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A Study on the RelAtionShip between uSe of 
inteRnet  And digitAl pAyment in indiA

Sudipta mondal
Assistant Professor,

Jogesh Chandra Chaudhuri College (Dept. of Commerce),
30, Prince Anwar Shah Rd, Kolkata-700033, India

Email: monsudipta@gmail.com
Ph.- 91+ 9007599379

AbStRACt

Efficient communication is must for economic development of a country. Telecommunication facilitates 
that need effectively and efficiently. In the era of digital economy in India, telecommunication has 
provided us with the Industry 4.0 revolution, which is primarily based on the internet communication. 
Beside this, economic development depends on the monetary and payment system, which have been 
digitized for smooth process of economic activities. This digitization is very much related with the 
internet communication. Therefore, the present paper has tried to find out the relationship between the 
internet use and digital payment status. Taking twelve years secondary data from the published reports 
of the government telecommunication sector, it has been found that the digital payment system has 
positive relationship with the use of internet.  It reveals that digital payment system depends on internet 
facilities and improvement in the use of internet will be helpful to the digital payment system in India. 

Key words: internet, e-Commerce, digital payment, telecommunication, online business.  

introduction
Recently government of India has setup its 
target of trillion dollar Digital Economy by the 
year 2025 (Ministry of Electronics & IT). In 
this era of digital economy, telecommunication 
sector has provided us with the Industry 4.0 
revolution, which is primarily based on the 
internet communication. Beside this, economic 
development also depends on the monetary and 
payment system, which have been digitized 
for smooth process of economic activities. 
This digitization of payment system is very 
much related with the internet communication. 
Therefore, the present paper has tried to find 
out the relationship between the internet use and 
digital payment status.

Thus, after this brief introduction in section one, 
literatures are reviewed briefly in section two, 

objectives of the study have been mentioned in 
section three, section four is allotted for research 
methodology, findings are discussed in section 
five and in the section six conclusions, and 
limitations have been discussed.

literature Review:
Different literatures can be found on Indian 
perspective regarding internet, e-commerce and 
e-payment system. But, no such recent literatures 
are available on the study of the relationship 
between internet use and e-payment volumes. 
Some of the selected literatures have been 
discussed here, which are partially related with 
the subject matter of the present study.   

In an article by Soliman & Youssef (2003), 
several discussions have been made regarding 
implication of internet facilities to develop 
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e-commerce, e-payment and economic activities 
with very few empirical examples. Gupta & 
Gupta (2013) have narrated that the information 
and communication technology have improved 
payment system by reducing time, cost and 
public harassment. Feizollahi et. al. (2014) have 
investigated internet technology impact on the 
e-commerce orientation of organisation on the 
basic of survey of bank managers. Based on 
structural equation models, the study shows that 
the internet technology has positive influence on 
e-commerce orientation and performance of the 
bank. 

As per Kak & Gond (2015) communication 
technology facilitates socio-economic 
development by consumer satisfaction, increasing 
opportunities, scope and cost effectiveness. They 
have also suggested that rural development of 
infrastructures depends on proper use of internet 
and adoption of rigorous policies.  

In a very simple survey paper of Baghala (2018), 
it has been found out that digital payment 
preferred by the public on the basic of security, 
convenience, applicability and on acceptance 
basis. Facilities of internet have been somehow 
ignored here. 

Vally & Divya (2018) have done a primary data 
based study, where age has been considered a 
ital factor of digital payment besides the new 
facilities like UPI, BHIM, IMPS system of 
e-payment. Development of technology has been 
indicated as a vital factor in digital payment 
adoption by consumers, but the extent of it has 
not been explored.

Kavitha & Kumar (2018) have mentioned that 
the digital payment growth is mainly due to the 
demonetization, increased use of mobile and 
availability of internet facilities. They also added 
that technological development from 3G to 4G 
is also a vital reason of digital payment growth. 
The study is based on primary survey on the use 
and acceptance of payment gateway and internet 
growth related study has not been conducted 
here. 

Dhaundiyal & Purohit (2012) have discussed 
about the status and development of telecom 
industry based on TRAI reports till 2008 and 
they have mentioned about the relationship 
of e-business with the telecom industry 
development. The study have not made any 
quantifiable relationship among e-business and 
telecom use. 

Therefore, these literatures have partially 
discussed on the internet and e-commerce and 
some of them have given proposal regarding 
the necessity of internet for digital payment or 
e-payment system. So, there are gaps among those 
studies and of course on the Indian perspective 
such study is also scanty.  Considering this gap, 
the present study objective have been specifies in 
the next section. 

objective of the Study:
The objective of the study is to explore whether 
or not the internet communication has any 
significant relationship with the digital payment 
system or e-payment facilities. In another way, 
whether or not the use of internet communication 
can increase digital payment.    

methodology:
This methodology part consists of sample, 
variables and statistical tools for analysis.

i) Sample:
Data are secondary in nature and taken from 
the published annual report of the Telecom 
Regulatory Authority of India (TRAI) and 
published report of Reserve Bank of India (RBI) 
from the year 2007 to 2019. So, there is no such 
sample and population concept as the data are 
aggregate data at country level. Considering 
availability of relevant data the year ranges from 
2007 to 2019. Considering the objective of the 
study, necessary variables have been defined in 
the following section.

ii) Variables:
There are dependent variables, independent 
variables and control variables in the study, 
which have been considered for regression 
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equations. The independent variables are 
represented by the information in relation 
to the internet and telecommunication 
and dependent variables are related 
with the digital payment quantification. 
Independent variables are INTBRODN 
(number of broadband internet subscribers), 
INTWIRLESN (number of wireless internet 
subscribers), TOTINTN (total number of 
internet subscribers as summated value 
of INTBRODN and INTWIRLESN) , 
MOUINTN (minutes of use of internet) 
and INTUSERN (total number of internet 
users). All these values are in million. 
The dependent variables are TOEPAYN 
(total volume of retail digital or electronic 
payment and receive transactions and it 
consists of NEFT, ECS, IMPS and other 
electronic fund transfer system), TOCARDN 
(total volume of debit and credit card 
transactions), TOEPAYA (total monetary 
value of TOEPAYN), and TOCARDA (total 
monetary value of TOCARDN). These 
TOEPAYN and TOCARDN are in million 
and others two variables are of Rs. in crore. 
TOTPOPN (total number of population 
in million) and GDPA (monetary value of 
Gross Domestic Production rupees in crore) 
being considered as control variables. These 
control variables information are taken from 
the World Development Report.  

 iii) tools:
Here descriptive statistics, correlation analysis, 
‘t’ test and multiple linier regressions are being 
used. For statistical analysis purpose SPSS and 
STATA software have been used.

iv) hypotheses & equations:
Below mentioned hypothesizes are mainly 
alternative and null hypothesises are therefore 
self-explanatory. These are mentioned very 
briefly hereunder. 

Alternative h1: TOTINTN and MOUINTN have 
significant positive relationship with the digital 
payment transactions. The following equation can 
be considered with respect to this hypothesis.

 for H1.

This ‘TOEPAYN’ has also been replaced by 
‘TOEPAYA’, ‘TOCARDN’ and ‘TOCARDA’ by 
forming equation 1b,1c and 1d respectively. The 
eq. 1a and eq. 1c are formed where dependent 
variables are in volume of transactions and other 
equations are to consider dependent variables 
in terms of monetary value. There is another 
hypothesis, which is derived from the first one as,

Alternative h2: That the number of internet 
subscribers per telephone subscribers (i.e. 
INTNPERTEL is the ratio of TOTINTN and total 
number of telephone subscribers) and minutes 
of use of internet per internet subscribers (i.e. 
MOUNPEINT is the ratio of MOUINTN and 
TOTINTN) have significant positive impact on 
the digital payment transactions. The regression 
equation is given here for H2.

 

 for H2 

and following eq. 1b, 1c and 1d the eq. 2b, 2c, 2d 
are also be checked respectively. ‘t’ is to indicate 
time in years.

These hypotheses are being tested in the next 
section.

findings:
 The findings part consists of descriptive statistics 
results, correlations, ‘t’ test and multiple linier 
regression analysis.

i) descriptive and ‘t’ test:
Here, the descriptive statistics are shown in Table 
1 and Paired ‘t’ test is shown in Table 2.

The Table 1 depicts INTWIRLESN (248.11) 
average value is more than INTBRODN 
(124.94)  mean value. It means that among 
the total internet subscribers (TOTINTN), 
wireless internet subscribers are more in 
number. The SD (Standard Deviation) value of  
INTBRODN (182.06) is higher than the SD of 
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INTWIRLESN. It is showing that the numbers of broadband internet subscribers are not stable 
over the periods. In the same way other variables can be explained.

  Table 1  Descriptive Statistics

Min Max Mean SD
INTBRODN 2.34 563.31 124.93 182.062
INTWIRLESN 31.30 615.05 248.11 167.699
TOTINTN 33.64 1178.36 373.05 345.663
MOUINTN 100.00 277.00 199.74 65.298
INTUSERN 41.00 636.73 302.37 179.038
TOEPAYN 535.31 32503.70 7259.74 9876.011
TOCARDN 316.51 7301.20 2260.25 2394.915
TOEPAYA 500322.00 31049339.00 9534614.61 10641474.252
TOCARDA 70506.00 1535765.00 459567.76 477534.448
 N (list wise) 13

  

 

 The Table 2 is showing paired t-test results, which have been calculated on the growth rate 
of the selected variables. This has been considered to understand whether or not the growth rates of 
dependent variables are significantly differing from the growth rate of independent variables. Here, null 
hypothesis is that the growth rates of both categories variables do not differ significantly.  

   Table 2  Paired t-test

Pair Name Paired Variables t- statistic  p value
P1 INTUSERNG - MOUINTNG 1.850 0.091
P2 TOTINTNG - TOEPAYNG -.222 0.829
P3 INTUSERNG - TOEPAYNG -.855 0.411
P4 INTWIRLESNG - TOEPAYNG -.661 0.522
P5 TOTINTNG - TOCARDNG .615 0.551
P6 INTUSERNG - TOCARDNG -.091 0.929
P7 INTWIRLESNG - TOCARDNG .130 0.899

df=11
 

The Table 2 is showing that all these pairs’ p-values are insignificant and therefore the null hypothesis is 
accepted. Pair P1 indicates that growth of internet users and time to use internet are close to each other. 
P2 is showing that total number of internet subscribers and total volume of e-payment growth rate are 
not differing significantly. It means that these two values are having growth rate close to each other. 
Same explanation applicable for others pairs too. 
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ii) Correlation:
The Pearson’s Correlations values are shown in Table 3 below. Here, the relationships of TOTINTN 
and MOUINTN with e-payment and card payment transaction are being emphasized.  

Table 3 Pearson’s Bi-variate Correlations
Variables TOTINTN MOUINTN INTUSERN TOEPAYN TOCARDN TOEPAYA TOCARDA TOTPOPN

MOUINTN
Cor .486 1
Sig. .092

INTUSERN
Cor .826** .556* 1
Sig. .001 .049

TOEPAYN
Cor .985** .394 .772** 1
Sig. .000 .182 .002

TOCARDN
Cor .987** .524 .782** .977** 1
Sig. .000 .066 .002 .000

TOEPAYA
Cor .985** .552 .781** .971** .997** 1
Sig. .000 .050 .002 .000 .000

TOCARDA
Cor .992** .505 .792** .987** .998** .995** 1
Sig. .000 .078 .001 .000 .000 .000

TOTPOPN
Cor .883** .822** .820** .815** .881** .894** .877** 1
Sig. .000 .001 .001 .001 .000 .000 .000

GDPA
Cor .934** .753** .812** .880** .941** .950** .935** .987**
Sig. .000 .003 .001 .000 .000 .000 .000 .000

**. Correlation is significant at the 0.01 level (2-tailed).                 *. Correlation is significant at the 0.05 level (2-tailed).

 The correlation table is showing that the TOTINTN has significant positive relationship with TOEPAYN 
(0.985), TOCARDN , TOEPAYA (0.985) and TOCARDA at p<1%. However, the MOUINTN has no 
such significant relationship with the dependent variables. But, all the values are positive. Increase in 
the number of data may show significant values. The positive correlation values are indication that 
increase or decrease in the number of internet subscribers and minutes of use of internet can increase 
or decrease the volume and amount of digital and card payment. To confirm about positive or negative 
impact of independent variables, regression analysis are made in the Table 4 and Table 5.

iii) Regression:
In this regression section three tables are shown on the basis of the equations mentioned in research 
methodology section.

Table 4   Regression Results of Equation-1
Eq. R2 Adj R2 F F-Sig TOTINTN MOUINTN TOTPOPN Const. Dependent
 1a 0.986 0.981 209.02 0.000 40.578 30.071 -100.565 114691.400 TOEPAYN
P Val 0.000 0.237 0.070 0.071
 1b 0.993 0.985 203.59 0.000 42.544 74.342 -126089 140021.813 TOEPAYA
P Val 0.000 0.019 0.042 0.048
 1c 0.985 0.981 206.72 0.000 9.746 15.445 -28.623 32134.600 TOCARDN
P Val 0.000 0.026 0.040 0.043
1d 0.992 0.989 356.19 0.000 1.872 2.457 -4.811 5422.227 TOCARDA
P Val 0.000 0.021 0.026 0.028
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In the Table 4 all the four sub-equations (1a,1b,1c and 1d) R2 , adjusted R2 values are above 95% and 
F-statistic values are significant at p<1%. All these are showing the equations validity and supporting 
in favour of the regression model. The TOTINTN coefficient values are significant and positive for all 
four sub-equations. These are showing that increase of one unit of TOTINTN can increase TOEPAYN, 
TOEPAYA, TOCARDN and TOCARDA by 40.578., 42.544, 9.746 and 1.872 units respectively. In 
case of MOUINTN all the coefficients are significant and positive at p<5% except for Eq. 1a (p=0.237). 
These significant positive results are showing that increase MOUINTN can be helpful to influence and 
estimate TOEPAYA, TOCARDN and TOCARDA. The control variable TOTPOPN is showing negative 
and almost significant coefficient values, which are indicating that increase in the number of population 
may have negative impact on the e-payment system. This needs to be studies further. Because, there 
are effective population, which are using internet and a particular proportion of such internet users 
are involved with the e-payment system. The Table 4 calculations are based on raw data and without 
any transformation. However, heteroscedasticity and arch effect are being checked and found no such 
problems in the models. But, taking two independent variables have some issue with multicollinearity. 
This has been removed in the regression model of Eq. 2 in Table 5.   

Table 5 Regression Results of Equation-2

Eq. R2 Adj R2 F F-Sig INTNPERTELN MOUNPEINTN LNGDPA Const. Dependent
 2a 0.986 0.981 214.60 0.000 38659.040 2948.131 8201.127 -142781.400 TOEPAYN
P Val 0.000 0.006 0.027 0.019
 2b 0.983 0.977 173.40 0.000 28797.900 3301.652 22736.716 -371288.335 TOEPAYA
P Val 0.000 0.008 0.000 0.000
 2c 0.981 0.975 157.81 0.000 7018.870 670.692 4410.298 -72193.340 TOCARDN
P Val 0.000 0.018 0.001 0.001
2d 0.988 0.984 247.17 0.000 1478.652 134.519 806.070 -13235.907 TOCARDA
P Val 0.000 0.005 0.000 0.000

 

The Table 5 is formed on the basis of the regression results of Eq-2 and its sub-equations (2a, 2b, 2c 
and 2d). The independent variables are number of internet subscribers per unit of telephone subscribers 
and minutes of use of internet per internet subscriber. The control variable is GDP in natural log 
transformation. The R2 , adjusted R2 values are above 95% and F-statistic values are significant at 
p<1%. All these are showing Eq. 2s’ validity and supporting in favour of the regression model. All 
the independent variables coefficients are positive and significant including the coefficients of GDP. 
These are indicating that increase in number of internet subscriber and telephone subscribers’ ratio and 
increase in the ratio of minute of use of internet and number of internet subscribers can increase the 
e-payment volume and amount and such e-payment volume and amount can be well estimated with 
these independent variables.   

As a whole, it can be seen that the regression outcomes are supporting two alternative hypothesizes of 
the present study. Considering these analysis, conclusions can be drawn in the following section.

Conclusions & limitations:
From the above findings, it can be concluded that increase in the number of internet users and increase in 
the time span of internet use can be helpful to increase e-payment or digital payment volume and amount. 
So to make an economy digitally efficient, internet communication base must be developed accordingly. 
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Efficient development in telecommunication 
and internet communication are vital for better 
payment system to make Indian economy a 
trillion dollar Digital Economy.  

 The study would have been much more 
conclusive if the numbers of data are taken for 
more than 13 years. But to understand recent 
development and context, information are 
considered from the year 2007. The present study 
is limited within India, with these methodology 
other countries e-payment and internet 
communication status can also be checked.   

n.b.: All the Tables are prepared by the author 
on the basis of the secondary data found.
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AbStRACt

Emotions can be defined as strong relatively uncontrolled feelings that affect our behavior. Emotions 
do play a very important role in behavior of consumers. Emotions in brand communication process 
make brand recalling more easy and effective. The study focuses on the use of emotional slogans to 
create a bond with the consumers and increase their brand engagement. Positive emotions that match 
the attribute of the product help to connect more effectively with the consumer and make a lasting 
impression. Emotional slogan helps in connecting with the mind and heart of the consumers and leaves 
a deep impact on his thought. By creating such a dialogue with the consumers brands not only portray 
their corporate identity and enhance brand patronage but also create brand loyal target customers.

Key words: brand Communication, brand engagement, emotions, emotional Appeals, emotional 
branding, Slogan.  

introduction
Brand engagement is a process of forming an 
emotional or rational attachment between the 
consumers and the brand. Brand engagement 
is the process of providing branded 
communications and experiences that add value 
to consumers’ lives and foster relationships 
between brands and consumers. In other 
words, every consumer touch point with the 
brand should reaffirm the brand promise and 
whenever possible, open the doors to establish 
a long-term relationship that extends beyond a 
single purchase. Thus brand engagement helps 
to build a long lasting and strong relationship 
with the consumer. 

Brand engagement is a measure of the length 
of time consumers spend interacting with 
a brand. It is a measure of how consumers 
perceive the brand, how well has the brand 

been communicated, and whether the 
experience of brand stands up to the promises 
it makes. Today media has enabled brands to 
put a human face and voice to a brand, leading 
to an influx of communications that aim to 
evoke an emotional reaction or behavior from 
audiences (Zeitlin and Westwood 1986). The 
increase in market value is due to conformity 
of change in advertising patterns to marketing 
strategies and advertisement campaigns of the 
companies. In the higher level of the funnel 
for brand engagement, the emotion is the key, 
and information is less relevant. Companies 
inventing new emotions in advertising 
formulate positive response to changes in 
most cases. Emotions in branding are the 
fine approach that clarifies the values of the 
company to the customers (Marken, 2003). 
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literature Review
Marc Gobe’ in his book Emotional Branding – the new paradigm states with reference to importance of 
advertisement slogan which switched from “just communication”  to “a dialogue between the corporate 
and consumer” redefines the role of brand to a personal level and creates a maximum influence on the 
consumer. Brands must recognize that their emotional identity is not only a result of ads and products, 
but also corporate policy and stances.

 

  

 

 

 

 

 

 

(Source: Brandjam: Humanizing Brands through Emotional Design) 
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 Marc Gobe’ in his book Brandjam – humanizing brands through emotional designs states with reference 
to a washing soap advertisement slogan which switched from “fighting dirt”  to “dirt is good and 
liberating” repurposes the role of a brand in consumers life from a negative to a positive experience. 
Commerce is basically about selling and marketing products and services but consumers are all about 
desires and aspirations. A consumer is constantly looking for brands which can be associated with 
their personalities. Consumer sometimes associate brand labels to express their identity to others and 
emotions are a strong means of captivating experience-driven consumer attachment to brands (Yoo 
and MacInnis 2005). Hence it is very important for a businessman to psychologically connect with the 
consumer and effectively convey the brand message. Emotions help in establishing this connection and 
sustaining brand loyalty (Mowen and Minor 1998). Once this brand loyalty is created it plays a major 
role in decision making process regarding purchase. Emotional branding is thus less about companies 
and more about the consumers as it is the effort to design buying environments to produce specific 
emotional effects in the buyer that enhance his purchase probability which establishes strong brand 
engagements (Kotler 1973)

The emotional branding plays a deep effective impact in saturated markets. The consumer’s preference 
for a brand is mainly created by the emotional brand experience (Werner Krober 2001). The most 
satisfied consumers experienced the emotions and felt positively surprised and positive emotions 
generate a high satisfaction level positively influence the word-of-mouth recommendation, repurchase 
planning and cross selling potentials (Westbrook and Oliver 1991). 
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In the modern era of high level competition it is very important for business to develop a high level of 
psychological bonds with the consumer known as emotional brand connections which help business 
to gain competitive advantage (Malar Krohmer Hoyer & Nyffenegger 2011). Branding with emotions 
touches a chord with attacking views and in turn, makes a perfect association with the product (Mohit 
Jamwal and Vishal Soodan 2014). Many people believe that emotional or funny ads are playful and 
ineffective as they are not strong enough to show the rational side of the brand product. A rational 
consumer will take a decision based on comparative performance of the rival brands on specific 
characteristics and so emotions in brand communication have no effect on purchase decision. However 
studies have shown that use of emotions can be an effective and powerful means of persuasion and 
justifying brand personality. Humans are capable of vast array of emotions with man subtle variations. 
Once the buying motive becomes clear marketers can develop a message based on that stimuli. An 
emotional touch can be added to that message which helps in perusing consumer easily.

 

 
Buying 

Motive/ 
Stimuli/ 
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Emotions 

Brand 
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Brand 
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The advantage of emotion is that it makes the 
brand communication message more strong 
and effective for its audience. Researchers 
suggests that both emotional and cognitive can 
enhance consumers hotel brand attitude and 
practitioners should turn their attention to the 
emotional and cognitive responses their SNSs 
provoke in consumers, rather than simply on 
the number of likes, shares and comments 
they induce (Su, Maridos & Reynolds 2019). 
Further researches also suggested that different 
facets of brand experience and different facets 
of interactivity are entailed for each brand 
type. The different interactive experience 
pathways between functional and hedonic 
brands imply different engagement and co-
creation strategies by firms. Generally, a richer 
set of engagement options are relevant to the 
hedonic brand. However functional brands can 
extend their repertoire of engagement tools by 
borrowing inspiration from the hedonic brands 
(Bill Merrilees 2016)

An effective brand engagement and brand 
connection of the product depends upon 3 key 
features for its connection with the external 
world. First is the Brand Name second, Brand 
logo and third is the Brand slogan or tagline. 
Brand name gives the product an identity which 
can be registered and legally protected. Logos are 
the graphical designs which either talk about the 
product or manufacturer or any of the component 
of the product. These logos generally remain 
unchanged for a long period of time.  Sometimes 
minor changes are done in the color style or 
layouts of these logos as per the requirements 
of the time. The only remaining thing is Slogan 
which company changes from time to time as per 
its requirements. With the change in climatic, 
economic, environmental, social, political or any 
other changes in the society the company also 
changes its slogans, when a company changes its 
advertising slogans it has a positive effect on the 
market value of the firm and brand engagement 
of the consumers (L. K. Mathur 1995). Thus 
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slogans become more effective and flexible way 
of brand engagement in modern ever changing 
business environment. Soft drink Companies 
have been making use of such emotional appeals 
over the period of time to attract the consumers. 
Since the starting of Cola War, Coca – Cola 
Inc. & Pepsi Co. have been portraying various 
emotions in their advertisements from time to 
time to seek consumers attention. The products 
in these markets are more or less homogeneous 
which makes it product differentiation inevitable. 
An emotional attachment helps the brands to 
stand out and hence they don’t just go unnoticed 
easily. As a result, advertising tends to rely more 
on sentiments to attract consumers’ attention 
and interest. Emotions are said to move across 
borders better than information. Coca-Cola’s 
advertisements & campaigns always show 
people around the world sharing their happiest 
times - love, laughter, and celebration along with 
a product of Coke. Coke always uses emotional 
slogans to remind the customer recognition 
toward the Coke’ brand & the unique feature 
of Coke’s strategy is that they tend to change 
their tag lines & slogans, which ensures that 
the target audience is interested in the product 
and they feel that the company is doing some 
innovation (Mayureshnikam and Vishal V. Patil 
2008). Coke’s slogan plays role to stimulate 
customer feeling to desire and coke product. 
Coca – Cola Slogan in 2009 marketed with a 
slogan “Open Happiness”. This slogan which 
was used in advertising campaigns can be taken 
as that people have happiness and enjoyable 
time while drinking Coke. Coca-Cola as a brand 
was emotionally connecting with its customer 
through personalization and creating a highest 
level brand engagement.

Coca-Cola felt the new way of brand engagement 
with its customers was through personalization 
and, therefore, designed the campaign called 
“Share a Coke” in such a way that it encourage 
personalization in a prospective way. Consumers 
like to self-express themselves creatively through 
storytelling and staying in touch with its friends 
and as a result, the campaign leveraged on this 

kind of consumer behavior. Moreover, Coca-Cola 
wanted to engage with its customers and at the 
same time promote its own brand name. Thus the 
Slogan which was associated with the campaign 
of sharing a coke with near dear ones mainly 
focused on two objectives of the company. The 
first objective was obviously increasing the sales 
and the second one was personally connecting 
with the customers. Due to this campaign the not 
only achieved both the objectives but wanted the 
consumers to experience their brand. As always 
said a happy customer always adds to the brand 
equity of the company. Under this campaign the 
customers of Coca Cola shared their experience 
with the company and also shared coke with 
their friends, families and relatives. This created 
a chain of sharing and thus the campaign brought 
the desired change in the company’s marketing 
operations which further ended up in high level 
brand engagement.

With the extensive use of emoji’s in online & 
Social media’s to express their feelings Pepsi 
used some of such emoji’s in its advertisements 
which made customers easy to recall and 
seeing them brought smile on their faces. 
People were encourage sending their own 
designs of emojis to Pepsi’s Twitter account 
which helped enhancing the interactivity with 
the audience and contributed a polishing to 
Pepsi’s advertisement campaign.

Thums-up on the other hand promoted itself 
as a strong Refreshing drink emphasizing 
on masculinity, happiness, satisfaction & 
adventure emotions in its campaigns. These 
emotions were also portrayed in its taglines 
as “Thums-up taste the thunder” or “Aaj kuch 
toofani karte hai”. Thums-up chose these 
emotional slogans for brand communication 
because of the high cola content which gives 
it a bit hard & different taste than other cola 
products offered by the rival companies so 
customers generally don’t wish to leave the 
product easily. This helped to enhance the 
brand engagement of the target customers of 
the company.
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Research gap
The paper describes the effective use of emotions in brand communication and its influence on brand 
engagement.

Research methodology
There is a constant increase in the use of emotions and sentiments in brand communication process 
under various themes and ways. Thus, the research focuses on where the use of emotions in brand 
communication process is effective or not and secondly after viewing such emotional advertisement 
whether there is an increase in the brand engagement of the consumer or not.  For this reason, the 
research design of the study was descriptive, as it describes data and characteristics associated with 
the population consuming cola based soft drinks.  The study was conducted in Gujarat State with 
reference to soft drinks. To accomplish the objectives of the study, both primary and secondary data 
were collected. Primary Data is that data which is collected by well-structured questionnaire which 
comprised of close ended as well as open ended questions. Secondary data is the data collected from 
various books, magazines and journals. The sample size was 450 respondents which were collected 
from Gujarat State. A convenient sampling technique was used to collect data. The study is in context 
of consumers of cola based soft drinks (Coca – Cola & PepsiCo.) of Gujarat State. A total of 410 
respondents (61.33% males & 38.67% female) responded to the questionnaire from various areas of 
Gujarat.

Reliability of scales:
A Croncbanch’s alpha was calculated to study the reliability of the scale which valued at 0.964. This 
shows that the scales used for the research are reliable and show no sign of any bias. Further if any item 
on scale is deleted the scale still is valid and consistent, was also calculated and checked using the same 
alpha values. 
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hypothesis of the study 
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1. H0: There is no effect of use of emotional slogans on consumers

     H1: There is effect of use of emotional slogans on consumers

A one way Anova test showed following results
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On the basis of one way Anova test, F value for (2,407) was 638.833 and the p value was 0.00 which 
is less than 0.05. Applying Tukey HSD test the p value is still remains less than 0.05. Hence null 
hypothesis is rejected which means there is an effect of emotional slogans on consumers.

 2. H0: Consumer doesn’t feels the emotions of emotional slogans in brand communication

      H1: Consumer feels the emotions of emotional slogans in brand communication

A correlation was established between viewing of advertisements, getting emotional connection with 
the brand and purchase actions using Karl Pearson’s two tailed correlation test and the results were 
as follows. There is a strong correlation between frequency of viewing advertisement, emotional 
connection with the product and purchase actions. All the correlations being closer to 1 (one) are strong 
and positive and so null hypothesis is rejected. This means that consumers do feel emotional slogans in 
brand communication. However it is also seen that just merely emotional connection with brand is not 
enough to pursue consumers to make a purchase and so purchase actions are also motivated by other 
mediators but still emotional slogans is a strong and positively affecting mediator that helps in proper 
communication of emotional message.

3. H0: Brand Ambassador does not justifies the emotions in brand communication

      H1: Brand Ambassador does justifies the emotions in brand communication

A correlation between Frequency of viewing advertisement and feeling the emotions in the advertisement 
was 0.847 while the correlation between the Emotional connection with the product and the justification 
of emotion by the brand ambassador was 0.897. Thus there is a positive correlation between all the 
three. Since the correlation is closer to 1 it can be said that the correlation is a strong positive one. 
Thus, the null hypothesis H0 is rejected and Alternate Hypothesis H1 is accepted. Thus the brand 
ambassadors justified the emotions portrayed in the advertisements which increases the viewership of 
the advertisement and helps in establishing an emotional attachment with the brand product.

4. H0: There is no positive correlation between emotional brand communication & purchase

      H1: There is a positive correlation between emotional brand communication & purchase
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It was found out through Karl Pearson’s two tailed correlation that there is a positive correlation 
between all the three. Since the correlation is closer to 1 it can be said that the correlation is a strong 
positive one. However it is clear that just merely a strong emotional bonding helps to notice the 
brand but that bonding may not really lead to purchase. At this point where company uses factors 
like brand ambassadors as mediators to literally create an impactful bond with the consumers 
that would lead to purchase. Thus the null hypothesis H0 is rejected and Alternate Hypothesis 
H1 is accepted. Thus there is a positive correlation between emotional brand communication & 
purchase.

5. H0: Emotional brand communication does not increases brand engagement 

     H1: Emotional brand communication does increases brand engagement

After viewing emotional advertisements and making purchase decision if the product is unavailable 
the reactions of consumers were analyzed.  It was found out through Karl Pearson’s two tailed 
correlation that the correlation between Frequency of viewing advertisement and feeling the 
emotions in the advertisement was 0.847 while the correlation between the Emotional connection 
with the product and that emotional connection leading to purchase was 0.772. Further what 
would a customer do if the product was not available at the place of purchase would he opt for an 
another drink or go to next destination or may not prefer to drink at all, most of the respondents 
replied that they would prefer to go to next destination and if the product was not available even 
there than they would not prefer to but the optional product. This shows that there is a strong 
brand loyalty with the product. A correlation between viewing of advertisement and the reaction 
if the product was not available came up to be very strong at 0.90. Thus there is a positive 
correlation between all the four. Thus the null hypothesis H0 is rejected and Alternate Hypothesis 
H1 is accepted. Thus there is a positive correlation between emotional brand communication & 
purchase which leads to brand engagement.

6. H0: There is no effect of use of emotions on consumers brand engagement.

     H1: There is effect of use of emotions on consumers in brand engagement.
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A paired t – test was carried out between Frequency of viewing advertisement and emotional connection 
with the product which was 0.847 while the correlation between the Emotional connection with the 
product and purchase action was 0.772. The reaction of a customer if the product was not available at 
the place of purchase, most of the respondents replied that they would prefer to go to next destination 
and if the product was not available even there than they would not prefer to but the optional product 
and the emotional connection with the product was 0.796. This shows that there is a strong significance 
connection between emotional connection with the product and brand loyalty as p<0.001. Thus, the null 
hypothesis (H0) is rejected and the Alternate Hypothesis (H1) is accepted. Thus there is a significant 
effect of use of emotions on brand engagement.

findings & discussions
The study was in context of consumers of cola 
based soft drinks (Coca – Cola & PepsiCo.) from 
Gujarat State. A total of 410 respondents (61.33% 
males & 38.67% female) responded to the 
questionnaire from various areas of Saurashtra 
Region. From the above data analysis, following 
are the outcomes of the research:

1. Consumers are affected by the use of emotional 
slogans in brand communications 

2. Viewing of the emotional slogans merely in 
advertisement does increase brand loyalty of 
consumers. 

3. A proper brand ambassador helps to justify 
and convey the emotional brand message 
appropriately.

4. There is a positive correlation between 
emotional brand connection and purchase and 
brand ambassadors helps to make this bond 
more stronger
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5. Emotional brand communications with the 
help of slogans and brand ambassadors helps 
to increase the brand loyalty of the consumers.

6. Effective use of emotions helps to create 
strong brand loyalty and brand engagement.

Using of emotions in advertisement is now 
gaining strength to connect with the consumers. 
As products start turning more and more 
homogeneous, the emotional attributes of a 
brand become essential for differentiation. As 
a consequence, advertising tends to rely more 
on sentiments to attract consumers’ attention 
and interest. Emotions are said to move across 
borders better than information. Using emotions 
in advertisement may not compel consumer 
to purchase the product but it surely helps in 
creating a brand image. It was found that it’s not 
just mere emotions that compelled consumers to 
purchase the product. However the emotions in 
slogans were strong enough to catch the attention 
of the consumers and make them think about the 
product. Thus, an emotional slogan does affect 
the purchase decision of consumers. Emotional 
branding helps in connecting with the mind and 
heart of the consumers and leaves a deep impact 
on consumers thought. Emotional appeals in 
brand communication process make brand 
recalling more easy and effective with the help 
of appropriate brand ambassadors. Thus brand 
ambassadors will help in proper communication 
of the emotional brand message.

future Scope of Study
Use of effective emotions that matches with the 
brand attributes is one of the most important 
points of concern of the emotional branding. 
An equally strong brand ambassador should be 
selected which actually can match the emotion 
to be portrayed for making the emotional bond 
more strong. The effect of positive and negative 
emotions on consumers can still be worked out. 
Emotions in long run turn out into sentiments 
which help in creating a sentimental value of the 
product and further stronger brand engagement. 
So future research can still focus on how these 
sentimental brands can be created and how 

strongly will they influence the consumers brand 
engagement are the areas of further explorations 
in the subject matter.
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AbStRACt

As per the research reports of World Travel and Tourism Council (WTTC), the contribution of tourism 
sector is remarkable. During the year 2019, In terms of the quantum of money, United States of America 
(USA) is the highest recipient from this sector during the year 2019, the contribution of travel and 
tourism sector to its Gross Domestic Product (GDP) is US$BN 1839, China is in the second spot and 
received US$BN 1584.9. Japan is generating an amount of US$BN 359.4 from this sector, Germany is 
at the fourth place by contributing US$BN 346.6. Italy is getting an amount of US$BN 259.7, United 
Kingdom is at the sixth place with US$ 254. The contribution of travel and tourism sector in France 
was US$BN 229.3 in the year 2019, whereas the Spanish economy was at Eighth place with US$BN 
197.8. Travel and tourism sector has contributed US$BN 195.7 to the GDP of Mexico, India was at 
the tenth place with US$BN 194.3. The present paper is a modest attempt to study the perceptions of 
tourists towards Hyderabad city.

Key words: tourism, wttC, gross domestic product, foreign tourists Arrivals 

introduction
“The World is a Book and Those who do not 
Travel, Read Only a Page.” St. Augustine 
truly defines the passion of tourism, the real 
beauty of tourism, the wonderful experience 
of tourism and its importance. Previously, 
tourism was considered as spending of 
holidays. In the present time, tourism is not 
merely spending holidays or leisure activities. 
But in the present times, the tourism sector is 
employed in generating jobs, the acquirement 
of valuable foreign exchange and it also 
contributes very importantly in the socio-
economic development of the nation.

Significance of Tourism
Travel and tourism sector has emerged as a 
strong player in the recent past, increased 
income levels and spending capabilities 
coupled with change in the mindsets of people 
are contributing a lot in expansion of this sector. 
The significance of travel and tourism sector 
can be understood easily by looking at the 
contribution to GDP, creation of employment 
and generation of Foreign Exchange etc.

Contribution of travel and tourism 
sector to gdp
As per the research reports of World 
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Travel and Tourism Council (WTTC), the 
contribution of tourism sector is remarkable. 
During the year 2019, the following figures 
depicts travel and tourism sector to the GDP. 
In terms of the quantum of money, United 
States of America (USA) is the highest 
recipient from this sector during the year 
2019, the contribution of travel and tourism 
sector to its Gross Domestic Product (GDP) 
is US$BN 1839, China is in the second 
spot and received US$BN 1584.9. Japan 
is generating an amount of US$BN 359.4 
from this sector, Germany is at the fourth 
place by contributing US$BN 346.6. Italy is 
getting an amount of US$BN 259.7, United 
Kingdom is at the sixth place with US$ 254. 
The contribution of travel and tourism sector 
in France was US$BN 229.3 in the year 
2019, whereas the Spanish economy was at 
Eighth place with US$BN 197.8. Travel and 
tourism sector has contributed US$BN 195.7 
to the GDP of Mexico, India was at the tenth 
place with US$BN 194.3.

Alternatively, the significance of travel and 
tourism sector can be understood by following 
facts. In terms of proportion to the GDP, 
91.3% of the GDP of Macau is contributed by 
this sector. Similarly, Aruba (73.6), British 
Virgin Islands (57%), Maldives (56.5%) US 
Virgin Islands (55.5%), Bahamas (43.3%), 
Antihua and Burbuda (42.7%), St Lucia 
(40.7%), Greneda (40.5%) and Seychells 
(40.5%).

Contribution of travel and tourism 
sector in employment generation
The travel and tourism sector is providing 
employment to huge population across the 
globe. As per the statistics of WTTC during 
the year 2019, In China, 7,98,70,000 people 
were employed in the travel and tourism 
sector, India is at the second place where, 
3.98,22,000 people were employed in this 
sector. 1,68,27,000  people were engaged 
in USA, 1,25,69,000 people were in travel 
and tourism sector in Indonesia. Philippines 

stood at fifth place with employment of 
1,02,38,000 and Thailand with 80,55,000. 
Brazil’s travel and tourism sector providing 
employment to 74,07,000 Mexico was at the 
eighth place with employment of 72,33,000. 
Travel and tourism sector of Germany 
employing 56,69,000 people and 53,60,000 
people were employed in Japan.

Keeping in view of the importance and 
potential opportunities, across the globe, 
countries are spending huge budgets on 
tourism infrastructure development. 

literature Review
Chib SN (1987), opined that tourism his 
highly susceptible to income elasticity and 
can be considered a potential for growth as 
any other export industry. In the study it was 
also found that the major impediment to the 
construction of hotels at reasonable cost is 
that suitable sites at reasonable costs have 
not been earmarked.

According to Lieper (1990), within the 
context of tourism and the tourism system, 
events comprise a crucial element in both the 
origin area and also within the destination. 
Events are both animators of destination 
attractiveness but more fundamentally as 
strategic marketing propositions in the 
promotion of locations given the increasingly 
global competitiveness to attract tourist 
spending.

Times News Network (2005) in its article 
mentioned the fact that the travel and 
tourism sector in India has been a bit late in 
taking off compared to many other countries. 
Though, with growing worldwide interest in 
travel, coupled with government support, 
tourism is literally going places in India. The 
statistics reveals that India has been ranked 
the ninth most preferred travel destination 
by Europe’s leading travel magazine “Conde 
Nast Traveller’, as per its study. After a 
record arrival of foreign tourists in  the year 
2004, India is poised to take a substantial 
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leap by crossing the magic figure of three million this year to register a  24 per cent growth 
according to the report.

In respect of the field of event studies, as per the research studies of Getz (2012) presents 
the expanding field of event management and the wider social science contribution to this 
multidisciplinary area of study, signaled as a major success story in terms of its educational 
provision within higher education, its expansion of research activity and its influence on 
tourism development within the commercial field. 

The doctoral work of N. Ramakrishnudu (2013) on the topic “Tourism in Andhra Pradesh” has 
examined the tourism policy of Andhra Pradesh. He focused on the potential of Hyderabad 
as prominent tourism destination. The study concluded with suggestions to strengthen the 
tourism by improving infrastructural facilities, protection of historical sites like Chowmahalla 
palace.

hyderabad: the City of pearls
Hyderabad is the capital and largest city of newly emerged state of Telangana. Hyderabad is 
1,566 kilometres (973 mi) south of Delhi, 699 kilometres (434 mi) southeast of Mumbai, and 
570 kilometres (350 mi) north of Bangalore by road. Situated in the southern part of Telangana 
in southeastern India. The contemporary world sees this city as a blend of unique cultures with 
a touch of modern lifestyle. In general, Hyderabadi people are regarded as very friendly and 
hospitable. As a matter of fact, generosity is the other name of the Hyderabadis. They take 
immense pleasure and pride in conversing in their local, characteristic and vibrant Hyderabadi 
language, which is a mix of Urdu, Hindi, and Telugu.

Table -1: Top 8 International Check Posts for Foreign Tourist Arrivals (FTAs) in India in 2019

S. No. International Check Posts FTAs Percentage Share
1 Delhi 30,73,811 28.12
2 Mumbai 14,89,984 13.63
3 Haridaspur 11,07,768 10.13
4 Chennai 7,98,444 7.30
5 Bangalore 6,59,003 6.03
6 Kolkata 5,46,576 5.00
7 Cochin 3,41,715 3.13
8 Hyderabad 3,41,381 3.12

Total Top 8 83,58,682 73.35
Others 25,71,673 26.65
Grand Total 1,09,30,355 100.00

Source: India Tourism Statistics at a glance – 2020, page: 6

The above table (Table -1) depicts details about Foreign Tourists Arrivals (FTAs) in India. In the 
year 2019, Delhi International Airport has topped with arrivals of about 3.1 million; Mumbai has 
recorded the arrivals of 1.5 million. Hyderabad has secured eighth place 3.4 lakhs foreign tourists 
arrivals in the year 2019.
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Table – 2: Top 8 International Check Posts for Indian Nationals’ Departures (IND)                  
from India in 2019

S.No. International Check Posts IND Percentage Share
1 Delhi 5964819 22.2
2 Mumbai 4990371 18.5
3 Chennai 2346340 8.74
4 Cochin 2075894 7.75
5 Bangalore 1876614 7.0
6 Hyderabad 1663965 6.2
7 Calicut 1468604 5.5
8 Kolkata 1069795 4.0

Total Top 8 21456402 79.71
Others 5458632 20.29
Grand Total 26915034 100

Source: India Tourism Statistics at a glance – 2020, page: 22

The above table (Table -1) depicts details about Departures from India. In the year 2019, Delhi 
International Airport has topped with arrivals of about 5.4 million; Mumbai has recorded the 
departures of 4.9 million. Hyderabad has secured sixth place with 1.6 million departures.

objectives of the study
By virtue of its magnificent history, Hyderabad has lot of potential in travel and tourism sector. 
Tourist places like Charminar, Golconda fort, Cyber towers, and amusement parks like Ramoji 
Film City (RFC) Wonder la are few out of many. Rajiv Gandhi International Airport (RGIA) 
is facilitating the arrival of foreign tourists directly from their home place/country. Hyderabad 
Metro Rail (HMR) is of great facility for internal movement in the city. Shopping malls of global 
standards, Star Hotels, Recreational facilities are transforming the city into one of the best south 
tourist destinations in India. Objective of this paper is to study the perceptions of tourists. The data 
has been collected through a well-designed questionnaire. Convenience method of sampling is used 
and a total of 104 responses collected from the tourists at tourist sites like Birla Temple, Salarjung 
Museum, Charminar, Qutub Shahi Tombs, and Golconda Fort during the last week of February, 
2020 and First week of March, 2020. 

Table -3: Profile of Respondents

Particulars Description Number of Respondents 
(percentages in brackets)

Nationality Indians 80  (76.9)
Foreigners 24  (23.1)
Total 104 (100)

Gender Male 59   (56.7)
Female 43    (41.3)
Third Gender 2    (1.9)
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Total 104    (100)
Age (in Years) 16 – 35 72   (69.2)

36 – 55 27   (25.9)
56 - 75 5    (4.8)
Total 104    (100)

Educational 
Qualification

Primary 3   (2.9)
Secondary 10  ( 9.61)
UG 58    (55.8)
PG/ Ph.D 33    (31.7)
Total 104   (100)

Annual Income 
(in INRs)

Less than 100000 24   (23.1)
100001 - 250000 43   (41.3)
250001 – 500000 20   (19.2)
Above 500000 17   (16.3)
Total 104   (100)

Source: Primary Data

Table -3 presents the profile of the respondents. 80 Indian nationals and 24 Foreign nationals 
(Total 104) Sample consists of 59 male respondents, 43 female and two third gender. According 
to age, 72 respondents are aged between 16 to 35 years, 27 respondents are in the age group of 36 
and 55 years and five respondents are aged between 56 and 75 years. The break up on the basis of 
educational qualification is as follows: 33 respondents have completed PG/Ph.D, 58 respondents 
are under graduates, 10 have completed their secondary education and finally three have finished 
their primary education. Annual Income of the respondents is as follows: 24 respondents annual 
income is less than Rs. 100000, 43 respondents annual income is in between 100001 and 250000, 
20 respondents are earning in between 250001 and 500000 and 17 respondents’ annual income is 
above 500000.

Table: 4 - Responses of Tourists in respect of various factors influencing tourism

Item Nationality VU        
(1)

U        
(2)

N          
(3)

S         
(4)

HS         
(5) Total

Availability of 
tour operators

Indian 4 2 24 31 19 80
Foreigner 1 1 11 2 9 24

Total 5 3 35 33 28 104
Emergency 
helpline

Indian 4 8 24 23 21 80
Foreigner 0 2 6 5 11 24

Total 4 10 30 28 32 104
Tourist 
information in 
your chosen 
destination

Indian 1 3 18 36 22 80
Foreigner 0 2 4 8 10 24

Total 1 5 22 44 32 104
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Events
Indian 2 8 22 20 28 80
Foreigner 0 2 7 6 9 24

Total 2 10 29 26 37 104

Shops
Indian 2 6 17 28 27 80
Foreigner 3 3 3 9 6 24

Total 5 9 20 37 33 104

Catering services
Indian 3 4 10 36 27 80
Foreigner 0 1 6 10 7 24

Total 3 5 16 46 34 104
Amusement 
activities

Indian 5 2 14 40 19 80
Foreigner 1 2 5 8 8 24

Total 6 4 19 48 27 104
Sporting 
activities

Indian 4 5 18 32 21 80
Foreigner 2 3 6 6 7 24

Total 6 8 24 38 28 104

Local Traffic
Indian 13 15 21 19 12 80
Foreigner 6 6 4 6 2 24

Total 19 21 25 25 14 104
Proposals for 
children

Indian 1 6 27 36 10 80
Foreigner 2 1 9 6 6 24

Total 3 7 36 42 16 104

Source: Primary Data

Table: 5 – Hypotheses Results

Sl. No Null Hypothesis Sig. Decision
1 There is no significance difference in the satisfaction levels among 

the local tourists and foreign tourists in respect of availability of 
tour operators

0.818
Accept 
the Null 
Hypothesis

2 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists in respect of emergency 
helpline

0.105
Accept 
the Null 
Hypothesis

3 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists with regard to information 
about destination

0.380
Accept 
the Null 
Hypothesis

4 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists in respect of events 0.717

Accept 
the Null 
Hypothesis

5 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists in respect of shops 0.244

Accept 
the Null 
Hypothesis
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6 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists regarding catering services 0.578

Accept 
the Null 
Hypothesis

7 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists with regard to amusement 
activities

0.905
Accept 
the Null 
Hypothesis

8 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists regarding sporting activities 0.499

Accept 
the Null 
Hypothesis

9 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists in respect of local traffic 0.252

Accept 
the Null 
Hypothesis

10 There is no significance difference in the satisfaction levels among 
the local tourists and foreign tourists in respect of proposals for 
children

0.945
Accept 
the Null 
Hypothesis

Source: Primary Data

From the above table (Table: 5) it is clear 
that there is no significant difference in the 
levels of satisfaction between foreign tourists 
and Indian tourists in respect of all the items 
studied.

Conclusion
The portion of foreign tourists attracted by the 
historical city is very less (only 3.12 percent 
FTAs in the year 2019). There is no doubt 
to say that Hyderabad has lot of potential in 
the tourism sector. The increase in number 
of foreign tourists arrival results in increased 
demand for hotels, transport industry as well 
as fetch more foreign exchange. It is inevitable 
to the Government to take proactive measures 
and improve tourist friendly environment. 
Qualified human resources shortage is the 
significant problem faced by tourism industry. 
Educational institutions in the areas of tourism 
and hospitality need to be established at the 
earliest. In the years to come, Hyderabad 
definitely will foster in the tourism arena.
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AbStRACt

In this study, it is examined the impact of earnings management on the market performance of 
pharmaceutical and construction companies which are listed on BSE. The study was carried out for a 
period of 10 years. The total of 182 listed companies which consist of pharmaceutical and construction 
companies have been taken as the sample for the study. The data were analysed with the help of EViews 
and multiple regression was applied. Earnings management was estimated by using the modified Jones 
model. The result of the study reveals that the market performance of the select companies is negatively 
affected by earnings management.

Key words: earnings management, market performance, discretionary Accruals, non-
discretionary Accruals. 

introduction
Earnings Management is a form of earnings 
manipulation that is likely to obtain some desired 
objectives. Schipper (1989) defines earnings 
management as “a purposeful intervention 
in the external financial reporting process, 
with the intent of obtaining some private 
gain”. Earnings Management occurs when 
managers use decision in financial reporting 
and in structuring transactions to alter financial 
reports to either mislead some stakeholders 
about the underlying economic performance 
of the company or to influence predetermined 
outcomes that depend on reported accounting 
numbers. Earnings Management is taking 
advantages of the flexibility in the choice of 
accounting treatment to signal the manager’s 
private information on future cash flows. 

Earning Management is also choosing an 
accounting treatment that is either devious or 
economically efficient. Sometimes Earnings 
Management can also be used or tricked to 
misrepresent or reduce the transparency of 
the financial reports. Earnings Management 
arises when managers exercise their discretion 
over the accounting numbers with or without 
restrictions. Such discretion can be either firm 
value-maximizing or opportunistic (field, Lys, 
and Vincent 2001). Earnings Management 
could be a purposeful intervention in the 
external financial reporting process. The 
purpose or the intention may or may not be 
of obtaining some private gain. It could be a 
collection of managerial decision that results 
in not reporting short term value-maximizing 
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earnings as known to management. The 
practice of Earnings Management could be 
beneficial, perennials or neutral. This practice 
involves reporting earnings that are higher than 
the truth and reporting earnings less than the 
truth. Earnings management is the choice of a 
manager of accounting policies to accomplish 
the specific objectives (Scott, 2003).  

The general conception of Earnings Management 
is that it equals to misrepresentation. It 
is usually the firm attempts to bide poor 
performance and mislead the investors. 
Regardless of the purpose or tactics, the truth 
about the managing earnings is always known 
to management. Earnings Management is the 
choice by a manager of accounting policies to 
achieve a specific objective (Seats, 2003). 

need for the Study
Earnings Management comes about 
when managers of a firm use judgment 
in communicating financial reporting and 
organizing transactions to misrepresent 
financial reports to misguide the stakeholders 
about the performance of the firm or to 
influence the contractual outcome. Therefore, 
there is a need to understand the relationship 
between Earnings Management and Market 
Performance. 

Review of literature
Some of the important studies reviewed 
on Earnings Management are presented as 
follows:

Sara w. bassiouny (2016) examined the 
impact of firm characteristics on Earnings 
Management of 50 firms in the Egyptian stock 
market. The finding revealed that there was 
a significant positive relationship between 
the firm’s financial leverage and Earnings 
Management and insignificant relationship 
between firm size, firm age and firm audit 
quality with Earnings Management. 

Sinan S. Abbadi et.al (2016) investigated 
the effect of corporate governance quality on 

Earnings Management in Jordan. The study 
found that corporate governance quality is 
negatively affected the Earnings Management. 

brad A. badertscher (2011) examined the 
degree and duration of overvaluation affect 
management use of alternative Earnings 
Management. The finding reveals that the 
longer the firm was overvalued and the grater is 
the amount of total earnings management and 
managers engage in accruals management in 
the early stage of overvaluation before moving 
to real transaction management to sustain their 
overvalued equity. 

lakshmanan Shivakumar (2010) discussed 
an aggregate market reaction to earnings 
announcement and stated that a negative 
relationship between aggregate earnings news 
and daily market returns. 

gregory S. miller, (2002) examined 3,071 
firms earnings performance and discretionary 
disclosure. The study found that there is a 
strong positive relationship between types of 
disclosure and Earnings Management. 

Sunil dutta and frank gigler (2002) had 
analysed the association between Earnings 
Management and voluntary management 
forecasts in an agency setting. The analysis 
stated that Earnings Management is a model as 
window dressing system that can increases the 
firms reported accounting earnings but there is 
no impact on real cash flows. The shareholders 
may not find it optimal to prohibit Earnings 
Management. 

patricia m. dechow et.all (1995) evaluated 
alternative accrual-based models for detecting 
Earnings Management and highlighted 
the importance of controlling for financial 
performance when investigating Earnings 
Management stimuli that are correlated with 
financial performance. The study found that the 
modified version of Jones (1991) model is most 
powerful in detecting Earnings Management.
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Research gap
From the review of literature, it is found that 
there are few studies on the determination 
of Earnings Management and corporate 
governance and Earnings Management in the 
Indian context. No studies have concentrated 
on the impact of the firm’s Earnings 
Management on market performance. 
Therefore, the present study is focusing 
on the impact of Earnings Management on 
Market Performance.

objective of the Study
The important objective of the study is to 
study the effect of Earnings Management on 
market performance. 

hypothesis of the Study
From the above objective the following null 
hypothesis is framed as follows: 

H0: There is no significant effect of earnings 
management on market performance.

Research methodology
The research methodology adopted for the 
study is presented as follows:

Sources of data: For the present study, only 
secondary data is used. Required variables 
were collected from the online database that 
is Center for Monitoring Indian Economy 
(CMIE) ProwessIQ and Websites like BSE. 

Sample Selection: The present study used 
a sample size of 182 Pharmaceutical and 
Construction companies in India. All the 182 
sample companies in the study are categorized 
into 2 sectors. They are the pharmaceutical 
industry and the construction industry in 
India. A convenience sampling method was 
used in selecting the sample companies for 
the study.

period of the Study: The period of the study 
has been covered for a period of 10 years that 
is from the financial year 2010 to 2019.

tools used: For the present study, Jones 
Model (modified version) have been taken 
for the empirical analysis. The modification 
was designed to eliminate the conjectured 
tendency of the Jones Model to measure 
discretionary accruals with an error when 
discretion is exercised over revenues. In 
the modified Jones model, nondiscretionary 
accruals are estimated during the study 
period. 
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For calculation of Discretionary accruals

1 1 1 1/ 1 (1/ ) 1 ( Re Re ) / 2 ( / )it it i it i it it it i it it itTA A A v c A PPE Aα β β ε− − − −= + ∆ − ∆ + +

1 1 1 1/ 1 (1/ ) 1 ( Re Re ) / 2 ( / )it it i it i it it it i it it itTA A A v c A PPE Aα β β ε− − − −= + ∆ − ∆ + +

 TA= Total Accruals

1itA −  =Lagged Value of Total Assets

Re itv∆  = Change in Revenue

Re itc∆  = Change in Receivable 

itPPE  = Gross Property Plant Equipment

itε  = Error term

Analytical framework of the Study
To analyse the impact of one by total assets, 
change in revenue minus change in receivable 
and gross fixed assets to total assets on the 
discretionary accruals. 
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Table-1 Method: Panel EGLS (Cross-section weights (Dependent variable = Discretionary accruals) 

Variable Coefficient Std. Error t-Statistic Prob.  
C 0.007660 0.003622 2.114972 0.0346
1/TOTAL_ASSETS -0.712270 0.270199 -2.636094 0.0085
(CHANGE_IN_REVENUE-CHANGE_IN_
RECEIVABLE)/TOTAL_ASSETS(-1)

0.009745 0.005104 1.909266 0.0564

GROSS_FIXED_ASSETS/TOTAL_
ASSETS(-1)

-0.053549 0.004899 -10.93073 0.0000

Weighted Statistics
R-squared 0.067819     Mean dependent var -0.066697
Adjusted R-squared 0.066279     S.D. dependent var 0.161896
S.E. of regression 0.152846     Sum squared resid 42.42512
F-statistic 44.04010     Durbin-Watson stat 1.574095
Prob(F-statistic) 0.000000

Unweighted Statistics
R-squared -0.013827     Mean dependent var -0.029051
Sum squared resid 46.80518     Durbin-Watson stat 1.361373

Source: computed from compiled data

Table-1 reveals that the coefficient value of 1 
by total assets is -0.007 and value of P is 0.034 
which indicates the one by total assets has 
significant negative impact on discretionary 
accruals and gross fixed assets to total asset 
coefficient value is -0.05 and the value of 
P is 0.00 which indicates gross fixed assets 
have significant negative impact on market 
performance. Change in revenue and change 
in receivable coefficient value is 0.009 and 
P-value is 0.056 which indicates a change 
in revenue minus change in receivable has a 
positively insignificant impact. R-squared 
value is 0.067 which represent 6.7 per cent of 
variation on market performance and adjusted 
R-squared value is 0.066 which represent 
6.6 per cent which is representing small 
variation. Durbin-Watson statistic value is 
1.57 which indicates the presence of positive 
autocorrelation in the residuals. Probability of 
F-statistic is significant (0.00).   

Conclusion
The study was set out to examine the impact of 
earnings management on market performance 
among select Indian listed companies. The 
study found that market performance has 
a negatively significant impact on market 
performance. The other studies have proved 
that earnings management has influenced by 
corporate governance disclosures. Cready and 
Gurun have found that negative relationship 
between market performance and earnings 
management due to aggregate earnings 
conveying the discount rate to the market. The 
present study contributes to the literature by 
examining the impact of earnings management 
on market performance. 
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AbStRACt

At the very outset, before entering into the study paper, here is a bird’s eye view of what role distribution 
channels play in the FMCG environment. FMCG (FAST MOVING CONSUMER GOODS) includes all 
such goods that are perishable, and non-durable. To put it in simpler terms, they include all goods that 
find a daily use in our lives – such as tooth paste, shampoos, cosmetics and such. As is obvious, they 
need to be stocked in a widely spread locations so that they may be available to one and all. 

According to another interpretation, FMCG products refer to things that we buy from local supermarkets, 
shopping malls and street corner stores on a daily basis, the things that are relatively cheaper in spite 
of their high utility. The present study realizes that only when the two ends leading to the success of an 
FMCG product – producer at the one end and the customer at the other – would reveals the lapses if 
any and improvements that are to be effected in the supply chain to see that the distribution is carried 
out in such a way that the customer is assured of finding the product of his choice at the time he feels 
like buying it. 

Key words: digital payment, internet, fast moving, fmCg, univer Station, four p’s   

introduction
It is a time-proven fact any FMCG Company 
wishing to succed in selling its product in face 
of tough competitors and ‘Me too’ imitators, has 
to work out production, advertising, marketing 
and distribution strategies to emerge a winner 
in the market.the overall strategies of marketing 
consists of the entire marketing mix comprising 
of the four P’s – Product, Price, Promotion and 
Place. It is imperative that all these plan to be 
synchronized in such a way that there is no 
uncertainty in chalking out the future growth of 
the company concerned.

How this amalgamation of all the parameters 
of marketing is undertaken? The best way is to 
see that the marketing managers of the company 
must evolve the marketing strategy by knowing 

the opinion of the end customers on the one end 
and the feeling of marketing staff, distributors, 
wholesalers and shopkeepers on the other. Only 
a through awareness of the needs and pitfalls 
of these components in the distribution chain 
will help the marketing strategy so evolved to 
succeed.

Unlike imperishable merchandise like steel, 
electronics and automobiles, FMCG products 
are out of their very nature perishable and have a 
shorter shelf-life in comparision. So the sales of 
thse products is a mcuh tougher proposition for a 
marketing manager than the imperishable ones.

Keeping these facts in view, the present study 
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presents a survey based on two kinds – one to 
know the feedback from the customers and 
the other to know the opinion of the people – 
salesmen, dealers, wholesalers etc., - who alone 
can reveal the ground realities of selling a product 
at a successful and profitable rate. Having got 
results of the survey, an effort will now be made 
in this study to correlate the information so 
gathered from the exhaustive study undertaken 
to ascertain its authenticity.

fmCg pRoduCtS & CAtegoRieS: 
FMCG products may be categorized under 
headings like Personal care- Oral care, Hair care, 
Skin care,  Personal wash (soaps/shampoos), 
Cosmetics, toiletries, deodorants, perfumes, 
feminine hygine, paper products; Household 
care – fabric wash including laundry soaps and 
synthetic detergents; Household cleaners – dish/
utensil cleaners, floor cleaners, toilet cleaners, air 
fresheners; insectides and mosquito repellents, 
metal polish and furniture polish.

the SCope of the fmCg induStRy: 
The FMCG industry is the ‘in thing’ these days. 
But on six years ago, in 2006 the performance of 
the industry was inconsistent in terms of sales and 
growth for over four years. The investors in the 
sector were not gainers on par with other sectors 
like the automobile and cell phone sectors, which 
were experiencing a boom. 

The turnaround started in 2005 when strong 
growth was seen across various segments in 
FMCG. With the rise in disposable income 
and the economy in good health, the urban 
consumers continued to go ahead with their 
shopping spree. Food and health beverages, 
branded flour, branded sugarcane, bakery 
products such as bread, biscuits, milk and dairy 
products, beverages such as tea, coffee, juices, 
bottled water, snack foods, chocolates etc., were 
preferred to replace the demand for electronic 
goods such as audio equipments, digital cameras, 
laptops, CTVs, refrigerators, washing machines.

impoRtAnCe of the Study:
When we talk about the distribution/growth 
potential, the FMCG business was flat with the 
growth in Home and Personal Care being offset 
by a decline in Foods. In Urban India, consumers 
are now being exposed to new products. They 
are trying several new categories, such as mobile 
phones, leisure, durables. As a fall out of this 
trend, customers are down-trading their FMCG 
purchases. Rural demand has been dampened by 
three unusually poor monsoons in the last four 
years. This can be re-attracting by providing 
exciting, new and differentiated benefits as 
well as greater value, thereby leading to market 
growth. 

Distribution strategy is more to grow in future 
because the life cycles of various FMCG products 
are becoming shorter and shorter. This is due to 
such factors as product failure and increased 
competition. There is an immense shortage of 
decision makers. The customers of FMCG are 
growing more knowledgeable exposed as they 
are to TV and computer usage. On the other 
hand, the computer capability and internet use 
in rural areas is rapidly increasing. This results 
in consumer discretion even in rural areas. At 
the same time, such rural awareness also helps 
in increasing the volume of business all around. 
What is more, rural markets are attracting more 
and more attention of business world.  First, there 
is a scarcity of new product ideas, more product 
failures, changing tastes of people, and difficult 
procedures of introducing new products in the 
markets. Once the product is introduced in the 
market the despite cumbersome procedures, it 
may not survive for long. Because there are more 
and more competitors who mimic or imitate 
the new product and enter into the market. This 
leads to a decrease of sales and the product 
has to be modified intensively for survival or it 
has to be abandoned. To survive in the market, 
the manufacturer has to gather data on the 
competitors’ strategies and future demand of the 
product is to be forecasted. 

Secondly, due to the shortage of the basic 
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industrial inputs like coal, oil, power, transport 
modes, labour (skilled and unskilled), capital, 
land, management experts etc., the FMCG 
companies have to think twice before going for 
expansion and diversification of their product 
lines. For executing their plans and strategies, 
the manufacturers have to collect very reliable 
data and analyze and interpret those carefully. 
For accomplishing this, they need to create new 
marketing strategies for making decisions on 
their expansion and diversification plans.

Thirdly, consumers are getting more and more 
informed about their rights to privacy, quality, 
keeping informed, forming associations or 
societies. This awareness of consumers is 
posing a threat to manufacturers. The latter 
has to collect more and more information on 
consumers changing needs, wants, values and 
tastes. This information if collected in a reliable 
and valid manner can provide the marketers with 
the details which help them to a greater extent 
in designing their products, deciding package 
designs, colour of package, maintaining quality 
of products, formulating the pricing, distribution 
and promotion programmes to satisfy the 
consumer needs. 

obJeCtiVeS of the Study:
The chief objective of the study is to explore 
Consumer Response towards FMCG Companies 
namely 1. H.L.L.  2. Marico. 3. Godrej. 4. P&G. 
and 5. ITC

The sub-objectives of the study are:

1. To know the Distribution Strategy Options of 
selected FMCG Companies.

2. To study the existential and efficacy aspects of 
FMCG Companies so chosen.

3. To give appropriate conclusions and 
suggestions.

SCope of the Study:
The study is conducted in the three regions of 
the state of Andhra Pradesh in India. Hence the 
conclusions drawn from the study may or may 
not be applicable nationally or globally.

The study is conducted based on both primary 
and secondary data. The secondary data is for the 
year 2010 to 2011.

The study will be based on sample data collected 
from  500 consumers.

puRpoSe of the Study:
The purpose of doing this research is mainly to 
make a thorough study of the Consumer Response 
towards FMCG Channel Members from their 
inception till date with special reference to 
effective distribution of an FMCG product so 
that it reaches the end customer in time and at 
affordable price. 

Secondly the study aims at finding out how the 
distribution channels help for a smooth flow of 
goods and services from the manufacturer to the 
ultimate consumers immeterial of the fact of their 
location – be it urban, semi-urban or rural. 

limitAtion of the Study
1. Study is restricted to the cities state of A.P. 

only.
2. The authenticity and accuracy of the data 

depends upon the mindset of the respondents 
who provide the (information) data. Some 
times, the respondents may fail to crystallize 
their feelings, preferences, opinions etc. 
Therefore, this limitation is bound to creep 
into the study.

3. While analyzing and computing the data, 
the numbers are approximated. Therefore, 
sometimes the totals may not tally exactly.

4. This research is using convenient sampling. 
Hence the sample may not be truly 
representative of the population. Hence this 
study does not take into account the prevailing 
regional differences. 

methodology:
Sample unit:  It is a survey on consumers of 
FMCG products. The group of consumers has 
been approached to collect information for the 
study and this is limited to users and dealers and 
producers of Andhra Pradesh.
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method of Sampling: A convenient sample method will be used consisting of equal representation for 
all typical units.

Sample Size:   The data will be collected from 500  consumers of FMCG companies.

data Collection method: Both primary data and Secondary data will be collected. 

Primary data will be collected with the help of a structured questionnaire, with due emphasis on 
reliability and validity. The survey of customers covers all the three regions in the state of Andhra 
Pradesh – Telengana, Rayalaseema and Andhra. For my survey in Telengana I have selected the districts 
of Nalgonda, Khammam, and Ranga Reddy/Warangal. In Rayalaseema the survey was conducted in 
Kurnool, Anantapur and Kadapa districts. In the Andhra region I have surveyed the districts of Krishna, 
Nellore and Vishakapatnam. The data will be collected from various locations of Andhra Pradesh State 
to form a truly representative entity of smaple study.

Secondary data will be collected from few management Journals, News Papers, Magazines and Internet.

data Analysis method:  Willing to use sophisticated quantitative techniques like Mean Percentages, 
Median, Mode, Standard Deviation. 

AnAlySiS And inteRpRetAtion of dAtA:
Table 1

CUSTOMER’S RESPONSE TO SHOPKEEPER- BEHAVIOUR

Customer 
location Frequency of visit Service rating 

accorded
Validity % of product 

availability
Customers’ 

Rating 

Urban Daily/Weekly/monthly 
Fortnightly 68 92 Excellent 

Semi-urban Daily/Weekly/monthly 
Fortnightly 55 61 Good 

Rural Daily/Weekly 32 26 Fair
Source: Field Survey

As is obvious from the above table, majority of the customers in the urban areas rated the service 
provided by the shopkeepers where they shopped to be excellent (68 per cent). The customers in the 
semi-urban localities rated the same as good (55 per cent) while the rural customer felt that the response 
of the shopkeepers in the villages was only fair (32%) 

It is realized that this disparity is due to the fact that the urban shopkeeper is well-stocked, well-educated 
and better aware of his customers’ needs and strives hard to cater to them because if he does not, the 
customers is likely to find another shop to shop with.

With reference to the semi-urban customer the fact that living in a small town, he has lesser options 
of changing his shopping habits and moreover there is an inter-persoanl factor deciding the place of 
shopping as the customers and shopkeepers are known to each other.

The rural maket has been neglected for a long time by major players of FMCG sectors and only of late 
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are they concentrating on it by improving their distribution strategies as seen. All said and done, the 
response of the rural customer that he is getting a percentage of 32% of service from the rural kirana 
shop is noteworthy and speaks volumes of the improved distribution policies of the conpanies to reach 
the village customer on time. But one fact remains dominant in th rural market – the presencce of ‘Me 
too’ products that are sold by the stocked and sold by the rural shopkeeper by telling his customers that 
better FMCG brands are out-of-stock and forcing them to compromising on their use of a product. The 
rural shopkeeper manages to do this due to the fact that he finds an easy excuse for declaring he has no 
stock of reputed brands by throwing the blame on the distributor. This is one area which is to be taken 
care of by the companies concerned if they do not wish to neglect their rural customers. More often 
than not, the customer too settles for the lesser brand due to several reasons – he buys on credit and so 
cannot insist on brand choice, the cash flow is less in villages, the banking facilities like ATM’s are not 
yet widely spread in rural areas and so on and so forth. The coverage of rural areas by the cable TV 
and DTH networks has made advertisement that much more effective for the companies as a villager 
even in the remotest village of the state is aware of what FMCG product to buy exposed day and night 
by advertisements by the electronic media. It is suggested that the FMCG companies to plan their 
distribution strategies in such a mode that they are as rural based as they are urban based.

Table 2

Customer’s Response to Availability of Credit from Shopkeepers

Credit 
availability Urban areas Semi-urban 

areas Rural areas
Percentate of credit recovry

UrbanAreas Semi-
urbanAreas Rural Areas 

Daily 25% 36% 77% 22% 34% 51%
Weekly 11% 22% 62% 18% 16% 54%
Fortnightly 4% 16% 31% 3% 11% 33%
Monthly 2% 5% 25% 2% 4% 25%

Source: Field Survey

the Availability of Credit is another factor that decides customers’ choice over buying FMCG 
products especially in the semi-urban and rural regions where cash flow is restricted to monthly wages 
and salaries. The modern marketing philosophy is based on the basis of value creation and delivery of 
product to each and every customer for mutual gain for the producer and the customer. With reference 
to the FMCG products, since their shelf-life is comparatively shorter than that of say, an automobile 
or a personal computer, it becomes imperative that the products need to be sold as quickly as possible. 

It is in this context that the extension of credit policies of FMCG companies is to be viewed. In this sector, 
the customer loyalties cannot be taken for granted as in the case of electronic goods or automobiles. The 
very nature of FMCG products needs effective replenishment of stock at the shortest notice, to fecilitate 
their disposal/sale there of.

Now to capture and retain a customer, the shopkeepers – especially in the semi-urban and rural areas, 
need to extend credit to their customers. This is an inescapable factor since in these small towns and 
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villages, shopkeepers and customrs know each other for years on the one hand and the flow of cash is 
not as fast as in metropolitan and urban areas. 

The shopkeeper/dealer located in the semi-urban/rural reas has to extend credit to his customer to 
survive in business, it follows that shopkeeper has to be accorded stock-on-credit by the dealer who in 
turns looks to the producer to do the same for him.

Of course, if the company has to extend credit to its dealer who in turn does so to the shopkeeper, 
both would be worried about the recovery of credit so extended. Strangely enough, It is found that 
the percentage of recovery of debts, and bad-debts is less in rural areas than in semi-urban and urban 
areas. This anomaly may be due to two facts – firstly, the rural/semi-urban has inter-personal dealings 
with their customers and secondly, they don’t default their credit repayment due to fear of service and 
credibility in the rural society. So it appears to be safe to extend the credit to these people by companies 
and distributors alike.

As is displayed in Table 2, it can be observed that in the urban areas daily credit is 25% as against 
36% in the semi-urban and an incredible 77% in the rural areas. Similarly the extention of weekly/
fortnightly and monthly credit facility is remarkably high in the rural and semi-urban markets than in 
the urban market. 

This highlights my belief that FMCG companies have to do their best to extend credit to the rural sector 
for two reasons – the sellers need it desperately and the buyers are comparatively credit worthy than 
the urban customers.

Table 3

Customer’s Response to Billing and delivery of Goods

Customer 
location Frequency of visit Time spent at the 

counter
Time taken for 

packing
Customers’ 

Rating 

Urban Daily/Weekly/monthly 
Fortnightly 10-15 mts. 10 mts. Excellent 

Semi-urban Daily/Weekly/monthly 
Fortnightly 20-3-mts 20 mts. Good 

Rural Daily/Weekly 30-45mts 30mts Fair
 Source: Field Survey

Anothr important factor for successful marketing of FMCG products is turn around time spent by a 
customer at the shop where he has gone to buy things of daily use. A study of the data contained in 
table 3 shows that shopping in the rural and semi-urban areas is more leisurely and amicable for both 
the customer and the shopkeeper than in the urban areas. This is due to the fact that in the urban areas 
people are busy and find less time to shop if they are not on a specially planned shopping trip. In the 
rual areas customers don’t mind spending about an hour or two in the shop chatting leisurely to the 
shopkeeper as he attends to their needs. On the other hand, in the cities and town, customers tend to be 
less patient and wish to be served as quickly as possible.
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Table 4

Customer’s Response to Ready-availability of Selected Brands. 

Name of 
the FMCG 
Company

Brand Availability in 
Urban Areas

Brand Availability in Semi-
urban Areas

Brand Availability in Rural 
Areas

% of Brands Rating % of Brands Rating % of Brands Rating
HLL 91% Excellent 89% Excellent 85% Excellent 

Marico 89% Excellent  86% Good 84% Good 
Godrej 90% Excellent 86% Good 88% Excellent 

ITC 93% Excellent 91% Excellent 88% Excellent 
P&G 92% Excellent 90% Excellent 89% Good

 Source: Field Survey

One of the pivotal aspects of overall marketing mix is providing access/availability to 
the customers of required material he demands at the time he needs them at his own 
convenience. Marketing FMCG products is not mere collecting of orders from retailers/
shopkeepers but prompt and timely delivery of products so orders in a fresh/undamaged 
condition.

In this regard inventory and warehousing come into play a vital role for the success of 
an FMCG product. Given the highly transitory customers’ loyalty with reference to these 
products due to availability of a wide choice other brands, the express need of the customer 
and the threat of ever-present cutting-edge competition, it is imperative that availability of 
a brand at the right time and at the right place/price to the customer becomes imperative.

Keeping this fact in view, I have undertaken to find out the pulse of the customers in the 
three zones – urban, semi-urban and rural – to know their response and feelings regarding 
the availability of the products manufactured by the selected FMCG companies – ITC, 
Godrej, Marico, HLL and P&G.

A glance at Table 4 shows that despite the demand in the rural markets, the five selected 
FMCG Indian giants have not been able to improve their market reach in villages and 
hamlets. This proves the fact that there is a crying need to improve rural distribution 
network system among all the companies vying to find a foothold in the urban and semi-
urban markets whereas the rural markets, where the disposable budget of the rural dweller 
has increased many-fold. It is hoped that the not only the FMCG companies selected for 
this study but also all other companies would focus on the rural market and shoot two birds 
at one shot – getting higher profits for themselves and serving the comparatively loyal 
rural customer at the same time. At the same time, the rating awarded by the customers 
also proves the fact that much work has been done by the concerned companies with 
regard to market reach of rural areas of Andhra Pradesh but much needs to be done for 
mutual benefit of producer and customer.
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Table 5

Customer’s Response to Quality of FMCG Brands of selected Companies

Name of the FMCG 
Company

Brand quality in Urban 
Areas

Brand quality in Semi-
urban Areas

Brand quality in Rural 
Areas

HLL Excellent Excellent Excellent
Marico Excellent Good Good
Godrej Excellent Good Good

ITC Excellent Excellent Excellent
P&G Excellent Excellent Excellent

Source: Field Survey

Table 1.5. Displays another important aspect of FMCG marketing and distribution. It s an established fact 
that all FMCG companies, irrespective of what brands they manufacture, have to ensure top quality in 
their products if they are to garner or keep up their market share. A company has the moral responsibility 
to see that goods sold by it to its customers should be well packed, unexpaired, and undamaged. A 
uniform quality of factors such as shape, weight, color and fragrance has to be maintained. Quality 
control is the hall mark of any successful FMCG company worth its salt. 

A study of the above table also emphasizes the fact that even good companies like Marico and Godrej, 
with their excellent brand reach and network are lagging behind in making their products available to 
the rural customer. This proves beyond question the fact that if Indian FMCG companies are to prove 
effective cost wise and profit wise, they would do well to improve their service in the rural areas of 
India so that the vast yet unexploited Indian rural market may be throughly served for mutual gain.

Table 6

Customer’s Rating Regarding Buy-back/Replacement of Damaged Products

Name of the FMCG 
Company

Brand quality in Urban 
Areas

Brand quality in  Semi-
urban Areas

Brand quality in Rural 
Areas

HLL Excellent Good Good 
Marico Good Good Can be improved
Godrej Good  Good Good

ITC Excellent Excellent Good 
P&G Excellent Excellent Good

Source: Field Survey

When a customer buys an FMCG product, with good faith in the business ethics of the company that 
has manufactured. Customer spends good money and time to select a particular product from several 
brands of the same product simply because customer lays his trust on getting his money’s worth from 
the company.

Naturally it becomes obligatory on the part of the company to see that its valued customer is given the 
best it could produce. But, there is every possibility – since the product has to pass through various 
hands that constitute the supply chain before it reaches the end-customer – that it may be damaged, 
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expired, pilfered or sustained weight loss due to various reasons. When the customer realizes that he 
has not been given his money’s worth, it is but natural that he should be disasspointed in his choice of 
product. If such products are repeatedly sold, it his likely that the vexed customer would assume that 
the product is not good and shift to another competing company. 

Threfore, it should be the endeveour of every FMCG company to see that it retains its customer base 
by responding promptly to customers’ complaints. It should realize that it is ethically bound to replace 
such failed products so that its customer base remains in tact.

Once again it is obvious that the response to customers’ complaints is rather comparatively poor in rural 
and semi-urban areas than in the urban areas. 

It is ardently hoped that FMCG companies should not take advantage of the fact that the rural customer 
is relatively uneducated and so cannot complain as vehemently as the urban and semi-urban customer. 
It should be realized that whatever the nature of the area wherein its customers buy its products, the 
company holds the same responsibility to see that they are satisfied for laying their trust with the 
company’s reputation even as the more elite customers do.

Table 7

Customer’s Response to Introduction of New FMCG products 

Region Customers who Never 
change brands

Customers willing to 
try new brands now 

and then

Customers who Always 
change Brands

Urban Areas 17% 46% 33%
Semi-urbanAreas 21% 42% 37%

Rural Areas 55% 16% 29%

The FMCG market is an ever changing one. New companies, aspiring to get their own market share are 
always aspiring to introduce new brands/products to challenge the established market leaders. As such 
the established companies are forced to constantly revamp their products, improve their package, and 
spend a fair amount of their earnings on Research and Developing. 

While undertaking the survey of customers, an effort has been made to find out their response to the 
introduction of new products or varients of existing products by well established companies and the 
results, as Table 7 shows, are interesting.

Brand loyalty is fairly strong among all the three markets – urban, semi-urban and rural – as Indians 
by nature are sentimental. But due to aggressive advertising campaigns by competing players in the 
electronic and print media, customers are prone to change their brand loyalty at least temporarily to try 
newer brands.

Therefore it becomes imperative for all players in the FMCG sector to be on their knees regarding 
quality control and competitive pricing. It is hoped that the companies will take the hint and improve 
their marketing/distribution strategies to be on the alert to retain their customer base and at the same 
time entice new customers to their fold.
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Table 8

Customer’s Response to Free Offers By FMCG Companies

Promotional offers Urban Areas Semi-urban Areas Rural Areas
Buy 3 get 1 offers 17% 47% 34%
More for less offer 21% 32% 47%

Free offers 25% 38% 37%
Lotteries 45% 30% 25%

Other offers if any 22% 47% 31%

As already stated in the introduction to this chapter, despite the fact that the present survey is chiefly 
concerned with the distribution strategies of FMCG products, it was felt necessary to see that proper 
focus is given to all the other aspects of marketing in the questionaires so that the knowledge may serve 
as an important fall-out of the research. 

Keeping this broad view in perspective, a few questions are included in the customers’ questionaire to 
find out their response to the free offers such as more for less, buy three get one free etc. to ascertain 
their value to the companies that spend a sizable amount in advertising such offers over the print, 
electornic media and other means of advertising.

As is shown in Table 1.8, consumer response is varied to these offers. But it goes without saying that 
such offers as ‘Get more for less’ and ‘Buy three and get one free’ are more appreciated in the semi-
urban and rural markets than in the urban markets.

One reason for this could be that the rural population is still comparatively cash-starved than the other 
two segments and so would like to get more value for their hard-earned money than they are legally 
bound to get.

Table 9

Customer’s Perception over Brand Image of FMCG Companies

Name of the FMCG 
Company

Brand Image in Urban 
Areas

Brand quality in Semi-
urban Areas

Brand quality in Rural 
Areas

HLL Excellent Excellent  Good 
Marico Excellent Excellent Excellent
Godrej Excellent  Excellent Fair 

ITC Excellent Excellent Excellent 
P&G Excellent Excellent Fair

 

It is surprissing how greatly a brand name/image can act on the mind-set of the customer. For instance, 
when a via media product was needed between edible oil and pure ghee, a new product, now called 
Vanaspathi was introduced by the Tata Oil Mills. They called it DALDA Vanaspathi. The product 
became so famous that after nearly a hundred years, people refer to the product of vanaspathi by the 
name of its original brand as Dalda only.
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This being the impact of a brand, generations of customers gets used to a particular brand of an FMCG 
product and recommends it as a matter of course to their succeeding generation. This abiding faith in a 
product by its brand equity is called brand loyalty. 

While undertaking the survey of customers’ preference for this study about distribution system of FMCG 
companies, it was felt that it would be productive to include a few questions about the customer’s brand 
loyalty to know their susceptabilities about a particular brand.

As can be perceived from Table 9, it is obvious that Godrej and P&G will have to work harder to 
improve their brand image in the rural market.

Table 10

Customer’s Preferences over Quality of Packaging of FMCG Products 

Kind of packaging 
preferred

 % Packaging preferred 
In Urban Areas

% of  Packaging 
preferred In Semi-

urban Areas

% of Packaging 
preferred In Rural 

Areas
Glass bottles/jars etc. 80% 76% 56%
Plastic bottles/jars etc. 95% 88% 68%

Plastic tubes etc. 88% 79% 97%
Sachets 68% 79% 87%
Others 44% 89% 66%

Even the finest product needs an attractive and convenient packaging it a new customer is to pick it 
out among its other contenders from the shelf of a super market. As a result of this, FMCG companies 
spend a lot of time, money and effort on selecting the best package for their products. 

Realizing this fact, an effort has been made in this study to find out customers’ preferences about 
packaging and their choice of packaging. Though this aspect is not directly related to the main stream 
of this study viz, distribution systems of FMCG companies, it was felt that such data as can be gathered 
from the survey would be found useful both by producers and customers alike in getting their products 
sold/bought in a proper and approved form.

Table 11

Customer’s Preferences/Rating over Pricing Policy of Select FMCG Companies

Name of 
the FMCG 
Company

Pricing Policy 
Appreciation in Urban 

Areas

Pricing Policy 
Appreciation in Semi-

urban Areas

Pricing Policy 
Appreciation in Rural 

Areas
% Rating % Rating % Rating 

HLL 89% Good 77% Fair 32% Unhappy 
Marico 67% Fair 66% Not happy 76% Unhappy 
Godrej 78% Fair 76% Average 43% Unhappy 

ITC 89% Good 69% Fair 79% Fair 
P&G 79% fair 77% Good 66% Fair
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The success or failure of an FMCG product depends on the pricing structure adopted by the company that 
manufactures the product. The customer, who wishes to buy popular and economic range of products 
to suit his budget, naturally will think twice about expending money as he is constantly engaged in the 
unenviable exercise of stretching a rupee to its maximum length. Other considerations such as brand 
loayalty and ego boosting will not impress him and he would willingly settle for a cheaper brand if it is 
good and serves his needs. He is ready to sacrifice and compromise his wishes to suit his pocket.

The impressive part of all this is that such customers form almost 55% of FMCG customers and no 
company can afford to loose him.

Keeping this in view, competitive pricing becomes important for the success of a brand. While 
approaching the customers for the study of distribution channels and how they are affected by them, 
it was felt relevant to include a few questions to find out their preferences about pricing of FMCG 
products/

Table 1.10 shows the percentage of customers who wish to respond about the pricing of fmcg goods. As 
elsewhere, here also we find that the rural sector is not happy over any kind of price hike. Therefore the 
companies are advised to mold their pricing plans to suit the rural market if they want to grab a good 
deal of market share from rural India. 

Table 12

Customers’ perception over the Overall Performance of Select FMCG Companies

FMCG Companies Urban Areas Semi-urban Areas Rural Areas
HLL Excellent Excellent  Excellent  

Marico Excellent Excellent Good 
Godrej Excellent  Excellent Good  

ITC Excellent Excellent Excellent 
P&G Excellent Excellent Excellent 

  

Table 12 presents the feelings of customers about 
the overall performance of the select FMCG 
companies – HLL, Marico, Godrej, ITC and 
P&G in all the three sectors chosen for this study.

It could be assumed that a study of the above data 
with regard to customers’ preferences would be 
helpful in helping the companies concerned to 
tailor their distribution policies to suit the needs 
of customers at the same time bringing them 
economic prosperity and business satisfaction.

ConCluSion
It may be suggested that the consumer response 
towards shopkeeper behavior should be made 

effective and efficient in urban, suburban and 
rural areas so that none is deficient of necessary 
goods. Consumer awareness must be created 
by way of imparting consumer education. It is 
observed that companies have been doing their 
best to extend credit to the rural sector, In the rual 
areas customers don’t mind spending about an 
hour or two in the shop chatting leisurely to the 
shopkeeper as they attend to their needs. It also 
observed that the selected  companies should 
improve their ready-availability, Quality of the 
FMCG goods, brand layolty, free offers, quality 
of packing, optimizing the pricing policy, and 
overall performance of select FMCG Companies.
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An attempt is made in this paper to provide an overview of online shopping in India and globally. This 
paper has been prepared based on secondary dates covering growth of e-commerce in India, sold of      
electronic goods through e-commerce portals, online retail sales in India and rising internet penetration 
in India. It concludes that growth of online shopping has come down due to various economic factors.

Key words: E-commerce, EDI, EFT, HTTP, DSL, GeM, Artificial Intelligence, Automation and 
data driven decision. 

introduction
Online shopping became possible in 1991 
when the Internet was launched for commercial 
use. In the late 1970s, online shopping became 
the electronic implementation of electronic 
transaction processing with the help of leading 
technologies such as Electronic Data Exchange 
(EDI) and Electronic Funds Transfer (EFT).

With the development of security protocols 
(for example, HTTP) and DSL that allow 
faster access and continuous connection to 
the Internet, the medium became popular 
with the general public in 1994. By 2000, WE 
and European companies were offering their 
products and services on the World Wide Web 
using a large number of secure connections 
and electronic payment services. Although 
the fall of dot-com in 2000 led to the winding 
up of many online shopping companies, they 
recognized the benefits of “brick and mortar” 
retail and began to add such capabilities 
to their websites. For example, when the 
online grocery store Web van collapsed, two 
supermarket chains Albertson and Safeway 
began using online shopping to buy groceries 
for their customers online. The Business 

to Business (B2B) model, the largest form 
of online shopping by the end of 2001, had 
approximately $ 700 billion in transactions.

E-business not only generates revenue by 
buying and selling goods and services, but also 
transactions that support revenue generation. 
These activities include generating demand 
for goods and services, providing sales 
support and customer service, or facilitating 
communication between business partners.

need of the Study: This study follows a 
general approach to find the increasing trends 
of online shopping, first analyzing online 
shopping in India, followed by the research 
on various Ecommerce trends globally and 
various Ecommerce trends in India. 

obJeCtiVe of the Study:
1. To understand online shopping in India.
2. To analyze various trends globally on online 

shopping
3. To evaluate various trends in India on online 

shopping.
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Research methodology: In this study data is collected only from secondary data.

Secondary data: The secondary data was gathered from the internet i.e., websites, online reports, 
and other sources like books, newspapers, journal etc.  

tool and teChniQueS: To analyze the data and draw conclusions simple percentages and 
Trend analysis are used.

limitAtion of the Study:
1. All the trends related to ecommerce and online shopping may not be considered.
2. New trends are not explained in depth.
3. The period of the study is 2014-2020 is taken.

Retail e-commerce
Now-a-days almost anyting can be purchase through e-commerce. It can be a sustitute for brick-and-
motor stores. It has world wide sales. Thus, the sales through online is presented in Table 1.

Table No - 1

Retail E-Commerce Sales Worldwide

YEARS SALES (Billion US$)
2014 1336
2015 1548
2016 1859
2017 2290
2018 2774
2019 3305
2020 3879
2021 4479

Source- https://www.statista.com/statistics/379046/worldwide-retail-e-commerce-sales/
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From the above table retail ecommerce sales worldwide and force by rising Smartphone penetration, 
the launch of 4G networks and increasing consumer wealth, the Indian E-commerce market is 
expected to grow to US$ 4479 billion by 2021 from US$ 1336 billion in 2014.E-commerce is 
increasingly attracting customers from Tier 2 and 3 cities, where people have limited access to 
brands but have high aspirations..The Government e-marketplace (GeM), three years after its 
inauguration saw a cumulative procurement by the central and state governments of 1336(billion 
US$)) in 2914 and 4479 (billion US$) in 2021. Smartphone users are expected to reach more and 
more and Ecommerce sector expected to grow higher in future.

Table No – 2

Growth of E-Commerce in India

Years Ecommerce industry in India 
(us$ billions)

2014 14
2015 20
2017 39
2018 50
2020 64
2021 84
2025 188
2027 200

Source: Media sources, BCG – The $250 billion Digital Volcano, BCG – Digital Consumer 
Spending in India, Bain & Company – Unlocking Digital for Bharat, Morgan Stanley.

 

From the above table growth of ecommerce in India and force by rising Smartphone penetration, 
the launch of 4G networks and increasing consumer wealth, the Indian E-commerce market is 
expected to grow to US$ 200 billion by 2027 from US$ 14 billion in 2014 and US$ 39 billion 
in 2017.E-commerce is increasingly attracting customers from Tier 2 and 3 cities, where people 
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have limited access to brands but have high aspirations. The ecommerce sector has registered a 
growth of 36% year over year in the last quarter of 2020.the biggest beneficiaries of this rise are 
the personal care beauty and wellness categories which grew by 95% year over year. Meanwhile 
electronics category saw a rise of 27% annual growth.

Table No – 3

TOP 10 E-COMMERCE SITES IN US SOLD ELECTRONIC GOODS

1.Amazon
2.Ebay

3.Walmart
4.Etsy

5.Home Depot
6.Target

7.Best Buy
8.Wayfair
9.Macy’s

10.Lowe’s
Source: https://disfold.com/top-e-commerce-sites-us/

From the above the world’s most developed market for online shopping. The US is the global 
standard for e-commerce. Many of its greatest e-commerce companies are in a leading position in 
other countries, setting the pace and creating the trends that shape the rest of the world’s online 
shopping. The computers and mobile devices to access digital services, American online consumers 
are used to engaging in commercial transactions to purchase of goods and services Large stage that 
operate through many segments, like Amazon and eBay, are dominating, but traditional brick-and-
mortar distributors are still managing to take a share of the market. Since the American market is 
so developed and solvable, it is no surprise that the competition between e-commerce players is 
violent. These are the top 10 ecommerce sites in US who sold electronic goods to consumers.

Table No – 4
Top 10 E-Commerce Sites in India sold Electronic Goods

1.Amazon India
2.Flipkart

3.Indiamart
4.Myntra

5.Snapdeal
6.Firstcry
7.1 MG

8.Book My Show
9.Nykaa
10.2 Gud

Source: https://disfold.com/top-e-commerce-sites-us/
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From the above table it is clear that India is a very large and rapidly growing market for online 
shopping .Amazon has taken the lead in Indian company’s pure ecommerce players are holding 
their ground and fighting to expand their presence in this fast growing market. Ecommerce and 
internet in India has crossed hundreds of millions of users but it is still far from being grown-up 
Indians are rapidly getting used to ecommerce and its convenience. They are primarily use mobile 
devices to access the internet and shop online for a growing array of goods and services since the 
Indian market is still technologically developing there is more chance for growth. The competition 
is already very violent as many local and foreign players are fighting to grab a hold of this fast 
developing market. United States and other developed countries have successful ecommerce 
market Amazon has been able to lead in India and still have managed to become solid competitors 
in this promising market.

Table No – 5

Online retail sales in India

YEARS SALES(US $ Billion)
2013--2014 60.50
2014--2015 61.15
2015--2016 65.46
2016--2017 67.09
2017--2018 64.45
2018--2019 69.89

Source: Media sources, BCG – The $250 billion Digital Volcano, BCG – Digital Consumer 
Spending in India, Bain & Company – Unlocking Digital for Bharat, Morgan Stanley

 

From the above table online retail business is the next generation format which has high potential 
for growth. Currently, it is estimated to be a US$ 50 billion opportunity. After conquering physical 
stores, retailers are now foraying into the domain of e-retailing. It had a market size of US$ 
18 billion in 2017 and is forecasted to reach US$ 32.70 billion by 2018.Online retail market is 
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estimated to reach US$ 60 billion by 2020. The online retail market sales are forecasted to grow 
at the rate of 31 per cent year-on-year to reach US$ 32.70 billion in 2018. It is projected to reach 
US$ 73.00 billion by 2022F.India’s ecommerce industry’s sales rose 40 per cent year-on-year to 
reach Rs 9,000 crore (US$ 1.5 billion) during the five-day sale period ending September 24, 2017, 
backed by huge deals and discounts offered by the major ecommerce companies. It is forecasted 
to reach US$ 53 billion by 2018.The government plans to allow 100 per cent FDI in e-commerce, 
under the arrangement that the products sold must be manufactured in India to gain from the 
liberalized regime.

Table No – 2. 6

Rising internet penetration in India

Year Internet penetration in India (%)
2007 4.00
2008 4.40
2009 5.10
2010 7.50
2011 10.10
2012 12.60
2013 15.10
2014 18.00
2015 27.00
2016 34.80
2017 34.42
2018 39.32
2019 42.48

Source: Economic Times, Live Mint, Department of Telecommunications, Bain & Company – 
Unlocking Digital for Bharat.

In this table rising Internet penetration in India grew from just 4 per cent in 2007 to 34.42 per 
cent in 2017, registering a CAGR (compound annual growth rate) of 24 per cent between 2007 
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and 2017. As of June 2018 overall internet 
penetration in India was 39.32 per cent. As 
of June 2018, internet penetration in India’s 
urban areas stood at 82.10 per cent and 19.48 
per cent in the rural areas. Urban India with 
an estimated population of 444 million as per 
2011 census already had 338.84 million people 
using the internet as of June 2018. Rural India, 
with an estimated population of 906 million as 
per 2011 census, has 173.42 million internet 
users as of June 2018. There is therefore a 
great opportunity for increasing penetration 
in the rural areas. Internet penetration in rural 
India is expected to grow as high as 42 per cent 
by 2019 compared to the current rate of 18 per 
cent. Number of active internet users in the 
country is the second highest globally and data 
usage of 8 GB/subscriber/month is comparable 
to developed countries.

ecommerce trends globally:
Augmented Reality AR: In this technology 
consumers can truly see the item they’re 
shopping for, which helps them make a buying 
decision. Changes the shopping experience in 
specific industries, such as fashion and home 
decor because the customer can get a better feel 
for the item without seeing it in-person. It has 
been a complete game changer for ecommerce.

Voice Search: The rise of voice search creates 
an opportunity for ecommerce businesses in 
terms of keywords and content. Consumers are 
relying on voice assistants to complete daily 
tasks. As more homes adopt smart speakers 
and more consumers will utilize voice search 
to shop online, order food and organize their 
lives.

Artificial Intelligence (AI) and machine 
learning make it possible for the customer 
to have automated, personalized shopping 
experiences. AI is continuously collecting 
data on how a customer shops, when they buy 
purchases and what they’re looking for in a 
product or a service. It’s a piece of technology 
that really can’t be replicated in-store. People 

want to know that brands care about them, and 
AI will be programmed consequently.

personalized data: The data collected from 
AI is what makes it possible for a buyer to 
get personalized product recommendations 
and detailed customer service. Implementing 
personalized experiences on-site or in 
marketing efforts has been shown to have a 
strong effect on revenue. Buyers of all sorts 
including Business to Consumer and business 
to business.

big data: consumers are more aware that 
ecommerce sites are collecting personal data, 
which puts them at risk. Because of this, 
experts have mixed feelings about the benefits 
of big data and how it affects the personalized 
shopping experience. People who have ultra-
personalized experiences and those who do 
not. This will have interesting impacts on how 
we as marketers are able to reach new users.

Chat bots`: It interacts with online shoppers 
much like an in-store sales associate would 
do. Today’s shopper wants to be able to find 
and buy a product in just a few clicks, and if 
they can’t, they get frustrated. This is where a 
Chabot can step in and save the sale Chat bots 
are all the rage today for support customer. 
However, I think they’ll drastically change the 
way people shop online. They’ll become one 
of the most important marketing tools. In the 
retail space, self-checkout kiosks will probably 
become the norm and in-store marketing will 
increase.

mobile Shopping: It allows customers to 
make purchases from anywhere, which is vital 
in today’s world. However, if your ecommerce 
site isn’t responsive on mobile or through web 
apps, you’ll be missing out on big opportunities. 
Shoppers who are mobile users want the added 
convenience, plus the ability to pay digitally.

payment methods: Customers have individual 
needs when it comes to payment methods, 
they might cancel a potential sale if they 
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can’t pay how they want on an ecommerce 
website. Offering a wide variety of ways to 
pay is a good way to increase rates on mobile 
devices. Advantage, if customers can save 
their payment information on website, they’ll 
be able to checkout even faster the next time 
they make a purchase.

Video Creation: Video proved to be a great 
way to engage customers and it’s not going 
away anytime soon. Creating videos for your 
website is a great way to instantly grab and 
engage a customer and inform them about your 
product or service. Attracting new customers 
and retaining new one.

Sustainability: Consumers and businesses 
alike are becoming more aware of the 
environment. Consumers are being more 
conscious about where they shop and the 
impact it has on the environment and related 
effects Many businesses are finding ways to 
be more eco-friendly by going paperless when 
possible, using biodegradable packaging, and 
using recyclable supplies.

ecommerce trends in india:
mobile majority: Mobile e-commerce is 
growing faster than e-commerce in general. 
And with Google’s mobile is launched, being 
mobile is no longer a fancy trend it’s a necessity, 
avoiding which will lead to significant losses 
in sales and revenue.

Artificial Intelligence: TO flourish the 
following graphic provides an overview of the 
areas in software that were found the greater 
potential for AI investment. E-commerce is 
one of them. Whilst artificial intelligence and 
machine learning have been a prerogative of 
huge global companies due to its price, the 
trend is inevitably growing, and we can expect 
some new cheaper tools to hit the market. 
Eventually, in a couple of years they will be 
available to each and every business.

Visual And Voice Search: Image and voice 

activated search may make up 50 percent of 
all searches by 2021; early adopter brands that 
redesign their websites to support visual and 
voice search will increase digital commerce 
revenue by 30%. Voice-based search queries 
are the fastest growing mobile search type. 
While voice and visual search are closely 
connected to AI, they’re more incorporated 
into e-commerce now.

omni channel: • Eight out of ten customers 
use their smart phones while shopping as 
in-store shopping assistants. • 78% rate the 
importance of integrating e-commerce and 
in-store experiences as important/business 
critical. • Digital influences up to 56% of 
in-store purchases. Apparently, the Omni 
channel e-commerce trend seems to be the 
most sophisticated. The approach is largely 
based on customer service quality. However, 
it doesn’t only imply improved navigation 
and better shopping experience, but stands for 
providing a high-quality experience within all 
the channels of communication. What can ruin 
your customers’ impression of the shopping 
process? In line with the studies, customers 
realizing the mismatch of the inventory data 
on the website and in-store get aggravated.

Customer service quality: Apparently, the 
Omni channel e-commerce trend of 2017 seems 
to be the most sophisticated. The approach 
is largely based on customer service quality. 
However, it doesn’t only imply improved 
navigation and better shopping experience, but 
stands for providing a high-quality experience 
within all the channels of communication. 
What can ruin your customers’ impression 
of the shopping process? In line with the 
studies, customers realizing the mismatch of 
the inventory data on the website and in-store 
get aggravated. And we see that the simplified 
B2C experience makes its way into B2B – that 
is why companies put additional forces into 
the trend of building advanced functionality 
for B2B market. Quote management, price 
negotiation, easy ordering, order and inventory 
management and other essential B2B 
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e-commerce features are now available.

Augmented Reality: Augmented reality will 
generate $120 billion in revenue by 2020. 
After viewing the 2D printed display advert, 
45% would consider buying, spend more on a 
product and show longer engagement. As with 
Al, AR/VR is still a technology that needs a 
long way to go before it provides exactly the 
experience customers are waiting for. Still, 
now it is expected to raise the surprisingly 
low e-commerce conversion rates and to solve 
the big problem of online shopping returns, 
which has been causing losses to e-commerce 
businesses since it all even started.

mobile Checkout evolution Statistics show 
that mobile e-commerce conversions are still 
lower compared to desktop ones. Among other 
reasons, it is the result of the fact that mobile 
checkout is still far from perfect when it comes 
to user experience. Too long / complicated 
checkout process” – which includes mobile 
shoppers. 

personal interaction The market is growing, 
new products and brands are appearing, and 
more personal interaction will help people 
choose exactly the products they want or 
receive the information they require to make 
a purchase. While the brick-and-mortar return 
rate is around 9%, online it’s more than double 
that at 20%. During the holidays is can get as 
high as 50%, depending on the industry. 1-1 
interaction should be of great help with solving 
the problem via Omni channel experiences.

in-Store And online Roi merge While 
online you can measure each and every step 
of a customer, in a brick-and-mortar store 
such marketing entities as customer journey, 
enter-to-purchase time and other parameters 
are measured differently or cannot be 
measured (yet). More tools and technologies 
for measuring and tracking in-store customer 
behavior. Finally letting store owners merge 
the online and offline data to get the full picture.

original post 2marketplaces to grow 
further Amazon is estimated to be responsible 
for huge 44% percent of US e-commerce sales 
same happens to other big players – and the 
trend will live. The growth of marketplaces 
continues and will influence the map of 
e-commerce even further.

browser less experience E-commerce is 
no longer just desktop; it’s not only desktop 
and mobile now. Mobile, app, AR and other 
technologies are merging and now have 
nebulous borders, where we can’t exactly 
define the shopper experience by its type – and 
it’s no longer needed. 

new Content and Ads based on new 
experiences such as AR/VR, new content and 
ad types are appearing and evolving in the 
marketing world. They are offering people 
completely different types of interaction, 
which gives birth to new marketing strategies 
and new sales channels. 

Automation And data driven decisions As 
e-commerce is growing and becoming more 
complicated, more and more activities are 
being passed to the technology – from chat 
bots talking to people to marketing automation 
software producing data driven decisions, 
leaving merchants with more time and effort to 
deal with more important tasks which cannot 
be solved with technology yet. 

price flexibility Dynamic prices are a 
trend which is only starting to penetrate 
the ecommerce market. But with rising 
competition, marketplace domination and 
hyper local marketing challenges, it will 
definitely grow in the next couple of years, as 
the market demands price flexibility built on 
AL and big data automation solutions.

Conclusion:
Online shopping is a new style of shopping 
among the Indian people. The slowdown in the 
financial and technological sectors has had a 
severe impact on the growth of online shopping 
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in India. But now with all the developments 
taking place in the country the way of life of 
the people is improving and online shopping 
is also starting to show a growing trend. Many 
online shopping companies have started their 
operations in India and many traditional Indian 
retail shops have now started their operations 
through the internet by setting up an online 
web store. E-shopping companies have made it 
easier for their web store to shop through more 
attractive and simple shopping processes. 
Ecommerce trends globally and Ecommerce 
trends in India.

In this researcher tries to provide an overview 
of online shopping in India and globally. It 
outlines the major online shops in India and 
globally and the business size, shopping 
practices and security measures to be taken 
while making an online purchase. Various 
statistics related to online business in India 
and globally, its share in online retail sales 
and total retail sales, number of digital buyers, 
consumer digital payment option etc. are also 
discussed with the help of relevant statistic.
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