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Inclusive growth is major challenge prevailing in India and is receiving ample attention from the
RBI, government and the banking sector to enable proper financial access to all sections of society.
But the fact is there is humungous gap in aspirational dream and the present state of realities
concerning the wide coverage and financial usage that is vital for inclusive growth. Also there are
variations in behaviors and attitude of people belonging to low income groups towards the use of
these financial services. So there is necessity to understand various kinds of requirements of
financial services by poor to be able to serve them better especially for the telecommunication
providers and financial institutions. The present study explores the behavior of low income
segment towards financial services offered and potential of innovative technology mobile banking
in facilitation of financial services to the poor. Apart from offering huge cost advantages to banks,
mobile banking provides wider reach and flexibility in availing services and suitable procedures
to deal with risks. These may propel the efforts of marketers, financial providers through direct or
indirect means in achieving better market coverage and reach to the poor bringing them in to
mainstream financial system and supporting in poverty alleviation and inclusive growth (Bansal,
2014).
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Financial inclusion is the fraction of people and businesses that use financial services (World
Bank, 2014). In 2013, the Governor of RBI (Reserve Bank of India) Raghuram Rajan on taking
office charge specified an urgent need for fast, broad based and diversified inclusive growth to
fight poverty. Admitting to the financial services accessibility issues to poor, rural and small and
medium industries he acknowledged financial inclusion as the major pillar for a uniform and
sustainable growth (Rajan 2013). The financial exclusive or unbanked low segment people
include those individuals who not have access to financial services such as having a formal bank
account and therefore the reliance on loan facility for their livelihood is extremely restricted. They
dwell on cash economy, sustain on savings and may conduct remote payments, and these
limitations can deter their economic prospects. It is estimated that such impediments may be
moderately tackled if financial services are accessible through the mobile phones (Medhi, et al.,
2009). The differential use of accounts worldwide can be explained through the variability in level
of income and different user characteristics (World Bank, 2014). India is a vast country with
varying demographics and economic landscapes that pose a big challenge to promote financial
inclusion (Myrold, A., 2014). The poor people have low and unsteady income often arriving in




small and mostly irregular manner. They can be a farmer with small holdings having seasonal
income or daily wage worker or labor without definite employment. If for some reason a crisis
situation arises then it can simply devastate their earnings, like a grave sickness or death of family
member, or natural disasters like floods and droughts. The goal of finance therefore is to support
the poor in maintaining a household and have a planned approach towards investments to ascertain
proper housing, education, or improved production in the light of unpredictable income and
random disrupting events. In other words it can be stated that more a household is poor, greater is
the need for financial mechanisms to necessitate managing their lives (Dermish, et al., 2011). The
segmentation of poor people in India comprises basically of four groups which are urban and rural
households, and urban and rural micro, small, and medium-sized enterprises. Among the rural
families most of them are involved in agriculture and other associated activities. The Migrated and
cyclical workers swing between farming and urban labor while MSMEs are also significant rural
actors. In urban regions, individuals in lower income households, also comprising migrant people,
are involved as daily wage workers at low rates and in MSMEs operations (Myrold, A., 2014).
India seeks inclusive growth to lift a big section of its population out of poverty. The mainstream
financial institutions are making various possible efforts but the challenge still remains keeping a
big proportion of society away from financial access and blurring a possibility of uplifting their
standards of living. Hence a clear understanding is essential into the behavior of these low income
unbanked segment of individuals and their approach towards financial services and money
management not only for the government but banks and marketers to design and market financial
services accordingly.

It has been substantiated in prior recent researches that low-income households do manage and
save their earnings in some or the other forms, nevertheless with smaller amounts. Survey by the
National Council of Applied Economic Research and Max New York Life Inc. (Shukla 2007 cited
Nandhi (2012)) , offers deep understanding into the saving behavior of households in India with
facts indicative of over 81 percent of the households save portion of their incomes. Also they prefer
to keep money at home in cash form rather in banks. Most interesting fact highlighted in survey
was that poor households save up to 40 percent of the their annual income in spite of being in debt
(Nandhi , 2012). So clearly there are more underlying reasons relting to lack of accessibility, cost,
financial literacy that may pose possible hindrances for the low income group people to be part of
mainstream financial banking. In recent past the growth in telecommunication sector and
particularly the penetration mobile phones have generated an opportunistic environment to
eliminate the barriers of financial inclusion (Mishra, V., & Bisht, S. S., 2013). Where the financial
providers are challenged to provide profitable services using the traditional channels to rural
population, mobile banking services can be visualized as a branchless banking channel providing
cost effective services to low-income customers (Dass & Pal, 2010). The extensive mobile
penetration in India is anticipated to surpass 80 percent in next 4 years with the urban mobile tele
density having crossed 100 percent mark in 2009 expected to reach 125 percent by 2015 and rural
mobile density to increase more than three times the current level of 20 percent to reach
approximately 63 percent by 2015. The major factors for such growth include decrease in tariffs,
low priced handsets, supportive regulatory environment, growing income and change in consumer
behavior (TRAI, 2012-13). Such developments in mobile telephony provide a distinctive leverage
for the country to fight the challenges of financial inclusion and instigate economic growth. The
marketers have a vast potential market to capture that lays untouched so far. By harnessing this
promiscuous mobile coverage the un-banked and under-banked segments of the country can be
financial included (http://www.rbi.org.in). Also the reachability to poor and underprivileged
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might be challenge to banks but most of this population is having or using mobile phones .In fact
the research have validated that there are more people with mobile phones in India than with the
bank accounts. So this instrument can be a powerful resource to connect with people and realize
use of financial instruments by them.

Mobile banking as a tool to access financial service

United Nations (2009) report highlighted the impact of mobile banking in Africa where slight
decline in poverty rates were observed as compared to rest of the world. The decline was from 52
percent to 25.7 from 1981 to 2005 of the individuals surviving in extreme poverty. Similar impact
of mobile banking has been witnessed in countries like Zimbabwe where hyperinflation caused
collapse in currency. Using mobile banking the confidence in financial services was built again by
financially including people in a system that works with USD. Kenya is one of the top model of
successful implementations and successful disbursements of the promises of this innovative
technology in terms of cost savings, convenience, anytime anywhere accessibility and money
transfers

The potential of mobile banking technology and its contribution in economic and social
development is an area less explored and can be of great significance to identify the viability of
these ubiquitous services on lives of people especially falling in the low income, less literate group.
Vong et al. (2012) in his study in rural Cambodia pondered on the microenterprise behavior in
rural and remote areas and provided evidences that mobile money services are acquiring market
acceptance when used in mundane business life in rural Cambodia. Hence the use of financial
services is vastly growing thereby enhancing the lives of low income segment of the population.
Moreover this financial access to digital money has influenced people’s livings in unprecedented
manner. Dass and Pal (2010) study in Western Kenya revealed that the mandate for the core
financial services alongside adversities faced by the rural unbanked while availing these services
using existent delivery channels are notably the key drivers for adoption. MPesa, the mobile
banking service provided by Safaricom in Kenya has exemplified how the people at the bottom of
pyramid can increase their savings and improve their livelihood and lifestyle by using money
deposit and transfer services through telecom led model of mobile banking. The adversities
identified by Dass and Pal (2010) that prevent people from banking channels comprised of lack
of access, high interest rates for loans, fraud across the levels, intricate processes and
dissatisfactory service quality through banks within the section of lower social and lower financial
category of population. Vong et al. (2012) study suggested that branchless banking services has
humungous potential to progress the small business supply chain processes with respect to low
operating costs, bigger profit margin and greater market access prospects. The institution of mobile
payment facility for money transfers in sub-Saharan African renders exclusive opportunity to
quantify the influence of this service on migration patterns, transfer flows and welfare
consequences (Aker and Mbiti,2010). Medhi et al. (2009) examined disparities across
developing countries primarily across India, Kenya, the Philippines and South Africa studying
adoption and use of existing m-banking services by low-literate, low-income individuals and
conceived factors accountable for the same and identified household type, services adopted, pace
of uptake, frequency of usage, and ease of use as the major determinants of mobile banking
adoption. Porteous, D. (2006) on the floppy m-banking adoption patterns in developing countries
suggested the need for innovative models that offer transformational banking access to a safer,




appropriate and cost effective financial access to the unbanked rather than simply providing just
another convenient channel for those who are already banked.

Low-income segment and Mobile banking Services

Low-income people are the best managers in money management. There primary concern is how
keep up with daily bread and to save for rainy day as well. Since there is no fixed source, time and
amount of payment the chief characteristics of money received is in forms of either small incomes,
unpredictable incomes and from unsuitable informal financial service. Mobile banking intends to
eliminate the dependence of poor on this unsuitable informal financial service since it incurs huge
disadvantages and many negatives for the poor and also creates a vicious circle of informal
dependence. The major part of financial excluded segment in India is more dependent on informal
channels for credits which are perceived to be more convenient and user friendly than the formal
channels (Bansal, S. (2014). They prefer depending on these channels rather than staying hungry.
The major expectation of this section from any financial service provider is that it provides services
that are:

e Reliable and flexible

e Provides lending for miscellaneous purposes rather than only business of investment
purpose

e Provides emergency loans

e Can offer borrowings against savings

Research Objective
Inspired by the lack of research on low-income segment of India to provide financial services, this
study seeks to investigate m-banking services and it is potential for the low segment group in India.

Research Significance

The implication of present study lies in its uniqueness in associating mobile banking services with
multifaceted poverty. The disbursements of financial offerings using mobile phones has not been
as successful worldwide , therefore there is need to clearly understand the relationship between
financial services, mobile banking and aspects of low segment financial issues , along with a
familiarity about reactions of low income people to different schemes of the service. The mobile
money environment comprises of various players, including banks, telecommunication providers,
agents etc. Itis crucial to identify whether mobile banking is a potential powerful tool for financial
inclusion and in what manner. The study would provide insights to the policy makers in the mobile
money network to consider the research findings for enhancement of the effectiveness of
marketing mobile banking as an instrument of financial inclusion.

Research Questions
e Understanding the behavior of low income segment people towards money management
e Understanding the financial troubles low-income people face. In what manner the
financial services simplify such troubles?




Understanding the main objective of low-income people for using financial services? Are
they achievable using mobile banking?

How the marketers can tap this demand-supply gap to target the potent markets for
mobile banking




Upstream Social Security Marketing: Current Exploration and
Future Directions
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Introduction

In the last few decades, the economic growth in India has resulted urban centric settlements (Socio
Economic and Caste Census, 2011). This has caused inequality among rural and urban lifestyle
and job opportunities. These events have rippling effects on the bottom of the pyramid (Agarwal,
2016). The lower and middle class citizens in India are devoid of basic financial facilities and lack
in livelihood empowerment (Harriss, 2007). Global agencies and social scientists have pointed out
that poverty eradication in India can happen with deeper penetration of social security programs
(Jutting, 2002). In a diverse nation like India, policy outreach is marred with topographical
challenges, difference in cultures, beliefs, religion, and language (Bhattacharyya, 2016).
Therefore, it is wise to be strategic in the approach to social security program development and
delivery than trying to implement behavioral change to millions of people (Gordon, 2013).
Upstream interventions are more relevant to protective social security schemes like livelihood and
financial inclusions unlike health and education — as it requires specific capabilities and
disciplinary behavior by the citizens. Upstream marketing interventions make more sense from a
reach and awareness point of view (Deshpande and Lee, 2013).

Keywords: Social Marketing, Public Sector Marketing, Development Studies, Not For Profit
Marketing

Propositions or hypothesis

Upstream structural changes are most impactful when dealing with complex social behavior
changes (Cornell and Randall, 2011) as it gives downstream target audience the ability and option
to act as required (Irvin and Stansbury, 2004). This research aims to answer how to bridge gap
between customer (citizen) expectations (from the schemes) and service delivery (by government
and its officials)? Which are the upstream social security marketing interventions that are relevant
and impactful? How do we engage upstream stakeholders in a better manner? What are the kind
of rewards that works as an encouragement with government officials? Lastly, how can new age
technology be used by the government to drive enrollment to the schemes?

Research methodology

In line with the subject, a multi-disciplinary literature review was done. To explore the value and
identify service gaps, interviews were conducted among 190 citizens from 3 different states. Semi
structured interviews were conducted with equal gender representation among respondents in the
age group 25 to 40 years. The discussion centered on government livelihood & financial inclusion
schemes — their awareness levels, enrollment process, perceptions on the schemes and services
melted out in the offices. Given the learning from the citizen interviews, the researchers conducted




10 detailed interviews with government officials. The discussion was targeted to uncover ways of
value delivery, stakeholder orientations, and better public engagements. The researchers also learnt
promotional best practices from the projects of ‘civil service day’ awardees in social security
scheme category. Lastly, learnings from one of the researcher’s real life project execution, on
citizen advocacy among rural women entrepreneurs were helpful.

Results and discussion

Stakeholder orientation and behavior is the key to success in upstream social marketing.
Government officials’ treatment melted out to the citizens, ranked the top most reason for staying
away from government schemes. To address this inhibiter ‘reassurance’ in citizen minds are vital.
Conversation with the ‘babus’ (Government officials in India) reveals such steps like making
grievances cells more evident and accessible, developing local citizen advocacy and re-
engineering the document intensive workflow.

The surveys reveal communication gaps in the aim of the social security schemes, benefits out of
it and associated roles and responsibilities between legislatures, departmental secretaries, officials
and grass-root associates. New age ICT enabled media can bring efficiency and consistency in the
internal communications in and among the departments. Engagements and personal reward to the
social programs varies from a senior executive to junior official. The research does a deep dive on
this aspect and found non-monetary recognitions to be impactful too. Moreover, recognition stories
in correct internal platforms or media beyond office corridor empowers citizens. To an extent, it
helps to curb corruption in developing countries like India — the finding is in line with previous
literature (Mather, 2009).

Social security scheme implementations must be social. This research calls for collaborative
upstream marketing of these social programs. The researchers discuss several ways on how to
bring together all stakeholders such as public departments, NGO, legal bodies, universities, women
and child right commissions, labor associations, media houses and above all empowered citizens.
These not-for-profit groups are critical for creating a snowball campaign and spreading awareness
in all corners. Taking a unique yet result oriented approach, the research talks about how these
partnerships could be measurable and rewarding. Lobbies and communities should be grouped
with having common interests and easily distinguished for interventions. In fact, upstream
marketing on the benefits can go a long way to bury the ideological and political clashes related to
social program implementation.

Mobile technology interventions can address the communication barrier and help bridge the
capability void of citizens. Aadhar or UIDIA information can help in creating centralised mobile
databases and help in segmentation. From real life project execution experiences, the researchers
discuss how WhatsApp and other learning or communication apps can serve as an empowering
platform. The research states several ways on how IT enabled new age media can bring citizens
closer to the government by quick redressal of grievances and customised promotions.




Implications

This research makes both academic and practical benefactions by devising a marketing plan for
upstream stakeholders. Academically it is one of the initial and few contribution to the upstream
social marketing literature. The research brings out insights in the most critical areas of social
security scheme promotions — the officials, inter departments, processes, and technology. The
finding would have been more interesting and revealing if more number of government officials
and public offices — from more number of states could have been covered.
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An empiric analysis of factors influencing Mutual fund investors
and risk averse behaviour in western Maharashtra

Nitin C Mali & Ashok Kurtkoti
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Abstract:

Mutual fund investment specifically in India and particularly in western Maharashtra is very
challenging aspect. This paper aims to study various factors influencing the investor’s choice of
mutual fund, criteria for selecting particular scheme, previous performance of Mutual fund asset
Management Company and services provided by them. Similarly Investor education and
awareness. To have the competitive advantage proactive steps taken by the Asset management
companies would be beneficial like proper financial planning guidelines, providing information
pertaining to Net asset value, benchmark indices, analyzing purchase decision involvement of the
investors and very importantly understanding the risk averse behaviour of the investors and
adequate and reliable information about the scheme.

Understanding investor behaviour, specifically information search and Processing behaviour of
mutual fund schemes is instrumental for effective marketing. Perhaps very few researchers have
focused on investor behavioural finance. It is complex set of understanding pertaining to investor
psychology; various parameters guiding principles and risk averse capability of the investor
dynamically guide the behaviour. Mutual fund companies while promoting the products and
marketing need to consider these several influencing parameters so as to effectively cater to the
needs of the investor, which would truly win the customers and enhance customer confidence and
trust.

Risk aversion behaviour is also the key to understand the investor risk appetite behaviour in terms
of conservative or aggressive investor measuring various demographic and psychographic metrics
that play a crucial role to predict and understand the likely behaviour.

Keywords: Investment behavior; wealth maximization; risk averse; purchase decision involvement




Analysis of the reasons for sale of sexual vitality supplements along
with health hazards associated with it and steps to be taken to
govern such sale.

Aniruddha Bhowmick
ICFAI University

Abstract: Recently, it has been seen that while purchasing sexual vitality supplements, consumers
have shown different emotions, which are related to their behavioral patterns. The implicit feeling
that the consumer carries is not always necessarily expressed but gets reflected through the demand
and sale of these products. This has resulted from the probable change in the behavioral approach
and the lifestyle of the consumer, and thereby created a demand of the sexual vitality supplements
without any knowledge of potential health risk for the consumers. Consumers unknowingly have
an affinity for these products without even considering the ill effect in the long run. In this paper
the researcher has firstly attempted to establish a connection between the hidden motive and the
purchasing pattern of sexual vitality supplements and secondly tried to understand whether
governmental mechanisms can be introduced to arrest such sale.

Literature Review:

Though sexual arousal is dependent on neural (sensatory and cognitive), hormonal and genetic
factors, something more interesting to learn about what are the motivational factors that stimulate
a consumer to purchase the sexual vitality supplements. According to Tinbergen and Griskevicius
(2013)

“Modern humans are endowed with psychological mechanism that inclined them to process
information and to make decision in a way that have enabled our ancestors to survive, thrive and
replicate — this leads to intertwined relationship between cognition, motivation and behavior,
which are the parts of adaptive system designed to solve the problems”. Barrett & Kurzban (2006),
opines that people often have multiple motives for a behavior, even though they are not aware of
the ultimate reason for their choices. To understand the buying motivation of a consumer for
purchase of these products if a question being asked to an individual to cite the reasons of such
purchase , individual may states various reasons like health issue, satisfying partner need, just for
trial or self satisfaction etc. This may be due to psychological and physiological aspect which an
individual depicts when confronted with a stimuli which is difficult to resist.

Loe (2004) notes that: “Products like Viagra promises to restore sexual potency to the male
populace, and Prozac promises to restore consistency, focus, and contentedness to, mostly,
women’s lives. In sum, these pills and sexual vitality supplements are designed to produce potent
men and happy women... this sounds like a recipe for restoring traditional gender roles and
powerful relationships.” As per the report of ‘Infinity Research Limited’, Asia Pacific Area Circle
is to be the largest market for the sexual wellness products and is expected to account for nearly
40% of the market share till 2020. Report from Business Today (2014) reveals on an average the
overall Indian market witnesses a sale of Rs 1,000 crs to 1,500 crs annually and it is growing. As




per MaryAnn O Hara (1998), though consumers are rampantly using these products there is often
lack of accurate information about the safety and efficacy as well as contraindication from these
remedies.

Food and Drug Administration of USA has announced that all testosterone and sexual vitality supplements

products must be labeled to include information about the possible increased risk of cardiovascular,
respiratory, and dermatologic problems as a result of using the drug. During an investigation led by US
FDA found that half of the men taking seldinafil molecule hadnot actually been diagnosed with the
disease hypo gonadism. In India, there is a plethora of natural and evidence based medicine to
restore and improve sexual activity, which should be governed in order to avoid medical hazards
for public health.

Research Methodology: The survey was conducted by researchers in the language, which is
understood by people and at the same time convenient to them. The structured questionnaires
consist of mainly optional lists and few open ended questions to gain qualitative feedback of the
respondents about their opinion and perception about the consumers on purchasing decision for
sexual vitality supplements . The information collected was recorded on structured forms codified
for computer analysis. The validity of collected data was reconfirmed by random data checks and
repeat interview. During pilot study researcher has observed that it is difficult to identify individual
users as it is time taking and higher cost orientation process. More over due to social stigma
consumers are unwilling to speak out about the facts asked in the questionnaires. That is why
researcher has opted to consider the pharmaceutical retailers who are selling these products and
have greater information about the consumers. The retailers are included from rural and urban
areas of Hooghly district with the objective of understanding their perception, attitude in relation
to selling and observation on the consumers buying behavior for sexual vitality supplements.

Empirical Results: After statistical analysis of the primary data it has been observed that there is
plethora of different brands of sexual vitality supplements, which are widely available in all the
pharmaceutical retails of the survey area. This include evidence based products as well as products
which neither have pharmacokinetics nor have pharmacodynamics evidence. Result shows there
is incremental growth in sale of these products majority without any prescription from medical
practitioners and most of the consumers belong to age group of 35to 55 yrs. While analyzing the
results it has also been observed that there is higher percentage of the consumers are well aware
about the brands and there are fewer scope of push sale on behalf of retailers. Health requirements
is the maximum with 45% of the customers citing that reason for purchase.

Implications and practice: Through primary and secondary data analysis have shown the rate of
growth and reasons for emergent sexual vitality supplements of different origin. This has raised
the serious issue of public health. To avoid the further detoriation of this situation appropriate steps
have to be taken to control this misuse of sexual vitality supplements at an early stage. There are
certain factors which can be governed and there are certain other factors which are difficult to
govern. The factors which can be governed are: control the usage restriction help in reducing health
hazards, information exchange and training to establish effective mechanism exchange among
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various government monitoring department, mass education and awareness generation about the
health hazards associated with un scientific consumption of these products, regulations on
promotion and distribution etc. But certain other factors which will be challenging for the authority
to govern are : although the precautionary principle is used to control the pre-emptive legislative
control, the reality is that while such actions may remove harmful substances from wide spread
circulation which can be replaced by other equally unfamiliar molecule or herbal products that
may or may not share a similar risk effect but can create a different risk profile. Similarly often
the compositions of these substances are hard to identify. Along with this given the speed of
appearance, diverse branding, inconsistent batch number and frequent change in product
composition make it difficult for the government agencies to book those products under existing
law and order. Through this paper researcher has tried to understand the reasons for the sale of
sexual vitality supplements, their harmful effects through unscientific consumption and the steps
that can be adopted for governing the sale of such products.
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Do friends influence perceived value from a consumption experience - An
experimental investigation

Diptiman Banerji, Ramendra Singh, Prashant Mishra, Rebecca G. Adams & Rajiv Kumar
Indian Institute of Management Calcutta & University of North Carolina at Greensboro

Introduction

The present study responds to calls for research to understand customer value creation (Kumar and
Reinartz, 2016) and how social touchpoints influence value during a customer’s journey (Lemon
and Verhoef, 2016). We attempt to understand the influence of a specific social touchpoint—one’s
friends—on customer value in the context of shared consumption.

Keywords: Friendships; Customer perceived value; Customer experience; Positive affect;
Thought confidence; Re-patronage intention.

Theoretical background
Conceptualization of Friendship

Friendship is seen as a close interpersonal relationship and defined as a “voluntary interdependence
between two persons over time, which is intended to facilitate socio-emotional goals of the
participants, and may involve varying types and degrees of companionship, intimacy, affection
and mutual assistance” (Hays, 1988, p. 395). Extant research shows that individuals experience
positive affect (PA) or subjective feelings of happiness with a close friend (Adams and Taylor,
2015; Demir and Ozdemir, 2010). Self-validation is another significant reward associated with
friendship; it refers to support and encouragement in maintaining one’s self-image as a competent
and worthy person.

Customer Perceived Value (CPV)

Researchers have defined CPV as “the evaluation of the service experience, i.e. the individual
judgment of the sum total of all the functional and emotional experience outcomes. Value cannot
be predefined by the service provider, but is defined by the user of a service during the user
consumption.” (Sandstrom et al., 2008, p. 120).

Conceptual Model and Hypothesis Development

Figure 1 shows the conceptual model envisaged through the hypothesis development process.
Friendship is operationalized through presence of a friend (vs. absence). While PA refers to
positive affect arising from friendship, TC refers to thought confidence or faith in one’s thought
process that comes from self-validation among friends. Repatronage intention (RPI) reflects a
customer’s loyalty, that is, willingness to buy from a service provider in the future. Mental
intangibility (M) refers to the mental representation of an offering.

Figure 1. Conceptual Model
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One of the ways of expressing closeness to one’s friends and family members is through shared
consumption activities, described as “consuming as play” (Holt, 1995,p.2) and this involves two
practices through which friends add value to the consumption activity: (1) communing, that is,
sharing experiences with each other, and (2) socializing, or entertaining each other. Hence, we
posit:

H1A: Perceived value of a consumption experience (CPV) will be higher for an individual
customer when accompanied by a friend, compared with undergoing the same experience alone.

H1B. Perceived value of a consumption experience (CPV) will be higher for an individual
customer when accompanied by a close friend rather than by a friend with whom he or she is less
close.

According to the ‘affect-as-information’ theory, one interprets pleasant feelings (or, PA) in an
evaluative situation—even if they are incidental, that is, affect not arising from the consumption
itself—as evidence of satisfaction with the offering (Cohen et al., 2008; Schwarz and Clore, 2003).
This interpretation of feelings happens through the ‘how-do-I-feel-about-it’ heuristic, where one
tends to check back with one’s feelings and interprets pleasant feelings in an evaluative situation
as evidence of satisfaction with the offering. We argue that PA from a positive interaction with a
friend acts as incidental affect during a consumption experience and signals satisfaction with the
experience. We hypothesize:

H2A. PA mediates the effect of friendship on CPV.

Further, there is evidence that the confidence about one’s thoughts (i.e., TC) influences the
evaluation of an offering (Petty et al., 2002). We propose that self-validation from a friend gives




rise to higher confidence about one’s choices and leads to assessments that are more favourable,
that is:

H2B. TC mediates the effect of friendship on CPV.

Next, if an offering is higher in mental intangibility or Ml (i.e., it is more problematic to create a
mental picture of the offering), its evaluation becomes more difficult due to insufficient physical
elements to anchor evaluation on; therefore, consumers have to rely on other cues for evaluation
(Bakamitsos, 2006). We argue that for offerings that are higher in Ml, the role of both PA and TC
as additional cues become more salient during the evaluation process. Consequently, the increase
in CPV is higher for an offering that is higher in MI as one goes from low to high PA or TC. We
posit:

H3A. The path from PA to CPV is moderated by M, such that as PA increases, there is a higher
increase in CPV when the offering in higher in MI.

H3B. The path from TC to CPV is moderated by MI, such that as TC increases, there is a higher
increase in CPV when the offering in higher in M.

Finally, perceived value is often viewed as a positive influence on behavioural loyalty or repeat
purchase behaviour. There is evidence that customers tend to return to consumption sites that
offer higher perceived value (Sharma et al., 2015). Hence, we hypothesize:

H4A. Re-patronage intention (RPI) for a service will be significantly different for an individual
customer when accompanied by a close friend, compared with undergoing the same experience
alone.

H4B. CPV mediates the relationship between friendship and RPI.
We test these eight hypotheses through three experimental studies. 3
Study 1A: The Influence of Presence of a Friend on CPV and RPI — Indian participants

In our first study, 167 Indian MBA students are randomly assigned to one of the cells of a 2X2
study consisting of two conditions (friendship: alone and with friend) X two service situations

(Low MI: fast food restaurant and high MI: three-star restaurant). Participants are primed in a
Qualtrics-based questionnaire; those in the “alone” condition are asked to visualise about eating
out alone while those in the “with friend” condition are asked to visualize eating out with their
very close, same gender friend and primed with a positive interaction. Results indicate that the
priming of friendship and M1 is successful.

An ANCOVA analysis with three covariates (type of service situation, gender of participant, and
age group) shows that CPV is significantly more with a friend than when alone, MALONE =




65.15, SD = 8.37; MWITH_FRIEND = 70.08, SD = 6.39; F(1, 162) = 19.38, p< .01, [12p = 0.11.
Thus, H1A is supported. We also get support for H1B.

Next, a bootstrapping analysis based on 10,000 samples using Hayes’ SPSS PROCESS macro
(version 2.13.2; Model 4: Hayes, 2013) shows a significant indirect effect of friendship on CPV
(see Figure 2) through PA (al*bl = 0.55, 95% CI [0.07, 1.28]) (H2A), as well as through TC
(a2*b2 =1.30, 95% CI [0.21, 2.63]) (H2B). Therefore, both H2A and H2B get support, and TC is
revealed the stronger mediating mechanism between the two.

Positive Affect Thought Confidence
(PA) (TO)
1.03*% 0.53%% 0.43%*
3.02*
Condition » Customer Perceived
(Friendship) 3.08%* Value (CPV)

= Coeffident ggnificant at <0.05 level
== Coeffident dgnificant at <0.01 level

Figure 2. Mediation paths from friendship to CPV

Further, a bootstrap analysis reveals that the index of moderated mediation for PA is significant
and has a positive sign (0.77, 95% CI [0.07, 2.03]). However, the index of moderated mediation
is not significant for TC. Therefore, we get support for H3A in this data.

Finally, A serial mediation analysis (Model 6: Hayes, 2013) based on bootstrapping shows three
significant indirect paths from condition to RPI (Figure 3), giving evidence for the effect of
condition on RPI (i.e., H4A). Each significant path is through CPV (H4B). The strongest path is:
condition — CPV — RPI (a*b = 0.43, 95% CI [0.15, 0.77]).
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*== Coeffident dgnificant at <0.01 level

Figure 3. Serial mediation paths from friendship to RPI

Study 1B: The Influence of Presence of a Friend on CPV and RPI — US participants




We systematically replicate the first study with the same design (and changes like the priming
description and measurement of PA) with 176 US-based student as well as non-student participants
to establish external validity for our model. US participants are recruited online (www.prolific.ac)
in the same age group of 18-35 years. We get support for six hypotheses in this study (H1A, H1B,
H2A, H2B, H4A and H4B). H3A is not supported (the moderation of MI on the PA—CPV path)
while we get directional support (at p=.10) for H3B.

Overall, our model gets support from Study 1A and 1B.
Study 2: Boundary Condition of a Friend’s influence on CPV and RPI

Our third experiment tests a potential boundary condition of the hypothesised friend’s influence
when there is a lowering of PA. Paralleling the lowering of PA, CPV significantly reduces in the
presence of a friend as compared to the alone condition. This is consistent with our theorization,
that is, PA from friendship acts as a signaling mechanism during evaluation, and thus, lower PA
levels lead to lower CPV, that is, H2A is supported.

Further, we find that there is a significant indirect effect of friendship on RPI with a minus sign,

indicating that RPI reduces in the “with friend” condition, which agrees with reduction of PA
and CPV. Thus, we get additional support for H4A, and H4B.
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Prototypes of power: How consumption (dis)empowers consumers
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Extended Abstract

This paper adopts a power framework to explore consumer-product power relationships occurring
through consumption experiences. Power is defined as outcome dependency and the relative
capacity to alter others' states by providing/withholding resources (Fiske 2010; Keltner et al
2003). It is central to all relationships (Fiske 2010), including consumer-product relationships
(Fournier and Alvarez 2012). Every consumption experience is based on the notion of outcome
dependency where consumers initiate consumption to acquire the resources contained in products
(defined as any market offering) to achieve a desired consumption outcome. Past research has
focused either on power as activism (Denegri-Knott et al 2006), or effects of power derived from
non-consumption situations on consumer behavior (Rucker et al 2012). This paper studies the
experiential nature of consumer-product power relationships, constructs defining these
relationships, and the specific power roles consumers occupy in such relationships. The experience
of power is multifaceted and fuzzy (Fiske 2010). A prototype approach (Shaver et al 1987) is well-
suited to capture such an experience. A prototype is a script of features defining complex, fuzzy
experiences like emotions or power. Prototype research elicits key components of the entire
experience to enable a comprehensive understanding of it.

An exploratory, multi-method approach was deemed appropriate given the under-researched
nature of the topic. Content analysis of qualitative survey data (Study 1) identified four key
constructs common to all experiences of power. These relate to the benefits and/or problem
consumption outcomes, consumer agency (i.e., how actively the consumer is engaged in shaping
the consumption outcome) and separation distress (i.e., the anticipated distress if the consumer is
required to do without the product) (Park et al 2010). These four constructs defined two prototypes
each of powerlessness and powerfulness. Study 2 collected quantitative data on these constructs
and other descriptive constructs. Cluster analysis and difference of means confirmed these
prototypes and constructs, and regression confirmed the relationship between them. The results of
the both studies are presented together.

Powerless prototypes:

Consumer-as-prisoner has low consumer agency, below average benefits, above average
problems, and benefits are not significantly more than problems. Problems could be product failure
(e.g., ".. [computer] does not have enough memory...runs very slow and there is not much on it"),
consumer compromise (e.g., ".. purchase[d] this vehicle based on fuel economy rather than the
type of car | desired based on my finances "), or consumer inadequacy (e.g., " No knowledge of
issues [about HVAC] and charges can be all over the place"). Satisfaction and utility received is
low. While this prototype has higher negative and lower positive emotions than other prototypes,
positive emotions within the prototype are higher than negative emotions. Separation distress is
low (e.g., "feel out of my element” when using a Kenmore carpet cleaner but "if it's not available,




we'd do without and suffer with allergies™). Consumers report low levels of power, and the product
itself is not seen as very powerful, albeit more powerful than the consumer. Regression shows this
prototype is predicted by increasing problems and separation distress, and decreasing consumer
agency and benefits.

Consumer-as-servant: shows high levels of consumer agency (e.g., consumer learns how to use
make-up), more benefits than problems, and high levels of separation distress (e.g., if make-up is
unavailable, consumer will become "too self-conscious to go out of the house"). It has high positive
emotions, satisfaction, and all forms of utility but consumers are concerned about their dependence
on it (e.g., "It [calculator] is useful for hardest calculation[s].... reduces the time for calculations but it
makes the student dependent on calculator"; “But it [coffee] makes me feel powerless... [I] think
that I am who | am because of coffee. I'm almost at its mercy”. The consumer feels less powerful
than, and controlled by, the product. Regression shows that this prototype is predicted by
separation distress and occurrence of problems. Though the product is more powerful than the
consumer, the consumer has above average levels of power and agency.

Powerful prototypes:

Consumer-as-master: shows extremely high levels of consumer agency and benefits, and low
levels of problems. Respondents leverage functional benefits for higher order benefits (e.g.,
"Whirlpool appliances gives "the ability to cook a good meal. | feel like I have accomplished my
goal and a sense of pride™). Separation anxiety is high (e.g., "...would GO STORE TO STORE
TIL[I] 1 COULD FIND SOME [Clorox bleach]". This has low negative and high positive emotions
and satisfaction. Respondents feel as powerful as the product. Regression shows that consumer
agency and benefits positively predict this prototype.

Consumer-as-partner: is a generally positive experience with average levels of consumer agency.
While satisfaction is high and beneficial outcomes outweigh problems, benefits are below and
problems are about average levels. Separation distress is very low indicating that consumers have
no problem walking away from it ("[Ford truck] really does not change me. There are similar
other products that would suffice™). Respondents believed that potential hardship without the
product could be managed ("...devise another method to arrive at the same conclusion I can with
Quicken™). Symbolic utility is much lower than instrumental and/or hedonic utility (e.g., " [road
bike gives] ability to move quickly and cover a lot of ground in a short period of time with your
own strength™). Respondents experience below average intensity of power.

Theoretical implications for the consumption relationships and consumer power literature are
discussed.
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Extended Abstract

In recent decades, there has been a rapid growth in the cosmetic industry worldwide. Globally, it
is expected to reach $390.07 billion by 2020 (Allied Market Research report, 2015) while the Asia-
Pacific cosmetics market is expected to reach $126.8 billion by 2020. The Indian cosmetic
industry, presently around $ 6.5 billion, is having smaller portion in Asia-pacific region but it grew
almost twice as fast as that of the US and European markets in 2014. According to the
Confederation of Indian Industries (CII), the beauty and cosmetic industry is projected to grow
between 18-20 per cent per annum in the next couple of years (Economic Times report, 2015).

According to a study conducted in January 2014 by Centre for Science and Environment (CSE), a
non-profit organization in New Delhi, the cosmetics sold by popular brands across the country
contain chemicals with heavy metals like mercury, chromium and nickel in fairness creams and
lipsticks. The chemicals containing these metals are used as preservatives, synthetic colours, anti-
oxidants, etc., and they have hazardous effects on the health of the consumers.

As a result, consumers’ in many countries are switching to safer cosmetics which is free from
parabens and toxic chemicals. Therefore, cosmetics are at a very critical stage where they have to
choose to switch for safe cosmetics without chemicals and harmful metals. Consequently, the
cosmetics industry is now searching for safe products that are free of these harmful ingredients.
There is an increased awareness for the use of the safe cosmetics by consumers across globe.

Theoretical Framework
Studies related to toxic chemical cosmetics

Literature review indicates various studies which have examined the effects of such chemical
cosmetics products on human health. Marinovich et al. (2014) reported the risk arising from a
number of metals (antimony, arsenic, cadmium, cobalt, chromium, mercury, nickel, lead) that may
occur in ‘unavoidable traces’’ in raw materials and, subsequently, in personal care products.
Ayenimo et al. (2010) in their study shown presence of substantial levels of chemical metal in
some products like soap and body cream. Similarly significant amount of heavy metals were found
in facial cosmetics such as eyeliners, eye-pencils and lipsticks (Nnoromi et al., 2005).

Consumer values and attitude

Values are considered as abstract concepts but various researchers have deliberated on role of
personal values in people’s attitudes and decision making processes. Schwartz’ value system
(Schwartz, 1994; Schwartz and Sagiv, 1995) which is based on 10 values and four higher-order
value types is considered the most apposite for this current study. According to this value system,
values provide guidance to people how to act in their lives but not pertaining to any situation. Both
personal and societal values influence ones behaviour. The four higher-order values in Schwartz’




value system includes- self-enhancement versus self-transcendence and openness to change versus
conservation.

Theory of Reasoned Action

Attitude toward behaviour is referred as “an individual’s positive or negative feeling regarding
performing the target behaviour” (Fishbein and Ajzen, 1975, p. 216). Theory of Reasoned Action
(TRA) proposed by Ajzen & Fishbein (1980) is chosen as the theoretical foundation of this study
to model the connecting link between consumer values, attitudes and purchase behaviour of
consumers for toxic chemical free cosmetics. TRA suggests that a person’s behaviour is
determined by behavioural intention, which in turn is the function of two factors namely, personal
factor and social factor.

Research Methodology

Understanding consumers’ values in a cultural context is crucial because it helps in predicting the
consumers’ attitude, intention and purchase behaviour. This study attempts to investigate
consumers’ values which influence their attitude towards buying toxic chemical free cosmetics in
India. Attitude and Subjective norms influence purchase intention based on TRA model.
Framework of current study is shown on Fig 2. The study exclusively focuses on exploring answers
to the following questions:

Research Problems

1. Is there any association between consumers’ values (self enhancement, self-transcendence,
openness to change and conservation) and attitude towards buying toxic chemical free cosmetics?

2. What is the impact of attitude and subjective norm on consumers’ intention to purchase toxic
chemical free cosmetics?

3. Which values have more impact on attitude of consumers’ towards buying toxic chemical free
cosmetics?

Research Hypotheses
The research question will be answered through examining the following null hypotheses:

Hol: There is no association between consumers’ values (self enhancement, self-transcendence,
openness to change and conservation) and attitude towards buying toxic chemical free cosmetics.

Ho2: Attitude towards toxic chemical free cosmetics are not related to purchase intention.

Hos: Subjective norms towards toxic chemical free cosmetics are not related to purchase intention.




Research Framework (Fig 1)

Consumer Values Attitude

Self enhancement Purchase
Self-transcendence Subjective Intention
Openness to change Norms

Conservation

Research Tool

A questionnaire was prepared to collect data on consumers’ buying behaviour towards toxic
chemical free cosmetics. It consisted of two broad parts; the former dealt with demographic
information of respondents and later dealt with information related to values, attitude and
willingness to purchase. A total of 196 complete responses were considered for the study. The
data collected through the online questionnaire was analysed using the SPSS 20.0 software.

Data Analysis and Discussion

The sample for this study comprised of 137 females and 59 males. 62 respondents were belonging
to age group of less than 30 while 74 and 60 were from age group of more than 30 to less than 45
years and more than 45 years categories, respectively.

Data were analysed using descriptive and regression analysis and analysis of variance.
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Emergence and manifestation of green consciousness and its
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Extended Abstract

Objective of this study is developing theory to explain the process of emergence and manifestation
of green consciousness and its influence on consumption behaviour. Research has established that
green consciousness is a key variable influencing the green buying behaviour but not much is
known about the nature and process of development of green consciousness. In this study we use
grounded theory approach for theory development and use in-depth interviews as a data collection
tool. We find that exposure and experience are key variables influencing the emergence of
consciousness and there are four progressive stages in which the consciousness develops and
manifests itself.

Franson and Garling (1999) have defined environmental concern (EC) as the ranging between a
specific attitude towards an environmentally relevant behaviour and more encompassing value
orientation. In their review they point out EC has been variously defined as specific attitude as
well as a broad value orientation by different authors. While defining it as a specific attitude it has
been defined in line with the theory of planned behaviour TPB (Ajzen, 1985, 1991). It states that
intention strength is the cause of behaviour and the intention in turn is shaped by attitude towards
the behaviour, subjective norms and perceived control over the behaviour. And when studied as a
value orientation Stern (1992) has identified four types of value orientation. The first being New
Environmental Paradigm (NEP) which is eco-centric way of thinking of the environment for its
own sake, second being thinking of environment for welfare of human kind, third being concerned
out of one’s own safety and the last being motivated due to religious or spiritual reasons. For this
study we are considering an all ranging combined definition provided by Franson and Garling
(1999).

The effect of environmental concern on the purchase intention and buying behaviour of green
products have been well researched but there is scant research on the process through which such
a consciousness develops or emerges in an individual. The exploration of such a process is
important to understand the different stages and influences in the development of such a concern.
There has been limited research exploring the process of emergence and manifestation of green
consciousness. From the research available four process models which attempt to map the process
are Hines Model (Hines et al., 1987), Stern and Oskamp Model (Stern & Oskamp, 1987),
Dahlstrand and Biel Model (Dahlstrand & Biel, 1997) and a synthesis of above models proposed
by Franson and Garling (1999).

Franson and Garling (1999) indicate that how people become environmentally concerned is an
important question which is not yet answered. In this paper we attempt to answer the above
question of the green consciousness emerges and how it manifests in the behaviour. The grounded
theory approach is suitable for this study as it involves theory development and a process oriented
research question (Strauss & Corbin, 1990).




Method

We used semi-structured interviews with open ended questions to facilitate appropriate data
collection which could illuminate the process and phenomenon we are investigating.

We conducted 5 in-depth interviews each lasting on an average for fifty minutes. The interview
participants were selected by the theoretical sampling approach (Strauss & Corbin, 1990). For
selection of participants we sent out a mailer to the entire batch of doctoral students at premier B-
school requesting volunteers for the study. In the mail we defined green consumption and
requested only those students who have frequently engaged in such behaviour. Thus selecting
participants who regularly engage in green consumption provides evidence of existence of green
consciousness and thus are suitable participants to study how the consciousness emerged.

Data Analysis

As the first analytical step we engaged in open coding of all the interviews. It involved line by line
or paragraph by paragraph labelling of concept or phenomenon being observed. Open codes have
been in terms of actions mostly in gerund form to stay close to data and avoiding direct jumps to
concepts (Charmaz, 2014). Once the open codes where developed next we developed categories
by grouping related open codes under one category. We developed each category in terms of its
properties and dimensionality. Next we conducted axial coding in which we develop a paradigm
model for each of the categories and develop in further in terms of sub-categories like causal
conditions, context, phenomenon, intervening conditions, action strategies and consequences
(Strauss & Corbin, 1990). Post axial coding we integrated all the categories through the process
of selective coding. It is process in which we identify a core category and systematically relate it
to other category and validate those relationships. The process of analysis was iterative we moved
back and forth between the data, emerging codes and theoretical concepts.

Theoretical Model

We find that manifestation of green consciousness is a four stage process. Each stage has its own
defining characteristics, causative conditions and influence on consumption behaviour. We find
that exposure to environmental information and personal experiences regarding the same are two
common causative conditions for each of the stage of manifestation of green consciousness.
Experience and exposure lead to initial manifestation of the consciousness. Initial manifestation
occurs in the pro environmental behaviour in day-to-day life like not using plastic bags for getting
grocery, switching off light fans when not in use, avoiding wastage of water etc. Such behaviours
have been in public discourse for long time and carry normative expectations.

Thus initial manifestation is the first stage of emergence and manifestation of green consciousness.
The initial manifestation then leads to development of Stage-1 of green consciousness if continued
exposure and awareness is maintained. (See Fig 1 for the theoretical model). This is the first stage
of manifestation. The individuals in this stage are low on product commitment as well as lifestyle
commitment. Individuals might progress to stage-I1 of being a product lover from stage when with
continued experience and exposure coupled with specific attitude towards some component of
environment. E.g. deep concern for animals or high importance to organic food etc. such an attitude
has its source in some specific exposure or experience from some specific exposure or experience.

In stage-111 individuals are experimenting with range of products and not just any specific products.
They look to buy each product with after thorough research of its environmental impact. But they




often struggle in this research because of lack of information to analyse the environmental impact.
Individuals in stage-1V of manifestation have completely moved past the green product
consumption stage. They believe all and any kind of consumption is harmful to environment.
Hence, they believe that leading a minimalistic lifestyle and minimising consumption to the extent
possible is the only way to act in a pro environmental way.
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Fig 1: Theoretical Model

The key contribution of this study is the multi-stage manifestation of the environmental
consciousness. This finding is a very important contribution towards the research and practice of
green marketing as it provides more clarity on the nature of green consciousness. As green
consciousness has been identified as an important variable influencing the intention to buy green
products, understanding its emergence and manifestation will sharpen the focus of practice and
research. It provides most important insights to the marketers of green products to better segment
and target their markets.
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Introduction

The World today faces several environmental threats such as rise in Earth’s Temperature,
Depletion of Ozone layer leading to change in the atmosphere, Soil degradation, Air and Water
Pollution, Demand for clean water and air etc. The underlying assumptions on individual needs
and wants and resource availability are seriously questioned. While responsible consumption could
be a possible solution to the problem, organizations have taken initiatives to bring about an
attitudinal change in the market place as well. The emerging green technology economy is
expected to be worth $4.2 trillion annually by 2020 (United Nations, 2014). The purpose of green
marketing is to create awareness among consumers on environmental issues and make them
understand how their green practices would help in saving the environment (Cherian & Jacob,
2012) Firms who aspire to practice responsible green marketing therefore are expected to have a
holistic approach with integrated: strategic and tactical process instead of being a mere “marketing
hype” or tactical opportunity (Polonsky, Rosenberger, 2001).

The innovation of green products has led to the evolution of a consumer segment with unique
‘LOHAS’, an acronym standing for “lifestyles of health and sustainability” (Environmental
Leader, 2009). Green products thus sell the lifestyle value of “responsibility” which is reflected by
activities such as reducing, reusing and recycling. (Catriona Sandailands, 1993).

Role of Women in green marketing:

The need to sensitize and create awareness about the importance or green consumption among
women is vital, as they tend to influence the family as a whole. This goes well with the saying

“If you educate a man you educate an individual, but if you educate a woman you educate a family
(nation) — Dr. James Emmanuel Kwegyir- Aggrey (1875 — 1927)

Though globalization might have resulted in intermingling of values across continents, consumers
purchase decisions tend to be a strong reflection of the influence of family and group values and
the consumer’s need to confirm to such social norms. (Khare, 2011; Khare, Arpita, 2015)

While gender may not have make a significant difference in green attitude amongst students (
Dubey &Malik, 2014), the importance of understanding the needs and wants of women aged 35 to
55, who are particular on careers before having kids, with active social life and in many ways
resemble their daughters than their mothers can never be under estimated. (Craig R Johnson, 2008)

With the evolving trend of women influencing purchase behavior including masculine products,
their consumption roles have also expanded with their role change (Selvalakshmi M, 2015) with
the wife gaining more influence in family decision-making process.(Michael A. Belch,
Laura A. Willis , 2002)



http://search.proquest.com/abicomplete/indexinglinkhandler/sng/au/Khare,+Arpita/$N?accountid=39521

Women are more involved in household decisions pertaining to trivial and relatively unimportant
items such as interior decorations, food preparation, shopping for children unlike men who are in
the helm of financial affairs. (Edgell 1980; Abbot, P. and C. Wallace.1990).

The duration of marriage life, age, and men’s age of marriage have affected the women’s family
participation with duration having the most share in dependent variable changes. Mojdeh Kiani
(2012)

Educational attainment, age of the women, occupation and income were found to be positively
related to women decision-making power at household level.(Sultana AM, 2011; Zahra Rezapour,
, Hamid Ansar, (2014)

With the dramatic increase in two-wage-earner families in recent years, the topic of task sharing
has relevance for marketers of a wide range of goods and services. (Mary Lou Roberts (1981).
And while grocery shopping is one such task, the results in terms of brand choice, vary if the job
has been done by the women. (Newsweek 1979, Progressive Grocer 1980)

However, there is limited evidence that males are performing some traditionally female tasks
(Roberts and Wortzel 1979a)

Though women’s activities in keeping with their dual role in their profession and family, tend to
be more diversified than those of men, primarily women are involved in house-keeping and are in
assisting dependents like children, the elderly, the disabled and people with health problems
(European Parliament (2012)

In adolescents social influence has been the major influence of green purchasing behavior,
followed by environmental concern and self image in environmental consciousness (Kaman Lee,
2008). Studies confirm that attitudes towards environment is significantly related to the consumer
behavior towards green products (Dahm MJ, Samonte AV, Shows AR., 2009, Lockie et al,2004 )

Study reveals that women are more concerned about environmental, health and climate issues,
compared with men (Petrovi¢, N, 2016). Bord and O’ Conor(1997) also reported that women not
only more concerned about the hazardous wastes and the consequent risks of global warming than
their male counterparts but also about the possible negative impacts of the global warming on the
health of their family members. A survey conducted by Plastics Make It Possible shows that 70
percent of households make recycling a priority, and more than two-thirds of these residents cite
that the woman of the home serves as the “recycling enforcer.” (Amanda Wills, 2009)

Research on consumption patterns in Europe shows that women on average generate fewer
greenhouse gas emissions than men, as a result of their greater reliance on public transport, lower
consumption of meat and higher levels of energy poverty, partly because of women’s lower
incomes (European Institute for Gender Equality, 2012). In a study conducted among the women
living in Iran on the factors affecting female consumers' willingness for green purchase it has been
inferred that a positive attitude toward green products influence personal self -image, social
impacts and eventually their willingness to buy green products.(Hojjat Mobrezia, Behnaz
Khoshtinat , 2015)

If environmental behavior is to be a household behavior then the life of women of the house will
be instrumental in devising the new private ecological morality (Sandialands, 1993).To promote
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green behavior (Dagher, G. K., Itani, O., & Kassar, A. N. (2015) have recommended to examine
uniqueness of different segments especially females in the context of their new social roles.

Women thus tend to be the core of creating an environment oriented culture. However their ability
to eventually influence others in their family in emulating the same culture is still an area to be
explored. Also focus of the studies which deal with family as a consumption unit had been narrow
and not been thoroughly understood as a social system (Commuri et al, 2000). The study is focused
on this gap in the research.

Purpose: The purpose of this study is to examine the green attitude and behavior of women in a
family and their influence of green behavior among the other members of the family. The
conceptual frame work of the study is as follows:

Respondent'sAge
Educational Background
Employment Status

Influence of Green

Behavior of the
family

Environmental Attitude
Environmental Concern

Environmental Behavior

Design/methodology/approach: The study is conducted among the women in household. Primary
data is collected through survey method by contacting household women who are in the age group
of 30- 50 years.

Research limitations/implications: While the study addresses the attitude and behavior of women
towards green it does not focus on any product category or brand and hence may need further
exploration for results in those areas.

Findings: The study brings out the impact of women in a family to initiate and influence the green
behavior of other members. The educational background of the women is found to be of significant
relevance and the environmental concern of the individual plays a role in the process.

Practical implications: The findings would enable the firms to understand the perceptions,
attitudes and behavior of women who are more influential in the consumption pattern of the family
as a whole. The firms can design and develop marketing strategies keeping in mind the current
psychological trends and can get a perspective on the potential future trends of the next generation.

Originality/Value : The influence of various factors such as social, personal and environment have
been studied in the Indian context. A study on green attitude and behavior with special reference
to women will add to the existing literature of the discipline.
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Brand Coolness: Structure, Measurement, and Consequences

Rajeev Batra, Caleb Warren, Sandra Maria Correia Loureiro & Richard P. Bagozzi
University of Michigan

Marketers strive to create cool brands, but the literature does not offer a blueprint for what brand
coolness means or how brands become cool. Given the ability of coolness to lead trends and
influence consumer preferences, understanding the factors that shape brand coolness is important
for marketers and academics alike. Yet the literature on coolness remains fragmented. Although
research has begun to investigate personality traits associated with cool people (Dar Nimrod et al.
2012; Horton et al. 2012; Keller and Kalmus 2012), or features of cool tec