Contemporary Management Practices

PERSPECTIVES IN
MARKETING, INNOVATION
AND STRATEGY

Edited by
Philip Kotler, Subhadip Roy, Satyajit Chakrabarti,
Dipak Saha and Rabin Mazumder

xvm ‘V‘ e\ SN N



Perspectives in Marketing,
Innovation and Strategy

Edited by Philip Kotler,
Subhadip Roy, Satyajit Chakrabarti,
Dipak Saha and Rabin Mazumder

£ ¥} Routledge

2 Taylor &Francis Group

m

LONDON AND NEW YORK



First published 2024
by Routledge
4 Park Square, Milton Park, Abingdon, Oxon OX14 4RN

and by Routledge
605 Third Avenue, New York, NY 10158

Routledge is an imprint of the Taylor & Francis Group, an informa business

© 2024 selection and editorial matter, Philip Kotler, Subhadip Roy, Satyajit Chakrabarti,
Dipak Saha and Rabin Mazumder; individual chapters, the contributors

The right of Philip Kotler, Subhadip Roy, Satyajit Chakrabarti, Dipak Saha and
Rabin Mazumder to be identified as the authors of the editorial material,

and of the authors for their individual chapters, has been asserted in accordance
with sections 77 and 78 of the Copyright, Designs and Patents Act 1988.

All rights reserved. No part of this book may be reprinted or reproduced or utilised
in any form or by any electronic, mechanical, or other means, now known or
hereafter invented, including photocopying and recording, or in any information
storage or retrieval system, without permission in writing from the publishers.

Trademark notice: Product or corporate names may be trademarks or registered trademarks,
and are used only for identification and explanation without intent to infringe.

British Library Cataloguing-in-Publication Data
A catalogue record for this book is available from the British Library

ISBN: 978-1-032-36089-8 (hbk)
ISBN: 978-1-032-57486-8 (pbk)
ISBN: 978-1-003-43446-7 (ebk)

DOI: 10.4324/9781003434467

Typeset in Sabon
by Newgen Publishing UK


http://dx.doi.org/10.4324/9781003434467

Contents

List of Figures xi
List of Tables xiii
List of Contributors xvii
Series Editors’ Preface XXViil
Acknowledgements XXX
Introduction XXX11

PART I

Perspectives on Consumer Behaviour 1

1 Mediating Influence of COVID-19-Pandemic-Induced
Lockdown on Rise of OTT 3
SOUMIK GANGOPADHYAY, AKANKSHA SINGH, ANWESHA BOSE AND
BAISAKHI GHOSH

2 Measuring Consumer Perception on Digital Buying;:
A Lesson from Pandemic 11
GOURANGA PATRA AND SUMONA DATTA

3 Impact of Country of Origin Image on Purchase
Intention: A Case of Fashion Apparels in Kolkata 19
DIBYENDU CHATTARAJ AND SUJIT MUKHERJEE

4 The Effect of Demographic Factors on Overconfidence
Behavioural Bias of Mutual Fund Investors 29
NIRALI DAVE AND TEJAL SHAH



viii  Contents

5 Farmers’ Query Analysis in Kisan Call Centres:
A Cross-State Study during Covid-19 41
SUMANA BANDYOPADHYAY, SUDIP MUKHERJEE AND
ANIRBAN SARKAR

6 Online Shopping Motivation in COVID-19 Times:
A Study in West Bengal 50

UMAMA NASRIN HAQUE AND RABIN MAZUMDER

7 Inquiry into Consumer Perception towards Plastic
Furniture 60
VIVEK DHANDHANIA, ARIJIT GHOSH AND SHIVAJI BANERJEE

8 Applicability of the Technology Acceptance Model in
Examining Consumer Adoption Patterns of Online
Video Streaming Services: A Factor-Analytic Study 70
SHAUNAK ROY AND SHIVAJI BANERJEE

9 What’s Weighing on Consumer Spending in the Fear of
COVID-19: A Grounded Theory Approach 81
PRITHA GHOSH AND RABIN MAZUMDER

10 Effect of Online Shopping Due to Covid-19 on the
Survival of the Flea Market Vendors in Kolkata 91
SUCHISMITA MAITY

11 Marketing Innovation and Sustainability in an Era
of COVID-19 with Special Reference to FMCG
Companies and Consumers in Bhopal 101
MALAY GHOSH AND ALPA GHOSH

12 Green Marketing Drivers and Their Role in Green
Purchase Behaviour — A Meta-analysis 126
ATAUS SAMAD, DIBYENDU CHATTARAJ AND SOUMIK DAS

13 Market Positioning and Perception towards
Maize Crush Cattle Feed with Special Reference
to Krushidhan Farmer Producer Company,
North Gujarat 135

ABHEESHEK DEV ROYE AND ANALJYOTI BASU



Contents ix

14 Unravelling the MED-MOD Effects on the Relationship
of Knowledge-Attitude-Intention along with
Willingness to Pay in the Context of Green Marketing 146
SWATI SHAW

15 Segmentation — A Key to the Success of the
Smartphone Business 159
SOUMYA MUKHERJEE, MRINAL KANTI DAS, AVIK CHATTERJEE AND
SOUMEE ROY CHOUDHURY (MUKHER|JEE)

16 Brand Selection Behaviour of Customers and Market
Standing of 4G Internet Service Providers in Siliguri
and Darjeeling Towns of North Bengal 170
SHUVENDU DEY, SHOMNATH DUTTA AND SANTANA GUHA

17 Understanding the Tourists’ Dissatisfaction Traits of
Heritage Sites in India: A Text Mining Approach 182

ASHUTOSH PANDEY AND RAJENDRA SAHU

18 How Trust Mediates Users’ Intention to Use Plastic
Money: A Developing Economy’s Perspective 191
KOMAL DHANDA AND USHA ARORA

PART Il
Industrial Perspectives 201

19 Growth of Immunity Boosters in Light of the
COVID-19 Pandemic: A Literature Review 203
ESHANI SADHUKHAN, SOUMIK GANGOPADHYAY AND
ANIRUDDHA NAG

20 Efficiency of Indian Marine Fisheries: A Comparative
Study Using Data Envelopment Analysis 211

NEELANGSHU GHOSH

21 Corporate Climate Change Disclosure and Firm
Performance: Testing the Apocryphal Relation 218
SANTI GOPAL MAJI AND NIVA KALITA



x Contents

22 Contribution of the Textile and Apparel Sector:
Perspectives in the Context of the Indian Economy
in a New Normal 226
SUMEDHA MAJUMDER AND SHELLY DE (PANDIT)

23 An Evaluation of the Working of the Regional Rural
Banks (RRBs) in India 236

GOVIND PRASAD BHANDARI AND ANALJYOTI BASU

Index 247



OTT will be the future of the media and entertainment industry . September 8th 2020.
www.afags.com/news/media/ott-will-be-the-future-of-the-media-entertainment-industry
(Accessed on 18th April 2021).

Outlook India (2021). Covid-19 Lockdown: Unprecedented Boom In OTT Market, Cinema Halls
Take Backseat. www.outlookindia.com/website/story/entertainment-news-covid-19-lockdown-
unprecedented-boom-in-ott-market-cinema-halls-take-backseat/352903

Patel, M ., Rahul, K ., & Gajendra, A . (2020). A Study: OTT Viewership in “Lockdown” and
Viewer's Dynamic Watching Experience. International Journal on Transformations of Media,
Journalism & Mass Communication, 5(2), 10-22.

Pinto, V . (2020, December 16). Covid-19 pushes up OTT subscription growth by 60% — BCG
report. www.business-standard.com/article/companies/covid-19-pushes-up-ott-subscription-
growth-by-60-bcg-report-120121601311_1.html (Accessed on 18th April 2021).

Raghuvanshi, L ., & Saha, R . (2021). Indian film industry and OTT amid the global pandemic.
Media Asia, 48(4), 363—-365. www.tandfonline.com/doi/full/10.1080/01296612.2021.1958990
Rout, D. , & Kantha, K. R. (2021). The impact COVID-19 had on the entertainment industry
2021. https:/fijrpr.com/uploads/V3ISSUE4/IJRPR3672.pdf

Schuman, M. A. (2013). Will Smith: A Biography of a rapper turned movie star. Enslow
Publishing, LLC.

Schwarz, C . (2020, March 19). What is OTT and how is it different from video.
https://blog.pixalate.com/what-is-ott-connected-tv-video (Accessed on 18th April 2021).
Sharma, K ., (2020, May 19). Will movies releasing directly on OTT platforms become a norm
post-Covid? Experts think otherwise. www.businessinsider.in/advertising/media/article/will-
movies-releasing-directly-on-ott-platforms-become-a-norm-post-covid-experts-think-
otherwise/articleshow/75808931.cms

Singh, D . (2020). How is coronavirus impacting the streaming platforms with an increasing
appetite of viewers. www.financialexpress.com/brandwagon/how-is-coronavirus-impacting-the-
streaming-platforms-with-an-increasing-appetite-of-viewers/1919916/

Singh, M. K., & Neog, Y . (2020). Contagion effect of COVID-19 outbreak: Another recipe for
disaster on Indian economy. Journal of Public Affairs 20, e2171. https://doi.org/10.1002/pa.2171
Singh, P. (2019). New Media as a Change Agent of Indian Television and Cinema: A study of
over the top Platforms. Journal of Content, Community & Communication, 5(9), 131-137.
Sridhar, S., & Phadtare, P. (2022). Behavioral shift of generation x towards OTT during Covid-
19 in India. Cardiometry, 22(May), 176—-184. DOI: 10.18137/cardiometry.2022.22.176184
Telestream (2021). What does OTT really mean? www.telestream.net/video/solutions/what-is-
ott.htm

Venkata, S. B. (2021, January 18). 2020 — Rise of paid subscribers.
www.financialexpress.com/brandwagon/2020-rise-of-paid-subscribers/2172942/ (Accessed on
18th April 2021).

Wang, M., Cao, R., Zhang, L., et al. (2020). Remdesivir and chloroquine effectively inhibit the
recently emerged novel coronavirus (2019-nCoV) in vitro. Cell Reearch 30(3), 269e271.

Measuring Consumer Perception on Digital Buying

Ballestar, M.T. , Grau-Carles, P. , & Sainz, J. (2019). Predicting customer quality in e-commerce
social networks: A machine learning approach. Review of Managerial Science, 13 (3), 589-603.
Barnes, D.C. , Mesmer-Magnus, J., Scribner, L ., Krallman, A. , & Guidice, R.M. (2020).
Customer delight during a crisis, Journal of Service Management, 32 (1).
www.emerald.com/insight/1757-5818.htm

Beheshti, H.M. , & Beheshti, C.M. (2010). Improving productivity and firm performance with
enterprise resource planning, Enterprise Information Systems, 4 (4), 445-472.
https://doi.org/10.1080/17517575.2010.511276

Biswas, A . & Blair, A.E. (1991), Contextual effects of reference price in retail advertisements,
Journal of Marketing, 55 (3), 1-12.

Bronner, F . & Hoog, R . (2010), Consumer-generated versus marketer-generated websites in
consumer decision making, International Journal of Market Research, 52 (2), 231-248.



Chellappa, R.K. (2002). Customers’ Trust in Electronic Commerce Transactions: The Role of
Perceived Privacy and Perceived Security. Atlanta: Emory University.

Cleveland, M ., Erdo_gan, S., Arikan, G . & Poyraz, T . (2011). Cosmopolitanism, individual-
level values and cultural-level values: a cross-cultural study, Journal of Business Research, 64
(9), 934-943.

Darley, W.K. , Blankson, C . & Luethge, D.J. (2010). Toward an integrated framework for online
consumer behavior and decision-making process: a review, Psychology and Marketing, 27 (2),
94-116.

De Vries, L ., Gensler, S ., & Leeflang, P.S.H. (2017). Effects of traditional advertising and
social messages on brand-building metrics and customer acquisition. Journal of Marketing, 81
(5), 1-15.

Devaraj, S. , Fan, M. & Kohli, R. (2002), Antecedents of B2C channel satisfaction and
preference: Validating ecommerce metrics, Information Systems Research, 13 (3), 316—-333.
Durmaz, Y ., & Efendioglu, I.H. (2016). Travel from Traditional Marketing to Digital Marketing.
Global Journal of Management and Business Research: E Marketing, 6 (11), 173.
https://doi.org/10.23956/ijermt.v6i11.60

Fiske, S.T. (2008), Social Beings: Core Motives in Social Psychology. John Wiley & Sons,
Hoboken, NJ.

Guo, X Ling, K.C. & Liu, M . (2012). Evaluating factors influencing customer satisfaction towards
online shopping in China, Asian Social Science, 8 (13), 40-50.

Hoekstra, C.J. , Peter, S., and Leeflang, H. (2020). Marketing in the era of Covid 19, Italian
Journal of Marketing, 249-260. https://doi.org/10.1007/s43039-020-00016-3

Ivanov, D . (2020). Predicting the impacts of epidemic outbreaks on global supply chains: A
simulation based analysis on the coronavirus outbreak. Transportation Research Part E, 136.
101922. https://doi.org/10.1016/j.tre.2020.101922

Janusi, E.R. (2020), Digital marketing during the pandemic period; a study of Islamic
perspective, Journal of Digital Marketing and Halal Industry, 2 (1), 15-28.

Khalifa, M . & Liu, V. (2007), Online consumer retention: contingent effects of online shopping
habit and online shopping experience, European Journal of Information Systems, 16 (6),
780-792.

Lim, H ; & Dubinsky, A.J. (2004), Consumers’ perceptions of e-shopping characteristics: An
expectancy-value approach, The Journal of Services Marketing, 18 (6), 500-513.

Melis, K. , Campo, K., Lamey, L., & Breugelmans, E. (2016). A bigger slice of the multichannel
Grocery Pie: When does consumers’ online channel use expand retailers’ share of wallet?
Journal of Retailing, 92 (3), 268—-286.

Mustafa, I.E.A. (2011), Determinants of e-commerce customer satisfaction, trust, and loyalty in
Saudi Arabia, Journal of Electronic Commerce Research, 12 (1), 78-93,

Pauwels, K. , & Neslin, S.A. (2015). Building with Bricks and Mortar: The revenue impact of
opening physical stores in a multichannel environment. Journal of Retailing, 91 (2), 182-197.
Pifieiro-Otero, T ., & Martinez-Rolan, X . (2016). Understanding Digital Marketing—Basics and
Actions. In Carolina Machado & J. Paulo Davim (Eds.), MBA Theory and Application of
Business and Management Principles (pp. 37—74). Springer International.
https://doi.org/10.1007/978-3-319-28281-7_2

Powers, T ., Advincula, D ., Austin, M.S. , Graiko, S . & Snyder, J . (2012). Digital and social
media in the purchase decision process. Journal of Advertising Research, 52 (4), 479-489.
Shahzad, A ., et al. (2020). Effects of COVID19 in Elearning on higher education institution
students: the group comparison between male and female, Quality & Quantity, 55, 805-826.
https://doi.org/10.1007/s11135-020-01028-z

Sheth, J . (2020). Impact of Covid-19 on consumer behavior: Will the old habits return or die?
Journal of Business Research, 117, 280—-283.

Steimer, S . (2020). How marketers are working during the pandemic. Marketing News, spring.
Accessible at www.ama.org/marketing-news/how-marketers-are-working-during-the-pandemic/.
Retrieved on 12-12-2020.

Szalavetz, A . (2020). Digital transformation—Enabling factory economy actors’ entrepreneurial
integration in global value chains? Post-Communist Economies, 32, 771-792.

Ulaga, W . (2003). Capturing value creation in business relationships: A customer perspective.
Industrial Marketing Management, 32 (8), 677-693.


İbrahim EFENDİOĞLU
Vurgu




