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discussions. We are indebted to all the Professors, Research scholars, Students and other well-
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all faculty fraternity of Commerce Departments for this Successful Academic event backed by their 
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Introduction 

 In the modern world belief, FDI plays a very 

important role in the development of the 

underdeveloped and developing countries. 

Modern Economics prefer Foreign Direct 

Investment as one of the main determinant of 

Economic Growth. The argument in favor of FDI 

is that there is a typical characteristic in 

developing and underdeveloped economies that 

those economies do not have the required level of 

savings and income in order to meet the level of 

investment needed to sustain the growth of the 

economy. In such cases, foreign direct investment 

plays an important role of bridging the gap 

between the available resources or funds and the 

required resources or funds. The rapid expansion 

in FDI by multinational enterprises since the mid-

eighties is attributed to significant changes in 

technological front, greater liberalization of trade 

and investment regimes, and deregulation and 

privatization of markets in many countries. 

 To attract more FDI, the developing 

economies open up and liberalize to a significant 

level. It is domestic investment which was the 

important factor determining the economic growth 

prior to liberalization measures. In the post 

globalization world, the inflow of Foreign Direct 

Investment (FDI) has been the main concern for 

the developing countries. FDI are aimed at, acting 

as a tool of transferring technologies, skills and 

access to international markets. To attract more 

Foreign Direct Investment Indian Government 

came out with various policies. India after 

liberalizing and globalizing its economy to the 

outside world in 1991, witnessed a massive 

increase in the flow of foreign direct investment. 

The study analyzes the inflow of FDI from various 

host countries into India.  

 

Literature Review 

 Balasubramanyan et al. (1996) found that FDI 

accelerate the economic growth of the host 

country and its impact is relatively stronger for the 

countries which have outward oriented trade 

policies. De Mello (1999) suggested that FDI has 

the greater importance in improving the economic 

growth and it depends on its exogenous factors 

like skilled labor and its impact on country and 

condition specific.  

 Todaro and Smith (2003) argue that the flow 

of FDI fills the gap between desired and domestic 

investment level and also increases the tax 

revenues, effective management and technology as 

well as skilled labor in the host countries. 

 According to the study by Fedderke and 

Romm (2006) and Nonnemberg and Caroso de 

Mendonca (2004), the economic growth is one of 

the determinant responsible for higher FDI inflow. 

While Alfaro (2003) has found ambiguous 

relationship between FDI and GDP and also 

argued that its impact on host country varies 

according to the types of policies that host country 

adopts for its trade and FDI regulations.  

 Adegbite and Ayadi (2010) assert that FDI 

helps in filling up the domestic revenue-generation 

gap in developing economy because most 

developing economies don’t have sufficient capital 

to generate revenue for meet their expenditure 

needs. Akinlo (2003) and Adelegan (2000) found 

that foreign funds inflow is not statistically 

significant to increase the level and rate of 

economic growth in Nigeria and mostly in 

developing host countries. Furthermore FDI is 
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negatively related with domestic investment. This 

result is drawn using seemingly un-related 

regression (SURE).  

 

Objectives 

This study is based on the following objectives – 

 To identify the countries from which India 

received largest FDI inflows during April 

2000 to December 2017 

 To analyze the trends in FDI inflows from top 

seven countries during 2002-03 to 2017-18. 

 

Methodology 

 Source of Data: The study is based on 

published sources of data collected from the 

Reserve Bank of India’s Handbook of Statistics of 

Indian Economy, Department of Industrial Policy 

and Promotion (DIPP) and Economic Survey of 

India. 

 Period of Study: The study is focusing on the 

inflow of FDI into India since 2000. Therefore 

study is undertaken for a period of 17 years from 

April 2000 to December 2017. 

 

Country wise Inflow of FDI 

 FDI refers to the funds flow from source 

country or host country towards destination 

country or home country. The researcher 

considered India as the home country and other 

countries of the world as host countries. The top 

ten countries which invested in India during April 

2000 to December 2017 were considered for the 

study.  

 

Table 1: Top 10 Countries from which India 

received FDI Equity Inflows during 

April 2000 to December 2017 

S.  

No 

Name of  

the Country 

Amount of FDI Inflows 

% (in Rs 

Crore) 

(in US$ 

million) 

1 Mauritius 671,733.79 124,985.94 33.97 

2 Singapore 374,434.38 63,803.31 17.34 

3 Japan 150,399.40 26,938.34 7.32 

4 
United 

Kingdom 
130,198.81 25,311.07 6.88 

5 Netherlands 132,529.46 23,064.66 6.27 

6 U.S.A 121,773.91 22,066.83 6.00 

7 Germany 58,566.93 10,710.29 2.91 

8 Cyprus 48,872.11 9,488.49 2.58 

9 France 33,584.90 6,182.40 1.68 

10 UAE 30,242.97 5,332.37 1.45 

Source: Department of Industrial Policy and 

Promotion  

 It was observed from Table 1 that the largest 

contributor of FDI to India is Mauritius. It 

accounts for 33.97 percent of Foreign Direct 

inflows into India. India had received 

Rs.671,733.79 Crore from Mauritius as FDI. The 

second largest country which has made Foreign 

Direct Investment in India is Singapore with 

Rs.374434.38 Crore. The gap between Mauritius 

and Singapore is very large. Singapore has 

invested roughly half the amount of Mauritius 

during the study period. 

 Japan was the third largest investor in India 

with Rs.150399.40 Crore accounting for the share 

of 7.32 percent. United Kingdom, Netherland, 

USA were respectively the next largest investors in 

India with 6.88 percent, 6.27 percent and 6 

percent share of FDI. Germany and Cyprus had 

share of 2.91 percent and 2.58 percent in India’s 

foreign direct investment. France and UAE had 

share of less than 2 percent in India’s foreign 

direct investment.  

 The top ten countries which have made 

foreign direct investment in India accounted for 

86.4 percent. The remaining countries only 

account for 13.6 percent. According to the United 

Nations classification, among the top ten 

countries, seven countries, namely, Japan, United 

Kingdom, Netherlands, USA, Germany, Cyprus 

and France are developed countries from which 

FDI flows into India. They account for 33.64 

percent of the overall FDI inflows into India. 

India had received 52.76 percent of the FDI from 

three countries namely, Mauritius, Singapore and 

UAE which are listed in top ten countries from 

which India received FDI. Mauritius and 

Singapore alone accounts for 51.31 percent of FDI 

inflows into India. These tax havens and offshore 

financial centres (OFCs) together made up just 

over half of all FDI inflows to India. 
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Table 2: Year wise ranking of countries based on FDI inflow 2002-03 to 2017-18 

S.No.\ Rank 1 2 3 4 5 6 7 

2002-03 Mauritius Japan U.K U.S.A Netherlands Germany France 

2003-04 Mauritius Netherlands U.S.A U.K Germany Japan France 

2004-05 Mauritius U.S.A Netherlands Singapore Germany Japan France 

2005-06 Mauritius U.S.A Germany Singapore U.K Japan Netherlands 

2006-07 Mauritius U.K U.S.A Netherlands Singapore UAE Germany 

2007-08 Mauritius Singapore U.K U.S.A Cyprus Japan Netherlands 

2008-09 Mauritius Singapore U.S.A Cyprus Netherlands U.K Germany 

2009-10 Mauritius Singapore U.S.A Cyprus Japan Netherlands U.K 

2010-11 Mauritius U.K Singapore Japan Netherlands U.S.A Cyprus 

2011-12 Mauritius U.K Singapore Japan Cyprus Germany Netherlands 

2012-13 Mauritius Singapore Japan Netherlands U.K Germany France 

2013-14 Singapore Mauritius U.K Netherlands Japan Germany U.S.A 

2014-15 Mauritius Singapore Netherlands Japan U.S.A U.K Germany 

2015-16 Singapore Mauritius U.S.A Japan Netherlands UAE Germany 

2016-17 Mauritius Singapore Japan Netherlands U.S.A U.K Germany 

2017-18 Mauritius Singapore Japan U.K Netherlands U.S.A Germany 

Source: Department of Industrial Policy and Promotion 

 

 The study analyzed the ranking of the 

countries based on FDI inflows for the period 200-

03 to 2017-18. The study period included 16 years. 

It was observed from Table 2, Mauritius was 

ranking first in 15 years during the study period. 

India received highest FDI from Singapore once 

during the study period, i.e. 2015-16. It was also 

observed during 2002-03 and 2003-04 more 

western countries were leading in investing in 

India. Japan, U.K. and U.S.A. were in second, 

third and fourth rank respectively. In 2003-04, 

Netherlands occupied second rank in FDI inflows 

into India. Singapore entered into top seven ranks 

since 2004-05. During 2007-08 to 2009-10 

Singapore arrived as the second highest 

contributor of FDI to India. In 2010-11 and 2011-

12 U.K. occupied second position in FDI flows to 

India. After 2012-13, Mauritius and Singapore 

were dominating in FDI inflow into India. The 

western developed countries share in India’s FDI 

started to shrink since 2012-13.  

 

Conclusion 

 The primary objective of the Foreign Direct 

Investment is to elevate the infrastructure of the 

skilled developing or underdeveloped nation. For 

a country which has unskilled population, FDI’s 

contribution is to impart the skills needed for the 

upliftment of the country.  

 Providing the climate for such investment 

would have a great impact on economy. While it 

is important for India to attract FDI, it is pertinent 

to ask the question whether a policy to attract FDI 

should be careful in distinguishing between the 

kind of FDI it wants to attract. All FDI are not the 

same and are not attracted by the same factors. 

The prime objective must be to align FDI with 

national development objectives, consistent with 

being an open economy. 

 However, with respect to India, the story is 

quite uninteresting. It is neither technology 

intensive by default nor it received technology 

transfer from the developed nations especially in 

the industrial sector because of the outcome of 

FDI. It is understood that the black money in 

India is being rerouted to the country via 

Mauritius with the help of Double Tax Avoidance 

Agreement (DTAA). Mauritius is not a developed 

country and the occurrence of sufficient 

technology transfer to India is not justifiable from 

this island. This ensures that currently one third of 

the FDI i.e. 33.97 percent of the overall FDI is not 

for the purpose of technology transfer and 

Industrial growth. It would be a wise decision to 

attract FDI from countries which are technology 

intensive and not just a capital transfer. Clearly, 

these are not the original sources of external 

financing with the offshore financial centres 

responsible for a degree of round-tripping of funds 

from India and transshipping of funds from third 

countries. The funds from these countries are poor 

in quality and they can’t provide technological 

transfer. Qualitative FDI are the only game 

changer in the economy. Steps need to taken 

towards receiving qualitative FDI. 

 



 
 

 4   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

References 

1. Adegbite, E. and Ayadi, F. (2010), The Role 

of Foreign Direct Investment in Economic 

Development: A Study of Nigeria. 

World Journal of Entrepreneurship, 

Management and Sustainable Development, 

6, 133-147. 

2. Alfaro L. (2003). Foreign Direct Investment 

and Growth: Does the Sector Matter? Journal 

of Economics and Social Sciences. 

3. Akinlo (2003). Foreign Direct Investment and 

Growth in Nigeria: An Empirical 

Investigation, Journal of Policy Modeling (Impact 

Factor: 1.09). 02/2004. 

4. Adelegan (2000).  Foreign Direct Investment 

and Economic Growth in Nigeria:  

A seemingly unrelated model. 

5. Balasubramanyam, V. N., Salisu, M., and 

David Sapsford (1996), Foreign Direct 

Investment and Growth in EP and IS 

Countries, The Economic Journal Vol. 106,  

No. 434 (Jan., 1996), pp. 92-105 

6. De Mello LR Jr (1999), Foreign direct 

investment-led growth: evidence from time 

series and panel data, Oxf. Econ. 

Pap. (1999) 51 (1):133-151. 

7. Fedderke, J.W. & Romm, A.T., (2006). 

"Growth impact and determinants of foreign 

direct investment into South Africa,  

1956-2003 

8. Handbook of Statistics on Indian Economy 

(2014).Reserve Bank of India. 

9. Nonnemberg and Caroso de Mendonca 

(2004), The Determinants of Foreign Direct 

Investment in Developing Countries. 

10. Todaro, Michael P. and Smith, Stephen C. 

(2003). Economic Development. Pearson 

Education Limited. 

  



 
 

 5   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

   

A STUDY ON BRAND LOYALTY AND SWITCHING AMONG MOBILE PHONE USERS IN  

TIRUNELVELI DISTRICT 

 
S.Maharani @ Kavitha 

Research Scholar (FT), Department of Commerce, Manonmaniam Sundaranar University, Tirunelveli 

  
Dr.K.Rajamannar 

Assistant Professor, Department of Commerce, Manonmaniam Sundaranar University, Tirunelveli 

 

 
Abstract  

 Mobile Phone has become a necessity in human life. This is due to technological advances that allow people to communicate 

with each other anywhere and at any time. This also contributes to the increase in the telecommunication sector of the District 
leading telecommunications companies are now completing with each other to became a major provider and attract more 

customers. This situation also will lead the customers often switch from one provider to another provider to get the best service. As 
competition is increasing among the companies, it is necessary for them to know about the customer’s perception on price, service 
quality, promotions and trends that play a vital role in choosing the mobile service providers. 

 This study aims to find out what are critical factors that play an important role to select the telecommunication service 
provider. 

 The data is processed by using quantitative anlaysis. The  method used in analysed the data are descriptive analysis and 
multiple regression analysis as there are four variables involved in this study which are price, service, quality, promotions and 

trends. The results provide a comprehensive anlaysis of the important factors for the customer to select the mobile service providers. 
The analysis confirms that the significant positive relationship of trends towards brand loyalty. It will be a great challenge for the 
service providers to prepare their strategic plan in maintaining customer loyalty and at the same time expending their customer’s 

base. In conclusion the mobile service provides should emphasize the factor such as trends that can maintain customer loyalty as 
customer today are more intelligent and smart. 

 

Introduction 

 The rapidly growing demand of mobile phone 

has created a buzz around the world. Now-a days, 

most of the consumers opt to have a mobile 

phone. The increasing innovation in mobile phone 

industries has brought this craze among the people 

on Mobile phone. Mobile phone is configured by 

an operating system with advanced computing 

capability and connectivity. Generally Mobile 

phone has high sensor big touch screens and high 

pixel cameras with lots of features and 

applications. Mostly people use applications for 

internet browsing, email, navigation, social media, 

listening music, reading news, games, finance, 

health and fitness, taking notes, calendar, weather 

forecast and lots of other things. These features 

and applications in Mobile phone somehow have 

made people’s life easier either in daily life, at 

work or for entertainment purpose. As a result, the 

market of Mobile phone has been escalating every 

year with increasing innovations. In the third 

quarter of 2012, the number of Mobile phone use 

totaled 1.03 billion, a 47 % in-crease from third 

quarter 2011.  

 Irrespective of the high price of the Mobile 

phone, still the demand is increasing. It is true that 

hi-tech technology has played a vital role in 

attracting the people towards Mobile phone. There 

are variety of smart phones with different names 

and brands available in the market such as Apple, 

Nokia, Samsung, HTC, Sony, Micromax etc. 

Brand is another factor that drives people to buy 

Mobile phone. Besides, technology and brand 

there could be other so many marketing and 

stimuli factors that could influence the consumer 

behavior of Mobile phone buyers. Moreover, the 

characteristics of the buyer itself also affect the 

buying behavior. All these things created an 

arousal in the author’s mind to study about the 

consumer behavior regarding Mobile-phone. This 

dissertation reports on the qualitative phase which 

involved in-depth interviews with 130 respondents 

in the study area Tirunelveli City.   

 Consumer behaviour refers to the selection, 

purchase and consumption of goods and services 



 
 

 6   Bodhi International Journal of Research in Humanities, Arts and Science 

 

Vol.2       Special Issue 13      April 2018          E-ISSN: 2456-5571 

for the satisfaction of their wants. There are 

different processes involved in the consumer 

behaviour. Initially the consumer tries to find 

what commodities he would like to consume, then 

he selects only those commodities that promise 

greater utility. After selecting the commodities, the 

consumer makes an estimate of the available 

money which he can spend. Lastly, the consumer 

analyses the prevailing prices of commodities and 

takes the decision about the commodities he wants 

to purchase.  

 India is one of the fastest growing economies 

all over the world and a live example which 

depicts the development is the growth of the 

telecommunication industry in India, especially 

the in the field of mobile communication. There is 

a continuous increase in disposable income; there 

has been a radical shift in the attitude and 

aspirations of the consumers. Mobile phone has 

become essential parts of personal and business 

life. The recent growth of mobile phone usage is 

an observable fact that crosses all age and gender 

boundaries. Due to fierce competition in the field 

of mobile communication the need arises for the 

study to know how consumer behaves in the time 

of purchase. India is currently the 2nd largest 

mobile handset market in the world and is about 

to become an even larger market. Buoyed by the 

high demand for smartphones, the mobile handset 

market in India is estimated to have grown by 

14.7% in financial year 2013 to touch Rs. 35,946 

crore, according to a Voice & Data Survey 

compared to Rs.31,330 crore in financial year 

2012 (Cybermedia.co.in, 2014). The mature 

Indian mobile consumers are increasing their 

preference for high-end handsets and the younger 

demographics desires to use mobile web 

technologies that could see the smartphone 

markets revenues soar. TechNavio's analysts 

forecast the Smartphone market in India to grow 

at a Compound Annual Growth Rate of 116.4 per 

cent over the period 2011-2015. One of the 

important factors contributing to this market 

growth is the increasing demand for all-in-one 

devices. The Smartphone market in India has also 

been witnessing an increasing availability of dual 

SIM smartphones. However, lack of specific 

applications for Indians could pose a challenge to 

the growth of this market.  

Smart phones in Indian Market  
 Smartphone has created new dimensions for 

business in Indian market. It is not only the 

Smartphone sellers enjoying the business but it 

also created a new area for mobile application 

developing companies in India, Internet services 

provider and other sectors of life to utilize the 

Smartphone to gain competitive advantages. 

There has been an extreme growth in broadband 

and Internet service providers business in past few 

years and one of the main reasons for this drastic 

increase in their business is the ever increasing use 

of Smartphone‘s and growth of Smartphone and 

mobile applications. In a very small duration a 

huge number of Smartphone have been sold that 

provided an opportunity to businesses to invest in 

mobile application development and allowed to 

introduce new business dimensions in market 

space. As it is easy to change settings and make 

customizations on Smartphone, therefore there are 

several programs for Smartphone‘s from different 

sellers including Blackberry, Android, iPhone and 

Microsoft etc. Mobile Application Market is 

another business sector introduced by 

Smartphone‘s. Different mobile operating system 

vendors have their own mobile application 

technology hence having a different market for 

Mobile Applications. Smartphone‘s also impacted 

advertising business sector as well. Advertising is 

an old concept but the features of Smartphone 

have made it more effective and no doubt it is an 

additional positive impact of mobile application 

for business. Mobile application publisher, 

distributor and service provider are getting large 

revenue by providing ads as a part of mobile 

application.  

 There are some negative impacts of 

smartphones. The major impact of Smartphone is 

on PC market. According to a survey by Compete, 

a web analytics firm, a large number of people 

almost up to 65% are using their smart phones to 

read news feeds, post status updates, read & reply 

to messages and post photos. This shows that now 

people are leaving PCs and moving towards 

Smartphone‘s.  

 Studies have investigated the demographic 

characteristics of smartphone users which are 

Males 53%. They are more likely to have a 

smartphone than females which is only 47% 
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(Entner, 2010). The smartphone user tends to be 

younger than the general cell phone audience. 

Smartphone features like, text to speech, GPS and 

social Websites are helping people to easily 

remain integrated with society. Using these 

services and many more features, People can 

easily communicate to their needs, seek assistance 

from others and remain connected to society.  

 

Market Challenges  

 Indian smartphone market is an emerging 

market; there are many smartphone companies 

that are targeting India as their market. Some of 

the major international companies are Samsung, 

Apple, Sony, Nokia, Motorola, LG etc. the 

market share of international brand are decreasing 

as local brands like Micromax and Karbonn are 

launching smartphone with android operating 

systems and large screen at very low price 

compare to the international brands. For example, 

Canvas 4 by Micromax is a smartphone with 

android 4.3, quad-core processor and has 13MP 

camera with a 5 inch screen; it was launched at in 

India below INR 19000 as the smartphones with 

same features in international brand like Samsung, 

Apple or Sony is around INR 40000. The sales of 

local brands are increasing as Micromax market 

share was 5.6% in 2012 and in 2013 it was 22.7% 

(Times, 2014). 

 Smartphones has penetrated everywhere and 

peaked out in many countries. India, the second 

largest telecom market by subscriber base after 

China, witnessed phenomenal growth in last 

decade. The total subscriber base as of June 2013 

was 903 million as compared to 22.8 million total 

subscribers in 1999. Mobile subscribers accounting 

for 96.7% of total subscriber base are responsible 

for this phenomenal growth in telecom. The 

country has achieved overall teledensity of 73.5, 

urban teledensity of 145 and rural teledensity of 

42. Average revenue per user (ARPU) and 

Minutes of Usage (MOU) are stabilizing for both 

GSM as well as CDMA service operators (The 

Indian Telecom Services Performance Indicators, 

2013). With a fast growing younger demographic 

and rapidly expanding economy, the country’s 

smartphone numbers are poised to expand at a 

much faster pace as compared to rest of the world. 

There are various other factors influencing the 

purchases of consumer such asculture, social and 

psychological. The following are the factors 

affecting consumer behaviour. 

 

Objectives 

 Understand the development of the marketing 

concept. 

 Define customer value, satisfaction, and 

retention. 

 Exploring the link between marketing and 

customer orientation. 

 (iv)Definition,  role  and  importance  of  

consumer  behavior  for  a  marketer. 

 Identify  the  major  factors  that  influence  a  

consumer’s  purchase  decision  and behavior. 

 A simplified model of the consumer decision-

making framework. 

 Define consumer buying behaviour. 

 Describe the societal marketing concept. 

 

Consumer Buying Decision Process 

 The purchase is only the visible part of a more 

complex decision process created by the consumer 

for each buying decision he makes. But what 

happens before and after this purchase? What are 

the factors influencing the choice of product 

purchased by the consumer? 

 Today, let’s focus on the Consumer Buying 

Decision Process and the stages that lead a 

shopper to purchase a new product. 

Engel, Blackwell and Kollat have developed in 

1968 a model of consumer buying decision process 

in five steps: Problem/need recognition, 

information search, evaluation of alternatives to 

meet this need, purchase decision and post-

purchase behavior. 

 

Need recognition / Problem recognition: 

 The need recognition is the first and most 

important step in the buying process. If there is no 

need, there is no purchase. This recognition 

happens when there is a lag between the 

consumer’s actual situation and the ideal and 

desired one. 

 However, not all the needs end up as a buying 

behavior. It requires that the lag between the two 

situations is quite important. But the “way” 

(product price, ease of acquisition, etc.) to obtain 
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this ideal situation has to be perceived as 

“acceptable” by the consumer based on the level 

of importance he attributes to the need. 

 In addition to a need resulting from a new 

element, the gap between the actual situation and 

the ideal situation may be due to three cases. The 

current situation has not changed, but the ideal 

situation has (a neighbor told you about the 

possibility – that you did not know – to clean the 

pool by a specialized company). Or, the ideal 

situation is still the same but it’s the actual 

situation has changed (you’re tired of cleaning 

your pool by yourself). Or finally, the two 

situations have changed. 

 The recognition of a need by a consumer can 

be caused in different ways. Different 

classifications are used: 

 Internal stimuli (physiological need felt by 

the individual as hunger or thirst) which opposes 

the external stimuli such as exposure to an 

advertisement, the sight of a pretty dress in a shop 

window or the mouth-watering smell of a French 

“pain au chocolate” when passing by a bakery. 

 

Customer Brand Engagement 

 Customer brand engagement is the total level 

of a customer’s intellectual, emotional, and 

behavioural activities as a result of brand 

interactions. It is the level of an individual 

customer’s motivational, brand related, and 

context dependent state of mind (Hollebeek, 

2011). Interactivity between the consumer and a 

brand is considered not only a distinct concept, 

but is viewed as an antecedent required for 

engagement to occur. Co-created value is defined 

as the perceived level of value created in the mind 

of the consumer through interactions with the 

brand of smartphone. Similarly, customer brand 

experience is conceptually related engagement to 

be momentary yet to have strong personal 

meaning which may illicit cognitive or 

behavioural responses (Hollebeek, 2011). 

 Mollen and Wilson (2010) argued that 

engagement is the outcome of continual 

interaction between the consumer and the brand 

that reinforces the emotional, psychological, or 

physical commitment to the brand. Furthermore, 

manifestations of engagement are described in the 

literature as a dynamic concept that may vary 

from short-term, highly volatile, to long-term, 

relatively stable processes. Closely related to brand 

loyalty (Bowden, 2009), engagement describes the 

strength of the relationship between a consumer 

and a brand. Smartphone marketers influence 

consumer at emotional level and psychological 

level in engaging with their brand. They use 

emails and interactive application which connects 

consumers directly to brand to interact with 

consumer and influencing them in purchasing 

smartphone or upgrade one. Marketers also 

organise promotional events and activities which 

engages consumer to the brand. 

 

Brand Loyalty 

 Smith and Wright (2004) investigated the 

customer loyalty for and found out that product 

value attributes directly impact the levels of 

loyalty. In their analysis, they concluded that 

brand image, firm viability, product quality and 

post sales service quality significantly affect repeat 

sales. Punniyamoorthy and Mohan (2007) 

investigated the antecedents of brand loyalty and 

found out that involvement, functional value, 

price worthiness, emotional value, social value; 

brand trust, satisfaction, commitment and repeat 

purchase are having positive relationship with 

brand loyalty. Marketers in smartphone industry 

influence consumer with high quality of product 

and brand engagement to make sure that 

consumer be loyal to the brand. In summary, 

loyalty had been investigated to been formed 

through the following antecedents such as brand 

trust, commitment, satisfaction, perceived value, 

image, association, quality and others. Likewise, 

the consequences of brand loyalty are related to 

their relationship with repeat purchase, purchase 

intention, word of mouth, preference, price 

premium, brand equity, variety seeking, 

performance, resistance to competitor and brand 

switching. Loyalty can be hard to define as it can 

be formed from attitudinal or behavioural 

dimensions. One of the attitudinal loyalties is 

attitude towards brand. Attitude toward brand is 

an attitudinal measure for loyalty as attitude 

toward the brand is a relatively enduring, one-

dimensional summary evaluation of the brand that 

presumably energizes behaviour. This study 

encompasses the dimensions of appealing, good, 
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pleasant, favourable and likeable as found in 

Spears and Singh (2004) as the measurement for 

the construct of attitude toward brand. Thus, 

brand loyalty is defined as the attitude toward 

brand. 

 

Brand Association 

 Consumers’ favourable brand beliefs will 

influence their purchase intentions and choice of 

the brand. For smartphone, brand associations can 

be represented by the functional and experiential 

attributes offered by the specific brand. Consumers 

associate the brand with, such as dynamism, high 

technology, innovativeness, sophistication, 

distinctiveness, excellence and prestige (Norjaya et 

al. 2007). The combination of tangible and 

intangible attributes creates a brand identity, that 

is “a unique set of brand associations that the 

brand strategist aspires to create or maintain,” 

which drives brand associations (Aaker, 1996). 

Therefore, the identity of the specific brand may 

impact brand associations and ultimately sales. In 

short, brand association is defined as the strength 

of functional and experiential attributes perceived 

by the consumers. 

 

Conclusion 

 The major purpose of this study is to analyse 

consumer behaviour towards mobile phone in 

Tirunelveli market by finding the factors which 

influence consumer of mobile phone purchase. 

The result in this study shows that branding, 

product price, product performance and price have 

the influence on people’s buying decision process, 

which echoes to the literature that whether the 

product can satisfy people’s needs, appearance, 

branding and cost of mobile phone can affect 

consumer behaviour. 

 According to consumer behaviour models, 

whether the product is able to satisfy people needs 

is one of the arguments that influence people’s 

buying decision. In the case of mobile phone, the 

product performance, including integration of 

hardware and software, file transfer and display, 

and camera performance, is considered as the 

influence that defines whether one’s major needs 

could be satisfied; as what literature implies that 

brand name has the effect on certain level to the 

cognition of product quality, in this study, brand 

image of a mobile phone vendor affects people’s 

purchase decision. 

 

Conclusion  

 To conclude the invention of the telephone 

has changed the lives of humans all around the 

world. In the beginning, the telephone was heavy, 

large, and too much too afford. As time went on 

the telephone got smaller, lighter and able to 

afford. Later on, cell phones were invented which 

made communication a lot easier and better than 

the telephone invention because it was mobile, 

chargeable, and smaller. Most kids today use their 

smart phones as a regular and usual part to their 

day 
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Abstract  
 Corporate governance essentially involves balancing the interests of a company's many stakeholders, such as shareholders, 

management, customers, suppliers, financiers, government and the community. These dimensions of corporate governance should 
not be overlooked. Corporate Governance is essential to develop added value to the stakeholders. Strong corporate governance 

maintains investors’ confidence, as a result of which, company can raise capital efficiently and effectively Corporate Governance 
encourages a trustworthy, moral, as well as ethical environment. Good Governance can deliver sustainable good business 
Performance. The rights are equitable treatment of shareholders and key Ownership functions. Investors are willing to pay higher 

price to the corporate demonstrating strict adherence to internationally accepted norms of corporate governance. Adoption of good 
corporate governance a practice provides long-term sustenance and strengthens stakeholders’ relationship’s good corporate citizen 

becomes an icon and enjoys a position of respect.  

 

Introduction 

 Corporate governance is the system of rules, 

practices and processes by which a company is 

directed and controlled. Corporate governance 

essentially involves balancing the interests of a 

company's many stakeholders, such as 

shareholders, management, customers, suppliers, 

financiers, government and the community. 

 

Definition 

 Corporate Governance is the interaction 

between various participants’ shareholders, board 

of directors, and company’s management in 

shaping corporation’s performance and the way it 

is proceeding towards. The relationship between 

the owners and the managers in an organization 

must be healthy and there should be no conflict 

between the two. The owners must see that 

individual’s actual performance is according to the 

standard performance. These dimensions of 

corporate governance should not be overlooked. 

 

Good Governance  

 Adoption of good governance practices 

stability and growth to the enterprise.  

 Good governance system, demonstrated by 

adoption of good corporate governance 

practices, builds confidence amongst 

stakeholders as well as prospective 

stakeholders. 

 Investors are willing to pay higher price to the 

corporate demonstrating strict adherence to 

internationally accepted norms of corporate 

governance. 

 Effective governance reduces perceived risks, 

consequently reduces cost of capital; it also 

enables board of directors to take quick and 

better decisions which ultimately improves 

bottom line of the corporate. 

 In two-day’s knowledge driven economy, 

demonstrating excellence in skills has become 

the ultimate tool in the hands of board of 

directors to leverage competitive advantage.  

 Adoption of good corporate governance 

practices provides long-term sustenance and 

strengthens stakeholders’ relationship. 

 A good corporate citizen becomes an icon and 

enjoys a position of respect. 

 

Corporate Governance ways of strategic 

decisions 

1. It gives ultimate authority and complete 

responsibility to the Board of Directors. In 

today’s market- oriented economy, the need 

for corporate governance arises. 

2. Efficiency as well as globalization is 

significant factors urging corporate 

governance. Corporate Governance is 

essential to develop added value to the 

stakeholders. 

Benefits of Corporate Governance 


