




From the Editor ...

In the last few years, IUJ Journal of Management has risen 

to a prominent as well as a popular academic altar for both 

the individual talents as well as for organizational 

approach. This issue brings together empirical research 

and its theories from diverse scholars who have been 

instrumental in placing their readers for accessing 

knowledge from different fields. This journal emphasizes 

systematic knowledge which is the main driving force 

behind 'Economy of ideas' conferring creation of 

knowledge, development, organization and also taking the 

leverage to be the prime focus for improving society as a 

whole. The article relating to Agro-based development by 

Anil Kumar Mishra and Rabinarayan Patnaik maximizes 

the understanding of the relationship between land and its 

productivity. Article by S.K Padhi and Madhumita Dey 

also emphasizes the synchronization of liberalization, 

privatization, and globalization. Article by Nagapavan 

Chintalapati and Venkata Srinivas Kumar DaruriIn 

highlights that in today's world which bases itself upon 

social media and internet with its role in prevalence to 

society and individual at large. Article by K. 

Satyalakshmi and  Pallavi explores where the Millennials 

are considered the most entrepreneurial generation 

among the workforce. Seema R Laddha explains in detail 

the importance of the  Internet which is a prime source of 

information for enhancing knowledge for better 

productivity & increasing efficiency. The article by Vishal 

Kumar and B.M Singh has also made an attempt to 

identify the emerging trends of research in the field of 

finance – an entity without which span of life perhaps 

would seize to exist. 

Another article by  Khushbu Agarwal and Rumna 

Bhattacharyya has made an attempt to exemplify the 

changes in the organizational standards and their 

perceptions for survival and prosperity which comprises 

basically as how to become a market leader in the 

competitive world. Article by Ranjan Dasgupta has 

specified an interesting modus –operandi of 'Five 

Personality traits' which explores the psyche behavior of 

an individual and their performance to usher -in new 

heights with its changes for any organization to develop. 

Last, but not the least, beyond the ethical entity, perhaps 

not a 'leaf' of management stirs including life as far as 

Indian ethos is concerned because it is a masterpiece all by 

itself has been very beautifully placed by Prabhat Kumar 

Pani and Rajesh Kumar that in every management 'ethos' 

applies to the core values for survival and logically takes 

into this ethical fragrance of all religions to practice and 

promote the wisdom for ethical existence as well as 

development of a nation.

This issue of the journal is a compilation of all 

contemporary arena, of talented scholars with their 

findings and to prove a holistic preview of all  the contents 

to be read as well as to analyze their perception, the 

reader's perception as well as the worthy contents of the 

articles to be understood in its  best panoramic visions.
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Sources: Computed data from Planning Commission of India (GoI), 
Hand book of Statistics (RBI) and Indiastat. Note: The star (*) value 
indicates presence of at least one negative value
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Table 1 : Operational Definitions of Different Social Media Metrics
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Transactional Efficacy of Internet in Rural India

1
Seema R Laddha

The Internet is developed as a source of information for enhancing knowledge for better productivity & increase efficiency. But over 
time, with developments in social media, internet is considered an effective medium for entertainment and social networking. 
Although internet penetration in rural India is also growing at a fast speed but the major use of the internet is only for social media for 
increasing communication. Transactional use like enhancing knowledge, business opportunity, and eCommerce it was very less. 
Therefore, this paper aims to identify the factors influencing the expected use of internet in rural India and the impact of demographic 
factors on Internet adoption and usage in rural areas. Finally the results of the study lead us to conclude that demographic factors like 
age, occupation is not the deciding factor for the use of internet but the income, education and digital literacy are the major reason for 
the effective use i.e for business or knowledge building activities on the internet.

Key words: Internet, Rural, demographics, social media, expected use.

Use of Internet for governance
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Findings
Impact of age on Expected Use of Internet :
Ho:- There is no significant difference between the different age groups and Efficiency of Work, Empowerment, Efficiency in 
Transaction
Ha1:- There is significant difference between the different age groups and Efficiency of Work, Empowerment, Efficiency in 
Transaction
According to Table 2, One way ANOVA result for 'Age' up to 25 years and above 25 years on three components Increase in Efficiency 
of Work, Empowerment, Efficiency in Transaction at 5 % level of significance shows that no statistically significant differences in 
responses with respect to 'Age'. Hence the null hypothesis is accepted.



 IUJ Journal of Management 
22

Vol. 5, No. 2, Nov. 2017

 Impact of Occupation on Expected Use of Internet :

Ho2:- There is no significant difference between the occupation and Efficiency of Work, Empowerment, Efficiency in Transaction 

Ha2:- There is a significant difference between the occupation and Efficiency of Work, Empowerment, Efficiency in Transaction

One way ANOVA result of occupation in Table 3, on three components Increase in Efficiency of Work, Empowerment, Efficiency in 
Transaction at 5 % level of significance shows that there is no statistically significant differences in responses. Hence the null 
hypothesis is accepted.



 IUJ Journal of Management 
23

Vol. 5, No. 2, Nov. 2017



 IUJ Journal of Management 
24

Vol. 5, No. 2, Nov. 2017

 Impact of income on Expected Use of Internet :

One way ANOVA result of occupation in Table 4, on three components Increase in Efficiency of Work, Empowerment, and Efficiency 
in Transaction at the 5 % level of significance shows that all values are above 0.05. This shows that there are statistically significant 
differences in responses Hence the null hypothesis is rejected.
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 Impact of Education on Expected Use of Internet:

Ho4:- There is no significant difference between the education and Efficiency of Work, Empowerment, Efficiency in Transaction 

Ha4:- There is a significant difference between the education and Efficiency of Work, Empowerment, Efficiency in Transaction

For Education Table 5, on three components Increase in Efficiency of Work, Empowerment, and Efficiency in Transaction at the 5 % 

level of significance shows that there are mixed responses. But more number of values are above 0.05 conceded that the null 

hypothesis is neither rejected nor accepted.
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 6.5. Impact of Digital Literacy on Expected Use of Internet:

Ho5:- There is no significant difference between the digital literacy and Efficiency of Work, Empowerment, Efficiency in Transaction 

Ha5:- There is significant difference between the digital literacy and Efficiency of Work, Empowerment, Efficiency in Transaction

By using Table 6 for Digital Literacy we reject the null hypothesis. This shows that there is a significant statistical difference in the 

values at 5 % level of significance.
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a. Listwise deletion based on all variables in 
the procedure

Appendix 2 : Reliability Test
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   Online Brand Communities and Brand Loyalty :
An Empirical Analysis

This paper attempts to investigate whether the use of online brand communities helps sporting goods brands in building brand loyalty 

or not.  A survey has been used to collect primary data and questionnaire approach was used in the final analysis. The single cross-

sectional descriptive research design was used to determine customers' perception. SPSS and Microsoft Excel have been used to 

analyze and interpret the data. The data collected has been analyzed through a series of tools and procedures. Cross-tabulation, 

Graphical Representation, T-test, and Anova have been used. Replications among other samples are needed to validate the current 

finding. The study is confined to the customers located in Ahmadabad and Gandhinagar cities of Gujarat State So, the conclusion 

derived from the research cannot be made applicable as it is for the other parts of the states or other states.   This paper makes a 

valuable contribution given the fact that there are only a limited number of comprehensive studies dealing with the Online Brand 

Communities and Brand Loyalty in Gujarat.

Keywords:  Online Brand Communities, Brand Loyalty.
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Figure 1. From offline community 

to online community, Source : 

Adapted from Sicilia and Palazón 

(2008)
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Table-2 : Correlation Analysis

From the above table it can be concluded that there is a strong 

correlation among variables Hypothesis3: There is no significant 

difference between consumer perception towards their 

community Brand and gender with respect to online brand 

community.

Table-3 : Independent t-test

From the above table, it can be interpreted that all variables 

except long time user and degrading talk about others brand 

reject null hypothesis which means that there is a significant 

difference between consumer perception towards their 

community Brand and gender with respect to the online brand 

community. While it can be interpreted that long time user and 

degrading talk about other brand do not reject null hypothesis 

which means that there is no significant difference between 

consumer perception towards their community Brand and 

gender with respect to the online brand community.

Rank Analysis

Customer perception towards community brand influencing in 

building brand loyalty.

Table-4 : Rank Anlaysis

From the above table, it is observed that most significant 

important variables influencing in building brand loyalty are 

Encouraging other and followed by Trust and positive Word of 

mouth.

Major Findings for survey

Prior to entering the community the majority of members did not 

trust the community but became members anyway. Since 

becoming members of the online brand community, 39%  agreed 

and   20 %  strongly   agreed   with   the   statement   I   trust   my




































