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Foreword 

One cannot think of higher education without research. Research has become a sine qua non, with 

bodies like UGC, NAAC, MHRD, and now even NEP 2020, talking much about its importance and 

need. Scientific research fosters academic growth and excellence, besides creating a pool of newer 

findings.  

 

Fr. Agnel College promotes and encourages research in numerous ways - one way being through the 

publication of ANCHOR, the peer reviewed ISSN, numbered, national level online inter-disciplinary 

Research Journal.  ANCHOR provides the space to teachers, researchers and students, from within and 

beyond the College and State, to publish scientifically prepared research papers. 

 

The present edition of ANCHOR continues to have special symbolic significance as it comes in 

extremely challenging times caused by the COVID-19 pandemic. This volume would not have been a 

reality had it not been for the efforts of the Editorial Board, and especially of Asst. Prof. Dr. Murelle 

Maria L. Da Costa e Mascarenhas who shouldered well the responsibility in bringing out this issue. 

While I place on record my sincere thanks to the entire Editorial Board for their painstaking work, a 

special word of appreciation to the contribution of the Peers who meticulously scrutinized the papers. 

On behalf of the entire Editorial Board my thanks and appreciation to all the contributors for their 

efforts in preparing and submitting their research papers. God Bless us all 

  

 
Prof. Savio P. Falleiro 
Principal 
Editor-in-Chief 
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IMPACT OF SOCIAL MEDIA ON CONSUMER BUYING 

BEHAVIOUR IN SOUTH GOA 

 

                                                                                  Dale Georgina Antonia Da Cruz  
Department of Economics, Fr. Agnel College of Arts & Commerce, Pilar  

Shifra Mascarenhas 
                                                                                                                                              Department of Commerce, Fr. Agnel College of Arts & Commerce, Pilar  

 

 

Abstract 
In recent times social media has gained a lot of importance. It helps businesses to create awareness about the 

products and services that they offer in the market. In addition, social media also influences consumers’ buying 

behaviour to a great extent. This study aims to understand the impact of social media on consumer buying 

behaviour with reference to South Goa. This Survey was conducted for 103 respondents across South Goa. This 

study indicated that the majority of the people use social media and they are influenced to make purchases due 

to constant social media exposure.  

 

Keywords : Advertising, Consumer Behaviour, Impact, Satisfaction, Social-Media.  

 

Introduction 

Social media has gained a lot of importance in recent years. It has become one of the most 

powerful modes to reach out to the target audience. Social media has replaced the traditional 

ways of marketing to a certain extent; it has provided new opportunities for firms to engage 

with consumers through social interactions.  Social media has helped connect businesses and 

customers across the world with a single click of the button. It has helped customers search for 

products and evaluate the product through reviews posted by existing customers. Through 

social media one can share information, post comments on products which others can see and 

repost them.  

 The communication between firms and customers has evolved with the help of social 

media. E-commerce influences the consumers in their purchase decision. Social media has 

become the new source for exchanging information about various products and services. It has 
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become an important marketing tool for introduction of new products and promotional 

activities. For a long time now, social media has strongly influenced customers. It helps 

businesses connect with its customers directly. There are a lot of social media sites that are 

frequently used by people all around the world. Some examples of social media sites include 

Instagram, Facebook, Snapchat, Twitter, LinkedIn and YouTube.  

Instagram allows you to post photos, videos, reels and stories with people known as well 

as unknown through public profiles. Many businesses use Instagram as a channel to advertise 

their products and it has proved to be an effective means for advertising. In addition, Facebook 

is the biggest social network of current times. This social media tool is used by businesses to 

reach out to the potential customers wherein businesses can create Facebook pages for their 

products and then post content that can attract the potential customers.  

Snapchat is a camera and messaging app that allows people to connect with the world.  

Moreover, Snapchat ads allow advertisers to reach a global audience and thus achieve 

meaningful results. Businesses can create public profiles on Snapchat which gives big and small 

firms a space wherein they can create unique content for their products.  

Twitter is a popular micro blogging site especially among celebrities and politicians. It 

thus attracts a wide variety of fans. It is an open service which involves diverse people, 

perspectives and information. Businesses can create unique profiles on this platform and share 

their ideas and links with others. It does provide great opportunities to businesses to market 

their brand and products. 

LinkedIn is a social networking platform which is mainly used for professional 

networking wherein job seekers can post their resumes and apply for jobs while businesses can 

post about the vacancies available in their company. It has about 810 million users in more than 

200 countries in the world (5). Companies can also advertise their brands on LinkedIn and target 

a unique audience. This has helped businesses achieve great results. 

YouTube is also another popular social platform that allows people to upload, post and 

share videos. This also helps businesses increase brand awareness and consequently their 

profits. Through YouTube businesses can create a corporate account and can upgrade to get 

YouTube’s branded channel by paying a fee. YouTube connects to people and helps businesses 

get more purchases, subscribers, website visits and more. Today most companies use social 
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media to promote their brand and reach out to their target audience. Studies show that social 

media has influenced consumer buying decisions all across the world. This paper aims at 

analysing the impact of social media on consumer buying behaviour in South Goa. 

 

Literature Review 

Ms. S. Jahwari, Dr. C.A. Joshi & Ms. A. Mandhari (2020), conducted a study to investigate the 

impact of social media on consumer buying behaviour in Oman. The results showed that social 

media did have a positive impact on consumer buying behaviour. In addition, it also indicated 

that celebrity endorsements and recommendations from friends had a positive impact on the 

buying behaviour of consumers.   

The findings of the study suggested that social media use has a positive impact on 

consumer buying behaviour in Oman. In addition, the outcomes suggested that celebrity 

endorsements and recommendations from friends also have a positive impact on consumer 

buying behaviour. 

A study was conducted by C. Chopra and S. Gupta (2020) to highlight the role of social 

media in consumer’s decision-making process. The results of the study indicated that social 

media assisted consumers in information search and alternative evaluation of the products. It 

also helped them make their final decision regarding the product as well as post purchase 

evaluation. 

Chitranshi Verma (2018) studied the impact of social media on consumer behaviour in 

the Indian context. The study highlighted that consumers generally rely on social media 

networks for customer support and service and so recommended that companies should make 

themselves available for their customers through social media. 

Dagohoy et al (2021) conducted a study on the topic “Social Media Marketing Towards 

Consumer Buying Behaviour: A Case in Panabo City.” This study aims to evaluate the 

influence of social media marketing on consumer buying behaviour, particularly among the 

citizens of Panabo City who mostly use social media websites to purchase products and 

services. The study utilises a non-experimental quantitative research approach, combining 

correlational and regression techniques. The results indicated that there is a positive, moderate 

and significant correlation between social media marketing and consumer buying behaviour.  
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A study was conducted in the Ernakulam district to assess the influence of social media 

advertisements on consumers. This study also analysed whether there was any difference in 

buying behaviour based on social media advertisements among gender groups. The results 

indicated that consumers positively react to social media advertisements and this could help 

companies build their brand and increase brand awareness through social media.  (Jose, 2018) 

Moreover, a study was conducted on the topic “Usage of Social Media Marketing for 

Small Business: A comparative analysis of various actions on Social Media” the study provided 

an insight into social media literature and online consumer behaviour with respect to the use of 

social media in small businesses. In addition, the paper tries to identify and analyse the reasons 

or actions that prompt consumers to follow or unfollow a particular Brand on social 

media.(Bhosale & Phadtare, 2020). 

Furthermore, the influence of social media on the buying behaviour of Generation Z was 

highlighted by Lalwani, G.U. Kumand & M. Rani (2021) in a study conducted with a sample 

of 200 respondents living in metropolitan cities of Bangalore, New Delhi and Hyderabad. The 

aim of this study was to identify the potential factors that influence the purchase decisions of 

consumers while looking for products on social media. The results of this study indicated that 

among the male population Instagram was the most frequently used app and price was a major 

factor that was considered while making purchase decisions. In addition, it also showed that 

advertisements greatly influenced the purchase behaviour of males as compared to females.  

F. Jashari and V. Rrustemi (2017) conducted a survey with 120 consumers selected 

randomly in the capital city of Pristina, to find out to what extent they are impacted by the use 

of social media, and what role it played in their decision-making process. The results indicated 

that about 59% of the respondents had made unplanned buying decisions on information 

obtained on the internet while the remaining were motivated for buying by social media reviews 

made by friends.  

Objectives  

1. To find out which is the most preferred social media channel by consumers. 

2. To analyse the impact of social media on consumer buying behaviour with reference to 

South Goa 
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3. To measure the change in perception of the consumers through the content and 

engagement on social media. 

 

Research Methodology 

The data collected is from primary and secondary sources and the data is analysed using SPSS. 

Primary Data – A Structured questionnaire was circulated using Google forms to 103 

respondents from South Goa. 

Secondary data – Secondary data is collected from various Research articles, Journals 

and websites. 

 

Data Analysis 

Table No. 1: Demographic Profile of Respondents 

Sr. 

No. 
PARTICULARS OPTIONS 

NO. OF 

RESPONSES 

PERCENTAGE OF 

RESPONSES 

1 Gender 
Male 31 30.1 

Female 72 69.9 

2 Age 

Below 20 years 13 12.6 

20-30 years 77 74.8 

30-40 years 9 8.7 

40-50 years 2 1.9 

50-60 years 1 1.0 

60 years and above 1 1.0 

3 Educational Qualification 

Undergraduate 28 27.2 

Graduate 45 43.7 

Post Graduate 30 29.1 

4 Occupation 

Student 31 30.1 

Employed 51 49.5 

Self-employed 10 9.7 

Unemployed 7 6.8 

Other 4 3.9 

5 
Income Level (Annual) 

Below 50,000 37 35.9 

Rs. 50,000-1,00,000 24 23.3 

Rs. 1,00,000-1,50,000 10 9.7 

Rs. 1,50,000-2,00,000 6 5.8 

Rs. 2,00,000 and above 26 25.2 

Total  103 100 

Source: Primary Data 
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Table No. 1 indicates the demographic profile of the respondents. The sample consisted a total 

of 103 respondents out of which 30.1 percent were males and 69.9 percent respondents were 

females.  It can be observed from the table that the majority of respondents belonged to the age 

group of 20-30 years accounting for 74.8 percent of the sample. 

Moreover, 43.7 percent of the respondents were graduates followed by post-graduates 

and undergraduates accounting for 29.1 percent and 27.2 percent respectively. In addition, it 

can also be observed that 49.5 percent of the respondents were employed, 30.1 percent were 

students, 9.7 percent were self-employed, 6.8 percent were unemployed and the remaining 

belonged to other occupations (3.9 percent).  With respect to the annual income of the 

respondents, it was noted that 35.9 percent of the respondents had an income below Rs. 50,000 

and 25.2 percent of the respondents earned an annual income above 2,00,000 rupees. In 

addition, 23.3 percent of the respondents earned an income between rupees 50,000 and 1,00,000 

and 9.7 percent and 5.8 percent earned an income between Rs. 1,00,000-1,50,000 and Rs. 

1,50,000-2,00,000 respectively.  
 

Table No. 2: Respondents using social media 

Responses Frequency Percent 

Yes 103 100 

No 0 0 

Source: Primary Data 
 

Table No. 3: Time spent using social media (per day) 

Responses Frequency Percentage 

Up to 1 hour 17 16.5 

1-3 hours 49 47.6 

3-5 hours 29 28.2 

Above 5 hours 8 7.8 

TOTAL 103 100 

Source: Primary Data 
 

As per the study 100 percent of the respondents use social media as indicated in Table no. 2. 

Figure 1 represents the usage of social media per day by the respondents and it can be seen that 

47.6 percent of the respondents use social media for 1-3 hours per day, followed by 28.2 percent 

use social media for 3- 5 hours per day and 16.5 percent and 7.8 percent of the respondents use 
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social media for about an hour and above 5 hours respectively. This indicates that the majority 

of the respondents use social media for about 1-3 hours per day. 

Figure No. 1: Time spent using social media 

 

Source: Primary Data 
 

 Table No. 4: Do you believe that social media influences your buying decision? 

Responses Frequency Percentage 

Yes 69 67.0 

No 9 8.7 

Maybe 25 24.3 

 103 100 

Source: Primary Data 

 
 

Figure No. 2: Do you believe that social media influences your buying decision? 

  

Source: Primary Data 
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Figure 2 represents the social media influence on consumers' buying decisions. From the above 

chart it can be seen that the majority of the respondents (67 percent) believe that social media 

does influence their buying behaviour, while 24.3 percent of the respondents are unsure whether 

social media influences their behaviour. Moreover, 8.7 percent of people believed that social 

media does not influence the buying behaviour of people. Many studies have also indicated that 

social media does have a considerable influence on the buying behaviour of consumers. 

 

Table No. 5: Unplanned purchases due to social media exposure 

Responses Frequency Percentage 

Yes 61 59.2 

No 42 40.8 

Total 103 100 

Source: Primary Data 

 

Figure No. 3: Unplanned purchases due to social media exposure 

 
Source: Primary Data 
 

Table no. 5 and figure no. 3, represents the unplanned purchases made by the respondents due 

to social media exposure. It can be seen that 59.2 percent of the respondents have made 

unplanned purchases due to social media exposure while 40.8 percent of the respondents never 

got influenced to make an unplanned purchase due to social media.  

Figure 4 represents how the respondents show their dissatisfaction about the purchases. 

It indicates that majority of the respondents that is 30.91 percent show their dissatisfaction about 

the purchases made through social media by discussing the dissatisfaction with their family and 

friends or directly contact the company, while 23.64 percent of the respondents choose to 
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complain via social media, 12.73 percent respondents choose not to complain and 1.818 percent 

of the respondents have other ways of complaining when they are not satisfied with the 

purchases.  

Figure No. 4:  

 
Source: Primary Data 
 

Table No. 6: Is social media more convenient as compared to traditional media? 

Responses Frequency Percentage 

Yes 97 94.2 

No 6 5.8 

Total 103 100 

Source: Primary Data 
 

Table no. 6 depicts the convenience of social media over traditional media. It shows that the 

majority of the respondents i.e., 94.2 percent of the respondents feel that social media is much 

more convenient over traditional media while 5.8 percent of the respondents believe social 

media is not convenient as compared to traditional media. 

Figure no. 5 represents the advantages of using social media over traditional media. 

From the above graph it can be seen that the majority of respondents (48.98 percent) feel that 

social media is more advantageous because there is more information which is easily available. 

While 36.73 percent and 8.16 percent respondents believe it saves time and they can be 
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informed about the products respectively. 4.08 percent respondents believed that social media 

is more reliable than traditional media while 8.16 percent respondents believe that they can be 

informed about products and services without much interruption. In addition, approximately 2 

percent of the respondents said that there were various other advantages of using social media 

such as it enables instant research and makes consumers aware of the available deals and offers. 

Figure no. 5: Advantages of social media over traditional media 

 
Source: Primary Data 
 

 

Conclusion: 

People are making more and more online purchasing decisions every day. It is as natural to buy 

a product online as it is to go to a physical store. Through our study, we found that in recent 

times, social media plays a major role in influencing consumers' buying behaviour. It was also 

found that consumers tend to make purchases unintentionally due to the constant social media 

exposure. Majority of the consumers find social media to be much more convenient as 

compared to the traditional media because of its easily available information.  

This study shows that Instagram is the most frequently used app by consumers followed 

by YouTube, Facebook, Snapchat, LinkedIn and Twitter. Social media not only affects 

consumer buying behaviour but can also impact businesses in terms of their sales. In order to 
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attract and retain the customers, firms can put in efforts to create a page on the various social 

media sites to gain the attention of consumers instead of just having a website. 

Social media users find it easier to take up buying decisions due to the easily available 

information which they can receive with minimum of interference. Social media makes it easier 

to interact with the sellers. Moreover, consumers can also post reviews of their purchases 

through social media which thus can have an influence on other consumers as well. Indeed, 

social media does have a tremendous impact on consumers' purchase decisions.  
 

Suggestions 

1. There is scope to study the impact of social media on consumer behaviour of students. 

2. The sample size is small and may not represent the entire population of South Goa. 

Notes 

1. https://forbusiness.snapchat.com/ 

2. https://www.youtube.com/ads/ 

3. https://www.webwise.ie/parents/explained-image-sharing-app-

instagram/#:~:text=At%20its%20most%20basic%2C%20Instagram,and%20videos%2

0with%20their%20friends.&text=While%20its%20basic%20premise%20is,from%20i

ts%20picture%2Dediting%20functionality. 

4. https://business.linkedin.com/marketing-solutions/ads 

5. https://about.linkedin.com/ 
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SOCIAL MEDIA MARKETING: ITS IMPACT ON CONSUMER 

BUYING BEHAVIOUR OF COLLEGE STUDENTS IN GOA 

 

 

Eunicia Fernandes  
Department of Commerce, Fr. Agnel College of Arts & Commerce, Pilar  

 

 

Abstract 

With the onset of the COVID-19 pandemic, social media has rapidly become a vital communication tool for 

information generation, dissemination, and consumption. It has been largely implemented as an efficient 

mechanism that promotes the marketing goals and strategies of firms, especially in aspects associated to customer 

participation, customer relationship management, and communications. Influencer marketing has proved itself to 

be enduring in the face of the COVID-19 pandemic. Brand interest in social media influencers has witnessed a 

rise, as a result, which, in turn, created new opportunities for brands and marketers. Collaborate with influencers 

to effectively reach the audience, build trust for the brand and business, improve brand awareness, enhance content 

strategy, add value for the audience, and create stronger relationships. This research paper aims to understand 

the impact of Social Media Marketing on the consumer buying behaviour of college students in Goa. The survey 

was conducted for a purposeful analysis of the study comprising of 150 respondents. The purpose is to know the 

impact of Social Media Marketing (SMM) amongst college students, the factors influencing buying behaviour of 

college students, the frequency of use of social media, and different online shopping sites visited.  

Key words: E-Commerce, Influencer Marketing, Online Advertisement, Social Media, Social 

Media Platforms, Social Media Marketing. 

Introduction 

The COVID-19 pandemic had drastically created an impact on every aspect of people’s lives, from 

the way the people spend their time, search, find, and buy products, to the way businesses, brands, 

and marketers have used to advertise and promote their products, or services. When people began 

spending more time at home, because of the pandemic, they also began using more of the internet, 

which gave rise to an unexpected increase in social media engagement. Due to this, there was 

more engagement of online advertisements. As a result of a rise in social media usage and also the 

rise in online advertisement, the number of internet users and mobile users are turning to be social 

media influencers. Due to the physical restrictions, social media users are naturally inclined to 

seek interpersonal connections through the influencer’s content. There are now more people 
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buying and shopping online, due to the pandemic, and social distancing rules. The current crisis 

has forced many to shop online from the safety and convenience of their own homes and avoid 

waiting in lines, and crowded areas. This, in turn, has caused an expansion of e-commerce with 

new customers and different types of products. Since more people are spending long hours on 

social media networks during the pandemic, they have become the perfect go-to places where they 

can advertise and promote their ideas, products, or services. Social media platforms and tools also 

are among the best when it comes to increasing a business’ brand awareness, attracting inbound 

traffic, improving customer satisfaction, and boosting conversion rates.  

Social Media Marketing (SMM) is the process of drawing attention to the brand through 

social media. Also, it aims at creating content that may attract the attention of users and encourage 

them to share it with their readers. This is an advantage over other forms of contact because the 

amount of information that can be provided is much greater and faster than in any other form of 

communication.  

Social Media Marketing (SMM) can provide unlimited information to customers without 

human intervention. General forms of social media platforms comprise of Facebook, Twitter, 

Instagram, and YouTube. These platforms cultivate large, diverse communities. Advertisers can 

rent permission to interact with people based on specific targeting metrics. Social networking 

platforms are a great place for digging up customer research and using social listening tools to 

track conversations around specific terms. This can help firms understand their audience better. 

 

Objectives  

1. To identify the Social Media Platform used in India. 

2. To find out the impact of Social Media Marketing (SMM) amongst college students in 

Goa.  

3. To know the impact of Social Media Marketing (SMM) on consumer buying behaviour of 

college students.  

4. To analyse and understand the factors influencing the buying behaviour of college students 

through Social Media Marketing (SMM). 
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Research Methodology  

The data collected is from Primary and Secondary sources. Information was obtained form 20 

Colleges in Goa, both General Education and Professional/Technical. The statistical technique 

used is the percentage method. 

Primary Source - A structured questionnaire was circulated using a Google Form via 

WhatsApp, Facebook, and emailed to 150 College students from the selected under-graduated 

colleges in Goa. 

Secondary Source - To conduct the research, the use of research articles, research 

journals, the social media sites like Facebook, Youtube, Instagram, etc, the shopping site like 

Amazon, Flipkart, Myntra Meesho, etc. were used.  

 

Literature Review 

According to Mangold and Faulds (2009), social media enables firms to speak with theirs, and 

also allows customers to speak with one another. Communications between firms and their 

customers help build brand loyalty beyond traditional Methods, Which predicts to the promotion 

of products and services furthermore because the fixing of online communities of brand 

name followers. Furthermore, conversations between customers provide firms with new means of 

skyrocketing brand awareness, brand recognition, and brand recall. 

As per Alves Helena (2016), the study carries out content analysis and systemizes articles 

on Social Media Marketing (SMM) within the Web of Science database. Forty-four studies were 

analyzed in accordance with a variation on the systematic review approach, involving synthesis- 

and interpretation-based assessment. The results analyzed the customer perspective in terms of 

usage, share, and influence of social media on consumer decisions, and perceptions. It specialises 

the firm’s perspective not only on the usage of social media, but also on their implementation, 

optimization, and measurement of results. 

According to Bajpai etal (2012), today, in the 21st-century people don't find time to come 

back & interact with one another. Social media helps in connecting themselves with social 

networking sites through which now people can stay far and yet remain connected. Facebook 

create a loyal connection between product and individual which results in large advertising 

opportunities. Similarly, other social media like Blogs create a platform to post a comment on any 
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event which has to be publicized and may be utilized as a promotional technique. Nowadays users 

are acquiring followers & subscribers and directing them to the social networking page. These 

media have a competitive edge over other popular public media like Television because there's a 

time gap between event occurrence and therefore the time it's being broadcasted. As a result, it 

can help in building the community strong enough to create the marketing efficiency & initiative 

buying. 

As per the study conducted by Neti Sisira (2011), social media, today, is among the most 

effective opportunities available to a brand for connecting with prospective consumers. Social 

media is the medium to socialize. These new media win the trust of consumers by connecting with 

them at a deeper level. Social Media Marketing (SMM) is the new mantra for several brands. 

Marketers are aware of the different social media opportunities and set out to implement new 

social initiatives at a better rate than ever before. Social Media Marketing (SMM) and 

the businesses that utilize it became more sophisticated. One cannot afford to possess any presence 

on social channels if the competitor is making waves with its products and services. Global 

companies have recognized Social Media Marketing (SMM) as a potential marketing platform, 

and utilized them with innovations to power their advertising campaign with Social Media 

Marketing (SMM). 

According to Castronovo and Huang (2012) the marketing strategies involves marketing 

intelligence, promotions, packaging, product and customer management, and marketing 

communications. It begins exploring and leveraging social media, not only because there's a 

growing interest among consumers in internet usage.  

The research conducted by Kim and ko (2012) pointed out that the community marketing 

campaigns of luxury brands include five major factors, namely, entertainment, interaction, 

trendiness, customization and word- of- mouth. These factors create a significant impact on the 

customers brand equity, purchase intentions, etc. However, goods and services are external factors 

for users, while community marketing activities are result of interactions between individual 

mental state of mind. 

The study conducted by Chenug etal (2011) shows that social presence has the strongest 

impact on students’ intentions to use Facebook. This supports the fact that most people use 

Facebook for instant communication and connection with their friends. 
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According to Mersey etal (2010) in their research point out Social media websites provide 

an opportunity for companies to engage and interact with potential and current consumers, to 

encourage an increase sense of intimacy of the customer relationship, and build all important 

meaningful relationships with consumer especially in today’s business environment where 

customers loyalty can vanish at the smallest mistake, which can additionally have online 

propagation of their unfortunate encounter with a particular product, service, brand or company. 

 

Top 10 Social media Platform used in India 

1. Facebook  

Facebook is the largest social media site, with more than two billion people using it every 

month, it implies means that roughly 36.9 percent of the world’s population are Facebook 

users. More than 200 million businesses (mostly small businesses) use Facebook tools, and 

over seven million advertisers actively promote their business on Facebook, which makes it 

safe to possess a presence on social media. 

2. Instagram  

As a visual platform, Instagram is the place for showcasing the products or services with 

photos or videos. On the app, it can share a large range of content like photos, videos, Stories, 

reels, live videos, and IGTV for longer-form videos. As a brand, it can create an Instagram 

business profile, which provides the analytics of the profile. 

3. YouTube  

YouTube is a video-sharing platform where users watch a billion hours of videos on a daily 

basis. If you want video marketing to market the business, then you need to be on YouTube.  

4. Twitter  

Twitter users like to post news, entertainment, sports, politics, and more. Twitter is different 

from most other social media sites because it strongly emphasizes on real-time information. 

Many brands use Twitter as an alternate customer service channel. According to advertisers 

on Twitter, more than 80 percent of social customer service requests happen on Twitter.  

5. LinkedIn  

LinkedIn has evolved from a simple job search engine and resume site into a professional 

platform where industry experts share content, network, and build their personal brands. It 



Vol. V Number 1                                                                                                                                         Anchor  

 

 

18 
 

has also become a place for businesses to ascertain through leadership in their industries and 

attract top talent. 

6. Snapchat 

Snapchat focuses on photos and short videos known as snaps shared between friends. It made 

the vertical video format popular, which eventually proliferated on other social media 

platforms like Instagram and TikTok. Increase of Instagram Stories seems to have hindered 

Snapchat’s growth and marketers’ interest in using Snapchat for their brands in general.  

7. WhatsApp  

WhatsApp is a messaging app used by people in over 180 countries. Initially, people 

originally used WhatsApp to send text messages to their family and friends. Gradually, people 

started communicating with businesses via WhatsApp. WhatsApp’s business platform allows 

businesses to provide customer support and share updates with customers about their 

purchases. For small businesses, there’s the WhatsApp Business app, while enterprise 

businesses can use the WhatsApp Business API. 

8. Facebook Messenger  

Initially, Messenger used to be a feature within Facebook, but since 2011, Messenger has 

been a standalone app with expanded features. Businesses can advertise, create chatbots, send 

newsletters, and more. These features have given businesses a myriad of latest ways to 

interact and connect with their customers.  

9. Telegram  

Telegram is a free messaging app that works across multiple devices with no limits on media 

sizes. Telegram's distinctive feature is its end-to-end encryption for all activities, including 

chats, groups, and media shared between participants. Its focus on security has drawn more 

customers over the years, especially when WhatsApp announced changes to its privacy policy 

that may allow it to share information with parent company Meta. 

10. Pinterest  

 Pinterest is a one-stop-shop for inspiration and discovering new products and ideas. On 

Pinterest, users’ photos link to websites, product pages, blog posts, and other content across 

the internet. It is a great platform for driving traffic to your website, and Pinterest users are 7 
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times more likely to get purchase products they've pinned. Popular topics and themes on the 

social platform include fashion, beauty, home, and garden. 

 

Social Media Platforms Used (2021) 

Table No. 1 

Names of Social Media  Percentage of Usage 

FACEBOOK 93% 

INSTAGRAM 78% 

LINKEDIN 61% 

YOUTUBE 55% 

TWITTER 48% 

TIKTOK 9% 

Source: https://www.statista.com/statistics/259379/social-media-platforms-used-by-marketers-worldwide/ 

Names of Products sold by companies using Social Media marketing(SMM)  

Table No.2 

Sr. No. Names of Companies Products Sold 

1.  BOMBAY SHAVING COMPANY Personal care, grooming. 

2.  MAMAEARTH Skincare 

3.  THE MOM'S CO. Healthcare 

4.  PLUM Organic beauty products 

5.  LOOM SOLAR Solar panels, lithium batteries. 

6.  WAKEFIT Sleep and home furniture 

7.  WOW Skincare pharmaceutical 

8.  SUGAR Beauty and makeup 

9.  BOAT Electronic lifestyle products 

10.  NOISE Earbuds, headphones, smartwatches, earphones. 

11.  LICIOUS Meat and seafood 

12.  SLEEPY OWL Coffee 

13.  COUNTRY DELIGHT Milk 

14.  PEPPERFRY Furniture 

15.  HEALTHKART Fitness products 

16.  LENSKART Eyewear 

17.  MELORRA Lightweight jewellery 

18.  FLATHEAD Footwear 

19.  BEWAKOOF Clothing 

20.  ZISSTO SAUCES Authentic sauces 

21.  EVERPRET Bags 

22.  SUPER SMELLY Personal care 

Source: https://startuptalky.com/top-d2c-brands-india/ 

  

https://www.statista.com/statistics/259379/social-media-platforms-used-by-marketers-worldwide/
https://startuptalky.com/top-d2c-brands-india/
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Types of Social Media Marketing (SMM) 

1. Social Content marketing/content creating 

It is a marketing strategy which is used to attract, engage, and retain an audience by creating and 

sharing relevant articles, videos, podcasts, and other media. This approach establishes expertise 

and promotes brand awareness. 

2. Advertising/sponsorship 

Advertising implies that a payment has been made to place an advertisement with a specific 

message at a location. A sponsorship, on the other hand, implies a much deeper, often ongoing 

relationship between two parties.  

3. Social media management/community management 

It is the method of analyzing social media audiences and developing a technique that’s tailored to 

them, creating, and distributing content for social media profiles, monitoring online conversations, 

collaborating with influencers, providing community service, and monitoring, measuring, and 

reporting on social media performance. 

4. Influencer marketing 

Are someone with the ability to affect the buying habits of others by uploading some form of 

original content to social media platforms like Instagram, YouTube, Snapchat, or other online 

channels. Influencer marketing is when a brand enrolls influencers who have established 

credibility and audience on social media platforms to discuss or mention the brand in a social 

media post. 

5. Paid media 

Paid media refers to external marketing efforts that involve paid placement, like pay-per-click 

advertising, branded content, and display ads. Paid media is a vital component of revenue growth 

and brand awareness for online businesses. 

6. Reviews  

A review is a judgment or discussion of the quality of something. The review also means to go 

over a subject again as part of the study or to look at something another time. 
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Types of Content used in Social Media Marketing (SMM) 

1. Video 

Video is an electronic medium for the recording, copy, playback, broadcasting, and display of 

moving visual media. 

2. Infographic 

These are graphic visual representations of information, data, or knowledge intended to present 

information quickly and clearly. 

3. User-generated content 

It is also known as user-created content, which is any form of content, such as images, videos, 

text, and audio that has been posted by users on online platforms like social media and wikis. 

4. Graphics Interchange Format 

It is a bitmap image format that was developed by a team at the online services provider 

CompuServe led by American computer scientist Steve Wilhite and released on 15  June 1987. 

5. Blog 

A Blog is a discussion or informational website published on the Worldwide Web consisting of 

discrete, often informal diary-style text entries. Posts are typically displayed in reverse 

chronological order, so that the most recent post appears first, at the top of the Web page. 

6. E- book 

An E- book also known as an e-book or e-Book, is a book publication made available in digital 

form, consisting of text, images, or both, readable on the flat-panel display of computers or other 

electronic devices. 

 

Data Analysis 

The study consists of 150 college students from 20 different colleges in Goa. The analysis is 

conducted using the percentage method with the help of the MS Excel tool. It has analyzed the 

use of Social Media, purpose of using Social Media, the frequency of a number of hours spent, 

different shopping sites, different products purchased etc.  
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Table No.3: Demographic Information 

Sr. 

No. 

Particulars Options No. of 

Responses 

Percentage of 

Responses 

1. Gender Male 71 47.33 

Female 79 52.67 

 Total 150 100 

2. Age 15-20 years 72 42 

22-25 years 78 52 

25-30 years 0 0 

30-35 years 0 0 

Above 35 years 0 0 

 Total 150 100 

3. Residence Rural 73 48.67 

Urban 77 51.33 

 Total 150 100 

4. Stream Commerce 101 67.33 

Arts 24 16 

Computer Application 3 2 

Others 22 14.67 

 Total 150 100 

5. Education First Year 25 16.67 

Second Year 14 9.33 

Third Year 111 74 

Others 0 0 

 Total 150 100 

Source: Primary data 

 

 

Fig No. 1: Using Social Media 

 
Source: Primary data 
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Fig No. 2: Purpose of Using Social Media 

 
Source: Primary data 

 

Fig No.3: Frequency of Usage of social media 

      

 

 

 

 

Source : Primary data 

 Fig No.4: Different Shopping Sites Visited Through social media 

         

Source : Primary data  
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Fig No.5: Products Purchased Through Online Advertisement from Social Media Platforms 

 
Source: Primary data 

 

Fig No.6: Factors that Influence the Decision to Purchase a Product Online

 
Source: Primary data 

 

Fig No.7: Types of Contents in Social Media Marketing (SMM) Used 

 
Source: Primary data 
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Fig No.8: Experiences Towards Getting Influenced Through Social Media Marketing (SMM) 

 
Source: Primary data 

 

 

Fig No.9: Reviews, Comments, and Post of the Products on social media Affects the Online 

Purchasing Decision 

 

Source: Primary data 
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Fig No.10: Trust on Social Media Marketing (SMM) on E-Shopping 

 
Source: Primary data 
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networking with 13.83 percent. And a few of them use it for business with 5.53 percent. 

The students were allowed to make a choice of more than one option. 

4) In the Fig.No.3 the percentage of usage of social media by students is shown. Maximum 

that is 93.33 percent students are using everyday/daily social media. Minimum 4 percent 

are using it monthly. And a very few of them that is 0.67 percent use weekly. 

5) In the Fig.No 4 most visited site by students is Flipkart with 25.90 percent, Amazon with 

20.48 percent, Myntra with 18.07 percent, Meesho with 14.46 percent, Ajio with 9.64 

percent, Fabindia with 5.42 percent, Book my show with 4.22 percent and the least with 

Firstcry with 1.81 percent. 

6) The Fig.No.5 shows products purchased through social media. 23.68 percent students buy 

electronics goods followed by fashion at 19.74 percent, home 15.79 percent, beauty 12.50 

percent, sports 11.84 percent, toys and games 6.58 percent, pharmacy 5.92 percent, grocery 

3.95 percent and followed by others. 

7) The Fig.No.6 shows factors that influence the decision to purchase a product online on 

social media platforms. Maximum students purchase by knowledge and awareness at 28.79 

percent followed by previous experience at 28.03 percent, information from friends and 

family 25.76 percent and least by information from mass media at 17.42 percent followed 

by others. 

8) In the Fig.No.7 shows types of Social Media Marketing (SMM) efficiently used. 38.16 

percent by photo advertisement, followed by 34.00 percent using video advertisement, 

followed by stories advertisement by 21.05 percent and least 2.00 percent by messenger 

advertisement. 

9) The Fig.No.8 shows experiences towards getting influenced through Social Media 

Marketing (SMM). 50.00 percent finds trustworthy product as shown in the advertisement, 

18.67 percent finds wrong information, 12.67 percent finds that the product doesn’t exist 

also taking wrong website, 6.00 percent finds defaulter seller followed by others. 

10) The Fig.No.9 shows reviews of online purchase. 48.67 percent agrees that the review, 

comments does affect the purchasing online followed by 36.00 percent neutral, 6.67 

percent strongly disagree, 4.67 percent disagree and lastly 4.00 percent strongly agree. 
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11) In the Fig.No.10 shows trust on Social Media Marketing (SMM) on e-shopping. Maximum 

37.04 percent feels easy to use, 19.05 percent feels simple buying process, 16.40 percent 

feels attractive product features, 13.23 percent feels technology advanced ,8.99 percent 

feels zero contact delivery, 5.29 percent feels countless payment and lastly none felt quick 

delivery. 

Findings of the Study 

 The female respondents are more than the male with 52.67 percent. 

 Most 52.00 percent of respondents are from the age group of 22-25 years. 

 98.67 percent of respondents use social media. 

 47.04 percent of respondents use social media for entertainment. 

 Students prefer to use social media everyday/daily with a percentage of 95.33 percent  

 Most frequently used shopping website is Flipkart with 25.90 percent. 

 Percentage of purchasing products online is the highest for electronics and accessories is 

23.68 percent. 

 48.67 percent of the users agree that the reviews, comments, and posts of the product 

affects online purchasing decision. 

 Highest frequency of social media influencers is 61.19 percent i.e. Instagram. 

 48 percent of social media marketing efficiently uses photo advertisements. 

 50 percent finds trustworthy product in advertisements. 

 37.04 percent find it easy to trust social media marketing in e-shopping. 

Conclusion 

From the study conducted it can be concluded that most consumers who buy online are indeed 

youth, between the age group of 22-25 years. The consumers that usually buy online are young, 

most of them are females and has at least one account on a social network platform. Before 

purchasing a product online they usually get updated from forums, company’s websites, and social 

media accounts. The products which are mostly purchased online by the students are electronic 

products, followed by clothing.  
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To conclude, it can be said that social networks have a role in influencing the behaviour in 

the virtual environment, consumers in particularly when the degree of exposure to messages and 

the relation created between the variety of information given and the consumer who is about to 

make a purchase. If we look from a company’s point of view, it should successfully have back 

track mixed marketing policies to boost sales and, thus, the net turnover and market share. Based 

on the company’s size and the products and services which they promote, it may use niche 

marketing for unique products or to respond to the demand of an increasingly large consumer pool. 

By improving the details of the product or by developing the concept of a total product, the 

company strengthens the relationship between potential buyers who constantly follow social 

networks.  

Price strategies are in in close relationship with strategies regarding the product and directly 

influence the behaviour of purchases to the buyer, at this given time, in the context of the online 

boom, the price is the most important part of the mix of online marketing since the age of 

marketing, the price ends up being a flexible piece. As communication strategies can be used for 

communication through interactive games, banners that lead the consumer to the company website 

to behavioural communication (persuading the audience to adopt certain ideas or practices by 

posting relevant information about the product, short ads, movies, links, etc.) It would have been 

an interesting future direction of research, to observe to what extent is the concentration of online 

products and services in rural areas, given the fact that urban areas are always more cosmopolitan 

and in tune with new trends of any kind, and have a developed evolving infrastructure.  

 

Suggestions  

92% of marketers strongly agree that social media plays a key role in their marketing strategy. 

Creating an effective Social Media Marketing (SMM) strategy can be a challenge. It is a skill that 

should be as thoughtfully planned and executed as any marketing campaign or tactic. 

Here are some of the suggestions to increase the business using social media strategies and get 

better results:- 

1. Identify the right social media channel 

2. Monitor conversations and create relationships 

3. Use scheduling and automation tools 
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4. Monitor trends 

5. Learn everything you can about your audience 

6. Use analytics 

7. Encourage customer feedback 

8. Use social friendly images and focus on eye-catching visuals 

9. Use relevant hashtags 

10. Get your timings right 

11. Pay attention to what is trending 

12. Actively engage with your audience 

13. Utilize employee advocacy 

14. Make a content creation or curation plan with your audience in min 
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Abstract 

Advertising being the most glamorous item of promotion mix helps to convey message to the consumers and create 

demand for the product, services and ideas. Online advertisements have emerged as a more versatile form of 

advertising where consumers can view the advertisement as per their choice and convenience. The behaviour of 

online consumers is different from the consumer in physical world as they have control over the advertising exposure. 

With the rapid rise in internet users, the advertisers spend a large amount on the advertisement to attract the 

maximum number of consumers. The study attempts to find whether online advertisements have been effective in 

terms of its reach and awareness among the consumers and the factors influencing the consumer buying behaviour 

in context of youth in Goa. The primary data collected is analysed using simple percentage analysis and chi-square 

test is applied to test the hypotheses. The results of the study showed that most of the respondents being young and 

exceptionally high internet users are aware of online advertisement. Their purchasing decision is influenced by trust 

on online advertisement, viewing the online advertisement, frequency of viewing and viewing the advertisement till 

the end.  

Keywords: Attitude, Consumer Behaviour, Online Advertisement, Perception, Purchase Decision. 

Background of the study 

Advertising plays an important role in communicating about products and services to larger 

audience through a variety of media namely electronic and print media. Effective advertising aims 

not only at conveying information but also generate a positive image about the product or service 

and further engage the consumer in a purchasing process. In the recent digital environment, the 

development of internet and emergence of online stores have revolutionized the way in which the 

marketing messages are promoted to attract customers. Through the internet small, medium or large 

business can provide product information, price, purchase terms, ordering and payment and delivery 

of goods to customers, prospective buyers and business partners around the world.   
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Online advertisements have emerged as a more versatile form of advertising where 

consumers can view the advertisement as per their choice and convenience. The fundamentals of a 

good advertising campaign should be to attract attention, arise interest, sustain interest, incite action 

and create will. Advertisers track consumers behaviour in order to be able to influence their 

decision-making process and spend a large amount on the advertisement to attract the maximum 

number of consumers. But the most important question is about the reach and recall value of the 

advertisement.  Consumer today are becoming more powerful and sophisticated as they have all the 

information just a click away. The behaviour of online consumers is fundamentally different from 

the consumer in physical world as they have control over the advertising exposure.  

In Marketing, the study of consumer behaviour has central attention as it helps to understand 

the expectations and preferences of the consumer. The number of internet users is on a rapid rise 

worldwide and the internet is being used by consumers of all age and types but it is exceptionally 

well known among the youth. This study attempts to find whether the online advertisements has 

been effective in terms of its reach and awareness among the young consumers and influences their 

buying behaviour. 

 

Literature Review 

(Yadav & Deepmala, 2020) attempted to analyse the effectiveness of online advertisement on 

consumer buying behaviour of clothing and electronics products.  The study tried to find out the 

time spent on online advertising and influence on consumer’s buying behaviour and found that age 

factor and gender do not respond in relation with consumer buying behaviour.  

 (Mahsan et al., 2020)examined the social media advertisement that influence consumer 

buying behaviour on skin whitening products focusing mainly on Facebook and Instagram ads. The 

study acknowledges that the key to a successful advertising lies in consumer buying behaviour.  

According to (Tobi et al., 2020) corporate website advertising and its practical use creates an edge 

for advertisers. Also, product ratings/reviews, e-payment options on organisation websites aid 

consumer decision making. The study suggests that the organisation should improve on their level 

of utilization of online advertising to trigger positive consumer purchase behaviour and should 

launch and advertise more on their corporate website.   

 (Anirvinna et al., 2021) attempted to find the influential factors of online advertisement on 

youth’s online buying behaviour, identify the factors that motivate the youth, product & customer 

relationship management influence, product specification & delivery (PSD) influence and product 
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design & price range (PDPR) influence. It was determined that the factors mentioned in the study 

can influence youths to go for online buying, but contribute less influence on buying behaviour of 

the youths. (Sama, 2019) focused on the effects of television, radio, newspaper and the internet 

advertisement on awareness, interest, conviction, purchase and post-purchase behaviour of 

consumer. It was ascertained that the impact of TV & internet for creating awareness and interest 

of consumers is statistically evident.  

 (Nizam et al., 2018) measured effectiveness of online advertising in terms of attitude 

towards ads, ability to recall ads and frequency of clicking ads in explaining purchase decision in 

Malacca, Malaysia Pearson Product Moment Correlation Coefficient (PMCC) used to assess the 

strength of relationship between the two variables. The attitude towards ads, ability to recall and 

frequency of clicking ads showed significant impact on the purchasing decision by the customers. 

(Kalyansundaram, 2017) studied the effect of internet advertising on consumer behavior and found 

that the internet advertising was effective on reach and creation of awareness due to diversity usage 

and established that it's reliability as an advertising media was little compared to TV advertisement. 

 (Tang & Chan, 2017)in an attempt to analyse the impact of online advertising on generation 

Y's purchase decision in Malaysia found that generation Y probably remember advertisement that 

pull to their advantage and tend to click on an online advertisement based on their interest rather 

than their need towards the product. (Khandare & Suryawanshi, 2016) studied the impact of internet 

advertising on consumer buying behaviour. Findings of the study suggests internet advertising 

influences purchase decision of the customers to a moderate extent.  

 (Mallik & Rao, 2017) in an attempt to find the impact of digital marketing on youth buying 

behaviour pattern at the Big Bazaar found that the mall culture is increased in India because of its 

unique shopping experience. Customer preference and needs are increasing day by day because of 

the increase in their purchasing power, need for new and innovative products. According to (Meena 

& Jain, 2017) internet advertising offers increased awareness of companies and provides an easy 

method to distribute information to target customers. The sellers need to understand the target 

consumers and strategize wisely in order to gain maximum out of this new medium.  

 (Tehreem Yasmeen & Khalid Rizwan, 2016) acclaims that online advertisement has an 

impact on the buying behaviour of the university students of Pakistan and it’s a considerable 

segment that should be targeted to gain lot of revenue. (Singh & Singh, 2016) analyzed the 

effectiveness of online advertisement and its impact on consumer buying behaviour through internet 

user exposed to online advertising. Majority of the respondent agreed that online advertising plays 
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an important role in the consumer purchasing decisions process that has added a new and exciting 

dimension to advertising and provided advertisers with tool to capture attention of target consumer 

with greater accuracy and efficiency.  

 (Aqsa & Kartini, 2015) analysed the effect of online advertising on consumer attitudes and 

purchase interest on students of public and private universities in the city of Makassar. Findings 

show that online advertising has a significant influence on consumer attitudes and attitude of 

consumer has a significant effect on the interest in buying online. (Asaduzzaman, 2015) examined 

the factors influencing the impact of online advertising on university students buying behaviour and 

their attitude towards online advertising. The findings show that gender, web experience, attitude 

towards online advertising plays important role on consumer’s buying behaviour and helps e-

markets to improve the quality of online advertising to attract consumer effectively.  

 (Upadhyay & Joshi, 2014) analysed the impact of advertising on buying behaviour of youth 

with special reference to branded outfits and also the pattern of expenditure of youth for branded 

outfits. The study found increased awareness and consciousness among the respondents along with 

readiness to spend any price for comfort and quality although many people use branded apparels as 

it raises the confidence level of a person and confidence derives personal satisfaction.  (Wei et al., 

2010) studied the impact of online advertising among students in a university in the Klang valley. 

The findings shows that features of online advertising do generate a significant influence on attitude 

towards the brand as well as purchase intention. 

 

Research gap 

Most studies in this area found online advertising playing a significant role in the consumer 

purchasing decision process and provides the advertisers with an exciting tool to capture attention 

of target consumer. This study is an extension to the existing literature. Large number of consumers 

are online every day for their official and personal work and come across the ads shown on the 

webpage. The advertisers spend a large amount on the advertisement to attract the maximum 

number of consumers. But the most important question is about the reach and recall value of these 

advertisement.  These questions have initiated the need for this study. The study attempts to find 

whether online advertisements have been effective in terms of its reach and awareness among the 

consumers and what factors influence the consumer buying behaviour in context of youth in Goa. 
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Objectives of the study 

 To find out the effectiveness of online advertising on reach and creation of awareness.  

 To determine the relationship between online advertisement and consumer buying 

behaviour. 

 

Research Methodology 

The present study is an empirical research based on both primary and secondary data. The primary 

data is collected from 170 sample respondents in Goa through random sampling. The structured 

questionnaire was administered through google forms to the target respondents in the age group of 

15 to 35 years considered as youth population as per the National Youth Policy of India (2003). The 

collected data is analysed using Simple percentage and Chi-square test using SPSS. 

 

Data analysis  

I) Respondent profile:  

Table 1   Profile (total number of respondents 170) 

Profile Number of respondents Percentage of respondents 

Gender  

Male  

Female 

 

72 

98 

 

41.8 

58.2 

Age 

15-20 

20-25 

25-30 

30-35 

 

57 

78 

20 

15 

 

33.5 

45.9 

11.8 

8.8 

Marital Status 

Married  

Unmarried 

 

26 

144 

 

15.3 

84.7 

Occupation 

Student (not earning) 

Student (earning) 

Service 

Others 

 

91 

18 

36 

25 

 

53.5 

10.6 

21.2 

14.7 

Annual Income  

Not any 

Less than 1 lac 

1-3 lac 

3-5 lac 

More than 5 lac 

 

98 

41 

20 

5 

6 

 

57.6 

24.1 

11.8 

2.9 

3.5 

Residential status 

Rural  

Urban 

 

100 

70 

 

58.8 

41.2 

Educational Background 

Secondary 

Higher Secondary 

Graduation 

 

17 

32 

90 

 

10 

18.8 

52.9 
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          Source: Primary data 

II) Awareness and reach of online advertisement  

Table 2 Most frequently noticed mode of advertisement 

Most frequently noticed mode of 

advertisement 
Number of respondents Percentage 

Television and Movies 42 24.7 

Newspaper and Magazines 13 7.6 

Bills Board 2 1 

Radio 2 1.2 

Internet/Online 111 65 

Total 170 100 

Source: Primary data 

Table 3 Aware of online advertising 

Awareness Number of respondents Percentage 

Yes 158 92.9 

No 12 7.1 

Total 170 100 

Source: Primary data 

Table 4   Has ever seen online advertisement 

Has ever seen online advertisement Number of respondents Percentage 

Yes 164 96.5 

No 6 3.4 

Total 170 100 

Source: Primary data 

Table 5   Purpose of viewing online advertisement 

Purpose of viewing No. of respondents Percentage 

Exploration 27 15.9 

Information 85 50 

Entertainment 7 4.1 

Shopping 37 21.8 

Time pass 14 8.2 

Total 170 100 

Source: Primary data 

Post-graduation 

Others 

26 

5 

15.3 

2.9 

Internet users 

Yes 

No 

 

167 

3 

 

98.8 

1.2 

Purpose of use 

Email 

Browsing 

shopping 

 

19 

103 

48 

 

11.2 

60.6 

28.2 
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Table 6 Frequency of coming across online advertisement 

Frequency  No. of respondents Percentage 

Every time 77 45.3 

Very often 51 30 

Sometimes 39 22.9 

Never 3 1.8 

Total 170 100 

Source: Primary data 

Table 7   Has ever checked online advertisement 

Checked No. of respondents Percentage 

Yes 118 69.4 

No 52 30.6 

Total 170 100 

 Source: Primary data 
 

Figure 1 Category of online advertisement preferred to check 

 
Source: Primary data 

 

III)  Attitude and perception towards online advertisement 

Figure 2 Type of online advertisement liked by the viewers 

 

Source: Primary data 
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Table 8 Tendency of watching advertisement till the end 

Watch till end No. of respondents Percentage 

Always 7 4.1 

Sometimes 125 73.5 

Never 38 22.4 

Total 170 100 

Source: Primary data 

Table 9 Trust on online advertisement 

Trust on online advertisement No. of respondents Percentage 

Yes 18 10.6 

No 47 27.6 

Partially 105 61.8 

Total 170 100 

Source: Primary data 

Figure 3 Attitude towards online advertisement 

 
Source: Primary data 
 

Figure 4. Perception of respondents towards online advertisement 

  

Source: Primary data 
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IV)  Online advertisement and consumer behaviour 

Figure 5 Influence on taking purchase decision 

 

 Source: Primary data 

Table 10 Type of advertisement that attracts and influence the buying decision 

Types of advertisement that Attracts and 

Influence the buying decision 

Number of 

respondents Percentage 

Television and Movie 35 20.6 

Newspaper and Magazines 12 6.1 

Bills Boards 4 2.4 

Radio 4 2.4 

Internet/Online 115 67.6 

Total 170 100 
 Source: Primary data 

Table 11 Does online advertisement influence buying decision 

Response Number of respondents Percentage 

Almost Always 10 5.9 

Sometimes 86 50.6 

Once in a while 22 12.9 

Rarely 41 24.1 

Never 11 6.5 

Total 170 100 

Source: Primary data 
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Figure 6   Effect of online advertisement on buying decision 

 

Source: Primary data 
 

Figure 7 Features of online advertisement that influence consumer buying decision 

 

Source: Primary data 

 

V) Influence of online advertisement on consumer buying behaviour 

To understand the influence of online advertisement on the consumer buying following variables 

were selected: 

Psychological factors: 

1. Trust on online advertisement. 

2. Attitude towards online advertisement. 

3. Purpose of viewing online advertisement. 
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Behavioural factors 

4. Viewing the online advertisement. 

5. Frequency of viewing online advertisement. 

6. Watching online advertisement till the end. 

The influence of select variables on the consumer buying behaviour is analyzed using chi-square to 

test the following are the hypotheses: 

H1: Consumer’s trust on online advertisement influences the consumer’s buying behaviour. 

H2: Consumer’s attitude towards online advertisement influences the consumer’s buying behaviour. 

H3: Purpose of viewing the online advertisement influences the consumer’s buying behaviour. 

H4: Viewing the online advertisement influences the consumer’s buying behaviour. 

H5: Frequency of viewing the online advertisement  

H6: Watching online advertisement till the end influences the consumer’s buying behaviour. 

 

Table 12 Trust on online advertisement. 

Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 20.984a 8 .007 

Likelihood Ratio 20.260 8 .009 

Linear-by-Linear 

Association 
1.303 1 .254 

N of Valid Cases 170   

a. 6 cells (40.0percent) have expected count less than 5. The minimum expected count is 

1.06. 
Source: Author’s computation 

 
Table 13 Attitude towards online advertisement. 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 13.489a 8 .096 

Likelihood Ratio 13.202 8 .105 

Linear-by-Linear 

Association 
.003 1 .954 

N of Valid Cases 170   

a. 7 cells (46.7percent) have expected count less than 5. The minimum expected count is 

1.00. 
Source: Author’s computation 
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Table 14 Viewing the online advertisement. 

 

 

Table 15 Purpose of viewing online advertisement. 

 

Table 16 Frequency of viewing online advertisement. 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 51.602a 12 .000 

Likelihood Ratio 25.204 12 .014 

Linear-by-Linear Association .981 1 .322 

N of Valid Cases 170   

a. 11 cells (55.0percent) have expected count less than 5. The minimum expected count is 

.18. 
Source: Author’s computation 

 

 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 18.413a 4 .001 

Likelihood Ratio 17.978 4 .001 

Linear-by-Linear 

Association 
17.250 1 .000 

N of Valid Cases 170   

a. 2 cells (20.0percent) have expected count less than 5. The minimum expected count is 

3.06. 
Source: Author’s computation 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 9.028a 16 .912 

Likelihood Ratio 10.652 16 .830 

Linear-by-Linear Association .538 1 .463 

 of Valid Cases 170   

a. 15 cells (60.0percent) have expected count less than 5. The minimum expected count is 

.41 
Source: Author’s computation 
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Table 17 Watching online advertisement till the end. 

Source: Author’s computation 

 

Table 18 Results of Chi-square test  

Variable P-value Hypothesis 

Psychological factors   

Trust on online advertisement. 0.007* Accepted 

Attitude towards online advertisement. 0.096 Rejected 

Purpose of viewing online advertisement. 0.912 Rejected 

Behavioural factors   

Viewing the online advertisement. 0.001* Accepted 

Frequency of viewing online advertisement. 0.000* Accepted 

Watching online advertisement till the end. 0.050* Accepted  

*significant 

Based on the above p-values it is observed that the consumer buying behaviour is significantly 

influenced by the trust he has on online advertisement, viewing the advertisement, frequency 

of viewing and also viewing the advertisement till the end. Consumer’s attitude towards online 

advertisement and purpose of viewing online advertisement does not have significant influence 

on the consumer’s buying behaviour. 

 

Findings 

I) Respondents profile: Most of the respondents are females i.e. 58.2 percent and are 

in the age group of 20-25 years.  Majority are unmarried and more than half are not 

earning any income. 58.8 percent of respondents are from rural area and 

52.9percent are graduate. 

Chi-Square Tests 

 Value df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 15.335a 8 .050 

Likelihood Ratio 15.487 8 .050 

Linear-by-Linear Association 1.004 1 .316 

N of Valid Cases 170   
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II) Usage of Internet: 98.8 percent of respondents are using internet and most of them 

are using internet for browsing. 

III) Awareness about online advertising: It is found that more than 90 percent of the 

respondents are aware of online advertisements and have seen online 

advertisements. 

IV) Purpose of viewing online advertisement: From the study it is found that 

50percent of the respondents view online advertisements for the purpose of 

collecting information followed by shopping and exploration. 

V) Check online advertisement: Majority of the respondents have come across online 

advertisements every time and 69.4 percent of the respondents actually check online 

advertisement by clicking on it. 45.3 percent of respondents prefer to check online 

advertisements of clothing sites followed by ecommerce sites and mobile phones. 

VI) Attitude and perception towards online advertisement: The study found that 

31.8percent respondents find online advertisements helpful and almost equal 

number find it informative. 15 percent find it irritating and disturbing and 

7.1percent find it waste of time 

VII) Most liked type of online advertisement: It is noticed that 31.8 percent 

respondents like to view Google ads, followed by 21.2 percent sponsor adds, 15.3 

percent pop-ups, keywords advertising 14.7 percent, 14.1percent like to watch 

rectangular banner and sky scape. 

VIII) Frequency of viewing: Majority of the respondents i.e, 73.5 percent watch online 

advertisements only sometimes. 

IX) Trust on online advertisement:61.8 percent partially trust online advertisements. 

X) Attitude towards online advertisement: 77.1 percent of respondent’s attitude 

towards online advertisements is neutral but majority of the respondents are of the 

opinion that their buying decision is sometimes attracted and influenced by 

internet/online advertisements. Among various features of online advertisement, 

around 49.4percent of respondent’s buying decision is influenced by the feature- 

“discount offers” on the online advertisement. 

XI) Influence on consumer buying behaviour: Based on the results of chi-square test 

it is observed that the consumer buying behaviour is significantly influenced by the 

trust he has on online advertisement, viewing the advertisement, frequency of 
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viewing and also viewing the advertisement till the end. Consumer’s attitude 

towards online advertisement and purpose of viewing online advertisement does 

not have significant influence on the consumer’s buying behaviour. 

 

Conclusion 

Advertising being the most glamorous item of promotion mix helps to convey message to the 

consumers and create demand for the product, services and ideas. Online advertising provides 

the advertisers a way to make their product globally recognized. The growth of internet usage 

has pushed the advertisers to use this medium to attract the consumers through websites, emails, 

ad supported software, internet enabled smart phone, social media, etc. The study of consumer 

behavior has always occupied the centre space in marketing. It is the process by which the 

consumer search for, select, purchase, use and dispose goods and services in satisfaction of 

his/her needs and wants.  

The results of the study showed that all the respondents being young are exceptionally 

high internet users and most of them are aware of online advertisement. Their purchasing 

decision is influenced by not only viewing the online advertisement but also with the frequency 

of viewing and viewing till the end. Thus, the advertisers should present and place the 

advertisement through the digital platform in such a way that the consumers are attracted to 

view and watch the advertisement till end and create a recall value for the product.  The 

advertisement should try to earn the trust of the consumers which is also identified as the factor 

that influences the consumer buying behaviour.   
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Abstract 

Value added analysis is the analysis of wealth creation and application of wealth by any enterprise. The value-

added income concept helps to appraise the performance of enterprises whose operation affects the social and 

economic well-being of entire community and recognizes the contributors and claimants who have contributed 

in the process of generating value.  To measure the performance of a public sector enterprise, accounting 

profit-based measures of financial performance cannot be applied as the only dependable measure of 

performance as these enterprises are not established with the objective of profit. This study has been undertaken 

to analyze the performance of public sector enterprise using the concept of value addition made by them.  Data 

is analyzed using trend analysis and time series analysis.  The findings of the study reflect increase in value 

addition made by State Level public sector enterprises over the years. Though these enterprises are not able to 

give good returns to the owners but it justifies its role for being in existence by adding value to the stakeholders.   

 

Keywords: Public Sector Enterprises, Social Performance, Stakeholders, Value Addition, Value 

Added Statement, Wealth Creation. 

 

Background of the study 

Performance evaluation is a management process to promote improvement in performance. 

Such an evaluation needs to be done based on the objectives of the enterprise considered as the 

criterion for performance evaluation. The public sector undertakings are generally criticized for 

their poor performance in terms of return on funds invested. These enterprises are not 

established with the objective of profit. Moreover, these undertakings have the main objective 

of providing infrastructure towards the economic development of the society as well as 

fulfilling the expectations, trust and aspiration of the society at large.  

Several measures can be adopted to measure the corporate performance such as net 

profit ratio, return on investment, return on equity etc. but these measures are the conventional 

yardsticks showing firm’s existence and growth.  Private sector companies that work with the 
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profit motive can use profit as the measuring rod to measure their performance but for public 

sector companies that work with the motive of welfare, profit cannot be the only criteria to 

gauge their performance. Public sector enterprises benefit not only the owners or financers but 

also the employees, government and public at large. Therefore, many countries including India 

have adopted value added concept in addition to traditional profit- based measures in the context 

of public sector enterprise.  

Value Added Statement of the company provides the means to satisfy all the 

stakeholders showing the wealth created for the society at large.  Thus, it is a strong basis 

favouring social consent to carry on its business activities. This study has been undertaken to 

analyze the performance of public sector enterprise based on value addition made by them 

(Hossain, 2017). 

 

Literature review 

Mandal & Goswami (2008) attempted to study the extent to which the Value-added statement 

can supplement additional financial information to satisfy all the stakeholders of the enterprises, 

as a part of social responsibility reporting.  The study found the Value-added statement very 

useful to judge the performance of an enterprise and also help in managerial decision making. 

Van (1998) attempted to find out the usefulness of the value-added statement and there from to 

evaluate the information.  

According to Aswegen & Hamman (2005) Value added is a measure of the economic 

performance, or increase in wealth, of a company. The focused on the trends in the distribution 

of added value of listed industrial companies in South Africa using value added ratios. Maji 

(2016) focused on the existing status of value-added reporting via value added statement in 

India and to propose suggestions to improve the quality of information disclosed through value 

added statement so that it can become much more useful, informative and effective.  

Singh (2013) analysed the pattern of value addition to understand the usefulness of 

value-added ratios as a means of an indicator for profitability and productivity measurement in 

selected Indian companies and believed that the focus on value added and their ratios has a 

direct impact on the profitability and would lead to the long-term success of the company. Singh 

(2017) conducted a study to measure the performance of BHEL and INFOSYS using value 

added ratios.  The study found that though the companies have not improved their profitability, 

both the companies have fulfilled their social responsibilities.  Nandi (2011) used amount of 
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value addition and value- added statement ratios to measure the performance of select public 

sector enterprises in India. value added income concept was used to highlight the fact that the 

public sector enterprises are not set up to contribute towards financial income but are expected 

to contribute towards value addition in the society.  

Hossain (2017) highlighted on the usefulness of Value-added statement as a 

supplementary financial statement, in addition to traditional financial statement as a part of 

social responsibility reporting. According to Reichmann & Lange (1981) the aim of Value-added 

statement as part of corporate social reporting is to disclose the distribution of income of the 

enterprise among its stakeholders. 

 

Objectives of study 

*To understand the role of value addition as a tool for evaluating performance of Public Sector 

Enterprises.  

*To assess value addition of select State Level public sector enterprises in Goa during the study 

period. 

 

 Scope of the study 

State Level Public sector enterprises are those enterprises in which at least 51 percent of the 

financial stake is held by the State Government and which are incorporated under the 

Companies Act. There are altogether 17 State level public sector enterprises in Goa. For the 

purpose of study, we have selected only 3 enterprises which are in service sector: Kadamba 

Transport Corporation Ltd, Goa Electronics Ltd and Goa Tourism Development Corporation 

Ltd. The analysis has been done for the period of five years 2013-14 to 2017-18 based on the 

information provided in the financial statements of the selected units. 

 

Research methodology 

The study is a descriptive in nature and is purely based on the secondary data obtained from 

research articles and the financial statements of selected State Level Public sector enterprises. 

The analysis is done using descriptive statistics, trend and time series analysis. Trend analysis 

was used to understand the pattern of the data over the period of time and time series analysis 

was done to fit a trend line for forecasting using the least squares method.  
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Concept of Value addition 

Value added statement (VAS) in financial reporting system is a newly developed technique, 

which is regarded as a part of social responsibility accounting and reporting. Value added 

analysis is the analysis of wealth creation and application of wealth by any enterprise.  The 

value-added statement is a most important statement of social disclosure of an enterprise 

indicating the value (wealth) that has been created by an enterprise through utilization of its 

capacity, capital, manpower and other resources and allocated to the following stakeholders:  

The workforce - for wages, salaries and related expenses. 

The financiers- for interest on loans and for dividends on share capital.  

The government -for corporation tax.  

The business- for retained profits.   

In macroeconomics, economists use this term to compute incremental generation of 

gross domestic product. In 1975, Accounting Standard Steering Committee (ASSC) 

recommended the companies to prepare Value Added Statement in addition to Income 

statement. The concept of “Value Added” is gaining its popularity in Singapore, Australia, U.K. 

Switzerland, Germany, Netherland, France, Italy, USA and Denmark but in India it has not 

gained importance due to the fact that it is not mandatory (Maji, 2016).   

Thus, to judge the corporate performance in the current scenario Value Added Statement 

is considered to be the most effective method as compared to as primitive accounting systems. 

The value-added income concept helps to appraise the performance of enterprises whose 

operation affects the social and economic well-being of entire community and recognizes the 

contributors and claimants who have contributed in the process of generating value. 

 

Bernard Cox suggested the following two methods for computing GVA (Gross Value 

addition):  

i. Additive approach: Under this approach we can compute GVA as follows:  

GVA=PBT +EC+D+1 

Where PBT =Profit before tax, EC= Employee Cost, D= Depreciation and I = Interest  

ii.  Subtractive approach: Under this approach we can compute GVA as follows:  

GVA = S+ IS – CBGS 

Where S= Sales, IS= Income from salaries and CBGS= cost of bought in goods and services 
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Studneskipaul suggested following two methods for calculating net value added: 

i. Income Distribution Method:  

The following equation shows us how Net Value Added is determined:  

NVA=VAW+VAG+VAF+VAE 

Where VAW=Value added to employees, VAG=Value Added to Government  

VAF=Value added to financer, VAE= Value added to equity. 

ii. Net Output Method:  

Under this method Net Value added is determined by the following equation:  

NVA = GVA-D=(S+IS)-CBGS-D 

Where S = Sales, IS = Income from services, CBGS = Cost of bought in goods and services 

and D = Depreciation 

For the purpose of calculation of value addition made by the state level public sector enterprises, 

we have adopted the following methods:  

1. GVA: Additive approach  

2. NVA: Income distribution method  
 

Data Analysis 

I) Kadamba Transport Corporation Limited (KTCL) 

The Kadamba Transport Corporation Ltd is a state transport undertaking of the State established 

in the year 1980.  The corporation was set up with the objective to provide safe, reliable, 

punctual, effective and efficient passenger transport to people in Goa.  Since inception, it has 

been operating in competition with private operators.  Though the corporation is unable to meet 

the entire transport demand in the state, still it attempts to provide the best transport facilities 

to the people in the State and thus assist in economic development of the State. 
 

Table 1: Calculation of Gross Value Addition (Additive method)    (Amount in crores) 

Year PBT EC D I GVA Trend% 

2013-14 -24.04 80.51 10.29 5.73 96.54 100 

2014-15 -18.26 87.90 7.90 5.37 101.18 105 

2015-16 5.19 97.23 9.24 4.70 116.38 121 

2016 -17 -3.53 95.61 10.63 4.50 110.76 115 

2017-18 -11.03 99.04 10.98 3.44 113.47 118 

Mean     107.67  

SD     8.44  

Source: Annual reports of KTCL from 2013-14 to 2017-18 
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Table 2: Calculation of Net Value Addition NAV            (Amount in crores) 

Year VAW VAG VAF VAE NAV 
Trend 

% 

2013-14 80.51 1.86 5.73 -24.30 88.11 100 

2014-15 87.90 2.48 5.37 -18.26 95.76 109 

2015-16 97.23 2.39 4.70 5.19 109.53 124 

2016-17 95.61 2.35 4.50 -3.53 102,47 116 

2017-18 99.04 2.54 3.46 -11.03 105.04 119 

Mean         100.18  

SD         8.38  

 Source: Annual reports of KTCL from 2013-14 to 2017-18 

 

As observed in table 1 and 2, GVA has been improving over the years except in the year 2016-

17. The major component of the GVA is Employee cost. The employee cost is increasing over 

the years. GVA shows less deviation in the KTCL. The NVA is increased over the years except 

in the year 2016-17. But the Value addition to Equity (return to the capital providers) has been 
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negative throughout except in the year 2015-16.  The mean GVA is 107.67 crores and the S.D 

is 8.44 crores which shows less deviation in the GVA of KTCL. The mean NVA is 100.18 

crores and the S.D is 8.38 crores showing less variation in the NVA. Though there was no value 

added to the owners but the firm added value to other stakeholders which is a justification for 

allowing the existence of the enterprise. 

II) Goa Electronics Limited (GEL) 

Goa Electronics Ltd is a wholly owned subsidiary of EDC Ltd.  It was established in 1978 and 

was originally involved in manufacturing of Televisions and audio sets.  But later GEL 

diversified its operation s in the IT sector and is now identified as one of the agencies providing 

fee-based IT support to various Government departments in the State.  

GEL’s business operations include application development, database administration, 

hardware supply and maintenance, development of software, IT project management web 

development, client server development and management, network administration, etc.  GEL 

also specializes in digitization of spatial data and smart cards and GIS based applications.  

 

Table 3: Calculation of Gross Value Addition   (Amount in crores) 

Year PBT EC D I GVA Trend % 

2013-14 -1.24 4.06 0.09 0.10 4.26 100 

2014-15 -0.45 4.02 0.14 0.36 4.53 106 

2015-16 0.15 4.75 0.10 0.36 5.36 126 

2016-17 0.39 5.57 0.20 0.28 6.45 151 

2017-18 0.43 6.58 0.34 0.26 7.63 179 

Mean         5.65  

SD         1.40  

Source: Annual reports of GEL from 2013-14 to 2017-18 
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Table 4: Calculation of Net Value Addition    (Amount in crores) 

Year VAW VAG VAF VAE NVA Trend % 

2013-14 4.06 0.01 0.10 -1.24 4.17 100 

2014-15 4.02 0.04 0.36 -0.45 4.42 106 

2015-16 4.75 0.09 0.36 0.14 5.35 128 

2016-17 5.57 0.17 0.28 0.39 6.42 154 

2017-18 6.58 0.10 0.26 0.43 7.38 177 

Mean         5.55  

SD         1.35  

Source: Annual reports of GEL from 2013-14 to 2017-18 

From table 3 and 4 it is observed that, GVA has increased right form the year 2013-14 up to 

2017-18. The major component of the GVA is Employee cost. The mean GVA is 5.65 crores 

and the S.D is 1.40 crores which shows huge deviation in the GVA of GEL.  The GVA shows 

an upward trend from 2013-14 to 2017-18. This shows that the performance of the company 

has improved with increased value additions and increased revenues.  The mean NVA is 5.55 

crores and the S.D is 1.35 crores showing high variation in the NVA. The value addition to 

employees and to the government has been soundly increasing over the years. 

 
 

III. Goa Tourism Development Corporation (GTDC) 

The Goa Tourism Development Corporation was set up in 1982 with the objective to take care 

of the commercial tourism activities in the State.  The activities under tourism include 

accommodation, vehicles, tours, boats, etc. and the corporation runs and manages these 

activities with the aim to promote and develop tourism in the State.  The Corporation strives to 
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establish a long-term relationship with the guests and provide them with the best value and 

perfect exponent of Goa’s hospitality. 

 

Table 5: Calculation of Gross Value Addition    (Amount in crores) 

Year PBT EC D I GVA Trend % 

2013-14 -0.56 13.62 1.73 - 15.36 100 

2014-15 -0.21 13.87 2.13 - 16.01 104 

2015-16 0.28 16.28 1.52 - 18.09 118 

2016-17 1.79 17.69 2.62 - 22.10 144 

2017-18 1.35 15.78 2.14 
-

` 
19.27 

125 

Mean         18.17  

SD         2.70  

Source: Annual reports of GTDC from 2013-14 to 2017-18 

 

 

 

Table 6: Calculation of Net Value Addition    (Amount in crores) 

Year VAW VAG VAF VAE NVA 
Trend 

% 

2013-14 13.62 0.81 - 0.86 15.31 100 

2014-15 13.87 0.66 - 0.53 15.07 98 

2015-16 16.28 0.70 - 1.08 18.07 118 

2016-17 17.69 0.71 - 1.79 20.20 132 

2017-18 15.78 0.59 - 1.35 17.73 116 

Mean     17.28  

SD     2.13  

Source: Annual reports of GTDC from 2013-14 to 2017-18 
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As seen in table 5 and 6, GVA has improved over the years except the year 2017-18 it has 

declined as compared to the previous years. The major component of the GVA is Employee 

cost. Depreciation charges have not been constant over the years. It has not incurred any interest 

expenses over the years. The mean GVA is 18.17 crores and the S.D is 2.70 crores which shows 

less deviation in the GVA of GTDC.  The NVA is not constant, it is fluctuating over the years. 

But the Value addition to Equity (return to the capital providers) has increased over the years 

except in the year 2017-18. There is no value addition towards the financers. The value addition 

to the government in the form of taxes and duties has been fluctuating over the years. The mean 

NVA is Rs.17.28 and the S.D is 2.13 crores showing less variation in the NVA. 

 

Table 7:  Trend values of GVA of KTCL 

Year X GVA(y) x2 Xy 
Trend 

Value 

2014 -2 96.54 4 -193.08 98.98 

2015 -1 101.18 1 -101.18 103.32 

2016 0 116.38 0 0 107.67 

2017 1 110.76 1 110.76 112.01 

2018 2 113.47 4 226.94 116.35 

n=5 ∑x=0 ∑y=538.35 ∑x2=10 ∑xy=43.43  

 

Table 7 shows the trend values of GVA of KTCL for the period of 5 years from 2013-14 to 

2017-18. 
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a=∑y / n     =538.35/5      

              =107.67 

b=∑xy / ∑x2     =43.43/10    

                =4.34 

Straight trend line equation for calculation of GVA of KTCL using the least square method  

y = a + bx 

y=107.67+ 4.34x 

 

Table 8: Trend values of NVA of KTCL 

Year X NVA(z) x2 Xz Trend Value 

2014 -2 88.11 4 -176.23 92.07 

2015 -1 95.76 1 -95.76 96.13 

2016 0 109.53 0 0 100.18 

2017 1 102.47 1 102.47 104.24 

2018 2 105.04 4 210.08 108.29 

n=5 ∑x=0 ∑z=500.93 ∑x2=10 ∑xz= 40.55  

 

Table 8 shows the trend values of NVA of KTCL for the period of 5 years from 2013-14 to 

2017-18. 

a=∑z / n       = 500.93/5   

              =100.18 

b=∑xz / ∑x2 = 40.55/10    

               =4.05 

 

Straight trend line equation for calculation of NVA of KTCL using the least square method 

z = a + bx 

z=100.18+ 4.05x 

 

The fitted trend line equation relating to GVA and NVA are: 

 y=107.67+ 4.34x ------equation 1 

z=100.18+ 4.05x-------equation 2 
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From the above two equations GVA and NVA figures can be easily estimated for the future 

period. Suppose we want to know the GVA and NVA for the year 2018-19 simply by putting 

x=3 in equation 1 and equation 2 we get the estimated GVA and NVA: 

GVA:  y (2018-19) = 107.67+ 4.34*3 = 120.70 

NVA:  z (2018-19) = 100.18+ 4.05*3= 112.35 

 

Table 9: Trend values of GVA of GEL 

Year X GVA(y) x2 Xy Trend Value 

2014 -2 4.26 4 -8.52 3.91 

2015 -1 4.53 1 -4.53 4.78 

2016 0 5.36 0 0 5.65 

2017 1 6.45 1 6.45 6.51 

2018 2 7.63 4 15.27 7.38 

n=5 
∑x 

= 0 
∑y=28.25 ∑x2=10 ∑xy=8.66  

 

Table 9 shows the trend values of GVA of GEL for the period of 5 years from 2013-14 to 2017-18. 

a = ∑y / n     = 28.25/5      

                 = 5.65 

b = ∑xy / ∑x2 = 8.66 /10   

               = 0.86 

y= a + bx 

Straight trend line equation for calculation of GVA of GEL using the least square method  

y= 5.65+ 0.86x 

 

Table 10: Trend values of NVA of GEL 

Year X NVA(z) x2 Xz Trend Value 

2014 -2 4.17 4 -8.35 3.87 

2015 -1 4.42 1 -4.42 4.71 

2016 0 5.35 0 0 5.55 

2017 1 6.42 1 6.42 6.39 

2018 2 7.38 4 14.77 7.23 

 n=5 

 ∑x = 

0 ∑z=27.78 
∑x2=10 

∑xz=8.41   
 

Table 10 shows the trend values of NVA of GEL for the period of 5 years from 2013-14 to 

2017-18. 
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a=∑z/n   = 27.78/5  

               =5.55 

b=∑xz/∑x2 = 8.41/10    

            =0.84 

z = a + bx 

Straight trend line equation for calculation of NVA of GEL using the least square method  

z= 5.55+ 0.84x 

The fitted trend line equation relating to GVA and NVA are  

y= 5.65+ 0.86x-------- equation 1 

z= 5.55+ 0.84x--------equation 2 

From the above two equations GVA and NVA figures can be easily estimated for the future 

period. Suppose we want to know the GVA and NVA for the year 2018-19 simply by putting 

x=3 in equation 1 and equation 2 we get the estimated GVA and NVA: 

 GVA : y (2018-19) = 5.65+0.86 * 3 = 8.25 

 NVA :  z (2018-19) = 5.55 + 0.84 * 3 = 8.08 

 

Table 11: Trend values of GVA of GTDC 

Year X GVA (y) x2 Xy Trend Value 

2014 -2 15.36 4 -30.72 15.38 

2015 -1 16.01 1 -16.01 16.77 

2016 0 18.09 0 0 18.17 

2017 1 22.10 1 22.10 19.56 

2018 2 19.27 4 38.55 20.95 

n=5 
∑x 

= 0 
∑y=90.85 ∑x2=10 ∑xy=13.93  

 

Table 11 shows the trend values of GVA of GTDC for the period of 5 years from 2013-14 to 

2017-18. 

a=∑y/n      =90.85/5      

                 =18.17 

b=∑xy/∑x2        =13.93/10     

                    =1.39 

y= a + bx 
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Straight trend line equation for calculation of GVA of GTDC using the least square method  

y= 18.17+ 1.39x 

 

Table 12: Trend values of NVA of GTDC 

Year X NVA(z) x2 Xz Trend Value 

2014 -2 15.31 4 -30.62 15.28 

2015 -1 15.07 1 -15.07 16.28 

2016 0 18.07 0 0 17.28 

2017 1 20.20 1 20.20 18.27 

2018 2 17.73 4 35.46 19.27 

n=5 

 ∑x 

= 0 ∑z=86.40 ∑x2=10 ∑xz=9.97   

 

Table 12 shows the trend values of NVA of GEL for the period of 5 years from 2013-14 to 

2017-18. 

a=∑z/n       =86.40/5   

                 = 17.28 

b=∑xz / ∑x2   = 9.97/10    

     =0.99 

z = a + bx 

Straight trend line equation for calculation of NVA of GTDC using the least square method.  

z=17.28+ 0.99x 

The fitted trend line equation relating to GVA and NVA are  

 y= 18.17+ 1.39x-------- equation 1 

z=17.28+ 0.99x--------equation 2 

From the above two equations GVA and NVA figures can be easily estimated for the future 

period. Suppose we want to know the GVA and NVA for the year 2018-19 simply by putting 

x=3 in equation 1 and equation 2 we get the estimated GVA and NVA: 

GVA :  y (2018-19) = 18.17+ 1.39* 3 = 22.35  

NVA :  z (2018-19) = 17.28+ 0.99 * 3 = 20.25 

 

Conclusion 

Value added analysis is the analysis of wealth creation and application of wealth by any 

enterprise. Analysis of value addition helps to measure the corporate performance and 
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productivity. Value Added Statement though gives information about wealth created by a firm 

during the financial/fiscal year, is a supplement and not a substitute to Profit & Loss account. 

Through this study an attempt is made to analyse the value addition of three State Level public 

sector enterprises in Goa operating in the service sector. Based on the analysis it is observed 

that the value addition by these State Level public sector enterprises has been increased over 

the years with the exception of one year. Though these enterprises are not able to give good 

returns to the owners but it justifies its role for being in existence by adding value to the 

stakeholders.   

Limitations of study  

The study is restricted for only service sector but can be extended for other sectors too. The 

analysis is done based on the data obtained from the financial statements of the study units. The 

study covers calculation of GVA using additive approach and NVA using the income 

distribution method instead of preparation of value-added statement.  The study could have 

been expanded by calculating value added ratios.  
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Abstract 

Information technology has become an integral part of our day-to-day life. Almost everyone has access to cyber 

space and it has paved its way to banking sector as well. Increase in the usage of cyberspace has made us 

vulnerable to cybercrimes. This study provides an overview of cybercrimes, how fraudsters commit crimes and 

preventive measures provided by RBI in order to prevent customers from becoming the victim of cyber frauds. 

The survey was conducted for 102 respondents across Goa. This study indicated that majority of the people use 

internet banking services and is aware of the cyber frauds. Moreover, a large number of respondents have been 

exposed to cyber frauds due to which it is difficult for them to trust the E-banking services. 
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Introduction 

The usage of internet services is growing rapidly and it has given rise to new opportunities in 

every field. And this has not left out the banking sector; along with the rise in internet usage it 

has also given rise to the criminal activities. Banking sector is considered as the backbone of 

our economy and hence, it has witnessed expansion of its services and strive to provide better 

customer facilities through technology. Our day-to-day monetary transactions include cash 

payments, cheque, demand draft etc. however, the banking services has paved its way to the 

modern system of payments such as usage of debit cards, credit cards, internet banking, online 

payments through UPI (Unified Payments Interface) etc. Cyber-crime is a major issue while 

using technology because the information available online is highly susceptible to be attacked 

by cyber criminals. Cyber frauds lead to huge monetary losses. Most of the common types of 

banking cyber frauds include Hacking, Debit/ Credit card fraud, phishing, key logging, 

spyware, watering holes, malware based attacks, Email spoofing, and ATM skimming. 

 

Types of Cyber Frauds in Banking 

1. Hacking: it is an unlawful access to a system to degenerate or to see any misguidedly 

            information. 
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2. Phishing: it includes a procedure to collect private data like username, password, one 

time password etc. 

3. Vishing: A criminal act for social designing via phone to access an individual and 

budgetary data from population with the goal to attain monetary benefits. 

4. Spamming: Spontaneous messages sent to a mass population trying to constrain the 

message in individuals who might not get it. 

5. ATM skimming and Purpose Offer Wrongdoings: It is the most developed method 

of trading off ATM machine or POS by introducing a gadget on the keypad which copies 

the same thing. Effective execution of skimmers through ATM machines gather the card 

numbers. 

 

Modus Operandi used by Fraudsters to commit Frauds as per RBI 

Phishing  

Fraudsters develop a phishing website that appears to be a real website, such as a 

bank&#39;s website, an e-commerce website, a search engine, and so on. Links to these 

websites are circulated by fraudsters through Short Message Service (SMS) / Social media / 

email / Instant Messenger, etc. Many customers click on the link without checking the detailed 

Uniform Resource Locator (URL) and enter secure credentials such as Personal Identification 

Number (PIN), One Time Password (OTP), Password, etc, which are captured and used by the 

fraudsters. 

Vishing calls 

Imposters call or approach the customers through telephone calls / social media posing 

as bankers /company executives / insurance agents / government officials, etc. To gain 

confidence, imposters share a few customer details such as the customer’s name or date of birth. 

In some cases, imposters pressurize / trick customers into sharing confidential details such as 

passwords / OTP / PIN / Card Verification Value (CVV) etc, by citing an urgency / emergency 

such as - need to block an unauthorised transaction, payment required to stop some penalty, an 

attractive discount, etc. These credentials are then used to defraud the customers. 

Frauds using online sales platforms 

Fraudsters pretend to be buyers on online sales platforms and show an interest in seller’s 

product/s. Many fraudsters pretend to be defence personnel posted in remote locations to gain 

confidence. Instead of paying money to the seller, they use the “request money” option through 
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the Unified Payments Interface (UPI) app and insist that the seller approve the request by 

entering UPI PIN. Once the seller enters the PIN, money is transferred to the fraudster’s 

account. Frauds due to the use of unknown / unverified mobile apps Fraudsters circulate through 

SMS / email / social media / Instant Messenger, etc. Certain app links, masked to appear similar 

to the existing apps of authorised entities. Fraudsters trick the customer to click on such links 

which results in downloading of unknown / unverified apps on the customer’s mobile / laptop 

/ desktop, etc. Once the malicious application is downloaded, the fraudster gains complete 

access to the customer’s device. These include confidential details stored on the device and 

messages / OTPs received before / after installation of such apps. 

ATM card skimming 

Fraudsters install skimming devices in ATM machines and steal data from the 

Customer’s card. Fraudsters may also install a dummy keypad or a small / pinhole camera, well-

hidden from plain sight to capture ATM PIN. Sometimes, fraudsters pretending to be other 

customers standing near-by gain access to the PIN when the customer enters it in an ATM 

machine. This data is then used to create a duplicate card and withdraw money from the 

customer’s account. 

Frauds using screen sharing app / Remote access 

Fraudsters trick the customer to download a screen sharing app. Using such apps, the 

fraudsters can watch / control the customer’s mobile laptop and gain access to the financial 

credentials of the customer. Fraudsters use this information to carry out unauthorised transfer 

of funds or make payments using the customer’s Internet banking / payment apps. 

SIM swap / SIM cloning 

Fraudsters gain access to the customer’s Subscriber Identity Module (SIM) card or may 

obtain a duplicate SIM card (including electronic-SIM) for the registered mobile number 

connected to the customer’s bank account. Fraudsters use the OTP received on such duplicate 

SIM to carry out unauthorized transactions. Fraudsters generally collect the personal / identity 

details from the customer by posing as a telephone / mobile network staff and request the 

customer details in the name of offers such as - to provide free upgrade of SIM card from 3G 

to 4G or to provide additional benefits on the SIM card. 

Frauds by compromising credentials on results through search engines 

Customers use search engines to obtain contact details / customer care numbers of their 

bank, insurance company, Aadhaar update centre, etc. These contact details on search engines 
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often do NOT belong to the respective entity but are made to appear as such by fraudsters. 

Customers may end up contacting unknown / unverified contact numbers of the fraudsters 

displayed as bank / company’s contact numbers on search engines. Once the customers call on 

these contact numbers, the imposters ask the customers to share their card credentials / details 

for verification. Assuming the fraudster to be a genuine representative of the Regulated Entities, 

customers share their secure details and thus fall prey to frauds. 

Scam through QR code scan 

Fraudsters often contact customers under various pretexts and trick them into scanning 

Quick Response (QR) codes using the apps on the customers’ phone. By scanning such QR 

codes, customers may unknowingly authorise the fraudsters to withdraw money from their 

account. 

 

Precautions to curb Cyber Frauds as per RBI  

Phishing 

●  Do not click on unknown / unverified links and immediately delete such SMS / email sent 

by unknown sender to avoid accessing them by mistake in future 

●  Unsubscribe the mails providing links to a bank / e-commerce / search engine website and 

block the sender’s e-mail ID, before deleting such emails. 

●  Always go to the official website of your bank / service provider. Carefully verify the 

website details especially where it requires entering financial credentials. Check for the 

secure sign (https with a padlock symbol) on the website before entering secure 

credentials 

●  Check URLs and domain names received in emails for spelling errors. In case of 

suspicion, inform. 

Vishing calls 

●  Bank officials / financial institutions / RBI / any genuine entity never ask customers to 

share confidential information such as username / password / card details / CVV / OTP. 

●  Never share these confidential details with anyone, even your own family members, and 

friends. 

Frauds using online sales platforms 

●  Always be careful when you are buying or selling products using online sales platforms. 
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●  Always remember that there is no need to enter PIN / password anywhere to receive 

money. 

●  If UPI or any other app requires you to enter PIN to complete a transaction, it means you 

will be sending money instead of receiving it. 

Frauds due to the use of unknown / unverified mobile apps 

●  Never download an application from any unverified / unknown sources or on being 

asked/guided by an unknown person. 

●  As a prudent practice before downloading, check on the publishers / owners of the app 

being downloaded as well as its user ratings etc. 

●  While downloading an application, check the permission/s and the access to your data it 

seeks, such as contacts, photographs, etc. Only give those permissions which are 

absolutely required to use the desired application. 

ATM card skimming 

●  Always check that there is no extra device attached, near the card insertion slot or keypad 

of the ATM machine, before making a transaction. Cover the keypad with your other 

hand while entering the PIN. 

●  NEVER write the PIN on your ATM card. 

●  Do NOT enter the PIN in the presence of any other / unknown person standing close to 

you. 

●  Do NOT give your ATM card to anyone for withdrawal of cash. 

●  Do NOT follow the instructions given by any unknown person or take assistance / 

guidance from strangers / unknown persons at the ATMs. 

●  If cash is not dispensed at the ATM, press the ‘Cancel’ button and wait for the home 

screen to appear before leaving the ATM. 

Frauds using screen sharing app / Remote access 

●  If your device faces any technical glitch and you need to download any screen sharing 

app, deactivate / log out of all payment related apps from your device. 

●  Download such apps only when you are advised through the official Toll-free number of 

the company as appearing in its official website. Do not download such apps in case an 

executive of the company contacts you through his / her personal contact number. 

●  As soon as the work is completed, ensure that the screen sharing app is removed from 

your device. 
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SIM swap / SIM cloning 

●  Never share identity credentials pertaining to your SIM card. 

●  Be watchful regarding mobile network access in your phone. If there is no mobile 

network in your phone for a considerable amount of time in a regular environment, 

immediately contact the mobile operator to ensure that no duplicate SIM is being / has 

been issued for your mobile number. Frauds by compromising credentials on results 

through search engines 

●  Always obtain the customer care contact details from the official websites of banks / 

companies. 

●  Do not call the numbers directly displayed on the search engine results page as these are 

often camouflaged by fraudsters. 

●  Please also note that customer care numbers are never in the form of mobile numbers 

Scam through QR code scan. 

●  Be cautious while scanning QR code/s using any payment app. QR codes have account 

details embedded in them to transfer money to a particular account. 

●  Never scan any QR code to receive money. Transactions involving receipt of money do 

not require scanning barcodes / QR codes or entering mobile banking PIN (m-PIN), 

passwords, etc. 

 

Investigation Procedure  

Applications/petitions are received from the victims. Once the applications are received there 

is a preliminary investigation is done and only if required i.e. depending on the situation and 

severity on the crime these applications are registered as FIR (First Information Report). 

Investigation is undertaken by the cybercrime police station to find out about the type of the 

fraud i.e whether it is a bank fraud or social media fraud. Once the investigation is done and if 

it proved to be a bank fraud, it is again investigated to find out whether it is an online fraud, 

telephonic fraud or ATM fraud and as per the type of fraud further investigation is done. If the 

fraud is detected to be online fraud or telephonic fraud, IP address and location of the criminals 

is detected. In case of ATM frauds, field investigation is done that is bank transactions and 

CCTV footages are checked. Once found guilty criminals are given penalties according to 

Information Technology Act, 2008. 
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Literature Review 

S. Kalpana &amp; Dr. M Mahalakshmi (2020) studied the Cyber Crime: A growing threat to 

Indian E-banking Sector to highlight the various cyber crimes in E-banking sector in India and 

to provide preventive measures. Through this study it was found that it is not possible to avoid 

activities carried out through electronic medium but In order to stop these issues, the legislature 

should keep a track on the working system of banks and law implementation should strict to 

monitor such wrongdoings and moreover banks should educate the customers regarding the 

awareness of cyber crimes often. 

A study was conducted by Balaraj DB and Pradeepa Anand Shetty (2019) to highlight 

Cyber literacy of bank customers – A study in Udupi and D.K District. The results of the study 

indicated the overview of cyber-crimes in banking sector. The study suggested that updating 

the banks system may not be enough to prevent cyber-crimes but it is important to educate the 

customers about technology and threats attached to it. 

Ms. Neeta and Dr. V. K Bakshi (2019) conducted a Study on Cyber Crimes in Banking 

Sector which highlighted that information technology has become the backbone of the banking 

system which also leads to the adverse impact on the banking sectors where various types of 

crimes are being committed. Moreover, the study suggested that it is impossible to completely 

eliminate cyber crimes but it is possible to have regular check on banking activities and 

transactions. It also suggested that people should be made aware of their rights and duties which 

would further make the implementation of the laws more firm and stringent to check crime. 

Dr. A. Thilaha Dharmarajan and U. Ezhilarasi have conducted a Study Cyber Crimes in 

Banking Sector – An Evaluation. Through this study it was found that there along with the rapid 

growth of technology requires banks to review their policies and make their system stronger. 

This study suggested that the banks need to take sufficient measures to combat crimes and hire 

employees with strong IT background. 

Dr. Kundra Kumar studied the Electronic Fraud (cyber fraud) risk in the banking industry, 

a study with special reference to Bihar (2019). The information was collected using 

questionnaire and interviewing 22 banks across Bihar. The result of the study indicated that 

majority of the cyber-crimes were committed by young people belonging to the age gap of 18-

30 years and of male gender. It suggested that in order to prevent cyber-crimes law enforcement 

agencies need to be adequately equipped; moreover it also suggested that if e-banking is 
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handled in the right manner by banks as well as customers, it would take the economy to greater 

heights. 

Dr. Vijaylakshmi P, Dr. V. Priyadarshini, Dr. Uamaheshwari K (2021). They examined 

the Impacts of cyber-crime on internet banking. It was found that majority of the cybercrimes 

in banking sector resulted out of hacking and identity theft and in order to prevent the cyber-

crimes they suggested that customers should strong passwords, punishments and penalties need 

to be exercised systematically and awareness programs should be initiated in order to keep the 

public informed about on going scenario and upcoming threats. 

 

Objectives 

1. To find out about E crimes in the banking sector.  

2. To identify the Modus Operandi used by fraudsters.  

3. To find out the precautionary measures and technological solutions 

4. To analyse the Impact of Cyber Frauds in the Banking Sector on Customers. 

 

Research Methodology 

The data collected is from primary and secondary sources and the data is analysed using 

Microsoft Excel. 

Primary Data – A Structured questionnaire was circulated using Google forms to 102 

respondents from Goa. 

Secondary data – Secondary data is collected from various Research articles, Journals  

and websites. 

 

Data Analysis 

Demographic Profile 

Table No. 1: Gender wise profile of the respondents 

Particular Options Responses Percentage 

Gender Male 43 42.2 

Female 59 58.8 

Total 102 100 

Source: Primary data 
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Fig.no 1: Gender wise profile of the respondents 
 

 
Source: Primary data 
 

The chart above represents the gender wise profile of the respondents of the survey. It can be 

inferred that there is a small difference between the number of male and female respondents. It 

can be seen that 57.80 percent are female respondents and the remaining 42.20 percent are male 

respondents. 

Table No 2: Age of the Respondents 

Particular Options Responses Percentage 

Age Below - 25 70 68.6 

25 – 40 27 26.5 

40 - 60 3 2.9 

60 - Above 2 2 

Total 102 100 

Source: Primary data 

 

Figure. No. 2: Age of the Respondents                                                                                          

 
Source: Primary data 
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The chart above represents the gender wise profile of the respondents of the survey. From the 

above it can be seen that the majority of the respondents i.e. 68.80 percent of the respondents 

are below the age group of 25. the age group of 25 -40  shows 26.50 percent respondents while 

the age group of 40-60 shows 2.90 percent respondents and the remaining 2.00 percent 

respondents belong to the category of 60 years and above. 

Table No 3: Educational Qualification 

Particular  Option Respondents Percentage 

Educational 

Qualification  

SSC 7 6.9 

HSSC 34 33.3 

Graduate 46 45.1 

Post Graduate 10 9.8 

Other 5 4.9 

Total 102 100 

Source : Primary data 

 

Figure No. 3: Educational Qualification 

The above chart depicts the educational qualification of the respondents of the survey. It can be 

inferred that the maximum number of respondents are graduates i.e. 45.10 percent respondents. 

HSSC category consists of 33.30 percent. while post graduate category holds 9.80 percent of 

the respondents and 6.90 percent have completed SSC and the remaining 4.90 percent have 

pursued other degree. 

Table No. 4: Annual Income of the Respondents 

Particular  Option Respondents  Percentage  

Income  Below -1lakh  38 37.3 

1lakh -5lakh 17 16.7 

5lakh - above  4 3.9 

Prefer not to say 43 42.2 

Total 102 100 

Source: Primary data 

 

The above table represents the annual income of the respondents. It can be seen that majority 

of the respondents i.e. 42.20 percent prefer not to disclose their income. 37.30 percent of the 
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respondents have the annual income of less than 1 lakh. While 16.70 percent of the respondents 

earn in the range of 1lakh to 5lakhs, followed by3.90 percent earn 5 lakhs and above. 

Data Analysis of Respondent 

Table 1: Usage of E-banking Services. 

Particular  Option Respondent Percentage 

Do you use E-banking 

Services? 

Yes 74 72.5 

No 28 27.5 

Total 102 100 

Source: Primary data 

                                                                                                                                     

Figure No 1: Usage of E-banking Services. 

 

 Source : Primary data 

From the above graph it can be seen that there is a huge difference with regards to the usage of 

the E-banking services. It can be seen that 72.50 percent of the respondents use E-banking 

services while 27.50 percent of the respondents do not use the E-banking services at all. 

Table No. 2: Which of the following technology based service do you use? 

Particular  Option  Respondents Percentage 

Which of the 

following technology 

based services do you 

use? 

E - banking  36 35.3 

Mobile banking  55 53.9 

ATM 80 78.4 

SMS banking  14 13.7 
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Debit / Credit  51 50 

Point of sale  9 8.8 

Electronic Data 

Interchange  

6 5.9 

Electronic Fund 

Transfer 

8 7.8 

Source: Primary data 

 

Figure No. 2: Which of the following technology based service do you use? 

 

Source: Primary data 

The above graph indicates the satisfaction level of respondents regarding security measures 

provided by bank with respect to various services. by 102 respondents. it can be seen that 80 

respondents feels secured to use ATM services. 55 respondents thinks that mobile banking good 

option.51 respondents do their transaction using debit/ credit card. 36 respondents use E- 

banking service. 14 respondents use SMS banking for their transactions. 9 respondents use the 

services for the point of sale. 8 of the respondents use Electronic Fund transfer the money. 6 

respondents use the services to interchange electronic data.  
 

Table No.3: Which of the following statements best matches your idea of what cyber 

fraud is? 

Particular 

 
Option 

 
Respondent P e r c e n t a g e 

 

Which of the 

following statements 

best matches your idea 

of what cyber fraud is? 

Politically motivated attacks on 

computer system 

5 4.9 

A criminal activity or a crime that 

involves the internet a computer 

system or computer technology 

59 57.8 

A criminal offence involving a 

computer as the object of the crime 

21 20.6 

Others 17 16.7 

Source: Primary data 
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Figure No.3: Which of the following statements best matches your idea of what cyber 

fraud is? 

 

Source: Primary data 

The above figure depicts the respondent’s idea of a cyber fraud. It can be seen that 57.80% of 

the respondents think that cyber fraud is a criminal activity or a crime that involves the internet, 

a computer system or computer technology. While, 20.60 percent of respondents think is a 

criminal offence involving a computer as the object of the crime. Followed by 16.70 percent of 

the respondents who feel that cyber fraud is a politically motivated attack on computer systems 

and finally 4.90 percent respondents have a different opinion about what a cyber fraud is. 

Table No.4: Extent to which the respondents feel at risk from cyber frauds. 

Particular 

 
Option Respondent Percentage 

To what extent do you 

feel at risk from cyber 

crimes 

I am concerned about 

my safety so I am 

cautious 

61 59.8 

I don’t feel at risk it 

may happen to me 

10 9.8 

I am not at risk it won’t 

happen to me 

3 2.9 

I feel risk is very high 28 27.5 

Source: Primary data 
 

Figure 4 represents the extent to which the respondents feel at risk from the cyber frauds in 

banking sector. It can be seen that the majority of the respondents i.e. 59.80 percent are 

concerned about safety and hence are cautious during the online transactions. Whereas, 27.5 

percent of the respondents just  feel that they are at very high risk. Followed by 9.80 percent of 

the respondents who don't feel that they are at risk but think that it may happen to them and 
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2.90 percent of the respondents feel they are not at risk and they cannot be a victim of cyber 

fraud. 

Figure No.4: Extent to which the respondents feel at risk from cyber frauds. 

 
Source: Primary data 

 

Table No.5: Exposure to any cyber fraud in the banking sector 

Particular 

 
Option 

 
Respondents  P e r c e n t a g e 

 

Have you ever been exposed to any 

cyber fraud in banking? 

Yes  82 80.4 

No 20 19.6 

Total  102 100 

Source: Primary data 

 

Figure No.5: Exposure to any cyber fraud in the banking sector 

 

Source: Primary data 

The above chart indicates the exposure of the respondents to any kind of cyber fraud in the 

banking sector. From the above chart it can be inferred that the majority of the respondents have 
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been exposed to cyber fraud in the banking sector i.e. 80.40 percent. While just 19.60 percent 

of the respondents have never been exposed to cyber fraud in the banking sector. 

 Table No.6: If yes, which from the following cyber have you been exposed to? 

Par

ticu

lar 

Option Respondents Percentage 

If yes which 

of the 

following 

cyber frauds 

have you 

been 

exposed to? 

Hacking (attempt to exploit a computer system) 14 32.6 

Debit/Credit card fraud (fraud committed involving 

payment cards) 

13 30.2 

Phishing (attempt to obtain sensitive information 

such as username, password etc) 

5 11.6 

Keylogging (action of recording logging on a 

keyboard) 

1 2.3 

Spyware ( software that aims to gather information 

about a person ) 

2 4.7 

Watering hole (attack that observers which websites 

the individual often visit) 

1 2.3 

Malware based attacks (software used to gather 

sensitive information, gain access to private 

computer system etc) 

- - 

Email spoofing (creation of email messages with a 

forged sender address) 

6 14 

ATM skimming (technique of installing a skimming 

device on top of machine keyboard) 

1 2.3 

   Source: Primary data 

 

Figure No.6: If yes, which from the following cyber have you been exposed to? 

 

Source: Primary data 
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The above chart depicts the various types of cyber frauds that the respondents have been 

exposed to in the banking sector. It can be inferred that 32.60 percent of the respondents have 

been exposed to hacking (attempt to exploit a computer system). While 30.20 percent of the 

respondents have been exposed to debit/credit card fraud. 22.30 percent of the respondents have 

been to the watering hole cyber frauds. Moreover, 14 percent of the respondents have been 

exposed to email spoofing. Followed by 11.60 percent of the respondents have been exposed to 

phishing and 4.70 percent of the respondents got exposed to spyware and finally 2.30 percent 

of the respondents have been exposed to key logging and malware respectively. 

Table No.7: Measures that can be taken incase of exposure to cyber fraud. 

Particular  Option  Respondent  Percentage  

What measure can you 

take if you are exposed to 

cyber fraud? 

Filed a police complaint 55 53.9 

Approached the Bank 30 29.4 

Contacted the person to 

whom payment 

was made 

4 3.9 

Spread awareness through 

social media 

4 3.9 

Others 9 8.8 

Source: Primary data 

 

Figure No.7: Measures that can be taken in case of exposure to cyber fraud. 

 

Source : Primary data 

The above pie chart indicates the measures that can be taken by the respondents in case of if 

they get exposed to any kind of cyber fraud. It can be inferred that the majority of the 

respondents would prefer filing a police compliant. While, 29.40 percent of the respondents 

preferred to approach the bank. Moreover, 8.80 percent of the respondents chose to use other 

media to discuss about the cyber fraud that they have been exposed to. Followed by 3.90 percent 
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of the respondents preferred to contact the person to whom the payment was made and spread 

awareness respectively.  

 

Table No.8: reason for rising cyber fraud in banking sector. 

Particular  Option  Respondent  Percentage  

According to you 

what could be the 

reasons for rising 

Cyber Frauds in 

banking sector? 

Desire of making 

quick money 

54 52.9 

Hatred or Revenge 3 2.9 

Fraudulent mindset 24 33.3 

Others 11 10.8 

Source: Primary data 

 

Figure No.8: reason for rising cyber fraud in banking sector. 

 

Source: Primary data 

 

The above pie chart indicates what could be the reasons for rising cyber frauds in the banking 

sector. It can be inferred from the survey conducted that majority of the respondents i.e. 52.90 

percent think that desire of making quick money can be one of the reason for increasing cyber 

frauds in the banking sector. While, 33.30 percent of the respondents feel that hatred or revenge 

can be the reason for increasing cyber frauds and 10.80 percent of the respondents think the 

reason for increasing cyber fraud could be because of the fraudulent mindset followed by 2.90 

percent chose to say that there could be other reasons for the rising cyber frauds in the banking 

sector.  
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Table No.9: Which of the following measures can be used to prevent Cyber Frauds? 

Particular  Options  Respondents  Percentage  

Which of the 

following 

measures can 

be used to 

prevent Cyber 

Frauds? 

Use of antivirus software 43 42.2 

Use of firewall 23 22.5 

Use strong password 52 51 

keeping the password 

confidential 

50 49 

Don't store card details on 

websites 

42 41.2 

Different site different password 24 23.5 

Pay online only on secured sites 38 37.3 

Don't disclose bank details to 

anyone 

50 49 

Ignore pop ups 24 23.5 

Other 12 11.8 

Source: Primary Data 

 

Figure No.9: Which of the following measures can be used to prevent Cyber Frauds? 

 

Source: Primary Data 

 

The above graph depicts the different measures that can be used to prevent cyber frauds in the 

banking sector by 102 respondents. It can be seen that 52 respondents feel that the password 

used has to be strong. 50 respondents feel the passwords used needs to be kept confidential. 

Another 50 respondents think that the bank details should not be disclosed to anyone in order 

to prevent from being the victim of cyber fraud. 43 respondents think the use of anti-virus  

software would prevent from cyber frauds. While, 42 of the respondents chose the option of not 

storing the card details on websites. 38 of the respondents feel once should pay online only on 
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the secured sites. 24 respondents think that once could prevent cyber frauds by using different 

passwords for different sites and ignoring the pop ups respectively. 23 respondents think using 

the firewall can prevent from being a victim of cyber fraud. Moreover, 12 respondents feel that 

use of various other measures can prevent the cyber frauds in the banking sector.   

 

Conclusion 

The usage of internet service is growing rapidly and along with the rise in internet usage it has 

also given rise to cyber frauds. Majority of the customers are aware of and use internet banking 

services over traditional banking due to its various benefits. The results of the study indicated 

that majority of the customers use ATM service followed by mobile banking, Debit/Credit card, 

E-banking, SMS banking, Point of Sale, electronic Fund Transfer and Electronic Data 

Interchange. Moreover, it was found that majority of the people feel at risk from cyber frauds 

in banking sector and they try to be cautious while using internet banking services. It was found 

that almost a large number of respondents have been exposed to cyber frauds in banking sector 

due to which the respondents are unable to trust the E-banking services. According to the 

respondents it was found the major reason for rising cyber frauds could be desire of making 

quick and easy money, fraudulent mind-set, hatred or revenge or there could various other 

reasons.  First hand information was acquired from the cyber-crime police station, Ribandar- 

Goa about the modus operandi used in order to investigate the cyber-crimes.  If due care is 

taken and if people follow the security measures given by RBI, Cyber Crime Police station etc. 

it is possible to prevent and reduce the number of frauds taking place in the banking sector. 
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