) and also enhance the visitation to the online store of the retailer as a result
of search engine optimization (Papatla & Liu, 2009)

The social media like Facebook, YouTube,LinkedIn, Instagram and Twitter are considered as the most effective
marketing tools and the e-retailers are developing strategies to reach their target customersby focusing mainly
on these social media tools. These tools are also helping consumers to reform their beliefs, attitudes, and
perception through dynamic interactions(Saravanakumar.M &Suganthalakshmi.T, 2012). Due to the gaining
importance of social media consumers are positively influenced and motivated with the presence of large
number of social groups (Assaad, Gomez, & Ossietzky, 2011) and this shift in the digital revolution has brought
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in new dimensions and has led to greater reliance on opinion leaders, social interactions, reference groups in
making a purchase decision.

OBJECTIVES OF THE STUDY
1. To understand the role of Digital Marketing in Mutual Fund Investment Decisions.

2. To explore the Demographic Factors Influencing Online Mutual Fund Investments.

RESEARCH METHODOLOGY

The detailed questionnaire on Demographic Approach towards Digital Marketing of Mutual Funds was
administered to a total of 100 respondents from Dakshina Kannada district based on convenience sampling
method. Of the 100 responses only 94 were completely filled by the respondents. The statistical techniques such
as ANOVA and descriptive analysis are used to analyze the responses.

RESULTS AND ANALYSIS

The responses of the respondents are analyzed based on the descriptive techniques and also with the help of
ANOVA to understand if demographic profile of the respondents influences the online mutual fund buying
behavior. The results and analysis of the tests are shown below:

The table 1.1 shows the demographics of the respondents from Dakshina Kannada district namely gender, age,
marital status, income, occupation, qualification and the number of earning members in the family. The data
showed that majority of the respondents are male i.e. 67% and females are only 33% of which nearly 62% are
single and 36 are married. Majority of the responses are from young respondents within the age group of 20 yrs
to 30 yrs i.e., 53% and 27% within the age bracket of 40 yrs. Almost 35% of the respondents earn up to Rs.40,
000 p.m, 28% up to Rs.20, 000 and 20% up to Rs.60, 000. Majority of the respondents were post graduates
employed under private sector having at least two earning members in the family.

Table No-1.1: Showing the Demographic Profile of the Respondents

Percentage Percentage
Demographics Respondents (%) Demographics Respondents (%)
Gender Male 63 67.0 Occupation Professional 11 11.7
Female 31 33.0 Business 2 5
Age Less than20 5 53 Govemment Service 5 53
20-30 30 337 Private Service 35 323
30-40 26 277 Unemployed 7 74
40-30 6 64 Betired 3 37
30-60 & 6.4 Others 3 53
Abaove 60 1 1.1 Educational School Level 1 1.1
Marital Single 58 617 Qualification PU Level 1 11
Status Mamied 34 3672 Graduate 30 319
Divorced 1 11 Post Graduate 36 396
Separated 1 11 Others & 6.4
Monthly Less than 16 177 Earning 1 15 16.0
Income F=20.000 Members
Bs20,000 - - 2 -
§ 5 5 337
Rs.40,000 33 331 30 332
Es40.000 - 3
y 07 ' 7
Rs.60,000 19 202 20 13
Bs.60,000 - 4 and More
: 3
Rs.80,000 3 32 9 96
Es.20.000 -
Rs.1,00,000 6 6.4
Above - 74
Es.1.00.000 ' B
ANOVA Test

The ANOVA Test for the statements on Ease of Use, Online Trust, Information Efficiency, E-Reviews,
Information Accuracy, Social Media Marketing, E-Mail Marketing, Mobile Apps, Blogs and Online Investment
Decision as against demographic factors like Gender, Occupation, Marital Status, Educational Qualification and
Income revealed a significant difference for statements mentioned in the table 1.2. It is clear from the result
that there is significant impact of Occupation and Marital Status on Online Mutual Fund Investment.
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Table No-1.2: Showing Results of ANOVA Test

| F | Sig.
Marital Status
Online user reviews on Mutual Fund help in taking quick and appropriate decisions | 2.689 | 0.048
Income
Websites of Mutual Funds do not provide accurate information and are inappropriate 3.059 | 0.014
I actively look out for mutual fund ads online 4.636 | 0.001
Occupation
I consider investing in funds which | find in my e-mail 5.287 | 0.000
I go through Mutual Fund information available on Face book and other Social Networks 4.686 | 0.001
I will recommend people in my network to invest in Mutual Funds Online 2.635 | 0.030
Educational Qualification
I go through Mutual Fund information available on Face book and other Social Networks 5.484 | 0.024
I will recommend people in my network to invest in Mutual Funds Online 10.07 | 0.003
CONCLUSION

The advent of digital marketing has taken competition in mutual fund industry to a different level. So it
becomes very much necessary for the marketer to understand the factors influencing the online investment
behavior of the investors/ prospective investors when floating their schemes on digital space. The analysis of
data has indicated that the Occupation and Marital Status of the respondents has a significant effect on Online
Mutual Fund Investment Behaviour of the individual. So it becomes important for the marketer to keep in mind
the demographic profile of the investor/ prospective investors before framing a digital marketing strategy in
order to be successful.
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CUSTOMER ATTITUDE TOWARDS VIRTUAL BANKING SERVICES WITH SPECIAL
REFERENCE TO KASARAGOD DISTRICT, KERALA

Rajesh Kumar. M
Assistant Professor, Peoples Co-Operative Arts and Science College-Munnad, Kasaragod, Kerala

INTRODUCTION

The economic development of a nation very much depends on its Financial Marketing System. Banks are the
important constituents of financial system. Economic liberalization globalization information technology
revolution changing customer requirements and increasing competition have posed a lot of challenges to the
existing bank-marketing. With e-banking the brick and mortar structure of the traditional banking gets
converted into a click and portal model there by giving real shape to the concept of virtual banking. The new
generation banks and foreign banks have expanded banking services through ATMs, Internet banking, Mobile
banking etc.

OBJECTIVES OF THE STUDY
» To study the awareness of customers towards virtual banking services.

» To identify the preference of banking service used by the customer
» To make suitable suggestion on the basis of findings of the study.
» To study the acceptance of technology based service by consumers.

SCOPE OF THE STUDY
The scope of the study is limited to the geographical area of northern district of Kerala, Kasaragod.

Methodology

The customers are selected as the universe of the study. 200 customers were selected as sample. The sample
selected for the study is convenience sample.

SOURCES OF DATA
» Primary data are collected by using sample survey with the help of questionnaires.

» Secondary data are collected from published sources such as Newspapers Periodicals Magazines Websites
etc.

STATISTICAL TOOL
The collected data were coded and tabulated in order to organize them for interpretation. The important
statistical tool are used in the study are percentage, charts and tables etc.

FINDINGS
1. Incase of gender classification, male are widely using the virtual banking services, say 75%

2. Youngsters are the major users of the virtual banking service comparatively with other age group (40%).
3. Monthly income of the people is not effected the holding of virtual banking services.

4. Having bank account is now become the part of life (100%).
5

46% customers holds more than one bank account and more than one ATM card and they feel value status
while holding ATM.

6. 51% are well known about the technological changes and technological products. Increases in educational
level and advertisement campaign are the main reasons.

7. Customers frequently use the services of ATM. The frequencies of use of services ATM by customers are
different according to their needs and nature.

8. 23% respondents feel discomfort at ATM centre. The discomfort is mainly due to delay in functioning
machine is under repair bad conditions of ATM machine.

9. 82% of the customers use ATM only for withdrawing cash and balance enquiry. There are number of the
other functions an ATM can perform the customers are not aware about other functions and they feel
difficult to perform other functions.

10. 67% of the customers moderately satisfied with the services and functioning of ATM.

11




International Journal of Advance and Innovative Research ISSN 2394 - 7780
Volume 6, Issue 1 (111): January - March, 2019

11.
12.
13.

14.
15.

16.

17.
18.

19.
20.
21.

22.
23.
24,
25.

26.

217.

28.

48% of the respondents holds three to four credit card and they feel value status state holding credit card..
12 36% of the customers the credit card getting discount during shopping and make convenient payments.

79% of customers agree that services of credit card are reliable to an extent and also they feel enjoyment
while using credit card.

73% of customers agree that security level of using credit card is fair.

24% are not aware of internet banking services. Because they prefer personal human relation than
electronic relation.

49% of customers use internet banking service only for paying title and a saving. There are no of other
functions internet banking can perform but the customers are not aware about other functions.

56% customers agree that security level of among, internet banking are not at all secured.

Impersonality of service and lack of assistance are the two major advantages faced by the customers while
operating on online to use internet.

Single and convenience are the two main factors promoting to use internet banking services.
47% of customers use Tele banking services for payment of bills and balance enquiry.

Impersonality of service and lack of assistance are the two major disadvantages faced by the customers by
using Tele banking service. Most of customers opinion that no disadvantages in Tele banking.

82% of customers are aware of mobile banking service.
Paying utility bills mobile banking service the major purpose of using mobile banking service.
29% people not aware of mobile banking service because they prefer personal human relation.

Customers aware the mobile banking services from various sources. Media friends etc are the major source
of information.

Physical security of money, lower transaction cost etc. is the main advantages of using mobile banking
services.

27% Customers feel difficult at bank counter and they have the opinion that withdraw money using new
banking service is fast when compared personal banking.

Customers have less aware about internet banking. Because they do not trust internet banking while
manage money.

SUGGESTIONS

1.

o g~ w

Youngsters are mostly used the new banking services, so the bank should take awareness programs about the
virtual banking services to other age groups.

The bank-marketing should advertise their technological products and use of such products through media,
newspapers, magazines etc.

Introduce easier functioning of new banking service to avoid dependency of others.
Undertake the programs to educate the customers about all available new banking services.
Popularize new banking service in rural area.

The banker should keep new banking services perfect every time for that proper supervision and maintain is
necessary and all initiatives must take in this area.

7. Should improve its service quality in terms of communication, reliability and understanding.

8. Should provide more service through internet banking for popularizing internet banking services.

9. Emphasize more on popularizing internet usage by customers where result into improvement in customer

satisfaction and cost reduction.

CONCLUSION

The technological development as part of these policies as prominent role in the changing banking scenario.
Customer is the king of the present day banking. Since the banks are providing tailor made services to the
change in needs of the ultra-modern customer to face this stiff competition from rivals.
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ABSTRACT

Data plays a vital role in any activity. Be it an innovation or creation of a product or a service understanding
the needs and wants of the customers is of prior importance. To understand the needs and wants collection of
data is essential. Just collecting a part of the data is of not sufficient to companies, understanding thoroughly
all the details from the customers is of greater use in solving the problems of people. Hence the concept of big
data has evolved over a period of time. Big data refers to the vigorous, enormous and varying amounts of data
that are created by machines, people and tools both from internal and external sources of the company. These
sets data is so huge and complex in nature which requires creative and new technologies because outdated and
usually practices data management techniques and tools cannot do the job so efficiently. The paper mainly
focuses on how big data has become a powerful tool for market analytics by analyzing the concepts of big data
and types of big data. The main objective of the study is to understand the challenges and benefits of Big Data
in market analytics. This paper also helps in understanding the changes bought by big data in the area of
marketing, in particular digital marketing.

Keywords: Big Data, Market Analytics, Data Management, Digital Marketing

INTRODUCTION
“Whoever understands the customer best, wins.”” - Mike Gospe

The analysis of market is one of the critical device of which helps business by providing all the required
information and making better decisions. Every successful product in a market is backed by a considerable
analysis of market mainly the competitors and customers. In order to conduct a better market analysis, every
business needs data. Big data is one such powerful tool of market analysis.

Big data is a term used to represent a vast volume of both structured and unstructured data, which is strenuous
to process through the conventional methods of database and software techniques. These are used when the
practiced data management techniques cannot process and provide relevant insights out of the underlying data.
The volume of data depends on the scale of operations in the businesses. But now days, every enterprise
produces large volume of data which is rapidly changing and do not match with the current processing
capacities.

Big data analytics is a multifaceted process of investigating huge and varied sets of data which will explore
information including the concealed patterns, unidentified correlations, trends of the market and customer
inclinations which will in turn help the business in making a more feasible and relevant decisions.

In today’s world of digital marketing, big data analysis has emerged as a powerful tool of market analysis. The
data driven decisions are better than the intuition based decisions. Marketers being large amounts of data from
the websites and have started interpreting them in new ways. They are using these data in order more relevant
and highly targeted marketing campaigns which will further increase sales and boost the growth of the
organization. Various applications of big data analysis can be seen in the field of marketing today like consumer
behavior, target marketing, price optimization and like such.

RATIONALE FOR THE STUDY

The following are the objectives of the study

1. To study big data as a powerful tool for market analytics by analyzing the concepts of big data and types of
big data.

2. To understand the challenges and benefits of Big Data in market analytics.
3. To understand the changes bought by big data in the area of marketing, in particular digital marketing.

REVIEW OF LITERATURE

1. Michael Svilar, Arnab Chakraborty and Athina Kanioura (2018) have observed that web users create new
data in every step they take either it may be structured in real time, these data when processed can reveal
how different customers interact and what leads them to purchase decisions. The authors are also of the
opinion that when marketing campaigns are equipped with these types of data analysis, companies can
develop more targeted promotional programs which can serve the individual preferences.
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10.

Daniil Tykheev (2018) has observed that big data serves as a major tool for marketers by providing higher
quality of decision making by significant increase of better technology in the processes. The author is of
the opinion that the biggest advantage of big data for marketers is it provide enhanced knowledge about the
customers.

Ayeisha Collymore, Francisco J. Rosado and Angel Ojeda (2017) have observed that big data serves as an
important tool which improves the competitive advantage and performance of the organizations. The
authors have also scrutinized that big data is such a versatile tool that acts a supplementary tool of gaining
better consumer insights, better process effeciencies and enhanced customer experiences.

Uthayasankar Sivarajah, Muhammad Mustafa Kamal, Zahir Irani and Vishanth Weerakkody (2016) have
remarked that big data is being adopted by many of the organizations for the purpose of drawing valuable
insights which can in turn increase the operational efficiency through its strategic potential.

Cristina Stoicescu (2015) is of the opinion that big data acts as a suitable tool of analyzing the consumer
behavior and big data analysis will be a necessary for firms in this competitive era hence there is a need to
adapt to this tool in order to survive in the digital markets.

Jafar Raza Alam, Asma Sajid, Ramzan Talib, Muneeb Niazhave (2014) have reported that big data will be
a significant way of improving organization’s skills, leadership, structures and technologies but the
implication of big data faces certain challenges such as security and privacy, misuse of data, data
management and like such.

Zilong Fang, Pengju Li (2014) has pointed that through the application of big data in a company’s
marketing strategies customers will get more relevant recommendations about the products and also
extends the choices available to them. The author has also stated that consumers will be able to do better
evaluation during the pre-purchase stages by the availability of post purchase analysis of other consumers
through recommendations available.

Ruby Roy Dholakia and Nikhilesh Dholakia (2014) have observed that the major challenge of dealing with
big data is to understand, explain and predict the consumer behavior by the large set of data points
available and hence there is a need to develop methods which may be based on statistics, artificial
intelligence, machine learning, algorithms or any other way suitable in order to detect useful insights from
this large source.

Rob Salkowitz (2014) has remarked that big data gives marketers a more clearer picture about the
customers from the varied digital sources like social media platforms, maobiles, search engines, sensors,
wearable devices and so on, in turn this integrated data helps in better targeting, conversion, measurement
and forecasting.

K. Grishikashvili (2014) has remarked that advances in technology has made a significant changes in the
field of marketing and its practices and technology has created more better opportunities in capturing the
better consumer data, increased focus on relationship with customers, rise of customer insights and CRM.
The author is also of the opinion that in order to process big data it requires more professional people who
have skills to understand market dynamics and draw useful insights.

CHARACTERISTICS OF BIG DATA
The following are the characteristics of Big Data

a.

Variety: Big Data are available at varied forms. These are raw, structured, semi-structured, unstructured
which are gathered from various sources. Data is collected from sources such as collecting cookies, user
behaviors, emails, web posts, and videos

Velocity: The speed at which the data is collected in the real time is called as Velocity. The data collected in
the big data sources gets generated rapidly at every click of the user.

VVolume: As the name says, big data are very large in volume. These data collected from the varied sources
are stored in the data warehouses.

. Veracity: Veracity can be termed as Data in doubt. The data becomes uncertain due to data inconsistency,
incompleteness, ambiguities, latency, deception and model approximations.

TYPES OF BIG DATA
The following are the types of Big Data

Structured: Big Data may be structured which means organized, stored and retrieved in particular format.
These are handy and effortlessly stored in the common databases.
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ii. Unstructured: Big data may be in a raw form. They lack any specific format or structure. They need to be
processed and also requires particular technical facilities. Its time consuming to bring it into a format and
make it usable.

iii. Semi-structured: It refers to data in both the structured and unstructured forms. They are not particularly
stored in a database but also

CHALLENGES OF BIG DATA

The challenges of Big Data can be classified in to three broad categories namely, Data challenges, Process
challenges and Management challenges. Data challenges are related to characteristics of the data itself which is
nothing but volume, velocity, variety and veracity. Along which these four main features of big data volatility,
discovery and quality will also become a data challenge in big data.

As the category name indicates the second challenge is process challenges which means the challenges which
are faced during the process of analyzing the big data. This includes the challenges during transformation of
data, selection of right model for analysis of data and finding out the results during the process, challenges
relating to data integration and capturing the data. Process challenges are a group of data processing and
analysis challenges ranging from data collection to the interpretation and presentation of the final results.
Because large datasets are typically not relational or unstructured, the processing of such semi-structured
datasets on a scale is a major challenge.

Big Data Management challenges are a group of problems that occur, for example, in accessing, managing, and
managing data. Data warehouses store vast amounts of sensitive data such as financial transactions, medical
procedures, insurance claims, and diagnostics Codes, personal information, etc. Organizations need a robust
security infrastructure that allows employees and staff in each department to view only relevant data from their
department. In addition, there should be standard privacy laws that govern the use of such personal information,
and strict compliance with this privacy policy must be enforced in the data warehouse.

Data Challenges
* Volume * Data Acquisition & * Privacy
» Velocity Warehousing * Security
- Va_nety » Data Mining & Cleansing » Data Governance
» Variability * Data Aggregation & + Data & Information
« Veracity Integration Sharing
« Viaualiation * Analysis & Modeling » Cost/Operational
e Vahie * Data Interpretation Expenditures

» Data Ownership

Chart No-1: Showing Challenges of Big Data

BENEFITS OF BIG DATA

At the technology level, we can benefit from managing large volumes of data, from accessible and accurate
data, and from scaling and integrating structured and unstructured data. In fact, one of the key functions of big
data is to process a large amount of structured and unstructured data. Computer modeling and data processing
have resulted in storage systems that have been designed with better performance, more efficiency, and scalable
solutions.

Therefore, there are memory alternatives based on horizontal scalability or parallel scaling. This type of
scalability is best when changes in storage requirements are difficult to predict rather than buying the planned
storage to meet the short-term needs. The capacity can be increased if necessary. By adding parallel nodes,
performance, capacity, and throughput can be increased, with each node having its own storage and processing
capacity. By doing so, we can increase Space and computing power simultaneously.

The closer a company approaches content marketing, the more the content grows. This makes it difficult for
users to find the right information for their needs. On the other hand, competition has increased significantly on
every digital platform. To be competitive, companies must offer their content to a target audience. Companies
like Facebook and Google use big data analytics to enable advertisers to target content to people with the
interests and behaviors they want. Now companies can carry out such an analysis on an individual level.
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Big Data offers a solution to this problem by using the Market Mix modeling technique. Modeling the market
composition provides insight into the current landscape of marketing activities and the potential future impact of
marketing campaigns on ROI, profit, and revenue. This gives you predictive information about the profitability
of campaigns before they run. This allows you to pinpoint the channels that can increase profits and invest
accordingly.

By analyzing large data, this data can be analyzed on a large scale. With attribution modeling, it is possible to
map the entire customer journey and to assign certain weightings to different contact points depending on their
role in sales. Not only does this help you better allocate marketing resources, it also improves the effectiveness
of data-driven decision-making campaigns.

CONCLUSION

Big data is gaining its importance in today’s business world. Many of us have to understand that big data will
change the way of understanding the business and way of doing the business. Most of the large scale
organizations and Multinational Companies are boosting the marketing departments to integrate the big data
analytics in to their daily business activities. Analyzing the benefits of using big data analytics in business one
can say the gaining competitive advantage will be of ease. However the challenges and hindrances faced by the
usage of big data will always advise the researches and users to develop a complex and effective model of big
data for a particular area of business. One needs to focus on the technological advancements which are
happening in the world before going for any implications and modifications.
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ABSTRACT

In present business scenario environmental issues plays an important role in business. Customer’s attitudes are
changing towards the environment to encourage innovation for conservation and the benefits from this source
of innovation are certain to outlive our current generation. Consumers and manufacturers have directed their
attention towards environment friendly products that are presumed to be ““green” or environment friendly like
organic foods, lead free paints, recyclable paper. Research has given good insights for marketers of the green
products and suggests the need of designing the marketing communication campaigns promoting green
products due to high green value among the consumers. Results of regression analysis reveals the view that
overall green values, awareness about green products and practices and the perception regarding seriousness
of marketing companies towards green marketing had positive significant impact on consumer persuasion to
buy and prefer green products over conventional products. . Most of the studies on green marketing have been
done in developed countries but such studies remain conspicuously absent in the context of emerging and
developing economies like India. An attempt has been made in this paper to study the behaviour and challenges
and make suggestions for using green marketing to gain sustainable competitive edge.

Keywords: Green marketing, Recycle, Sustainable Competitive, Green Product. Customer’s attitude

INTRODUCTION

Everyone believes a green life is a better and healthier life for present and future generations. Most consumers
spending pattern shows that they have a desire for brands that go green. Consumers not only want to buy green
products but are also willing to pay a little more for it. They are motivated to buy from companies that are eco-
friendly in production. Green marketing is also termed as environmental marketing or ecological marketing.
The concept of green or ecological marketing calls upon businesses to follow ethical and green practices while
dealing with customers, suppliers, dealers, and employees. Companies have started marketing themselves as
green companies. . Even the Public Sector Units and state governments are now paying a lot of attention
towards environmental issues such as global warming, pollution, or water contamination and have started
taking steps to prevent environmental pollution. According to American Marketing Association, marketing of
products that are presumed to be environmentally safe is called as Green Marketing. Thus wide range of
activities are covered under green marketing, which includes modifying the product, making changes in the
production process and packaging, as well as modifying advertising or removing any activity that impacts the
environment in negative way. Today, the Earth faces more environmental issues than ever before, hence it is
imperative for companies to make and market themselves as environment friendly. Green marketing is
emerging as a popular promotional strategy owing to increased consumer awareness and concerns.

REVIEW OF LITERATURE

As defined by Tapan K. Panda “Green or Environmental Marketing consists of all activities designed to
generate and facilitate any exchange intended to satisfy human needs or wants such that the satisfaction of these
needs and wants occurs with minimal detrimental impact on natural environment”.

Green Marketing has been defined by American Marketing Association as “The study of the positive and
negative aspects of marketing activities on pollution, energy depletion and non-energy resource depletion”.

The study by Moloy Ghoshal (2011) examined that green marketing was still in infancy. In the perception of
marketing scholars, green marketing refers to The eco-level and market segmentation and the role of structural
factors and economic incentives in influencing consumer behavior. The green marketers must understand to
satisfy two objectives: improved environmental quality and customer satisfaction.

The study by Murugesan (2008) underlined that firms may use green marketing as an attempt to address cost or
profit related issues. Disposing of environmentally harmful bye products, such as poly-chlorinated contaminated
oil are becoming increasingly costly and the firms that can reduce harmful wastes may incur substantial cost
savings.

Cateora Graham, in International Marketing has drawn a parallel line between green marketing and product
development. The author has cited a variety of examples where the importance of green marketing has been laid
focus on. Green marketing is a term used to identify concern with the environmental consequences of a variety
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of marketing activities. It very evident from the author’s research and examples the packaging and solid waste
rules are burdensome but there are successful cases of not only meeting local standards but also being able to
transfer this approach to other markets.

STATEMENT OF THE PROBLEM

It is said that consumer is the king of the market. But he is too intelligent while purchasing the product in the
market. Because of the development of an attitude where sustainable development which saves the environment
and mankind is more important than mere rapid growth, the attitude is changing towards green products. The
marketer have a huge task of creating awareness, strengthening attitude of customers towards green products
achievement. This task may requires the producers as well as consumers to stick on towards a commitments
where by only eco-friendly products are to be marketed and consumed.

OBJECTIVES
Following are objectives of the study
1. To study the awareness of consumers with respect to green marketing.

2. To find the willingness of the consumers to pay more for green products.
3. To measure the green values of customers.

RESEARCH METHODOLOGY

The study is based on both primary and secondary data. The primary data has been collected by using well
structured interview schedule constructed for the purpose and the secondary data has been collected from
books, Journals and internet. A total of 50 consumers were surveyed using convenient sampling method. The
area of the study is confined to Sirsi Taluk, Uttara kannada District.

DATA ANALYSIS
The collected data has been analysed and interpreted with various statistical tools like percentage and ranking
method conclusion is drawn at the end on the basis of data analysed.

Table-1: Consumer Awareness for Green Marketing

Awareness Level
Variables Response No Response Yes No Total
No. % No. % No. %
Up to PUC 2 100 5 31.25 6 18.75 13
Education Graduate 0 0 6 37.5 18 56.25 24
Qualification Post Gra_duate 0 0 2 12.5 6 18.75 8
Professional 0 0 3 17.75 2 6.25 5
Total 2 100 16 100 32 100 50
Self Employed 0 0 2 22.22 6 15.79 8
Workers 1 33.33 3 33.33 12 31.58 16
Occupation Professional 0 0 2 22.22 0 0 2
Student 1 33.33 1 11.11 16 42.1 18
House wives 1 33.34 1 11.12 4 10.53 6
Total 3 100 9 100 38 100 50
Up to 10000 2 50 2 12.5 17 56.66 21
10000-30000 1 25 8 50 10 33.33 19
Income 30000-50000 0 0 4 25 2 6.67 6
> 50000 1 25 2 12.5 1 3.34 4
Total 4 100 16 100 30 100 50

Source: Primary Data

Table 1 shows that 04.00 per cent of the consumers are not given response for green marketing, 32.00 per cent
of the consumers are know about the green marketing, 64.00 per cent of the consumers are not know about the
green marketing on the basis of their educational qualification.

06.00 per cent of the consumers are not given response for green marketing, 18.00 per cent of the consumers
are know about the green marketing, 76.00 per cent of the consumers are not know about the green marketing
on the basis of their occupation.
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08.00 per cent of the consumers are not given response for green marketing, 32.00 per cent of the consumers
are know about the green marketing, 60.00 per cent of the consumers are not know about the green marketing
on the basis of their income level.

Table-2: Consumer Awareness for Green Products

Variables | Frequency | Percentage
Yes 32 64.00
No 18 36.00

Total 50 100

Source: Primary Data

Table 2 shows about the consumer awareness for green products, out of 50 consumers 64.00 per of the
consumers are aware about green products and 36.00 per cent of the consumers are not aware about green
products.

Table-3: Sources of Information about Green Products

Variables | Frequency | Percentage
Television 10 31.25
Family 05 15.625
Campaigns 02 06.25
Friends 07 21.875
Institutions 06 18.75
Social Media 02 06.25
Total 32 100

Source: Primary Data

Table 3 reveals that, out of 32 respondents 31.25 per cent of the consumers getting information though
television, 15.625 per cent of the consumers through family, 06.25 per cent of the consumers through
campaigns, 21.875 per cent of the consumer through friends, 18.75 per cent of the consumers through
institutions and 06.25 per cent of the consumers through social media.

Table-4: Consumer Perception about importance of Green Products

Variables Frequency | Percentage
I think green product will help me to protect the environment. 08 16.00
I think it is of better quality than non green products 03 06.00
I think the promotions of green products by the companies are just a
- 14 28.00
publicity stunt.
I think green products are too expensive as increased price doesn’t
0 15 30.00
add any benefit in it.
I think green products make no difference than non green products 10 20.00
Total 50 100

Source: Primary Data

Table 4 shows that, 16.00 per cent of the consumers are think green product will helps to protect the
environment. 06.00 per cent of the consumers are think it is of better quality than non green products, 28.00 per
cent of the consumers are think the promotions of green products by the companies are just a publicity stunt,
30.00 per cent of the consumers are think green products are too expensive as increased price doesn’t add any
benefit in it and 20.00 per cent of the consumers are think green products make no difference than non green
products.

Table-5: Factors affecting for the Purchase the Green Products

Variables Frequency | Percentage
Product Price 06 12.00
Awareness about the product 25 50.00
Availability of the product 04 08.00
Information of the product 05 10.00
Quality of product 10 20.00
Total 50 100

Source: Primary Data
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Table 5 indicates that 12.00 per cent of the consumers affected by product price to purchase the green products,
Awareness about the product factor affect the 50.00 per cent of the consumer to buy the products, 08.00 per cent
of the consumers purchase products due to availability of the product, 10.00 per cent of the consumers are
affected by the information of the products and 20.00 of the consumers are affected by the quality of the green
product

Table-6: Consumers Satisfaction with Green Product

Variables | Frequency | Percentage
Yes 15 30.00
No 35 70.00
Total 50 100

Source: Primary Data

Table 6 shows about the consumers satisfaction level with the green products, out of 50 consumers 30.00 per of
the consumers are satisfied with green products and 70.00 per cent of the consumers are not satisfied with green
products.

Table-7: Need of Development in Green Products

Variables Rankings
Availability I
Offers \
Quality 11
Awareness [
Marketing techniques v

Source: Primary data

Table7 indicates the development area for Green products, consumers need development in area of awareness,
availability, quality, Marketing techniques, offers. These are ranked I, I1, I11, IV, V respectively.

FINDINGS AND SUGGESTION
1. Education qualification affects on awareness level about green market 56 percent consumers d rs doesn’t
aware about green markets.

2. 64 per cent of the consumers know about the green products or eco friendly products

3. 31.25 per cent of consumers get information from television advertisements

e

30 per cent of consumers think green products are too expensive as increased price doesn’t add any benefit
init.

28 per cent of consumers think that promotions of green products by the companies are just a publicity stunt.
Awareness about green products influences on 50 per cent of the consumers to purchase of green products

70 per cent of the consumers are not satisfy with the green products

O N o O

Consumers are needed to develop the awareness about green products and improves availability of green
products in the market

CONCLUSION

Green Marketing assumes much more importance in developing countries like India where the basic economic
problem is of choice. As resources are limited and human wants are unlimited, it is important for the marketers
to utilize the resources efficiently without waste as well as to achieve the organization's objective. The current
consumption levels are too high and are unsustainable. Therefore there is a need for green marketing and a need
for a shift in the consumer*‘s behaviour and attitude towards more environmental friendly life styles. Consumers
have shown positive attitude towards green products at the same time they are concerned with the availability
and price of such products. This implies that Marketers should make the green products available to the
consumers for their consumption as customers have shown willingness to buy green products if it is available.
As consumers consider the ill effects of manufacturing and consumption on natural environment, they may
purchase the green product if marketers can make them aware about the benefits of the green products.
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ABSTRACT

With the proliferation of technology, the data collection and handling methods have undergone a tremendous
change. There are numbers of data repositories such as databases, data marts, data warehouses all over the
world. Data Mining plays a key role in digital marketing decisions as it converts the data into information and
the same is analysed to draw interpretations and conclusions about the product. Without data mining, it
becomes extremely difficult to extract the hidden or complex pattern. Data Mining tools sieves through volumes
and varieties of data to generate market research reports and patterns. Hence, an attempt is made in this paper
to understand the importance of data mining, identify the different tools and techniques available for mining the
data.

Keywords: Data Mart, Database, Data Mining, Patterns.

1. INTRODUCTION

Data Mining in simple term refers to extracting of meaningful information from huge amount of data. Data
Mining is synonymously known as knowledge mining, knowledge extraction, data analysis, and data
archaeology. In this data driven world, analyzing, classifying, tabulating and summarizing the data is a tedious
task. Data Mining plays a key role in digital marketing decisions as it converts the data into information and the
same is analysed to draw interpretations and conclusions about the product.

There has always been search for useful information in the field of knowledge. The roots of collecting data and
analysing traces back to 17" century where Baye’s theorem was used, followed by regression analysis and
discriminant analysis was used. With the proliferation of technology, the data collection and handling methods
have undergone a tremendous change. There are numbers of data repositories such as databases, data marts, data
warehouses all over the world. If the data is not analyzed to find out the interesting patterns, then the data would
become data tombs. Data miners have to seek for the pearl in the sea of data. A data mining system helps to
generate lots of patterns. Such patterns will help marketers and producers understand the trend, interest and
preferences of customers. Without data mining tools, it becomes extremely difficult to extract the hidden or
complex pattern. Data Mining tools sieves through volumes and varieties of data to generate market research
reports and patterns. Data patterns may be mined from text, multimedia, web and other databases. Data mining
facilitate management in decision making.

2. OBJECTIVES
+To understand the importance of data mining

To identify the different areas and applications of data mining
To study various data mining tools

3. DIFFERENT AREAS OF DATA MINING

e Web Mining ~Web mining is one such data mining techniques that is used to extract the information from
the web. The contents of the web are fast updating and at the same time dynamic. Web mining includes,
finding documents and retrieving selective information, generalization of patterns from various sites,
analysing and interpreting the patterns for its significance meaning. Web mining may be divided into Web
Structure, Web Contents, and Web Access Patterns.

e Text Mining —Text Mining involves retrieving text related information such as text categorization, clustering,
finding patterns and sequential patterns in texts, computational linguistics, and association discovery.

o Spatial Data Mining — This retrieves the data based on location. The explosion of geographically related data
for rapid development of IT, digital mapping, remote sensing, GIS demands for developing databases for
spatial analysis and modelling. Spatial data description, classification, association, clustering, trend, and
outlier analysis are the main components for spatial data mining.

e Multimedia Data Mining — Multimedia data mining explores the interesting patterns from databases related
to multimedia that manages a large collection of multimedia objects. Multimedia objects include audio,
video, image, sequence data and hypertext data containing text, text mark-ups, and linkages. Multimedia data
research focuses on content-based retrieval, similarity search, association, classification and prediction
analysis.
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o Time Series Database — A time series database changes its values and events with respect to time such as
stock market data, business transaction data, dynamic production data, medical treatment data, web page
access sequence and so on. The time series research involves issues related to similarity search, trend
analysis, mining  sequential and periodic patterns in time-related data.

o Biological Data Mining — There is a large storage of clinical and biological data from DNA microarray data,
genomic sequences, protein interactions as well as sequences, electronic health records, disease pathways,
biomedical images and the list goes on. In the clinical context, biologists are trying to find the biological
processes that are the cause of a disease. There are some issues related to these high-dimensional biological
data. These matters include noisy and incomplete data, integrating various sources of data and processing
computer intensive tasks. Biologists as well as clinical scientists used a variety of data mining tools to
discover interesting and meaningful observations from a large number of heterogeneous data from different
biological domains.

e Educational Data Mining — Educational Data Mining (EDM) is an emerging research area concerned with
the unique types of data that come from educational settings, and using those methods to better understand
students. Educational Data Mining focuses on developing new tools and algorithms for discovering data
patterns. EDM develops methods and applies techniques from statistics, machine learning, and data mining
to analyze data collected during teaching and learning. New computer-supported interactive learning
methods and tools have opened up opportunities to collect and analyze student data, to discover patterns and
trends in those data, and to make new discoveries and test hypotheses about how students learn. Data
collected from online learning systems can be aggregated over large numbers of students and can contain
many variables that data mining algorithms can explore for model building. Different student models are
used for prediction of future learning behaviour of the students. Computational models are used based on the
student domain and pedagogy.

o Ubiquitous Data Mining (UDM) — The data miners have a new challenge in the form of the ubiquitous
access by using wearable computers, palmtops, cell phones, laptops. To extract hidden information from
these devices requires advanced analysis. In the world of UDM, communication, computation, security, etc.
are some of the factors. The one of the objectives of the UDM is to extract interesting patterns while
minimizing the additional cost of the computing due to the above-cited factors. To implement data mining
tasks like classification, clustering, associations, etc. are difficult for ubiquitous devices. Small display areas,
data management in mobile are some of the challenges in this regards. The key issues are the advanced
algorithm for mobile and distributed computing, data management issues, data representation techniques,
integration of these devices with database applications, UDM architecture, software agents, agent interaction
and applications of UDM.

o Constraint-based Data Mining — Constraint-based data mining is one of the developing areas where the data
miners use the constraint for better data mining. One of the applications of constraint-based data mining is
Online Analytical Mining Architecture (OALM) designed for multi dimensional as well as constraint based
mining based on database sand data ware houses. Usually, data mining techniques lack user control. One
form of data mining is where the human involvement is there in the form of constraints. There are various
types of constraints with their own characteristics and purpose. They are knowledge type, data,
dimension/level, interestingness, rule constraints.

4. DATA MINING TOOLS

The following are the popular data mining open source tools

e Rapid Miner — Rapid Miner is capable of handling various tasks like statistical modelling, predictive
analytics and visualization apart from data mining tasks. Rapid Miner provides learning schemes, models
and algorithms from WEKA and R scripts that make it more powerful. This open source is distributed under
the AGPL open source license and it can be downloaded from Source Forge. It is one of the best business
analytics software.

o WEKA: This was originally developed for analyzing agricultural data. It is a powerful tool for different data
mining applications like predictive modelling and data analysis. This software is free under the GNU
General Public License, which is a big advantage compared to Rapid Miner. It can be customized by the
users. Most of the data mining jobs are supported by this tool. Its graphical user interface makes it a better-
sophisticated tool for data mining process. Therefore, it has become one of the most powerful open source
data mining software.
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5.

R-Programming — Project R, which is a GNU project, is written in C, FORTRAN and R Language. R
language is used for writing lots of modules of the software itself. R programming software is free, and it is
also used for statistical computing and graphics. Data miners use R for developing statistical packages and
analyzing the data. In recent years the popularity of R has increased owing to its ease of use and
extensibility. R provides different statistical techniques that include linear and nonlinear modelling; data
mining processes i.e. classification, clustering, time series analysis and others.

Orange — Orange, a Python-based, powerful and open source tool for data mining users for the purpose of
knowledge extraction. It has powerful visual programming and Python scripting attached to it. It can be used
for machine learning as well as bioinformatics and text mining by adding add-ons. It’s packed with features
for data analytics. Orange has specialized add-ons like Bio orange for bio-informatics.

KNIME - KNIME is capable of performing three main tasks in data pre-processing. They are extraction,
transformation, and loading. The data processing is done by allowing the assembly of nodes. It is an
integration platform with strong data analytics and reporting. KNIME used modular data pipelining concept
for machine learning and data mining. It is used for business intelligence as well as financial data mining.
KNIME is easily extendible and can be added a plug-in for specific jobs. Its research area not only
includes pharmaceutical research but also business data, financial intelligence and CRM customer data.

NLTK - When it comes to language processing tasks, NLTK is one of the major players. NLTK is used for
machine learning, data mining, sentiment analysis and data scraping. It is also extensively used for language
processing. Because it’s written in Python, one can build applications on top of it, customizing it for small
tasks. NLTK played a major role as a teaching tool, study tool, prototyping and can be used as a platform for
high-quality research.

DATA MINING TECHNIQUES

Several data mining techniques are used in data mining tasks. Association, classification, clustering, prediction,
sequential pattern mining, etc. are data mining techniques.

Classification — Classification finds rules that partition data into some groups. The input for the
classification is the training set. The training set’s class labels are already known. Classification assigns class
labels to unlabelled records based on a model that acquires knowledge from the training datasets. Such
classification is known as supervised learning as the class labels are known. There are several classification
models. Some of the common classification models are decision trees, neural networks, genetic algorithms,
support vector machines, Bayesian classifiers. The application includes credit risk analysis, fraud detection,
banking and medical application.

Clustering — Clustering is a method of grouping data so that data within the cluster have high similarity and
dissimilar to data in other groups. Clustering algorithms may be used for organizing data, categorize data for
model construction and data compression, outlier detection, etc. Many clustering algorithms were developed
and are categorized as partitioning methods, hierarchical methods, density based and grid based methods.
The datasets may be numerical or categorical. K-Means, hierarchical, DBSCAN, OPTICS and STING are
some of the well-known data clustering algorithms.

Association Rule Mining — Association rule mining is a well-researched method for discovering interesting
relations between variables in large databases. The main objective is to discover all the rules that have
support and confidence greater than or equal to minimum support or confidence in a database. Support
means that how often X and Y occurs together as a percentage of total transactions. Confidence means that
how much a particular item is dependent on another. There is no significance for the patterns with low
confidence and support. The users can extract useful and interesting information from the patterns with
intermediate values of confidence and support. The association rule mining algorithms include Apriori,
AprioriTid, Apriori hybrid and Tertius algorithms.

Neural Networks — Neural networks are new computing paradigm that is inspired by the biological nervous
system, such as the brain, to process information. It involves developing mathematical structures with ability
to learn. The Neural networks have the ability to extract meaningful and useful patterns and trends from the
complex data. It is applicable to real world problems especially in case of industry. As the neural networks
are good at identifying patterns or trends, they may be applicable for prediction or for ecasting needs. The
system is composed of highly interconnected processing elements (neurons) working together to solve a
specific problem. Artificial neural network (ANN) learns by example. ANN is configured for specific
application as classification, pattern recognition etc., through a learning process. It may also be used for
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three-dimensional object recognition, hand-written word recognition, face recognition, etc. Neural networks
have the drawback of not explaining the derived results. Another problem is that it suffers from long learning
times. As the data grows, the situation becomes worse for that problem.

Support Vector Machines — Support vector machines (SVM) belong to a new class of machine learning
algorithms and are based on statistical learning theory. The main concept is to non-linearly map the data set
into a high dimensional feature space and use a linear discriminator for classification of data. It is basically
used for regression, classification and decision tree construction. SVM has been used in many applications
including face detection, handwritten character and digits recognition, speech recognition, image and
information retrieval.

Genetic Algorithms — Genetic algorithms are a new paradigm in computing. A population of the individual
with possible solution to a problem is created initially at random. Then the crossover is done by combining
pairs of individuals to produce offspring of next generation. A mutation process is used to modify the genetic
structure of some members of new generation randomly. The algorithm searches for a solution in the
successive generation. When an optimum solution is found or some fixed time is elapsed, the process comes
to an end. Genetic algorithms are widely used in problems where optimization is required.

CONCLUSION

Data mining is the need of the hour and has become inevitable. Data Mining helps retrieve and analyse variety
of data. Though it is useful in many areas, but there are certain challenges with it too such as unauthentic data
on the web, sampling errors, calculation errors. Apart from it, the tools and techniques used for data mining
need some kind of hands on experience for the users.
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ABSTRACT

‘Big Data’ is the buzzword spoken by everybody nowadays. It is omnipresent, omnipotent and omniscient.
Considered as oil of 21* century, ‘Big Data’ is a raw material for today’s business and a tool of competitive
advantage. It has helped to merge unlikely streams like computation, statistics, processing and storage into a
new area of study. Emergence of ‘Big Data’ has made information look feeble and data without analysis has
just been relegated to opinion. ’Big Data’ has also helped to coin phrases like ‘Data rich, information poor’.
Consumerism without doubt is the offshoot of globalization has put forth huge expectations like real-time
contextual solutions, simplicity, transparency of products and pricing and outstanding service to customers and
banking sector is no exception. None of these can be achieved without a commitment to using all the data at an
organization’s disposal, and the application of advanced analytics to provide a differentiated customer
experience. For surviving the competition posed by non banking channels, banks are forced to mend their ways
and become customer friendly. The attempt has been made in the present paper, to provide a conceptual
overview of big data and the role of big data in banking sector

Keywords: Big Data, Analytics, Internet of Things, Social Media, Fintech, Bigtech, Consumers, Automation,
Data Warehouse, Data Lake

INTRODUCTION

With the turn of century one can observe hyperbolisation in three sectors viz Finance, Technology and
Consumerism. Although it looks like the three are variables, they are interwoven. Marketers were the first to
observe such dependencies, who explored the interwoven factors in these variables and the net result are ‘Big
Data’. It is projected that about 5 zettabytes (or 10* bits) of digital data are being generated each year by
everything from retail transactions to underground physics experiments to global positioning systems to the
‘Internet of Things’. At the beginning of the 21st century the growing volumes of data presented a seemingly
insoluble problem; storage and central processing unit (CPU) technologies were overwhelmed by the terabytes
of data being generated. (Tien, 2014). With the growth in technology, the cost of data storage has reduced and
made it easier and less expensive to store more data. Today, ‘Big data’ has become capital for many tech
companies, analysts, statisticians to leverage it and create a value from it.

The term Big Data applies to datasets whose size exceeds the capacity of available tools to perform acquisition,
access, analytics, and/or application in a reasonable amount of time. “Data rich, information poor” (DRIP)
problems have been pervasive since the advent of large scale data collections or warehouses, but somewhat
mitigated by the Big Data approach, which supports informed (’though not necessarily defensible or valid)
decisions or choices. Big Data are useful for decision making only to the extent that they are analyzed or
processed to yield critical information (Tien, 2014). The present study focuses on, conceptual framework of the
big data and role of big data in banking sector. The study is relevant because of shifting of consumers from
traditional bank branches for the primary services to alternative services providers.

LITERATURE REVIEW

In the article ‘Big Data Analytics Enabled Smart Financial Services: Opportunities and Challenges (Ravi, 2017)
has observed that both financial service provider and the customer are going through a digital evolution. Their
concentration is in particular to banking industry which has evolved from just journal and ledger entry paradigm
to data and analytics driven banking operations, which subsumes online as well as offline customer behavior.
The paper highlights the potential benefits, of the new age technologies with a particular emphasis on the
banking industry.

A white paper published by EVRY (Yook Pei Shee, 2017) titled ‘Big data in banking for marketers: How to
derive value from big data’ has shown how Big Data can do to improve business value and which Big Data
applications marketers should consider to invest both their time and money in. it has comprehensive list of data
driven use cases and their value, which are deployed by successful marketing teams today. Such cases are
chosen for its relevancy to the banking sector and are backed by case studies from real organizations.

Viktor Mayer-Schoénberger and Kenneth Cukier in their book Big Data: A Revolution that Will Transform how
We Live, Work, and Think (Viktor Mayer-Schénberger, 2013) has extensively dealt with various aspects of Big
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data with examples from Google and Farecast. It narrates the origin of ‘Big Data’ in America, initial problems
faced by analysts and growth of big data analysis.

‘Big Data in Banking’ a book by Patrick Ranzijn demonstrates how to build and execute an effective Big Data
strategy in the context of finance data analytics (Ranzijn, 2018). It contains a wealth of information into a non-
technical overview of the issues and opportunities Big Data brings to the banking industry. It not only gives the
possibilities and potential pitfalls, but also an in-depth understanding of the economics and technology behind
Big Data applications in finance, investments, wealth and asset management. It helps you develop a robust
strategy for realizing the potential while avoiding the problems.

DEFINITION AND ORIGIN OF BIG DATA

Oxford English dictionary defines ‘Big data’ as ‘Data of a very large size, typically to the extent that its
manipulation and management present significant logistical challenges’. Investopedia defines ‘Big Data’ as
to the growth in the volume of structured and unstructured data, the speed at which it is created and collected,
and the scope of how many data points are covered. ‘Big Data’ often comes from multiple sources and arrives
in multiple formats.

Data that is unstructured or time sensitive or simply very large cannot be processed by relational database
engines. This type of data requires a different processing approach and is called ‘Big Data’. They use massive
parallelism on readily available hardware. (Technopedia)

Though the concept of ‘Big Data’ itself is relatively new, the origins of large data sets go back to the 1960s and
'70s when the world of data was just getting started, with the first data centers and the development of the
relational database. It was only in 2013 Mayer-Schonberger and Cukier gave a historical perspective on the
birth and evolution of ‘Big Data’. (Viktor Mayer-Schénberger, 2013)

Today, ‘Big Data’ is a competitive advantage. Enterprises are developing and using ‘Big Data’ tools to explore
their data troughs, to discover insights that could help them develop better relationships with their customers, to
identify new areas for business opportunities, and to better manage their supply chains, all in an increasingly
competitive business environment. ‘Big Data’ critically affect decisions, risk, informatics, services, goods, and
customization or personalization. In short, ‘Big Data’ can be used to improve services, products, and processes,
especially by supporting timely decisions.

CHARACTERISTICS OF BIG DATA
At the beginning ‘Big data’ was originally associated with only three key concepts: ‘volume, variety, and
velocity’ (coined by Doug Laney, VP and Distinguished Analyst with Gartner's). As more data poured in, it was
expanded to five key concepts with the addition of “veracity and value’. (Sathi, 2012) After further collection,
now experts identify ten characteristics and properties in ‘Big Data’. It is termed as the ‘10 V° of Big Data’.
(Firican, 2017). They are presented below

1. Volume: It is nothing but the amount of data. This can be of unknown value which is derived from sources
such as social media data feeds, click streams on a webpage or a mobile app, or sensor enabled equipment. For
some organizations this might be tens of terabytes of data, for others it may be hundreds of yottabytes (1000°
bits).

2. Variety: ‘Big Data’ deals with variety of sources for real time analytics and decision making including
analysis of call center conversations and their correlation with emails, trouble tickets (mechanism used in an
organization to track the detection, reporting, and resolution of some type of problem) and social media blogs.
The data includes unstructured text, sound video in addition to structured data.

3. Velocity: Velocity is the rate at which the data is received and acted on. There are two aspects to velocity,
one representing the throughput of data and the other representing latency. (Sathi, 2012) Throughput of data
(maximum rate of production or process) represents data moving in the pipes. When the amount of data is large
and growing the analytics infrastructure demands bigger pipes and latency represents the reporting environment
which now analyses the data in motion with reduced latency.

4. Veracity: Usually as ‘Big Data’ comes from sources outside the control, the problem of truthfulness and
accuracy always exists. Veracity represents both the credibility of the data source as well as the suitability of the
data for the target audience.

5. Value: When large amount of data is collected, it becomes useless unless it creates some value. The most
important part of ‘Big data’ initiative is to understand the costs and benefits of collecting and analyzing such
data to ensure that ultimately the data so collected can be monetized.
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6. Variability: Variability in ‘Big Data’ context refers to a few different things. One is the number of
inconsistencies in the data. Inconsistencies need to be found by anomaly and outlier detection methods in order
for any meaningful analytics to occur. It is also variable because of the multitude of data dimensions resulting
from multiple types and sources. Variability can also refer to the inconsistent speed at which big data is loaded
into your database

7. Validity: Validity which is similar to veracity refers to how accurate and correct the data is for its intended
use. According to Forbes, an estimated 60 percent of a data scientist's time is spent cleansing their data before
being able to do any analysis. The benefit from ‘Big Data’ analytics is only as good as its underlying data, so
you need to adopt good data governance practices to ensure consistent data quality, common definitions, and
metadata.

8. Vulnerability: Accumulation of ‘Big Data’ brings in security concerns. Data breach with big data is always
prime news. Unfortunately there have been many big data breaches. Hence ‘Big Data’ accumulators should
make proper arrangements to safeguard data.

9. Volatility: This refers to the property of ‘Big Data’ which is needed to be considered before it becomes
irrelevant, historic, or not useful any longer. In other words it is time duration of data to be stored. Before ‘Big
Data’, organizations tended to store data indefinitely as a few terabytes of data might not create high storage
expenses; it could even be kept in the live database without causing performance issues. Due to the velocity and
volume of ‘Big Data’ being generated, its volatility needs to be carefully considered. Rules need to be
established for data currency and availability as well as rapid retrieval of information when required. It should
be made sure that these are clearly tied to business needs and processes. With ‘Big Data’ the costs and
complexity of a storage and retrieval process are magnified.

10. Visualization: Data stored has to be plotted to understand it. Another characteristic of ‘Big Data’ is how
challenging it is to visualize. ‘Big Data’ visualization faces technical challenges because of limitations in
memory technology, poor scalability, functionality, and response time. Traditional graphs when trying to plot a
billion data points, so you need different ways of representing data such as data clustering or using tree maps,
sunbursts, parallel coordinates, circular network diagrams, or cone trees.

DRIVERS OF BIG DATA

As the developed economies use data intensive technologies, more and more people become technology savvy
which leads to information growth. With the arrival of new millennium, three factors are found to be the
creators of ‘Big Data’. They are ‘Consumers’, ‘Automation’ and ‘Monetization’. (Sathi, 2012) In case of
consumers, with the advent of the “Internet of Things’ (1oT), more objects and devices are connected to the
internet, gathering data on customer usage patterns and product performance, has paved way for creation of
information. Along with this the growth of tools and techniques has created a marketplace to analyze such
information. At the beginning, information was created only through text messages. Now its nature has
expanded rapidly including clips, photos and videos. Such analysis has been aided by growth in automation
sector. Interactive voice response (IVR), mobile devices, chats and call centres etc. are some of the avenues
where ‘Big Data’ is created. (Sathi, 2012) Such data can now be analyzed and organized. The biggest change is
our ability to modify the customer experience using such data. Monetization is nothing but the analytics of ‘Big
Data’ which is creating a new market place. Such information created from one industry can be synthesized,
categories and packed for reuse of another.

OBJECTIVES OF THE STUDY
The objectives set for the study are as follows
1) To present a conceptual overview of big data.

2) To analyze the role of big data in banking sector.

METHODOLOGY

The study is descriptive in nature. To accomplish the objective of the study, the secondary data has been
collected from various books, journals, RBI and Fintech Firm’s Reports. The study is based on secondary data
only.

BIG DATA IN BANKING SECTOR

The banking industry has been in comfortable position for decades with low customer turnover, almost no
regional competition, good personal relationships and trust as selling points and now much intervention from
regulators. Staying ahead of the curve was easy and there was no pressure to change
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The explosion of information technology has appropriated banks to serve the customers ‘anywhere anytime
banking’. The growth of ATMs, electronic payments, digital wallets, net banking and credit and debit cards are
fueled by the growth of information technology and country is moving towards cashless economy. “Global
economy is transforming into a digital economy, thanks to development of cutting edge technologies in digital
space, machine learning, artificial intelligence, internet of things, 3D printing and the like. Initiatives such as
Digital India, Start Up India, and Make in India would help the country to establish itself as a knowledge and
digital society. NITI Aayog will initiate a national program to direct our efforts in the area of artificial
intelligence, including research and development of its applications,” (Jaitley, 2018).

Under Such circumstances ‘data source’ plays a very crucial role in Marketing. . With appropriate use of
information technology financial service providers has an opportunity to compound their performance through
better understanding of customers. This leads to business efficiency which can also improve their margins and
revenue growth. It also leads to manage their risk efficiently. Banks are the generators of huge data which can
be tool for better decision making if properly analysed. The special lecture entitled ‘Big Data in a Small World’
delivered by Dr. David Bholat, who is an Analyst in the Statistics and Regulatory Data Division in Bank of
England and a visiting fellow at the Newcastle University, in itself is the proof of the volume of data generated.
He emphasises the use of ‘Big Data’ analytics in specific areas by the Bank of England for enabling efficient
policy decisions. ‘Big Data’ could be used to analyse emerging macroeconomic issues ranging from asset
guality of banks to the threat of deglobalisation. He described the suitability of text data, social media feeds and
granular-level data as hew-age enabler for advanced analytics and data visualisation.

Nowadays, it is believed that banking will not be just about saving, spending or servicing transactions. It will be
about banks acting as the alter ego of their customers, aiming to maximize their wealth and meet their financial
needs seamlessly. Financial advisory, Investment Management, facilitating commerce on both borrower and
lender side will take center stage and, taking a futuristic view, the entire value chain will be about “Automation,
(Block chain, Robotics Process Automation), Experience, (Artificial Intelligence, NLP & Language support)
and Assistance. (Humanoids, Holographic Banking & Robo-advisory). (Report of the Working Group on
FinTech and Digital Banking, 2017)

Now competitors from adjacent industries and financial technology startups are flooding the market with
innovative technology, drives deviation from the traditional banking model. ‘Fintech’ and “Bigtech’ firms are
capturing more and more of the banking value chain, providing services such as payments, checking and even
saving accounts. The new entrants pose a threat to banks by raising service expectations and coming between
banks and their customers. (Fergus Gordon, 2013) And to add insult to injury, customer’s attitudes have
fundamentally changed. They are making decisions much faster and have access to plethora of offers, leaving
financial institutions struggling for customer loyalty. (Fergus Gordon, 2013) The future of the banking
ecosystem will look much different from today and extend beyond core financial services. They could erode
much of the traditional bank revenues in the foreseeable future. (Marous, 2018)

Nowadays, banking industry possess large of amount of veracious data. Most banks have failed to utilize this
data. However, banks of late have started analyzing this data to reach their main objectives of marketing. By
using this data, banks would be able to reach their customers. Globally, generation Y, account for 27% (17.76
billion) of the world’s total population. In India, they are 34% (0.44 billion) of the country’s total population
accounts for nearly half of the working age population. Most of the monthly income of generation Y is spent on
essentials, entertainment and eating out. This is an indication of shifting of economy towards consumption
rather than savings. By spending around 17 hours a week on the internet, generation Y use technology to
connect with the world around them. They prefer online mode, rather than offline because of its convenience
and wider options. “We have to be where our customers are’ should be the best way to reach them. The use of
communication channels of their choice and social media is in the top of the agenda for this tech savvy
generation. These young customers offer a huge value proposition. Social media presence is no longer an
option, but a business imperative. It is nobody’s case that brick and mortar would disappear. (Social Media
Framework for Indian Banking Sector, 2013)

From the above the first step in improving and increasing the convenience and value for the customers is
technology enabled banking services through mobile apps, e-wallet solutions and personal finance management
tools (mTrakr) which are accepted by the customers. Other solutions such as Al, video and chat functions for
advisory services, crowd funding (RangDe,Milaap), P2P lending, social investing are acknowledged but in
nascent stage. (Fergus Gordon, 2013)

The world has entered what some regard as an era of ‘Digital Darwinism, a time where technology and society
are evolving faster than many organizations can adapt to the changes. The emergence of the digital five ‘social’,
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‘mobile’, ‘analytics’, ‘cloud’ and ‘internet of things’ is creating new and valuable sources of business
information, ways to interpret data and the means to do so cost-effectively. (India's Top Banks, 2017)

The drastic technological changes are demanding the banking sector to rethink of customer relationships and the
method of delivering value to meet customer needs in order to stay ahead of competition. Banks that leverage
agile technology will be able to bring products to market quickly and efficiently and also offer these products
via channels with which customers are most comfortable. Therefore, the clear prognosis is that the banks of the
future are not going to be the banks of yesterdays and today. (India's Top Banks, 2017)

IMPACT OF BIG DATA ANALYTICS ON THE BANKING INDUSTRY

There are 291 million urban mobile internet users and 187 million rural users as on December 2017. (The
Internet & Mobile Association of India (IAMAI) )The Central bank of the country is finalizing regulatory
framework to push internet banking. Adding fuel to this is encouraging internet population who are using
internet banking services. There lies a unique opportunity for the banking sector which has to be capitalized.
RBI proposes to implement a Central Information and Management system CIMS) comprising of Data
Warehouse (DW) and Data Lake (DL) which would include:

o Seamless data collection from regulated entities by creating system-to-system interface
o System driven data validation and data review

o Flexible and scalable data repository including DL

e Providing a state of the art data dissemination platform

Big data analytics enable businesses to access and analyze multiple data sources with rapid speed, improve
decision making, develop tailored services that meet consumer needs, and obtain better judgment of lending
activities thus minimizing losses. (McMalcolm, 2015) Using big data analysis could assist banking sector to
obtain competitive advantage in multiple ways.

First, it could provide tools and methods for banks to access data and perform analytics in minimum amount of
time and easy processes. (Manyika, 2011)

Second, big data analytics could enhance the predictive accuracy of future business plan outcomes by using
historical data. (Groenfeldt, 2016)

Third, big data analytics allows banks to innovate tailored products that could meet the changing requirements
of customers through understanding of specifics of customer behaviours and patterns. (Manyika, 2011)

Fourth, as the market and consumer behaviors involve many uncertainties, banks could use big data analytics to
track consumer transactional behaviors and manage risks of default. (Guo, 2016)

Finally, ‘Big Data’ analytics can act as cost saving way to banking sector by tracking and monitoring
consumers’ information and reduce potential losses from defaulting. (Keshetri, 2016) Particularly with the help
of Big Data analytics, banking sector can transform the semi structured and unstructured data into structured
data using algorithms and then analyze it for business performance improvements. In this way, banks can
segment data and track typical customers’ financial transaction behaviors across various segmentations to
provide personalized services, and build and maintain loyal customer base.

CONCLUSION

Banks generate data through multiple channels, such as offline consumption and online transactions. Banking
sector of the country is the mainstream of the economy and boosts financial deepening by providing more
services and better access for different socio-economic groups. With government initiatives like ‘Digital India’
and Jan Dhan, vast amount of data is generated with banks and other government bodies. With the government
initiative for providing digital platform, more and more people have come under the umbrella of digital world.
The banking sector could generate more of data by its integration with other government departments, could
help banking firms for analysis of the data. Thus baking firms can change their strategy for creating customer
relationship and design products for satsfying customers needs.

REFERENCE
e Fergus Gordon, J. D. (2013). Banking in a Digital World. New York: A. T. Kearney.

e Firican, G. (2017, February 8). twdi.org. Retrieved November 21, 2018, from
https://tdwi.org/articles/2017/02/08/10-vs-of-big-data.aspx

30




International Journal of Advance and Innovative Research ISSN 2394 - 7780
Volume 6, Issue 1 (111): January - March, 2019

o Groenfeldt, T. (2016, March 28). Big Data in Finance Can Improve Retention and Returns. Retrieved
November 22, 2018, from Insights: https://insights.samsung.com/2016/03/28/big-data-in-finance-can-
improve-retention-and-returns/

e Guo, S. Y. (2016). Big Data Concepts, Theories, and Applications. Basel: Springer.
¢ India's Top Banks. (2017). Mumbai: Dun and Bradstreet Information Services India Limited.
o Jaitley, A. (2018, February 01). Budget Speech. Delhi, Delhi, India: Government of india.

e Jiwat Ram, H. Y. (2017 ). EXAMINING IMPACTS OF BIG DATA ANALYTICS ON CONSUMER
FINANCE: A CASE OF CHINA. International Journal of Managing Information Technology (IJMIT)
Vol.9, No.3, , 13-22.

o Keshetri. (2016). Big data’s role in expanding access to financial services in China. International Journal of
Information Management , 297-308.

e Manyika, J. C. (2011). The next frontier for innovation, competition and productivity. Mckinsey.

e Marous, J. (2018, November 25). The Future of Banking Extends Beyond Financial Services. Brecksville,
Ohio, USA.

e McMalcolm, J. (2015, April 27). Is Big Data Helping Improve Consumer Finance?

e Ranzijn, P. (2018). Big Data in Banking: With Applications in Finance, Investment, Wealth and Asset
Management. Wiley.

e Ravi, K. &. (2017). Big Data Analytics Enabled Smart Financial Services: Opportunities and Challenges.
Springer International Publishing , 15-39.

e (2017). Report of the Working Group on FinTech and Digital Banking. Mumbai: RBI.
e (2001). Report on Internet Banking. Mumbai: Reserve Bank of India.

e Sathi, D. A. (2012). Big Data Analytics: Disruptive Technologies for Changing the Game. Boise: IBM
Corporation.

e (2013). Social Media Framework for Indian Banking Sector. Hyderabad: Reserve Bank of India.

e Technopedia. (n.d.). Retrieved November 20, 2018, from Technopedia:
https://www.techopedia.com/definition/27745/big-data

e The Internet & Mobile Association of India (IAMAI) . (n.d.). Retrieved November 21, 2018, from
https://www.iamai.in/

e Tien, J. M. (2014, Winter). Overview of Big Data A US Perspective. The Bridge , pp. 12-19.

e Viktor Mayer-Schonberger, K. C. (2013). Big Data: A Revolution that Will Transform how We Live, Work,
and Think. New York: Houghton Milfflin Harcourt .

o Yook Pei Shee, D. C. (2017). Big data in banking for marketers. Fornebu: EVRY.

31




International Journal of Advance and Innovative Research ISSN 2394 - 7780
Volume 6, Issue 1 (111): January - March, 2019

A CONCEPTUAL STUDY ON E-COMMERCE AND E-MARKETING WITH REFERENCE TO AMAZON

K. Umesh Shetty' and Bhanuprakash?
Dean’, Faculty of Commerce
Lecturer?, Alva’s College, Moodubidire (D.K)

ABSTRACT

This paper aims to build a structured literature review to the field of E-Commerce and E-Marketing. Electronic
Commerce, commonly written as e-commerce, is the trading or facilitation of trading in products or services
using computer networks, such as the Internet, Electronic commerce draws on technologies such as mobile
commerce, electronic funds transfer, supply chain management, Internet marketing, online transaction
processing, electronic data interchange (EDI), inventory management systems, and automated data collection
systems. Modern electronic commerce typically uses the World Wide Web for at least one part of the
transaction’s life cycle, although it may also use other technologies such as e-mail. This study is conducted so
see how the consumers’ brand perception and purchasing decisions are influenced by different online
marketing tools used across the industries such as Word of Mouth, online chat assistance and Email
advertising.

Generally speaking the trend of e-commerce has been increased rapidly in the recent years with the
development of internet and due to the easy accessibility of internet usage. Easy access to internet has driven
consumers to shop online. In fact, according to the University of California, Los Angeles communication policy
(2001), online shopping is the third most popular activity on the internet after email using and web browsing.
Globally more than 627 million people have done online shopping so far. World’s biggest online shoppers
include Germans and British. Books, airline tickets/reservations, clothing/shoes, video games and other
electronic products are the most popular items purchased on the internet. To this paper both primary data and
secondary data were used. Primary data were collected through structured questionnaire and for secondary
data referred various online journals, internet and company website.

Keywords: E-Commerce, E-Marketing, Company strategies, Technology

1. INTRODUCTION

Through electronic marketing and internet communication, business firms are coordinating different marketing
activities such market research product development, inform customers about product features, promotion,
customer services, customer feedback and so on. Online shopping is used as a medium for communication and
electronic commerce, it is to increase or improvise in value, quality and attractiveness of delivering customer
benefits and better satisfaction. That is why online shopping is more convenient and day by day increasing its
popularity.

Not only benefits but also risk is associated with online shopping. Generally speaking internet users avert online
shopping because of credit-card fraud, lack of privacy, non-delivery risk, lack of guarantee of quality of goods
and services. Concerned authorities are devising policies to minimize the risk involved in e-business.

E-Commerce - E-commerce is the activity of buying or selling of products on online services or over the
Internet. Electronic commerce draws on technologies such as mobile commerce, electronic funds transfer,
supply chain management, Internet marketing, online transaction processing, electronic data interchange (EDI),
inventory management systems, and automated data collection systems. Modern electronic commerce typically
uses the World Wide Web for at least one part of the transaction's life cycle although it may also use other
technologies such as e-mail. Typical e-commerce transactions include the purchase of online books (such as
Amazon) and music purchases (music download in the form of digital distribution such as iTunes Store), and to
a less extent, customized/personalized online liquor store inventory services. There are three areas of e-
commerce: online retailing, electric markets, and online auctions. E-commerce is supported by electronic
business.

E-Marketing- Email marketing is the act of sending a commercial message, typically to a group of people,
using email. In its broadest sense, every email sent to a potential or current customer could be considered email
marketing. It usually involves using email to send advertisements, request business, or solicit sales or donations,
and is meant to build loyalty, trust, or brand awareness. Marketing emails can be sent to a purchased lead list or
a current customer database. The term usually refers to sending email messages with the purpose of enhancing a
merchant's relationship with current or previous customers, encouraging customer loyalty and repeat business,
acquiring new customers or convincing current customers to purchase something immediately, and sharing
third-party ads. Email marketing has evolved rapidly alongside the technological growth of the 21st century.
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The Amazon company was founded as a result of what Jeff Bezos called his "regret minimization framework",
which described his efforts to fend off any regrets for not participating sooner in the Internet business boom
during that time. In 1994, Bezos left his employment as vice-president of D. E. Shaw & Co., a Wall Street firm,
and moved to Seattle, Washington, where he began to work on a business plan for what would become
Amazon.com.

Product list provided by Amazon
* Clothing

» Footwear

* Mobile and accessories

» Computers

» Watches, bags and wallets
» Camera

» Books

» Home and kitchen appliances
» Beauty and health care

* Pens and stationery

» Games

* TV, videos and audios

e Toys

» Music, movies and posters
» Baby care

» Sports and fitness, etc.

I1. OBJECTIVES OF THE STUDY

The purpose of this study is to synthesize the representative existing literature on consumer online shopping
attitudes and behaviour based on an analytical literature view. In doing so, this study attempts to provide a
comprehensive picture of the status of this subfield and point out limitations and areas for future research. The
purpose of this research study is to investigate online consumer behaviour, which in turn provides E-marketers
with a constructional framework for fine-tuning their E-businesses’ strategies.

The specific objectives of this research are

* To understand the concepts of e-commerce and e-marketing.

» To know the process of e-commerce and e-marketing.

» To know the benefits of e-commerce and e-marketing.

» To understand the factors this will influence the purchase intention in online shopping.
» To study the customer’s level of satisfaction with regard to online shopping.

» To learn how the delivery is made from retailer to consumer.

» To examine whether customers prefer online shopping to physical stores.

I1l. RESEARCH METHODOLOGY

This paper is based on conceptual study. For this purpose the primary data is collected from the respondents. A
total of 150 respondents were selected through simple random sampling random sampling method from all over
Karnataka state. The data used in the paper are both primary data as well as secondary data. With regard to the
sampling plan, the convenience sampling is used for the purpose of collecting the data. The primary data
collected was done with the help of unstructured questionnaire. The secondary data were collected from reports,
research journals, company website and surfing on the Net.

IV. ANALYSIS OF DATA AND FINDINGS
Simple percentage analysis was used to analyses, the collected data. It states the frequency and percentage of
the profile, attitude and opinion regarding the people.
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Table-1: Age of the respondents

AGE NO. OF RESPONDENTS PERCENTAGE
Below 18 38 25.33
18 -29 59 39.33
30 -49 32 21.33
50 and above 21 14
Total 150 100

Source: Primary data

From the above table it is shown that 25.33% of the respondents are aged below 18, 39.33% between age 18 to
29, 21.33% between the age 30 to 49 and 14% above the age 50. The majority of the respondents are aged

between 18 to 29 years.

Table-2: Gender of respondents:

GENDER NO. OF RESPONDENTS PERCENTAGE
Male 108 72
Female 42 28
Total 150 100

Source: Primary data

From the above table it is shown that 72% of the respondents were males and 28% of the female respondents
were female respondents. The majority of the respondents were males.

Table-3: Occupation of respondents

OCCUPATION NO. OF RESPONDENTS PERCENTAGE
Business 27 18
Employed 33 22
Students 69 46
Others 21 14
Total 150 100

Source: Primary data

From the above data it is shown that 18% of the respondents are engaged in business, 22% are employed, 46%
are students and 14% are other occupation. The majority of the respondents were students.

Table-4: Educational background of respondents

EDUCATION NO. OF RESPONDENTS PERCENTAGE
Matriculate 33 22
Non-Matriculate 12 08
Graduation 72 48
Post-Graduation 33 22
Total 150 100

Source: Primary data

From the above data it is shown that 22% of the respondents are matriculate, 8% are non-matriculate, 48% are
graduation and 22% are post-graduation. The majority of the respondents were graduation.

Table-5: Income of respondents

INCOME(P.M.) NO. OF RESPONDANTS PERCENTAGE
Below Rs.5000 27 18
Rs.5000 — Rs.10000 24 16
Rs.10000 - Rs.25000 51 34
Rs.25000 & above 48 32
Total 150 100

Source: Primary data

From the above data it is shown that 18% of the respondents have a monthly of Rs 5000 and below, 16% are
between Rs. 5000 and Rs. 10000, 34% are between Rs. 10000 and Rs. 25000 and 32% are above Rs.25000.
The majority of the respondents had income between Rs. 10000 and 25000.
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Table 6: Period of internet users

PERIOD OF USAGE NO. OF RESPONDENTS PERCENTAGE
Less than a year 42 28
1 - 3 years 27 18
3 —5years 51 34
More than 5 years 30 20
Total 150 100

Source: Primary data

From the above data it is shown that 28% of the respondents have used internet for less than a year, 18% have
used internet between 1 to 3 years, 34% have used internet between 3 to 5 years and 30% have used for more
than 5 years. The majority of the respondents have used internet for 3 to 5 years.

Table-7: Users of Amazon

USERS NO. OF RESPONDENTS PERCENTAGE
Users 124 83
Non-Users 26 17
Total 150 100

Source: Primary data

From the above data it is shown that 83% of the respondents use Amazon and 17% of the respondents don’t use
Amazon. The majority of the respondents use Amazon.

Table-8: Respondent’s buying behaviour

PRODUCTS PURCHASED NO. OF RESPONDENTS PERCENTAGE
Stationery 18 12
Electronics 51 34

Clothes 54 36
Cosmetics 15 10
Others 12 08
Total 150 100

Source: Primary data

From the above data it is shown that 12% of the respondents have purchased stationery products, 34% of the
respondents have purchased electronics, 36% of the respondents have purchased clothes, 10% of the
respondents have purchased cosmetics and 8% of the respondents have purchased other products. The majority
of the respondents have purchased clothes.

Table-9: Shopping for the first time on Amazon

TIME PERIOD NO. OF RESPONDENTS PERCENTAGE
Less than 6 months 12 8
6 months to 1 year 69 46
1 -5 years 51 34
More than 5 years 18 12
Total 150 100

Source: Primary data

From the above data it is shown that 8% of the respondents have shopped on Amazon for the first time in the
last 6 months, 46% of the respondents have shopped on Amazon for the first time between 6 months to 1 year,
34% of the respondents have shopped on Amazon between 1 to 5 years, 12% of the respondents have shopped
on Amazon before 5 years. The majority of the respondents have purchased on Amazon between the time
periods of 6 months to 1 year.

Table-10: Frequency of purchase on Amazon

TIMES PURCHASED NO. OF RESPONDENTS PERCENTAGE
Once 39 26
2 — 4 times 42 28
4 — 6 times 51 34
More than 6 times 18 12
Total 150 100

Source: Primary data
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From the above data it is shown that 26% of the respondents have shopped once on Amazon, 28% of the
respondents have shopped 2 to 4 times on Amazon, 34% of the respondents have shopped 4 to 6 times on
Amazon, and 12% of the respondents have shopped more than 6 times on Amazon. The majority of the
respondents have purchased 4 to 6 times.

Table-11: Satisfaction level of respondents

SATISFACTION LEVEL NO. OF RESPONDENTS PERCENTAGE
Highly Satisfied 33 22
Satisfied 67 45
Dissatisfied 28 18
Highly Dissatisfied 22 15
Total 150 100

Source: Primary data

From the above data it is shown that 22% of the respondents are highly satisfied, 45% of the respondents are
satisfied, 18%of the respondents are dissatisfied, and 15% of the respondents are highly dissatisfied. The
majority of the respondents are satisfied with Amazon.

Table-12: Customer preference

LIKELY TO BUY NO. OF RESPONDENTS PERCENTAGE
Amazon 81 54
Others 69 46
Total 150 100

Source: Primary data
From the above data it is shown that 54% of the respondents prefer to purchase on Amazon and 46% of the
respondents prefer to purchase on other sites. The majority of the respondents refer to use Amazon.

Table-13: Reason to choose Amazon

REASON TO CHOOSE AMAZON NO. OF RESPONDENTS PERCENTAGE
Good customer service 52 34.67
Good prices 58 38.66
Delivery and other services 12 08.00
Others 28 18.67
Total 150 100

Source: Primary data

From the above data it is shown that 34.67% of the respondents choose Amazon because of its good customer
service, 38.66% of the respondents choose Amazon because of its good prices, 08% of the respondents choose
Amazon because of its delivery and other services, 18.67% of the respondents choose Amazon because of other
reasons. The majority of the respondents chose Amazon because of its good prices

Table-14: Barrier to Amazon

BARRIERS NO. OF RESPONDENTS PERCENTAGE
Giving credit card details 63 42
Giving personal information 33 22
Shopping in actual store 34 23
Others 20 13
Total 150 100

Source: Primary data

From the above data it is shown that 42% of the respondents are worried about giving out credit card details,
22% of the respondents don’t like giving out their personal information, 23% of the respondents feel it’s
better to shop in an actual store, 13% are for other reasons. The majority of the respondents are worried about

giving credit card details.
V. SUMMARY

Major findings of the study are
o The research reveals that most of the users of Amazon are males in comparison to females i.e. 72% of males

are interested in shopping through Amazon. (Table No. 02)
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o About 83% of the respondents use Amazon. (Table No. 7)

e Majority of the users of Amazon are 46% that are students. (Table No. 3)

o From the study it is evident that 83% of the respondents prefer Amazon over other sites. (Table No. 12)
o |tis found 38.66% respondents that prefer Amazon for its good prices. (Table No.13)

o |tis found that 36% of the respondents are interested in purchasing clothes on Amazon. (Table No. 8)

o From the study it is found that 34% of the respondents have purchased more than 4 to 6 times from
Amazon. (Table No. 10)

o It explains that about 45% of the respondents are satisfied with the facilities of Amazon. (Table No. 11)
o |tis found that 42% of the respondents fear giving out their credit card details. (Table No. 14)

VI. LIMITATIONS

The instruments used for this study need to be subjected to more statistical tests in order to establish a more
robust validity and reliability. Due to the time constraints, the researcher has not made use of statistical tool.
One of the main limitations of this study is security. In most cases, people are hesitant to provide their personal
and financial details

VII. CONCLUSION

The study conclude that majority of the customer prefer shopping through Amazon rather than other.
Considering the fact that there are many of middle class less educated people in India Amazon although has
many of impact on middle class people but it should think about less educated people as now only educated
people are using the Amazon. Amazon should increase the variety of products and they should go with
qualitative products so as to satisfy the people who are willing to purchase through Amazon despite of this
Amazon is providing less cost products which helps to serve middle as well as other relevant people of the
society.
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ABSTRACT

Customer retention is a vital part of any business’s success. And there are some very good reasons for that. Did
you know that increasing customer retention rates by 5% can increase profits 25-95%. Customers would benefit
if brands delivered deals and coupons to their mobile devices. This practice is becoming more and more
targeted and sophisticated. Purchase histories allow you to send promotions on products or services you know
a customer likes. In fact, most Millennials have their smartphones with them at all times, and, not
coincidentally, Millennials also represent the second-highest tier of mobile payment spending, with 23% of
them using mobile pay at least once a week, according to Fortune. Company that’s already learned how to
leverage mobile pay for customer service is Starbucks. They managed to boost customer use of mobile pay
through their mobile app by offering special offers and discounts for purchasing through the app. In this
attempts to identify the importance of technological platforms in customer retentions strategies followed by
different policies.

Keywords: Customer retention, technological platforms, Millennials, Mobile payments.

I. INTRODUCTION

The customer retention strategies adopted by the Corporate Sector., there is a huge requirement of
understanding the whole cycle of customer retention strategies. It could be helpful in developing the intellect
about the fact that how a company reached the stage of customer retention and most importantly the
significance of customer retention strategies could also be identified. Here, at the same juncture, it is essential to
understand that through customer retention the company can ensure that they have loyal customers but the
loyalty of customers can never be developed or gained in just one or two transactions.

It is a continuous process, and before customer retention strategies there are lots of other elements that come
into the picture. The cycle of customer retention starts from the customer perception that is very stage to reach
customer retention. The customers gathered information about the product or can get information from various
sources. Thus, it is something that helps them in creating their perception towards the product by information
gathered by them. The customer perception could also be established as the image of the company among the
society and common people. It is something that lay down the foundation of customer retention could take place
or not. Ahead, another stage is related to customer experience. This is a stage that comes after the customer
perception. Once, if the customer found the product or services, then it could be purchased or used by them.
Thus, here the positive stimuli have already been established. It is very significant that what company has
presented and what they have delivered both must be same from customer’s point of view. The difference
between the customer experience and customer perception is something that put adverse impact on the brand
value of the company. It is to acknowledge that it is a very common scenario that if the company is not able to
fulfil their promises, then it affects their name negatively .

The 106 promises and claims that have been made by the company must be fulfilled under any circumstances.
However, on the failure of such aspects, the connections among the companies will be disconnected. On the
contrary, if the company can fulfil their promises then it can help on the ground of reaching the next stage of
reaching towards the customer retention. The next stage is related to immense customer satisfaction. If the
experience of using the product or service is positive, then it can enable them to focus on the attainment of
customer satisfaction. It is most crucial stage that must be achieved by the organisations.

The Corporate Sector has to ensure that their business practices, product portfolio and service quality must have
the potential to satisfy the customers. The customer satisfaction proves that company can achieve their
objectives and goals. However, it is just a starting off building a long-term relationship with the customers.
After the positive experience and customer satisfaction, the customers will be inclined towards the repetition of
purchase.

They will become the regular customers for the company, and thus, the company is required to manage their
reputation on the regular basis. It is a process that must be repeated for sufficient amount of time. The purchase
repetition and customer satisfaction both should come into existence. It develops the confidence of the
customers, and after some time, they become the loyal customers for the organisation. Customer loyalty is just a
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prior stage to reach customer retention. Through customer loyalty, it becomes easier to target the market and to
attain the business goals within the stipulated period. Once the customer loyalty reached its pinnacle, the
company can automatically retain their customers for the longer period. Thus, every customer retention strategy
starts from positive customer experience and attaining the customer satisfaction. The customer retention is a
long process that could be ensured in the form of repetition of purchases made by customers. These entire stages
of reaching towards the customer retention could be helpful immensely on the ground of building a relationship
with customers and improving the brand value of the company. The entire cycle suggests that it is highly
required to show commitment and dedication to their business operations. The strategies must be formed with
relevance to the promotions made by the company so that the perception level of customers could be met out
(Smith and Taylor, 2004).

I1. COMPETITIVE ANALYSIS OF CORPORATE SECTOR

The Corporate Sector is the industry where the customers have the leverage to select particular product out of
many products as the Inc. stores have a huge stock of a variety of products. It is to acknowledge that Corporate
Sector is a cluster of new kind of shopping stores where the stores provide various products under one roof. To
understand the future of the Corporate Sector in India, the competitive analysis is conducted, and it might help
immensely on the ground of understanding the growth prospects for the industry. Further, the challenges,
threats, and opportunities could also be identified easily.

SWOT ANALYSIS OF INDIAN CORPORATE SECTOR

Strengths Weaknesses

15 percent of expected growth * Most of the retail outlets are owned by financial
» 2 nd largest contributor to GDP investors and not by developers or retailers

» 30 percent increase in disposable income » Unavailability and skyrocketing prices of prime
« Change in consumer buying behavior catchment’s areas

« More than 25m sq ft of retail space » Shortage of experienced human personnel in facility
* Everything under one roof management

 Modern Skyscrapers « Lacks differentiated of‘ferings

Opportunities THREATES

Maijority of Tier Il and Il cities are still untapped Inadequate availability of Finance

* Growth in aspiration consumer class * Unorganized retail stores still capture 95 percent of
* Nation of youth, with average age of 24 years the market

» Growing Urbanization * Intrinsic complexities of retailing such as the threat
« India is emerging as retail destination from the product, rapid price change.

» Growth in e-commerce

I11. EMPIRICAL EVALUATION FIVE RETAIL STORES UNDER STUDY AND THEIR
CUSTOMER RETENTION STRATEGIES

The description of five retail stores is given below in a detailed manner. It consists of description of the

company along with their customer retention strategies and plans:

I. Big Bazaar

The retailer that has significantly impacted the shopping behaviour of Indian customers is Big Bazaar. It is the
largest hypermarket chain in India with more than 36000 employees, and 215 divisions. It has stores in more
than 240 cities across the nation with over 11 million square feet of retail space. On an average, around 330
million customers walk into its stores in a year whose needs and wants are fulfilled by more than 30000 small,
medium and large entrepreneurs. Future Bazaar group is the real group that has changed the shopping pattern in
India for the very first time. The Big Bazaar was the venture that becomes very much popular among the
people, and it transformed the whole environment of shopping within the India. It operates in different models
such as hypermarket, supermarket and home segments. It is to acknowledge that the performance of brand is
excellent, and they have given tough competition to the unorganised retail sector. Big Bazaar is responsible for
introducing the mall culture for the shopping, and they just get the privilege of being an initiator. The range of
products and accessories is huge within the Big Bazaar, and it is something that allows the brand to attract a
number of customers. The USP of the brand is that they have launched a variety of campaigns and strategies
just to retain the customers and to put a positive impact on them. It is essential to focus on the fact that the big
bazaar has so many competitors these days, and the industry analysis suggests that there are varieties of
elements that are required to be handled in an appropriate manner (Sharp, 1991)19.
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The big bazaar was founded in the year 2001 with the tagline of “iss se sasta aur acha kuch nahin” and till now
located more than 100 locations all over the India. It is one of the most successful hypermarket chains or retail
store in India. The tagline of the group was appealing, and the brand has justified with the same ivarious ways.
The tagline itself suggests that the group is aiming to reshape the shopping aspects within the India by providing
the daily items at a cheaper rate. The business strategy of Big Bazaar was very much clear that they have
divided the market into the three segments so that they can implement their strategies in an appropriate manner.
Ahead it is also clear that the cluster of these three theories or facts allows them to get a hold on the Indian
market and to capture the maximum market share. The very first theory suggests that the maximum population
of the India belongs to the upper middle class and lower middle class that become the targeted segment of the
Indian market. It becomes the basis of their strategies, and entire plan revolves around the same (Lamb, Hair
and McDaniel, 2011)20.

1. Wal-Mart

In world’s retail sector the name of Wal-Mart is huge, and they have transformed the entire industry by their
exceptionally well strategies and business operations. Wal-Mart can create their huge market share with the help
of unique business idea and excellent execution of the plans and business trajectories. The company is based in
America and has its operations all around the world. The retail giant operates the hypermarkets, departmental
stores, and grocery stores. The company was founded by Sam Walton in the year 1962, and since then it has its
operations in various parts of the world. The count of stores for the country is 11598 stores, and they have their
stores in approx 30 countries. In India, the retailer operates as Best Price Stores with 20 stores across 8 states.
By revenue generation capacity, the cited organisation has surpassed all other organisations and has witnessed
the huge success in the field of retail industry. They have done the partnerships with so many other companies
that allow them to diversify into various fields and most importantly the expansion has also done
extensivelyThe Indian customers also appreciate the presence of cited company into their region. However, the
operations of a retail giant within India are very restrictive and limited to certain cities. The expansion is in the
planning phase but still the response is very good and strong. The entry of Wal-Mart is quite surprising as they
started their business at very late phase and in very limited way. The company enters into the Indian market
with the potential of growing as generating revenues the Indian market is immense. In India, the company starts
its operations in the year 2007 when they come into a joint venture with Bharti Enterprises. It was very crucial
for the India retail sector.

I1l. Easy Day

Out of various renowned names into the retail industry within the India, one of the major names is the Easy
Day. The brand name is very popular in India and deals with the departmental stores. It is owned by the Bharti
Enterprises Limited and has its operations in the various states of India. The customer base for the brand is very
huge, and they commenced their business in the year 2007, and the first store was opened in the year 2008 in
Punjab. One of the most significant aspects is that Future group and the Bharti Enterprises has come up with the
merger in which both the organisations started to work with each other. Big Bazaar and the Easy day has
become the combined unit, and it makes the retail chain as India’s biggest retail chain. Now the number of
stores is 570 stores in more than 250 cities in India and now the Easy day operates under the brand Big Bazaar.
Here, it is to acknowledge that the brand value of the Easy Day is not very much huge, and it just faces tough
competition from the competitors. The position of Easy Day is weaker than other retail companies (Plant,
2000)28. Further, the threat of unorganised retail stores could be witnessed immensely upon the operations of
Easy Day. It is clear that the presence of the brand is not so impressive, and they need to work hard on their
brand recognition to put the huge impact in the mindset of customers. The retail store struggled a lot with their
operations, supply chain and logistics. The impact of these elements could be realised in their services as well.
It is to acknowledge that the Easy Day is associated with one of the very big brands, but the execution of the
strategies is not so proper. Innovation is something that lacks into the business plans of the cited organisation.
However, there are certain aspects that are required to be analysed that enable them to focus on improving their
position in the Indian market.

IV. Reliance Mart

The stores of Reliance Mart are owned by one of the most influencing and conglomerates company Reliance
Industries. The Reliance Mart operates under a subsidiary of Reliance Industries named Reliance Retail. It was
founded in the year 2006 and till now operates into the various cities of India, and the number of stores is
around 2000. The Reliance Retail deals in a variety of items by the name of a variety of stores. One is the
reliance fresh where the food and vegetables sold to the people. Another retail outlet is completely dedicated to
the electronic items and white goods. Ahead, the Reliance footwear sold the footwear to the customers. Same
wise the Reliance Retail has so many stores where they sold the specialised category of items and products.
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The Reliance Mart provides the most diversified variety of items that are also related to the entertainment and
leisure, travel facilities, educational products and so on. Thus, the diversification of various kinds of services
and product range is the major strength of the Reliance Mart. It allows them to cater some customers and mostly
the customer retention strategies also come into practices in an appropriate manner. It is India’s most diversified
and highly expanded retail companies. It has utilised its resources in a good manner and most importantly the
invested a lot into expanding its business in an appropriate manner. The Reliance Retail has all around 45
subsidiaries that operate with different names and provide a different kind of items. To retain its customer,
Reliance came up with an offer "Reliance One"; it is a common membership and loyalty program across all its
formats and is based on the philosophy of "Earn Anywhere, Spend Anywhere". Thus, it is clear that the
company has adopted the strategy of creating the specialised stores as per the needs of customers (Shahjahan,
2006)31. For each and every kind of product, they have different stores that are unique and differentiate strategy
practised by the Reliance Retail. The success of this kind of strategy was always in doubt due to the increment
in operating cost.

V. Tesco

Just like Wal-Mart, Tesco is also a big name in the world’s retail industry. Tesco has dominance into the
European market, and it just affects the retail industry at very large scale. The cited giant retail deals into a
variety of kinds of retail stores supermarkets, hypermarkets, convenience stores, and mega stores. Tesco is UK
based organisations and has its operations all across the globe. In India, the level of restrictions is very high, so
Tesco has also entered into joint venture within the Indian Territory. The retail industry has many entry
restrictions into the retail industry; the direct investments cannot be made by the foreign firms, so the companies
chose another way to operate in the Indian market. The foreign firms understand the potential of the Indian
market and try to ensure their presence in the India. Tesco has also made alignment with the fact that in future
India can become the hub for the retail industry, so they come into JV with the Tata under the name Star Daily
and Star Bazaar.
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VII. ROLE OF DIGITAL TECHNOLOGIES IN CUSTOMER RETENTION

Digital technologies have made it easier than ever for marketers to demonstrate the return on investment from
their initiatives, making them much more accountable as a result. In this climate, it’s natural for businesses to
want the biggest bang for their marketing buck. It’s therefore surprising to see so few businesses consider what
happens after a customer converts, or strive to understand what the customer’s journey has been to that point. In
an age where it costs five times more to acquire a new customer than it does to keep an existing one, this has to
be an oversight.

With this in mind, below are three steps businesses should take to provide an exceptional customer experience,
and increase client retention and conversion as a result.
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1. Focus on the customer experience

One of the best ways to keep users coming back for more is to ensure that every aspect of their experience with
a brand is of the highest standard possible. This might sound obvious, but many businesses still don’t place
enough importance on what is known as the ‘customer experience’ (CX). Advances in technology are central to
this discussion and an increasing diversity of platforms has both made customer journeys more complex and
afforded users evermore choice in how and where they interact with organizations online. Increased innovation
has raised the bar too, as particularly forward-thinking competitors (within and outside their own sector) raise
customer expectations even further. So, while the customer experience is now more important than ever, it has
simultaneously become more difficult to manage. Organisations can tackle this challenging landscape via
activities such as customer experience mapping, ensuring that all digital platforms work together to meet the
needs of the consumer and that the appropriate messages are delivered at the right time to achieve maximum
impact.It’s also important of course that CX is continually reviewed and refined through usability testing and
usability reviews, to ensure it remains on track for success.

2. Simplify the customer experience
While digital technologies have introduced challenges to delivering exceptional customer experiences, they can
of course also be used to support this.

For example, with a greater number of channels available, it becomes possible to make content more accessible
- something which has become particularly important as users increasingly search for information on the move.
Content can even be tailored according to different device capabilities and user motivations if using a ‘create
once, publish everywhere’ model.

Customers want a pain-free way to be able to access the information that they need, and websites with self-
service capabilities can both improve the ease with which users can complete this task, and encourage them to
engage more deeply with an organisation. It’s an approach that applies beyond e-commerce too. A Box UK
client for example, TBC Bank, has given its customers better access to their financial information (and driven
up adoption for mobile banking) by enabling them to analyse their finances in detail through sophisticated
personal finance management (PFM) applications.

3. Personalizes the customer experience

Alongside self-service tools, there are a humber of other ‘delighters’ that businesses can introduce into their
digital strategy to make sure the experience users have is one they’ll want to repeat. Just as with traditional
physical interactions, these often relate to the quality of service being delivered and encompass everything from
the smallest micro interaction right through to the processes and strategies at the very heart of the organisation.
Once the basic functionality of a website is completed, web designers must focus on the elements that, when put
together, help to enhance CX - reliability, usability, proficiency and finally, creativity. Furthermore, if
organisations take a structured approach to the collection, processing, storage and analysis of customer data,
using this to personalise the content delivered, the relevance and impact of their business messaging will
increase.And when data is truly aligned with business goals, the reward is deep insight into individual user
behaviour and profiles, which can be used to further develop the effectiveness of personalisation efforts.

Seamless, streamlined and special

Following the best practice highlighted above is a great way to get started with a customer retention strategy.
However, the initiatives that make an audience stay and encourage them to keep coming back will always
depend on the specific circumstances and requirements of each business. In today’s landscape of limitless
choice and limited attention spans, businesses need to deliver a customer experience that’s seamless,
streamlined and special in order to succeed — but the benefits that they stand to gain make it an approach that is
worthy of pursuit.

VIIl. CONCLUSION

The aim of this research is to examine the impact of IT enabled factors or process on customer satisfaction and
retention. After the analysis of the result, this research concluded the following This research found that cost
reduction has a significant and positive impact on customers’ satisfaction. This means that information
technology had enabled reduce its product prices and helped customers to reduce their cost, as such, reduction
in customers cost satisfies. However, this research found that, cost reduction does not have impact on
customers’ retention. Therefore IT enabled cost reduction has a significant and positive impact on customer
satisfaction but not on customer retention. It was found in this study that speedy process has a significant and
positive impact on customers’ satisfaction. Similarly, this research also found that speedy process has
significant and positive impact on customers’ retention.
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According to the findings of this research, communication and relationship has a significant and positive impact
on customers’ satisfaction. This shows that information technology enhanced the communication and
relationship between companies and its customers’ through the use of facebook and twitter that enables
customers’ on recent activities and promotions and the e-customers service center that helps customers’ with
shopping issues.
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ABSTRACT

In the present competitive world marketing of any product or service with our digital platform is not practically
possible. Success of tourism is also not excluded in the scenario. Rural tourism enterprises are also focusing on
e-marketing and ICT (Information and communication Technology). Web based promotion, Social media
marketing and e-payment in now common in rural tourism. This paper tries to find out what are the problems
and prospects of rural tourism in Indian in general and in Karnataka in particular.
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INTRODUCTION

(UNWTO), Defines "Tourism is a collection of activities, services and industries which deliver a travel
experience comprising transportation, accommodation, eating and drinking establishments, retail shops,
entertainment businesses and the hospitality services provided for individuals or groups traveling away from
home."

As one of the world’s largest economic sectors, Travel & Tourism creates jobs, drives exports, and generates
prosperity across the world. In our annual analysis of the global economic impact of Travel & Tourism, the
sector is shown to account for 10.4% of global GDP and 313 million jobs, or 9.9% of total employment, in
2017. (WTTC, 2018)

GDP: DIRECT CONTRIBUTION

The direct contribution of Travel & Tourism to GDP was USD2,570.1bn (3.2% of total GDP) in 2017, and is
forecast to rise by 4.0% in 2018, and to rise by 3.8% pa, from 2018-2028, to USD3,890.0bn (3.6% of total
GDP) in 2028.(WTTC, 2018)

GDP: DIRECT CONTRIBUTION

The total contribution of Travel & Tourism to GDP was USD8,272.3bn (10.4% of GDP) in 2017, and is
forecast to rise by 4.0% in 2018, and to rise by 3.8% pa to USD12,450.1bn (11.7% of GDP) in 2028.(WTTC,
2018)

EMPLOYMENT: DIRECT CONTRIBUTION

In 2017 Travel & Tourism directly supported 118,454,000 jobs (3.8% of total employment). This is expected to
rise by 2.4% in 2018 and rise by 2.2% pa to 150,139,000 jobs (4.2% of total employment) in 2028.(WTTC,
2018)

EMPLOYMENT: TOTAL CONTRIBUTION

In 2017, the total contribution of Travel & Tourism to employment, including jobs indirectly supported by the
Visitor exports generated USD1,494.2bn (6.5% of total exports) in 2017. This is forecast to grow by 3.9% in
2018, and grow by 4.1% pa, from 2018-2028, to USD2,311.4bn in 2028 (6.9% of total). (WTTC, 2018).

Definition of Rural Tourism: Rural Tourism is any form of tourism that showcases the rural life, art, culture and
heritage at rural locations, thereby, benefiting the local community economically and socially, as well as
enabling interaction between the tourists and the local community for a more enriching tourism
experience.(MoT, 2003)

LITERATURE REVIEW

(San Martin & Herrero, 2012) their study explores the process of adoption of new information technologies by
the users of rural tourism services and, more concretely, the underlying psychological factors of individuals that
explain their intentions to make bookings or reservations directly through the websites of the rural
accommodations (online purchase intentions). Based on the Unified Theory of Acceptance and Use of
Technology (UTAUT), this study establishes a theoretical model that includes five explanatory variables of the
online purchase intention: performance expectancy, effort expectancy, social influence, facilitating conditions,
and innovativeness.

(Law, Qi, & Buhalis, 2010) in their article analyzes the initial work and continues up to recent developments in
website evaluation. In general, prior research can be divided into five evaluation approaches: counting,
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automated, numerical computation, user judgment, and combined methods. The strengths and weaknesses of
each method are examined. Research gaps and opportunities for future studies are discussed.

(So & Morrison, 2004) Despite the increasing importance of the Internet as a marketing tool among national
tourism organizations (NTOs) and the importance of tourism in the East Asia region, relatively few studies have
been done on measuring the marketing effectiveness of NTO Websites and this exploratory study was designed
to fill this gap. It included an extensive content analysis to compare NTO Websites in the East Asia region and
identify their Internet marketing strengths and weaknesses. The results indicated that all of the NTOs in the East
Asia region were not fully utilizing their Websites.

(Beldona & Cai, 2006)An evaluation of 50 rural tourism websites in the United States was undertaken using 23
parameters of stickiness drivers. The parameters measured the websites' effectiveness in the three areas of
content, interactivity, and promotional value. The study found that rural tourism websites were largely driven by
vertical contents, demonstrated poor interactivity, and had only marginal promotional value in them. Results
indicate the need for rural destination-marketing organizations to work closely with neighboring destinations to
enhance horizontal content, so that they improve the drawing power of their websites.

(Beeton, 2004) in their article Mr. Beeton mentioned that in Australia marketing and promotion of rural tourism
gaining popularity in web based platform. Rural tourism seekers try to visit service providers’ web site first and
then they want to visit those destination if they feel good.

(Gonzalo, 2016) in his web article he clearly mentioned that tourism marketing now focusing three parameters,
that are optimized search engine and responsive design website. Relationship marketing like email, SMS
newsletter regularly sent to the respondents and social media like twitter and facebook.

RESEARCH METHODOLOGY

1. Statement of the problem: From the observation of factual data reviewed and published research articles
and, it is observed that research on marketing of rural tourism in Karnataka state, Indi is very low. There is
a lack of knowledge about most of the rural tourism service providers about how effectively use digital
marketing tool for development of Rural tourism. Hence, researcher designed the statement of the problems
as below .

“Problems and Prospects of Digital marketing in Rural Tourism with special reference to Karnataka State,
India.”

2. Objectives of the study
a. To assess various problems of digital marketing in rural tourism

b. To assess various prospects of digital marketing in rural tourism

3. Scope of the study: Scope of the study is limited to selected rural tourism destinations of Karnataka state,
India.

4. Pilot Study: A structured questionnaire is prepared and it discussed with academic experts, officials of
tourism department and selected rural tourism service providers. Their opinions are incorporated in the
questionnaire. Before conducting the final survey the questionnaire is given to few service providers and
rural tourists in Shivamogga district and their opinions are incorporated in the final questionnaire.

5. Research Design: For this research, researcher used descriptive research design.

6. Area of The Study: Area of the study is limited to selected rural tourism destination in the Karnataka State,
India.

7. Nature And Collection of Data: To collect primary data researcher used structured questionnaire and to
collect secondary data various research publication are used.

8. Sampling Method: For this research, researcher used convinces sampling techniques is used.
9. Limitations

a. Research is conducted in only selected areas of rural tourism in Karnataka state.

b. Due to limitation of time the number of respondents are limited to 2000nly.
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DATA ANALYSIS & DISCUSSIONS

Table-1: Demographic Profile

Parameter Male Female Total
Overall 148 52 200
(74%) (26%) (100.0%)
Tourist Semi Urban 26 38 64
Residence Urban 122 14 136

Source: Primary Data

From the above table 1 it is observed that 74% of respondents are male and majority of them are from urban

area.

Table-2: Mode of platform used to search rural tourism destinations

Parameter Male Female
Only Desktop /Laptop 08 13
(50.41%) (25%)
. 43 31
Only Mobile (32.45%) | (57.41%)
97 44
Both (65.34%) |  (84.68%)

Source: Primary Data

From the above table 2 it is clear that both male and female tourists prefer to use both mobile and
desktop/laptop for search rural tourism destinations.

Table-3: Mode of Activity Rural Tourists prefer in Digital platform *

Parameter Percentage of Respondents

Organic Search 78%
E-mail Marketing 71%
Paid Search 05%
Social Media 83%
Retargeting 46%
Referral Marketing 62%
Mabile Marketing 81%

Source: Primary Data

*Since, respondents are given multiple answers total number of responses more than 100% total percentage is
more than 100%.

Form the above table 3 it is clearly evident that majority of the respondents wants social media accessibility in
digital marketing of rural tourism, followed mobile marketing. In Karnataka very less respondents (5%) prefer

paid search.

Table-4: Major challenges of digital marketing of rural tourism

Parameter Percentage of Respondents
Mobile friendly website 98%
Compatible with various social media 74%
Website with non-static access 62%
Virtual tour service 32%
Easy booking process 85%
Interlink to e-mail marketing 54%
Minimum advertisement 47%
Security 96%
Easy payment process 94%
Interlink to various online payment protals 76%

(Source: Primary Data)

*Since, respondents are given multiple answers total number of responses more than 100% total percentage is
more than 100%.
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CONCLUSION

From the above research it is clear evident that majority of the tourists and rural tourism service providers felt
implementation of digital marketing tools and techniques are very essential. In the current scenario majority of
the rural tourism service seekers are tech-savvy. They information in mobile platform and through social media.
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ABSTRACT

The market is witnessed by the revolution in the Internet technology, it has revolutionized the way people
communicate, interact, and share information has radically changed the way customers search for and buy
products. Social media are a means for consumers to share text, images, audio and video information with each
other and with companies and vice versa. Therefore, business must learn how to use social media in a way that
is consistent with their business plan. This is especially true for companies striving to gain a competitive
advantage. The popularity of social media for marketing purposes can be attributed to a number of advantages
associated with social media when compared to traditional marketing channels. Today’s social media helps in
connecting themselves with social networking sites through which now people can stay far and yet remain
connected. India is in transition stage we are moving from traditional marketing tools like TV, Radio, Magazine
etc to modern marketing tools i.e. social media tools Face book, corporate blogs, video channels, banners as on
social net thus which requires more employees. The trend of online marketing is increasing all over the world
as well as in India also.

Keywords: Media Tools, Modern Marketing, Online Marketing, Social Media

1. INTRODUCTION

Social media are a means for consumers to share text, images, audio, and video information with each other and
with companies and vice versa. Social media allow marketers to establish a public voice and presence on the
web and reinforce other communication activities. Because of their day-to-day immediacy, they can also
encourage companies to stay innovative and relevant. Therefore; business must learn how to use social media in
a way that is consistent with their business plan. This is especially true for companies striving to gain a
competitive advantage. The popularity of social media for marketing purposes can be attributed to a number of
advantages associated with social media when compared to traditional marketing channels. 92% of marketers
declared that social media marketing plays a vital role for their business. 97% of marketers are showing interest
by participating social media (Report by social media examiner). 62% of the marketers said Social media played
dynamic role in marketing past 6 months (State of Inbound marketing, 2012).

2. ROLE OF SOCIAL MEDIA IN MARKETING

Social media is now increasingly becoming an important aspect of political campaigns, national defense
strategies, public policy, public relations, brand management and even intra company communication. Since the
major task of marketing as tool used to inform consumers about the company’s products, hence social media
marketing plays an important role in marketing.

++ Social media can be used to provide an identity about the companies and the products or services that they offer.

+«+ Social media helps in creating relationships with people who might not otherwise know about the products
or service or what the companies represent.

+¢+ Social media makes companies "real" to consumers. If they want people to follow them

+«»+ They need not just talk about the latest product news, but share their personality with them.

«¢+ Social media can be used to associate themselves with their peers that may be serving the same target market.
+¢+ Social media can be used to communicate and provide the interaction that consumers Look for.

3. LITERATURE REVIEW

W.Glynn Mangold, David J Faulds(2009), In their study entitled “Social Media: The New Hybrid Element of
the Promotion Mix” revealed that, the emergence of internet based social media has made it possible for a
person to communicate with hundred or even thousands of other people about the products and companies that
provide them .thus the impact of consumer to consumer communication has magnified in the market place .this
article reveals that how nontraditional media communicates to the customers

Neti, Sisira (2011) in her study entitled “Social Media and its Role in Marketing “According to this article
Social Media is the most important means for all the brands to establish the connectivity with prospective
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consumers. These new media win the trust of consumers by connecting with them at a deeper level. Social
media marketing is the new mantra for several brands since few year.

M. Nick Hajli Birkbeck (2014) in his study entitled “A study on the Impact of Social Media on Consumers’
‘Social media have provided new opportunities to consumers to engage in social interaction on the internet.
Consumers use social media such as online communities to generate content and to network with other users. A
multidisciplinary model is used in this article. This model has been validated by SEM-PLS, demonstrating the
role of social media in the development of e-commerce into social commerce.

Ghulam Rasool Madni (2014) in his study entitled “Consumer’s behaviour and Effectiveness of Social
Media’Consumers began using more online sources now a days, because of rapid developmentof technology
and communication channels. The most important of these tools are social media. Consumers access to the
information they need about goods and services which will be awarded through social media dramatically.

Harshini C S (2015) in her study entitled “The Social media is changing traditional marketing
communication”. Consumers are increasingly using social media to search for information and turning away
from traditional media such as television, magazines, radio. Companies, therefore, need to create effective
online advertising strategies to capitalize on current market segment by incorporating effective features in
online advertising, especially in social media. This study offers theoretical contributions and conceptual model
to existing research on Social Media Ads and Consumer’s purchase Intention.

4. OBJECTIVES
1. To know the reasons for the growth of Social Media Marketing in India

2. To know the opportunities and challenges of social media marketing in India.

5. RESEARCH METHODOLOGY

This is conceptual based research. In order to achieve the research objectives data is collected from the
secondary data. The data has been collected from various sources like websites, newspapers and reputed
journals and magazines

6. OPPORTUNITIES OF SOCIAL MEDIA MARKETING IN INDIA

1. Advanced Targeting: The exact audience that your business is targeting is on social media. Company can
find them based on what they are talking about and the data that is associated with their profiles. This is a huge
advantage for brands with a niche or local market. Use social media as a way to find customers and solve any
needs or problems they may have.

2. Direct Access to Customers: Social media allows the company’s to connect with their target market,
prospects, and customers at any time. In fact, some platforms allow company to import your contacts into your
account to connect with them.

3. Brand Awareness — Social media allows the company to market your business to thousands of people
around the world at any moment. There is no limit to the demographic, location, or type of consumer that the
brand can touch. Every time someone shares one of company’s post, your reach grows larger.

4. Lower Advertising Cost —It cost more too print flyers than to make a post on social media. There are
Facebook ad campaigns that reach more people than billboards. YouTube, which is the second largest search
engine in the world, can be more cost efficient than network TV ads. Social media allows brands to be laser
focused and spend less on advertising.

5. Increase Relationship Capital — For the first time in history, brands have the opportunity to build
relationships online through social media. For brands on social media, it means to build a bond within the
market the companies are targeting. People tend to buy from brands they know and trust. You must first look to
connect with your customers on a personal level and look to sell lasts.

6. Unbiased Reviews on Brand, Product, or Service — Consumers today are leaving more online reviews than
ever before. They will either show their love or hate for your product or service. Either way, it provides honest
feedback for the brand to consider. Whether good or bad, by monitoring what is being said about your business
is a great way to improve.

7. Build a Community — With social media you are able to build an entire community around the brand... It
would take years to win them over. Now, your brand has the opportunity to create that same sense of brand
loyalty and community.
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8. Word of Mouth: Social media can be a great tool to create massive word of mouth about the brand. Great
content can go viral in reach millions fast. Also, the ri