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the.marketing.campaigns..The.best.way.to.recover.its.impact.is.to.show.the.results.
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and.enhancing. the.organizational. learning,.collaboration,.and.performance..The.
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wisdom..The.future.of.social.media,.crowdsourcing,.and.marketing.depends.on.how.
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Big.data.has.shown.improvement.in.tourism.research..This.might.be.the.first.attempt.
to.present.a.capacious.literature.review.on.different.types.of.big.data.tourism.research..
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techniques.that.are.used.in.the.analysis,.major.challenges,.and.further.directions..
This.chapter.simplifies.a.meticulous.understanding.of. this. research.and.offers.a.
valuable.vision.into.its.future.possibilities.
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COVID-19.has.affected.our.educational.sector.adversely,.which.resulted.in.the.closure.
of.all.academic.institutions..This.global.health.crisis.demands.social.distancing.as.
the.way.to.keep.the.virus.away.and.forced.the.academic.institutions.to.adapt.to.this.
physical.distancing.from.the.students.as.well.as.colleagues..The.faculty.needs.to.be.
motivated.in.order.to.be.innovative,.interactive,.and.accessible..The.pandemic.has.
not.only.led.to.the.disappearance.of.old.teaching.methods.but.also.the.adoption.of.
the.modular.concept.of.e-learning..Through.a.review-based.study,.the.authors.discuss.
the.diverse.response.by.the.academic.institutions.and.assesses.their.resilience.towards.
education.and.transition.to.online.learning.during.challenging.times..Through.this.
study,.the.authors.opined.that.significant.opportunities.are.there.which.will.help.in.
learning.from.pedagogical.developments.of.other.academic.institutions..This.will.
help.in.strengthening.the.collective.response.to.COVID.19.
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The.digital.economy.has.brought.in.its.wake.numerous.issues.of.a.technological.kind..
It.has.affected.every.element.within.the.organization.(e.g.,.structure,.informal.work.
relationships,.culture,.and.most.importantly,.managerial.leadership)..Because.of.new.
technologies.emerging.every.day,.the.process.of.change.has.become.persistent,.and.
a.paradigm.shift.has.been.witnessed.in.the.management.of.workplace.behaviour..
The.chapter.has.three.sections..Concepts.underlying.organizational.behaviour.and.
the.meaning.of.digitalization.are.discussed.in.the.first.section;.the.second.section.
is.an.analysis.of.the.changing.leadership.framework.and.its.role.in.digital.business.
transformation,.and.the.third.section.highlights.the.positive.and.negative.effects.of.a.
digital.workplace.on.employee.behaviour..The.discussion.concludes.with.comments.
on.the.significance.of.a.digital.workplace.in.COVID-19.era..The.primary.objective.of.
this.chapter.is.to.identify.and.organize.the.accumulated.knowledge.on.the.implications.
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Preface

The availability of Big Data, low-cost commodity hardware, and new information 
management and analytic software have produced a unique moment in the history of 
data analysis. The convergence of these trends means that we have the capabilities 
required to analyse astonishing data sets quickly and cost-effectively for the first 
time in history. These capabilities are neither theoretical nor trivial. They represent 
a genuine leap forward and a clear opportunity to realize enormous gains in terms 
of efficiency, productivity, revenue, and profitability. Every business organization, 
small or big, needs valuable data and insights. When it comes to understanding 
your target audience and customer’s preferences, big data plays a very important 
role. It even helps you anticipate their needs. The right data needs to be effectively 
presented and properly analyzed. It can help a business organization achieve various 
goals. This book will strengthen the research in the following fields:

• Role of Big Data Analytics in attaining competitive advantage.
• How Big Data is shaping the future of the business
• Improving Business Marketing Efficiency using Big Data
• Drawing Meaning Out of Big Data- In-Depth Insights
• Big Data a Big Profit-Making and productive way of business
• Big Data a Big Way Forward
• Faster, Better Decision Making Using Big Data
• Big Data for Society as a Whole.

Data plays a huge role in understanding valuable insights about target demographics 
and customer preferences. From every interaction with technology, regardless of 
whether it’s active or passive, we are creating new data that can describe us. With 
data being captured through products, video cameras, credit cards, cell phones, and 
other touchpoints, our data profile is growing exponentially. If analyzed correctly, 
these data points can explain a lot about our behavior, personalities, and life events. 
Companies can leverage these insights for product improvements, business strategy, 
and marketing campaigns to cater to the target customers. With this focus in mind, 
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this book is written that will help the digital marketers to understand the Big Data 
in a better way and to get a meaning full information out of that.

Chapter 1: Enriching User Experience by Transforming 
Consumer Data Into Deeper Insights

In every field, during a particular era, there is someone, who stands up to a cause. 
There is a “North Star” in the sky, to guide the “navigator”, who might erringly go 
astray to reach destination. The star gives direction, through sheer stability. Consumer 
analytics as such is widely accepted throughout the world. It specially has a very 
firm footing in enriching user experience, thanks to the gigantic data collection 
exercise. The popularity seems to have stemmed from the fact that, Analytics is 
the real “navigator”, based on data facts, has the panacea for the business problems 
and leads the way forward, whenever required. Customer journey analytics as a key 
instrument in the profitability framework. It also aims to provide a view of customers 
which is essentially dynamic in nature and other key data points observed during the 
life cycle of a customer. It further covers ahead of the prevailing product ownership 
and user data for inculcating the information such as digital channel interactions, 
social media, voice-of-the-consumer interactions, sentiment analysis, and more.

Chapter 2: A Study on Text Summarization From 
Multi Documents for Big Data Analytics – Text 
Summarization With Big Data Analytics

Multi-document summarization extracts and summarizes the information without 
affecting its original context from the different sources of documents. It has been 
carried out using extractive text summarization and abstractive text summarization. 
Extractive text summarization extracts summaries from verbatim lines and abstractive 
text summarization extracts and generates new lines of summary from the source 
documents. Abstractive summarization is an advanced technology compared to 
extractive summarization. In most internet searches, the search algorithm shows 
the results from different websites. However, the search takes place from hundreds, 
thousands, maybe millions of documents. To handle and manipulate these huge 
amounts of data big data and its techniques are applied widely. This research addresses 
big data techniques and tools available for multi-document summarization. It also 
studies extractive summarization of multi documents from internet resources with 
maximum coverage and word frequency counting using K-means clustering.

xviii
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Chapter 3: Determinant Attributes of 
Store Choice in Organized Retail

Intense competition and price wars in the retail sector provide impetus to examine 
consumer behavior in the retail industry. It has become increasingly important to 
scrutinize what drives consumers’ choice of retail stores. This paper addresses this 
need and aims to establish the factors that drive consumers’ retail choice behavior. 
The empirical setting for the study was five organized Indian retail stores: Easy Day, 
Big Bazaar, More, Reliance Fresh and Freshmart. Data were collected with the help 
of a questionnaire (n=700) in a store-intercept survey. Data were analyzed using 
multivariate data analysis techniques. A model identifying the variables that predict 
retail store choice probabilities was developed and tested. Results establish that 
atmospherics, merchandise assortment and customer satisfaction have a significant 
positive impact on retail store choice. On the other hand, price has a significant 
negative impact on retail store choice. Implications are discussed.

Chapter 4: Digitalization and Work Behaviour

The digital economy has brought in its wake numerous issues of a technological kind. 
It has affected every element within the organization viz. structure, informal work 
relationships, culture and most importantly managerial leadership. Because of new 
technologies emerging every day, the process of change has become persistent and 
a paradigm shift has been witnessed in the management of workplace behaviour. 
The article comprises of 3 sections: Concepts underlying organizational behaviour 
and the meaning of digitalization are discussed in the first section; the second 
section is an analysis of the changing leadership framework and its role in digital 
business transformation; and the third section highlights the positive and negative 
effects of a digital workplace on employee behaviour. The discussion concludes with 
comments on the significance of a digital workplace in Covid-19 era. The primary 
objective of this chapter is to identify and organize the accumulated knowledge on 
the implications of digital transformation for organizational behaviour and provide 
critical insights thereof.

Chapter 5: Social Media, Crowdsourcing, and Marketing

Social media has emerged as a new playing ground for digital marketing. Supporting 
the resource view of the organization, crowdsourcing is a strong platform for social 
media marketing. Crowdsourcing on social media for marketing is strengthening 
companies in terms of saving marketing expenditure, promoting at speed of light and 
enhancing the organizational learning, collaboration and performance. The chapter 
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tries to focus on the relevance of social media, crowdsourcing and marketing which 
help the company to improve, innovate and cultivate on the crowdsourced wisdom. 
The future of social media, crowdsourcing and marketing depends on how companies 
change the way they perceive about the stakeholders, business and processes.

Chapter 6: Big Data Impacts in Tourism Research

Big data is one of the most in-demand and generally uses the term to illustrate the 
mounting increase and availability of data in the modern age which is believed to be 
maintained or either it is also expected to grow in the nearby future. Talking about 
tourism research even at an early-stage big data has shown very wondrous improvement 
in tourism research. This might be the first attempt to present a capacious literature 
review on different types of big data tourism research. By data informant the big 
data related to tourism comes into web search data, online booking data, web page 
visiting data, etc. Which carries different information, different data types address 
and different tourism-related issues? As mentioned above each type a structural 
analysis is conducted from the perspective of research focuses on the characteristics 
of data the techniques which are used in the analysis, major challenges, and further 
directions. This chapter simplifies a meticulous understanding of this sunrise research 
and offers a valuable vision into its future possibilities.

Chapter 7: Resilience by Academic Institutions 
During COVID-19 – A Review-Based Study

COVID 19 has affected our educational sector adversely which resulted in the closure 
of all academic institutions. This global health crisis demanding social distancing 
as the way to keep the virus away, also forced the academic institutions to adapt this 
physical distancing from the students as well as colleagues. The faculty at this time of 
the hour needs to be motivated in order to be innovative, interactive and accessible. 
The Pandemic event has not only led to the disappearance of old teaching methods 
but also the adoption of the modular concept of E-Learning solving the problem of 
teaching the students at home. Through a review-based study, we will discuss the 
diverse response by the academic institutions and assess their resilience towards 
education and transition to online learning during challenging times. Through this 
study, we opined that significant opportunities are there which will help in learning 
from pedagogical developments of other academic institutions. This will help in 
strengthening the collective response to COVID 19.

xx
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Chapter 8: Digitalization and Work 
Behaviour – A Paradigm Shift

Digital marketing managers are feeling the ever-increasing pressure to show the 
contribution of marketing activities and it’s their primary concern towards their 
organization. The absence of responsibility has harmed the expected outcomes 
from the marketing campaigns. The best way to recover its impact is to show the 
results of advertising in financial terms to top administration. Previous research 
shows that the capacity to quantify marketing performance significantly affects firm 
execution, benefit, stock returns, top administration fulfilment with advertising, and 
advertisers’ standing inside an association. This research paper discusses about the 
various challenges faced by the organizations in measuring the digital marketing 
performance and significance of measuring the online marketing performance 
through better online execution. The findings of this study reveal that data produced 
through digital analytics can be utilized for estimating and optimizing performance 
of digital marketing campaigns.

Chapter 9: Online Advertising Strategies in Indian and 
Australian E-Commerce Companies – A Comparative Study

Online advertising and marketing in which promote the different types of products 
through various kinds of advertising modes to customers. Online advertising is 
promotional messages that show up on the monitors of online laptops, desktops, 
tablets, televisions, and smart phones. The main objective of the study is to analyze 
the online advertising and impact comparison of online advertising strategy which is 
adopted by Indian and Australian e-commerce companies. To achieve the objectives 
of this study, take the sample of 5 Indian and 5 Australian e-commerce companies. 
This study also found that the Indian and Australian e-commerce companies have 
inter-connected. Online advertising in India has been flouring and also increasing 
because of launched 4G connections which is good for the future of online marketing. 
This chapter explains comparisons of Indian and Australian e-commerce companies 
and also focuses on the top ten platforms to increase sales and customer attraction 
through advertising. The future of online advertising is brilliant and unlimited.

Chapter 10: An Empirical Study on Pharmaceutical and 
Personal Care Stocks Using Sharpe’s Single Index Model

As the various avenues for better returns in India are slowly dwindling due to various 
global scenarios as well as due to domestic government policies, more and more 
people are turning towards stock market for better returns. This poses a challenge to 
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the fund managers during when they have to construct a portfolio, which maximizes 
return and minimizes risk. This has become more and more challenging in the recent 
years as the investors are also becoming more knowledgeable. Timely and correct 
investment decision on part of the investor requires an in-depth knowledge of the 
stock that he intends to procure and the theories behind portfolio management. This 
research paper mainly focuses on construction of an optimal portfolio comprising of 
top Pharmaceutical companies and FMCG companies in India. Sharpe ratio return 
analysis is the tool that is used to construct the optimal portfolio. Monthly returns 
data of last 10 years of the said companies are regressed against monthly return data 
of Nifty for better comparison.

Chapter 11: An influence of Digitalization and Recent 
Innovations on the Hospitality and Tourism Sector

Our lifestyle cravings are voracious. The hospitality sector ensures guests are pleased 
with every new application & connected system that continues to become a business 
success. For guests, digital technology means a simple life where customer service 
is all about it. The transition of hospitality is at its tilt stage where everything is 
possible due to digital technology, where the ability to be improved by the correct 
technique from the movement of the reservation to check-out and from the ease of 
connecting to the hotel guest network to the temperature of the guest room when 
entering for the first time. Therefore, advancement in emerging technologies provides 
an opportunity for the hospitality business. As hotels strive for their growth to have 
more guest satisfaction with better experience, provisions, and management, hotels 
are forging and forging.

Chapter 12: Impact of Digital Marketing on 
the Buying Behaviour of Youth With Special 
Reference to Uttarakhand State

The buying behaviours of consumers are changing very rapidly in today’s consumer-
oriented market. New technologies are evolving in the market to attract customers. 
Today smartphone becomes our necessity to cope with the changing dynamics of 
the market and society as a whole. Due to the competitive price offer by the various 
cellular operators, the reach of the Internet become easy for all. Due to ease of use 
the young generations are using the application of the internet for various uses 
especially for purchasing goods and services. Today every company is applying 
digital marketing tool to attract customers, especially the young generation. As per 
the report published in Economics time the internet user in India is expected to 
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reach 627 million by the end of 2020. Due to digital marketing, the new concept of 
shopping evolved in the market which we call off shop retailing.

Chapter 13: i-Branding as a tool of Integrated marketing 
– An Empirical Study of Youngster Satisfaction

I-branding is one of the fastest-growing aspects of internet marketing. Internet 
marketing is still an experimental area that continues to grow, evolve and adapt. The 
use of the Internet as a branding tool is an important area of study since the literature 
on Internet branding is currently in the formative stage. This study investigated the 
relationship of various factors with respect to customer satisfaction of youths towards 
purchasing through the internet. The sample size is comprised of 520 respondents 
from various regions of Punjab. For this purpose, CFA has been applied to analyze 
the customer satisfaction of internet marketing among youngsters. Finally, this paper 
would help academicians as well as an industry expert to analyze the potential of 
I-branding in the coming future.

Chapter 14: OYO (The Journey) – The Deeper Insights

From a humble beginning in 2013, OYO is today the world’s second largest 
hospitality chain of franchised and leased hotels, living spaces and homes. OYO has 
a global presence with large-scale operations in many countries. This case outlines 
OYO’s complicated growth journey from a rapidly growing start-up to an ethically 
maligned business venture. It also underscores OYO’s business and revenue model, 
work culture and growth strategies. It also provides a sneak peek about the major 
problems faced by OYO and how should OYO cope up with these challenges now.

Chapter 15: Social Media Marketing – Social 
Media Marketing as New Marketing Tool

Nowadays, businesses are growing very rapidly. To connect with every customer 
or a person they are using different strategies. In this process, marketing becomes 
the most important thing. As now most of the people are using social media, it has 
become one of the best platforms for marketing the product. On social media, people 
can share their views and opinions and also get knowledge about the product and its 
updates. One of the fundamental reasons for utilizing social media in marketing is 
as a specialized apparatus that makes the organizations open to those interested in 
their product and makes them visible to the individuals who have no information 
of their products. These companies utilize social media to make a buzz, and learn 
from and target customers. Therefore, companies need to look at various social 
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media platforms where their customers exist in this chapter, the concept of social 
media marketing is discussed with some brief with practical examples of companies 
applying social media marketing tool.

Chapter 16: Developing a Framework to Study the Impact 
of Contingent Factors on Business Performance Using 
Strategic Cost Management – A Meta-Analysis Study

In the present scenario, cost and management accounting techniques have proved 
effectiveness in decision making as it provides value creation. Therefore, the need 
for transforming of traditional cost and management accounting to strategic cost 
management has been recognized. Manufacturing or service industries continuously 
seek to achieve business performance with the help of strategic cost management using 
contingency theory. This paper provides a semi-systematic review of the articles and 
research papers examining major themes found in the literature focusing on impact of 
various factors that are contingent in nature on the business performance through usage 
of strategic cost management. Systematic analysis of literature identified numerous 
relevant articles and research papers in eminent journals. The results indicated that 
there exists an interrelationship among variables and the finding supports central 
proposition of contingency theory where business performance increases with the 
usage of strategic cost management and contingent factors.

Amandeep Singh
Chitkara Business School, Chitkara University, India
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ABSTRACT

In every field, during a particular era, there is someone who stands up to a cause. 
There is a “North Star” in the sky to guide the “navigator” who might erringly 
go astray to reach the destination. The star gives direction through sheer stability. 
Consumer analytics as such is widely accepted throughout the world. It especially 
has a firm footing in enriching user experience thanks to the gigantic data collection 
exercise. The popularity seems to have stemmed from the fact that analytics is the 
real “navigator” based on data facts and the panacea for the business problems 
and leads the way forward whenever required. Customer journey analytics is a key 
instrument in the profitability framework. It also aims to provide a view of customers 
that is essentially dynamic in nature and other key data points observed during the 
life cycle of a customer. It further covers ahead of the prevailing product ownership 
and user data for inculcating the information such as digital channel interactions, 
social media, voice-of-the-consumer interactions, sentiment analysis, and more.
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INTRODUCTION

Huge set of information are these days gathered and stored by organisations, with the 
desire for being valuable later on. This represents the test of overseeing such heaps 
of information and separating from it fitting information for supporting choices. 
Huge Data is right now internationally spread and broadly acknowledged, speaking 
to likewise an equivalent word of vanguard as far as data the executives, in spite of 
the fact that this doesn’t come without contention (Fan and Bifet, 2013). Actually, as 
Chen, Chiang, and Story (2012) contended, specialists need to step forward “from 
Big Data to Big Impact” for adequately profiting by the focal points gave by Big 
Data. The help of dynamic is a key issue for advertisers, by giving bits of knowledge 
to help with responding to basic inquiries, for example, the best fit item pertaining 
to a specific market; ways to publicize such item in corresponding showcase; via 
which correspondence channels; with given focuses in time and for the decided 
cost; and bolstered by which sort of limited time and promotional activity. Given 
these premises, it is with nothing unexpected that Marketing has proven from the 
beginning an area for tries of different things with Big Data draws near (Bendle 
and Wang, 2016). Ongoing wellsprings of heaps of information incorporate internet 
based life and portable applications: both have demonstrated to majorly affect clients’ 
choices, straightforwardly influencing brand building (Moro, Rita, and Vala, 2016).

This paper draws a research review of literature analysing the Big Data in Marketing 
confined in second decade of this ongoing century. Considering Big Data itself 
possibly holds esteem on the off chance that it is bridled targeting removing adroit 
information, examination has developed as a vital pattern to answer the difficulties of 
Big Data in Marketing. Actually, promoting examination arrangements are presently 
being spread all through associations trying to profit by Big Data arrangements 
(Laurent, 2013), albeit most executions are not yet accomplished to adequately exploit 
from such coordinated Marketing-Big Data arrangements (Chen et al., 2012). As 
the analytics likewise apply to miniscule volumes, developing difficulties in regards 
to huge volumes have as of late risen, for example, coordinating a wide number of 
unmistakable sources, managing both organized and unstructured information, and 
execution issues. Along these lines, examination have additionally been incorporated 
inside this investigation. All things considered, it ought to be featured that the 
primary focal point of study is to see how Big Data is being overseen and handled 
to use Marketing difficulties. Along these lines, by dissecting research led in this 
area, the current investigation gives a general image of the momentum best in class, 
adding to a superior comprehension of this subject. With the point of covering 
a huge range of the writing, a semi-robotized content mining approach utilizing 
theme displaying was embraced. The points found give the required research bits 
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of knowledge on Big Data in Marketing that helps to enrich the user experience by 
leveraging the available insights.

Marketing analysts have noticed that advertising science and practice are 
experiencing an investigation interruption, thinking about the blast of information, the 
development of computerized showcasing, online life, and showcasing examination 
(Moorman 2016). A junction is additionally subjected in estimation of the effect, 
enormous information, and on the online or otherwise reconciliation, as researchers 
have highlighted testing in incorporating of all shapes and sizes information and 
showcasing examination into advertising choice and tasks (Hanssens and Pauwels 
2016). Analysts predict significantly progressively broad advancement of huge 
information, because of shrewd innovation gadgets, for example, watches, cameras, 
and for the most part, the IOT (Baesens et al. 2016). Researchers have suggested 
further research with respect to utilization of client investigation specific to numerous 
zones of advertising, that includes retail (Griffith and Hoppner 2015), firm execution 
(Germann 2014), processing innovations, expository techniques in promoting (Li 
and Kannan 2017), predictive investigation (Koppius and Shmueli 2011), and large 
information examination (Wamba et al. 2017). Industry specialists stress upon the 
significance of inter-departement activity to cater a significant true issue that is past 
the limit of a solitary control. This would include the use of large information and 
examination (Ketter et al. 2016).

Analysts likewise observe benefits of enormous information for research for 
having a clearer interpretation of shopping designs utilizing trucks with RFIDs, cell 
phone applications, or camcorders. Such advances are of utmost use in overseeing 
store network and business forms (Davenport 2006; Venkatesan 2017), just as in 
the territories of website improvement, and web based life investigation (Kumar 
et al. 2017). With regards to online networking, analysts have contended that 
advertisers should concentrate not just on utilizing it as a correspondence channel 
with customers yet in addition as a wellspring of showcasing bits of knowledge 
(Moe and Schweidel 2017).

While huge information, showcasing investigation, and information mining 
appear to be setting down deep roots in promoting (Jobs et al. 2016), organizations 
consider information examination an especially basic test (Verhoef et al. 2016). 
Showcasing investigation assume a focal job under these conditions, considering 
the requirements for sufficient measurements and systematic strategies to improve 
information driven advertising activities and dynamic (Kannan and Wedel 2016). 
Ever since the closure of studies, organizations can accomplish positive and feasible 
execution results through optimum utilization of promoting examination (Germann 
2013).

Concurrent reason for this research aims at examining the ebb and flow condition 
of research in showcasing investigation and evaluate the focal examination subjects, 
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subjects of premium, discoveries, just as strategies for examination utilized. We 
additionally have as target to assess the utilization of advertising investigation in 
showcasing research practice and contrast this present reality premiums and those 
of scholastics in distributed examinations, just as in college courses. This article 
adds to the promoting writing with an efficient audit of studies and discoveries on 
advertising investigation, which take into consideration further suggestions. We 
start by portraying the authentic setting, and afterward we present the aftereffects 
of a complete writing survey of promoting diaries, looking at co-events of words as 
seen as scholarly research that comprehends of advertising firms dealing in research 
to speak to the specialist perspective, likewise to business schools for mirroring 
the flow standards of instruction and training during MBA. Then, at that point it is 
intended to close with suggestions for academicians as researchers or teachers and 
as trainers, and for working professionals.

OVERVIEW OF MARKETING ANALYTICS

Many years prior, promoting information was typically accessible at a gross measure, 
on a month to month basis or annually. In the year 1923, A C Nielsen made one 
of the most notable research among organizations to quantify item deals in stores. 
Subsequently, till 1950, Nielsen started estimating TV crowds and radio listeners 
(Kannan et al. 2016). Then, almost three decades back, advertisers were becoming 
acclimated to the adaptability of the scanner information, UPCs, and every other 
month review information from Nielsen (Bijmolt et al. 2010).

1990s was the time, when in the field of conventional examination developed, 
Internet showcasing started being sent, and Blemish Keters understood this chance 
of gauging details of site guests with the help of log records. Likewise, around 
then, CRM programming opened up, from organizations like Salesforce, Oracle 
and others (Kannan et al. 2016). The foremost web investigation merchant in the 
commercial space, I/PRO Corp, was propelled in 1994, followed by WebTrends in 
the year 1995, which was then taken ahead by Omniture in 2002, and then largely by 
Google Analytics in 2005 (Patron and Chaffey 2012). The twentieth century spoke 
to a chance to grow new information and channels and to make different correlative 
marketing studies. These progressed with the advancement of the Internet and the 
sensational increment in information handling pace and information stockpiling 
abilities, as per Law of Moore, expressing that digital capacity limit per unit volume 
copies at regular intervals (Huang and Rust 2015).

The latest research works have influenced showcasing research, giving specialists 
a chance to utilize electronic intelligent study instruments, online subjective 
investigation, mining, and breaking down huge databases (Hauser 2007). On account 
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of the computerized stage, organizations began approaching huge client databases, 
with data on buy conduct, advertising contacts, and other client qualities were put 
away. The Internet and online life brought a blast of ongoing information, combined 
with improved information age and assortment, decrease in processing expenses, 
and developments in measurements (Verhoef et al. 2017). In the given scenario, 
organizations are utilizing investigation as a huge upper hand since they can, yet in 
addition since they should (Davenport 2006). By and large, advertisers can utilize 
investigation in deciding the allotment of promoting assets, client lifetime esteem, 
in recognizing and holding gainful clients and getting maximum from every given 
transaction. The next section showcases the practising of marketing analytics 
techniques.

PRACTISING THE MARKETING ANALYTICS

To evaluate distinctions as well as similitudes of the process of marketing analytics 
as is seen in advertising exploration, practice, and the scholarly world, this research 

Figure 1. Marketing analytics definition analysis
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was carried out, while comparing the research articles’ abstracts, the portrayal of 
showcasing examination administrations from information about organizations, just 
as the depictions of the course from business schools. Table 1 displays the essential 
headings associated with marketing analytics and their level of significance for 
showcasing specialists, professionals, and scholastics.

Customers are seen as focal point of this training related piece of the model in 
Table 1, which suggest and highlights their basic job in drawing in with respect to 
organizations and as a beneficiary of administrations (Pauwels and Hanssens 2016). 
On account of current innovation, the Internet, and web based life, organizations can 
offer customized types of assistance and utilize the CRM or Customer Relationship 
Management to provide better experiences for clients (Maklan et al. 2015). The 
current state of marketing has revolutionised the manner in which advertisers impart 
and draw in with shoppers, just as the techniques for picking up bits of knowledge 
in customers’ conduct, because of showcasing investigation (Kerr and Kelly 2017; 
Huang and Rust 2017).

Marketing studies have demonstrated an across the board increment in the 
utilization of showcasing investigation and wise specialist advancements, even from 
organizations, for example, Amazon, IBM, Netflix, and eBay, for collective sifting, 
suggestion frameworks, personalization, and value examination motors (Verhoef 
et al. 2016; Kumar et al. 2016). All out worldwide uses in advertising dashboards, 
expository programming, and other promoting programming frameworks reach 
about $24 billion every year, and generous speculations have been made in large 
information new businesses in previous years (Krush et al. 2016). For some experts, 
enormous information has become the standard and an approach to keep up intensity 
in the commercial centre (Chaffey and Patron 2012; Petrescu and Krishen 2017; 
Krishen and Petrescu 2017). Researchers have highlighted that Business2Business 
experts see huge potential in utilizing Business2Business client research to take care 
of organisational issues, despite the fact that they don’t yet appear to profit by the 
devices not the direction to accomplish the same (Lilien 2016). Studies reveal that 
organizations utilize prescient examination suppliers based on cloud, (for example, 

Table 1. Theme importance

Analytics (%) Customer (%) Data (%) Management 
(%) Marketing (%)

Courses 21.9 5.9 26.7 6.1 39.4

Practice 13.9 23.8 12.5 6.5 43.3

Research 20.2 12.5 20.8 9.3 37.1
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Mintigo and Lattice) to interpret on both inside information reference points and 
sources of information available outside to distinguish new prospects (Lilien 2016). 
Moreover, directors appear to experience issues with respect to the determination of 
the correct measurements, the translation of the outcomes and their reconciliation, 
which prompts dissatisfaction and disillusionment, which needs further research and 
appearance in research and scholarly articles (Pauwels 2015; Verhoef et al. 2016; 
Wedel and Kannan 2016).

The focal point of marketing research organizations with respect to advertising 
examination is increasingly focused on couple of primary factors: the business, and 
the customers. Fundamentally high significance granted to purchasers is likewise 
clear in Table 1. The premium is identified with utilizing promoting investigation 
to define advertising methodologies and settle on choices on evaluating and item. 
Simultaneously, lifetime customer value, a crucial ROI viewpoint, likewise being 
highlighted by advertisers. Connection among training and research is for the most 
part dependent on execution and procedures, focuses that have been recognized as 
requiring improvement for promoting examination. With respect to and showcasing the 
scholarly world, the model shows the noticeable quality granted to business choices 
by the two classifications, which will be additionally examined in the following 
segment. Additionally, in this specific situation, professionals are significantly 
more inclined towards specialized side of showcasing examination and optimum 
utilization of particular software.

ACADEMIC APPLICATION OF MARKETING ANALYTICS

Diverse scholarly advancements gave been stressed by research that influence 
promoting work on, including organizations being established by the researchers or 
on their work of research (Wedel and Kannan 2016). An imperative critical supporters 
of this dissemination and development towards showcasing research, practically 
speaking and research is explained by the researchers, by means of the training and 
teaching offered by business colleges often called as business schools. Pertaining 
to the said reason, research on websites of the best 20 best worldwide colleges for 
business and economics, as recognized by U.S. News (2019), and separated data 
with respect to the contributions towards course and specializations on advertising 
investigation, just as their course depictions. Majority top colleges offer a set of 
courses identified with advertising investigation, numerous at the alumni level, and 
some additionally at the undergrad level. A few schools additionally have degrees 
in promoting examination, for example, University of Chicago offers a Master’s 
Program in the field of Marketing Analytics and while the New York University offers 
a B.S. in this very field of Marketing Analytics. The Wharton Customer Analytics 
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Initiative has been built up by The University of Pennsylvania, a scholarly research 
place concentrating on the turn of events and use of client examination strategies 
and offer this Marketing Analytics - where the free MOOC stage EdX platform 
offers the seminar on Data Tools and Techniques. Different colleges, for example, 
Columbia University and the University of California at Berkeley likewise possess 
on EdX, free advertising examination courses, other than there are house courses. 
Additionally, it was imperative to assess their level of enthusiasm for promoting 
examination in business colleges saw to be less present day. For this reason, a research 
on half of the business colleges from this league, which is ten of them, that of later 
certified by the AACSB in the previous year. Just one of them included notices of 
a promoting examination seminar on its site.

As to reasonable concentration in the promoting examination courses, Table 1 
shows that information investigation is focal, including plans of action, business 
choices, showcasing measurements, and information. While relapse shows up 
as the most com-mon technique even in the theoretical guide, there are different 
programming bundles utilized, including Excel, SPSS, R, just as various apparatuses, 
for example, serious investigation, quantitative key arranging network (QSPM) choice 
model, Monte Carlo investigation choice model, conjoint examination, advancement 
examination, and spending plans for conventional and internet based life. As in Table 
1, the attention is on showing understudies the essentials of information examination, 
to settle on choices and think of models from the information gathered.

ROLE AS AN EDUCATOR OF ACADEMIA

Marketing division in academic system ought to incorporate advertising examination 
into their general educational program to furnish understudies with a convincing 
profession advantage, thinking about the exploration and particularly expert (and 
job market) enthusiasm for this territory. This coursework probably begins while 
uncurtaining strong insights class, in addendum to promoting examination, and 
afterward may length out to cater various modelling techniques for various types 
of information, in any event for MBAs and perhaps at the same time for cutting 
edge students.

Marketing division in academic system ought to likewise furnish their understudies 
with true chances to work on showcasing investigation, information assortment, 
examination, translation, and dynamic. This can remember coordinated effort 
with neighbourhood organizations for reasonable activities, entry level positions, 
and understudy business hatcheries. Doing so would assist understudies with 
understanding our standard alerts in summing up results, managing populaces (rather 
than tests) and one-sided tests as the reason for getting clients, in settling on choices 
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and creating hypothesis. Much like deciphering subjective research, the consequences 
of non-arbitrary examples can’t be summed up. Presentation to at least one major 
information datasets will assist understudies with understanding that with huge 
examples and populaces, each impact turns out to be measurably critical in spite of 
being of no significance at all. There are likewise numerous exclusive exhibition 
estimation models accessible that are emotional and have no hypothetical premise.

Lastly, a component of training that can be actualized moderately rapidly is 
official projects. Customarily, variation or enhancement in regular programs need 
an extra degree of administration and confirming, though official projects can be 
created, promoted, manned, and executed with moderately less postponement. 
There is probably as of now neglected interest for such retooling and can be said 
as retraining in the sphere of showcasing experts, who have not been presented to 
similar content and study material as part of the MBA or undergrad study however 
those who could value should be effortless with ideas and systematic instruments 
as a piece of the present advertising exchange.

PRACTICING MARKETING ANALYTICS 
IN THE MANAGERIAL ROLES

The information and imperative innovation are significant, yet it isn’t just about 
information and innovation. Our models demonstrated a chose specialist centre 
around business choices and prescriptive data, yet we as a whole know the information 
and the innovation are helpful just to the degree to which they are effectively and 
thoroughly utilized to make bits of knowledge and inferences from the information. 
The translation and the hypothesis behind it are basic.

As the huge number of marketing analytics and strategies for study as available 
in the various research articles, it was observed that a set of papers could not 
provide all inclusive information or pedagogy or settled guidelines. The assorted 
variety is acknowledged and ought to be empowered, while at any rate till certain 
sorts of information make evident achievements. Advertising examination requires 
a comprehensive methodology, a mix of strategies, in a perfect world with various 
sorts of information, fitting the profile of the organization, and deciphered related. 
The same number of statistical surveying organizations were established by 
scholastics (Wedel and Kannan 2016), it is a perhaps natural to try to work together 
with scientists and educators on various market investigation points, particularly at 
universities where this zone is created.
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CONCLUSION

A proficient review of the marketing research regarding the subject of marketing 
analytics has been presented. In an analytics of cluster and semantic procedures, 
the central subjects and thoughts concerned with marketing analytics in the field of 
marketing research, inclusive of, metrics of marketing, marketing analytics value, and 
the big data. This furthermore gave an assessment structure to segments of marketing 
analytics as observed by publicizing practitioners, educators and researchers.

Deriving from the outcomes of the analytics, researchers will be able to draw 
recommendations, as for future research needs concerned with marketing analytics. 
The main fixation in this point of view should be on building the theory and progression, 
similarly as the arrangement of integrative models. As far as the practitioners are 
concerned, they could in leverage the research and get benefitted by a dynamically 
proficient, theory based strategy and the use of a holistic framework. Educational 
instructors can add to the improvement of both these fields and the readiness of 
prepared managers.

This paper adds to the literature of marketing by consolidating fundamental 
studies in marketing analytics and giving a gross information of the research state. 
Specialists get proposals and an abstract of the review, for a continuously trademark 
way to deal with applied findings of the relevant theory. Academicians can in like 
manner use these results in the lecture-hall to present and show the application and 
focal points of marketing analytics.

RECOMMENDATION

This review on the state of marketing analytics in higher education, research, and 
practice has given revelations as for the necessities and priorities for all of the three 
categories, the variations, and shared attributes amongst them, similarly as information 
with respect to the central research answers regarding this matter. There are so far 
various inquiries and questions that ought to be answered and gives that should be 
disclosed regarding marketing analytics, especially keeping in mind about their vast 
use and accelerating advancements.
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ABSTRACT

Multi-document summarization extracts and summarizes the information without 
affecting its original context from the different sources of documents. It has been 
carried out using extractive text summarization and abstractive text summarization. 
Extractive summarization extracts summaries from verbatim lines, and abstractive 
summarization extracts new lines of summary from the source documents. Abstractive 
summarization is an advanced technology compared to extractive summarization. 
This research studies extractive summarization of multi documents from internet 
resources using word frequency counting and with maximum coverage using 
K-means clustering. In an internet search, the search algorithm shows the results 
from different websites using crawling and indexing. However, the search and text 
summary take place from hundreds, thousands, maybe millions of documents. To 
handle and manipulate these huge amounts of information, big data and its techniques 
are applied widely. This research also addresses big data techniques and tools that 
are available for multi-document summarization.
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INTRODUCTION

As the information online is increasing day by day, it is important to process that 
information in multiple ways. The literature of online content is nevertheless, mostly 
in recent times such as news articles, web blogs, research journals, social media 
posts, etc. The information is vast; it is as vast as the human doesn’t put the required 
time to analyze those for effective or optimal use. Hence, researchers are working on 
better ways in information engineering since mid 20th century, nowadays it is known 
as Natural Language Processing (Chen et al., 2002). Natural Language Processing 
(NLP) is a subset of Artificial Intelligence, using NLP one can understand or generate 
text & speech similar to how the human does these. NLP uses Machine Learning 
algorithms to achieve these. Now, we are going to see one of the Text Processing 
techniques of NLP, i.e Text Summarization, Summarizing large bodies of text into 
few sentences. Few sentences can be extracted in many ways; many ways were 
implemented so far by researchers (Kiani & Akbarzadeh, 2006).

Different kinds of research are going on Text Summarization since last 50 years; 
Researchers understood that it is not that easy to build a framework that does the 
task of summarizing a text. The results with extractive Summarization is considered 
better in some cases when it is compared with Abstractive Summarization, even 
though the idea of Abstractive Summarization is powerful but the ways to implement 
this is not deterministic. Several stages in text Summarization must be designed in 
a more efficient way(Jaruskulchai & Kruengkrai, 2003).

So, while text or document is fed into the Algorithm, the text has to be cleaned 
so that the Algorithm can exploit it to get a better results and another stage of 
Summarization Algorithm is feature extraction, the features should be selected in 
such a way that the most relevant and context-based text has to be maintained, finally 
the conversion of text features into vectors, it is important because the computer 
program can apply math operations on mathematical symbols or digits only and 
finally the algorithm generates summary (Radev et al., 2000).

LITERATURE REVIEW

Big Data Support for Text Summarization

Big data is a technology used to handle a very large volume of data. It is a technology 
to store, distribute and process a huge amount of data. Due to technological 
advancements and with HTML 2.0 the possibility of transmitting data without any 
specified tag is simplified. Specifically, social media techniques like WhatsApp, 
Facebook, Instagram, Google, and other techniques are very useful to transmit a huge 
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volume of structured and unstructured data. When you watch a video on YouTube 
specific advertisements that matches your interest are shown infrequent intervals. 
This advertisement is selected based on your browsing history and preference. 
Based on the trends in twitter one can find the recent developments in a particular 
topic. Moreover, today searches are simplified with help of Google text search and 
voice-based search. Today most people are using mobile phones to do all kinds of 
transactions, as well as these mobile phones, are used to track user locations. Today 
there are many mobile applications are available and depend on the user preference 
and user requirement these applications are installed. These mobile applications 
are very much useful to understand the user interest and how much time they are 
spending can be known. These different scenarios indicate voluminous generation 
of data and data is being generated in a large volume at every moment. Hence a 
special kind of text summarization technique is required to better understand the 
hidden knowledge or information behind this information.

Big Data Formats

Generally, big data is available in both structured and unstructured formats. Employee 
data and student data are the best examples of structured data. A predefined format 
is followed to frame data. For example, the employee name which is in alphanumeric 
format. The next type is unstructured data which is a combination of different 
fields. For example, in social media text, multilingual text, video clippings, audio 
clippings, images (different formats), documents (Pdf, word doc, text, and other 
formats) satellite images, scientific data, photographs, and video, radar, or sonar 
data are shared.

All these shared things are available in different formats (unstructured format). 
The important characteristics of big data are volume, velocity, variety, veracity, and 
value. All these characteristics are equally important and the important character 
required for multi-document summarization is value. Volume indicates the handling 
of a large volume of data and velocity indicates the speed at which the data is 
manipulated. In big data, manipulation consists of ingesting, persisting, computing 
and analyzing, and finally visualizing the data. Another important character is variety 
which is a very important multi-document summarization. When a user searches 
anything on the net which involves different kinds of documents and the summary 
should provide a result based on all these documents. Another important character 
is veracity which talks about inconsistency present in the data. By applying all these 
characters to text summarization it should produce a value for decision making. By 
analyzing the huge amount of data one must get valuable insight from these data 
and in-text summarization the output should be a meaningful value obtained from 
the different variety of data.
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Big Data Tools for Summarization

Big data offers different kinds of tools for text summarization and the backbone for 
big data is cluster computing. It combines different resources from various nodes. 
The nodes which are available in different places are combined together to summarize 
the results. The different benefits of cluster computing are high availability, resource 
pooling, and easy scalability. High availability indicates that failure of a node or 
cluster will not stop processing as well as high fault tolerance. It is also providing 
the guarantee that software or hardware failure will not affect the processing of data 
for summarization.

Resource pooling shares the resources with multiple clients according to the 
demand. The special feature of resource pooling is the assignment and reassignment 
of resources according to the demand with the limited number of required resources. 
Multitenancy technology is widely applied to implement resource pooling in big 
data. The last and important advantage of cluster computing is easy scalability which 
adds resources horizontally. The special feature is one need not add resources to a 
physical machine instead according to the demand the resources can be added or 
removed virtually.

Activities Involved With Big Data 
Processing for Text Summarization

There are four important steps are followed in big data to carry out the data 
summarization which are listed as follows.

Step 1: Ingesting data into the Hadoop Distributed File System (HDFS)
Step 2: Persisting the data in storage (NoSQL)
Step 3: Computing and Analyzing data
Step 4: Visualizing the results
The different tools and its functionalities of each step are described as follows.
Step 1: Ingesting data into the Hadoop Distributed File System (HDFS)
Data ingestion is a process of taking data from the different nodes into a centralized 

system. In this case Hadoop Distributed File System (HDFS) is applied for data 
storage. Intern HDFS stores and manipulates the data in different nodes. In this 
process, both structured and unstructured data are ingested into HDFS (Prudhvi et 
al., 2021). To carry out the ingestion process big data tools such as Apache Flume, 
Apache Chukwa, and Apache Sqoop are used widely. Apache Flume and Apache 
Chukwa are used to ingest the unstructured tools whereas Apache Sqoop is applied 
to ingest the structure data (Zhang & Liu, 2021).

Step 2: Persisting the data in storage (NoSQL)
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The important step of big data processing is persisting of the data into the 
NoSQL. It stands for “non-sql” or “non-relational” and used to store unstructured 
data (Ranjan & Foropon, 2021). When compared to the traditional models like SQL, 
No SQL stores the data with less constrained consistency. It has four types which 
are listed as follows.

1.  Key-value pair
2.  Document-based storage
3.  Column based storage
4.  Graph-based storage

In key-value pair, each collection of data is stored through keys and the single 
key will have more values. For example, in an online book catalog system, each 
book has an item code. A particular data item (book code) would have values such 
as customer id, order items, product id, quantity, cost, and order data, and so on 
(Sun & Stranieri, 2021). In key-value pair, a single key for example the book id 
“3756824” may have values such as customer-id (45789IND), order items (product 
id=2010, quantity=5, cost=245) and order data (22/02/2021). This method is very 
efficient to store unstructured textual data.

Document Store Languages

It is a very peculiar method to store unstructured data using document store languages. 
In this kind of storage XML and JSON are applied and data is retrieved using their 
id (Essakimuthu et al., 2021). The following example helps to better understand the 
document store language using JSON.

‘_id’: 1, 

‘artistName’: { ‘ Ilaiyaraaja ‘ }, 

‘albums’: [ 

{ 

‘albumname’: ‘How to name it’, 

‘datereleased’: 1986, 

‘songs’: ‘3’ 

}, { 

‘albumname’: ‘Nothing but Wind’, 

‘datereleased’: 1988, 

‘songs’: ‘3’ 

}, { 

‘albumname’: ‘Time’, 
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‘datereleased’: 1996, 

‘songs’: ‘3’ 

} 

] 

}

Column Store Database

This is another efficient method that is widely applied to store unstructured data. It 
stores the data in a column-oriented model. A single row may have many numbers of 
columns and each group of columns may have different kinds of data (Hajjaji et al., 
2021). For example, in a particular row the first three columns contains data about 
“personal data”, a group of columns may have “professional data” and another set 
of columns may have “medical data” which is represented in the following table.

In this particular method in a given row, the first three columns contain “personal 
data” and next four-column contains “professional data” and the last three columns 
contain “medical data”. The next method is graph-based storage.

Graph-Based Storage

In this method, graph-based storage is used to model and store the data. It is a very 
efficient method to model the relationship among the data items using graphs (Rehman 
et al., 2021). In an ecommerce system, the relationship between the different data 
items and different customers is represented as graphs that simplify the maintenance 
of data (Kaffash et al., 2021).

Processing and Analyzing of Multisource Documents

In big data to process the data batch processing and stream processing are applied. 
In batch processing, data are processed in batches and in-stream processing data 
is processed in real times. To perform real data analytics, stream processing is 
applied whereas when you have a huge volume of data and analytics is not required 

First 
name

Last 
name DOB Job 

Category Salary
Data 

of 
Hire

Employer Insurance 
ID

Emergency 
contact

Hospital 
Name

“personal data” “professional data” “Medical data”
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immediately then batch processing is applied (Yu et al., 2021). To process the data 
using batch processing Hadoop is applied and for real-time processing, Spark is 
applied (Roul, 2021).

These techniques are applied to process the big data and as well as to process the 
document from multiple sources. There is continuous research is going on Natural 
Language Processing in which document summarization is a part. From the literature, 
it has been found that better algorithms are applied to improve the performance of 
summarization. In many research papers and blogs, many solutions were addressed 
regarding the Summarization problem. Still much is needed to achieve expected 
results (Osborne, 2002).

From the literature, it has been found that text summarization using probabilistic 
methods has shown limited results. Hence supervised and unsupervised machine 
learning algorithms are applied to improve the text summarization results. K-Means 
Algorithm is an unsupervised clustering algorithm that shows better results for text 
summarization. It is also found that very limited research is carried out to apply a 
hybrid of algorithms for text summarization (Neto et al., 2002).

Making a framework for any problems will be useful for future use. Hence for 
text summarization, a framework should be developed to find better results. The 
next section describes big data support for text summarization.

When you consider, few papers addressed this issue regarding the framework for 
summarizing the text, but it is in the initial phase which lacks the comprehensive 
capability and contextual sentence formation. Hence extractive summary is used 
because the sentences are not modified or generated (Edmundson, 2008). In the 
future Abstractive Summarization, techniques could be used to identify the better 
results and make an efficient framework for this text summarization from multiple 
documents. Hence this research proposes to summarize information from multiple 
documents by dividing all the sentences in the information into different Clusters 
using the K-Means clustering algorithm. By identifying or selecting a sentence from 
each cluster will give a summary from multiple documents.

APPLYING OF K-MEANS CLUSTERING ALGORITHM FOR 
TEXT SUMMARIZATION FROM MULTI DOCUMENTS

The program may collect the data from Google Search regarding the topic (Searched 
Keyword). The collection of documents is made into a collection of Sentences by 
splitting them to the end of each sentence. By using K means clustering algorithm 
make all the sentences into separate groups so that all the sentences that give similar 
meaning may be clustered into one single cluster.
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Then from all the available clusters pick up one sentence from each cluster and 
join them to form the summary. In the second step, documents need to be split 
into sentences. Calculate numerical values to sentences based on their frequency 
and compare to word frequency (ratio of occurrence of the word to a number of 
words), TF-IDF (Term Frequency * Inverse Document Frequency) (product of 
word frequency and Inverse document frequency [ratio of number of documents to 
a number of documents the word contained in]).

Number of Clusters – According to the number of sentences the number of 
clusters is designed for the summary. Moreover, as the sentences are clustered 
to their closest sentences, one sentence from each cluster might give a sentence that 
gives a meaning different from other cluster sentences.

EXPERIMENTATION

To implement the K means clustering algorithm Python is applied. Moreover, Python 
is easy to code, and lots of pre-written libraries are available to simplify the product 
development phases. SciKit Learn is very useful to develop text summarization for 
machine learning programs.

The pre-built libraries always give perfect results, because they are made to 
enhance that particular programming language, like SKlearn in python. SKlearn 
feature extraction library such as TFTDFVectorizer, Vectorizing the textual data 
using TFTDF. K-Means Algorithm mostly depends on a math equation, the Euclidean 
distance between two data points. Here, the TFTDF matrix is high dimensional, 
nearly hundreds or thousands, so the program that is written from scratch may not 
be efficient for better results. So, we used SKlearn clustering, KMeans. While 
visualizing the results, plotting the graph, the scatterplot takes two-dimensional data 
as input, so SKlearn Principal Component Analysis will be helpful in reducing the 
multiple dimensional data.

Libraries Used for Experimentation

· from sklearn.cluster import KMeans
· from sklearn.feature_extraction.text import TFTDFVectorizer
· from sklearn.decomposition import KMeans
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RESULTS AND DISCUSSIONS

Google search is conducted for the keyword ‘Protection from CoronaVirus’ and 
results obtained for this search is considered as data set for this experimentation. 
The TFIDF Vector obtained for the experimentation is described in Figure 1.

Figure 1. TFIDF MATRIX

Figure 2. Summary from K Means
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The summary obtained for the resultant documents obtained in the Google search 
is represented in Figure 2.

Figure 3. TFIDF Summary
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The comparative analysis on clusters obtained using TFIDF and K-Means is 
described in the Figure 3 and Figure 4.

Figure 4. K-Means Summary
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In the above two cases, the TFIDF graph left few sentences (at the bottom right 
part). In K-Means graph most of the sentences are covered and split into clusters. 
Hence K Means gives a better result for text summarization from multiple documents.

CONCLUSION

The results with K Means clustering the algorithm is better compared to probabilistic 
methods because in some way the relationship between words in the document is 
identified and based in that few groups are divided such that each group is different 
from the other. So picking one sentence from one group, finally, all these sentences from 
different groups will give broader information, may spread all over the information in 
the documents. So, by reading the summary we can understand the whole information 
approximately. The implemented results are proofs for the conclusion. The obtained 
results with K-means clustering on document Summarization are better compared 
to Summarizing with word frequency counting. However, K-Means each sentence 
in the summary is selected from different clusters.

In this process, neural networks can be applied to improve the results in extractive 
text Summarization. Improving Algorithms of Abstractive text Summarization will 
give better results because a meaningful and efficient summary generation could be 
expected. And data cleaning, feature selection is also important to research areas 
which help in forming meaningful summary.
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ABSTRACT

Intense competition and price wars in the retail sector provide the impetus to examine 
consumer behavior in the retail industry. It has become increasingly important to 
scrutinize what drives consumer choice of retail stores. This chapter addresses this 
need and aims to establish the factors that drive consumer retail choice behavior. 
The empirical setting for the study was five organized Indian retail stores: Easy 
Day, Big Bazaar, More, Reliance Fresh, and Freshmart. Data were collected with 
the help of a questionnaire (n=700) in a store-intercept survey. Data were analyzed 
using multivariate data analysis techniques. A model identifying the variables 
that predicts retail store choice probabilities was developed and tested. Results 
establish that atmospherics, merchandise assortment, and customer satisfaction 
have a significant positive impact on retail store choice. On the other hand, price 
has a significant negative impact on retail store choice. Implications are discussed.
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INTRODUCTION

Of late, retail has been one of the fastest growing global industries. Retail has 
witnessed exponential growth in the advanced economies and is all set to replicate 
the same growth pattern in emerging economies (Tripathi & Sinha, 2008). But, while 
growth is a significant feature of this industry, so is competition. The ever-increasing 
competition has made price wars, overlapping merchandise, special schemes and 
offers to attract customers etc. a regular feature of this industry.

If we categorically talk about organized retail in India, it has had a bumpy ride in 
the last decade. A number of companies opened stores, experimented with different 
formats and struggled to understand customer preferences. While some retail giants 
bet on the traditional brick and mortar format, others banked on online retail (Ganesha 
et al., 2020). The latter include big names such as Future Group, Reliance Industries, 
Aditya Birla, Spencer’s to name a few. Despite stringent efforts over the years, 
only a few retailers succeeded to swim through the turbulent competitive waters 
(Business Standard, 2012). Some argue that it is the understanding of customers 
and the right operating model that helped the retailers (Khare et al., 2012); others 
contend that deep pockets of promoters such as Reliance helped the retailers stay 
afloat (Business Today, 2012).

The share of organized retail is around nine percent today and is expected to 
touch 10 percent in another two years (IBEF, 2018). Given this background, it is 
imperative for the retail companies to make the most of this boom and understand 
customer preferences to further groom their business.

From a research perspective, the intense competition in the retail industry has 
captured the attention of many researchers (Popkowski et al., 2000). Many studies 
addressing different facets of this industry have been conducted both inside and 
outside India. In particular, past researchers have emphasized the need to scrutinize 
how consumers choose retail stores. Therefore, literature is replete with calls to 
examine store choice decision criteria of consumers (Tripathi & Sinha, 2008). The 
present study addresses this call for further research and empirically examines the 
drivers of consumers’ store choice in organized retail.

In the next section of this study, a survey of the relevant literature is presented. 
Subsequent sections focus on methodology, analysis and implications. The study ends 
with a discussion on the limitations of the study and the scope for future research.
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LITERATURE REVIEW: CONSUMER STORE 
CHOICE DECISION CRITERIA

This section presents a survey of the extant relevant literature. The purpose of 
this section is twofold. First, this section attempts to provide an orientation to the 
dependent variable of the study – store choice. Second, this section helps shortlist 
the variables that form the basis of the research instrument.

Over five decades of research is available on the drivers of store choice. Existing 
research on the factors that influence store choice indicates that distance and travelling 
cost (Huff, 1964; Craig et al., 1984; Brown, 1989), merchandise display (Levy & 
Weitz, 1998), store image and ambience (Martineau, 1958; Woodside & Trappey, 
1992; Medina & Ward, 1999) service output (Gale & Klavans, 1985) and price 
(Freymann, 2002) significantly impact store choice.

Substantial literature is available that examines the link between distance and 
choice of store. Generally speaking, these studies establish a negative relation between 
the two variables (Loudon & Bitta, 1993). These studies establish that farther the 
distance of the store from the customer’s home, higher the probability of selection of 
alternatives and lower the store patronage (Loudon & Bitta, 1993). Some researchers 
content that this relation may not hold true in all cases. These researchers examine 
the impact of age and background of customers on store choice decision. They 
establish that the elderly customers are less sensitive to price and travelling cost 
than the young and consider shopping a recreational activity. Hence, in the case of 
the elderly, the proximity of the store to their homes is not an effective determinant 
of store choice (Dodge & Summer, 1969; Lumpkin et al., 1985). Therefore, it can 
be said that store choice is determined by both shopper characteristics and distance 
(Bellenger et al., 1977; Kim & Park, 1997; Leszczyc et al., 2000).

Engel and colleagues (1995) propose that the width and depth of the merchandise 
significantly influences the store choice decision. Levy and Weitz (1998) and 
Sinha and Banerjee (2004) endorse this and add another dimension of merchandise 
display: visual merchandising, to the variables impacting the customer behavior of 
the shoppers.

Kotler (1973), and Baker and colleagues (1992) establish that store ambience 
and environment also influence store choice. Bloch and colleagues (1994) highlight 
the importance of atmospherics in retail customer decision-making. Goodwin and 
McElwee (1999) points out that staff attitude forms an important part of atmospherics 
and cannot be ignored. Good staff-customer relationships mean increased loyalty, 
resistance to switching and higher conversion (Reynolds & Arnold, 2000). Similarly, 
music played in a store contributes to store atmospherics. Herrington and Capella 
(1994) discuss the impact of music on customer preferences. Slow tempo music 
causes the shoppers to move slowly and results in higher sales (Berman & Evans, 
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2007). Further, space in the store also positively improves the atmospherics and 
impacts store choice (Berman & Evans, 2007). Shoppers prefer and spend more 
time in stores with ample space to roam freely (Berman & Evans, 2007).

Past researchers believe that service also has a significant impact on the choice 
of a retail store (Sinha et al., 2002). This finding has been confirmed by studies 
conducted by many authors (Stern & El-Ansary, 1988; Bucklin et al., 1996; Baker 
et al., 2002). These researchers closely examine the link between a store’s service 
output and store choice. As long back as 1966, Bucklin defined a store’s service 
output as the sum total of what a consumer obtains/receives from a store. A strong 
positive correlation between a store’s service output and customers’ perceived value 
exists (Gale & Klavans, 1985). Customers’ perceived value in turn impacts customer 
satisfaction. If the perceived value is less than the expectations, the customer is 
dissatisfied (Oliver, 1980). This negatively impacts store choice (Gale & Klavans, 
1985).

Hildebrandt (1988) undertook extensive work on retail store choice criteria. The 
author contends that quality, atmosphere and price impact the choice of a retail 
store. Hildebrandt (1988) also proposed a scale to examine the drivers of store 
choice decision.

Past scholars also establish a significant link between price and store choice 
(Bell et al., 2001; Freymann, 2002). Price negatively impacts store choice (Arnold 
et al., 1978; Walters & Heikki, 1986). Previous authors point out two price formats 
– Everyday Low Prices (EDLP) and High Low (HILO) and establish that perceived 
utilities impact the choice of store. Any change in the price format significantly 
impacts customers’ choice and in turn the choice and profitability of the retail store 
(Bell & Lattin, 1998).

To sum up, the work of Ghosh and colleagues (2010) and, Sandhu and colleagues 
(2012) can be cited. Ghosh et al. (2010) argue that convenience and merchandise 
mix, store atmospherics and service are the three primary factors that impact 
choice of retail outlets. Sandhu et al. (2012) establish product and store attributes, 
merchandise assortment, schemes, exterior atmospherics, and interior atmospherics 
as the drivers of store choice (Sandhu et al., 2012). Vashishtha and Sharma (2016) 
replicated these results in a recent study. It may be pertinent to point out here that 
there is a high degree of concurrence in the findings of the studies conducted in 
India (Ghosh et al., 2010; Sandhu et al., 2012; Vashishtha & Sharma, 2016) and the 
studies conducted abroad (Kotler, 1973; Baker et al., 1992; Bloch et al., 1994). Both 
Indian and foreign studies have displayed similar findings. The studies conducted 
to understand the determinants are not very recent and it becomes important to 
understand if the factors hold true in the current scenario. Given this gap, the current 
study attempts to assess the determinants of store choice.
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METHODOLOGY

Instrument Design and Data Collection

For the purpose of data collection, a questionnaire was designed. The questionnaire 
contained 20 statements representative of the probable variables that influence retail 
store choice. This inventory of statements was developed based on a review of the 
extant relevant literature. In particular, suggestions put forth by Hildebrandt (1988) 
and Hansen and colleagues (2004) were referred to. Importance of each statement 
was captured using a five-point Likert scale. The questionnaire also contained 
questions on the demographic profile of the respondents.

Some of the statements used in the questionnaire were negatively worded to 
reduce bias due to the tendency of the respondents to provide affirmative responses 
(Streiner & Norman, 1995). At the time of data entry, responses to these statements 
were reverse-coded.

A store-intercept survey was conducted to collect data. The empirical setting 
for the study was five organized retail stores in Tricity (Chandigarh, Mohali and 
Panchkula): Easy Day, Big Bazaar, More, Reliance Fresh and Freshmart. These 
stores were chosen on the basis of convenience. A priori sample size estimation was 
done and although 150 questionnaires were administered at each of the five retail 
stores (n = 750), the number of usable questionnaires obtained was 700. Table 1 
exhibits the details of data collection.

Profile of Respondents

An attempt was made to have representation from different demographic groups. 
Table 2 displays the profile of the respondents. The maximum number of respondents 

Table 1. Details of data collection

Name of store Number of filled questionnaires 
obtained

Number of usable 
questionnaires obtained

Easy Day 150 144

Big Bazaar 150 134

More 150 132

Reliance Fresh 150 144

Freshmart 150 146

Source: Authors’ study
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(296) was from the age group of 18-30 years. 36 senior citizens were also part of 
the sample. The number of female respondents was 406 (sample size=700). The 
number of female shoppers in these stores was comparatively higher than the males 
(n=294). 47.86 percent of the respondents were graduates while 42.57 percent were 
postgraduates. Finally, the majority of the respondents fell in 6,00,000-12,00,000 
annual income (in INR) category. This number was 309 as against 52 and 126 
who earned less than 3,00,000 INR and between 3,00,000 INR and 6,00,000 INR 
respectively.

Data Analysis Techniques

The collected data were analyzed using multivariate data analysis techniques: factor 
analysis and regression analysis (for details refer to next section).

Table 2. Respondent profile (n = 700)

Variable Categories of variable Frequency Percentage

Age (in years)

< 18 106 15.14

18-30 296 42.29

30-45 160 22.86

45-60 102 14.57

> 60 36 05.14

Gender
Female 406 58.00

Male 294 42.00

Qualification

Graduate 335 47.86

Postgraduate 298 42.57

Any other 67 09.57

Annual income (in INR)

< 3 00 000 52 07.43

3 00 000-6 00 000 126 18.00

6 00 000-12 00 000 309 44.14

> 12 00 000 213 30.43

Source: Authors’ study
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ANALYSIS

Factor Analysis

To start with, the collected data were reduced with the help of factor analysis. 
Appropriateness of the use of factor analysis was verified before subjecting the data 
to analysis (refer to table 3 and 4). Kaiser-Meyer-Oklin value worked out to .707 
and the results of Bartlett’s test of sphericity were also significant (p = .000) (refer 
to table 3). Table 4 exhibits the correlation matrix. As can be seen from this matrix, 
there are sufficient correlations among different pairs to variables to proceed with 
factor analysis. As such, the data were subjected to factor analysis.

The results of factor analysis are exhibited in table 5. As can be seen, six factors 
accounting for 66.89 percent of the total variance were extracted. Only the factors 
with Eigen values exceeding 1.0 and variables which clearly loaded on a factor with 
a loading of over 0.5 (17 out of the 20 variables included in the questionnaire) were 
retained (Malhotra, 2008). The extracted factors, in decreasing order of importance 
are atmospherics, distance, merchandise assortment, quality, price, and customer 
satisfaction. The reliability of the factors was established with the help of Cronbach’s 
coefficient α (α = .814).

The most important factor that has emerged after the analysis is ‘atmospherics’. 
With an Eigen value of 6.814, this factor accounts for 23.13 percent of the total 
variance. Store characteristics such as background music, staff, cleanliness and 
hygiene, in-store atmosphere and ambience constitute atmospherics. The next factor 
is ‘distance’. This factor has an Eigen value of 2.092. Four variables are loaded on 
this factor. These variables are indicative of the distance between the customer’s 
home and the store, total travel time, travel expense and availability of parking 
facility at the store. The third factor is merchandise assortment. The three variables 
loaded on this factor represent three different aspects of merchandise assortment: 
product variety, product choice/range and product availability. The fourth factor 

Table 3. KMO and Bartlett’s test

Kaiser Meyer Oklin measure of sampling adequacy .707

Bartlett’s test of sphericity

Approx. χ2 1420.524

df 21

Sig. .000

Source: Authors’ study
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has an Eigen value of 1.631 and has been named ‘quality’. The variables loaded on 
this factor are suggestive of the freshness and quality of products. The fifth factor 
impacting store choice is ‘price’. This factor has two variables loaded on it. The 
last and the sixth factor has been named ‘customer satisfaction’. This factor has one 
variable indicative of customer satisfaction: recommendation to other prospective 
customers, loaded on it.

Table 5. Factors impacting store choice in organized retail

Factor Eigen 
value

Cumulative 
variance (%) Variables Loadings

Factor 1 – 
Atmospherics 6.814 23.13

The background music in the store is 
soothing. .922

This store has good staff. .763

Cleanliness and hygiene of the store is 
appreciable. .641

This store has a good in-store 
atmosphere. .606

I like the ambience of the store. .598

Factor 2 – 
Distance 2.092 35.07

This store is far away from my house. .833

I don’t visit this store often because 
travel time to reach the store is a lot. .713

It is expensive to travel to the store 
from my house. .589

This store does not have adequate 
parking. .502

Factor 3 – 
Merchandise 
assortment

1.888 45.10

This store offers a wide variety of 
products. .789

I always get what I am looking for at 
this store. .745

Unique products are available at this 
store. .543

Factor 4 – 
Quality 1.631 53.78

This store stocks latest and fresh 
products. .687

This store offers products of good 
quality. .663

Factor 5 – 
Price 1.218 60.20

This store does not offer value for 
money. .718

This store offers low prices. .555

Factor 6 – 
Customer 
satisfaction

1.117 66.89 I would recommend this store to 
others. .628

Source: Authors’ study
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Model Development

To examine the impact of the six extracted factors on retail store choice, the 
model depicted in table 6 was developed. The six factors were presumed to be the 
independent variables and store choice was presumed to be the dependent variable. 
The hypotheses exhibited in table 7 were proposed.

Figure 1. Model to be tested
Source: Authors’ study

Table 6. Model development

Independent variables Dependent variable

Atmospherics

Store choice

Distance

Merchandise assortment

Quality

Price

Customer satisfaction

Y = a + b1x1 + b2x2 + b3x3 + b4x4 + b5x5 + b6x6………………………………………………………………
………….Equation 1, 
where Y = store choice, a = constant, x1 = atmospherics, x2 = distance, x3 = merchandise assortment, x4 = 
quality, x5 = price, x6 = customer satisfaction, and b1 to b6 = slope coefficients

Source: Authors’ study
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Model Testing

The model developed in the preceding sub-section was tested with the help of 
regression analysis. Before proceeding, it was ensured that multicollinearity was 
not a concern in the present study. The pair –wise correlation between all pairs of 
regressors was under 0.8 (refer to table 8) and the VIF of all variables was under 
10 (refer to table 9) (Gujarati, 2008). This ensures that the data are free from the 
problem of multicollinearity.

Table 7. Hypotheses

Null hypotheses Alternate hypotheses

H01: There is no significant impact of atmospherics 
on store choice.

H1: There is a significant impact of atmospherics on 
store choice.

H02: There is no significant impact of distance on 
store choice.

H2: There is a significant impact of distance on store 
choice.

H03: There is no significant impact of merchandise 
assortment on store choice.

H3: There is a significant impact of merchandise 
assortment on store choice.

H04: There is no significant impact of quality on store 
choice.

H4: There is a significant impact of quality on store 
choice.

H05: There is no significant impact of price on store 
choice.

H5: There is a significant impact of price on store 
choice.

H06: There is no significant impact of customer 
satisfaction on store choice.

H6: There is a significant impact of customer 
satisfaction on store choice.

Source: Authors’ study

Table 8. Correlation matrix

F1 F2 F3 F4 F5 F6 Y

F1 1

F2 .176** 1

F3 .158** .497** 1

F4 .093* .305** .322** 1

F5 .105** .415** .470** .352** 1

F6 .765** .204** .193** .120** .135** 1

Y .447** .149** .297** .121** .075* .470** 1

**Significant at 5 per cent level of significance 
*Significant at 1 per cent level of significance

Source: Authors’ study
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The results of regression analysis are displayed in tables 9 to11. The overall 
regression model is significant (p = .000). Individually, four factors: atmospherics, 
merchandise assortment, price and customer satisfaction significantly impact the 
dependent variable. As such, H1, H3, H5 and H6 are supported. Distance and quality 
do not significantly impact the dependent variable. Hence, H2 and H4 are rejected. 
Further, atmospherics, merchandise assortment and customer satisfaction positively 
impact the dependent variable and price negatively impacts the dependent variable. 
The final model thus takes the shape of equation (2). 

Y = a + b1x1 + b3x3 + b5x5 + b6x6 (2)

Table 9. Regression analysis

Factors
Unstandardized 

coefficients
Standardized 
coefficients t Significance 

(p value) VIF
B SE Beta

Atmospherics .315 .076 .208 4.154 .000* 2.412

Distance -.082 .087 -.036 -.934 .351 1.450

Merchandise assortment .510 .083 .245 6.151 .000* 1.532

Quality .054 .054 .035 -990 .323 1.205

Price -.161 .063 .097 -2.540 .011* 1.422

Customer satisfaction .480 .086 .208 5.564 .000* 2.454

*Significant at 5 per cent level of significance; intercept (constant) = .565; R2=.284; adjusted R2=.278

Source: Authors’ study

Table 10. Model summary

Model R2 Adjusted R2 SE of the estimate

1 .284 .278 1.41593

Source: Authors’ study

Table 11. ANOVA for regression

Sources of 
variation

Sum of 
squares df Mean square F Significance

Regression 550.551 6 91.759

45.768 .000Residual 1385.353 691
2.2005

Total 1935.904 697

Source: Authors’ study
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where Y = store choice, a = constant, x1 = atmospherics, x3 = merchandise assortment, 
x5 = price, and x6 = customer satisfaction

Previous researchers have examined the impact of atmospherics on store choice 
and have found a significant correlation between the two variables (Hildebrandt, 
1988; Baker et al., 1992; Sandhu et al., 2012). The results of the current study 
reinforce this relationship. The study also supports the work of previous scholars 
who suggest that merchandise assortment is a significant store choice decision 
criterion (Baker et al., 2002). Extant literature also documents the significant impact 
of price (Arnold et al., 1983; Bell et al., 2001) and customer satisfaction on store 
choice (Hildebrandt, 1988). Once again, the findings of the current study support 
literature in this context.

Many scholars content that distance has a significant negative impact on store 
choice (Hansen et al., 2004). However, in the current study, distance and store 
choice were not significantly correlated. The present study also refutes the work of 
Hildebrandt (1988), who contends that quality is a significant driver of store choice.

CONCLUSION AND IMPLICATIONS

To conclude it can be said that the results of the current study establish that 
atmospherics, merchandise assortment and customer satisfaction have a significant 
positive impact on retail store choice. This is in conjunction with the previous studies 

Figure 2. Proposed model: Store choice criteria in organized retail
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(Baker et al., 2002; Gale & Klavans, 1985) On the other hand, price has a significant 
negative impact on retail store choice. Figure 2 exhibits the conclusion of the study.

The present study has cogent implications for retail managers. To attract customers 
and gain a competitive edge in the marketplace, retail managers must focus on 
improving store atmospherics and merchandise assortment. They must also aim to 
augment customer satisfaction and offer competitive prices.

LIMITATIONS AND SCOPE FOR FUTURE RESEARCH

The present study suffers from some limitations. First, regional bias may prevent 
generalization of results. Second, the model could not explain the total variance, 
and third, the study did not assess the impact of customer demographics on store 
choice. The study only concentrated on the impact of store attributes on store choice.

Future researchers may replicate this study devoid of its limitations. They may 
also integrate store formats into the model. Future researchers can also use structural 
equation modeling to assess the linkages between the drivers of retail store choice 
decision. For example: the current study establishes that both price and customer 
satisfaction impact store choice. Pervious literature indicates that reduction in price 
can significantly enhance customer satisfaction (Gale & Klavans, 1985). Future 
investigators can empirically verify this correlation in the Indian context. They can 
also uncover correlations between other factors that impact store choice decision.
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ABSTRACT

Digital marketing managers are feeling the ever-increasing pressure to show the 
contribution of marketing activities and it’s their primary concern towards their 
organization. The absence of responsibility has harmed the expected outcomes from 
the marketing campaigns. The best way to recover its impact is to show the results 
of advertising in financial terms to top administration. Previous research shows that 
the capacity to quantify marketing performance significantly affects firm execution, 
benefit, stock returns, top administration fulfillment with advertising, and advertisers’ 
standing inside an association. This chapter discusses the various challenges faced by 
the organizations in measuring the digital marketing performance and significance 
of measuring the online marketing performance through better online execution. 
The findings of this study reveal that data produced through digital analytics can be 
utilized for estimating and optimizing performance of digital marketing campaigns.

INTRODUCTION

Digital marketing as defined by The Digital Marketing Institute as “the utilization 
of advanced technologies to make an incorporated, directed and quantifiable 
communication which assists with not only gaining and retaining customers but 
also building relationships with them” (Wilson, 2010). Digital technologies are 
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most certainly not just utilized as stages or channels for conveying digital marketing 
activities, but at the same time they are applied for creating, focusing on, and 
estimating those activities. Direct advertising was progressively supplanted by the 
term interactive marketing in the scholarly writing during the 1990s. This reflects 
that marketing was getting more conversational (Li, 2011). It is important to note 
that direct marketing was based on one-directional communications, on the other 
hand interactive marketing was based on two directional communications and cross-
channel conversations (Zahay, 2014).

The essential utilization of databases remained a significant component 
of interactive advertising, yet new channels arisen for directing intelligent 
communications. This prompted the thought of multi-channel marketing; and as the 
significance of Internet grew, the core interest of interactive marketing extended to 
include marketing in digital media (Malthouse and Hofacker, 2010). These changes 
in terminologies also reflected through titles of academic journal like Journal of 
Direct Marketing became the Journal of Interactive Marketing in 1998. Later on, 
Direct Marketing: An International Journal also changed its name to Journal of 
Research in Interactive Marketing. Finally the term interactive marketing is replaced 
with the more relevant term i.e. Digital Marketing. There are number of areas where 
digital marketing is related and the direct marketing is one such area where it can 
be related. Direct marketing is based on the concept of competent use of databases 
that facilitate marketers to target customers based on their individual characters 
and behaviors as well as to measure their responses (Wymbs, 2011) and because 
the databases were largely digitized therefore direct marketing can be considered 
an early form of digital marketing.

Different ideas identified with digital marketing include Internet/web based 
marketing, electronic marketing. While recognizing that these ideas are frequently 
utilized equivalently with digital marketing, a few differentiations can be made. To 
begin with, the term Internet/web based marketing alludes just to one innovation 
(i.e., Internet), while digital marketing incorporates a variety of other innovations, 
including SMSs, MMSs, mobile applications, and databases that can be utilized 
without an Internet connection (Chaffey and Smith, 2013). According to Zahay 
(2014) components of direct marketing and interactive marketing like databases etc. 
are integral part of digital marketing but in its advanced form digital marketing as in 
this the customer upto some extent taken control of online communication through 
various online platforms like social media and also taken control of the purchase 
decision by conducting online research. Overall, digital marketing supports many-
to-many communications, which are increasingly commenced not by the companies 
but by the customers. The researchers has been witnessed the growth of digital 

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



53

Digital Marketing Performance

marketing over the past 10 years. Takala (2016) illustrates the volume of Google 
search terms “digital marketing,” “interactive marketing,” “Internet marketing,” and 
“e-marketing” with the help of following figure which reveals the volume of searches 
on digital marketing. This verification provides support for the terminological shift 
toward digital marketing.

The Effects of Digitalization on Customer Behavior

Advances in data innovation and with new developments in online technologies 
have changed customer behavior and marketing practices. The absolute and the 
most extremist advancements empowered by IT include the Internet and cell phones. 
These developments have expanded the volume and openness of computerized 
data by making it universal (i.e., data can be used anyplace), and have encouraged 
the quick and smooth trade of data among individuals and associations through 
computerized correspondence channels (Kozinets et al. 2010). Accordingly, conduct 
of customers’ has fundamentally changed regarding media utilization propensities, 
correspondences examples, and buying patterns. Following figure shows usage of 
various online platforms for searching for online products and usage of social media.

Figure 1. Increase in the search results for the word “Digital Marketing”
Source: Takala (2016)
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Digital Marketing Goals and Strategic Trends

Computerized advertising techniques, strategies, and execution measurements ought 
to be based on marketing objectives (Krishnamurthy, 2006; Miller and Cioffi, 2004). 
An organization may have strategic destinations explicitly custom fitted to digital 
marketing, for example, traffic development and an expansion in deals sourced from 
computerized channels; be that as it may, the essential objectives of advertising 
normally meet across channels. The objective is to produce positive income and 
net benefit (Ambler and Roberts, 2008; Clark et al. 2006).

Content marketing: Clients have more power over the marketing messages 
they are willing to devour in light of the fact that they have better approaches for 
evading marketing messages like online adblocks (Malthouse et al. 2013). Hence, 
organizations should shift their communication approaches from promoting the 
products to offering some benefit for clients through appropriate content.

Personalization of marketing communications: Personalization of marketing 
communications is identified with content advertising that convey significant content 
to the right customer at the right time requires personalized actions. The idea behind 
personalization is to regard every individual as a one of a kind individual with 
particular necessities and to furnish them with personalized arrangements (Ho and 

Figure 2. Usage of various online platforms
Source: HubSpot Research (2020)
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Bodoff, 2014). By and large, personalization alludes to fitting the components of the 
promoting blend for similarity at an individual level (Montgomery and Smith, 2009).

Data-driven marketing: Digital media propels the accessibility of client related 
information, which has in turn made an essential development toward information 
driven promoting (Mulhern, 2009). Data driven marketing alludes to the utilization 
of information to advise and enhance the execution of marketing activities (Kirk, 
2018). Different authors have inferred that the period of marketers making decisions 
based on various choices dependent on instinct and senses [Kshetri and Voas (2019); 
Marr (2018).; Mraznica (2017); Peacock (2014), Brar and Basra (2018)].

DIGITAL MARKETING TACTICS

With the increase usage of online platforms, the overall environment has been 
changed. Organizations spend a normal of 10.2% of their yearly income on marketing 
activities, and around one-fourth of their all out promoting consumption is spent 
on digital advertising activities (Gartner, 2014). Since the arranging and execution 
of marketing activities require HR, it is in all actuality frequently hard to assess 
marketing use precisely. This is apparent in the field of online advertising, where 
numerous activities don’t require direct money related ventures so consumption is 
rather dictated when spent on the activities, for example, composing a blog entry 
or having a discussion by means of online media.

CHALLENGES OF MARKETING 
PERFORMANCE MEASUREMENT

Two important terms were used in 1950’s to check the marketing effectiveness, there 
are marketing productivity analysis and marketing audit. Marketing productivity 
analysis associated with costs and revenue, Zahay (2014), whereas marketing 
audits review marketing performance through the overall condition of marketing 
activities within a firm (Peacock, 2014). Many authors emphasized the need of MPM 
conceptual frameworks that link marketing activities and operations with profitability 
and firm performance. With this keeping in mind, Spiegel (2014) constructed an 
all encompassing MPM structure by coordinating both efficiency investigation and 
advertising review approaches under a similar system.

Universal challenges: Despite progress in measuring the analysis, marketing 
productivity analysis suffers from limited knowledge of causal relationships and 
time lags between marketing input and resultant changes in output (Siry, 2019). 
Following are two universal MPM unsolved challenges
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(1)  linking marketing activities with long-term impacts
(2)  isolating the impact of specific marketing activities from other influences

Linking marketing activities with long-term impacts: financial metrics to a great 
extent disregard the drawn out impacts of marketing activities and may accordingly 

Figure 3. Digital Marketing Strategies
Source: Takala (2016)
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prompt to inconsistent solutions. As per Ambler and Roberts (2008), this limitation 
is showed by top administration’s longing for monetary measurements that are easy 
to catch and straightforward. The explanation behind administration’s craving to 
assess marketing with financial measurements is that researchers have been not able 
to give significant evaluation approaches. In the CMO Council review Kantrowitz, 
A. (2014), the head marketing officials were disappointed with the performance 
metrics evaluating long term impacts.

Isolating marketing impacts from other influences: Another MPM challenge 
is identified with troubles isolating the effect of an individual advertising action from 
different impacts. For instance, if the sale of a company related with consumer goods 
increased after an marketing campaign, then it is difficult to assess which segment 
of the total sales increased because of that specific campaign and what amount can 
be clarified by different elements, for example, recently presented items, reports 
distributed about the organization during the campaign, value advancements, the 
circumstance of the mission, enhancements in the monetary circumstance of the 
objective market, or the insolvency of at least one significant contenders.

In general, there is a lack of academic research on how organizations use MPM 
systems in practice (Verhoef et al. 2014). A number of studies have investigated 
the marketing metrics used by firms, but knowledge is limited in terms of how 
organizations can design and implement effective MPM systems that will drive 
better marketing decisions. In the following section, the

organizational challenges of designing and implementing MPM systems are 
reviewed in the light of existing research, with a particular emphasis on the use of 
digital analytics as part of the system. There is an absence of scholastic exploration on 
how organizations use MPM frameworks (Verhoef et al. 2014). Various investigations 
have explored the marketing measurements utilized by firms, yet information is 
restricted regarding how organizations can plan and execute viable MPM frameworks 
that will drive better marketing choices.

Metrics Selection

One if the most difficult task in MPM is selecting metrics as there is no clear 
standards for making set of metrics as per the requirements of the organization. 
Metrics are very significant in aligning digital analytics with a digital marketing 
strategy. As per defined (Ambler, 2000), the metrics must be clearly as properly 
defined performance metrics help organizations to investigate the performance and 
avoid common misunderstandings.
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MEASURING THE PERFORMANCE

According to (Li, 2011; Brar and Basra 2018), digital analytics is based on the idea 
of web investigation. Web analytics is characterized as the “estimation, assortment, 
investigation and detailing of data for the motivations behind arrangement and 
optimizing Web usage”. In accordance with this definition, perhaps the most persuasive 
Web examination specialists, (Sharma et al. 2020) characterized the idea as “the 
scrutiny of qualitative and quantitative information from your site”. Web analytics 
is an umbrella term used for estimating, investigating and improving digital data for 
business purposes. Now the term has been progressively reprimanded because of its 
solid affiliation with “website analytics” (Kirk, 2018). Following table shows various 
tools that can be utilized for analyzing the performance of marketing campaigns.

Measurement Process

Choosing proper metrics to evaluate marketing performance will bring limited benefits 
if the firm has not planned the process for refining the metrics. As per Underwood 
(2016), organizations are frequently anxious to receive computerized analytics 
measurements but come up short on a key plan for how to utilize them to improve 
performance, which therefore delivers them nothing productive. Following phases 
(in a particular manner) needs to be carefully considered for effective measurements:

Figure 4. Digital Analytics tools
Source: Takala (2016)
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The Development of Appropriate Measures

The output of a campaign test might be viewed as remotely substantial if the whole 
campaign has been effectively estimated and if different factors, which may impact 
these “checked” results, have been taken into account in estimating the general 
impact of the campaign; for instance, the presence and impact of the TV media plan 
on account of a TV in addition to online campaign.

Validity and Reliability of Measurement

Validity and reliability are the two vital conditions for guaranteeing the nature 
of the instruments utilized and along these lines the outcomes obtained. Validity 
alludes to the limit of the measure to effectively evaluate or address the idea or build 
being estimated. All in all, if the estimation of adequacy looks for, for instance, 
to confirm the effect on brand picture, a valid measure should have the option to 

Figure 5. Phases for effective measurement
Source: Developed by the researcher
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accurately gauge the expected effect of the online campaign on the brand image. 
The reliability of an estimation instrument alludes to its ability to replicate a similar 
outcome when a similar event is estimated a few times with a similar instrument. 
Thus, affectability alludes to the limit of the instrument to record generally little 
varieties in the event estimated.

CONCLUSION

The outcomes of this investigation are predictable with prior recommendations that 
marketing estimation challenges are especially clear in organizations because of 
their having less clients and longer buy choice cycles (Webster et al. 2005). In fact, 
modern organizations appear to be almost feeble to exhibit how much marketing 
communication activities impact a specific purchase decision, and to decide their 
drawn out long term effect. Albeit these difficulties were likewise recognizable in 
the financial organization, it was much more idealistic about overcoming marketing 
measurement challenges in the digital environment. Therefore the investigation 
offered help to the possibility that the operational environment may affect marketing 
measurement challenges and the apparent chance of overcoming them in an online 
environment.

Despite its contributions to the existing knowledge, this study has limitations 
that must be acknowledged. The first important limitation stems from the fact 
that the study investigated only three industrial companies and the results were 
compared to just one financial services corporation. Consequently the results are 
not transferable and more research is needed to confirm these preliminary findings. 
Nevertheless, there were no major differences between the results found for the 
industrial companies, suggesting that the results of this study may be applicable as 
the basis of a broader quantitative investigation. Regardless of its contributions to 
the current information, this article has restrictions that should be recognized and 
the primary limitation is the outcomes are not adaptable and more examination is 
expected to affirm the findings.
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ABSTRACT

Social media has emerged as a new playing ground for digital marketing. Supporting 
the resource view of the organization, crowdsourcing is a strong platform for social 
media marketing. Crowdsourcing on social media for marketing is strengthening 
companies in terms of saving marketing expenditure; promoting at speed of light; 
and enhancing the organizational learning, collaboration, and performance. The 
chapter tries to focus on the relevance of social media, crowdsourcing, and marketing, 
which help the company to improve, innovate, and cultivate on the crowdsourced 
wisdom. The future of social media, crowdsourcing, and marketing depends on how 
companies change the way they perceive stakeholders, business, and processes.

INTRODUCTION

Social media is an expanding and growing platform for communicating expectations 
among the stakeholders. According to a survey conducted by Misco International 
Limited, in association with the Ornate Group, it has been found that two out of three 
business feel that social media is important for sending a message (Times, 2021). 
According to Kaplan and Haenlein (2010), Social media is “a group of internet 
based applications that build on the ideological and technological foundations 
of Web 2.0, and that allow the creation and exchange of user-generated content.” 
Adding to this, Kietzmann, Hermkens, McCarthy and Silverstre (2010) defined 
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social media as media that “employ mobile and web based technologies to create 
highly interactive platforms via which individuals and communities share, co-create, 
discuss and modify user-generated content.”

Social media made pervasive, substantial alterations in the communications 
and businesses have been pointed at the centre of a new communication landscape 
(Kietzmann et al., 2010). Social media is considered as a subset of internet marketing. 
Businesses mostly prefer to use social media like Facebook (90%), followed by 
LinkedIn (71%), Instagram (62%) & YouTube (36%) (Times, 2021). ‘The honeycomb 
of social media’ offers seven functional blocks like sharing, presence, relationships, 
identity, conversations, groups and reputation (Kietzmann et al, 2010) at the disposal 
of companies for the purpose of marketing. For companies to fully leverage social 
media and reap the benefits of marketing, companies must learn and acquire new 
skills and strategies (Scott, 2015). Outsourcing the non core activities and diverting 
such activities to experts helps companies to explore benefits cost effective expert 
generated solutions. Combining outsourcing with social media, crowdsourcing offers 
a much desirable strategic way to reach solutions to an array of problems. Businesses 
can develop capabilities and enhance performance by effectively employing social 
media resources (Paniagua and Sapena, 2014).

CROWDSOURCING

Management literature has broadly analyzed the outsourcing concept (Parmigiani, 
2007). Focusing on the resource based view of the organization, companies attempt to 
be competitive by channelizing its resources towards the core activities and outsourcing 
the non-core activities to outside parties and reduce the cost substantially. Therefore, 
“companies should commit most of their resources to their core competence, while 
outsourcing the rest of their functions to specialized entities.” (Li and Petrick, 2008,p. 
237). With internet, technology and globalization on the one edge of organizational 
environment, information travels at the speed of light. Additionally, companies also 
try to develop and nurture the mechanisms to attract experts to focus and provide 
solutions to the problems or work that suits them the most. This brings the attention 
of the companies to ensure that the experts must come under the ambit or in close 
proximity of the companies, so that the expertise can be accessed at ease and 
earliest. In other words, companies are shifting their attention to “folk capital”, or 
“community capital” or “global capital” or “masscapital”.

Building on the merge of concepts of ‘community’ and ‘outsourcing’, 
crowdsourcing has emerged as concept of twenty first century. Jeff Howe and Mark 
Robinson coined the term “crowdsourcing” in 2005. Surwiecki (2005) suggests “many 
hands make light work” to the concept. Crowdsourcing is “the act of taking a task 
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traditionally performed by a designated agent (such as an employee or a contractor) 
and outsourcing it by making an open call to an undefined but large group of people” 
(Howe, 2008). Brabham (2008) defined crowdsourcing as “an online, distributed 
problem solving and production model.” Whitla (2009) elaborated the concept as 
a process of arranging work for organisations and offering returns to whosoever in 
the group completes the work. Crowdsourcing is an emerging trend which pools in 
the wisdom of crowd on internet and helps firms in solving problems or handling 
tasks that require huge human capital (Li, Hsieh, Lin and Wei, 2020).

SOCIAL MEDIA AND CROWDSOURCING

Crowdsourcing is emerging as a strong platform for social media marketing. Social 
media contributes in marketing generally by two main forms, i.e. one is to employ 
crowdsourcers for completing tasks and carrying out marketing of products, and 
the second is to employ the crowdsourcers as experts for contributing in promoting 
and advertising campaigns.

Ford et al (2015) point that crowdsourcing offers a unique outsourcing approach 
as the willing and capable individuals join the task sourced. Saxton et al (2013) 
points three basic element to crowdsourcing: the crowd, outsourcing and the social 
network or web. Crowdsourcing is a sort of online movement in which a party i.e. 
crowdsourcer (may be organization, non profit organization, or individual) makes 
a call for the achievement of task to a group of people. Individuals participating in 
the achievement of task get rewards either in the form of monetary rewards, social 
acknowledgment, skill advancement etc whereas the crowdsourcer achieves the task.

Crowdsourcing plays a crucial role in social media marketing. As whenever the 
time to make a purchase decision arrives, the probability of trusting a fellow customer 
is comparatively much higher than a brand. A number of social media platforms 
have been used crowdsourcing to market brands than just selling products. Social 
media marketing enables marketers to market a lifestyle, idea or culture rather than 
just a brand. With crowdsourcing and social media, marketers bring in the brand 
story to life by embedding audience preferences rather than visual content marketing.

Considering one end of the scale, companies may consider crowdsourcing to carry 
out activities to spread the word or message regarding the product/service on the 
network of communities or social circles via social media. For example, a small scale 
company may crowdsource its promotional material for marketing on social media 
and distribute it across different communities and locations at a specified period of 
time. Moreover, social media crowdsourcing enables the companies to modify the 
message as a response to stakeholder’s expectations. Additionally, companies may 
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have crowdsourcers to navigate and analyse the reviews and posts on social media 
and increase the product visibility.

Over the recent years, marketing practices have started focusing on reading the 
conversations between different stakeholders and interpreting expectations rather 
marketing focused on transactions. Considering social network and exchange 
theories (Morgan & Hunt, 1994) the value of relationships stem out from trust, 
faith, understanding, commitment, customs etc. Literature has not given the role of 
social media marketing and crowdsourcing much deserved attention, especially the 
exploration of ways social media contribute in innovation processes and learning 
processes of organisations.

Crowdsourcing and online social network complement and contribute in the 
organizational learning and helps in improving the organization performance 
(Palacios-Marques, Gallego-Nicholls and Guijarro-Gracia, 2021). Zupic (2013) 
suggests that social media acts crowdsourcing enabler via two mechanisms i.e. peer-
to-peer learning and motivation. Palacios et al (2016) points five emerging trends 
in relation to crowdsourcing such as problem solving, learning paradigms, open 
innovation, new product development and collaborative initiative. Pacauskas, Rajala, 
Westerlund and Mantymaki (2018) investigated user innovation for crowdsourcing 
based marketing initiatives. They emphasized on the importance of activities and 
technical features that enable socializing with other participants, support active 
participation and create a participatory experience. They suggest that crowdsourcing 
can be leverage for marketing purposes and user innovation as a building block for 
engagement mechanism in crowdsourcing initiative.

Piller, Vossen and Ihl (2012) highlight the use of crowdsourcing to establish 
social collaboration between producer and customer for the process of new product 

Figure 1. Block of social media, medium and business performance
(Source: Adapted from Paniagua and Sapena, 2014)
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development. Businesses generally choose four main channels of social media to 
increase performance i.e. social capital, customer’s revealed preferences, social 
marketing and social corporate networking (Paniagua and Sapena, 2014).

Alongwith, crowdsourcing equip brands with much user generated content which 
is much more engaging. Crowdsourcing leads to collective, thoughtful engagement. 
It offers a multiplayer experience. Marketing on social media via crowdsourcing 
helps the brands to convert the users into brand advocates and engage users to brands.

Companies deploy a number of methods to crowdsource social media marketing 
campaigns like asking for feedback, conducting contests and giveaways, polls, 
sruveys etc. Nike’s Nike idea, Starbuck’s MyStarbucks Idea, Threadless.com 
T-shirt idea project Crowdflower, Lego’s Lego factory are the few examples for 
the companies that have successfully employed the combination of social media 
and crowdsourcing to promote the business. Toyota crowdsourced its marketing 
campaign with ‘#FeelingTheStreet campaign’ for a period of six weeks in 2015. 
Toyota was able to crowdsource best content from social media platforms Instagram 
and Facebook. The company received more than 1.2 million likes, comments and 
shares on social media. Additionally, there was a 440% increase year-on-year in ad 
engagement without any extra expenditure.

Figure 2. Glimpse of Toyota’s ‘#FeelingTheStreet’ campaign
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Another excellent example for crowdsourcing and social media marketing is of 
‘Porche’ They crowdsourced a campaign on social media with statement “the best 
expert panel in the world: our fans” to choose an exterior color for the car. This led 
to huge response of 16,000 likes, 1200 comments for the color Aquablue Metallic 
to top the list. Considering crowdsourced wisdom, the company released the car on 
August 2, 2013 and posted its photos on their Facebook page.

Similarly, Mountain Dew and Lays have resorted to crowdsourcing marketing 
and products on social media.

Figure 3. Porsche Facebook post on August 2013

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



70

Social Media, Crowdsourcing, and Marketing

HOW CROWDSOURCE MARKETING WORKS

Challenges

Though social media provides a platform for crowdsourcing, still crowdsourcing 
faces a number of challenges like ill-prepared proposals and solutions (Whitla, 2009). 
Social media, crowdsourcing and marketing has few challenges. The medium offers 
a lack of credibility as no minimum standard has been established to ensure quality 
level of local crowdsourcing platforms. As it has been rightly put forward by Jeff 
Howe “sometimes crowds can be wise, but sometimes they can also be stupid.” 
Establishing the ground for assigning the responsibility and putting procedures to 
effectively filtering ideas for future consideration is a challenge in case of assigning 
a marketing campaign through social media crowdsourcing (Hempel, 2006)

Belsky (2010) points that a large number of participants in the crowd sourced 
projects are novices that ultimately affect the quality of the work provided. Another 
challenge is lack of skilled and experienced talents to support growth of local 
platforms. Out of motivations, Acar (2019) comments that intrinsic and extrinsic 
motivations have association with quality of solutions, whereas motivations pinned 
in prosocial and learning have negative relation with solution quality. Ren, Han, 
Genc, Yeoh & Popovic (2021) find that crowd contributes more creatively in solving 
generalist tasks than professionals, whereas professionals tend to have more creativity 
in specialist tasks. Additionally, they also establish understanding on the boundaries 
on the creativity for crowdsourcing and how to break these boundaries.

Assigning legal ownership of ideas and part work done by an individual need 
to addressed through formal and legal rules applicable uniformly across countries 
(Stibbe, 2006). Few other challenges for social media marketing and crowdsourcing 
are weak payment systems and global levels of competition.

CONCLUSION

In the today’s digital and age of social media, the discovery of the capabilities 
for the firms to stay competitive is not inside the company but stays outside the 
firm. The chapter tries to postulate the relevance of social media, crowdsourcing 
and marketing which help the company to improve, innovate and cultivate on the 
crowdsourced wisdom. The future of social media, crowdsourcing and marketing 
depends on how companies change the way they perceive about the stakeholders, 
business and processes.
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ABSTRACT

Big data has shown improvement in tourism research. This might be the first attempt to 
present a capacious literature review on different types of big data tourism research. 
By data informant, the big data related to tourism comes into web search data, 
online booking data, web page visiting data, etc. Each type of structural analysis is 
conducted from the perspective of research focused on the characteristics of data 
techniques that are used in the analysis, major challenges, and further directions. 
This chapter simplifies a meticulous understanding of this research and offers a 
valuable vision into its future possibilities.
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INTRODUCTION

Social media sites have become a very important part of our lives nowadays and 
somewhere it affects our ability to decide. Big data generated on the social media 
sites has fabricated countless opportunities for bringing more sagacity to decision 
makers. Few studies on big data analytics have demonstrated its support for tactical 
decision making. A formal method for analysing the big data generated on social 
media for decision support is yet to be developed, especially in tourism sector. The 
aim of this study is to design and valuate a ‘big data analytics’ method to support 
strategic decision making tourism destination management by using design science 
research approach. Everyday many types of data are constantly growing within social 
media (Such as Twitter, Facebook, Instagram, Line & WeChat etc.) because of their 
large user base, and frequent uploads of digital photos and videos.

Big data has allowed companies to track study shopping patterns, recommendations, 
and the purchasing behaviour that are known to influence sales and it has provided 
an exceptional insight into customers decision making process. Big data has given 
more power to the agencies and the merchants involved in tourism that they can 
find ingenious ways to use a variety of data resources to connect with a particular 
visitor or the potential visitor at every stage of a trip and they can use these big data 
sources to enhance an timely understand the fastest growing visitors demographics.

It is fact that both consumers and tourism product providers will be benefited by 
using big data. It is clear that big data can provide better, targeted, and profitable 
products to consumers (Pries & Dunnigan, 2015). Personalized marketing and targeted 
product designs are very powerful opportunities for both consumers and tourism 
product providers. For instance, Big data gets the information about the interest of 
the consumer from photos posted on social networks by the consumer or what he 
searches for. This provide a very useful information to the product providers about 
the type of product the user is looking for. It is up to the researchers how efficiently 
they are going to examine the digital footprint left by activities on internet and 
make the use of these data or whether these data will create a new research epitome 
that tangles new methodologies and will develop our theoretical understanding of 
tourism. Till date the online data source is mainly used in applied research, and by 
means of that advantage was taken of the large and often free-of-charge volumes 
of data that brings the understanding of the activities of the tourism /travel industry 
and its patrons.

Background

Business Intelligence and Big data are just about to unfold their full potential for 
the tourism domain. Big data can be a very useful source of information for the 
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tourism sector seems to be still ignored by the researchers. Same situation seems to 
happen with Business intelligence also. Big data is to be considered an incredible 
opportunity it can provide answers about people’s behaviours and views (Rodolfo 
Baggio 2016). In the last years, everyone need to recognised customer-focused 
approach in order to increase the tourism. Big data have also started to be a source 
for Business Intelligence Activities. The tourism scholars have well understood the 
capability of BD to provide insights that are useful or should be used for enriching 
the BI practices for destinations and operators. This note presents the results of an 
analysis of the recent literature on BD and BI and the application of the related 
technique to the fields of travel and tourism.

Smart tourism is become more and more important for the local government to 
raise the economy. Nowadays, many researchers draw much attention to the smart 
tourism. By the use of new technologies we can extract useful information from 
social media contents and then it help people to make more efficient and economic 
travel decisions. Author uses urban tourism check algorithm in which can find out 
the visitors who come from other country using social media check-in-data. Author 
chooses the Shanghai as a research target to analyse the data and the tourism place 
are Renmin Square, Yu Garden, The Bund and Chenhuang Temple in 2016 from 
Sino Weibo .We divide the tourists in two parts, one is local tourists and the other is 
outside tourists (Kai Yang, Wanggen Wan 2016).In order to make sure the accuracy 
of algorithm, Author uses the PLSA algorithm to analyze the Web text content. 
Through this analysis of outsider tourists it is possible to provide a reference to the 
government which can use the tourism to rise in urban economy.

Social websites, smart phones and other equipments of customers including PCs 
and laptops have allowed billions of people across the world to participate in data 
production and nowadays, data has been increased rapidly. Analysis of large sets of 
data that is referred to as big data. Big data helps in analyzing the traveler trends by 
collecting information from different consumer centers and developing a specific 
marketing strategy for the target audience or customers. Definitely companies such 
as eBay, Google, Facebook, and Linkedln have been established on big data since 
the beginning. Because users produce high amount of data in different formats and 
they have to adopt new methodologies and technologies (Sanaz Shafiee 2016). Big 
data can be regarded as an innovation source for tourism organizations and tourism 
industry. Aditya patel, Lalit Nagla 2014, purposes a model for doing customer 
analytics on social media using big data for improving target advertising and 
improved business decision making. Using social media networking, they influence 
others and reveal their buying interests in products and services. Various research 
papers, case studies and industry white papers recently published, demonstrate the 
use of big data related technologies and models to harness the large amount of data 
for strategic business advantage. Organizations capture as much as information as 
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they can about customers and analyze it effectively to discover patterns, trends and 
other vital clues. Social media marketing is very powerful medium for customer 
engagement, collaboration and active communication.

A paper presents a knowledge infrastructure which has recently been implemented 
as a genuine novelty at the leading Swedish mountain tourism destination. They 
proposed a Destination Management Information System are derives knowledge 
creation and application as a precondition for organizational learning at tourism 
destination (Matthias Fuchs 2016).They addressed both the generation of customer-
based knowledge within a tourism destination as well as the BI based supplier- 
oriented knowledge application to support supplier’s decision making. The knowledge 
generation layer, though methods of information gathering, extraction and storage, 
makes knowledge accessible to stakeholders. The knowledge application layer offers 
e-services that inform about supply elements and tourist’s activities. The knowledge 
level of tourism stakeholders can be significantly increased. The agenda considers, 
for instance, the application of real- time Business Intelligence to gain real-time 
knowledge on tourists’ on-site behaviour at tourism destination.

Jingjing Li present a comprehensive literature review on the application of big 
data to tourism research. In such a big data era, a variety of data is used in various 
fields. Big data have been generated from three primary sources-users, devices and 
operations. Among them, UGC data were dominant with 47% after that the device 
data have 36% and in contrast the transaction (operations) data was 17%. Web search 
data have improved tourism demand prediction and online marketing. Based on 
this big data sources, tourist behaviour and tourism market can be better explored 
and understood by both academia and industries. This paper attempts to fill such a 
literature gap to present a comprehensive literature review on different types of big 
data in tourism research and provide a systematically analysis.

Xiaolu Zhou, effectively detected and ranked popular tourism destinations in 
multiple cities and also leveraged cloud computing to expedite Flickr tag processing 
and similarity graph preparation. This study provides a method for extracting tourist 
spots using Flickr images and a big data approach. The number of geo-tagged digital 
photos has grown exponentially. Increasing numbers on digital photos with geo-tags 
are available on many photo-sharing websites such as Flickr and Instagram. Flickr, 
the most popular, hosts over 5 billion photos. We have great opportunities to study 
people’s travel experiences. The temporal and geographic features of the photos 
are very useful in separating the tourist-related photos from event-related photos. 
This study also demonstrates the application of using R Hadoop cloud computing 
infrastructure to crunch big geospatial data.

Slava Kisilevich, Daniel Keim, present a GIS based decision support system that 
can both, estimate objective hotel room rates using hotel locational characteristics 
and predict temporal room rates. This paper makes three major contributions. First, 
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we present a GIS based decision support system like for hotel brokers. Second the 
DSS can be applied virtually any part which makes it attractive business tool. Third, 
it integrates data mining framework and it offers the possibility of adding new 
algorithms. The system has been designed and evaluated in close cooperation with 
a company that develops travel technology solutions. Company has also provided 
real large datasets to evaluate the system.

BIG DATA SOURCES

Online Textual Data

In today’s scenario, the thrive in technology and social media has fiercely changed the 
way the travelling industry was by providing a vast platform to share user generated 
data. And these data has been used to promote tourism research, including two types: 
one is the online textual data like the reviews given by the users of a particular 
product and by means of blogs on social media sites and another is through the 
online shared photos on photo sharing sites. Due to the unexpected growth of the 
internet in the last few decades’ social media offers a copious platform for tourists 
to spread a variety of information related to tourism, such as travelling reviews and 
experiences. The user can generate a big mine of online reviews data by expressing 
their likes and dislikes toward tourism products. They can also share their few point 
and experiences in blogs or websites such as Facebook, Twitter and Instagram. 
Which provide valuable information to the required user. And this online reviews 
data, blogs data in the textual style compose special type of big data in tourism 
research online textual data.

The very first process is to collect the online textual data (including reviews related 
to tourism, blogs and online shared photos) from the social media sites by using 
web crawling technology. For instance, Xiang pt al.(2017) transmitting emotions 
and opinion of tourists used the web crawlers, by the programming languages like 
python and java, to acquire hotel related reviews. Guo et al.(2017) developed a web 
crawler to assemble review data from trip advisor periodically.

In the second step the online textual data which is collected will be evaluated 
to excerpt the useful knowledge for tourism research, by means of two sub-stages: 
first is the data pre-processing and another is interpretation evaluation.

Data Cleaning

Below are the steps for data cleaning-
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a)  Fill the missing values (attribute or column value)
b)  Ignore the tuple: normally done when class label is missing.
c)  To fill the missing values use the attribute mean.

d)  For filling all the samples that belong to the same class use the attribute mean 
(or majority nominal value).

e)  Remain missing values can be predicted by using a learning algorithm: consider 
the attribute with the missing value as a dependent (class) variable and run a 
learning algorithm (Bayes or decision tree) to predict the missing values.

f)  Identify Outliers and smooth out noisy data
g)  Binning: Sort the attribute value and split them into bins then smooth by bin 

median, bin means, bin boundaries.
h)  Clustering: Group the values in cluster and then identify and eliminate outliers.
i)  Regression: smooth the data by fitting the data into the regression function.
j)  Correct inconsistent data: use domain knowledge or expert decision.

Data Transformation

a)  Normalization: Scaling attribute values to fall within a specified range.
b)  Aggregation: Moving up in the concept hierarchy on numeric attributes.

Figure 1. Model for processing textual data
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c)  Generalization: Moving up in the concept hierarchy on nominal attributes.
d)  Attribute construction: Replacing or adding new attributes inferred by existing 

attributes.

Data Reduction

a)  Reducing the number of attributes
b)  Data cube aggregation: applying roll-up, slice or dice operation.
c)  Removing irrelevant attributes: attributes selection (filtering and wrapper 

methods), searching the attribute space.
d)  Principle component analysis (numeric attributes only): searching for a lower 

dimensional space that can be best represent the data.
e)  Reducing the number of attribute values & tuples
f)  Binning: Reducing the number of attributes by grouping them into intervals.
g)  Clustering: grouping values in clusters.
h)  Aggregation or Generalization Sampling

Online Photo Data

Various data are posted and spread on social media sites that come in the category 
of user generated data. Like textual data and especially photos uploaded by the 
tourists. The user generated data contains very much information in relation to 
the users, location and time, providing a new aspect to study the behavior of the 
tourist, tourism recommendation, and tourism marketing. Therefore this online data 
mainly the photos uploaded by the users (tourists) has aroused an increasingly large 
attention in tourism research. Online photo data have also been used in promoting 
tourism marketing. Online photo data have become a very efficient medium to form 
tourism destination for potential visitor (Deng & Li, 2018). For example Deng & 
Li, (2018) intended a machine learning based model to select the photo elements 
from the viewer’s perspective and assist destination for photo selection. The Big 
data related to the photo in the tourism research mainly comes from various social 
media sites and photo sharing websites or platform: Flickr, Instagram, pinterest etc.

Among these platforms, Flickr is the most dominant source of photo data used 
in tourism research. Various useful APIs are provided by this platform, for the easy 
access of photo data and the embedded metadata. An online photo contains a very 
useful message in terms of metadata. Because of the heterogeneous information 
embedded in photos. There are three primary categories for metadata in tourism 
research.
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User Related Information

Photo ID: ID of the photo downloaded from websites.
User ID: ID of the tourist uploading the photo.

Temporal Information

Taken Date: The date and time to take the photo.
Uploaded Date: The date and time to upload the photo.

Textual Information

Textual metadata: Tourist defined textual information like title, description and 
tags of the photo.

MAJOR CHALLENGES & SOLUTIONS

In tourism research varieties of big data generated by the users have been applied, 
making ominous employments and innovations. These big data originated from user 
end. Which carries different information, different data type addresses, different 
tourism issues? The user generated data remain dominant in tourism research which 
gives the information about tourist sentiment analysis, behavior of the tourist analysis, 
marketing and recommendation related to tourism.

Online textual data enforced in tourism research is of two types, i.e., Reviews by 
the user which can be called as reviews data and another one is blogs data. Reviews 
data and blogs data that carries peculiar information have their own respective 
research focuses. Tourist’s attitude towards the tourism products can be known by 
reviews data and it can also be applied for measuring tourist satisfaction. This topic 
includes exploring the attributes of tourist satisfaction in the connection between 
tourist satisfaction and other related points such as guest experience and its position 
in the competition.

Tourism research adopting online photo data can be enhanced by flourishing 
research areas and perfecting analytic approach. As far as research areas are concerned, 
discovering tourism spots (i.e., where to travel) from the endemic dimension of online 
photos has been studied very abundantly. On the subject of analytic techniques to 
investigate about tourism related data in the present tourism research clustering 
and sequencing analysis have been used popularly. For estimation, classification, 
prediction, homogeneity grouping and association rule new big data mining technique 
can also be introduced into a fresh research. Apart from metadata the photo data 
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themselves contain a plenty of information, and powerful mining techniques that 
will work directly on the images are needed.

The increase in the users of the social media in the last few years has created 
a positive effect on tourism research, as it has made the researchers to pay more 
attention on applying online textual big data reviews and blogs to tourism research. 
But there are still many things left in this field to work on and develop new research. 
Therefore, for future researches big sample size is despicable. Lot of work has done on 
the user generated data i.e., in the field of knowing tourists sentiments (or opinions) 
towards tourism product or destination. But, still how to use this to tourism product 
design and tourism marketing in practice is somewhat lacking.

But some issues are still there like data reliability. For example, sometimes the 
user give fake reviews about the destination or product for avoiding unnecessary 
troubles or for gaining bonus (Schuckert et at.,2015 B). This type of reviews needs 
to be studied very deeply in the nearby future. Due to the amorphous composite 
feature of tourism related online reviews and blog data, the processing analytic 
techniques were fooled with some tricky challenges.

Lots of thing can be done to collect the information about the interest of the 
tourist at a particular place and what attracts the most and the real time number of 
the tourist can be known through the checking particular place by getting the data 
from different sources like Facebook, Foursquare, Flicker etc. So that the tourist 
can get the idea about the gather of that particular place. And it will help in finding 
the foot-falls of the tourism places.

For helping the tourist to know about the following tourism plan or getting plan 
information about them. A Decision Support System (DSS) can be built. And the 
data can be collected through API provided by different sources like Facebook, 
Foursquare etc. (On the other hand the researches on the different types of big data 
is very much data characteristics dependent. For example, for analyzing tourist 
satisfaction, about tourism product or destination. Online textual data (conveying 
tourist sentiments) is very much helpful. On the other side web search data shows 
the public attention towards tourism markets, parallel to inherent demands have 
improved tourism demands prediction and online marketing. It is important to see 
that even some type of big data has been used in the same issue; each of them has 
its own peculiar analysis prospective.

CONCLUSION

Instead of prodigious improvement and innovation, there are still abundant places 
left to develop the tourism research using big data, mainly from the viewpoint of 
exploring research area and developing analytic techniques. To embellish the tourism 
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research using big data, some more valuable big data and captivating tourism issues 
should be considered. Big data relatively makes very small contribution to tourism 
research, due to some tricky issues like high cost and privacy concerns. Therefore, 
the application of these big data to tourism research can be predominantly improved 
by intensifying the corporation and tourism industries. However, the data contains 
very useful information about the things that can be utilized to provide a new context 
of understanding tourist behavior, tourism management and tourism market. For 
instance, with the progress in smart tourism, most of the tourism places are equipped 
with monitoring system, which generates a large volume of video data. And this 
data is analyzed for understanding the behaviour of the tourist that will support 
the tourism management. Beside this tangential data or cross-domain data such as 
health, insurance and education data are also very important for tourism research, 
because they can influence the tourist preference greatly.

Till now, most of the studies are focused on single type of big data; it may be 
insufficient to capture characteristics of complex tourism system. Therefore, study 
on multi-data type is vigorously recommended for development of tourism research. 
There are some common issues like tourism demand prediction, tourist sentiments 
analysis, tourist behavior analysis and tourism recommendation that are using big 
data. But there are some issues left to work on like tourism precaution, tourism 
online marketing, scene spots programming, tourism product design and tourism 
capacity estimation. Moreover, various analytic methods such as machine learning 
and deep learning are really promising for tourism research.
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ABSTRACT

COVID-19 has affected our educational sector adversely, which resulted in the closure 
of all academic institutions. This global health crisis demands social distancing as 
the way to keep the virus away and forced the academic institutions to adapt to this 
physical distancing from the students as well as colleagues. The faculty needs to be 
motivated in order to be innovative, interactive, and accessible. The pandemic has not 
only led to the disappearance of old teaching methods but also the adoption of the 
modular concept of e-learning. Through a review-based study, the authors discuss the 
diverse response by the academic institutions and assesses their resilience towards 
education and transition to online learning during challenging times. Through this 
study, the authors opined that significant opportunities are there which will help in 
learning from pedagogical developments of other academic institutions. This will 
help in strengthening the collective response to COVID 19.
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INTRODUCTION

Pandemics have influenced and may continue to influence, the potential of the 
educational institutions to enhance the learning of the students. Sloan Consortium 
(2008) has analysed that the capacity of the colleges & universities to continue with 
enhancing the learning of the students despite any catastrophe is called as academic 
continuity. The catastrophe situation could be caused by natural disaster, human 
induced disaster or any unexpected factor like pandemic. Many educational institutions 
are affected by these disasters and hereby affecting the academic performance of 
the students also. Recent occurrences of H1N1 and H5N1 influenza (Monto, 2009) 
and the severe acute respiratory syndrome (SARS) (Goh et al., 2006) led to the need 
by educational institutions to embrace measure like closure of the institutions and 
quarantine in order to control the spread of infection. Sifferlin (2014) mentioned 
that during the outbreak of Ebola, nearly 5 million children faced the closure of 
schools in Africa. Paye-Layleh (2015) highlighted that the schools were shut down 
for 9 months in Sierra Leone while the schools were closed in Guinea and Liberia 
for 6 months. The schools remained suspended until October whereas they were 
supposed to open in August (BBC News, 2014).

COVID 19 emerged in Wuhan city of China during Dec, 2019, was declared 
as epidemic globally with major concern for health of the public (Lai, Shih, Ko, 
Tang & Hsueh, 2020). Later on Jan 30, 2020 WHO (World Health Organisation) 
declared it as Global Public Health Emergency which can pose threat to countries 
across world (Lupia et al.,2020; Sohrabi et al., 2020).This pandemic had substantial 
impact on the education sector globally. An emergency policy initiative was started 
by the Chinese government called “Suspending Classes without Stopping Learning” 
(Zhang, Wang, Yang, & Wang, 2020). As such no decision was taken nationwide 
for the shutting down of the educational institutions (Mansoor, 2020), most of the 
governments in their regions have decided to shut down educational institutions 
(The Economist, 2020). Delhi schools also got closed from 13th March (Press Trust 
of India, 2020). The University Grants Commission advised the universities on 19th 
March, 2020 to defer the assessments till March end (The Economic Times, 2020).

By April 06, 2020, almost in 170 countries academic institutions were closed 
and more than 13% of the students globally had to either face disruptions or they 
had to end up with their studies during this COVID 19. There is a global impact 
in almost every region What we are seeing globally is impact on every region and 
noticeable impact was seen on upper and lower middle income countries (Bassett, 
2020). It has been proclaimed that more than 1.5 billion learners from all age groups 
around the universe are afflicted by educational institutions closure amid COVID 
19(UNESCO, 2020a; UNICEF, 2020). But keeping in mind the maxim that “Learning 
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never stops”, steps were taken instantly to continue system of education (UNESCO, 
2020a; 2020c; 2020d; 2020e).

Educational institutions have always been at the forefront in responding to the 
pandemic or disaster event but this is very challenging for them and many are 
still in the crawling stage. The question here arises that would these educational 
institutions be able to adapt immediately to the virtual or e-learning environment 
in place of traditional face to face lecture delivery presently being followed? Would 
these educational institutions be able to continue with the lectures in spite of the fact 
that majority of their faculty, staff and students are unable to be physically present 
on the campus. During the Pandemic event it is well accepted practice to close the 
educational institutions and credit to the students on the basis of whatever covered 
in the class.

Keeping the pandemic situations in mind, it was dexterity on the part of the 
educational institutions to transforming the content to an online environment (Wu, 
2020). It was also manifestation of impact of educational institutions with limited 
resources along with socially disadvantaged learners who have limited access to 
technology. Not to be forgotten is the impact of internet on the ability of the students 
to engage in the online learning environment (Zhing, 2020). It was a cause of 
concern for many authors whether the educational institutions were ready to take 
the upcoming challenge of digitalized learning (Houlden & Veletsianos, 2020).

There is no doubt about this that spread of COVID-19 has posed the challenges 
for higher education at an enormity which we have never witnessed since the advent 
of technology and online learning. Main focus of the study is to review and discuss 
whether the academic institutions are resilient to this hurricane and their quick 
transition to E- Learning methodology which can be most effective in the field of 
education during this lockdown. The Systematic analysis of selected countries and 
their response to higher education highlighted steps taken across the world during 
this challenge.

Resilience is ability of an individual to withstand despite the unfavorable 
circumstances (Rutter, 2008) & also considered as process where recovery is from 
specific events (Zautra, Hall, & Murray, 2010). Few researchers are of the opinion 
that it is like attributes of the personality (Fredrickson, Tugade, & Waugh, 2003; 
Campbell-Sills, Cohan, & stein, 2006), while few consider that it is procedure 
(Egeland, Carlson, & Sroufe, 1993; Luthar 2006). Resilience is salient skill for 
successful leaders who can easily realize the differentiation in ‘being strong’ in 
distressed situations and being resilient. ‘Being strong’ is experiencing difficult 
circumstances while being resilient uses experience & intuition to deal with the 
distress (Hudgins, 2016).

McManus et al (2008) mentioned that organizational resilience is a function for 
organizational situation awareness, managing the keystone vulnerabilities and capacity 
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to be adaptive in the complex & interrelated surroundings. It will include constituents 
like contingent rectitude, strategic capacity & action which will ultimately lead to 
organizational expansion (Kantur & Iseri-Say, 2012). Being resilient is a pragmatic 
aspect of organizational factor which ultimately results in increased productivity, 
raising the welfare and reduction in absenteeism & staff turnover (Andolo, 2013).

REVIEW OF LITERATURE

COVID 19 is an infectious disease which is induced by a virus called “coronavirus.” 
This disease is contagious in nature (World Health Organization, 2020) later called 
as (2019-nCoV). To decelerate its spread, strict protocols were observed by many 
countries like complete lockdowns or pronouncements of having social distancing 
while other countries still chose flock immunity. The steps taken for the purpose 
included work from homes, flexible working hours, closing many institutions where 
there are chances of people infecting each other. Our biggest treasure is 34 crore 
students in the country which is more than America’s population. It is of utmost 
importance to the government to look after the safety of the teaching fraternity 
and the students- Ramesh Pokhriyal, Union HRD Minister (Barman & Das, 2020).

As opined by Dutta (2020), pronouncements to shut down buildings had impact 
on universities and many other academic institutions. This forced the academic 
institutions at all the levels to follow the emergency remote teaching. The shutdown 
led to lot of apprehensions among the students and teaching fraternity. But the 
innovative methods to deliver the content to the students were adopted by the teaching 
fraternity with focus on the curriculum (Bozkurt & Sharma, 2020).

In a matter of just few weeks or months, this virus has reformed that how the 
learners across the world are educated. These changes give us a sign that how the 
teaching learning process can be changed for better and the worse in the long term 
period. The educational institutions which were closed worldwide have provoked the 
professionals to reconsider the conventional method of teaching learning (Crawford, 
Butler-Henderson, Rudolph, & Glowatz, 2020)

In order to assure that the study was conducted across the globe. An attempt was 
made to attain the equality amongst countries across the World Health Organisations’ 
(2020) six regions. The countries that are selected are more affected by COVID-19 
spread. The focus of the study was to explore a country from each region and review 
the different strategies adopted by them during COVID 19.

The regions selected to review the resilience by universities across the world are 
distributed by World Health Organisations. One country from each region is chosen 
on the basis of the number of cases infected by virus. The countries are then further 
distributed on the basis of high income and middle income.

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



89

Resilience by Academic Institutions During COVID-19

High Income Countries

United States of America

Located at the epicenter of the Pandemic with 18, 42,101 confirmed cases including 
107029 deaths as on 4th June, 2020, and the educational system at US- largest in the 
world has taken the huge hit (CDC, 2020). With first suspected on-campus case which 
was reported on 17th February, 2020, the response by higher educational institutions 
across the US was to brace the staff and well-being of the students. When most of 
the authorities were busy with reducing the effect of COVID 19, and spring break 
left the universities vacant, the academic institutions didn’t took initiative to start 
online education till March, with many prestigious institutions made a statement 
in the beginning of March and others joined by mid- March.(Crawford. Butler-
Henderson, Rudolph, & Glowatz, 2020).

The University of Washington also closed the university on March 07, 2020 and 
started with the online classes for approximately 50,000 students, and there were 
others who responded by cancelling activities like conferences, workshops, fitness 
and also re-location to online platforms from in person platform. (Duong, Pham, 
Yang, Wang, & Luo, 2020). Harvard University (Herpich, 2020) pronounced moving 
to complete e-delivery by 23rd March(as did Massachusetts Institute of Technology).
Yale, Princeton, Stanford and the University of California announced on 19th March 
that the online delivery of the instructions will start from that date only. The academic 
institutions also moved spring break by 1 week for allowing the transformation to 
remote teaching. The study of higher education in Texas (Bawab, 2020) depicted 
that while most will come back to remote way of teaching, but few institutions have 
yet to take call on the same as on 22nd March. Clark (2020) mentioned that at the 
same time only 5 percent of higher educational institutions decided that they will 
adopt the virtual instruction with very less presence on the campus.

Table 1. Summary of countries reviewed by region

Region Countries

Africa South Africa, Nigeria

America United States of America, Canada

Eastern Mediterranean Iran, Saudi Arabia

Europe Spain, United Kingdom

South East Asia India, Bangladesh

Western Pacific China, Singapore
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Saudi Arabia

The second largest country in Arab world, Saudi Arabia, has a population of more 
than 34 million. Majority population is in t middle age group 15-64 while those in 
age group of 0-14 and more than 65 are nearly 32.4% and 2.8% respectively. Online 
education was also initiated in Saudi Arabia when the activities at educational 
institutions were suspended because of coronavirus issues, although problems were 
faced by students and transition to digital education environment was problematic. 
The main concerns by the students were weak connectivity in certainareas,difficulty 
logging into the network and taking classes, including lack of resources (Obaid, 
2020). There were few awkward moments during the time when the lectures were 
delivered- students went to sleep, loudly eating lunch, arguing with peer when 
researchers failed to mute the headsets on the computers. While Saudi Arabia’s 
higher education worked a lot by starting campaigns to promote distant learning 
classes but it was incomparable to the student’s problems. Artificial intelligence 
can never be trusted to an extent no matter how powerful and intellectual that is, 
since most places do not have fibre optics to make the internet connectivity easier. 
Many respondents complained that the course work was very hard and difficult to 
be self - studied. The assignments were also pending as the study material was not 
readily available. (Tanveer, Bhaumik, & Hassan, 2020).

United Kingdom

There were 2,74,766 confirmed cases with 1936 fresh cases as on June 01,2020 
(World Health Organisation, 2020a). The risk level throughout England is quite on 
a higher side. In the beginning of February, the first case which was detected in the 
country was a student from China from University of York (BBC News, 2020a). 
The universities from UK were also having tough times in regard to unknown 
factors related to Brexit and influence of leaving European nation, and they were 
also handling the query of majority of students regarding their place in University 
due to restrictions in their travel and there was almost nil solution (Gov. UK, 2020). 
Flurry of actions were declared by the British Govt. from March 20 which required 
change in methods of teaching and learning of higher education. They are seeing the 
measures like shifting to remote teaching to the extent possible, motivating them 
for work from home, extending the time for conducting graduation ceremonies, and 
also changing the pattern of exam. The same measures were adopted by Scotland’s 
Universities (BBC News, 2020c). University of Hull & University of Exeter already 
waved traditional method of teaching since March. It was also required to help the 
international students who are separated from friends and family (Morgan, 2020). 
The tension was also growing amongst those seeking entry to next academic cycle 
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to the University. Bothwell (2020) opined that educational institutions should go in 
for flexible process to admission; start dates to be delayed and also relax the entry 
requirements. Advance HE (2020) have started giving remote services to have a 
service as flexible as possible. There were also controversies regarding the student 
making a choice of the course which may not be in the best interest (BBC News, 
2020g). The students also joined together voluntarily in order to support the fellow 
students & members from their group during social distancing and isolation actions 
(BBC News, 2020h, 2020i).

Middle Income Countries

South Africa

South Africa had 32,683 cases with 1,716 fresh cases on 4th June, 2020. The first 
confirmed case of COVID in South Africa was recorded on March 05, 2020. The 
national state of disaster was declared on 15th March, 2020 by President from South 
Africa. President Cyril Ramaphosa in the beginning contained partial ban on travel, 
travel advisories, public transport discouraged, schools were closed, and prohibited 
the gathering of more than 100 people (South African News Agency, 2020). Later 
on 23rd March, President Ramaphosa issued national lockdown for 21 days from 
26th March, 2020 (Government of South Africa, 2020). The lockdown had led to 
the closure of schools & the institutions of higher learning. To curtail the extent of 
disruptions in academic, several learning institutions reacted by transferring few 
courses to online platforms. The initiative which was led through ministers and 
the announcement was made that the departments of communications and digital 
technologies and basic education have joined forces, to ensure virtual learning (Itweb, 
2020). In the initiative, the South African Broadcasting Corporation (SABC) and 
DSTV channel availed channels entirely dedicated to education (Government of South 
Africa, 2020). Some higher academic institutions undertook precautionary actions 
followed by concerns for absence of urgency raised by students from South African 
Union (Kyama et al., 2020). University of Johannesburg, Wits, Fort Hare and Cape 
Town also had suspension of traditional way of teaching. Other Universities like 
Atellenbosch, Witwatersrand and Rhodes also suspended ceremony of graduation 
(Sobuwa, 2020). It was also advised to all those with recent international travel to self-
isolate themselves. Seminars and conferences should be conducted with alternative 
formats. The mitigation plans were also developed for the students residing on the 
Universities. The advice was also given to 12,000 students from South Africa who 
were studying abroad to maintain contact with in-country contacts so as to get the 
needed help and evacuation (South African Government, 2020)
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India

Having neighbouring border with China, the no. of cases were 1.90,535 as on June 
01, 2020 (WHO,2020a) left many concerned that being the large population size, the 
no. of community infected cases was more than what was disclosed(Mansoor,2020). 
Due to the Novel Corona virus lockdown of 40 days(first and second phase), in all the 
institutions a total of about 10 million academic hours will be compromised, which 
will be rather difficult to compensate. Dutta further mentioned that the University 
Grants Commission advised the institutes to continue with their classes in online mode 
and engage ICT resources which are available for use in the academic discourse. The 
faculty members of the University and colleges are also requested by its advisory to 
make use of the various online tools in order to reach out to the students.

Mahalakshmi and Radha (2020) reviewed that the way of teaching mode has been 
changed drastically with the emergence of online learning, in which teaching is done 
through digital platform. Several application tools are made available to conduct the 
teaching and learning process. Applications such as Zoom, Google classroom, You 
Tube, Google Meet are common among students’ community. Harsha and Bai (2020) 
found that different apps for teaching the students for live streaming/ conferences/ 
lecture series, zoom was being used and for assigning the student assignments Easy 
class app and Google classrooms were used. For the students who can’t join the 
online because of internet connectivity, PPTs were uploaded on slide share keeping 
in mind that the students can get access to the same as they get the internet and the 
doubts can be clarified by their faculty through calls.

Many online courses are available (free and paid) whereby students can enrich 
their knowledge in a better way. The most important and attractive aspects of online 
learning are its convenience, affordability and effectiveness.

Lall and Singh (2020) analysed that many government and private institutions 
like IITs and IIMs, have taken a leap from conventional classroom teaching to digital 
teaching. The campuses were shut down but professors were busy working from 
home, preparing effective study material for the students so that there isn’t any halt 
in the teaching learning process.

To enable the practical knowledge of labs, many universities and organizations 
have also come forward and provide virtual labs for the students.

China

China’s higher education system had little time to prepare as it was the country to 
have first case of Coronavirus. The students up to doctoral were told to be at home 
and can carry on with online learning. The pandemic had affected 30 million tertiary 
level learners in approximately 3000 learning foundations. According to (Bao,2020; 
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UNESCO,2020), most of these institutions have rushed to create online classes to 
fill the gaps that are likely to remain for rest of the academic years in affected areas. 
Approximately half a million international students’ returned to their own countries 
and had to log in from their homes to continue studying and also access necessary 
learning materials (Bao, 2020). To ensure that content and services are accessible 
to majority students including those in remote areas, the government has sought 
to share teaching knowledge in different ways using satellite Television in areas 
without internet access (Ministry of Education of the People’s Republic of China 
2020e). To help students prepare for home based learning, the teaching pedagogies 
and time schedules were continuously changed. The goal was to build independent 
thinking skills for the students. The standardized tests were cancelled on January 
28, including Graduate Management Admission Test, Graduate record Examination 
and the test of English a foreign language (TOEFL; ICEF, 2020).

There were conflicting reports for the resilience of the higher education sector. 
Few universities announced rapid transformation by February 2 (Leung & Sharma, 
2020), and for others the same was not there starting from mid to end of February 
(Mckenzie, 2020; Qu, 2020).

Hardly any higher educational institution was doing online delivery until this 
pandemic and majority were unequipped also. As virtual teaching had not been 
major form of education in Chinese academic institutions, most of the faculty had no 
prior online teaching experience. Even though teachers were provided with diverse 
training during virus outbreak, the short term effect of this training is likely to remain 
minimal. Additionally the teachers’ differing attitude and the ability to learn IT 
also impacted on the overall effectiveness of online education (Zhang et al., 2015).

DISCUSSION AND CONCLUSION

The systematic literature review of studies conducted in six countries across six 
WHO (2020c) regions shows distinct similarities and differences towards the 
resilience by academic institutions during COVID 19. The below table summarises 
the countries into High income and Middle income on the basis of Gross National 
income per capita taken from World bank data. The countries are further categorized 
according to the no. of confirmed COVID 19 cases by WHO region. The analysis 
highlights the resilience of academic institutions across the world by adopting the 
different strategies.

As summarized above most of the academic institutions irrespective of their income 
status are resilient during COVID 19 and closed their campuses followed by online 
learning for the students. However moving from traditional learning to complete 
remote & online strategy is not going to occur overnight and is also associated with 
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many challenges like lack of infrastructure, internet facilities at students’ place, skill 
set required by the faculty to deliver the content online.

But above all, the students welcomed this online learning open hearted. They are 
very pleased that the institutions are making efforts to keep the curriculum going 
in midst of the lockdown, on top of all the difficulties and against the backdrop of 
these challenges. Initially the focus of the academic institutions was on transitioning 
to the virtual environment but now they are more focused on improvising online 
pedagogy. The academic institutions across the world are undergoing rapid change 
& they need to be aware of their capacity to monitor the quality of learning design 
on a continuous basis.

It has been observed that majority of the academic institutions are resilient to 
this hurricane and they quickly made transition to E- Learning methodology which 
is most effective in the field of education during this lockdown.

FUTURE SCOPE

By having more accurate data and inclusion of more countries as per WHO regions, 
it would be possible to keep a check on the rate of technological adoption among 
the countries’ universities. There are few academic institutions which are partially 
prepared to move to digitalized education as they were following the pattern before 
this challenge also. Other institutions had a lot more ground to cover.

Significant opportunities are there to learn from other universities’ pedagogical 
innovations. This will help in strengthening the collective response to COVID 19. 
We are doubtful that the status reports from each of University’s position will change 
significantly in the next few days as academic institutions are now improving their 
online pedagogy on a daily basis by updating their curriculum accordingly. The 

Table 2. Systematic analysis of resilience of Academic Institutions

World Bank 
data Countries

COVID 19 
cases as on 1st 

June,2020

Resilience 
by Academic 
Institutions

Adopting online 
education and closure 

of the campuses

High Income 
Countries

United States of 
America 1 734 040 Some what Yes

Saudi Arabia 85 261 Yes Yes

United Kingdom 274766 Yes Yes

Middle Income 
Countries

South Africa 32683 Yes Yes

India 190 535 Some what Yes

China 84 588 Yes Yes
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educational institutions have a important role to play in transition to support society 
leading to valuable addition to productive home environments.
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ABSTRACT

The digital economy has brought in its wake numerous issues of a technological kind. 
It has affected every element within the organization (e.g., structure, informal work 
relationships, culture, and most importantly, managerial leadership). Because of 
new technologies emerging every day, the process of change has become persistent, 
and a paradigm shift has been witnessed in the management of workplace behaviour. 
The chapter has three sections. Concepts underlying organizational behaviour and 
the meaning of digitalization are discussed in the first section; the second section 
is an analysis of the changing leadership framework and its role in digital business 
transformation, and the third section highlights the positive and negative effects of a 
digital workplace on employee behaviour. The discussion concludes with comments 
on the significance of a digital workplace in COVID-19 era. The primary objective of 
this chapter is to identify and organize the accumulated knowledge on the implications 
of digital transformation for organizational behaviour and provide critical insights.

INTRODUCTION

Information and communication technology has had a massive impact on business 
and work life as a whole. With the onset of organizational digitalization, spread of 
the internet and a change in the economic superstructure, a paradigm shift has been 
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witnessed in workplace behaviour and its management. The primary objective of 
this review article is to identify and organize the accumulated knowledge on the 
implications of digital transformation for organizational behaviour and provide 
critical insights thereof. The chapter comprises of 3 sections: Concepts underlying 
organizational behaviour and the meaning of digitalization are discussed in the first 
section; the second section is an analysis of the changing leadership framework and 
its role in digital business transformation; and the third section highlights the positive 
and negative effects of a digital workplace on employee behaviour. The discussion 
concludes with comments on the significance of a digital workplace in Covid-19 era.

THE MODEL OF ORGANIZATIONAL BEHAVIOUR IN 
THE CONTEXT OF A DIGITAL TRANSFORMATION

The effects of digitalization on all aspects of business have been quite widespread. 
However, a study of the impact of such a change on organizational work life remained 
neglected for quite some time (Foerster-Metz et al., 2018). The two salient features 
of the third wave economy are a boom in the service sector and a complex, ever 
changing IT mainframe. A change in the nature of work, the workplace and the 
worker is witnessed with the evolution of the industrial economy into a knowledge-
based one. Hojeghan & Esfangareh (2011, p. 309) state that this digital economy 
“is based on electronic goods and services produced by an electronic business and 
traded through electronic commerce.”

Of the various macro and micro variables that affect behaviour within organizations, 
an individual himself is the most significant entity. As per the OB model (Newstrom 
& Davis, 1997), there are three basic elements that define an organization and are 
in a reciprocal relationship with each other viz. structure, technology, and informal 
social groups. The organization is not located in a vacuum; there is a socio-economic-
political-cultural environment around it which acts and interacts with it (Richards, 
2018). The change in the economic structure and order very conspicuously depicts 
the interdependences between the three determinants mentioned. The external factors 
have influenced the internal environment of the enterprise: its goals, vision and 
mission. The technological revolution apart from changing the reporting lines and 
the direction of businesses has impacted work environments and workflows and also 
individual and group behaviour. The induction of tech-savvy and digitally sound Gen 
Y has brought with it a distinct value system and new attitudes (DuBrin, 2002). In 
sum, technology has affected both the composition of the work force and its psyche.

The onslaught of technologies like advanced algorithms, robotics, and analytics 
is a megatrend that demands companies to be proactive in their approach. It is 
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important here to understand the minute differences in terms associated with a 
software-controlled economy. The 2 stages preceding digital transformation are:

a. Digitization

According to Ernst & Young (2011), “Digitization means the conversion of analogue 
information to digital (computer-readable) information.” The analogue information 
is encoded into zeroes and ones so that computers can store, process, and transmit 
such information (Bloomberg, 2018).The manufacturing of a transistor and 
microprocessor in the 20th century paved the way for the conversion of traditional 
media such as video, sound or picture into the binary language of bits and bytes. 
Converting handwritten or typewritten text into digital form is also an example of 
digitization. With an increase in the amount and complexity of digital information, 
the global storage capacity has also increased manifolds.

b. Digitalization

The application of IT or digital technologies by enterprises to attain efficiency 
in business processes (Li et al., 2016) such as communication (Ramaswamy & 
Ozcan, 2016; Van Doorn et al., 2010), distribution (Leviäkangas, 2016), or business 
relationship management (Baraldi & Nadin, 2006), achieve data transparency and 
thus, enhance customer experiences is referred to as digitalization (Pagani & Pardo, 
2017). For instance, creating mobile communication channels for better customer 
relationship management (Ramaswamy & Ozcan, 2016). Automation and the use of 
computer-controlled equipment results in a change in job descriptions. The global 
consulting firm, Simon-Kucher & Partners reports that a company on operating an 
online platform may already be 80 percent digitalized thus requiring only 20% to 
create customer value. However, implementing the technology behind such an online 
platform is not digitalization; it is shifting the business process to such a platform.

‘Digital transformation’ is not possible without digitization and digitalization. 
It is an organization-wide response to ever evolving digital technologies involving a 
transformational change in the management of front line areas such as information 
technology, operations, marketing, supply chain, and strategy formulation, leading 
to development of new business models (Iansiti & Lakhani, 2014; Kane et al., 2015; 
Pagani & Pardo, 2017). Digital transformation is inherently linked to innovative 
changes in the business model as a result of implementation of digital technologies 
(Sebastian et al., 2017) which is beset with challenges since it shakes the status quo 
by making the core business model obsolete (Teece, 2010). However, as the new 
business logic gets internalized in the company’s culture, it leads to value creation 
(e.g., Pagani & Pardo, 2017; Zott & Amit, 2008).
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The drivers of digital transformation viz. digital technology, digital competition, 
and digital customer behaviour reflect the influence of the external environment on 
the organization. Web 2.0, big data, cloud computing, crypto currencies, artificial 
intelligence, and block chain have resulted in virtual businesses (Chen et al., 2012; 
Iansiti & Lakhani, 2014; Ng & Wakenshaw, 2017) and in firms becoming increasingly 
capital intensive. The coming in of new technologies has had far reaching effects on 
the retail sector in particular. Digital information rich firms such as Apple, Microsoft, 
Amazon, Facebook and Chinese companies like Alibaba have an edge over others in 
terms of valuation. Furthermore, the digital revolution has brought about a change 
in the consumer mindset and behaviour. Consumer focus has shifted to the online 
market place affecting both online and offline sales (Kannan & Li, 2017).This is 
an era of the ‘knowledge customer’ who is more connected and aware of what the 
market offers (e.g., Lamberton & Stephen, 2016; Verhoef et al., 2017) by virtue of 
new social media tools and new AI-based technologies. Firms need to appropriately 
adapt to these changes.

Research shows that there are four interlinked ‘strategic imperatives of digital 
transformation’ (Verhoef et al., 2019) viz. required digital resources, required 
organizational structure, digital growth strategies, and required metrics. Some of 
these prerequisites for a successful technological transformation are in the purview 
of this paper. The utilization of digital resources, both tangible and intangible, lies in 
the hands of the employees. Barney’s (1991) resource-based view about factors that 
make the workforce a source of competitive advantage is particularly relevant here. 
The intellectual capital of a firm and knowledge management through maintaining of 
extensive databases, are of prime importance today. Delivering value to the customer 
is at the heart of a digital transformation and efficient storage of data helps identify 
trends in consumer behaviour.

Digital resources include digital assets, digital agility, digital networking capacity, 
and big data analytics capability. Digital assets (both hardware and software) are 
the basis for transforming a business digitally. For instance, big data containing 
customer metrics can be analyzed by employees possessing analytical skills and digital 
capabilities resulting in customization of services (e.g., Verhoef et al., 2016).‘Digital 
agility’ defined as the ability of cashing upon market opportunities well in time, a 
flexibility in terms of modifying existing digital assets and discarding skills that have 
become obsolete (Eggers & Park, 2018; Lavie, 2006) is a crucial digital capability 
in the 21st century workplace. A quick response to market changes in a dynamic 
and unpredictable environment (Lee et al., 2015; Lu & Ramamurthy, 2011; Tallon 
& Pinsonneault, 2011) might involve interchanging of organizational roles and 
responding to customer needs amidst intensified competition due to the advent of 
new technology (Chakravarty et al., 2013). Social capital building through digital 
networking capability is another much needed skill. Competitive advantage depends 
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upon the strength of partners and ecosystems that companies choose to collaborate 
with (Accenture, 2017).A network comprising of heterogeneous stakeholders like 
customers and suppliers results in value creation and growth of platforms (McIntyre 
& Srinivasan, 2017; Thomas et al., 2014).

Gathering of digital data and possessing of digital technologies by organizations 
has no utility in the absence of big data analytics capability which includes data 
management, data visualization and business skills (Verhoef et al., 2016). Formulation 
of strategies depends on quick decision making which further relies on reliable 
data (Accenture, 2018). To create value from big data, it is imperative to have a 
workforce that has strong digital and analytical skills and is continuously trained 
for skill updation (e.g., Kübler et al., 2017). Digital transformation is unlikely 
without restructuring marked by separate business units, agile organizational 
forms and digital functional areas (Eggers & Park, 2018). The disconnection of 
headquarters from autonomous business units allows room for experimentation and 
idea generation; agile organizational forms marked by flexibility, decentralization, 
effective communication and an atmosphere of innovation and creativity are the 
result of de-layering of the tall bureaucratic structure. The IT function apart from 
facilitating data flows must also play a supportive role in digital value creation 
via fast and explorative responses (Leonhardt et al., 2017) and by the data analyst 
assuming the role of a marketing researcher.

Undertaking digitalization projects like automating processes or up-skilling 
workers in using digital devices do not amount to digital transformation. Bloomberg 
(2018, para. 22) calls it a “customer-driven strategic business transformation’ 
that requires cross-cutting organizational change as well as the implementation 
of digital technologies”. To sum up, digitization and digitalization are essentially 
about technology, but digital transformation is about the customer and requires the 
organization to make a change in its core competency.

E-LEADERSHIP

The decisive influence of the leader in the evolution of a digitally run enterprise 
cannot be negated. In today’s turbulent business environment marked by volatility, 
complexity and discontinuous, often disruptive changes, the traditional model of 
leadership has become obsolete in many ways (Horner-Long & Schoenberg, 2002).
The cardinal personality characteristics of a leader today are agile thinking, tolerance 
for ambiguity, and digital skills which translate into his capacity to lead employees 
through fast paced changes – mainly technological in nature – and to make them 
change ready. Larjovuori et al. (2016) defined digital leadership as “the leaders’ 
ability to create a clear and meaningful vision for the digitalization process and the 
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capability to execute strategies to actualize it.” (p. 1144). VOPA plus model for 
digital leadership designed by Buhse (2014) delineates four aspects that are central 
to the leader gaining trust of the employees viz. Networking, Openness, Agility, 
and Participation.

New digital tools have made the dissemination and access of information faster and 
easier thus bestowing employees with both expert and informational power (French 
& Raven, 1959) which has made them efficient and professionally independent. 
This autonomy has in turn enhanced their sense of responsibility and their ability 
to actively participate in strategic decision making. (Barley, 2015; Schwarzmüller 
et al., 2018).There is a change in power relationships and organizations have 
become ‘starfish like’ (Brafman & Beckstrom, 2007) with a wider span of control. 
The leader in such a situation is mainly a facilitator and is expected to manifest an 
inclusive style of leading and not a control-seeking one (e.g., Schwarzmüller et al., 
2018). An interesting paradox here is that autonomy sometimes leads to isolation, 
worker alienation, poor accountability and weak social bonding (Lynn Pulley & 
Sessa, 2001; Van Wart et al. 2017; Roman et al. 2018) particularly in employees 
who find empowerment difficult to handle. Hence, leaders need to be mentors 
who enable followers to face the challenges that accompany increased autonomy 
(Schwarzmüller et al., 2018).

A learning environment must be created wherein the leader without losing sight 
of the vision and mission of the organization instils in the workforce a collective 
ambition (Lynn Pulley & Sessa, 2001). E-leadership as opposed to traditional face-
to-face leadership is marked by the ability to communicate via ICTs viz. Information 
and Communication Technologies which involves choosing the right digital tool 
and sending unambiguous messages in both synchronous and asynchronous modes 
(Roman et al. 2018, p. 5). Studies by Horner-Long & Schoenberg (2002) and 
Schwarzmüller et al. (2018) show that virtual communication is the key to effective 
leadership and emotional intelligence needs to be supplemented by entrepreneurial 
and risk-taking competencies along with decisiveness, a tolerance for ambiguity, 
and problem-solving abilities. ‘High speed decision making’ and the accompanying 
innovative solutions can only be possible if leaders have the capability to process 
Big Data. This points at the need to collaborate with IT managers, for data analysis 
and for deriving meaningful conclusions (Harris & Mehrotra, 2014; Vidgen et al., 
2017). In this digital age, an exchange of ideas between different stakeholders results 
in tangible benefits in the form of innovation and e-leaders need to make optimal 
use of networking opportunities (Avolio et al., 2014). Another visible paradigm 
shift is the need for the leader to blend two different profiles in his persona viz. 
technical-mindedness and people-orientation in order to effectively bring about 
a digital transformation (Diamante & London, 2002). A challenge during such a 
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process may be the resolution of generational conflicts between the tech-savvy Gen 
Y and the sceptical, change resistant, older generation (Coutu, 2000).

A bigger challenge is managing of virtual teams which have been defined as 
“interdependent groups of individuals that work across time, space, and organizational 
boundaries with communication links that are heavily dependent upon advanced 
information technologies” (Hambley et al., 2007, p. 1). These new age work groups 
depict a ‘dispersed’ organizational structure and the ‘competency to network’ finds 
a special application here. Virtual teamwork due to its very nature of heterogeneity 
brings together varied perspectives and enables easy accessibility of global talent 
(Jawadi et al., 2013; Gupta & Pathak, 2018). However, this geographical distance 
has a flip side to it in terms of the leader being devoid of a personal connect with 
the team members which results in difficulties in interpersonal relationships. In the 
absence of verbal and non verbal cues, the team’s thoughts, feelings, moods and 
actions remain largely hidden from observation (Jawadi et al., 2013). Other than 
educational, functional, and geographical differences, cultural diversity between team 
members may undermine collaboration, thus restricting the leader from inculcating 
team spirit and trust (Gupta and Pathak, 2018). To manage a multicultural team 
with its share of similarities and differences, a virtual team leader needs to have 
good cross-cultural skills (Schwarzmüller et al., 2018). To avoid conflicts, clear 
communication norms in terms of regular feedback, unambiguity, recognition and 
monitoring of each member’s performance and an early detection of communication 
problems, are more important than behavioural norms (Jawadi et al., 2013).

In the start up phase, it is imperative that the entire team is aware of the diverse 
skills possessed by each member (Malhotra et al., 2007) in order to clearly distribute 
the roles and tasks (Jawadi et al., 2013) and leverage its potential to arrive at innovative 
solutions. However, there are neutralizers and substitutes of virtual team leadership 
in the form of high performing, self -managing work teams (SMWTs) that can define 
their own collective leadership style (Gupta & Pathak, 2018). Pearce et al. (2009) refer 
to ‘shared and empowered leadership’ among virtual team members characterized 
by an equitable distribution of leadership responsibilities and participative decision 
making (Druskat & Wheeler, 2003) which lead to healthy power dynamics (Hoegl 
& Muethel, 2016).

From the aforementioned research it is quite evident that away from the traditional 
notions of leadership, the role of the c-suite executives has been recasted into that 
of a digital change agent or a digital enabler whose task is the development of a 
digital strategy by creating and sustaining a digital culture in the organization (Gerth 
& Peppard, 2016) with the aid of the Chief Information Officer (CIO). There is an 
increased ambidexterity in the role of CEOs and CIOs alike. A continual dialogue 
with the internal and external stakeholders by choosing the appropriate social media 
platform has transformed CEOs into “Chief Engagement Officers” who actively 
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contribute to the engagement of followers and customers (Tsai & Men, 2017). 
Such a dialogue as suggested by Grafström & Falkman (2017) is a powerful tool to 
overcome organizational crisis and sustain the company image, build an employee 
value proposition, position the brand and propagate organizational values.

The competence model gives two dimensions that are crucial for e-leadership: 
(1) attitudes, competencies and behaviours required in the digital age e.g., digital 
literacy and (2) competencies that help drive digital transformation e.g., strong 
leadership skills (Capgemini Consulting, 2015; Westerman et al., 2012). In a study 
on upper level managers, Zeike et al. (2019) found a positive correlation between 
low digital skills and psychological well-being defined by WHO (2009) as “a state 
of well-being in which the individual realises his or her own abilities, can cope 
with the normal stresses of life, can work productively and fruitfully, and is able 
to make a contribution to his or her community”. It is a blend of “feeling good and 
functioning effectively” (Huppert, 2009, p. 137). Digital leadership skills are seen as 
an internal job resource of leaders that help them cope with excessive job demands 
and hence, are associated with health outcomes. These are essentially personality 
characteristics such as self efficacy, optimism, resilience and social skills along 
with a sense of meaningfulness in life and a push towards realization of potential 
(Faltermaier et al., 2017).

From a macro perspective, an issue critical to e-leadership is that of ethics 
within the organization. Brown et al. (2005, p. 120) define ethical leadership as 
“the demonstration of normatively appropriate conduct through personal actions 
and interpersonal relationships, and the promotion of such conduct to followers 
through two-way communication, reinforcement, and decision making.” The 
question addressed here is about the reciprocal influence between technology and 
organizational structure at the heart of which is the leader. The leader must display 
integrity in terms of:

a.  Protecting workers’ privacy by using sensitive personal data (such as that 
collected by way of electronic surveillance) discreetly (Kidwell & Sprague, 
2009). Lack of face-to-face interactions in a virtual communication set-up 
may trigger aggressive and unethical behaviours. Hence, leaders must be role 
models in terms of implementation of national and international data security 
policies (Gheni et al., 2016).

b.  Refraining from misuse of technology such as gaining access to confidential 
organizational information by breaching cyber security (Jones, 2017) and using 
it for the purpose for which it is intended. Transparent and authentic leadership 
is required because ethics affects power dynamics, safety perceptions of the 
employees, and human resource management.
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DIGITAL WORKPLACE: EFFECTS ON EMPLOYEE BEHAVIOUR

The thoroughly complex information-intensive digital work environment is equally 
demanding for the employees. Corbin-Herbison (2019) has reported the effects of 
such a workplace on employee engagement, communication, talent acquisition and 
revenue generation. Increased employee engagement results from easy accessibility 
of documents through a quick search engine, from transparency in regard to business 
changes allowing informed decision-making, and a shared social network with 
instant messaging and also enabling stronger employee -customer relationships. In 
addition, those workers who might feel bored at work get variety and new challenges 
due to digital transformation. Some employees may find using new technologies 
a source of inspiration which may lead to techno-work engagement. Technology 
helps centralize organisational information and processes and facilitates in building 
a strong employee value proposition thus attracting talent. Customized software 
makes onboarding of new hires quicker and training easier. Digitalization has also 
led to positive changes in terms of making the work less physically or emotionally 
demanding by, for example, automating the repetitive, mundane, and physically 
challenging work processes. Resources are, thus, optimally utilized because of 
system efficiency resulting in increased revenue. Also, digital technologies such as 
advanced algorithms, robotics, and analytics amongst others are transforming the 
dynamics of the workforce and aiding in human resource management. The digital 
revolution has made companies think of re-designing and restructuring themselves.

However, technology-induced life has a downside to it. The loss of traditional 
face-to-face communication makes some employees isolated and unenthusiastic; 
heavy dependency on technology and system glitches lead to stress; and upgradation 
of software apart from being costly leads to employee resistance towards constant 
updation of their skills which further induces a fear of job loss. Also, a centralized 
information management system is a threat to data security and susceptible to cyber 
attacks.

Pirkkalainen and Salo (2016) after an extensive review of research concluded that 
there are four interrelated ‘dark side’ technology-related phenomena with negative 
consequences: technostress, IT ‘addiction’, IT anxiety, and information overload. 
These affect organizational outcomes and have a negative impact on attitudes, 
thoughts, and behaviours of the employees which further leads to ill-health and a 
decline in quality of life. Studies report that the increased use of information and 
communication technologies (ICTs) at work and the threat or fear of having to use 
them in the future have resulted in ‘technostress’. It is caused by the constant need to 
adapt to fast evolving technologies, and the associated physical, social, and cognitive 
demands. The term ‘technostress’ was coined by Craig Brod in the early eighties. 
He defined it as “a modern disease of adaptation caused by an inability to cope with 
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new computer technologies in a healthy manner”. Cenfetelli and Schwarz (2011) 
define it as an individual state in which “too much information is provided beyond 
the user’s needs resulting in perceptions of being overwhelmed”. Technostress 
marked by feelings of anxiety, fatigue, and scepticism can also take the form of 
‘techno-addiction’ – the compulsive and excessive use of technologies showing 
symptoms characteristic of substance addictions, a psychological state of maladaptive 
dependency on IT use that is manifested through IT-seeking obsessive-compulsive 
behaviours that take place at the expense of other important activities (Xu et al. 
2012). The term ‘IT or computer anxiety’ was coined in the sixties to describe the 
trauma of employees undergoing computerisation in their company. In its extreme 
form it can become ‘technophobia’ marked by a high resistance to using technology. 
Deloitte research (Conner et al., 2018) suggests an increased ‘cognitive overload’ 
on the employee due to ‘information overload’. Constant streams of information 
that remains unprocessed leads to ‘cognitive scarcity’ which results in poor decision 
making. Lack of perceptual selectivity results in heaps of unfiltered information, a 
lack of focus and a ‘choice overload’ hindering individuals from choosing the right 
alternative while decision making. The low priority e mails are received in a row 
and a lot of time is lost in reading them. There is a depletion of two of the scarcest 
resources viz. time and attention. Hence, the issue of employee technology-related 
well-being in the context of organizational digitalization remains of paramount 
importance to researchers and practitioners alike.

According to Marsh (2019), the above mentioned negative effects can be 
minimised in two ways:

a.  Redesigning and Enriching a Digital Workplace
b.  Training the employees

Deloitte research (Conner et al., 2018) in the context of designing work 
environments for digital health talks about ‘positive technology’. For a positive 
transformative impact of digital and mobile technologies, it is important to design 
workplaces in a manner that healthy technology habits are imbibed by the employees. 
Flexitime, for instance, is devoid of rest pauses and ironically leads to overwork 
rather than giving autonomy. Among some of the other negative effects of digital 
gadgets is wakefulness because of exposure to blue screen light emitted by mobile 
devices which reduce melatonin required for good sleep. Also physical disconnection 
affects social well-being. The bulk of information to be processed in a limited time 
leads to FOMO i.e. fear of missing out. Comparisons with others’ social profiles 
depicting an overly rosy picture prompt individuals to question the quality of their 
lives leading to anxiety and depression.
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The challenge is to maintain a humane workplace through a blend of technology 
and physical connectedness. Digital addiction can be overcome by monitoring 
application usage patterns through smart meters. Artificial intelligence can be 
made use of to categorise mails making urgent mails easier to access. The Chatbot 
software containing a smart filter that blocks social media feed from refreshing and 
preventing distraction can be installed. CBT (Cognitive Behavioural Therapy) that 
sets into motion a positive thinking process through cognitive restructuring can 
be carried out by the AI-enabled Chatbot. The individual becomes aware of his 
automatic negative thoughts and is able to identify the reasons behind the same.

The ‘nudge strategy’ based on psychological principles encourages productive 
flows by helping users decide whether to continue a digital activity. This could be in 
the form of ‘reminders’ to break free from the flow of data usage; ‘social proof’ where 
employees are made aware of the work rules. Comparisons with other employees 
are made on IT usage as well as on number of working hours and a notification is 
sent likewise; or a ‘commitment’ to a digital detox. Employees can be alerted by 
employers to not attend emails while on vacation or in non-work hours. Nudging, 
thus, can be viewed as a human-centred design conducive to productive uses of 
technology. Committing to a ‘digital detox’ and striking a work-life balance is an 
interesting and effective technique which revolves around exercising self control 
in regard to technology usage. It is essentially a weekly schedule designed to make 
small changes each day such as unsubscribing from unnecessary emails; unfollowing 
unimportant people; cutting down on clutter by uninstalling mobile apps and; not 
attending to the phone while at home and, staying off social media on Sundays.

A digital skills gap was observed by Lloyds Bank UK Consumer Digital Index 
2020. It says that 53% of the UK workforce does not have the digital skills for work 
and only 34% of employees report that their workplace gives them digital skills 
support which is critical today for productivity, engagement, wellbeing and other 
work-related outcomes. 47% of the workforce does not have the skills to communicate 
digitally at work, 33% don’t know how to stay safe when working digitally, 44% 
are not competent enough to handle online information and content at work, and 
41% are lacking in the ability to handle online transactions. The use of technology 
at home may not transfer to the workplace. Apart from investing in digital tools, it 
is imperative to train employees to use them optimally and to measure their digital 
readiness.

The content of a digital-training program, according to Marsh (2018) should 
include:

1.  Raising the level of digital literacy of the employees:
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“Digital literacy is the awareness, attitude and ability of individuals to appropriately 
use digital tools and facilities ....” (Martin & Grudziecki, 2006, p. 255). Becoming 
digitally literate is a process involving continuous learning and adaptation wherein the 
individual goes through three stages: digital competence (in which a range of skills 
are gained), digital usage (in which these skills are used in an applied setting), and 
finally digital transformation (in which the application of skills leads to innovation 
and creativity). Van Deursen, et al. (2012) have reported that employees are losing 
nearly 8 percent of productive time due to poor IT resources or inadequate digital 
skills. Soule et al. (2016) gave the concept of ‘digital dexterity’ to describe the ability 
of the organisation as a whole to move swiftly to exploit new digital opportunities. 
Digital dexterity is only possible if employees do not resist technology-related 
changes and are willing to retrain themselves.

Marsh (2018) has introduced the Digital Workplace Skills Framework which, 
apart from skills also includes approaches and mindsets that need to be fostered 
in employees. It is based on the conceptualisation of digital literacy as including 
technical, cognitive, and socio-emotional skills. The four overlapping skill areas of 
the framework include:

a.  Using the digital workplace competently and safely
b.  Finding, processing and applying information
c.  Creating content and connecting with people
d.  Reflecting on and adapting one’s digital practices

The framework is all about training employees to establish (be aware of what is 
available and how to use it), safeguard (know about the potential risks in the digital 
environment and manage them), optimise (their personal digital working environment 
in order to maximise productivity) and, innovate (i.e. leverage digital workplace 
tools and resources to arrive at novel ideas, solutions, and ways of working).

2.  Blending mindfulness principles with technology usage

Marsh (2017) talks about how technology enhances the mind’s tendency to jump 
from one thought to the other, to remain distracted, reactive and in a ‘quick mode’. 
This ‘monkey mind’, as mindfulness practitioners call it, needs to be quietened. For 
digital devices and apps to serve us we need to adopt the mindfulness approach which 
includes qualities of purposeful attention and broad awareness that help mitigate 
stress. “Using technology consciously” includes seven techniques (Marsh, 2017) viz. 
‘Zoning’ which includes ‘zoning out’ from technology at specific times and places 
and intentionally ‘zoning in’ to technology at the appropriate time; ‘focusing’ by 
closing down distracting applications; ‘filtering’ out the ‘noise’ by connecting to 
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people and content that is important; ‘dialling down’ by muting notifications from 
particular applications, for example; ‘pausing’ to restore presence and posture by 
logging off, ‘de-cluttering’ by deleting unimportant data, ‘reflecting’ on how one 
uses technology and continuously looking for ways to reduce its negative impact. 
Thus, mindfulness techniques of technology use pave the way for a digital detox.

CONCLUSION

Apart from its broader social implications and macroeconomic consequences, a 
profound re-alignment in the nature of doing business has surfaced due to Covid-19. 
A Bitkom study as reported by Roland Berger (2020, April 2), an international 
management consultancy headquarted in Munich, reveals that 43 percent of German 
companies surveyed predict that the number of employees working from home 
will increase in the next five to ten years. The same study shows that 30 percent of 
firms already rely on teleworking and 35 percent of the employees seek flexibility, 
prefer working from home and would quit their job if not allowed to do so. Home 
office does provide freedom, increased employee productivity, reduced turnover, 
and lower organizational costs but is, ironically, associated with a greater degree of 
personal responsibility and a blurring of the boundaries between professional and 
private lives. A study by Kaspersky, a cybersecurity company with headquarters 
in Moscow, reported by Financial Express Bureau (2020, May 27) also shows that 
the ‘new normal’ has resulted in work and family lives getting merged leading to a 
work-life imbalance. With an increase in social distancing and no travel, nearly a third 
(31%) of workers reported that they are spending more time working than before as 
opposed to 46% who said they spend more time on personal activities. Besides, half 
(51%) of employees have started watching more adult content and that too on the 
same devices that they use for work-related purposes. This risky behaviour can lead 
to malware infections if employees do not pay attention to the websites they visit. 
Companies somehow have to keep a check on such deviance by finding a balance 
between user convenience, business necessity and security.

Managers and affected employees must, therefore, jointly examine how the 
balance between private and professional needs can be maintained. Other than some 
concrete benefits like increased employee productivity, reduced turnover, and lower 
organizational costs, a major pitfall of flexible work arrangements is the loss of human 
connection aggravated due to ‘social distancing’. A social disconnect takes a toll on 
idea generation, quick solution of problems, team cohesion, and the expression of 
human qualities of empathy and collaboration. Maintaining a meaningful interpersonal 
connect despite remote work arrangements is necessary for a positive company 
culture and employee experiences – a major challenge for leaders, managers, and 
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organizations. Remote companies that have digital workplaces marked by a culture 
of close interaction, cooperation, and continuous socializing between organizational 
members will be successful in minimising business disruptions.

REFERENCES

Accenture. (2017). Accenture Technology Vision 2017. https://www.accenture.
com/_acnmedia/PDF-45/Accenture-News-Release-Accenture-Technology-Vision-
2017-Forecasts-A-Future-Of-Technology-For-People-By-People.pdf

Accenture. (2018). Accenture Technology Vision 2018. https://www.accenture.
com/_acnmedia/Accenture/next-gen-7/tech-vision-2018/pdf/Accenture-TechVision-
2018-Tech-Trends-Report.pdf

Avolio, B. J., Sosik, J. J., Kahai, S. S., & Baker, B. (2014). E-leadership: Re-examining 
transformations in leadership source and transmission. The Leadership Quarterly, 
25(1), 105–131. doi:10.1016/j.leaqua.2013.11.003

Baraldi, E., & Nadin, G. (2006). The challenges in digitalising business relationships: 
The construction of an IT infrastructure for a textile-related business network. 
Technovation, 26(10), 1111–1126. doi:10.1016/j.technovation.2005.09.016

Barley, S. R. (2015). Why the internet makes buying a car less loathsome: How 
technologies change role relations. Academy of Management Discoveries, 1(1), 
5–35. doi:10.5465/amd.2013.0016

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 
Management, 17(1), 99–120. doi:10.1177/014920639101700108

Bloomberg. J. (2018, April 29). Digitization, digitalization, and digital 
transformation: Confuse them at your peril. Forbes. https://www.forbes.com/sites/
jasonbloomberg/2018/04/29/digitization-digitalization-and-digital-transformation-
confuse-them-at-your-peril/?sh=4b79bd632f2c

Brafman, O., & Beckstrom, R. A. (2007). The starfish and the spider: The unstoppable 
power of leaderless organization. Penguin Books.

Brod, C. (1984). Technostress: The human cost of the computer revolution. Addison-
Wesley.

Brown, M. E., Trevino, L. K., & Harrison, D. A. (2005). Ethical leadership: A social 
learning perspective for construct development and testing. Organizational Behavior 
and Human Decision Processes, 97(2), 117–134. doi:10.1016/j.obhdp.2005.03.002

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://www.accenture.com/_acnmedia/PDF-45/Accenture-News-Release-Accenture-Technology-Vision-2017-Forecasts-A-Future-Of-Technology-For-People-By-People.pdf
https://www.accenture.com/_acnmedia/PDF-45/Accenture-News-Release-Accenture-Technology-Vision-2017-Forecasts-A-Future-Of-Technology-For-People-By-People.pdf
https://www.accenture.com/_acnmedia/PDF-45/Accenture-News-Release-Accenture-Technology-Vision-2017-Forecasts-A-Future-Of-Technology-For-People-By-People.pdf
https://www.accenture.com/_acnmedia/Accenture/next-gen-7/tech-vision-2018/pdf/Accenture-TechVision-2018-Tech-Trends-Report.pdf
https://www.accenture.com/_acnmedia/Accenture/next-gen-7/tech-vision-2018/pdf/Accenture-TechVision-2018-Tech-Trends-Report.pdf
https://www.accenture.com/_acnmedia/Accenture/next-gen-7/tech-vision-2018/pdf/Accenture-TechVision-2018-Tech-Trends-Report.pdf
https://www.forbes.com/sites/jasonbloomberg/2018/04/29/digitization-digitalization-and-digital-transformation-confuse-them-at-your-peril/?sh=4b79bd632f2c
https://www.forbes.com/sites/jasonbloomberg/2018/04/29/digitization-digitalization-and-digital-transformation-confuse-them-at-your-peril/?sh=4b79bd632f2c
https://www.forbes.com/sites/jasonbloomberg/2018/04/29/digitization-digitalization-and-digital-transformation-confuse-them-at-your-peril/?sh=4b79bd632f2c


116

Digitalization and Work Behaviour

Buhse, W. (2014). Management by Internet: Neue Führungsmodelle für 
Unternehmen in Zeiten der digitalen Transformation. Kulmbach: Börsenmedien 
AG. doi:10.100740567-014-0039-y

Bureau, F. E. (2020, May 27). Risky behaviour at work: How Covid-19 changed 
the way people work. https://www.financialexpress.com/industry/technology/risky-
behaviour-at-work-how-covid-19-changed-the-way-people-work/1971396/

Capgemini Consulting. (2015). Digital Leadership—Führungskräfteentwicklung im 
Digitalen Zeitalter. https://www.capgemini.com/consulting-de/wp content/uploads/
sites/32/2017/08/14-10-16_digital_leadership_v11_web_17102016.pdf

Cenfetelli, R. T., & Schwarz, A. (2011). Identifying and testing the inhibitors 
of technology usage intentions. Information Systems Research, 22(4), 808–823. 
doi:10.1287/isre.1100.0295

Chakravarty, A., Grewal, R., & Sambamurthy, V. (2013). Information technology 
competencies, organizational agility, and firm performance: Enabling and facilitating 
roles. Information Systems Research, 24(4), 976–997. doi:10.1287/isre.2013.0500

Chen, H., Chiang, R. H., & Storey, V. C. (2012). Business intelligence and analytics: 
From big data to big impact. Management Information Systems Quarterly, 36(4), 
1165–1188. doi:10.2307/41703503

Connor, J., Jen, F., Jim, G., & Hogan, S. K. (2018). Positive technology: Designing 
work environments for digital well-being. Deloitte Insights. https://www2.deloitte.
com/us/en/insights/focus/behavioral-economics/negative-impact-technology-
business.html/

Corbin-Herbison, C. (2019, September 13). Pros and cons of digital workplace 
– striking a human balance. Interact. https://www.interact-intranet.com/blog/pros-
cons-digital-workplace/

Cortellazzo, L., Bruni, E., & Zampieri, R. (2019). The Role of Leadership in a 
Digitalized World: A Review. Frontiers in Psychology, 10, 1938. doi:10.3389/
fpsyg.2019.01938 PMID:31507494

Coutu, D. L. (2000). Too old to learn? Harvard Business Review, 78(6), 37–42.

Diamante, T., & London, M. (2002). Expansive leadership in the age of 
digital technology. Journal of Management Development, 21(6), 404–416. 
doi:10.1108/02621710210430597

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://www.financialexpress.com/industry/technology/risky-behaviour-at-work-how-covid-19-changed-the-way-people-work/1971396/
https://www.financialexpress.com/industry/technology/risky-behaviour-at-work-how-covid-19-changed-the-way-people-work/1971396/
https://www.capgemini.com/consulting-de/wpcontent/uploads/sites/32/2017/08/14-10-16_digital_leadership_v11_web_17102016.pdf
https://www.capgemini.com/consulting-de/wpcontent/uploads/sites/32/2017/08/14-10-16_digital_leadership_v11_web_17102016.pdf
https://www2.deloitte.com/us/en/insights/focus/behavioral-economics/negative-impact-technology-business.html/
https://www2.deloitte.com/us/en/insights/focus/behavioral-economics/negative-impact-technology-business.html/
https://www2.deloitte.com/us/en/insights/focus/behavioral-economics/negative-impact-technology-business.html/
https://www.interact-intranet.com/blog/pros-cons-digital-workplace/
https://www.interact-intranet.com/blog/pros-cons-digital-workplace/


117

Digitalization and Work Behaviour

Druskat, V. U., & Wheeler, J. V. (2003). Managing from the boundary: The effective 
leadership of self-managing work teams. Academy of Management Journal, 46(4), 
435–457.

DuBrin, A. J. (2002). Fundamentals of organizational behaviour: An applied 
perspective (2nd ed.). Pergamon Press Inc.

Eggers, J. P., & Park, K. F. (2018). Incumbent adaptation to technological change: 
The past, present, and future of research on heterogeneous incumbent response. The 
Academy of Management Annals, 12(1), 357–389. doi:10.5465/annals.2016.0051

Ernst & Young LLP. (2011). The digitisation of everything: How organisations 
must adapt to changing consumer behaviour. https://www.the-digital-insurer.com/
wp-content/uploads/2014/04/200-EY_Digitisation_of_everything.pdf

Faltermaier, T., Ulich, D., Leplow, B., & von Salisch, M. (2017). Grundriss der 
Psychologie (2nd ed.). Kohlhammer Verlag.

Foerster-Metz, U., Marquardt, K., Golowko, N., Kompalla, A., & Hell, C. (2018). 
Digital transformation and its implications on organizational behaviour. Journal of 
EU Research in Business.

French, J. R. P., & Raven, B. H. (1959). The bases of social power. In D. Cartwright 
(Ed.), Studies in social power (pp. 150-167). Institute for Social Research.

Gerth, A. B., & Peppard, J. (2016). The dynamics of CIO derailment: How CIOs 
come undone and how to avoid it. Business Horizons, 59(1), 61–70. doi:10.1016/j.
bushor.2015.09.001

Gheni, A. Y., Jusoh, Y. Y., Jabar, M. A., Ali, N. M., Abdullah, R. H., Abdullah, S., & 
Khalefa, M. S. (2016). The virtual teams: E-leaders challenges. Proceedings of the 
2015 IEEE Conference on e-Learning, e-Management and e-Services (IC3e), Melaka, 
Malaysia, August 24-26, 2015, 38–42. https://ieeexplore.ieee.org/document/7403483

Grafström, M., & Falkman, L. L. (2017). Everyday narratives: CEO rhetoric on Twitter. 
Journal of Organizational Change Management, 30(3), 312–322. doi:10.1108/
JOCM-10-2016-0197

Gupta, S., & Pathak, G. S. (2018). Virtual team experiences in an emerging economy: 
A qualitative study. Journal of Organizational Change Management, 31(4), 778–794. 
doi:10.1108/JOCM-04-2017-0108

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://www.the-digital-insurer.com/wp-content/uploads/2014/04/200-EY_Digitisation_of_everything.pdf
https://www.the-digital-insurer.com/wp-content/uploads/2014/04/200-EY_Digitisation_of_everything.pdf
https://ieeexplore.ieee.org/document/7403483


118

Digitalization and Work Behaviour

Hambley, L. A., O’Neill, T. A., & Kline, T. J. B. (2007 b). Virtual team leadership: 
The effects of leadership style and communication medium on team interaction 
styles and outcomes. Organizational Behavior and Human Decision Processes, 
103(1), 1–20. doi:10.1016/j.obhdp.2006.09.004

Harris, J. G., & Mehrotra, V. (2014). Getting value from your data scientists. MIT 
Sloan Management Review, 56(1), 15–18.

Hoegl, M., & Muethel, M. (2016). Enabling shared leadership in virtual project 
teams: A practitioners’ guide. Project Management Journal, 47(1), 7–12. doi:10.1002/
pmj.21564

Hojeghan, S. B., & Esfangareh, A. N. (2011). Digital economy and tourism impacts, 
influences and challenges. Procedia: Social and Behavioral Sciences, 19, 308–316. 
doi:10.1016/j.sbspro.2011.05.136

Horner-Long, P., & Schoenberg, R. (2002). Does e-business require different 
leadership characteristics? An empirical investigation. European Management 
Journal, 20(6), 611–619. doi:10.1016/S0263-2373(02)00112-3

Huppert, F. A. (2009). Psychological well-being: Evidence regarding its causes 
and consequences. Applied Psychology. Health and Well-Being, 1(2), 137–164. 
doi:10.1111/j.1758-0854.2009.01008.x

Iansiti, M., & Lakhani, K. R. (2014). Digital ubiquity: How connections, sensors, 
and data are revolutionizing business. Harvard Business Review, 92(11), 90–99.

Jawadi, N., Daassi, M., Favier, M., & Kalika, M. (2013). Relationship building in 
virtual teams: A leadership behavioral complexity perspective. Human Systems 
Management, 32(3), 199–211. doi:10.3233/HSM-130791

Jones, M. (2017). E-leadership case study and the impact of (un)faithful appropriation 
of technology. Proceedings of the 5th International Conference on Management 
Leadership and Governance (ICMLG 2017), Wits Business School, University of 
Witwatersrand, Johannesburg, South Africa, March 16-17, 2017, 191–199. http://
toc.proceedings.com/34017webtoc.pdf

Kane, G. C., Palmer, D., Philips, A. N., Kiron, D., & Buckley, N. (2015). Strategy, 
not technology, drives digital transformation. MIT Sloan Management Review and 
Deloitte University Press, 14, 1–25.

Kannan, P. K., & Li, H. A. (2017). Digital marketing: A framework, review and 
research agenda. International Journal of Research in Marketing, 34(1), 22–45. 
doi:10.1016/j.ijresmar.2016.11.006

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

http://toc.proceedings.com/34017webtoc.pdf
http://toc.proceedings.com/34017webtoc.pdf


119

Digitalization and Work Behaviour

Kidwell, R. E., & Sprague, R. (2009). Electronic surveillance in the global workplace: 
Laws, ethics, research, and practice. New Technology, Work and Employment, 24(2), 
194–208. doi:10.1111/j.1468-005X.2009.00228.x

Kübler, R. V., Wieringa, J. E., & Pauwels, K. H. (2017). Machine learning and big 
data. In P. Leeflang, J. Wieringa, T. Bijmolt, & K. Pauwels (Eds.), Advanced methods 
for modeling markets (pp. 631-670). Springer. doi:10.1007/978-3-319-53469-5_19

Lamberton, C., & Stephen, A. T. (2016). A thematic exploration of digital, social 
media, and mobile marketing: Research evolution from 2000 to 2015 and an agenda 
for future inquiry. Journal of Marketing, 80(6), 146–172. doi:10.1509/jm.15.0415

Larjovuori, R. L., Bordi, L., Mäkiniemi, J. P., & Heikkilä-Tammi, K. (2016). The role 
of leadership and employee well-being in organisational digitalisation. Proceedings of 
the 26th Annual European Association for Research on Services (RESER) Conference, 
University of Naples Federiico II, September 8-10, 2016, 1141-1154. https://www.
researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_
Changes_in_the_intellectual_structure_of_service_innovation_and_service_
system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/
links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-
innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-
from-1986-to-2015.pdf#page=1153

Lavie, D. (2006). Capability reconfiguration: An analysis of incumbent responses to 
technological change. Academy of Management Review, 31(1), 153–174. doi:10.5465/
amr.2006.19379629

Lee, O. K. D., Sambamurthy, V., Kim, K. H., & Wei, K. K. (2015). How does IT 
ambidexterity impact organizational agility? Information Systems Research, 26(2), 
398–417. doi:10.1287/isre.2015.0577

Leonhardt, D., Haffke, I., Kranz, J., & Benlian, A. (2017). Reinventing the IT 
function: the role of IT agility and IT ambidexterity in supporting digital business 
transformation. Proceedings of the 25th European Conference on Information Systems 
(ECIS), Guimarães, Portugal, June 5-10, 2017, 1, 968-984. https://www.researchgate.
net/publication/317380735_Reinventing_the_IT_function_The_Role_of_IT_
Agility_and_IT_Ambidexterity_in_Supporting_Digital_Business_Transformation

Leviäkangas, P. (2016). Digitalisation of Finland’s transport sector. Technology in 
Society, 47(1), 1–15. doi:10.1016/j.techsoc.2016.07.001

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/profile/Milena_Jael_Silva-Morales/publication/308033532_Changes_in_the_intellectual_structure_of_service_innovation_and_service_system_research_in_the_digital_age_a_bibliometric_analysis_from_1986_to_2015/links/5b1844000f7e9b68b4245425/Changes-in-the-intellectual-structure-of-service-innovation-and-service-system-research-in-the-digital-age-a-bibliometric-analysis-from-1986-to-2015.pdf#page=1153
https://www.researchgate.net/publication/317380735_Reinventing_the_IT_function_The_Role_of_IT_Agility_and_IT_Ambidexterity_in_Supporting_Digital_Business_Transformation
https://www.researchgate.net/publication/317380735_Reinventing_the_IT_function_The_Role_of_IT_Agility_and_IT_Ambidexterity_in_Supporting_Digital_Business_Transformation
https://www.researchgate.net/publication/317380735_Reinventing_the_IT_function_The_Role_of_IT_Agility_and_IT_Ambidexterity_in_Supporting_Digital_Business_Transformation


120

Digitalization and Work Behaviour

Li, F., Nucciarelli, A., Roden, S., & Graham, G. (2016). How smart cities transform 
operations models: A new research agenda for operations management in the digital 
economy. Production Planning and Control, 27(6), 514–528. doi:10.1080/09537
287.2016.1147096

Lloyds Bank UK Consumer Digital Index. (2020, May 21). UK Consumer Digital 
Index 2020. Lloyds Bank. https://www.lloydsbank.com/banking-with-us/whats-
happening/consumer-digital-index.html

Lu, Y., & Ramamurthy, K. R. (2011). Understanding the link between information 
technology capability and organizational agility: An empirical examination. 
Management Information Systems Quarterly, 35(4), 931–954. doi:10.2307/41409967

Lynn Pulley, M., & Sessa, V. I. (2001). E-leadership: Tackling complex challenges. 
Industrial and Commercial Training, 33(6), 225–230. doi:10.1108/00197850110405379

Malhotra, A., Majchrzak, A., & Rosen, B. (2007). Leading virtual teams. The Academy 
of Management Perspectives, 21(1), 60–70. doi:10.5465/amp.2007.24286164

Marsh, E. (2017, April 12). 7 approaches to mindful technology use. LinkedIn. https://
www.linkedin.com/pulse/6-approaches-mindful-technology-use-elizabeth-marsh/

Marsh, E. (2018). The Digital Workplace Skills Framework: Ensuring the workforce is 
ready to work digitally. Digital Work Research 2018. https://digitalworkresearch.com/
wp-content/uploads/2018/08/The-Digital-Workplace-Skills-Framework-final.pdf

Marsh, E. (2019, January 10). Is your organisation’s digital workplace causing 
technostress? LinkedIn. https://www.linkedin.com/pulse/your-organisations-digital-
workplace-causing-elizabeth-marsh/

Marsh, E. (2019, June 11). Half of the workforce isn’t ready for the digital workplace. 
LinkedIn. https://www.linkedin.com/pulse/half-workforce-isnt-ready-digital-
workplace-elizabeth-marsh/

Martin, A., & Grudziecki, J. (2006). DigEuLit: Concepts and tools for digital literacy 
development. Innovation in Teaching and Learning in Information and Computer 
Sciences, 5(4), 1–9. doi:10.11120/ital.2006.05040249

McIntyre, D. P., & Srinivasan, A. (2017). Networks, platforms, and strategy: 
Emerging views and next steps. Strategic Management Journal, 38(1), 141–160. 
doi:10.1002mj.2596

Newstrom, J. W., & Davis, K. (1997). Organizational behavior: Human behavior 
at work. McGraw-Hill.

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://www.lloydsbank.com/banking-with-us/whats-happening/consumer-digital-index.html
https://www.lloydsbank.com/banking-with-us/whats-happening/consumer-digital-index.html
https://www.linkedin.com/pulse/6-approaches-mindful-technology-use-elizabeth-marsh/
https://www.linkedin.com/pulse/6-approaches-mindful-technology-use-elizabeth-marsh/
https://digitalworkresearch.com/wp-content/uploads/2018/08/The-Digital-Workplace-Skills-Framework-final.pdf
https://digitalworkresearch.com/wp-content/uploads/2018/08/The-Digital-Workplace-Skills-Framework-final.pdf
https://www.linkedin.com/pulse/your-organisations-digital-workplace-causing-elizabeth-marsh/
https://www.linkedin.com/pulse/your-organisations-digital-workplace-causing-elizabeth-marsh/
https://www.linkedin.com/pulse/half-workforce-isnt-ready-digital-workplace-elizabeth-marsh/
https://www.linkedin.com/pulse/half-workforce-isnt-ready-digital-workplace-elizabeth-marsh/


121

Digitalization and Work Behaviour

Ng, I. C. L., & Wakenshaw, S. Y. L. (2017). The internet-of-things: Review and 
research directions. International Journal of Research in Marketing, 34(1), 3–21. 
doi:10.1016/j.ijresmar.2016.11.003

Pagani, M., & Pardo, C. (2017). The impact of digital technology on relationships in 
a business network. Industrial Marketing Management, 67, 185–192. doi:10.1016/j.
indmarman.2017.08.009

Pearce, C. L., Manz, C. C., & Sims, H. P. Jr. (2009). Where do we go from here? 
Is shared leadership the key to team success? Organizational Dynamics, 38(3), 
234–238. doi:10.1016/j.orgdyn.2009.04.008

Pirkkalainen, H., & Salo, M. (2016). Two decades of the dark side in the information 
systems basket: Suggesting five areas for future research. https://aisel.aisnet.org/
ecis2016_rp/101

Ramaswamy, V., & Ozcan, K. (2016). Brand value co-creation in a digitalized 
world: An integrative framework and research implications. International Journal 
of Research in Marketing, 33(1), 93–106. doi:10.1016/j.ijresmar.2015.07.001

Richards, L. (2018, November 8). Factors affecting organizational behaviour. bizfluent. 
https://bizfluent.com/info-8131521-factors-affecting-organizational-behavior.html

Roland Berger. (2020, April 2). Digital workplace in the era of Covid-19: How the 
current crisis will change the culture of our work. https://www.rolandberger.com/
ru/Insights/Publications/Digital-workplace-in-the-era-of-Covid-19.html

Roman, A., Van Wart, M., Wang, X., Liu, C., Kim, S., & McCarthy, A. (2018). Defining 
E‐ leadership as competence in ICT‐mediated communications: An exploratory 
assessment. Public Administration Review, 79(6), 853–866. doi:10.1111/puar.12980

Schwarzmüller, T., Brosi, P., Duman, D., & Welpe, I. M. (2018). How does the 
digital transformation affect organizations? Key themes of change in work design 
and leadership. Management Review, 29(2), 114–138.

Sebastian, I. M., Ross, J. W., Beath, C., Mocker, M., Moloney, K. G., & Fonstad, N. 
O. (2017). How big old companies navigate digital transformation. MIS Quarterly 
Executive, 16(3), 197–213.

SouleD. L.PuramA. D.WestermanG. F.BonnetD. (2016). Becoming a digital 
organization: The journey to digital dexterity. Working Paper. doi:10.2139srn.2697688

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://aisel.aisnet.org/ecis2016_rp/101
https://aisel.aisnet.org/ecis2016_rp/101
https://bizfluent.com/info-8131521-factors-affecting-organizational-behavior.html
https://www.rolandberger.com/ru/Insights/Publications/Digital-workplace-in-the-era-of-Covid-19.html
https://www.rolandberger.com/ru/Insights/Publications/Digital-workplace-in-the-era-of-Covid-19.html


122

Digitalization and Work Behaviour

Tallon, P. P., & Pinsonneault, A. (2011). Competing perspectives on the link between 
strategic information technology alignment and organizational agility: Insights from 
a mediation model. Management Information Systems Quarterly, 35(2), 463–486. 
doi:10.2307/23044052

Teece, D. J. (2010). Business models, business strategy and innovation. Long Range 
Planning, 43(2–3), 172–194. doi:10.1016/j.lrp.2009.07.003

Thomas, L. D., Autio, E., & Gann, D. M. (2014). Architectural leverage: Putting 
platforms in context. The Academy of Management Perspectives, 28(2), 198–219. 
doi:10.5465/amp.2011.0105

Tsai, W. H. S., & Men, L. R. (2017). Social CEOs: The effects of CEOs’ communication 
styles and parasocial interaction on social networking sites. New Media & Society, 
19(11), 1848–1867. doi:10.1177/1461444816643922

Van Deursen, A. J. A. M., & Van Dijk, J. A. G. M. (2012). Ctrl Alt Delete: 
Lost productivity due to IT problems and inadequate computer skills in the 
workplace. Technical Report. Universiteit Twente. https://www.researchgate.net/
publication/259703359_CTRL_ALT_DELETE_Lost_productivity_due_to_IT_
problems_and_inadequate_computer_skills_in_the_workplace/citations

Van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & 
Verhoef, P. C. (2010). Customer engagement behavior: Theoretical foundations 
and research directions. Journal of Service Research, 13(3), 253–266. 
doi:10.1177/1094670510375599

Van Wart, M., Roman, A., Wang, X. H., & Liu, C. (2017). Integrating ICT adoption 
issues into (e) leadership theory. Telematics and Informatics, 34(5), 527–537. 
doi:10.1016/j.tele.2016.11.003

Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J. Q., Fabian, 
N., & Haenlein, M. (2019). Digital transformation: A multidisciplinary reflection 
and research agenda. Journal of Business Research, 122, 889–901. doi:10.1016/j.
jbusres.2019.09.022

Verhoef, P. C., Kooge, E., & Walk, N. (2016). Creating value with big data analytics 
– Making smarter marketing decisions. Routledge. doi:10.4324/9781315734750

Verhoef, P. C., Stephen, A. T., Kannan, P. K., Luo, X., Abhishek, V., Andrews, M., 
Bart, Y., Datta, H., Fong, N., Hoffman, D. L., Hu, M. M., Novak, T., Rand, W., & 
Zhang, Y. (2017). Consumer connectivity in a complex technology-enabled and 
mobile-oriented world with smart products. Journal of Interactive Marketing, 40, 
1–8. doi:10.1016/j.intmar.2017.06.001

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://www.researchgate.net/publication/259703359_CTRL_ALT_DELETE_Lost_productivity_due_to_IT_problems_and_inadequate_computer_skills_in_the_workplace/citations
https://www.researchgate.net/publication/259703359_CTRL_ALT_DELETE_Lost_productivity_due_to_IT_problems_and_inadequate_computer_skills_in_the_workplace/citations
https://www.researchgate.net/publication/259703359_CTRL_ALT_DELETE_Lost_productivity_due_to_IT_problems_and_inadequate_computer_skills_in_the_workplace/citations


123

Digitalization and Work Behaviour

Vidgen, R., Shaw, S., & Grant, D. B. (2017). Management challenges in creating 
value from business analytics. European Journal of Operational Research, 261(2), 
626–639. doi:10.1016/j.ejor.2017.02.023

Westerman, G., Tannou, M., Bonnet, D., Ferraris, P., & McAfee, A. (2012) The 
digital advantage: How digital leaders outperform their peers in every industry. MIT 
Sloan Management and Capgemini Consulting, 2, 2–23. https://ide.mit.edu/sites/
default/files/publications/TheDigitalAdvantage.pdf

World Health Organization. (2009). Meeting of Regional Experts on Promotion 
of Mental Well-Being: Report of the Meeting. http://www.searo.who.int/entity/
mental_health/documents/seament-159.pdf

Xu, Z., Turel, O., & Yuan, Y. (2012). Online game addiction among adolescents: 
Motivation and prevention factors. European Journal of Information Systems, 21(3), 
321–340. doi:10.1057/ejis.2011.56

Zeike, S., Bradbury, K., Lindert, L., & Pfa, H. (2019). Digital Leadership Skills and 
Associations with Psychological Well-Being. International Journal of Environmental 
Research and Public Health, 16(14), 2628. doi:10.3390/ijerph16142628 
PMID:31340579

Zott, C., & Amit, R. (2008). The fit between product market strategy and business 
model: Implications for firm performance. Strategic Management Journal, 29(1), 
1–26. doi:10.1002mj.642

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use

https://ide.mit.edu/sites/default/files/publications/TheDigitalAdvantage.pdf
https://ide.mit.edu/sites/default/files/publications/TheDigitalAdvantage.pdf
http://www.searo.who.int/entity/mental_health/documents/seament-159.pdf
http://www.searo.who.int/entity/mental_health/documents/seament-159.pdf


124

Copyright © 2021, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

Chapter  9

DOI: 10.4018/978-1-7998-7231-3.ch009

ABSTRACT

Online advertising and marketing promote the different types of products through 
various kinds of advertising modes to customers. Online advertising is promotional 
messages that show up on the monitors of online laptops, desktops, tablets, televisions, 
and smart phones. The main objective of the study is to analyze the online advertising 
and impact comparison of online advertising strategy which is adopted by Indian 
and Australian e-commerce companies. To achieve the objectives of this study, the 
authors take the sample of 5 Indian and 5 Australian e-commerce companies. This 
study also found that the Indian and Australian e-commerce companies are inter-
connected. Online advertising in India has been flowering and also increasing because 
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INTRODUCTION

In present times, a large majority of the consumers view online advertisements that 
represent the modern dimension of traditional form of advertising. With the help 
of social media websites like Facebook and twitter etc. consumers are in the better 
position to connect with each other. Social media also enables consumers to create 
groups online that helps them to develop relationships and share valuable information 
within the network (Yang et al., 2006). Online advertisements have a large scope 
in future because users of internet and social media have been increasing rapidly 
across the entire world.

It is interesting to note that a large share of the worlds’ population uses social media 
sites for different purposes. For instance, more than 70 percent of the US population 
use more than one type of social media (Shields 2007). Online advertisements have 
proved to be more economical for companies because firms can reach masses using 
online advertisements in contrast to traditional media. Rosenbush (2006) claimed 
that online advertisements are cheaper as companies are able to 70% rate of return 
from online advertisements. Findings of a study conducted by Goldsmith and 
Lafferty (2002) reported that 48.9% of the respondents, who were exposed to online 
advertising, liked the online advertisements. However, about 42% of the respondents 
reported that they like radio advertisements. Due to this reason, companies have 
been increasingly incurring more expenditure on online advertisements. Goldsmith 
and Lafferty (2002) reported that online advertising becomes more attractive when 
website of the company is attractive that also encourages consumers to have a positive 
feeling for brand among them. Moreover, consumers prefer to view advertisements 
that are more entertaining for them; such online advertisements can also be tailored 
as per needs and wants of the viewers.

The above discussion highlighted that online advertisements are important in 
determining consumer behaviour for purchasing products and services online. The 
previous literature on the influence of online advertising on consumer behaviour 
for India and Australia is nearly non-existent. Therefore, the present study aims 
to compare the influence of online advertising on intention to purchase online for 
India and Australia.

of 4G connections, which are good for the future of online marketing. This chapter 
explains comparisons of Indian and Australian e-commerce companies and also 
focuses on the top 10 platforms to increase sales and customer attraction through 
advertising. The future of online advertising is brilliant and unlimited.
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REVIEW OF LITERATURE

Hadija Z, Barnes S. B. and Hair N (2012) undertook a research study entitled “Why 
we ignore social networking advertising?” In this research, the authors attempted to 
investigate perceptions of online advertisements for college students. Authors used 
Zaltman Metaphor Elicitation Technique (ZMET) that helped them to interview 20 
college students and the selected respondents were exposed to online advertisements 
that were able to reveal perceptions of online advertisements. Findings highlighted 
that respondents failed to dislike online advertisements that were shown to them 
by researchers.

Kumar, Mangla, Luthra, Rana and Dwivedi (2018) conducted a research study 
entitled “Predicting changing pattern: building model for consumer decision making 
in digital market”. This research study attempted to investigate the changing consumer 
behaviour of Indian consumers in the light of digital era. This study included two 
phases; in the first phase, authors review previous literature for identifying important 
factors causing major changes in consumer behaviour in India. The second phase of 
this research consisted Analytic Hierarchy Process (AHP) that helped the authors 
to weigh the finalized factors. Findings indicated that consumers were found to be 
influenced by innovative and branded products.

RESEARCH METHODOLOGY

Research may be conceptualized as “a scientific enquiry into a pre-existing problem 
in any branch of science” (Naidoo, 2011). In other words, research may be defined 
as “the search for knowledge or search for pertinent information on a given topic” 
(Kothari 2004). According to Clifford Woody, “the process of research includes 
various steps like problem identification, reviewing the related literature, development 
of hypothesis, collecting and analyzing data, making interpretations and finding 
appropriate conclusions”. The key characteristics of a research study are: “to gain 
familiarity with a phenomenon and to gain new insights into it”; “to portray accurately 
the characteristics of a particular individual, situation or a group”; and “to examine 
the causal relationships between variables”.

Kothari (2004) defined research methodology as “a science that describes 
how research is done scientifically that includes various steps to be followed by a 
researcher during a research project”. In this, researchers need to understand various 
techniques that may be useful in undertaking the research project and they also need 
to have an in-depth knowledge of the methods and criteria by which they can achieve 
research objectives in a scientific way. In sum, it is important for a researcher to 
design scientific steps for finding solution to a problem at hand.
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Sample Size

There are many e-commerce companies in India and Australia that provide a plenty of 
products and services to consumers. Some agencies rate these e-commerce companies 
on the basis of traffic on the respective websites. In May, 2020; a company called 
SimilarWeb estimated monthly traffic on websites of e-commerce companies in 
India and Australia. The top 10 companies on the basis of traffic on their websites 
is given as under:

The present study selected top five e-commerce companies of both India and 
Australia. These companies float a plenty of online advertisements to consumers 
that attract them to buy products from the e-commerce companies. The present 
study selected respondents who have already purchase products from top five 
e-commerce companies. In the questionnaire, the first question asked respondents 
to provide information on how many times they have products/services from the 
selected e-commerce companies. The present study selected respondents who have 
purchased products at least twice from any of the selected e-commerce company. 
A respondent found to purchase products from the selected e-commerce company 

Table 1. Top 10 e-commerce companies in India and Australia

Rank

India Australia

Name of the 
e-commerce company

Estimated monthly 
website traffic

Name of the 
e-commerce 

company

Estimated monthly 
website traffic

1 Amazon India 200 Million eBay Australia 69.6 Million

2 Flipkart 157.5 Million Amazon Australia 22.5 Million

3 IndiaMart 52.2 Million Woolworths 20.4 Million

4 Myntra 14.2 Million JB Hi-Fi 13.3 Million

5 Snapdeal 12.9 Million Big W 11.9 Million

6 Firstcry 12.5 Million Coles 10.7 Million

7 1mg 9.05 Million Kogan.com 10.2 Million

8 BookMyShow 7.2 Million Officeworks 9.45 Million

9 Nykaa 5.35 Million Chemist 
Warehouse 9.1 Million

10 2GUD 4.65 Million Catch 8.95 Million

Source: https://disfold.com/top-e-commerce-sites-india 
https://disfold.com/top-e-commerce-sites-australia/
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with less than the above mentioned frequency then that respondent was considered 
ineligible for providing information on the questionnaire. Such respondents were 
excluded from the final analysis. The present study prepared the online version of 
the questionnaire and floated on-line link to may social media groups. In total, first 
150 complete responses from India and first 150 complete responses from Australia 
were considered for the final analysis. Therefore, the total sample size for the present 
study was 300 including 150 from India and 150 from Australia.

Developing Questionnaire

The present study developed a structured questionnaire to collect data from the 
selected respondents. In first section of the questionnaire, there were general questions 
that aimed to reveal demographic profile of the respondents. In second section 
of the questionnaire, statements measuring respondents’ perceptions of on-line 
advertisements were included. The present study developed these statements with the 
help of existing literature relating to online advertising (Arora, Kumar and Agarwal 
2020; Singh and Kathuria 2016; Santoso, Wright, Trinh and Avis 2020; Supriya 
and Aralelimath 2020; Souiden, Chtourou and Korai 2017; Wang and Sun 2010).

Statements Measuring Respondents’ 
Perceptions of Online Advertising

Online advertising may be defined as “the advertising which uses the internet to 
deliver marketing messages to consumers.” It has been observed that a majority 
of the consumers are exposed to a plenty of online advertisements every day; at 
the same time it has also been observed that some consumers perceive such online 
advertisements as disrupting and annoying. However, online advertisements have 
the ability to provide useful and timely information to consumers that provide value 
to the consumers. Therefore, it seems important to examine consumers’ perceptions 
of online advertising and to study the differences between Indian and Australian 
consumers’ perceptions of online advertising. For this, the present study collected 
previous literature that were used to develop statements for measuring different 
dimensions of consumers’ perceptions of online advertising (Arora, Kumar and 
Agarwal 2020; Singh and Kathuria 2016; Santoso, Wright, Trinh and Avis 2020; 
Supriya and Aralelimath 2020; Souiden, Chtourou and Korai 2017; Wang and 
Sun 2010). For instance, Wang and Sun (2010) conducted a study aiming to study 
the relationship between perceptions and of online advertising and consumers’’ 
attitude towards online advertising. The authors developed five dimensions of 
online advertisements and influence of these dimensions on attitude towards online 
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advertising was also examines. The identified dimensions of online advertising 
were as under:

• Information
• Entertainment
• Credibility
• Economy
• Value

The above mentioned dimensions of online advertising were adopted in the 
present study as independent variables whereas intention to purchase products from 
the selected e-commerce companies was taken as dependent variable. The statements 
used for measuring the above mentioned variables are given as under:

Statements Measuring Information 
Provided by Online Advertising

The present study gathered many existing research studies relating to online advertising 
(Arora, Kumar and Agarwal 2020; Singh and Kathuria 2016; Santoso, Wright, Trinh 
and Avis 2020; Supriya and Aralelimath 2020; Souiden, Chtourou and Korai 2017); 
however we developed the statements relating to information provided by online 
advertising with the help of a study undertaken by Wang and Sun (2010):

• “Online advertising is a good source of product/service information”
• “Online advertising supplies relevant information”
• “Online advertising provides timely information”

Statements Measuring Entertainment 
Provided by Online Advertising

The present study gathered many existing research studies relating to online advertising 
(Arora, Kumar and Agarwal 2020; Singh and Kathuria 2016; Santoso, Wright, Trinh 
and Avis 2020; Supriya and Aralelimath 2020; Souiden, Chtourou and Korai 2017); 
however we developed the statements relating to entertainment provided by online 
advertising with the help of a study undertaken by Wang and Sun (2010):

• “Online advertising is entertaining”
• “Online advertising is enjoyable”
• “Online advertising is pleasing”
• “Online advertising is interesting”
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Statements Measuring Credibility of Online Advertising

The present study gathered many existing research studies relating to online advertising 
(Arora, Kumar and Agarwal 2020; Singh and Kathuria 2016; Santoso, Wright, Trinh 
and Avis 2020; Supriya and Aralelimath 2020; Souiden, Chtourou and Korai 2017); 
however we developed the statements relating to credibility of online advertising 
with the help of a study undertaken by Wang and Sun (2010):

• “Online advertising is credible”
• “Online advertising is trustworthy”
• “Online advertising is believable”

Statements Measuring Economy of Online Advertising

The present study gathered many existing research studies relating to online advertising 
(Arora, Kumar and Agarwal 2020; Singh and Kathuria 2016; Santoso, Wright, Trinh 
and Avis 2020; Supriya and Aralelimath 2020; Souiden, Chtourou and Korai 2017); 
however we developed the statements relating to economy of online advertising with 
the help of a study undertaken by Wang and Sun (2010):

• “Online advertising has positive effects on the economy”
• “Online advertising raises our standard of living”
• “Online advertising results in better products for the public”

Statements Measuring Value of Online Advertising

The present study gathered many existing research studies relating to online 
advertising (Arora, Kumar and Agarwal 2020; Singh and Kathuria 2016; Santoso, 
Wright, Trinh and Avis 2020; Supriya and Aralelimath 2020; Souiden, Chtourou 
and Korai 2017); however we developed the statements relating to value of online 
advertising with the help of a study undertaken by Wang and Sun (2010):

• “Online advertising promotes undesirable values in our society”
• “Online advertising distorts the values of youth”

Statements Measuring Intention to Purchase Products Online

The present study gathered many existing research studies relating to online 
advertising (Arora, Kumar and Agarwal 2020; Singh and Kathuria 2016; Santoso, 
Wright, Trinh and Avis 2020; Supriya and Aralelimath 2020; Souiden, Chtourou and 
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Korai 2017); however we developed the statements relating to intention to purchase 
products online with the help of a study undertaken by Singh and Kathuria (2016):

• “I intend to purchase products online”
• “I wish to purchase products online”
• “I plan to purchase products online”

HYPOTHESES

The present study aimed to examine consumers’ perceptions of online advertising and 
to compare Indian and Australian consumers’ perceptions of online advertising. In 
order to achieve objectives of the study, the present study has formulated following 
hypotheses:

H1: The strength of relationship between “information provided by online advertising” 
and intention to purchase products online differs for Indian and Australian 
consumers.

H2: The strength of relationship between “entertainment provided by online 
advertising” and intention to purchase products online differs for Indian and 
Australian consumers.

H3: The strength of relationship between “credibility of online advertising” and 
intention to purchase products online differs for Indian and Australian consumers.

H4: The strength of relationship between “economy of online advertising” and 
intention to purchase products online differs for Indian and Australian consumers.

H5: The strength of relationship between “value of online advertising” and intention 
to purchase products online differs for Indian and Australian consumers.

STATISTICAL TOOLS USED

The present study used statistical tools like frequency, mean and regression analysis 
for testing hypotheses of the study. Regression analysis is an important statistical 
technique which is used for measuring the strength of relationship between independent 
variable(s) and a dependent variable (Zou, Tuncali and Silverman 2003). In a regression 
equation, which has only one dependent variable, we examine the linear relationship 
between independent and dependent variable. In the present study, we consider 
factors like “information provided by online advertising”; “entertainment provided 
by online advertising”; “credibility of online advertising”; “economy of online 
advertising”; and “value of online advertising” as independent variables; whereas 
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intention to purchase products online was considered as a dependent variable. Using 
these variables, we develop a regression equation that may be expressed as follows:

ITP a b INF b ENT b CRD b ECO b VAL e= + ( )+ ( )+ ( )+ ( )+ ( )+1 2 3 4 5  

where, ITP = Intention to purchase online (Dependent variable)
INF = Information provided by online advertising
ENT = Entertainment provided by online advertising
CRD = Credibility of online advertising
ECO = Economy of online advertising
VAL = Value of online advertising
a = Intercept of regression line on y axis
b = Regression coefficient
e = Error term
In the above mentioned equation, the regression coefficient measures the intensity 

of the influence of an independent variable on dependent variable. In other words, it 
measures the change in the value of dependent variable when independent variable 
is changed by one unit. Moreover, higher the magnitude of regression coefficient, 
higher is the influence of independent variable on dependent variable.

DATA ANALYSIS AND INTERPRETATION

The present study developed a structured questionnaire and collected data from 300 
respondents; including 150 from India and 150 from Australia. The demographic 
profile of the respondents is given in the table 2.

Table 2 revealed that out of the full sample, 53 percent respondents were male 
and 47 percent of the respondents were females. Out of the sample selected from 
India, 48 percent were males and 52 percent were females. However, out of the 
sample selected from Australia, 58 percent were males and 42 percent were females. 
Further, about 20 percent respondents from the full sample were between 15-25 
years; out of the sample selected from India, 28 percent were between 15-25 years. 
Similarly, out of the sample selected from Australia, 13 percent were between 15-
25 years. Further, about 32 percent respondents from the full sample were having 
bachelors’ degree; out of the sample selected from India, 35 percent were having 
bachelor’s degree. Similarly, out of the sample selected from Australia, 30 percent 
were having bachelor’s degree.
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PERCEPTIONS OF ONLINE ADVERTISING

The present study developed a structured questionnaire and collected data from 
300 respondents; including 150 from India and 150 from Australia. Consumers’ 
perceptions of five dimensions of online advertising were measured using five 
point Likert scale. The mean score of all statements were calculated and we used 
t-test to examine statistical difference between mean score of Indian and Australian 
consumers. The findings on consumers’ perceptions of five dimensions of online 
advertising are given in the Table 3.

Table 3 revealed that consumers of India and Australia have different perceptions 
of information provided by online advertisements. Findings revealed that Australian 
consumers have stronger perceptions of “Online advertising is a good source of 
product/service information” then Indian consumers. Similarly, Australian consumers 
revealed that they have stronger perceptions of “Online advertising supplies relevant 
information” and “Online advertising provides timely information”. Further, out 
of the four statements under the factor ‘Entertaining’; Australian consumers have 

Table 2. Demographic profile of respondents

Full sample India Australia

Frequency Percent Frequency Percent Frequency Percent

Gender

Male 159 53.00 72 48 87 58

Female 141 47.00 78 52 63 42

Total 300 100.00 150 100 150 100

Age

15-25 years 62 20.67 42 28 20 13.33

26-35 years 73 24.33 31 20.67 42 28

36-45 years 97 32.33 47 31.33 50 33.33

Above 45 
years 68 22.67 30 20 38 25.33

Total 300 100.00 150 100 150 100

Level of 
education

Matriculation 
or below 45 15.00 23 15.33 22 14.67

Intermediate 68 22.67 32 21.33 36 24

Bachelors 
degree 98 32.67 53 35.33 45 30

Masters 
Degree or 
above

89 29.67 42 28 47 31.33

Total 300 100.00 150 100 150 100
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higher perceptions of three statements. It means that consumers in Australia found 
online advertising for e-commerce sites is more entertaining. As far as credibility 
of online adverting in concerned, Australian consumers were found to have stronger 
perceptions of online advertising than their Indian counterparts. This finding 

Table 3. Perceptions of online advertising for India and Australia

Mean 
(India)

Mean 
(Australia) t-score p-value

Information

“Online advertising is a good source of product/service 
information” 3.14 3.78 -5.45 0.00*

“Online advertising supplies relevant information” 3.24 3.98 -4.15 0.00*

“Online advertising provides timely information” 3.41 4.12 -4.21 0.00*

Entertainment

“Online advertising is entertaining” 3.11 3.76 -3.23 0.03*

“Online advertising is enjoyable” 3.23 3.31 -1.63 0.18**

“Online advertising is pleasing” 3.41 4.14 -4.52 0.00*

“Online advertising is interesting” 3.45 4.23 -3.45 0.01*

Credibility

“Online advertising is credible” 3.14 3.19 -1.53 0.09**

“Online advertising is trustworthy” 3.31 3.98 -3.87 0.04*

“Online advertising is believable” 3.42 4.18 -2.76 0.03*

Economy

“Online advertising has positive effects on the 
economy” 3.21 3.36 -1.67 0.13**

“Online advertising raises our standard of living” 3.12 3.78 -4.43 0.00*

“Online advertising results in better products for the 
public” 3.41 3.87 -3.76 0.04*

Value

“Online advertising promotes undesirable values in our 
society” 2.76 2.62 1.57 0.12**

“Online advertising distorts the values of youth” 2.64 2.33 3.87 0.02*

Intention to purchase products online

“I intend to purchase products online” 3.36 3.49 -1.77 0.09**

“I wish to purchase products online” 3.14 3.91 -4.32 0.00*

“I plan to purchase products online” 3.25 4.21 -5.21 0.00*

Notes: *significant at 5% 
** insignificant
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suggested that e-commerce companies in India need to make their advertisements 
more trustworthy so that e-commerce companies can develop consumers’ confidence 
in online advertising.

Findings revealed that Australian consumers perceived that they have higher 
perceptions of online advertising useful for the economy. For instance, Australian 
consumers revealed that online advertising helps to improve their standard of living 
and online advertisements also helps them to grab better products. However, it was 
interesting to note that both Indian and Australian consumers have positive perceptions 
of value of the online advertising. Findings in this regard revealed that mean score 
of statements under this factor like “Online advertising promotes undesirable values 
in our society” and “Online advertising distorts the values of youth” was found to be 
less than three. This indicates that both Indian and Australian consumers disagreed 
with the statement that online advertising encourages adverse values in the society. It 
was interesting to note that both Indian and Australian consumers revealed positive 
intention to purchase products online; however Australian consumers were found to 
have stronger perceptions of intention to purchase products online than for Indian 
consumers.

COMPARING INFLUENCE OF ONLINE 
ADVERTISING FOR INDIA AND AUSTRALIA

The present study considered factors like “information provided by online advertising”; 
“entertainment provided by online advertising”; “credibility of online advertising”; 
“economy of online advertising”; and “value of online advertising” as independent 
variables; whereas intention to purchase products online was considered as a 

Table 4. Comparing influence of online advertising for India and Australia

Independent 
Variables

India Australia

Standardized 
Beta T p Standardized Beta t p

Information 0.154 2.73 0.007* 0.189 2.99 0.005*

Entertainment 0.217 5.42 0.000* 0.289 5.97 0.000*

Credibility 0.497 7.12 0.000* 0.564 8.45 0.000*

Economy 0.318 6.56 0.000* 0.091 1.81 0.07**

Value 0.028 1.32 0.12** 0.036 1.43 0.11**

Note: *significant at 5% level 
**insignificant
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dependent variable. Overall mean scores of the statements under above mentioned 
factors were calculated used in the regression model. Two separate regression 
models were in SPSS for Indian and Australian consumers. Findings in this regard 
have been presented in Table 4.

The above table indicated that the five factors of online advertising have significant 
influence on intention to purchase online for both Indian and Australian consumers. 
For Indian consumers, credibility of online advertising was found to be the strongest 
predictor of intention to purchase online (β= 0.497; p<0.005); followed by economy 
of the online advertisements (β= 0.318; p<0.005). Finding indicated that Indian 
consumers were influenced by four of the factors of online advertising except for 
value of the online advertising. Value of the online advertising failed to influence 
intention to purchase online for Indian consumers. However, Australian consumers 
were influenced by three factors of online advertising except for economy and value of 
the online advertising. Economy and value of the online advertising failed to influence 
intention to purchase online for Australian consumers. For Australian consumers, 
credibility of online advertising was found to be the strongest predictor of intention to 
purchase online (β= 0.564; p<0.005); followed by entertainment provided by online 
advertisements (β= 0.289; p<0.005). Findings suggested e-commerce companies to 
make their advertisements more credible for both Indian and Australian consumers 
so that consumer’s intention to purchase online can be enhanced.

SUMMARY AND CONCLUSION

The present study selected top five e-commerce companies of both India and 
Australia. Total sample size for the present study was 300 including 150 from India 
and 150 from Australia. In the present study, we consider factors like “information 
provided by online advertising”; “entertainment provided by online advertising”; 
“credibility of online advertising”; “economy of online advertising”; and “value of 
online advertising” as independent variables; whereas intention to purchase products 
online was considered as a dependent variable. Findings revealed that Australian 
consumers perceived that they have higher perceptions of online advertising useful 
for the economy. For instance, Australian consumers revealed that online advertising 
helps to improve their standard of living and online advertisements also helps them 
to grab better products. For Indian consumers, credibility of online advertising 
was found to be the strongest predictor of intention to purchase online (β= 0.497; 
p<0.005); followed by economy of the online advertisements (β= 0.318; p<0.005). 
For Australian consumers, credibility of online advertising was found to be the 
strongest predictor of intention to purchase online (β= 0.564; p<0.005); followed 
by entertainment provided by online advertisements (β= 0.289; p<0.005).
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ABSTRACT

As the various avenues for better returns in India are slowly dwindling due to various 
global scenarios as well as due to domestic government policies, more and more 
people are turning towards stock market for better returns. This poses a challenge 
to the fund managers when they have to construct a portfolio, which maximizes 
return and minimizes risk. This has become more and more challenging in the recent 
years as the investors are also becoming more knowledgeable. Timely and correct 
investment decision on the part of the investor requires an in-depth knowledge of 
the stock that he intends to procure and the theories behind portfolio management. 
This chapter mainly focuses on construction of an optimal portfolio comprising of 
top pharmaceutical companies and FMCG companies in India. Sharpe ratio return 
analysis is the tool that is used to construct the optimal portfolio. Monthly returns 
data of last 10 years of the said companies are regressed against monthly return 
data of Nifty for better comparison.
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INTRODUCTION

We Indians have a very high propensity towards saving money rather than investing. 
There is a stark difference between Investing and Saving. When a part of income 
is put in a safe place, where it is considered to be risk-free, for example money 
deposited in a saving bank account, it is called saving. But the money does not 
grow in value over time. But when the money is put at work where it grows in value 
over time and generates higher return than normal, it is called investing. Investing 
involves committing ones money to a financial product involving risk proportion 
to expected returns. Portfolio management requires both emotional as well as 
analytical intelligence. It also involves matching goals to investment, allocating 
assets for institutions and individuals and having the right balance between and 
risk and return. Management of portfolio is the determination of opportunities and 
strengths, threats and weaknesses, involved in debt equity ratio, international or 
domestic, safety vs. growth and many such choices that are to be taken to achieve 
the maximum return for a risk level.

Individual securities and assets bundled and combined together form a portfolio. 
Normative approach is provided by the portfolio theory to investors who then take 
a decision to make their investment in assets or securities under risk. Investors are 
considered to be rational, and risk averse which means that the investors do not invest 
their all the wealth in few or single assets but they hold well diversified portfolios. 
If these risk-averse investors are offered additional risk premium, they are willing 
to include risky assets also. SIM was proposed by Sharpe. This model can help an 
investor to determine optimum portfolio within a class of assets. Markowitz has 
proposed MPT which takes into consideration many estimates. Single Index Model 
is an improvement over that Model. (Luskin, J. 2017) notes that historically when 
stocks are compared to bonds, the former contributes more return and volatility 
to portfolios. It is observed that optimum portfolio is chosen by a typical decision 
maker to maximise expected utility of his portfolio return (profit) (Thalheimer, R., 
& Ali, M. M., 1979).

Efficient diversification of investment portfolio has been done by Dr. Harry 
Markowitz by mainly using equity issues. If portfolio returns attain minimum 
variance along with expected rate of return desired by investor then it is known to 
be efficient diversification (Cheng, P. L., 1962). The author notes that there has 
been lot of focus exclusively on financial assets like corporate stocks in the recent 
research of investments (Bosch, J. C., 1986). Managing decisions are mostly made 
with in uncertain and risky environment. There are lot of reasons like existence 
of conflicting tendencies, lack of precise and complete information, unforeseen 
circumstances and so forth (Emelichev, V., Korotkov, V., & Nikulin, Y., 2014).
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REVIEW OF LITERATURE

Five out of fifty stocks have been selected for optimum portfolio. Optimum portfolio 
has been constructed using Single Index Model in order find out the weightage of 
the selected stocks in nifty index. The author has studied the closing price of every 
day of the 50 securities (Giri, Laxmi, 2017). Professionals from the industry consider 
20-30 assets in a portfolio in order to reduce the market risk. The author has tried 
to test this theory by simulating S&P500’s various portfolios. The author found out 
that there were 25 stock positions in optimal stock (Adamiec, Cernauskas, 2019). 
The closing price of each month of 10 IT sector stocks and 10 stocks belonging to 
banking and NBFC sector companies which are listed in Bombay Stock Exchange 
(BSE) is considered for building an optimal portfolio. SIM model has been considered 
for calculating the same. The author concludes that this method of calculation is 
more adequate. Five years data has been taken to construct the portfolio. To get an 
optimal portfolio, two banking companies and one IT company have been taken for 
construction (Poornima, Remesh, 2015). An optimal portfolio has been constructed 
in Indian Market by the author by implementing SIM of Sharpe. . Optimum portfolio 
construction has been found a major challenge in recent years. The investors expect 
higher returns with least risk in their investments through their investments by 
having a right mix of assets in their portfolio (Patel, A. K. (2017). The authors has 
recognised that security information is not shared by the outside portfolio managers 
either with each other or with the decision makers. This generally leads to portfolios 
which are sub-optimal. Therefore an implementable set of rules have been derived 
which can be used by central decision maker to make optimal decisions (Elton, 
E. J., & Gruber, M. J., 2004). The author observes that there is a variation in the 
impact of crisis in terms of portfolio composition and risk which is posed by their 
proposed model (Mili, M., M’Hamdi, Y., Khalfallah, M., & Teulon, F., 2014). The 
author has studied the problem which has been neglected in the literature (Elton, 
E. J., & Gruber, M. J.,1987). Mean variance optimization techniques have been 
used to identify the right combination of all the assets. The autor has also identified 
the reason for how the utility of commodity changes, when the risk apetitie of the 
investor also changes. (Bansal, Y., Kumar, S., & Verma, P., 2014). Development of 
a case study on the Madrid Exchange is the objective of the author. The motivation 
behind this objective is that most of the mutual funds that are currently constructed 
on Madrid Market are index funds (Plà–Santamaría, D., & Ballestero, E., 2003) 
When expected values of two options are same, the one with the lower risk should 
be chosen.additionally it is known intuitively. High return expectations must be 
clubbed with high risk (Ben, B., 2006).
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NEED FOR THE STUDY

The investors as well as fund managers both face a dilemma during the selection of 
securities that have to be included in their portfolio. Investors also face difficulty 
when they have to make a decision about deciding the proportion of investment to be 
made in each security. Sharpe’s Single Index model can be used to get a solution to 
the problem. This model will prune the number of securities that are to be included in 
the portfolio based on the risk and return of the securities in comparison to the index.

RESEARCH METHODOLOGY

Source of Data

In the current study, 10 years monthly return of the top 20 stocks that is 10 from 
Pharmaceutical sector and 10 from FMCG sector are taken into consideration. 
Alongside, Nifty Index monthly return were calculated for which data was mined 
from National Stock Exchange (www.nseindia.com). The 10-year G-sec was taken 
as the risk free rate and it was converted into monthly yield.

Sample

In the current study, purposive sampling method has been used as this study intends 
to test the Sharpe’s Single Index Model’s efficiency. Hence a sample comprising 
120 data points spreading over period of ten year from 1st February 2009 to 28th 
February 2019 is taken into consideration.

Technique

Sharpe’s SIM model helps in pruning the number of securities to construct an 
optimal portfolio by calculating the excess return to the systematic risk ratio. In 
order to smoothen the data pertaining to returns, monthly log return is calculated 
for all the 20 securities. Then the systematic risk (Beta) is calculated for each of the 
stocks by dividing the covariance of excess return on a stock with that of the index 
excess return by the variance of index return. Ranking of the stocks is done on the 
basis of their excess return to beta. Then the cut off point (C*) is calculated with 
the help of the following formula.

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



143

An Empirical Study on Pharmaceutical and Personal Care Stocks

σ
β

σ

σ
β
σ

∧
= ∧

∧
=

∧

∧

∑
−

+

2
2

1 2
2

2

1

1

m
Ri Rf i

ei

m
i

ei

i
n

i
n

( )

Σ
 

C* =Wherein

σ^2m --- 

Nifty’s Variance

σ^2ei ------ 

Stocks movement’s variance which isn’t associated with Nifty’s movement; this is
the unsystematic risk of the stock
Ri
stock i’s return
Rf
Return which is risk free
βi
stock i’s systematic risk
The group of securities that are having excess return to beta in comparison to 

the cut off point (C*) were selected as the securities that were to form the portfolio. 
The rest of securities which did not meet this criteria were discarded in the process. 
Then according to the fund availability, weightage were assigned to the selected 
securities of the portfolio indicating the amount of fund to be allocated to each and 
every security.

OBJECTIVES OF THE STUDY

1.  Optimum portfolio to be constructed using Single Index Model.
2.  Determination of each stocks’ weightage in optimum portfolio

LIMITATIONS OF STUDY

1.  The current study uses monthly return data rather than weekly or daily data.
2.  The results of the study may not be applicable universally.
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DATA ANALYSIS AND INTERPRETATION

Secondary data of the return of 20 stocks that are on NSE belonging to Pharmaceuticals 
and Personal care sector were chosen depending on the highest capital. The companies 
selected are listed below. The first 10 stocks belong to Personal Care Sector & the 
next 10 belongs to Pharmaceuticals sector.

Table 1 indicates percentage mean return of companies and Systematic Risk or 
Beta values of the companies under study. The securities that have Beta value lesser 
than 1 implies that they are less volatile compared to the market. Godrej has the 
highest beta value of 1.67772 next is Aurobindo Pharma which has a Beta value of 

Table 1. Mean Return and Beta value of the selected companies

Sl No Securities Mean Return Beta Value

1 DABUR 0.0269 0.13166

2 COLGATE 0.0165 0.12873

3 P & G 0.0246 0.39500

4 JYOTHY LABS 0.02023 0.46910

5 MARICO 0.00225 0.40156

6 HLL 0.012 0.29273

7 PIRAMAL 0.0238 0.51657

8 GILLETTE 0.0209 0.47113

9 GODREJ 0.0236 1.67772

10 EMAMI 0.0204 0.94526

11 GODREJ IND 0.0236 1.67772

12 SUN PHARMA 0.015 0.41287

13 TORRENT 0.0305 0.53326

14 CIPLA 0.0113 0.34847

15 DIVIS LAB 0.0206 0.34883

16 CADILA 0.0218 0.39949

17 LUPIN 0.019 0.33879

18 BIOCON 0.0284 0.66125

19 DR REDDY 0.0179 0.45675

20 AUROBINDO 0.0405 1.56255

Source: Mean return and Beta through calculation
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1.56255. Majority of the companies under study have Beta values under 1 indicating 
that they are less volatile compared to the market.

Table 3, gives the the CUT-OFF value (Ci) of selected stocks. In the current study, 
the value of Ci is found to be in the range of 0.0175 to 0.0255. Therefore, 0.0255 
is the “Cut-off point”. The stocks, have lesser value than the Ci are not included in 
the portfolio. Only those securities, whose values are more than or equal to the Ci 
are considered during portfolio construction.

Table 2. Securities ranked (Excess return to Beta)

SL NO SECURITIES BETA EXCESS RETURN 
TO BETA RANKING

1 DABUR 0.1316600 0.11621000 2

2 COLGATE 0.1287300 0.08467483 3

3 P & G 0.3950000 0.04784797 4

4 JYOTHY LABS 0.4691000 0.04519292 7

5 MARICO 0.4015600 0.04183662 9

6 HLL 0.2927300 0.04099000 10

7 PIRAMAL 0.5165700 0.03523253 13

8 GILLETTE 0.4711300 0.03226297 15

9 GODREJ 0.7073000 0.02827654 16

10 EMAMI 0.9452600 0.02158142 18

11 GODREJ IND 1.6777200 0.01066924 20

12 SUN 0.4128700 0.22525000 1

13 TORRENT 0.5332600 0.04650601 5

14 CIPLA 0.3484700 0.04648851 6

15 DIVIS LAB 0.3488300 0.04271396 8

16 CADILA 0.3994900 0.04055182 11

17 LUPIN 0.3387900 0.03925776 12

18 BIOCON 0.6612500 0.03432885 14

19 DR REDDY 0.4567500 0.02671063 17

20 AUROBINDO 1.5625500 0.02227131 19

Source: Computed by the author
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FINDINGS

1.  Aurobindo having the highest return ie. 40.5% and the Marico having the 
lowest return with 2.25%.

2.  Colgate has the least beta value of 0.12873 and Godrej Industries with 1.6772 
has the highest volatility .

3.  The cut-off value is in the range of 0.01752 to 0.03282. Based on the Ci values 
twelve companies were selected.

4.  Torrent having the weight of 16% with Zi of 2.53.Colgate having a Zi of 0.36 
had the least allocation of 2%.

Table 3. Cut-off value of the selected Company stocks

SL 
NO STOCK (BETA/USR)2 CUM OF EX RET * BETA

(USR)2 C*

1 SUN 28.89180286 6.507878595 0.01752456

2 DABUR 25.49169941 9.470268984 0.02386364

3 COLGATE 4.620180989 9.86148203 0.02456347

4 GODREJ IND 353.6263521 42.11954231 0.02552618

5 P & G 39.68247514 11.760208 0.02665796

6 TORRENT 55.29269037 14.33165039 0.02886858

7 EMAMI 118.7147122 38.34661733 0.02957871

8 CIPLA 25.5054238 15.51735959 0.02972959

9 AUROBINDO 201.3613736 35.78458582 0.03038485

10 JYOTHY LABS 23.25001158 16.56809556 0.03038902

11 DIVIS LAB 16.5175994 17.27362762 0.03075144

12 MARICO 49.93662207 19.3628073 0.03165646

13 HLL 23.86931836 20.34121066 0.03200701

14 DR REDDY 35.62389122 31.30000463 0.03205818

15 GODREJ 109.2794492 30.34846821 0.03226068

16 CADILA 28.11568513 21.48135276 0.03236902

17 LUPIN 18.84786917 22.22127795 0.03255926

18 PIRAMAL 37.15967956 23.5305074 0.03269730

19 GILLETTE 53.26938879 27.25842404 0.03278433

20 BIOCON 58.5305838 25.5397952 0.03282002

Source: Through calculation
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CONCLUSION

Optimal Portfolio was constructed using SIM of Sharpe model by regressing the 
monthly returns for selected 20 stocks comprising of Pharmaceutical sector and 
Personal Care sector. Out of 20 stocks, only 12 stocks were chosen for portfolio 
construction. Out of which only 4 are from Personal Care sector and the rest 8 are 
from Pharmaceutical sector.
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ABSTRACT

Our lifestyle cravings are voracious. The hospitality sector ensures guests are pleased 
with every new application and connected system that continues to become a business 
success. For guests, digital technology means a simple life where customer service 
is all about it. The transition of hospitality is at its tilt stage where everything is 
possible due to digital technology, where the ability to be improved by the correct 
technique from the movement of the reservation to check-out and from the ease of 
connecting to the hotel guest network to the temperature of the guest room when 
entering for the first time. Therefore, advancement in emerging technologies provides 
an opportunity for the hospitality business. Hotels strive for their growth to have 
more guest satisfaction with better experience, provisions, and management.

INTRODUCTION

Digitalization is the use of advanced innovation to modify an action plan to have 
fresh income and openness; it is a way to drive a technical Organisation forward. In 
the near and long term, digitalization has been described as one of the key elements 
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that will transform society and industry. Digitalization has been described as one 
of the key elements that will transform society and industry. The saving of “Time, 
Efforts, Energy and Fortune” is advantageous. It has stimulated and made human 
life effective and straightforward. In brief, technological innovation would be all 
the improvements that are aligned with the introduction of digital technology in 
any area of human society. This started with the launch of the first commercial 
websites in the 1990s, where the tendency to digital technology not only provided 
guests with ease, but also created hotel revenue. Developments in digital technology 
today present new possibilities for new products and services to be designed. The 
development of such digitalized goods and services, also poses new challenges for 
organizations pursuing innovation. In this article we examine the developments in 
the hospitality industry that are changing the landscape and address the needs of 
creative digital products and services in this industry. Just for recreation is the new 
century/generation becoming techno-savvy. In the 20th century, hotels have begun 
to head towards technology. In the very first ‘HOTELTYPE’ booking system built 
by Westin to the robots currently used in the hotels. For example, digital concierge, 
automated reservation systems, robot service for guests, etc., technology has helped 
hotels increase the comfort level of guests. Various websites such as trivago.in, irctc.
com and many more have been built to ease the booking and reservation workload 
of customers. Hotels have also been aided by technology and digitalization in 
advertising and selling their services and facilities.

Various features such as Robots, Virtual Conferences, Wi-Fi, Infrared Sensors, 
Smart Room Keys, Cloud Services, Social Media Reviews, Near Field Communication 
(NFC) Technology, etc. have made it possible for hotels to give guests comfort 
and improve their facilities and services in the process of development. Any such 
automated software helps to determine the sales and development of an enterprise, 
which in turn tells where the organisation is lacking. The platform also allows the 
business to deliver services at reasonable prices.

DIGITAL TECHNOLOGY IN HOSPITALITY INDUSTRY

In human lives, technology has been the greatest edge and almost every industry 
has been penetrated by it. Hotels that harness the application of technology can have 
a direct effect on customer loyalty, from improving customer service to efficient 
energy use. The promotion of databases was a trend decades ago and is now a 
common method in everyday hotel operations. This is only proof that the future of 
technology is maybe predictable.

The hospitality industry focuses on the customer service field and its players 
have essentially provided their guests with enhanced experience of personalization. 
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Till date, conventional marketing tools have helped most hospitality companies to 
tap their target base, but modern day travelers and visitors are well versed and do a 
gazillion of research before preparing for their stay at hotels where they ultimately 
look for a customized and best-in-class experience to concentrate on the present day. 
Professionals in the industry agree that artificial intelligence has entered the hospitality 
market as a boon to hoteliers, allowing them to provide their guests with a range of 
facilities and services while saving valuable resources. Hotel employees can collect 
a whole range of information about their guests and customers through AI software 
and use that knowledge to provide their guests with informative experiences at all 
touch points such as travel, stay, and even up-selling other products and services. 
They can consider the needs of customers, travel options, their patterns of travel, 
and methods of payment.

In addition, while the hotel industry is adopting the latest technologies to provide 
experiences in tune with consumer experiences, the acceptance is not widespread. 
Although artificial intelligence (AI), mechanization, etc. may potentially revolutionize 
the processes and provide customer service, in the name of “personalization” there 
is some reluctance to implement them. There are some examples of industry-leading 
examples, however, such as 1) AI-based concierge, Connie, at Hilton hotels, 2) 
flotation pool in Taj Mahal palace, Mumbai, 3) Savvy Smart Mirror in Sinclair 
Hotel, a member of Marriott, Texas.

DIGITALISATION IN INDIA

Rising spending power and the emergence of entrepreneurs are increasingly embracing 
multiple mechanical resources, technology and digital channels to enhance customer 
service in the hospitality sector. “We are in a digital era and travel and hospitality 
is not an exception. According to the report, India was expected to account for 3.7 
percent of global digital travel revenues, making it the third-largest value market 
in the Asia-Pacific (APAC) region. India is also experiencing a rise in technology-
driven start-ups in the field of travel. With their niche offerings, these start-ups 
dominate the market, complementing the established players in certain respects and 
undermining them in others it added.

Guests in this country are now expecting state-of-the-art technology that is simple 
to use and accessible from multiple devices at such a rapid speed, says SharatDhall 
COO, Yatra.com. In order to draw more customers, it is therefore imperative for 
players in the Indian hospitality industry to make upgrades and be in line with 
international offerings.

Various developments have been noted in the Indian market—
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• All is just a touch away for a guest at Marriott, Whitefield, Bengaluru. Via 
housekeeping, surprising anyone on a special occasion, ordering food, pulling 
the curtains, providing wake up call, mood lighting, even bathrooms, all are 
digitalized from placing requests in the room.

• In the Bengaluru Renaissance, this technology was adopted. Keyless check-
in, in which the whole experience is simplified without the use of physical 
key and made seamless.

• Free bird” has been announced by Hyatt hotel, a friction-free web encryption 
allowing for a one-time central authentication to generate additional internet 
use a flawless event at any Hyatt property.”

• Something can be ordered at ITC Kohenur through the I Pad given to the 
guest.

HOSPITALITY INDUSTRY DIGITAL TRENDS

In hospitality, modern technology is evolving at a rapid rate now, and many of 
the latest gadgets developed over the past years are anticipated to become popular 
shortly. We also presented some of the new technological trends in the hotel industry 
in this article.

Mobile phone- The truth is that we use them for more than communication, since 
mobile devices were invented to ease communication with each other through call, 
text, tweet, and so forth; they are a tool we use to perform tasks and make our lives 
seamless. In addition, in hotels, mobile applications have really reinterpreted the 
customer experience. In recent years, the value of mobile apps in hotels has been 
felt, and more hotels are switching to their adoption. “The Know” was developed by 
Virgin Hotels - a proprietary programme meant to generate delightful experience. 
The probability that repetitive company will take place is more likely by addressing 
visitors as entities rather than as a unified entity.

Virtual reality- The use of a VR headset usually requires virtual reality technology, 
which tends to familiarize a user in a digital world. The user is effectively put inside 
a virtual environment with the use of pictures, sounds and other physical sensations, 
which they can pass around and in some cases, communicate with in other ways. 
The use of technology for offering virtual tours of hotels and hotel rooms is one of 
the best examples of virtual reality in practice within the travel industry.

Blockchain Technology– The block chain technology pledge is- “A world with 
little or no intermediaries where there is no need to build trust between people and 
transactions are completed in seconds.

Internet of things- One of the most critical and influential new technology 
developments is the Internet of Things for those in the hospitality field. It has the 
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opportunity to radically change the number of tourism firms, hotels, run, boost their 
sales management and boost the consumer experience. The term is more commonly 
used to refer to ordinary physical devices, appliances and other ‘things’ that have 
been equipped with internet connectivity, making them capable of sending and 
receiving data, although it theoretically encompasses absolutely anything that is 
connected to the internet.

Artificial Intelligence and Chatbots: As a business solution, artificial intelligence 
is evolving all the time, making it more efficient and appealing. AI applies to machines 
or computers carrying out activities that would usually require human intelligence 
to perform. This may be learning lessons, making choices, or hearing and reading 
speech, for instance. In hotels, one of AI’s most exciting trends is offering online 
customer service. In addition, the ability of Chatbots on social media sites as well 
as instant messaging applications has already been widely adopted. Robot utilizes 
artificial intelligence and recognition of speech to provide clients who talk to it 
with tourist information.

Robotic Butlers- Robotic Butlers was unveiled at Cupertino’s Aloft Hotel 
by Starwood, one of the largest hospitality firms in the world. The robots would 
perform duties in the front and back of the building, in addition to travelling around 
guests and using elevators. Robots are connected to the hotel and elevator apps 
to communicate using a WIFI / 4G hotel and can also get to and from the rooms 
without hurting anything or harming others. Digital Concierge- The Renaissance 
Midtown hotel in New York has built an innovative and interactive wall called 
‘The Discovery Portal.’ By stepping through a circular hologram projected on the 
floor, such as entertainment, eating, adventure places and much more, it is a virtual 
concierge where guests can pick different categories.

Robotic Luggage Storage- Yotel in New York uses robotics and artificial 
intelligence to delight travelers. In order to make the check-in process simple for 
the consumer, Yotel has friendly robots to store luggage instead of touch-screen 
kiosks for front desk employees.

Near Field Communication Technology (NFC): The next-generation short-range 
high-frequency wireless communication technology is Near Field Communication 
(NFC) technology, which enables users to share data between devices.

FUTURISTIC HOTELS

In a quickly moving industry such as hospitality, futuristic hotels mean never standing 
still. The requirements of today’s visitors are the past of tomorrow, because smarter 
businesses are always peering over the horizon.
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In a hotel room, bookable at the touch of a button on your mobile, any type, size, 
place, decor and functionality you could ever want. The way you would customize 
your salad or your food meal, in the same way there is a wide range of choices, but 
what if you could take one step further as a guest to take a freedom of choice and 
actually customize your room. The hyper-personalized rooms may be one of the 
major changes on the hospitality horizon in a study by intercontinental hotel groups 
and Amadeus and may even initiate the beginning of the end of “traditional” fixed 
interior hotel rooms and increase the new trend of attribute-based reservations.

Here, when it comes to music, fashion, entertainment and travel, customers 
may purchase precisely what they want or need. This new trend will allow the 
future travelers to get the option of bespoke option .it will be a breakthrough for 
the traditional standards and give the future customers, preferred price ranged 
commodities in terms of customized rooms

A Swiss based group has created a new concept of “Stay Kooook” which will 
debut soon in the coming next year with properties opening in Bern, Switzerland 
which is small hotel concept with advanced technology. The concept is going to be 
the basic 22sq m room which will be fully flexible, with fully customizable space. 
The walls move, the bed moves minimal furniture, plus the guests will be allowed to 
borrow fresh plants, frames of their choice, vases, some special cushions from one 
common pool area, in order to make tailor-make their rooms. This will be entirely 
their personalized space specially the long stay guest.

It is quite clear that in our lives, the role of travel is changing. Yet more individuals 
regard travel as a privilege and no longer as a luxury. A diverse collection of converging 
forces are driving the future of travel and tourism, obliging the industry to think 
about reshaping the overall experience. The hospitality sector is experiencing a time 
of unprecedented, irreversible changes and will look very different in the science, 
technology, entertainment, and energy sectors in 2020, which will change radically 
the hospitality experience for travelers. The globe is turning towards digital control. 
Young consumers born between 1981 and 2000 already account for one-third of 
visitors and upcoming projections state that this will grow to 50 percent by 2020. 
Thus, we will see millennials being the main buyers over the next few years. They 
will be compared to digital visitors, who in the future will expect the hotel to provide 
them with personalized service.

OLD PHENOMENA TRANSFORM

The modernization or automation of hotel technology started in the 1950s with 
the first In-Room Television, in the 1960s with hotel mini bars, in the 1970s with 
concierge services, in the 1980s with PCs, reservation systems, in-room phones, key 
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cards, in the 1990s with online booking portals, in the 2000s with Wi-Fi. With the 
introduction of artificial intelligence (AI) to the hotel industry, this technological 
evolution has been accelerated. Increases in guest purchases and comfort have been 
achieved by responding to this.

DIGITIZATION BENEFITS

Both the hotel staff and visitors have been helped by digitization in the hotel industry. 
It has helped guests stay at the hotel with more ease and less tension. Digitization 
has allowed the hotel’s HR department to evaluate employee results, pick the best 
applicants from different candidates, count staff holidays, bonuses and increases 
given to staff. Digitization will help workers provide visitors with the best and 
quickest services.

OBJECTIVE

1.  This research paper aims to highlight the numerous developments and 
advancements related to digitalization in the hospitality industry.

2.  To review the Indian hotels are inclined towards digital technology.
3.  To understand the requirements of automation in the hospitality industry by 

raising the standards and level of satisfaction of both visitors and hoteliers.
4.  To study the technical progress of the 21st century.

LITERATURE REVIEW

The quality of hotel service from different viewpoints has been studied by several 
scholars. Dimensions of service quality, its effect on satisfaction and loyalty, 
disparities in quality, and variables such as Gabbie and O’Neill (1997), Juwaheer 
T. D. (2004), respectively, Lau et al. Raspor S. with. (2010), Antoneta and Charles, 
respectively (2014). There are very few studies on the implementation of AI in the 
hotel industry, while AI is a recent development.

Olsen and Connolly (2000) stressed the value of data from hotel customers to 
fulfil their evolving needs and desires. Jurca and Fallings (2004) researched the AI-
based Hotel Booking Reputation System and found it to be successful in preventing 
financial fraud. A cost benefit study of the implementation of robots, artificial 
intelligence and service automation was performed by Ivanov and Webster (2017).
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The hospitality industry will be revolutionized by emerging digital innovations. 
As technological advances continue to change many industries, intelligent machine 
automation will be implemented, and by 2022, according to Forbes, five employees 
mostly engaged in non-routine functions will rely on AI to do many tasks relevant 
to their jobs.

According to Chip Rogers, president and CEO of the Asian American Hotel 
Owners Association “The accommodation industry has changed and helped hoteliers 
in several key areas in recent decades to intensify their products, attract more guests 
and create opportunities for expansion”.

Many businesses struggle with digital transformation, according to Jane McConnell 
(December 30, 2015). Since digital allows expert skills to survive a challenging 
situation naturally when people ask and answer questions about networks in which 
each machine will serve the others as a server.

Enzi (2009) claims that technology adoption entails high Organisational costs, 
but at the same time provides the enterprise with several benefits.

V, Hitesh (2017) In the Food and Restaurant industry” there has been major 
digital transformation according to Hitesh. Kiosks, digital menus, desktop computers, 
digital tabletops and digital kitchens. In terms of customization, food distribution, 
and payment choices, the industry has achieved success. Zomato, Swiggy, and Food 
Panda have now made online table reservations, social media feedback, and mobile 
payment stuff of the past in India.

India Today web desk (2019); it will be of primary importance for hospitality 
brands to attract and retain clients, providing different experiences to meet visitors’ 
different needs and desires, and this includes creativity. By 2020, Gen X will be 
overtaken by global millennial purchasing force, being greater than that of any other 
World Data Lab. Www.indiatoday.in/education-today-today.

Technological advances in the twenty-first century are one of the prime assets 
of hotel companies. But, when selecting overnight lodging, is it necessary for the 
hotel to answer questions such as which technology facilities their guests want? 
In addition, the standards of significance assigned by visitors to these different 
technology amenities? This study addressed the question of how, with regard to 
in-room technology facilities, leisure travelers could vary or be similar to business 
travelers.

Digital revolution in the travel space is on. Brands are embracing technology 
to transform themselves into experience platforms while automating operations. 
Corporate and consumer travel boundaries are already blurred. Incumbents are 
adapting swiftly to the emerging bouquet of travel start-ups. Creative digital business 
models will continue to reshape the future of travel. Among others, hospitality 
industry has gained a lot with the technological advancements.
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The technology in the hospitality industry offers fair advantages for both visitors 
and the company, according to Nyheim and Connolly (2013). Guests find it easy 
to pick and interact with the aid of upgrading of digitalization and also consider 
technology as extremely relevant in the hospitality industry, as it allows room 
reservations, price comparisons, other guest interactions, accommodation facilities, 
infrastructure, etc. to be checked.

A 1995 article (Hansen & Owen) predicts that technical developments would be 
important for hotels to operate in the future. They spoke about “smart cards” that 
the consumer would use as a hotel key, as well as potential “kiosks” that will make 
it easier for hotel customers to register and save time.

KPMG India Partner and Head - Transport, Leisure and Sports, Jaideep Ghosh 
said “Digital revolution in the travel space is on. Brands are embracing technology 
to transform themselves into experience platforms while automating operations. 
Corporate and consumer travel boundaries are already blurred. Incumbents are 
adapting swiftly to the emerging bouquet of travel start-ups. Creative digital business 
models will continue to reshape the future of travel”. Among others, hospitality 
industry has gained a lot with the technological advancements.

METHODOLOGY

The study adopted mainly a quantitative research design. A structured questionnaire 
was prepared to collect the research data. It consisted of 10 questions which enquired 
about the Digital transformation in Hospitality Sector. Qualitative approach was 
appropriate to get meaningful deep insight for analysis of data. Initially the study 
was collected by the secondary data primarily from books, journals and websites. 
Statistical analysis was also carried out. The surveys (48 in total) were taken from 
the hoteliers and executives of various hotels.

RESULTS AND DISCUSSIONS

Figure 1 represents that, during the study it was asked to find out from where the 
hoteliers came to know about various technologies, the following insights were 
found out:

There were four choices and multiple choices were permitted in which the 
responses from Verbal communication was15%which inclined three times for the 
case of Internet, where as the people who found out about robotics and automation 
through Newspapers and Magazines was 27% which almost declined twice folds 
for the case of Walk-in visit to13%. Internet co9mmunication accounts for about 
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45%. The communication about these ICT technologies happened because of these 
four ways.

Figure 2 represents opinions about the factors from the hoteliers which prevents 
the usage of digital technology in the hotels. The categories taken in figure 2 are 
card keys, luggage scanners, express check in, WI fi, Automatic doors, sensory 
lightings. The results are given below:

Figure 1.

Figure 2.
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It gave the brief feedback that the maintenance costs were the major factor 
preventing the usage of digital technologies which were 34.09% whereas the least 
was of other factors which was 4.08%. The Lack of Time was 12.24% which inclined 
by 10% in the case of Lack of knowledge (22.45%). Low budget was considered 
second most preventing factor which was 26.53%.

Figure 2 represent the availability of the smart technologies available in the 
hotel people work or have visited and multiple options were allowed to be chosen:

The analysis of the data showed that the Card keys and Wi-Fi were present in the 
hotels and 20% people have opted for it. The Technologies like Express Check-in, 
Automatic Doors and Sensory lightning’s present in the hotels were 13.91%, 12.17% 
and 15.65% respectively. Whereas, the Luggage Scanners present in the hotels were 
available approximately in 18% of hotels.

CONCLUSION

The whole research has been conducted to find out the increase in the Digital 
Technology in Hospitality Sector as well as the changing trends and innovations 
in the industry. The technology has evolved and has taken upliftment to a new 
level where study shows that the behavioural patterns of guest is ever evolving and 
one needs to be updated regarding the latest gadgets. This calls for hotels to keep 
a track of the changing trends. In the upcoming era, the innovation in hotels and 
their volution of technology will be leading force for creating guest experience to be 
simply a WOW Experience. The standards of the organisation can be inclined only 
when there is advancement in technology in Hotels. The analysis of paper shows us 
that advancement in technology is directly proportional to need of personalization 
and customization.

Technological activities in India are set to get a streamlined approach in travel 
and hospitality sector leading to innovation and seamless services. The efficient and 
effective technology being user-friendly is available in multiple regional languages 
for an array of guests as well as the hoteliers. Nowadays, Guest expects state-of-
the-art-technology that is easy to use and accessible from multiple devices. Thus, 
it becomes imperative for the players of the Indian Hospitality Industry to make 
the upgrades and be in sync with universal technologies to attract more customers.
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ABSTRACT

The buying behaviors of the consumers are changing very rapidly in the today’s 
consumer-oriented market. New technologies are evolving in the market to attract 
the customers. Smart phones have become necessities to cope with the changing 
dynamics of the market and society as a whole. Due to competitive price offer by the 
various cellular operators, it has become easy for all to reach the internet. Due to 
ease of use, the young generations are using the application of internet for various 
uses especially for purchasing goods and services. Today, every company is applying 
the digital marketing tool to attract customers, especially the young generation. As 
per a report published in Economics, the internet users in India are expected to 
reach 627 million by the end 2020. Due to the digital marketing, a new concept of 
shopping has evolved in the market, which the authors call off-the-shop retailing.
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Impact of Digital Marketing on the Buying Behavior of Youth With Special Reference

INTRODUCTION

Digital Marketing is the process of offering a products or services through the use 
of various digital search engines like Google, Yahoo, Bing etc. In this we use social 
media network like face book, Instagram, Twitter, LinkedIn, E-mail and with the 
use of mobile phone application tools to connect the prospective customers. Youth 
are the backbone of any nation and they are the major contributors in the economy. 
The youth are also called innovator because they adopt any innovation or change 
first. The buying behavior of the consumers is very complex and is influenced by 
the number of the factors which vary from individual to individual’s as per report 
published by Hoot Suite in 2019 on average a person spent 6 hours 42 minutes per 
day online. This figure itself indicates the scope of digitalization. This is the reasons 
why every company today using digital marketing platform to promote their products 
and services. Every marketer want to connect directly to their customers and it is 
only possible through the use of online approach; where information is directly 
reach to individual users. The youth are very fascinated in using digital tolls and 
that is why if we talk about the figure of online shopping or use of digital marketing 
they figure is number one as compared to the other demographic segment. There 
are many communication sites evolved with the introduction of digital marketing 
and through which the companies promoting their products and services to the end 
users. Amazon is the world’s largest on line shopping company with a turnover of 
70 billion. Due to the ease of operation of internet and affordability of the service, 
the user of internet is increasing day by day.

Digital India: Transforming India

1.  India is one of the largest growing digital markets with the 560 million internet 
subscriber in 2018

2.  On an average 8.3 Gigabyte data is used by the Indian consumers
3.  India has 1.2 billion phone subscribers
4.  Approximately 1.2 billion apps download by the users in 2018
5.  It was estimated that digital economy will create 60 to 65 million jobs by 2025.
6.  It is estimated that India will increase the users of internet by about 40% and 

figure is estimated 750 million to 800 million.
7.  The number of smart phone is estimated to increase between 650 million to 

700 million by 2023

(Source: - McKinsey Global Institute report march 2019)
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Youth Marketing

Youth marketing is an effort used by the marketers to attract young generation. This 
group is broken into small group depending upon their age. The age of this group is 
in between 23-34 years. Young people ay significant role in family decision making 
and influence the buying behavior of the family. It is also help in influencing the 
buying behavior of the friends. Almost all companies are using the digital marketing 
platform to influence the young generation, specially the companies who sell consumer 
goods. This approach is very particular in the case of the companies selling foods, 
cloths, entertainment and personal electronics. The youth are very brand conscious 
and fill delighted when the buy the particular brand.

Popular Social media network to use by the marketer to influence the buying 
behavior of the youth are:

1.  Face book 10. Instagram
2.  Whatsapp 11. You tube
3.  LinkedIn 12. Messenger
4.  Tumblr 13. E-mail
5.  Reddit 14. Q-Zone
6.  Twitter 15. Mobile phone app
7.  Snap chat 16. Pinterest
8.  Messenger
9.  We chat

LITERATURE REVIEW

Wysocki (1997) suggested in his research that marketers must verify the tools and 
technique of online before applying to the teenagers. Taylor and Cosenza (2002) 
the authors concluded their research that the two important factors which play 
important role while selection of clothing among the teenagers are look and fit. 
Rebecca (2002) the author defines in his research that it is necessary to draw trend 
setter while understanding the behavior of the teenagers. During market research 
this component should be included in the research. Sadia Afzal et al., (2015) the 
researcher found that there is no direct relationship of online and conventional 
advertisement on buying behavior of the consumers when consumers decide to buy 
the branded garments. Davidson Alistair et al (2006) while buying through online 
factors like price features and technology etc influenced the decision of customers in 
selecting particular product/ brand through online. Marcel Gommans, et al. (2001) 
highlighted that e customers depends upon various factors like usage of the website 
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and technology, value delivered, customer service branding and security. Weisman 
(2001) in his research found that customers like to search information about the 
product and compare it with the online alternative, but finally they purchased by 
using conventional store for purchase. Brimpong (2008) in his research found that 
financial institutions are making more user friendly approach to do business through 
e banking (Kotler, 2003). The key factors which make any website trustworthy for 
the customer is based on the usability and available online marketing mix displayed 
in the website which influences the buying decisions of the customers. Ming Wang 
(2005) identified in their research that the factors which bring satisfaction in the mind 
of the customers while online shopping are Technological factors which include 
privacy, relevance design of the site and usability. Vachani and Vallabhbhai (2014) 
found in their research that across the world there is a shift in the marketing trend 
from traditional offline store format to a mix format of both offline and online store.

OBJECTIVE OF THE RESEARCH

1.  To identify the factors influencing the buying behavior of the youth while 
purchasing the product or service through digital channel by the youth

RESEARCH METHODOLOGY

To achieve the objective of the research secondary source of information was used. 
In this random sampling technique was used. The sample size for the research was 
150. A structured questionnaire was used to achieve the objective of the research. 
Various statistical tools were used for the analysis of the data.

In this study author has taken responses from 800 respondents out of which 500 
responses were considered fit for study. 800 self-developed questionnaires were 
sent to different respondents out of which 500 were found to be valid and reliable 
for further study with a success rate of 62.50%.

Out of the successful 500 questionnaires 275 were boys and 225 were girls with 
a demographic profile of 55% for boys and 45% for girls.

DATA ANALYSIS

Descriptive Statistics

Descriptive Statistics shows that there is no missing data.
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Descriptive

Descriptive shows that the data collected is a normal data as skewness and kurtosis 
for all the variable is within the range.

Table 1.

Particulars Mean Standard 
Deviation

Number of 
Observations

Online products/services are high in quality 3.59 1.365 500

Digital Marketing provides several products to choose 3.62 1.311 500

Online products/services have good visual appearance 3.49 1.443 500

Online products/services portfolio up to customers’ expectations 3.52 1.370 500

New product/service development is a continuous phenomenon in 
Digital Marketing 3.63 1.367 500

Pricing policy of Online products/services provides competitive edge 3.64 1.388 500

Digital Marketing provides price comparison 3.58 1.355 500

Pricing policy of Online products/services helps in maximizing profit 3.73 1.329 500

Digital Marketing is risky due to frauds, phishing pages 3.66 1.358 500

Digital Marketing provides value for money 3.63 1.336 500

Digital Marketing provides convenient 3.69 1.286 500

Digital Marketing is appealing 3.66 1.346 500

Digital Marketing serves customers well 3.59 1.429 500

Digital Marketing is easy & understandable 3.66 1.329 500

Digital Marketing provides location benefits 3.53 1.364 500

Digital Marketing shopping is able to inform its customer about new 
products/services well in time 3.60 1.324 500

Digital Marketing offer free home delivery 3.67 1.318 500

The promotional policies of Digital Marketing are good enough to 
persuade customers 3.56 1.435 500

The promotional policies of Digital Marketing helps out in attainment 
of objectives 3.56 1.389 500

Digital Marketing is popular for schemes 3.52 1.344 500

What was your level of satisfaction w.r.t online shopping 3.57 1.3787 500
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Table 2.

Statistic Std. Error

Online products/
services are high in 

quality
Mean 3.59 .061

95% Confidence 
Interval for Mean Lower Bound 3.47

Upper Bound 3.71

5% Trimmed Mean 3.65

Median 4.00

Variance 1.862

Std. Deviation 1.365

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.623 .109

Kurtosis -.912 .218

Digital Marketing 
provides several 

products to choose
Mean 3.62 .059

95% Confidence 
Interval for Mean Lower Bound 3.50

Upper Bound 3.73

5% Trimmed Mean 3.69

Median 4.00

Variance 1.720

Std. Deviation 1.311

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.719 .109

Kurtosis -.660 .218

Online products/
services have good 
visual appearance

Mean 3.49 .065

95% Confidence 
Interval for Mean Lower Bound 3.36

Upper Bound 3.61

continued on following page
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Table 2. Continued

Statistic Std. Error

5% Trimmed Mean 3.54

Median 4.00

Variance 2.082

Std. Deviation 1.443

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.601 .109

Kurtosis -1.026 .218

Online products/
services portfolio 
up to customers’ 

expectations

Mean 3.52 .061

95% Confidence 
Interval for Mean Lower Bound 3.40

Upper Bound 3.64

5% Trimmed Mean 3.58

Median 4.00

Variance 1.877

Std. Deviation 1.370

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.605 .109

Kurtosis -.900 .218

New product/
service development 

is a continuous 
phenomenon in Digital 

Marketing

Mean 3.63 .061

95% Confidence 
Interval for Mean Lower Bound 3.51

Upper Bound 3.75

5% Trimmed Mean 3.70

Median 4.00

Variance 1.868

continued on following page
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Statistic Std. Error

Std. Deviation 1.367

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.742 .109

Kurtosis -.718 .218

Pricing policy of 
Online products/
services provides 
competitive edge

Mean 3.64 .062

95% Confidence 
Interval for Mean Lower Bound 3.52

Upper Bound 3.76

5% Trimmed Mean 3.71

Median 4.00

Variance 1.926

Std. Deviation 1.388

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.759 .109

Kurtosis -.715 .218

Digital Marketing 
provides price 

comparison
Mean 3.58 .061

95% Confidence 
Interval for Mean Lower Bound 3.46

Upper Bound 3.70

5% Trimmed Mean 3.64

Median 4.00

Variance 1.835

Std. Deviation 1.355

Minimum 1

Maximum 5

Range 4

Table 2. Continued

continued on following page

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



170

Impact of Digital Marketing on the Buying Behavior of Youth With Special Reference

Table 2. Continued

Statistic Std. Error

Interquartile Range 3

Skewness -.653 .109

Kurtosis -.846 .218

Pricing policy of 
Online products/
services helps in 

maximizing profit

Mean 3.73 .059

95% Confidence 
Interval for Mean Lower Bound 3.61

Upper Bound 3.84

5% Trimmed Mean 3.81

Median 4.00

Variance 1.766

Std. Deviation 1.329

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.809 .109

Kurtosis -.549 .218

Digital Marketing is 
risky due to frauds, 

phishing pages
Mean 3.66 .061

95% Confidence 
Interval for Mean Lower Bound 3.54

Upper Bound 3.78

5% Trimmed Mean 3.73

Median 4.00

Variance 1.844

Std. Deviation 1.358

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.726 .109

Kurtosis -.747 .218

continued on following page
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Statistic Std. Error

Digital Marketing 
provides value for 

money
Mean 3.63 .060

95% Confidence 
Interval for Mean Lower Bound 3.52

Upper Bound 3.75

5% Trimmed Mean 3.70

Median 4.00

Variance 1.784

Std. Deviation 1.336

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.753 .109

Kurtosis -.634 .218

Digital Marketing 
provides convenient Mean 3.69 .058

95% Confidence 
Interval for Mean Lower Bound 3.58

Upper Bound 3.80

5% Trimmed Mean 3.77

Median 4.00

Variance 1.653

Std. Deviation 1.286

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.792 .109

Kurtosis -.487 .218

Digital Marketing is 
appealing Mean 3.66 .060

95% Confidence 
Interval for Mean Lower Bound 3.54

Upper Bound 3.78

5% Trimmed Mean 3.74

Table 2. Continued

continued on following page
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Statistic Std. Error

Median 4.00

Variance 1.811

Std. Deviation 1.346

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.778 .109

Kurtosis -.625 .218

Digital Marketing 
serves customers well Mean 3.59 .064

95% Confidence 
Interval for Mean Lower Bound 3.46

Upper Bound 3.72

5% Trimmed Mean 3.66

Median 4.00

Variance 2.042

Std. Deviation 1.429

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.697 .109

Kurtosis -.894 .218

Digital Marketing is 
easy & understandable Mean 3.66 .059

95% Confidence 
Interval for Mean Lower Bound 3.55

Upper Bound 3.78

5% Trimmed Mean 3.74

Median 4.00

Variance 1.767

Std. Deviation 1.329

Minimum 1

Maximum 5

Range 4

Table 2. Continued

continued on following page
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Statistic Std. Error

Interquartile Range 2

Skewness -.745 .109

Kurtosis -.631 .218

Digital Marketing 
provides location 

benefits
Mean 3.53 .061

95% Confidence 
Interval for Mean Lower Bound 3.41

Upper Bound 3.65

5% Trimmed Mean 3.58

Median 4.00

Variance 1.861

Std. Deviation 1.364

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.583 .109

Kurtosis -.937 .218

Digital Marketing 
shopping is able to 
inform its customer 
about new products/
services well in time

Mean 3.60 .059

95% Confidence 
Interval for Mean Lower Bound 3.48

Upper Bound 3.71

5% Trimmed Mean 3.66

Median 4.00

Variance 1.752

Std. Deviation 1.324

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.679 .109

Kurtosis -.698 .218

Table 2. Continued

continued on following page
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Statistic Std. Error

Digital Marketing offer 
free home delivery Mean 3.67 .059

95% Confidence 
Interval for Mean Lower Bound 3.56

Upper Bound 3.79

5% Trimmed Mean 3.75

Median 4.00

Variance 1.736

Std. Deviation 1.318

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.778 .109

Kurtosis -.547 .218

The promotional 
policies of Digital 

Marketing are good 
enough to persuade 

customers

Mean 3.56 .064

95% Confidence 
Interval for Mean Lower Bound 3.43

Upper Bound 3.69

5% Trimmed Mean 3.62

Median 4.00

Variance 2.059

Std. Deviation 1.435

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.677 .109

Kurtosis -.922 .218

The promotional 
policies of Digital 
Marketing helps 

out in attainment of 
objectives

Mean 3.56 .062

Table 2. Continued

continued on following page
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Table 2. Continued

Statistic Std. Error

95% Confidence 
Interval for Mean Lower Bound 3.44

Upper Bound 3.68

5% Trimmed Mean 3.62

Median 4.00

Variance 1.930

Std. Deviation 1.389

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.642 .109

Kurtosis -.912 .218

Digital Marketing is 
popular for schemes Mean 3.52 .060

95% Confidence 
Interval for Mean Lower Bound 3.40

Upper Bound 3.64

5% Trimmed Mean 3.58

Median 4.00

Variance 1.805

Std. Deviation 1.344

Minimum 1

Maximum 5

Range 4

Interquartile Range 3

Skewness -.595 .109

Kurtosis -.872 .218

Satisfaction Level w.r.t 
Online shopping Mean 3.57 .062

95% Confidence 
Interval for Mean Lower Bound 3.45

Upper Bound 3.69

5% Trimmed Mean 3.63

Median 4.00

Variance 1.901

continued on following page
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Reliability Analysis of Each Factor

The values shows of Reliability Analysis shows that if the same questionnaire is 
filled by same respondent then what is the probability that the respondent will fill 
the same response. The acceptable value of reliability analysis is from 0.50 to 0.99.

Table 2. Continued

Statistic Std. Error

Std. Deviation 1.379

Minimum 1

Maximum 5

Range 4

Interquartile Range 2

Skewness -.674 .109

Kurtosis -.830 .218

Table 3. Case Processing Summary

N %

Cases

Valid 500 100.0

Excluded 0.00 0.00

Total 500 100.0

Table 4. Reliability analysis of Product factor

Reliability Statistics of Product Factor

Cronbach’s Alpha N of Items

0.687 5

Table 5. Reliability analysis of Price Factor

Reliability Statistics of Environmental Price Factor

Cronbach’s Alpha N of Items

0.685 5
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Findings-: The value of Cronbach’s alpha for all the factors such as product, Price, 
Place and Promotion is more than 0.50 which means that the self-designed is reliable.

Validity Analysis

The value of KMO and Bartlett’s test is 0.945 which is more than 0.50 it means that 
research is 94.50% valid and is adequate to carry on a Factor Analysis.

Table 6. Reliability analysis of Place Factor

Reliability Statistics of Place Factor

Cronbach’s Alpha N of Items

0.695 5

Table 7. Reliability analysis of Promotion Factor

Reliability Statistics of Promotion Factor

Cronbach’s Alpha N of Items

0.658 5

Table 8. Overall Reliability analysis

Overall Reliability Statistics

Cronbach’s Alpha N of Items

0.898 21

Table 9. Validity analysis

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.945

Bartlett’s Test of Sphericity Approx. Chi-Square 2805.247

Df 210

Sig. 0.000

Source: Researchers data analysis, 2020
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Communalities

Communalities represents that no value is below 0.50 hence no factor is going to 
distort result. Therefore, no variable should be deleted during Factor Analysis.

Scree Plot

It is evident from the Scree plot that there are possible 4 factors out of the total 21 
factors that affect adoption pattern of youths in Digital Marketing.

Table 10. Communalities

Initial Extraction

New product/service development is a continuous phenomenon in 
Digital Marketing 1.000 .539

Pricing policy of Online products/services provides competitive 
edge 1.000 .645

Digital Marketing provides price comparison 1.000 .510

Pricing policy of Online products/services helps in maximizing 
profit 1.000 .592

Digital Marketing is risky due to frauds, phishing pages 1.000 .620

Digital Marketing provides value for money 1.000 .755

Digital Marketing provides convenient 1.000 .533

Digital Marketing is appealing 1.000 .543

Digital Marketing serves customers well 1.000 .722

Digital Marketing is easy & understandable 1.000 .893

Digital Marketing provides location benefits 1.000 .749

Digital Marketing shopping is able to inform its customer about new 
products/services well in time 1.000 .526

Digital Marketing offer free home delivery 1.000 .780

The promotional policies of Digital Marketing are good enough to 
persuade customers 1.000 .502

The promotional policies of Digital Marketing helps out in 
attainment of objectives 1.000 .518

Digital Marketing is popular for schemes 1.000 .534

What was your level of satisfaction w.r.t online shopping 1.000 .534
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Component Plot in Rotated Space

The component plots show that out of 21 variables all 21 variables have high or low 
loading and all 21 variables are represented within the 3 components.

Factor Analysis

Factor Analysis shows that out of the possible 21 components 15 were found to be 
taken into consideration headed under 4 different factors that are most important.

These are the possible 4 factors are-:
Hence it is concluded that out of the 21 components taken for study 15 components 

are included under 4 factors i.e. accounting for (15/21) *100=71.43% acceptability 
of research. Hence result of the study is feasible.

These Factors are as follows:

1.  Consumer Satisfaction
2.  Policies of the Company
3.  Information and Delivery Benefits
4.  Additional benefits

Figure 1.
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Table 11.

Rotated Component Matrix

Component

1 2 3 4

Digital Marketing is appealing 0.703

Digital Marketing provides value for money 0.607

Digital Marketing serves customers well 0.579

Online products/services portfolio up to customers’ expectations 0.567

Digital Marketing is easy & understandable

Digital Marketing provides convenient 0.690

Pricing policy of Online products/services helps in maximizing profit 0.619

Digital Marketing is risky due to frauds, phishing pages 0.587

The promotional policies of Digital Marketing are good enough to persuade 
customers 0.556

Pricing policy of Online products/services provides competitive edge

Digital Marketing provides price comparison

Digital Marketing shopping is able to inform its customer about new 
products/services well in time 0.664

Digital Marketing offer free home delivery 0.653

Satisfaction Level w.r.t Online shopping 0.565

New product/service development is a continuous phenomenon in Digital 
Marketing 0.542

Online products/services are high in quality

Online products/services have good visual appearance

Digital Marketing provides several products to choose 0.741

The promotional policies of Digital Marketing helps out in attainment of 
objectives 0.647

Digital Marketing is popular for schemes 0.513

Digital Marketing provides location benefits
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FINDINGS & CONCLUSION

It is evident from factor Analysis that there is a significant relevance n Youths for 
digital marketing and is being highly affected by 4 factors:

1.  Consumer Satisfaction
2.  Policies of the company
3.  Information and Delivery Benefits
4.  Additional benefits
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ABSTRACT

i-Branding is one of the fastest-growing aspects of internet marketing. Internet 
marketing is still an experimental area that continues to grow, evolve, and adapt. 
The use of the internet as a branding tool is an important area of study since 
the literature on internet branding is currently in the formative stage. This study 
investigated the relationship of various factors with respect to customer satisfaction 
of youths towards purchasing through the internet. The sample size is comprised of 
520 respondents from various regions of Punjab. For this purpose, CFA has been 
applied to analyze the customer satisfaction of internet marketing among youngsters. 
Finally, this chapter would help academicians as well as industry experts to analyze 
the potential of i-branding in the future.

i-Branding as a Tool of 
Integrated Marketing:

An Empirical Study of 
Youngster Satisfaction

Sonu Dua
Lyallpur Khalsa College Technical Campus, India

Sakshi Dua
Lyallpur Khalsa College Technical Campus, India

Inderpal Singh
Lyallpur Khalsa College Technical Campus, India

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



184

i-Branding as a Tool of Integrated Marketing

INTRODUCTION

The concept of brand was not popular in earlier days i.e. 10-15 years ago. And it 
has been treated as a part of product, merely as an off-hand fashion of the product 
(Urde,1999). The concept of branding was again considered as an integral part of 
the product (Kotler,2000). Kapferer (1999) also discussed the few major concern 
related to the brand and it was only a sign to disclose the qualities of the product 
and it was also associated with tangible products and there was no significance 
of branding for service industry. Before 1980’s, the corporate houses was having 
totally different approach towards the brand, the main focus was on product instead 
of creating distinctive place in the mind of the customer. Product was wholly solely 
a brand. For the service industry, service provider was considered as a brand.

In case of product, the branding efforts can be performed with the help of various 
others marketing activities such as packaging and labeling etc. and it was really 
difficult to perform branding activities for service industry, because service were 
less standardized, although services involved various attributes (Cobb-welgren, 
Rubble & Donthu,1995). Now here the importance of brand equity arises for the 
service industry. In case of service industry, the concept of brand equity helps the 
organization to get the higher profits and loyal customer, which would enable the 
organization to gain the competitive position in the market (Berry,2000). The concept 
of value services emerged as a dominant attribute, if a customer is satisfied with 
the services, it will directly lead to the customer loyalty.

The concept of internet branding in an initial stages of recognition in the corporate 
as well as academic world, so there is very less literature available pertaining to the 
internet branding. (Merisavo,2004 ; Ibah, 2005). During the last 8 months, due to 
COVID-2019, the demand of this concept has gained significant relevance. Most 
of the organizations, recognized the need of integrated marketing across offline and 
online channels. Branding on the platform of internet includes number of challenges 
and opportunities for the corporate world. Thus it is the need of the hour for every 
company to find out the impact of online platform for branding strategies

Online branding concept has so many advantages for companies, this is a platform 
where organization can avail the benefit of global world on the internet, even they can 
save the consumer time by reducing their extra search cost (Ward and Lee, 2000).

REVIEW OF LITERATURE

Churchill (1979) developed a paradigm for developing better measures of marketing 
constructs. The main objective was to suggest a procedure for developing better 
measures for marketing constructs. The procedure included various steps, which were 
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as follow: 1) Specify domain of the construct, 2) Generate sample of items, 3) Collect 
data, 4) Purify measures, 5) Collect Data, 6) Assess reliability, 7) Develop norms. 
Cobb-Walgren (1995) studied brand equity, brand preferences and purchase intent. 
The main objective of the study was to measure the brand equity and to investigate 
the impact of brand equity on brand preferences and purchase intent. He explored four 
dimensions which were highly influenced from the study of Aaker four dimensions 
to measure the brand equity. The various dimensions which were studied such as 
Perceived quality, brand awareness, brand associations, advertising awareness. Aaker 
(1996) model selected as the foundation for the study. Background information were 
collected from surveys, reports and editorials in leading news papers on customer 
based brand equity and Antecedents of customer satisfaction. Several databases were 
then used to provide detailed information on specific research on customer based 
brand equity and Antecedents of customer satisfaction. These databases included 
EMRALD, DEEPDYVE and SSRN from which several peer reviewed academic 
journals were accessed. Books too formed a part of the literature review. Aaker 
(1996) explored four criteria to evaluating and tracking the brand equity over product 
and market. Firstly the measures should reflect the construct being measured named 
as brand equity. Secondly the measures should reflect constructs that truly drive the 
market. Thirdly selected measures should be sensitive. Lastly the measures should 
be applicable across brands, product categories, and markets. Bergstrom (2000) 
explored some conceptual fact about the cyber branding. The author presented some 
brand basics and model to build strong brand over the internet, because switching 
from offline to online is not straightforward task, it required significant attitudinal 
difference. Ward (2000) studied brand as a source of information over the internet. 
For this purpose, empirical study was conducted and result was very satisfactory, 
it was found that branding can facilitate consumer acceptance towards electronic 
commerce.

Krishnan (2001) explored Brand equity: is it more important in services?. The 
main objective of this study was to check whether the brand equity was important 
for the services as compare to goods. At the end, it was concluded that it is equally 
important for services industry. Merisavo (2004) examined the effect of e-mail 
marketing on brand loyalty. At the end results revealed that e-mail marketing is 
very important tool and it creates positive impact on brand loyalty. Ibeh et al. 
(2005) explored e-branding and communication strategies. The empirical analysis 
suggested that e-branding gained widespread appreciation. And the companies have 
applied various traditional as well as modern tools to communicate their brands to 
the customer. With the advancement and e-branding, companies are able to adopt 
localization strategies. Simmons(2007) explored “i-branding: developing the internet 
as a branding tool”. The main purpose of this paper was to provide framework of 
branding via internet form by organizing and integrating current knowledge, assist 
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market planners in the development of successful internet based branding strategies. 
Simmons (2010) explored Managing i-branding to create brand equity. The main aim 
of this study was to develop a conceptual framework to understand the concept of 
i-branding and implication for food industry in developing internet as branding tool 
and finally result was satisfactory in this regard. Dua (2011) studied “I-Branding as 
a Tool of internet marketing-an empirical study of youngsters”. The main purpose 
of this study was to analyze the preference of internet marketing among youngsters. 
At the end it was concluded that that every factor was correlated with each other, 
and, for marketers every factor was equally important while identifying the customer 
on internet.

OBJECTIVE OF THE STUDY

To investigate the relationship of various factors with respect to customer satisfaction 
of youth behavior towards purchasing through internet.

Hypothesis of the Study

Following are the proposed hypothesis to test the primary objective of the study:

Figure 1. Conceptual Model on customer satisfaction of youth behavior towards 
purchasing through internet
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1)  There is a positive relationship of Knowledge on Customer satisfaction.
2)  There is positive relationship of Attention on Customer satisfaction.
3)  There is positive relationship of Attitude on Customer satisfaction.
4)  There is positive relationship of Accessibility on Customer satisfaction.

RESEARCH METHODOLOGY

The sample size is comprised of 520 respondents from various regions of Punjab. 
The sample belongs to different cities Malwa, Majha and Doaba region. Convenient 
Sampling has been used. The data was collected through structured questionnaire and 
further the data was coded to analyze the questionnaire. For this purpose, different 
tools have been applied to get the significant results. Various tools were CFA, SEM 
etc. For data analyzing, recent software’s have been applied such as AMOS and SPSS

RESULTS AND DISCUSSIONS

Gender

This study consisted of 520 respondents (youth of Punjab region), out of which 300 
are males and rest 220 respodents are females. Most of the male and females are 
working and rest are students. Table 1 indicates the contribution of both categories.

Age

Four categories have been identified, which are described in Table 2 and the maximum 
respondents (male and female) lie in the category of 20-24 years which consist of 
almost 45 percent of the whole sample. (Table 2)

Table 1. Demographic Profile

Gender Respondents Percentage

Male 300 58

Female 220 42
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Qualification

This is one of the important variable from our study point of view, because the nature 
of this study is dependent upon the educated respondents and the result shows that 
majority of the respondents are graduate i.e. 21 percent and 39 percent respondents 
are post graduate, which helps in gaining accurate picture of educated youth towards 
the various variables selected for this study. (Table 3)

Reliability of the Constructs

The reliability of the construct was assessed with the help of Cronbach’s alpha. As 
per the reviews, the Cronbach’s alpha of each construct must be higher than 0.70. 
(Nunnally,1978). Higher the Cronbach’s alpha indicates reliable consistency among 
the items in the construct. The Cronbach’s alpha of each construct in this study is 
higher than 0.70 as described in Table 4.

Table 2. Age Categories

Age Frequency Percentage

15-19 110 21

20-24 235 45

25-29 101 19

30 and above 84 15

Table 3. Qualification Categories

Qualification Respondents Percentage

10 110 21

12 100 19

Graduate 110 21

Post Graduate 200 39
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Exploratory Factor Analysis

Principal Component Analysis techniques were used to identify various constructs. 
five factors were extracted for this study. Only those factors were retained those 
Eigen value were high as compared to 1. The cumulative variance of all the factors 
were 63.63, which was up to the mark as per acceptable range (Table 5)

Validity Analysis: Discriminant Validity

While performing CFA and SEM, two issues have been strictly checked and verified: 
A) Average Variance Explained of each construct must be greater than Maximum 
Shared Variance. B) Average Variance Explained of each construct must be greater 
than Average Shared Variance. (Table 6)

Table 4. Reliability of the Construct

Construct Reliability (Cronbach’s Alpha)

Knowledge (KN) 0.861

Attention (AT) 0.883

Tangibility (TN) 0.848

Accessibility (AC) 0.854

Customer Satisfaction (CUS) 0.811

Source: Result generated from SPSS

Table 5. Factor(s) & Eigen value Table

Factors 1 
(KN)

2 
(AT)

3 
(TN)

4 
(AC)

5 
(CUS)

Eigen Value 5.050 3.289 2.880 2.684 1.520

% of variance 18.414 15.341 11.931 9.254 8.690

Cummulative 
Variance 18.414 33.755 45.686 54.94 63.63

Source: Result generated from SPSS
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Convergent Validity

The convergent validity could also be determined with the help of Average Variance 
Extracted (AVE) for each construct. The value of AVE must be 0.5 or higher for 
each construct. Thus, it is necessary to remove those items with low (below 0.5) 
factor l from the constructs otherwise that may lead to lower result during CFA.

At the time of measuring convergent validity, three issues were strictly checked 
and verified: (a) Alpha value of each construct should be greater than 0.7. (b) AVE 
of each construct must be greater than (0.50). (c) Alpha value of construct must be 
higher than Average variance explained (AVE) of each construct.

Table 6. Comparison of Average Variance Explained, Maximum Shared Variance, 
Average Shared Variance and Alpha Value

Construct
Average 
Variance 

Explained

Maximum 
Shared 

Variance

Average 
Shared 

Variance
Alpha Value

Knowledge (KN) 0.614 0.033 0.012 0.861

Attention (AT) 0.602 0.023 0.008 0.883

Tangibility (TN) 0.528 0.105 0.035 0.848

Accessibility (AC) 0.540 0.105 0.041 0.854

Customer Satisfaction (CUS) 0.525 0.038 0.012 0.811

Source: Validity Master

Table 7. Goodness of Fit Indices for Analysis

S. No Name of Index Results

1 Chi-square 610.71

2 Degree of freedom 352

3 Chi-square/ Degree of freedom 1.735

4 Comparative Fit Index (CFI) 0.96

5 Goodness of Fit Index (GFI) 0.93

6 Adjusted Goodness of Fit Index (AGFI) 0.91

7 Normed Fit Index (NFI) 0.92

8 Incremental Fit Index (IFI) 0.96

9 Root Mean Square Error of Approximation (RMEA) 0.03

10 Root Mean Square Residual (RMR) 0.02

Source: Output Generated from AMOS 20.0
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The above table satisfied all the conditions of convergent and discriminant 
validity measures in all aspects. Thus it indicates that CFA can be proceed further 
analyzing the estimates.

After the reliability and validity measures that have satisfied all the pre-determined 
condition for applying the structural equation modeling’s to get the desired results. 
(Table 7)

To investigate the relationship of various factors with respect to customer 
satisfaction of youth behaviour towards purchasing through internet

The above table showed the predicted model gave the desired. Now analysis was 
fit enough to perform further hypothesis testing.

HYPOTHESIS TESTING

H1: This hypothesis stated that the significant impact of knowledge of youth behavior 
was very important in customer satisfaction with respect to online purchasing. 
From the table no-8, the significant impact of knowledge was in right direction and 
statistically it was significant. (βeta = 0.123, p <0.05). Finally it can be concluded 
that H1 hypothesis was significantly supported by this study.

Table 8. Brief Summary of all hypotheses

S. No Hypothesis Beta Value Sig. T Supported or 
Not Supported

Order of 
Importance

H1

There is positive 
relationship 
of Knowledge 
on Customer 
satisfaction.

0.423 0.001 Supported 1

H2

There is positive 
relationship 
of Attention 
on Customer 
satisfaction.

0.316 0.0001 Supported 2

H3

There is positive 
relationship 
of Attitude 
on Customer 
satisfaction.

0.223 0.001 Supported 4

H4

There is positive 
relationship of 
Accessibility 
on Customer 
satisfaction

0.274 0.001 Supported 3

Source: Output generated from SPSS 16.0 & Amos 20.0
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H2: This hypothesis stated that the significant impact of Attention of youth 
behavior was very important in customer satisfaction with respect to online purchasing. 
From the table no-8, the significant impact of Attention was in right direction and 
statistically it was significant. (βeta = 0.116, p <0.05) Finally it can be concluded 
that H2 hypothesis was significantly supported by this study.

H3: This hypothesis stated that the significant impact of Tangibility of youth 
behavior was very important in customer satisfaction with respect to online purchasing. 
From the table no-8, the significant impact of Tangibility was in right direction and 
statistically it was significant. (βeta = 0.116, p <0.05). Finally it can be concluded 
that H3 hypothesis was significantly supported by this study.

H4: This hypothesis stated that the significant impact of Accessibility of 
youth behavior was very important in customer satisfaction with respect to online 
purchasing. From the above no-8, the effect of Accessibility was in right direction 
and statistically it was significant. (βeta = 0.223, p <0.05) Finally it can be concluded 
that H4 hypothesis was significantly supported by this study. (Table 8)

CONCLUSION

This study was initiated to conclude the relationship of various factors with respect 
to customer satisfaction of youth behavior towards purchasing through internet. 
The interest in this study was to explore the new concept of i-branding. At the end, 
this study explained that that customer satisfaction, knowledge, accessibility and 
attention emerged as most significant factors which creates significant difference 
among gender (male and female) while purchasing or searching any product through 
i-branding. Several keys points have been emerged from the findings of the study. 
According to the conceptual model, there should be positive and direct effect of 
various variable on Customer satisfaction. And the results also revealed positive and 
direct effects of various i-branding variable on customer satisfaction. Knowledge 
factor emerged as one of the important as well as dominant factor in the conceptual 
model. And followed by the other factors such Attention, Accessibility and Attitude. 
And there was a significant correlation among the five factors of I-Branding. Finally 
it can be concluded that i-branding is creating an impact of every category of age and 
people and they are more satisfied with the way that the organizations are adopting 
to attract the customer.
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SUGGESTIONS FOR FURTHER RESEARCH

At present the literature of “i-Branding” is at the initial stages. (Simmons, J) provided 
basic frame work for the exploration of the concept of i-branding. In this paper, 
we tried to analytically examine the relationship of various factors to the customer 
satisfaction in relation to the youth behavior towards online purchasing. Further, the 
researcher could enhance our study by taking different sectors. Even SERVQUAL 
model can also be applied in context of customer satisfaction.

Furthermore, researcher can enhance their study by using service extended 
marketing mix variable in i-branding.
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ABSTRACT

From a humble beginning in 2013, OYO is today the world’s second-largest hospitality 
chain of franchised and leased hotels, living spaces, and homes. OYO has a global 
presence with large-scale operations in many countries. This case outlines OYO’s 
complicated growth journey from a rapidly growing startup to an ethically maligned 
business venture. It also underscores OYO’s business and revenue model, work culture, 
and growth strategies. It also provides a sneak peek about the major problems faced 
by OYO and how OYO should cope with these challenges.

INTRODUCTION

About OYO

OYO - “Own Your Own” is an Indian hotel chain. It is also known as OYO Rooms, 
Homes and Hotels. Initially known as “Oravel Stays Private Limited”, OYO is today 
the world’s second largest hospitality chain of franchised and leased hotels, living 
spaces and homes. OYO has a global presence with large-scale operations in India, 
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Malaysia, UK, Japan, Mexico, Sri Lanka, Indonesia, United States, UAE, Nepal, 
China, Philippines, Saudi Arabia, Vietnam and many more countries.

Ritesh Aggrawal founded OYO in 2013. OYO is headquartered at Gurugram, 
India. Aggarwal had an interesting philosophy behind starting this venture. It was 
his desire to change the way people stayed away from home that led him to start 
this venture.

To start with, Aggarwal first took charge of one small budget hotel in Gurugram 
and decided to clean it and redecorate it. He then decided to provide all the necessary 
amenities in the rooms such as towels, new beddings, Wi-Fi, Geysers, ACs etc. As 
time passed he was able to sell all the rooms. This small success encouraged him 
and he further leased numerous budget hotels and started selling rooms under the 
brand name.

PRODUCTS

OYO offers a range of interesting products listed below.
OYO Townhouse: It is a product customizable to the millennial traveler’s need. 

Every townhouse is designed to complement its neighborhood. Each feature of 
the townhouse, right from the booking process to the breakfast, is engineered for 
convenience, comfort, affordability and efficiency.

OYO Home: OYO homes are unique, completely private beautiful homes stocked 
with high-quality amenities and located in serene local neighborhoods. OYO teams 
service OYO homes. Their USP is that they are a home away from home.

OYO Vacation Home: They are rental homes available for vacations. Their 
main aim is to create happiness and bright unforgettable memories for their guests, 
partners and homeowners.

SilverKey: It is the most suitable choice for business travelers. It has spacious 
rooms, professional staff and the accommodation is powered by technology. Silverkey 
units are located near corporate clusters. They are a home away from home, without 
the rules, formalities and rates of a hotel. These accommodations offer the following 
unique features: self-cooking counters, in-house laundry services, 24X7 caretakers, 
physical security, CCTV surveillance and in-house photocopying and printing.

Capital O: These are premium hotels located in the prime locations. They deliver 
quality experience at an affordable price.

Palette: These are OYO Resorts designed in French style. They have lush gardens 
and elegant social areas. They have designer rooms, private villas, beaches, spas 
and other recreational provisions. They deliver world-class hotel experience to the 
customers at competitive prices.
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Collection O: These are premium hotels for stay, so that the guests enjoy a luxurious 
experience. These hotels are designed for guests travelling for business and leisure.

OYO LIFE: It is designed on the lines of a paying guest experience, where 
people can hire a room without restrictions. People can share the hired room with 
their friends too. OYO Life targets young professionals in search of fully managed 
homes with long-term rentals at affordable prices.

BUSINESS AND REVENUE MODEL

Since its inception in 2013, OYO aggressively pursued the target to attain the number 
one position in the global hospitality industry and became extremely successful within 
a short span of time (Sharma, 2020). There are five main reasons for it. One, OYO 
offers a very user-friendly experience. It is possible to book a room in under a minute 
with two or three clicks on the OYO app. Two, OYO’s cheap pricing gains favor 
with the masses. Per day room tariffs offered by OYO are as less as INR500. Third, 
OYO adopted an aggressive business development policy. Its business development 
managers are charged with the responsibility of brining in more and more rooms, 
and more and more hotels under the OYO ambit to make OYO the world’s number 
one hotel chain. Four, OYO offers flexibility. OYO does not apply strict checks to 
ensure that couples that hire OYO rooms are married. Most other players in this 
industry are extremely cautious on this front and prefer to rent rooms to only married 
couples. This is the reason for the popularity of OYO among youngsters. Further, 
OYO also offers flexibility in check-in and checkout timings. If a customer decides 
to use a room for 4 or 5 hours, they are more than happy with it, as it provides them 
the opportunity to rent out the same room to different customers with in the span 
of the same twenty-four hours. Five, OYO offers special discounts during festivals 
through the OYO app. Details of these offers are also available on various social 
media platforms, such as their Facebook page, Instagram page etc.

Furthermore, OYO gets most of its funding from Soft Bank Group. OYO’s founder 
Ritesh Aggrawal has some shares, which are endorsed by his financial partners and 
global institutional banks.

WORK CULTURE

OYO is notorious for its work culture. Employees of OYO report that their job is 
very demanding. Employees are expected to be available to their customers 24X7. 
Consequently, employees have to answer calls on weekends, late in the evening as 
well as during the early hours of the day. Extended working hours interfere with the 
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family/leisure time of the employees (Danna & Griffin, 1999; Sandhu & Prabhakar, 
2012). Consequently, employees of OYO report difficulty in maintaining a good 
work-life balance. Further, since holidays are the busiest times for OYO employees, 
they do not get to enjoy festival breaks.

Employees of OYO are unhappy with their salary and incentive structure. It is 
their belief that their salary and incentive structure does not do justice to the amount 
of pressure they face at work. One of the employees of OYO, who preferred to remain 
anonymous, articulated her experience of working with OYO in the following words.

I have briefly worked with OYO. As an employee, my first responsibility was to seek 
good ratings from the customers. It was a challenging task. Further, I was responsible 
for handling customer shifts. This is a particularly difficult task because the customers 
find it very upsetting. Imagine what it is like to inform a customer who has planned 
to stay a particular hotel about a shift to another hotel because OYO dissolved its 
tie with the original hotel or entered into a payment disagreement with the hotel at 
the last minute. The shifting really irked the customers and our feedback and ratings 
suffered. It is very difficult to deal with such customers. Despite such day-to-day 
difficulties, I did make adequate money. It was not worth working with OYO.

AWARDS AND HONORS

OYO has received many awards, honors and accolades over the years. Some of these 
awards are listed in this section.

• In March 2020, Ivanka Trump (senior advisor to President Donald Trump) 
applauded the OYO Hotels’ initiative to provide free stay to healthcare 
workers in the US to help the fight against the COVID19 pandemic. She 
described the gesture as “impactful acts of benevolence”.

• In 2019, Ritesh Aggrawal (founder of OYO) featured in the
 ◦ Bloomberg 50 list as ‘The Amazingly Ambitious Hotelier’
 ◦ Forbes’s India’s The Tycoons of Tomorrow’ list
 ◦ India Today’s 50 Most Powerful People in India list

• Market Entrant of the Year Award, US-India Awards 2019
• Most Innovative Companies for 2019 Award, Fast Company’s World’s India 

edition
• Best Startup 2019 Award, SATTE Awards
• Topped LinkedIn’s Top Startup in India maiden list in 2018
• LinkedIn recognized OYO as Top Employee Attractor in India for four 

consecutive years (2016-2019)
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• Fast Company among the Top 10 Most Innovative Companies in India in 
2018

• Startup of the Year, The Economic Times Startup Awards 2018
• TiE’s QGlue Design-Led Entrepreneurship Awards 2018
• Best Travel Startup-Jury, Zee Business Travel Awards 2018
• India’s Most Promising Hotel Network, Holiday IQ Better Holiday Awards 

2017
• New Age Entrepreneur Award 2017, Asian Centre for Corporate Governance 

and Sustainability
• OneDirect Quest CX Award 2016 for Best Use of Social Media
• No.2 in BT Coolest Start-ups Survey 2016
• Startup of the Year, Express IT Award 2015

COMPETITORS

MakeMyTrip, Fab Hotels, Cleartrip, Trivago, Yatra and Treebo Hotels are the top 
competitors of OYO.

MakeMyTrip (MakeMyTrip Limited): It is an online travel company located in 
India. It was founded in 2000 and is headquartered at Gurugram, India. It provides 
facilities such as hotel reservations, rail tickets, bus tickets, flight tickets, domestic 
and international holiday packages etc.

Fab Hotels: It is a network of 3-star budget hotels in India. It was founded in 
2014. Its headquarters are in Gurugram, India.

Cleartrip (Cleartrip Travel Services Private Limited): It is a global online travel 
company. It was founded in 2006. Its headquarters are in Dubai, UAE and Mumbai, 
India. It operates in the Middle East and India. It has an online travel aggregator 
website that books train tickets, flight tickets, hotel reservations and leisure activities 
packages.

Trivago: It specializes in internet-related services and products in hotels, lodging 
and metasearch space. It was founded in 2005. Its headquarters are in Germany.

Yatra (Yatra.com): It is an Indian online travel agency and travel search engine. 
It was founded in 2006. Its headquarters are in Gurugram, India.

Treebo (Treebo Hotels): It is an Indian budget hotel chain. It operates on a 
franchise model. It was founded in 2015. Its headquarters are in Bangalore, India.
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MAJOR PROBLEMS

Carelessness in the facilities provided created major problems for OYO (Weinberg, 
2020). During the initial years, OYO ensured that each and every facility, ranging 
from good food to Wi-Fi was provided to its customers. However, due to large-scale 
expansion, and that too in many countries, OYO was unable to closely monitor the 
quality of services provided. The consequent deterioration in service quality forced 
people to provide negative feedbacks and negative ratings for the services delivered 
by OYO. During this time, OYO also earned bad press. Many articles were published 
in newspapers and magazines that heavily criticized OYO. OYO lost favor with 
customers and its business suffered. The losses created a ripple effect – profits fell 
and many employees were fired. Further, OYO’s relations with various hotels and 
their managers also suffered. Due to the continual bad feedback and delay in payments 
made to hotels by OYO, a lot of unpleasantness was created. In some cases it led 
to fights, in others it led to cancellation of contracts between the hotels and OYO.

Figure 1.
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Figure 2.

Figure 3.
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ETHICAL ISSUES

To highlight some of the ethical issues at OYO the authors have shared primary 
qualitative data collected from some ex-employees of OYO. (Use of qualitative data 
is recommended to capture sensitive issues (Sandhu, 2016)). These respondents 
though willing to share their views and experiences, preferred to stay anonymous. 
They shared their experiences with the authors in the following words.

I want to share one incident that involves a person who used an OYO room in 
Shimla. My team and I were mandated to collect 5 or 4 star ratings from customers 
of OYO. So, it was customary for us to make pre-check-in calls to the customers 
and provide the contact number of the hotel managers/owners. We also asked the 
customers to get in touch with us in case of any difficulty. One night I received a call 
at 12:05 AM. I was shocked, but despite the odd hour I decided to answer the call. 
On the other side was an irate customer whose driver could not locate the hotel. 
The customer though that I was the receptionist and he could talk to me in which 
ever manner he deemed fit.

Further, how is it possible to seek a 5 or 4 star rating from a dissatisfied customer? 
As difficult as the task is, it is equally unethical.

Figure 4.
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The behavior of the hotel owners towards the OYO staff is extremely rude. Such 
rudeness is unwarranted. The primary issue is delayed payments by OYO. Fights 
between hotel owners and OYO area managers have led to many police cases. The 
fights have also been the cause of many newspaper and magazine articles written 
against the services provided by OYO.

OYO employees are grossly overworked and underpaid. Weekends are as busy as 
weekdays. The culture is very disappointing.

I worked day and night for the company. All I earned was disappointment.

Figure 5. Figure 6.
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OYO was doing great business, but due to some mistakes OYO faced many 
problems (Alpeyev & Hyuga, 2020). All stakeholders, in particular the hotel owners, 
ex-employees and customers provided negative public and private feedback (Goel 
& Singh, 2020; Kaushik, 2020). Some hotel owners also terminated their contracts 
with OYO due to its growing bad reputation. Many controversial statements and 
stories were published in newspapers/magazines and aired on television. As a result, 
OYO lost business and had to resort to mass firing of employees (Chaturvedi, 2020; 
“Oyo to sack 5,000 worldwide as business catches a cold”, 2020). Softbank also 
ended its tie-up with OYO.
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ENDNOTE

 It is time for OYO to constructively respond to its bad image. OYO must take 
concrete steps to rebuild its reputation in the market (Purnell & Dvorak, 2021). 
The feedback received from the hotel owners and customers should be critically 
reviewed with a view to take corrective action. Further, customer complaints 
related to food and service quality should be satisfactorily redressed. OYO should 
work on improving its reviews, which is the way to attract customers these 
days. OYO should also sincerely work on building and nurturing relationships 
with hotel owners. They are a key stakeholder in the overall business model of 
the company. Goodwill of the hotel owners will also help OYO acquire more 
properties.
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ABSTRACT

Businesses are growing rapidly. They are using different strategies to connect 
customers. In this process, marketing is the most important thing. Most people use 
social media, and it has become one of the best platforms for marketing products. 
On social media, people can share their views and opinions and also get knowledge 
about the product and its updates. One of the fundamental reasons for utilizing 
social media in marketing is as a specialized apparatus that makes the organizations 
open to those interested in their products and makes them visible to the individuals 
who have no information of their products. These companies utilize social media 
to make a buzz and learn from and target customers. Therefore, companies need to 
look at various social media platforms where their customers exist. In this chapter, 
the concept of social media marketing is discussed with some practical examples 
of companies applying social media marketing tools.

INTRODUCTION

Economic development is the procedure by which a nation improves the prosperity 
of its natives through political or financial methods, is impacted by an assortment 
of components, including Marketing. The term is regularly mistaken for economic 
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growth, which alludes to an expansion in the capacity of an economy to create products 
or administrations after some time (Sheoran et al. 2018). Truth be told, economic 
development is just a single critical factor in the financial advancement of a region.

Marketing is viewed as the most critical action in a business enterprise while 
at the beginning period of advancement it was viewed as the last activity (Mago, 
2017). For convenience, the significance of marketing might be clarified as follows:

i) Conveyance of Standard of Life to the General Public:

Present day marketing dependably goes for consumer satisfaction (Diaconescu, 
2020). Along these lines, the fundamental obligation of marketing is to create goods 
and services for the society as per their necessities and tastes at a sensible cost.

ii) Reduction in Distribution Cost:

Through effective marketing, the organizations can diminish their distribution 
expenses to a great extent (Blazheska, Ristovska & Gramatnikovski, 2020). Reduction 
in the expense of distribution straightforwardly influences the costs of products in 
light of the fact that the expense of distribution is an important piece of the complete 
cost of the item.

iii) Enhancing Employment Opportunities:

Marketing contains advertising, sales, distribution, branding and a lot more exercises 
(Štrach, 2018). So, the advancement of marketing naturally offers to ascend to a 
requirement for individuals to work in a few zones of marketing. Along these lines, 
the business openings are conceived.

iv) National Income Growth:

The successful task of marketing activities creates, maintains and builds the demand 
for products and enterprises in the society (Subhashini & Kowsalya, 2020). To satisfy 
this expanded need the organizations need to build the dimension of production thus 
raising their income. This expansion, thusly, builds the national income.

Social Media Marketing can be communicated as the process toward making 
matter that marketers have customized to the setting of every social media platform so 
as to initiate client participation and belongingness (Duffett, 2017). But every social 
media platform is different and hence same content can be shared on all platforms, 
for few platforms video is apt and for few images can work better (Wang & Kim, 
2017). Following graphic shows, the various available social media platforms.
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One of the fundamental reasons for using social media in marketing field is that 
it provides direct information to the company related to customer preferences and 
awareness regarding their product (Keegan & Rowley, 2017). Additionally, companies 
use social medial to create buzz for their product in the market (Vinerean, 2017). 
Social media marketing is applicable at each stage of marketing from customer 
acquisition to customer retention.

LITERATURE REVIEW

Dwivedi et al. (2020) in their paper explained the opportunities and issues in social 
media marketing specially related to ethical issues, electronic word of mouth, B2B 
marketing, mobile marketing, digital content management and artificial intelligence. 
The findings of the study show that there are ample opportunities of technology like 
VR and AI in the field of social media marketing.

Jacobson, Gruzd & Hernández-García (2020) studied in their paper the requirement 
for professional norms in use of consumer data for social media marketing by 
marketers. The study recommends strategy for marketers to mitigate the concerns 
of consumers regarding use of their information on social media.

Iankova et al. (2019) explored in their paper the fundamental difference in usage 
and perceived importance of social media marketing. The study concludes that 
social media marketing is of less significance as communication channel in B2B.

Chen & Lin (2019) studied the impact of activities of social media marketing 
on purchase, participation and continuance intention of consumer. The findings of 
the study show that activities of social media marketing indirectly influence the 
perceived value and identification of goods.

Tafesse & Wien (2018) studied the impact of social media on company’s marketing 
strategies. The study covers social media analytics, customer engagement initiatives, 
active presence, and social media strategy.

Bilgin (2018) studied the impact of social media marketing on brand loyalty, 
brand image and brand awareness. The findings of the study suggest that social 
media marketing has positive influence on brand image and is most effective in 
creating brand awareness. It was also found that social media marketing develops 
brand loyalty also.

Felix, Rauschnabel & Hinsch (2017) in their study explored social media marketing 
governance, networks and hierarchy, poles of modernism and conservations, social 
media marketing culture, and generic dimensions. The study also suggests a framework 
for social media marketing which fulfills the objective and mission of organization.

Alalwan et al. (2017) in their study reviewed and examined 144 articles on social 
media marketing. The areas which were covered in these articles were impact of 
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social media marketing on firm’s performance and brand, customer relationship 
management, e-WOM and advertisements. After review of these articles, the paper 
also suggests the scope of future studies in the field of social media marketing.

Godey et al. (2016) focused on the influence of social media marketing activities 
on creation of brand equity and behaviour of customer. The study was conducted over 
around 850 luxury brands and measured five parameters of social media marketing 
i.e. WOM, customization, trendiness, interaction and entertainment. The finding 
of the study suggested that there is positive influence of social media marketing 
on brand equity.

Stephen (2016) studied five themes of social media marketing i.e. eWOM, 
mobile environment, consumer behavior, digital advertising and digital culture. 
The study throws light on various aspects of consumer experience related to digital 
environment. The study concludes that majorly social media marketing revolves 
around eWOM and other aspects are not discovered. Thus, the study suggests that 
there is requirement of exploring wider scope of social media marketing.

Zhu & Chen (2015) studied the impact of social media advertising on buying 
decision of consumer of US. The study presents the typology of social media 
marketing on the basis of following categories – creative outlet, collaboration, self-
media and relationship. The finding of the study shows how each element cater to 
need of consumer.

Dwivedi, Kapoor & Chen (2015) reviewed the literature of 71 articles based on 
social media marketing to understand SMM as new marketing channel. This study 
suggests the gap in the field of social media marketing and scope for future research.

Constantinides (2014) studied the present status, effects and nature of social 
media to understand its role as agent for customer empowerment. The findings of 
the paper recommend two strategies for social media marketing i.e. passive approach 
and active approach. Using social media marketing as customer voice is passive 
approach and using social media marketing as PR channel or direct marketing is 
active approach. The paper also suggests the future scope of research.

Dahnil et al. (2014) reviewed academic literature related to adoption of social 
media marketing by SMEs. The finding of the research suggests the level of adoption 
of social media marketing at global level.

Vinerean et al. (2013) studied the people interacting online and engage in 
communicating directly about brand. The study was conducted over around 250 
social media users and different segments of social media users were identified. 
The findings of the study are useful for marketers to approach different social media 
users with different social media marketing strategy.

Paquette (2013) conducted a vast literature review to recognize the concept of 
social media marketing, virtual brand community, consumer motives, user generated 
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content, and viral advertising. The study also suggests that there is scope of further 
study on social media marketing opportunities for small retailers.

Saravanakumar & SuganthaLakshmi (2012) explained in their paper the need for 
companies to realise the significance of social media marketing, use it as promotion 
mix, use it as communication channel and to build brand equity.

Erdoğmuş & Cicek (2012) focused on the influence of social media marketing 
on the brand loyalty of consumer. The study was conducted over 338 people who 
at least follow one brand on social media. The findings of the study suggest that 
brand loyalty of consumer is positively influenced when consumer directly offers 
applications on social media, appears on various platforms, offers popular content, 
offers relevant content and advantageous campaigns.

Neti (2011) explained in his paper the concept of social media marketing, its 
benefit, growth, strategies, relevance and role in marketing. The findings of the 
study suggests that social media marketing is gaining popularity day by day and 
other organizations should also adopt it as marketing strategy.

Akar & Topçu (2011) shows in their study the factors affecting the attitude 
of consumer towards social media marketing. The study was conducted over 
undergraduate students to understand their attitude over 32 items. The finding of 
the study shows that there are six factors which affects the attitudes of consumer.

Hoffman & Fodor (2010) in their study showed paths to effective social media 
strategy and relevant metrics for social media applications organized by key social 
media objectives.

Fogel (2010) in his paper studied the current issues in brand and product 
measurement conversation in social media. The finding of the study shows that 
companies should include eWOM in their advertising strategy.

Mangold & Faulds (2009) argued in their paper social media as a part of promotion 
mix. The paper present two views – one traditional and other non-traditional. The 
traditional view says that social media allows company to talk directly to consumer 
while non-traditional view says that social media allows consumer to converse with 
each other which is not control of manager.

Ray (2009) studied the impact of social media marketing investments and 
explained four perspective for marketers – risk management, brand management, 
digital and financial perspective.

Reuben (2008) in his paper studied 148 universities which are using social 
media as their marketing mix to reach their target customers. The popular social 
media platforms identified in this study are Twitter, Flickr, YouTube, MySpace, 
and Facebook.

The literature review shows that large companies, small businesses, universities 
and small retailers are using social media marketing in their promotion mix. But 
social media marketing is still seen as eWOM and its other application are still to be 

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



212

Social Media Marketing as New Marketing Tool

explored. Additionally, it shows that there is no framework for managers to control 
the WOM on social media. It also shows that there is a gap for research on scope 
of AI in social media marketing.

RESEARCH METHODOLOGY

Research Aim

The aim of the study is to identify social media marketing as a tool for companies 
to reach to the end consumer and create brand awareness. The research is done by 
thorough literature review using journals, book and other data in electronic form. 
The data from one company using social media in their promotion mix was collected 
and analyzed.

Research Strategy

The current study is conducted through case study method. Case study method is 
a method where a situation in analysed in depth (Harrison et al. 2017). Thus, case 
study method is a descriptive method where a situation is explained and analysed 
in depth. In the present study, the case of Coco-Cola company is taken to analyse 
the use of social media marketing by company.

Research Objective

1.  To identify and analyse the way organizations are using social media marketing.
2.  To identify the advantages and disadvantages of social media marketing to 

businesses.

Research Approach

The research approach used in the current study is deductive as the researcher has 
first identified the research problem and defined the research questions and then used 
case study method to identify the impact of social media marketing on businesses. 
Deductive approach was used in the present study as it helps in establishing 
relationship between two variables (Woiceshyn & Daellenbach, 2018) i.e. social 
media marketing in promotion mix of businesses.

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



213

Social Media Marketing as New Marketing Tool

Type of Research

The current research is descriptive research as the present study provides answers 
to research questions of ‘how’ companies are applying social media marketing 
and ‘what’ are its advantages and disadvantages. As descriptive research provides 
answers to questions like how, what, when and where (Kothari, 2004).

Collection of Data

In the present study, the data is collected from secondary sources such as official 
statistics, public documents, books, newspaper, magazines, articles, journals, and 
website of selected company. Secondary data is the data which exists either in 
published or electronic format (Noor, 2008). The data is collected in a way which 
ensures integrity (Marczyk and DeMatteo, 2005). Collection of secondary data is more 
convenient for researcher and further clears the research objective of the researcher.

CASE STUDY

Coca Cola and Facebook

As we all know that coca cola is one the biggest beverage brand in the market selling 
3900 beverage choices and in 200 countries with over more than 500 brands. “We 
communicate exactly the same thing today as we did 125 years ago,” M. Berquet 
(Director of Marketing, Coco-Cola) said, “and that is Coke’s unique taste. We try 
to achieve brand love by communicating that message, and we have always been 
guided by the same principles: be unique, be simple, be honest and tell brand stories.” 
According to him, brand image can be built through consistency. In one of the tests 
conducted in 2014, the blindfolded subjects were able to undoubtedly recognize only 
two shapes i.e. one of egg and another coke bottle. That is definitely an achievement.

One of the contributing factors for this success is the social media marketing on 
various social media platforms majorly Facebook (Rauschnabel, Praxmarer & Ivens, 
2012). Coke uses many Facebook interfaces and products in its use that includes a 
news feed, posting ads, logout experience, etc. Coke worked with Starcom MediaVest 
to use the full range of Facebook products and the results that were analyzed with a 
study conducted by the Kantar Worldpanel study on the same in 2013.

The most noteworthy move of the Facebook marketing took place in 2013 when 
Coca- Cola launched a multichannel campaign and television and FB focusing a 
return of the polar bear family made by Ridley Scott (Refer figure 1). The 6-minute 
promotional video takes their journey across the Arctic and learns about leadership. 
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This Advertisement was broadcast on television into a 30-sec spot in prime time. 
Over a 3 days period, the company decided to use the FB target block using the 
logout experience i.e. the ad used to play when the users logged out of their Facebook 
accounts.

As already mentioned the company is a popular brand in more than 20 countries 
and hence it has a different strategy of marketing to cover the diverse culture in these 
countries. Facebook has played a very important role in their social media strategy 
and we will consider success story for the most profitable cases where Facebook 
has played a significant role to help coke make huge ROI.

European Partners

The European partners of the company coke used the help of a local agency named 
PauwR Digital marketing to study the local market and audiences and device methods 
that increase the sale of the product in the local areas (Deighton & Kornfeld, 2011). 
For this reason, they made advertisements that were both local and personal. They 
devised the call to an action method, where people were invited to come and try the 
Fuze Tea which was absolutely free and claimed to return money back if they did 
not like the product on a refund page available to the customers.

Figure 1. Coco-cola TV commercial used on FB
Source - digitaltveurope.com
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Two types of advertisements were used to link ads and carousel method (Refer 
figure 2). The former was used if the vendor used to keep only one type of product/
flavor and the latter if the vendor has multiple products of flavor.

Facebook contributed very heavily in the entire campaign by helping got make 
advertisements by using Facebook APIs and the company was able to make over 
10,000 + ad creatives as a part of 2,500 ad sets. With the help of this API, the company 
produced mathematical and statistical adjustments and increase campaign output.

Coke Brazil

In the autumn of 2017, the coke campaigns with the help of eight Brazilian singers 
which were Simone and Simaria, Anitta, Luan Santana, Projota, Solange Almeida, 
PablloVittar, Thiaguinho, Valesca, and Ludmilla (Refer figure 3). The photos of these 
singers were made available on the coke cans and the final goal was a contract of 
a musical video by the top 3 singers that were picked by the audience at the end of 
the promotion (Kačániová & Bačíková, 2016). The winning trio of the promotional 
campaign was PablloVittar, Simone and Samaria and Luan Santana and hence came 
the record hit “Hasta la Viste”.

Coke’s and Facebook’s partnership on this campaign involved a number of 
elements, let it be #FanFeat project, live broadcast of the trio’ show and messenger 
live voting of their famous artist, etc. The company not only invested in FB but also 

Figure 2. Coke ad on Facebook
Source - www.cocacolaep.com/sustainability/this-is-forward
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much other social media feeds including Vertical Video, Live, Instant Experience 
ads, ads, Stories, and Insta feed. The result of this strategy was humongous and it 
was estimated that 3.6 million people were reached in 2 hours and around 600,000 
views on Facebook live for a show in Sao Paulo.

Coke Taiwan

Targeting the audience in the age group of 11-20 and 20-30 who were interested in 
music and drinks, a multilevel campaign as launched consisting of the following 
objectives:

• To introduce a new bottle design
• The new bottles picturized 3 popular music artists who made promotional 

videos to make that the point the coke make summer fun and favorable (Refer 
figure 4).

The company also announced a launch of a new Messenger Bot along with a short 
video ad. The video was an adaptation of the tv commercial and it was converted in 
carousel format and uploaded in Instagram stories. It basically advertised the 3 artists 
featuring new Coca-Cola bottles. When people clicked on the advertisement it takes 

Figure 3. Coke Facebook partnership campaign
Source - oglobo.globo.com
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them to the bot which asked the people questions, increasing interest, and traffic. It 
encouraged a fun, personal, one-to-one interaction and also created awareness about 
the promotion in the target audience of young adults. It also created encouraged 
them to participate in Coca- Cola’s lucky draw.

Coke and YouTube

Coco-Cola had created its own channel on YouTube with the objective to target young 
audience which spend their maximum time on iPhones, YouTube and Facebook 
(Refer figure 5).

Google as of late appealed that YouTube carries a ROI which 78% greater than 
television advertisements, with the research proposing that companies ought to spend 
anyplace between five to 25% of their advertisement spending plan on the channel.

The medium “CokeTV’’ is a strategy adopted by Coke to catch the attention 
of social media generation. It is adjoined by Dodie Clark and vloggers Emmanuel 
“Manny” Brown. This idea was influenced from the success of marketing strategy 

Figure 4. Picture of 3 popular music artists on Coco-Cola bottles
Source – Perez, 2020
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of Red Bull (Brownbill, Miller & Braunack‐Mayer, 2018). The marketing strategy 
adopted by Red Bull to connect to young generation was to present itself as an energy 
drink by sponsoring various thrilling sports. It widespread its marketing campaign 
from all possible digital channels to its own TV channel named RebBull TV.

Figure 5. CokeTV GB and Ireland
Source - Reporter, 2016
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Coke entered into social media marketing but a bit late from its other competitors. 
Coke started its own YouTube channel in 2014. But as it is well said its never too late, 
So Coke at least made its presence on YouTube. It added to Coke’s other marketing 
strategies. It also opted catchy tag lines to attract the attention of consumers. It also 
added varieties in its product line. It also product line with zero or low sugar content. 
The marketing Director ‘Bobby Britain’ says that CokeTV is different from others 
because it speaks the language of its customers.

“It will be the most engaging platform to reach young adults in GB and Ireland, 
entertaining them with relevant and authentic content, uniquely served in a way 
only Coca-Cola can,” Britain added.

CASE ANALYSIS

Facebook

Case Analysis of the Coke Investment

The entire promotion was largely aimed at creating brand awareness. Using its 
campaign as a medium Coca-Cola wanted to encourage people to participate in 
various activities using FB adding as a compliment to the television resulting in 
a direct impact in sales. Delivering the message to a wider audience this strategy 
reaped incredible results. According to a study, Facebook leads in incremental sales 
with an ROI greater than all other media:

• Over 1.4 million unique shoppers reached
• Facebook was able to obtain 27% incremental sales with a mere 2% of gross 

media budget.
• 18% of the total potential buyers were exposed on the Facebook campaign.
• 3.6 times greater Return of Investment than television ROI.

Case Analysis of the Coke Investment in the European Market

According to Pieter Voogt, Managing Director, PauwR Digital Marketing “This 
campaign was a win-win-win for Coca-Cola European Partners, the vendors, and 
customers. For Coca-Cola European Partners Nederland, it provided the ideal solution 
to supporting thousands of outlets with local relevancy at scale. For vendors, that 
meant new customers and for the customers themselves, they got to try Fuze Tea 
for free.” During the February–April 2018 campaign, Coca-Cola European Partners 
saw more than 32,000 people in the Netherlands try Fuze Tea for free.
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• Over 1.4 million unique shoppers reached
• 32,170 offers redeemed

Case Analysis of the Coke Investment Brazil

Coca-Cola utilized the music as a base to reach out to the youth on Facebook in a new 
and way which was notably compelling, giving the target audience a chance to take 
part in the promotion and campaign. The entire success was only possible because 
of the combined result of Coca-Cola, FB, JWT, and KOLAB. This promotional 
method came out to be world’s most intelligent way to form a community of fans 
and approach by giving them a cause and innovative formats like a celebration of 
the outcome and hand album

• 20-point ad recall in the second phase of the campaign
• 8-point increase in brand favourability
• 8-point increase in top-of-mind for association with music

Case Analysis of the Coke Investment Taiwan

Coca-Cola wanted to engage teens and young adults through its summer 2018 
campaign to improve brand favourability as well as brand interest. The results were 
highly favorable for the company and the major credibility goes to the users of 
the Bot. The one to one interaction method boosted brand favourability and many 
customers were engaged with the brand via the bot to the Messenger to show their 
love for the videos, releasing quality results.

• 65% of the target audience reached
• 22% lift in sales in convenience store channel compared to before the 

campaign
• 15.6 interactions per person on Messenger

YouTube

In order to handle diminishing popularity of its image among the millennials, Coca-
Cola chose to dispatch a channel on Youtube. Youtube is the most-well known 
video-sharing stage and is extremely mainstream among the youth. Coca-Cola began 
with youth-driven campaigns like “Share a-Coke” which was an enormous success. 
For connecting with much more prominent audience Coca-cola began working 
together with well-known youtubers. Coke has various videos on YouTube which 
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are shot with Athletes, performing artists, and trending youtubers and these videos 
were trending in top 100.

In Croatia, a Youtube Talent show was launched. The point of the show was to 
discover new talent from among a huge number of Youtube users..

KPIs

The Key Performance Indicator of Coke marketing strategy is that it keep on submitting 
new videos on daily basis, kept those videos short and got various followers and likes 
on YouTube. The cost of this advertisement strategy was low and its reach and impact 
on people was high. The video of Coke which motivated viewers to share the bottle 
of coke got millions of likes and share. Thus, this strategy ensures that the video is 
effective, liked by people and reached to million of viewers. Additionally, it does 
not cost any additional money to company. It was all possible because of growing 
popularity of social media and smartphones and availability of internet everywhere.

CONCLUSION

Social media has been a very important source of marketing especially in recent 
times and many companies rely on the same. Let it be the newer companies who 
rely majorly on social media for marketing or let it be older companies who are 
shifting their traditional television advertisement-based approaches to social media 
marketing ones and earning huge profits. The case study of Coca-Cola confirms the 
statement as we have seen the shift from their traditional based approaches to social 
media ones. Facebook, Twitter, and YouTube play a very significant role in the 
same and location-based strategy is a cherry on a cake to customize the marketing 
pattern and model as per the geographical and cultural needs to ensure better results. 
Hence we conclude that social media marketing is a very significant method or part 
in any marketing strategy.
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ABSTRACT

In the present scenario, cost and management accounting techniques have proved 
their effectiveness in decision making as they provide value creation. Therefore, 
the need for transforming traditional cost and management accounting to strategic 
cost management has been recognized. Manufacturing or service industries 
continuously seek to achieve business performance with the help of strategic cost 
management using contingency theory. This chapter provides a semi-systematic 
review of the articles and research papers examining major themes found in the 
literature focusing on the impact of various factors that are contingent in nature on 
the business performance through usage of strategic cost management. Systematic 
analysis of literature identified numerous relevant articles and research papers in 
eminent journals. The results indicated that there exists an interrelationship among 
variables, and the finding supports the central proposition of contingency theory 
where business performance increases with the usage of strategic cost management 
and contingent factors.
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INTRODUCTION

Researchers have been exploring techniques of cost and management accounting along 
with their application, contingent factors and their effect on business performance 
over a couple of decades (Godil & Shabib-ul-hasan, 2018). It provides managers 
as well as internal staff shareholders with economic and financial information 
(Weygandt, Kimmel, and Kieso, 2010). This indicates that cost and management 
accounting play a vital role in the success and failure of the organization as it leads 
to effective decision- making of the company.

Some creative cost and management accounting methods have been presented in 
recent literature (Abdel-Kader & Luther, 2008; Zawawi & Hoque, 2010; Pavlatos, 
2018). In the current business scenario, which is marked by constant competitive 
pressure, industries need to explore innovative strategies related to cost management 
and shall work on cost reduction which is a premise for value generation in order to 
achieve long term profitability and survival. Strategic cost management place greater 
reliance on strategic cost analysis which enables a firm to develop a framework for 
identification of superior strategies like cost leadership or differentiation with the 
help of strong information base so that a firm can achieve competitive advantage 
(Savić et al., 2014). It also leads to effective coordination between strategies, cost 
structure and organizational resources (Henri, Boiral, & Roy, 2016). This statement 
shows that one of the most important strategy is cost leadership in order to achieve 
an edge over competitors in the present challenging environment (Savić et al., 2014). 
So this aims at developing a sound and coherent framework by using contingency 
theory perspective. This paper aims to review studies focusing on impact of various 
factors that are contingent in nature on the business performance through usage of 
strategic cost management in manufacturing as well as services industries. This 
entails development of various themes depicting interrelationships among variables 
like contingent factors, strategic cost management and financial and non-financial 
business performance.

REVIEW OF LITERATURE

Numerous researchers examined the inaccuracy of traditional costing approaches 
because it focuses primarily on cost control and not on gaining competitive advantage 
and revenue growth, leading to the adoption of new cost accounting techniques in 
the manufacturing and service industries (Jinkens & Yallapragada, 2010; Messner, 
2016; Pavlatos, 2015; Auzair, 2015). Strategic cost management is an ideology 
and a combination of methods that help define the company’s future and compare 
it to conventional cost management (Kumar & Shafabi, 2011). The value provided 
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by SCM and its array of accounting systems have been incorporated to provide a 
sustainable competitive advantage to the manufacturing and service industries (Savić 
et al., 2014). Liu (2015) also emphasized on the importance of SCM in modern 
businesses to strengthen the competitiveness of businesses.

In an attempt to gain competitive advantage, several researches about the use of 
contemporary strategic management techniques in companies were conducted and 
a perspective was taken from the respondents (Janjić et al., 2017). Another author 
(Sulanjaku & Shingjergji, 2015) aimed at evaluating the SCM framework and 
defining the most commonly used SCM accounting instruments. SCM strategies 
are used to prepare and execute short-term and long-term decisions, which in turn 
leads to cost savings as well as an enhancement in product value.

The SCM methods were initially introduced by Guilding et al. (2000) which also 
helped in identifying criteria for recognizing as to how a specific cost technique can 
be considered as strategic. SCM’s key feature suggests a long- futuristic approach 
with highly centered context. Taking this point of view into consideration, SCM 
techniques shall incorporate two key elements: extrinsic business environment and 
long-term strategic approach. Guilding et al. (2000) found twelve Strategic cost 
management techniques from existing literature, then Cravens and Guilding, 2001 

Figure 1. Strategic cost management techniques
Source: “Cadez, S., & Guilding, C. (2008). An exploratory investigation of an integrated contingency 
model of strategic management accounting. Accounting, Organizations and Society, 33(7–8), 836–863. 
https://doi.org/10.1016/j.aos.2008.01.003”
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introduced 3 additional approaches. Thus, Cadez and Guilding (2008) gathered 16 
SCM techniques from previous literature and divided the techniques further into 
five major categories.

Most studies have used contingency theory approach as a method to analyze 
strategic cost control (Guilding, 1999; Chenhall & Langfield-Smith, 1998; Simons, 
1987; Cinquini & Tenucci, 2010; Anderson & Lanen, 1999; Sayilar, 2016; Fisher, 
1995). Otley (2016) indicated that wider view of contingency theory should be 
adopted so that individual firms are more concentrated. Following the same context, 
in a comprehensive contingent model, the impact contingent factors like strategic 
choices, company size and business orientation was analyzed by Cadez and Guilding 
(2008) on SCM and then mediating effect of SCM on business performance was 
also investigated. Several researchers have provided multiple contingent factors, 
depending upon the usage of strategic cost management. Such contingent factors 
include concentrating on major groups of contingencies: the external environment, 
technology and operational dimensions (Haldma & Lääts, 2002). There was also an 
attempt to examine the relationship between the contingent factors such as the policy, 
size, technology, national culture, structure, nature of the environment and control 
systems and usage (Chenhall, 2003; Cinquini & Tenucci, 2010). Other factors that 
can drive SCM use are: perceived environmental uncertainty, market orientation, 
Intensity of competition, quality of information system (IS) information in service 
and manufacturing industries (Pavlatos, 2015; Al-Mawali, 2015). An effect of 
coordination between strategies which competitive and strategic cost management 
was also examined for small manufacturing firms to obtain competitive advantages 
(Melo & Leone, 2015).

Several researches have been carried out in the context of strategic cost management 
(SCM) practices implemented by industries in India and how they influence business 
performance (Ganapaiah, 2017). There has been substantial empirical research into 
the relationship between management accounting usage and performance (Alamri, 
2019). According to ‘contingency-based’ studies, “fit” is best defined as a cohesion 
between contingency factors and technique of strategic cost management (Chenhall, 
2003). Studies investigating the same context claimed that when contingent factors 
like strategy and its choices, efficient cost and management accounting systems 
and improved organizational design will have an appropriate match among each 
other, organizational performance will automatically be improved (Jermias & Gani, 
2004). The effect of contingent factors, including: organizational configurations, 
strategic choices, management accounting systems, and size of the company on the 
usage of SCM and in addition, its mediating effect on the performance of firms and 
the effectiveness of business units has been found in many studies (Alamri, 2019; 
Jeremias & Gani, 2004; Pavlatos, 2018). A collaboration has been defined between 
SCM including target costing and financial performance, along with non-financial 
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performance including balance score card (Stanley, 2017; Yilmaz & Baral, 2010). The 
positive effect of advanced manufacturing technology, the implementation of Total 
Quality Management (TQM), Total Productivity Maintenance and the engagement 
of manufacturing managers in the strategic formulation on the competitiveness of 
the firm and the performance of manufacturing companies were also documented 
in the literature (Tracey et al., 1999; Fuentes et al., 2006; Al-Naser & Mohamed, 
2017; Sahoo, 2018).

Semi -Systematic Literature Review

RESEARCH QUESTIONS

1.  To what extent does contingent factors impact business performance?

Figure 2. Flow of information through the different phases of a semi- systematic review
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2.  To what extent does SCM adoption and usage mediates the relationship between 
contingent factors and business performance?

OBJECTIVES OF THE STUDY

1.  To identify the important contingent factors that affect SCM adoption and 
usage and business performance.

2.  To identify the dimensions of business performance.
3.  To review studies exploring the interrelationship between contingent factors 

and business performance.
4.  To review studies exploring the interrelationship between strategic cost 

management and business performance.
5.  To review studies investigating the role of strategic cost management as 

a mediator on the relationship between contingent factors and business 
performance.

THEMES

1.  The important contingent factors that affect SCM adoption and usage and 
business performance.

Among various theories of organizations, Structural contingency theory was the 
initial framework which was developed. It arose when organizational research studies 
were converged and developed since the 1950s with the help of open system theory. 
The basic concepts taken as base for the study were as organizational structure and 
environment and the interrelationship between them. The theory is established on 
organizational survival and success, thus considering and analyzing the relationships 
between organizations and their surrounding environment in context of their relevance 
to business performance. It mainly emphasized on inventing which factors in an 
organization lead to sustainability and growth. This also points out the compatibility 
between contingencies determined by characteristics of the organization. The theory 
indicates that contingencies identified by external environmental uncertainty, 
business strategy, technology and size of organization involve specific organizational 
structures (Sayilar, 2016).

The problem of fit between an organization and its contingent factors has been 
a focus for theory building and study in recent years. The changing economic 
climate has increased interest in improving the efficiency of organizational business 
processes and thereby leading to effective business performance (Trkman, 2010). 
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The theory of contingency claims that there is not a single optimal way to organize 
and an organizational approach that is successful in a particular scenario may not be 
effective in others (Fiedler, 1964). Organizations should adapt appropriate strategies 
and structure which is suitable to the environment to ensure smooth operations 
(Patrick et al., 1999). In other words: the optimum style of organization is dependent 
on different constraints, and there is no standardized of doing it. Burns and Stalker 
(1961), quoted by Fargnoli et al. (2012), were the originators of a research where 
there was usage of contingency approach. Interviews in British industries were taken 
in order to determine whether there was any association among these industries’ 
administrative activities and its external environment. The findings showed a positive 
association. Therefore, the authors deduced that different organizational structure 
exists for different operational environment. Investigation was grounded on the 
perspective that environment arbitrates organization’s structure and its functioning.

Fargnoli et al. (2012) investigated the interrelationship between organizational 
structure and technology. Findings indicated that there is impact of technology on 
the organizational structure and behavior, and this association results in improved 
organizational performance. According to Otley (1980), it is the assertion that 
the doctrine of theory of contingency is that all organizations within different 
locations do not have a commonly relevant accounting system. The selection 
of appropriate systems will therefore rely on the organizational circumstances. 
Chenhall (2003) found that the surge of contingency research is to explore the 
management accounting practices and how the selection of contingent variables 
is being practiced. Reported contingent factors which explain the effectiveness of 
cost management in organizations were size, organizational structure, technology, 
strategy, environment and organizational culture (Junqueira et al., 2016). Although 
usage of Contingency Theory and research on cost and management accounting 
is current, some time ago its interrelationship with organizational factors was 
also recognized. Many researchers like Haldma and Lääts (2002), Baines and 
Langfield-Smith (2003), Chenhall (2003), and Ahmad (2012) have acknowledged 
the interrelationship between contingent factors and management accounting and 
it resulted in the discovery of most common contingent factors like, intensity of 
competition, organizational performance, decentralization, technology, environment, 
organization size, organizational structure, strategy and culture. According to Chenhall 
(2003), the primary aim for implementing the paradigm for contingency theory is 
based on reasons like: the contingency framework would include probable causes for 
various applications of management accounting methods like performance measures 
(Otley, 1980). Next, analytical base is supplied by contingency framework (Jones, 
1985). Ultimately, the contingency framework is an analytical system that enables 
this study to establish specific hypotheses and statistically evaluate them, based on 
the variables selected such as technology, TPM, organizational culture and strategy 
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(Xiao et al, 1996). Fisher (1995) highlighted the concept of Contingency Theory 
and it indicated various factors like external environment, mission and competitive 
strategy, technology, firm and industry variables and knowledge and observability 
factors. Langfield-smith (1997) analyzed the association between management control 
systems and business strategy using contingency approach. Major focus was on one 
of the most important contingent factor-Strategy. Strategic typologies focused on 
strategic variables like defenders, prospectors and analyzers (Miles &Snow, C1978), 
Strategic positioning involved cost leadership, differentiation and focus (Porter, 1980, 
1985) and Strategic mission was build-hold-harvest-divest (Gupta & Govindarajan, 
1984). Fuentes et al. (2006) explored the association between strategy and TQM 
and their effect on organizational performance. In strategy, the focus was on various 
strategic dimensions like Cost leadership (cost reduction efforts, price cutting ability 
of the firm), Marketing differentiation (brand image, marketing channels and service 
and advertising investment) and Innovation differentiation (Lee & Miller, 1996; 
Lee, 1989). Fakhri et al. (2009) also investigated the impact of contingent factors 
on the business performance of organizational performance of banking industry 
in developing countries. Contingent factors included organizational structure, 
organizational size, business strategy and level of competition. Pertusa-Ortega et 
al. (2010) analyzed how the structure of an organization impacts organizational 
performance by evaluating the same with competitive strategy on a sample of Spanish 
firms. The dimensions of organizational structure were Centralization, Complexity 
and Formalization (Cruz and Camps, 2003; Aiken et al., 1980; Miller and Dro¨ge, 
1986; Miller 1992, 1987b; Pelham and Wilson, 1996). Strategic dimensions were 
Innovation differentiation, Marketing differentiation and Low cost (Miller, 1987b, 
1988). Trkman (2010) proposed an underlying theoretical framework by utilizing 
contingency theory which majorly concentrated on the compatibility between business 
environment and process. Contingent factors were strategic alignment, investment 
level and level of employee’s specialization. Sayilar (2016) examined the historical 
background, various theoretical developments along with a detailed description on 
structural contingency theory. The theory mainly emphasized on factors like strategy, 
size, technology, environment and structure. Strategy included product and price 
differentiation. Technology was based on three parameters- process of production, 
amount of variability and information technology. Environment factor focused on 
unpredictability, degree of competition, amount of change and resource munificence.

2.  Dimensions of Business Performance

Research on performance measurement has grown immensely over the past 
decade, as reflected in the extensive literature. All non-financial & financial 
perspectives were included .The increased attention given by managers, consultants 

 EBSCOhost - printed on 2/9/2023 1:14 AM via . All use subject to https://www.ebsco.com/terms-of-use



235

Developing a Framework to Study the Impact of Contingent Factors on Business Performance

Figure 3. Review of past studies on contingent factors
Source: Author’s own representation.
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and academicians to performance assessment reflects increased pressure on 
organizations to enhance efficiency and performance (Hoque, 2004). In addition 
to the contingency theory literature, practice of accounting methodologies and 
performance of business can get impacted from the environment of an entity (Otley, 
1980; Ittner and Larcker, 2003a). In conjunction with that Otley (1999) examined 
that performance measurement frameworks used in one business may not be ideal 
for another facing specific circumstances. Earlier studies used different parameters 
to assess the efficiency of the company in terms of multidimensional construct, 
i.e. financial and non-financial indicators (Sarkindaji et al., 2014). Performance 
of an organization was evaluated by using instrument evolved by Govindarajan 
(1984) and then it was used by Chong and Chong (1997), Abernethy and Guthrie 
(1994), Chenhall and Langfield-Smith (1998), Abernethy and Stoelwinder (1991) 
and Govindarajan and Gupta (1985). Therefore, in order to evaluate the effect of 
contingent factors with adoption and usage of SCM, performance can be evaluated 
in terms of financial and non-financial measures.

Financial Performance- Financial performance is an instinctive indicator of how 
well an organization can leverage assets from its initial business mode to maximize 
revenue. Various financial measures have been used in the studies conducted by 
many researchers (Liao and Wu, 2009; Lopez et al., 2005; Ramanujan, 1986), which 
entails sales growth, competitive position, organizations’ reputation, profitability, 
stock price, Return on Assets (ROA) Return on Investment (ROI) and Return on 
Sales (ROS).

Non-Financial Performance- In various studies, it has been reported by 
researchers that organizations have increased use of these measures for evaluating 
business performance in the past years (Govindarajan & Gupta, 1985; Ittner, 
Larcker, & Rajan, 1997; Nanni, Dixon, & Vollmann, 1992; Kaplan & Norton, 
1992, 1996; Simons, 1987, 1990; Ittner & Larcker, 1998). Non-financial measures 
include customer satisfaction (quality), market share position, product quality, 
introduction of new product, operating efficiency and societal welfare as measuring 
variable. Researchers indicated that non-financial measures can assist managers in 
organizations to recognize variations in the existing environment of business and 
can also determine and evaluate progress of business activities towards objectives 
and performance goals (Kaplan & Norton, 1996).

3.  To study the relationship between contingent factors and business performance.

The influence of contingent factors including organization size, structure, 
strategy, advanced manufacturing technology, environment uncertainty on business 
performance have been examined in the literature. Tracey et al. (1999) proposed 
that organizations that invest in advanced manufacturing technology and then focus 
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Figure 4. Review of past studies on dimensions of business performance
Source: Author’s own representation.
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on developing mechanisms for strategy formulation leads to better organizational 
performance with improved capabilities. (Hoque, 2004) attempted to examine 
how performance measures are selected and also identified its relevance on the 
association between strategic choice, environment uncertainty and business 
performance on 52 manufacturing companies and the results concluded that 
association exists between the variables and major emphasis was on non-financial 
measures. Fuentes et al. (2006) also examined the relationship between strategy 
and implementation of total quality management (TQM) and also analyzed their 
effect on the organizational performance. It further concluded that organizations 
that have greater degree of alignment between strategy and TQM leads to higher 
level of performance. Many theories have proved the relationship between 
business strategy and TQM (Schonberger, 1992; Pruett & Thomas, 1996; Wilcox 
et al., 1996; Srinidhi, 1998). Garengo and Bititci (2007) also emphasized on the 
relevance of performance measurement system in order to support organizational 
development. It mainly focused on interrelationship between contingency factors 
and performance measurement practices in SMEs. The contingent factors included 
management information system, organization culture and management style, 
strategy, corporate governance structure, external environment and company size 
and all of these impacted positively on business performance. Studies investigating 
the relationship between strategy and performance measurement were conducted 
by Garengo et al. (2005) and it also quoted the relationship of strategy and various 
performance measurement systems. Fakhri et al. (2009) also aimed to investigate 
how contingent factors impact the usage of performance measures in banking 
industry. Considered contingent factors were level of competition, organizational size, 
organizational structure and business strategy. Pertusa-Ortega et al. (2010) examined 
how organizational structure impacts organizational performance by considering its 
association with competitive strategy. It concluded that structure of an organization 
has an indirect impact on performance through competitive strategy. Stock et al. 
(2013) has investigated the impact of innovation oriented corporate culture on product 
program effectiveness (PPI) leading to analysis of business performance. Innovation 
included -Innovation oriented cultural values, cultural norms and cultural artifacts 
moderated by market dynamism and technological turbulence in order to check its 
impact on product program effectiveness and then also examined the impact of PPI 
on organizational performance by measuring return on sales, profits and return on 
investments. Nzewi et al. (2016) aimed to determine the relationship between total 
productivity maintenance (TPM) and business performance of selected aluminum 
manufacturing companies in Anambra state, Nigeria. The findings concluded that 
TPM has a positive and significant influence on business performance. Ahuja (2008) 
claimed that TPM is widely recognized and acts as a strategy method for enhancing 
manufacturing performance through effective improvement of production facilities. 
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Al-Naser and Mohamed (2017) also examined the integration between total quality 
management (TQM) and business performance through balance scorecard (BSC) 
in Iraqi manufacturing industry. The findings showed that performance of Iraqi 
manufacturing industries can be increased by properly implementing TQM technique. 
Acar and Acar (2014) also cited in their study that organizational culture has a 
positive effect on organizational performance (in Turkish hospitals where business 
performance was measured in terms of employee performance, quality performance 
and financial performance). Scales used for measuring performance were taken from 
Venkatraman and Ramanujan (1986). Zahra, Neubaum, and El-Hagrassey (2003), 
Antoncic and Hisrich (2001), Rozenzweig, Roth, and Dean Jr. (2003), Chang et 
al. (2003), Baker and Sinkula (1999). Sahoo (2018) assessed the contribution of 
total quality management (TQM) and total productivity maintenance (TPM) on 
business performance in Indian manufacturing industry in Gandhinagar. The results 
showed that TQM and TPM collectively contributes effectively to organizational 
performance rather than implementing them individually. Ruiz et al. (2019) also 
attempted to analyze how high-performance work systems (HPWS) and total quality 
management (TQM) impact each other and its effect on business performance. The 
findings indicated that HPWS positively impacts the TQM which ultimately improves 
business performance. Performance measurement scales were taken from (Fuentes 
and Hurtado, 2002; Easton and Jarrell, 1998; Mohr-Jackson, 1998; Forker, Vickery 
and Droge, 1996, Anderson et al., 1999, Grandzol and Gershon, 1998; Adam, 1994).

4.  To study the relationship between SCM and business performance

Managing the costs with a strategic perspective is very essential in response 
to today’s challenging economic times. Strategic Cost Management (SCM) is an 
essential requirement for an organization to derive value in the competitive modern 
marketplace. It not only helps in driving business value but also assists in assigning 
right people at right place in order to achieve organizational goals along with tracking 
outcomes. Ganapaiah (2017) made an attempt to analyze Strategic Cost Management 
(SCM) practices in small and medium enterprises and investigated as it impacts 
business performance. It further concluded that adopting SCM practices positively 
impacts the organizational performance. Stanley (2017) examined the relationship 
between two components of SCM: Executional cost management which aims at 
performance improvement for a given strategy and Structural cost management 
which aims at changing the cost structure of a firm and financial performance in 
Canadian manufacturing firms. It also attempted to investigate the mediating impact 
of structural cost management between bot components of SCM. The specific 
context which was investigated was environmental costs. The results showed that 
both positively impacts financial performance. Pizzini (2006) also determined the 
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impact of usage of strategic cost management on the financial performance of US 
hospitals .Findings indicated that if managers use SCM techniques efficiently, 
there would be increase in the financial performance of an organization. Alamri 
(2019) conceptualized facets of SCM and explored the impact of these facets on the 
business performance in Saudi Arabia. The two facets are the strategically adopted 
techniques of management accounting and accountant’s involvement in strategic 
management process.

5.  To review studies investigating the role of strategic cost management as 
a mediator on the relationship between contingent factors and business 
performance.

Literature of all other objectives also form part of this one as all are interrelated. 
Payne (1986) witnessed the interrelationship among business unit strategy and 
business performance with the usage of strategic cost management. Jermias and 
Gani (2004) realized that there is signification association between contingency 
factors, strategy, strategic cost management and business performance. Cadez and 
Guilding (2008) showed that if strategic cost management techniques are used, 
business performance will automatically increase. Wadongo and Abdel-Kader (2014) 
also claimed that the factors which are contingent in nature have affect business 
performance. Junqueira et al. (2016) and Diefenbach et al. (2018) also investigated 
that strategy effects business performance. Godil and Shabib-ul-hasan (2018) 
empirically validated utilization of contingent factors in Pakistan and also claimed 
that there is an interrelationship among factors, cost and management accounting and 
business performance. Pavlatos (2018) concluded that there is significant mediating 
impact of SCM on the interrelationship between factors and business performance.

ANALYSIS

As all the objectives in the form of themes have been explored and reviewed. It has 
been analyzed that common contingent factors which effect business performance 
are size, structure, technology, environment, strategy and its various choices and 
competition and total quality management from 1986 to 2019. Mostly followed 
dimensions by organizations to measure business performance include financial 
as well as non-financial measures. These are sales growth, market share, return on 
investment, return on sales, customer satisfaction, profitability and innovativeness 
in the process or product from 1984 to 2019. The analysis of theme 3,4 and 5 shows 
that majority of the studies reflect that there is an interrelationship among contingent 
factors, strategic cost management and business performance.
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DISCUSSION AND CONCLUSION

The study focused on the reviewing the interrelationship among variables and the 
finding supports central proposition of contingency theory where the firm’s business 
performance depends on the usage of strategic cost management and contingent 
factors. Strategic cost management has proved to be a significant mediator as it is 
evident from the review. However, as every study has some limitations, our main 
limitation was paucity of time and inability to access certain articles which could 
have made this more extensive.

This study has extended prior researches like theme classification can help in better 
understanding of the topic, additional insights have been provided in the domain of 
cost and management accounting, more extensive view can be developed on contingent 
factors influencing usage of SCM in service as well as manufacturing industries. 
Finally, this review will provide insight to industries, accounting practitioners, 
academicians, strategy, strategists who can design various strategies to enhance 
business performance accordingly. Further studies can be undertaken in order to 
extend domains of knowledge in context of cost and management accounting and 
more contingent factors like total productivity maintenance, culture, knowledge and 
specialization of the employee can be explored along with their interrelationship 
with business performance.
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