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ABSTRACT: i 

The istock imarket iis ione iof ithe imost ipopular iinvesting iplaces ibecause iof iits iexpected ihigh iprofit itraditionally ibut  

inow idays iprofit iearning iis iessential ifor ievery ione iby iusing imarketing iCommunication iaimed ito ifind iout ithe 

iEffective icommunications ifor isales iof ifinancial iproducts iand ito ifind iout iCommunication igap iit imeans iwhat iclients 

iwants ito iknow iabout itheir iinvestment iand iportfolio, iExecutives iof iare ithe imain idrivers iof iPrimary isales ithey 

icontribute i50% iof ithe isales. iMajor isales idriver ifor isecondary isales; iit idrives i41% iof ithe isecondary isales.“A istudy 

ion iinfluence iof imarketing icommunications ion isales iof ifinancial iproducts iat iStock iBrokers iin iHubballi” 
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This ipaper iexamined ithe iimpact iof imarketing icommunication ion ithe ifinancial iperformance iof ibanks iwith 

ispecific ireference ito iFirst iBank iof iNigeria iPLC. iThere iare iseveral imarketing icommunication imethods 

iwhich imay iinfluence ia icompany’s ifinancial). iThe istudy iused iregression ianalysis iand iT-test ito iexamine ithe 

iimpact iof imarketing icommunication imethods ion ifinancial iperformance iin iFirst iBank iPLC. iFindings  

iindicate ithat ithere iis ia ipositive isignificant irelationship ibetween imarketing icommunication imethods iand 

ifinancial iperformance ias imeasured iby iROA. iThe istudy irecommends ipromotion iand iadvertising ishould ibe 

isustained iand iencouraged iso ithat ithe ibanks iwill inot ionly iimprove ifinancially ibut ioperationally.  i 

 

2. Title i– i“The iEffect iof iMarketing iCommunication iand iRelationship iMarketing ito i i iBusiness iSuccess 

i(Study ion iConsumer iUD.Mitra iPhillips iSeafood iIndonesia iin iTampo)” 

Author i- iHalim1, iMuhammad iIqram2, iYusuf i3, iChamariyah4, i 

Journal i- iwww.iosrjournals.org i(e-ISSN: i2278-487X, ip-ISSN: i2319-7668. iVolume i19, iIssue i4. iVer. iIII 

i(Apr. i2017), iPP i18-22) i 

This istudy iaimed ito idetermine ithe ieffect iof iMarketing iCommunication iand iRelationship iMarketing ito 

ibusiness isuccess. iThis istudy iwas iconducted ito icollect iquestionnaire idata ifrom i45 irespondent’s iconsumers 

iUD. iPhillips iSeafood iIndonesia ipartners iin iTampo iwith idata iprocessing itechniques iusing imultiple ilinear 

iregression imethod. iThe iresults ishowed ithat ithe iMarketing iCommunication iand iRelationship iMarketing 

ipositive iand isignificant iimpact ion ithe isuccess iof ithe ibusiness. 

3. Title i– i“The iEffect iof iMarketing iCommunications ion ithe iSales iPerformance iof iGhana iTelecom 

i(Vodafone, iGhana)” 

Author i- iNana iYaa iDufie iOkyere iNyakams iLimited, iGloria iK.Q iAgyapong i(Corresponding iauthor) i 

Journal i- iwww.ccsenet.org/ijms, iInternational iJournal iof iMarketing iStudies i i i i i i i i i i i iVol. i3, iNo. i4; 

iNovember i2011 

 

The imodel iis idesigned iin ia iway ito itest ithe ieffect iof imarketing icommunication ion ithe isales ivolume iof iGT 

i(Vodafone) ifrom iJanuary i2006, ito iDecember i2008.The inumber iof iobservations iused ifor ithe istudy iwas i40 iderived 

ifrom iGT’s i(Vodafone) isales irecords iand ipromotions iwithin ithe iperiod icited, 

With ithe iaid iof isimple istatistical imethods isuch ias ipercentages, itables iand icharts/graphs. iIn iaddition ito ithese 

idescriptive istatistical itools, ithe ipresent istudy iused ia imultiple ilinear iregression ianalysis ito idetermine ithe idegree iof 

ivariation iof ithe idependent ivariable ion ithe iexplanatory ivariable. i iGT i(Vodafone) ifailed ito iinstitute ithe inecessary 

istructures ito iperiodically imeasure, ievaluate iand ireview itheir imarketing icommunications iactivities. iThey iappear ito 

ibe isimply iunaware iof ithe irelative ieffectiveness iof ieach iof ielements iand ihow ibest ito iintegrate ithem itogether iacross 

ithe ifirm ito ihelp imake ibetter idecisions. 

4. Title i- i“A iThree-Stage iModel iof iIntegrated iMarketing iCommunications iat ithe iMarketing–Sales  

iInterface” 

Author i- iTimothy iM iSmith, iSrinath iGopalakrishna, iand iRabikar iChatterjee. 

Journal i- iJournal iof iMarketing iResearch iVol. iXLIII i(November i2006), i564–579564 

© i2006, iAmerican iMarketing iAssociation, iISSN: i0022-2437 i(print), i1547-7193 i(electronic). 
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•Which ielements iof ithe imarketing icommunications imix iare imore ieffective ithan iothers iin igenerating ileads? 

iWhat icarryover iand icomplementary i(interactive) ieffects, iif iany, iexist? i•What iis ithe iimpact iof ilead ivolume 

ion ifollow-up idelay i(the itime ilag ibetween ilead igeneration iand isales iappointment) ifor ithe iprospect? i•What  

iis ithe iimpact iof idelay ion ithe ilikelihood iof iconversion iof ia ilead ito ia isales iappointment iand ito isubsequent 

iclosure iof ithe isale? iDoes ithis ivary iby ilead isource? i•What iis ithe iimpact iof iseasonality iat ieach istage iof ithe 

ibuying iprocess? i•How ido ivariables isuch ias isalesperson iquality iand iprospect icharacteristics iaffect ithe 

iprocess? 

(1) iThe igeneration iof isales ileads, i 

(2) iThe iconversion iof ileads iinto isales iappointments, iand i 

(3) iThe iconversion iof iappointments iinto isales 
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5. Title i- iThe ieffect iof imarketing ion isales iperformance iin ielectronic icompanies iin iMogadishu iSomalia. 

Author i- iAbshir imaudlin iHassan. 

Published ion i- ihttps://www.academia.edu 

(https://www.academia.edu/33576280/THE_EFFECT_OF_MARKETING_ON_SALES_PERFORMANCE_IN_ELECTRON

IC_COMPANIES_IN_MOGADISHU_SOMALIA) 

Objectives i 

1. iTo iidentify ithe irole iof imarketing istrategies iin isales iperformance i 

2. iTo iassess ithe ieffect iof i4p’s imarketing imix ion isales iperformance i 

3. iTo iinvestigate ithe irelationship ibetween imarketing iand isales iperformance 

Recommendations 

It iis ialso igood ito ibe iextended ithe ipopulation iof ithe istudy ito iimprove ithe ireliability i iMore istudies ito ibe iconducted 

ion ithe itopic ito iimprove ithe iknowledge iof ithe imarketers i iMore istudies ito ibe iconducted ion ithe iother idepartments ion 

ibusiness iorganizations ito iget iall ibusiness ipeople iinformed ion ithe ibusiness ias iwhole, iAlso icompanies ishould idevise 

idifferent imarketing istrategies ito iimprove itheir isales iperformance i iThe icompanies ishould ialso iestablish ia istrong 

irelationship ibetween itheir isales iand imarketing idepartments. 

 

 

 

 

6. Title i- iClient iperceptions iof iintegrated imarketing icommunications 

Author i- iThomas iR. iDuncan iand iStephen iE. iEverett 

Journal i- i i iJournal iof iAdvertising iResearch i(Vol. i33, iIssue i3.)1993 

 i i i i i i i i i i i i i i i i i iPublisher: iWorld iAdvertising iResearch iCenter iLtd. 

 

The ievolution iof iintegrated imarketing icommunications i(IMC) iand iclient iattitudes itoward ithe iconcept iand 

iits iuse iare istudied iamong i500 ipersons iin ithe iadvertising, ipublic irelations iand imarketing iindustries. iThe 

isubjects iare ieither icommunications ior imarketing imanagers iand iwere igiven ia iquestionnaire iof i216 iitems ion 

ithe ifunctional idefinition iof iIMC, isubjects' ifamiliarity iwith ithe iconcept, iand itheir iattitude itoward iIMC. 

iOverall, iresults ishow ithat iIMC iis iperceived ias ivaluable iand ithat iclient iawareness iof ithe iconcept iis igrowing 

 

 

 

 

 

 

 

 

 

 

Introduction 

Indian iStock iMarket iis ione iof ithe ioldest iStock iMarket iin iAsia. iEast iIndia iCompany iused ito itransact iLoan 

iSecurities iby ithe iend iof i18th iCentury. iIn ithe i1830s, itrading ion icorporate istocks iand ishares iin iBank iand iCotton 

ipresses itook iplace iin iBombay. 
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ABOUT iBSE 

Established iin i1875, ithe iBSE i(formerly iknown ias iBombay iStock iExchange iLtd.) iis iAsia's ifirst istock iexchange.  

iThe iBSE iis ithe iworld's i10th ilargest istock iexchange iwith ian ioverall imarket icapitalization iof imore ithan i$4.9 itrillion 

ion ias iof iApril i2018. iThe iBombay istock iexchange iwas ifounded iby iPremchand iRoychand, iinfluential ibusinessmen 

iin i19th-century iBombay. iHe imade ia ifortune iin ithe istock ibroking ibusiness iand icame ito ibe iknown ias ithe iCotton 

iKing, ithe iBullion iKing ior ijust ithe iBig iBull. iHe iwas ialso ithe ifounder iof ithe iNative iShare iand iStock iBrokers 

iAssociation, ian iinstitution ithat iis inow iknown ias ithe iBSE, iearlier iBSE iwas iknown ias ithe iNative iShare iand iStock 

iBrokers iAssociation iOn iAugust i31, i1957, iand ithe iBSE ibecame ithe ifirst istock iexchange ito ibe irecognized iby ithe  

iIndian iGovernment iunder ithe iSecurities iContracts iRegulation iAct. 

ABOUT iNSE i 

The iNational iStock iExchange iof iIndia iLimited i(NSE) iis ithe ileading istock iexchange iof iIndia, ilocated iin iMumbai.  

iThe iNSE iwas iestablished iin i1992 ias ithe ifirst idemutualized ielectronic iexchange iin ithe icountry. iNSE iwas ithe ifirst 

iexchange iin ithe icountry ito iprovide ia imodern, ifully iautomated iscreen-based ielectronic itrading isystem iwhich 

ioffered ieasy itrading ifacility ito ithe iinvestors ispread iacross ithe ilength iand ibreadth iof ithe icountry. iVikram iLimaye iis 

iManaging iDirector i& iChief iExecutive iOfficer iof iNSE. 

National iStock iExchange ihas ia itotal imarket icapitalization iof imore ithan iUS$2.27 itrillion, imaking iit  ithe iworld's 

i11th-largest istock iexchange ias iof iApril i2018.[1] iNSE's iflagship iindex, ithe iNIFTY i50, ithe i50 istock iindex iis iused 

iextensively iby iinvestors iin iIndia iand iaround ithe iworld ias ia ibarometer iof ithe iIndian icapital imarkets. iNifty i50 iindex 

iwas ilaunched iin i1996 iby ithe iNSE. iHowever, iVaidyanathan i(2016) iestimates ithat ionly iabout i4% iof ithe iIndian 

ieconomy i/ iGDP iis iactually iderived ifrom ithe istock iexchanges iin iIndia. 

 

 

 

 

 

 

 

OBJECTIVE iOF iTHE iSTUDY: 

 To ifind iout iwhich imode iof imarketing icommunication ihas imore ipositive iinfluence ion isales 

 To ifind ithe iGap iin ithe imarketing icommunications i(What iclients iwants ito iknow). 

RESEARCH iMETHODOLOGY: 

Research iin icommon irefers ito ia isearch ifor iknowledge. iResearch imethodology iis ia iway ito isystematically isolve 

ithe iresearch iproblem. iIt imay ibe iunderstood ias iscience iof istudying ihow iresearch iis idone iscientifically.  iA igood 

iresearch imethodology ihas iCharacteristics ilike iproblem iidentification, iproblem idefinition, iresearch iobjective,  

ideveloping ithe iresearch iplan, iSourcing idata, icollection iof idata, ianalyzing idata iinformation, ipresenting ithe 

ifindings i 

3.1 SAMPLE iDESIGN: 
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The iSample iDesign iwhich iis iused iin ithe istudy iis iJudgement isampling. iRespondent ifrom iselected ifirm ion ithe 

ibasis iof iJudgement 

3.2 SAMPLE iTECHNIQUE i: i 

The istudy iwas icarried iout iby iconducting ia isurvey iwith ihelp iof iprinted iquestionnaire. iQuestionnaire iwhich iis 

iconsidered ias iheart iof isurvey ia iwell-structured iquestionnaire iwas idesigned iin itune iwith iobtaining iinformation 

ifrom irespondent i 

3.3 SAMPLE iSIZE: iSample isize itaken ifor ithe istudy iis 

i200 irespondent i 

3.4  iAREA iOF iANALYSIS: iThe iStudy iwas iconducted iamong ithe 

istock imarket itraders iof iHubballi 

4. iMETHODS iOF iDATA iANALYSIS: 

In iorder ito ianalyse isurvey iof icost imanagement ipractice iby iselected icompany iin iHubballi. iStatistics itools ilike 

iaverage, iGraphs iand idiagrams iwere iused. 

5. iMajor iKeywords 

Stock iMarket, iStock iBroker, iAdvisory, iAsset iManagement iCharges, iMobile itrading iApp, iDesktop itrading iApp. 

 

 

Data ianalysis iand iinterpretation 
 

 

 

 

 

 

 

 

 

 

Data ianalysis iand iinterpretation 
Gender i 
 

 

 

 

 

 

 

 

 

 

 

 

 
 

 Frequency Percent 

 

Female 71 35.5 

Male 129 64.5 

Total 200 100.0 
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Table i1: iGender 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation 
The iabove igraph ireveals ithat iout iof i200 irespondents i129 iare imales ithat iis i64.5% iand i71 iare ifemales ithey imake 

i35.5% iof isample iof ithe isurvey. 

Age 

 

 

 

 

 

 

 

 

 
 i i i i i i i i i i i i i i i i iTable i2: iAge 

 

 

 

 

 

 

 

 

 

 

 Frequency Percent 

 

Below i25 76 38.0 

26 ito i40 83 41.5 

 i41 ito i60 20 10.0 

Above i60 21 10.5 

Total 200 100.0 

Figure i1 i: iGender 
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Interpretation 
As iper ithe igraph ithe imajority iof ithe isample ipopulation ifalls ibetween i26 i– i40 iand ibelow i25 ithat iis i83(41.5%) i iand i 

i76(38%) irespectively i iand ithere iare i20 ipeople iin ithe iage igroup iof i41 i– i60 iand i i21 ipeople iare iaged iabove i60 

 

 

 

 

 

 

 

 

 

 

 

 

Figure i2 i: iAge 
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Education 
 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Table i3: iEducation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation 
The igraph ireveals ithat imajority iof ithe irespondents iare iPost-Graduates ithey iare i110 ithey imake i55% iof ithe 

irespondents ifollowed iby iGraduates i82 ithat iis i41%, iPUC ior iequivalent i5 ithat iis i205% iand iup ito iSSLC i3 ithat iis 

i1.5% 

 

 

 

 Frequency Percent 

 

Up ito iSSLC 3 1.5 

PUC ior 

iequivalent 
5 2.5 

Graduation 82 41.0 

Post-

graduation 
110 55.0 

Total 200 100.0 

Figure i3: iEducation 
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Education ibackground 

 

 

 

 

 

 

 

 

 

 

Table i4: iEducation iBackground 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

Interpretation 
One iof ithe iKey iinformation irequired ifor isurvey iis ito iknow ihow imany ipeople iis iCommerce iand iNon iCommerce iso 

iGraph ireveals ithat i138 irespondents iare iwith iCommerce ibackground ithey imake i69% iof ithe irespondents iand i62 

irespondents iare iNon-Commerce ibackground irespondents ithey iare i31% iof ithe isample isize 

 

 

 

 

 

 Frequency Percent 

 

Commerce 

ibackground 
138 69.0 

Non-Commerce 

ibackground 
62 31.0 

Total 200 100.0 

 i i i iFigure i4: i iEducation iBackground 
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Monthly iIncome 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 i i i i i i i i iTable i5: iMonthly iIncome 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation 
Majority irespondents i iincome iis ibelow i21000 ithat iis i53% i i ifollowed iby i55 irespondents i iwho ifalls iin i21000-32000 

iincome ibracket, i21 ipeople iwho ifalls iin i32000-62500 ithat iis i10.5% i iand i18 ipeople ifalls iin iabove i62500 iwhich 

imakes i9%. 

 

 

 

 

 

 Frequency Percent 

 

Up ito i21000 106 53.0 

21000 ito i32000 55 27.5 

32000 ito i62500 21 10.5 

More ithan 

i62500 
18 9.0 

Total 200 100.0 

Figure i5: iMonthly iIncome 
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Occupation 

 

 

 

 

 

 

 

 

 

 

 

 

 
Table i6: iOccupation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

Interpretation 
The iGraph ireveals ithat i137 irespondents iare iPrivate iemployees iwhich iconstitutes i68.5% ithen ibusiness ipeople i27 

irespondents ithat iis i13.5% ifollowed iby iGovernment iemployees i25 iwhich iis i12.5% ithe ileast iis iretired ipeople ithere 

iare iSeven irespondents ipreceded iby ihomemakers i4 iwhich iis ijust i2%. 

 

 

 

 

 

 

 

 Frequency Percent 

 

Business 27 13.5 

Private iemployee 137 68.5 

Government 

iemployee 
25 12.5 

Homemaker 4 2.0 

Retired 7 3.5 

Total 200 100.0 

Figure i6: iOccupation 
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Why iYour iBroker iis imore iattractive ithan iOther iBrokers? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
  

 

 

Table i7: iWhy iother iBroker is iare iattractive 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation 
For ithis iquestion iof iwhy iyour iBroker iis imore iattractive ithe irespondents irelied iis ithat i29.3% ifelt ithey iare ibeing 

ioffered ilesser ibrokerage iand i13% ifells ithat iit iis ifor ithem ito icontact ithe ibranch ioffice iof itheir iclients. 

 

 

 

 

 

 

Multiple iresponses 
Responses 

N Percent 

 

Less iBrokerage 61 29.3% 

Better irecommendations 44 21.2% 

Ease iof icommute ito ioffice 27 13.0% 

Friendly ioffice istaff 19 9.1% 

Ease iof itrading ion iMobile iapp 22 10.6% 

Ease iof i itrading ion iDesktop iapp 9 4.3% 

Other 26 12.5% 

Total 208 100.0% 

29%

21%
13%

9%

11%

4%

13%

Why Your Broker is  more attractive than Other 
Brokers?

Less Brokerage

Better recommendations

Ease of commute to office

Friendly office staff

Ease of trading on Mobile app

Ease of  trading on Desktop
app
Other

Figure i7: iWhy iother iBrokers iare iattractive 
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How idid iyou iopen itrading iaccount iwith iYour iBroker? 

 
 

 

 

 

 

 
 

 

Table i8: iHow idid iyou iopen itrading iaccount iwith iyour iBroker? 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 
Table i9: iHow idid iyou iopen itrading iaccount iwith iyour iBroker i* iAttributes iof iExecutives i- iCross itabulation 

 

 

 

 

 

 

 

 

 

 

Interpretation 
The ifirst itable ishows ithat i99 irespondents ithat iis i49.5% ihave iopened itheir iDEMAT iaccount ithrough iexecutives iof i 

iBroker, ifollowed iby i62 ipeople ithat iis i31 i% iof ithe irespondents ihave iopened iDEMAT iaccount iby ithemselves iby 

 Frequency Percent Valid iPercent 

 

Through ian iexecutive iof i 

ibranch 
99 49.5 49.5 

Opened iby imyself ijust 

ivisiting iwebsite 
62 31.0 31.0 

Installed iapp iand iopened 

ithrough iit 
39 19.5 19.5 

Total 200 100.0 100.0 

How idid iyou iopen itrading iaccount iwith iYour iBroker i* iAttributes iof 

iExecutives i- iCross itabulation 

 Attributes iof iExecutives Total 

Well 

idressed 

Good 

iconvers

ation 

iwith 

ihim 

His 

iknowledge 

iabout 

ifinancial 

iproduct 

He iis iin 

itouch 

iwith ime i 

Other 

iattributes 

 

Through ian 

iexecutive iof i i 

ibranch 

 5 43 68 26 3 99 

Opened iby imyself 

ijust ivisiting 

iwebsite 

 7 39 23 11 1 62 

Installed iapp iand 

iopened ithrough iit 
 3 4 32 11 0 39 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

i i i iTotal 
 15 86 123 48 4 200 
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ivisiting iwebsites i ithen i39 irespondents ithat iis i19.5% i ihave iopened iDEMAT iaccount iby iinstalling iapp iand iopened 

ithrough iit. iNow ithe imain ipart iis i68 ipeople iout iof i99 iwho ihave iopened itheir iDEMAT iaccount ithrough iExecutives 

ithey ilike ifinancial iknowledge iof ithe iExecutives iand i43 ipeople ihave irevealed i igood iconversation iwith ihim iso ithese 

iare ithe imain itwo idrivers ifor iExecutives i iat ithe ibranch. iAnd ithe iremaining ipart ireveals ithat i26 irespondents ithat iis 

ilike iExecutive ibecause ihe iis iin itouch iwith ion iphone iand iassists ithem iover iphone iand iremain iattributes iare iwell 

idressed iand iother iwhich iare i5 iand i3 irespectively 

 

 

Have iyou iused iMobile iapp iand iplaced iorder i* iAttributes iof iMobile iapp 
 

 

 

 

 

 

 

 

 

 

Table i10: iHave iyou iused iMobile iapp iand iplaced iorder i* iAttributes iof imobile iapp i- iCross itabulation 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

Have iyou iused iMobile iapp iand iplaced iorder i* iAttributes iof imobile iapp i- iCross itabulation 

 

Attributes iapp 

Total Ease iof 

ilogging iin 

Ease iof iplacing 

iorder 

It ishows iup ito 

idate ifigures 

Transaction 

ihistory 
Redemption 

Easy ito 

inavigate 

iapp 

  

Count 64 73 25 43 6 22 135 

% iof 

iTotal 
47.4% 54.1% 18.5% 31.9% 4.4% 16.3% 100.0% 
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Figure i8: iTable i11: iHave iyou iused iMobile iapp iand iplaced iorder i* iAttributes iof imobile iapp i- iCross itabulation 
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Interpretation 
The iabove icharts iand iGraphs iboth i ishows ithat ithere iare i135 irespondents ithat iis i67.5% iof ithe irespondents i iplace 

iorder ithrough ithe iMobile iapp iso iin iMobile itrading iapp ithe imain ifeatures i iwhich iinfluences ithem iis iEase iof iplacing 

iorder, iEase iof ilogging iin iand iTransaction ihistory ithat iis i73(54%), i64(47.4%) iand i43(31.9%) irespectively. 

 

Which ifeature iof iMobile itrading iapp iyou ilike ithe imost? 

Mobile iapplication iattributes i iFrequencies 

 Responses Percent iof 

iCases N Percent 

App 

Ease iof ilogging iin 65 27.8% 47.8% 

Ease iof iplacing iorder 73 31.2% 53.7% 

It ishows iup ito idate 

ifigures 
25 10.7% 18.4% 

Transaction ihistory 43 18.4% 31.6% 

Redemption 6 2.6% 4.4% 

Easy ito inavigate iapp 22 9.4% 16.2% 

Total 234 100.0% 172.1% 

Table i11: iMobile iapplication iattributes iFrequencies 

 

 

 
Figure i9: iMobile iapplication iattributes iFrequencies 

 

Interpretation 
We ican irelate ithis itable ito ithe iprevious ione ias isaid iin ithe iprevious ichart i135 ipeople ihave iused imobile iapp iand 

iplaced iorder i82 ipeople ithat iis i41% iof itotal irespondents iusually iprefer imobile iapps ito iplace iorders iso ithe imajority 

iof iorders iare idriven iby ithe ifeature iof iapp iEase iof ilogging iin ithat iis i73 irespondents iit imeans ithat i89% iof ithe iregular 

imobile iapp iusers ithe isecond imajor ifeature iof iapp ilike iby i79% iof ithe iregular iapp iusers iis iEase iof ilogging iin.  
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How ido iyou iplace ithe iorders? 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 i i i i i i i i i i i i i iTable i12: iHow ido iplace ithe iorders? 

 

 

 

 

 

 

 

 

  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Frequency Percent Valid iPercent 

 

Placing iorder ithrough 

imobile iapp 
82 41.0 41.0 

Placing iorder ithrough 

idesktop iapp 
34 17.0 17.0 

Placing iorder ithrough icalling 

iAdvisory idesk 
55 27.5 27.5 

Placing iorder ithrough icalling 

imy iRelationship imanager 
29 14.5 14.5 

Total 200 100.0 100.0 

Attributes iof iAdvisory iDesk 

Ease iof icalling 6 

Good iadvice 21 

Equity iadvisor imanaging imy iportfolio 13 

Look iafter imanage imy ipositions 12 

Other 3 

 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i iTotal 55 
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Figure i10: iAttributes iof iAdvisory iDesk 
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Interpretation 

The ichart iand ia iGraph iin ilast ipage itells ithat i82 irespondents ithat iis i41% iof irespondents iplace iorder ithrough iMobile  

iapp, i34 irespondents ithat iis i17% irespondents iplace iorder ithrough idesktop iapp, i55 irespondents ithat iis i27.5% iplace 

iorder ithough iAdvisory idesk, iand i29 irespondents ithat iis i14.5% iplace iorders ithrough iRelationship imanagers. i 

When ia iportfolio iis ihandled iby iAdvisory idesk ithere iwill ibe ione iparticular  iadvisor ihe ilooks iafter iclients iportfolio iso 

i13 irespondents iamong ithe i55 ithose iwho iplace iorder ithrough iAdvisory idesk ithat iis i23.63% iof irespondents iplace 

iorder ithrough iAdvisory idesk ibecause ithey ilike ithat ione iparticular iAdvisor imanaging itheir iportfolio, i iand i21 

irespondents ithat iis i38.18% iRespondents iplace iorder ithrough idesk ibecause ithey iget iGood iadvice ifrom ithe 

iAdvisory idesk ianother ipoint iis ithat i12 irespondents ithat iis i21.81% iplace iorder ithrough iAdvisory idesk ibecause ithey 

ilike ithat iequity iadvisors ilooks iafter itheir iposition. i 
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Satisfaction ilevel iwith iyour iBroker 
 

 

 

 i i i iTable i13: iSatisfaction ilevel iwith iyour iBroker 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  iExecutives Desktop iApp Mobile iApp Advisory iDesk 

 Frequency Percent Frequency Percent Frequency Percent Frequency Percent 

Highly 

idissatisfied 
14 7 0 0 0 0 4 2 

Dissatisfied 2 1 32 16 4 2 15 7.5 

Neutral 27 14 67 33 70 35 42 21 

Satisfied 98 49 62 33 71 35 84 42 

Highly 

iSatisfied 
59 29 35 18 55 28 55 27.5 

Total 200 100 200 100 200 100 200 100 
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Figure i11: iSatisfaction ilevel iwith iyour iBroker 
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Interpretation 
The iabove itable iand iGraph ishows ithe isatisfaction ilevel iof i iclients itowards itheir iBrokers, ithere iare i i i i59 ipeople ithat 

i iis i29.5% iof irespondents iare ihighly isatisfied iwith iExecutives i iand i98 ipeople iare isatisfied iit imeans ithat itotal i157 

irespondents ithat iis i78.5% i iare isatisfied iwith iExecutives iit iis imajor iinfluencing ifactors ifor isales, i i 

there iare i i i i35 ipeople ithat i iis i18% iof irespondents iare ihighly isatisfied iwith iAdvisory idesk iand i62 ipeople iare isatisfied 

iit imeans ithat itotal i97 irespondents ithat iis i48.5% i iare isatisfied iwith iAdvisory idesk. iAnd ithere iare i55 ipeople ithat iare 

i24.5% iof irespondents iare ihighly isatisfied iMobile iapp iand i71 ipeople iare isatisfied iit  imeans ithat itotal i126 

irespondents ithat iis i63% iare isatisfied iwith iMobile iapp. i iFinally i28 ipeople ithat iare i14% iof irespondents iare ihighly 

isatisfied iwith iAdvisory idesk iand i35 irespondents iare isatisfied iit imeans ithat itotal i63 irespondents ithat iis i31.5% iare 

isatisfied iwith iAdvisory idesk. iThe ioutcome iof ianalysis iof isatisfaction ilevel itowards iBroker iis ithat iexecutives iand 

iMobile iapp ihave imore irespondents itowards ithem iwho iare isatisfied iwith ithem imeans ithey iplay imajor irole iin 

idriving ithe isales. 

 

Homogeneity itest ifor iage igroup iand imethod iof iplacing iorder 
HYPOTHESIS 

H0: iThere iis ihomogeneity iamong idifferent iage igroups iand imodes iof iplacing iorder. 

H1: iThere iis ino ihomogeneity iamong idifferent iage igroups iand imodes iof icommunications. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 i i i i i i i i i i iTable i14: iANOVA 

 

 

 

 

 

 

 

 

 

 

 

 

 

 i i i i i i i i i i i i i i i i i i i i i iTable i15: iWhich imethod iis imore iconvenient ito iyou ito iplace ithe iorders iby iage 

 

 

ANOVA 

Which imethod iis imore iconvenient ito iyou ito iplace ithe iorders 

 Sum iof 

iSquares 
df 

Mean 

iSquare 
F Sig. 

Between 

iGroups 

(Combined) 61.211 3 20.404 21.387 .000 

Linear iTerm 

Unweighted 43.332 1 43.332 45.422 .000 

Weighted 29.906 1 29.906 31.348 .000 

Deviation 31.304 2 15.652 16.407 .000 

Within iGroups 186.984 196 .954   

Total 248.195 199    

Which imethod iis imore iconvenient ito iyou ito iplace ithe 

iorders 

Tukey iHSD 

Age N Subset ifor ialpha i= i0.05 

1 2 

41 ito i60 20 1.80  

Below i25 76 1.99  

26 ito i40 83 1.99  

Above i60 21  3.76 

Sig.  .865 1.000 
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According ito iLeven’s iStatistic’s iP+0.00 iwhich iis iless ithan i0.0.5 iso 

iall igroups iare inot ihomogeneous, iso inull iHypothesis iis iaccepted. 

  

Test iof iHomogeneity iof iVariances 

Which imethod iis imore iconvenient ito iyou ito iplace ithe iorders 

Levene iStatistic df1 df2 Sig. 

7.946 3 196 .000 

 iTable i16: iTest iof iHomogeneity iof iVariances 
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Age i* iwhich imethod iis imore iconvenient ito iyou ito iplace ithe iorders 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation 

The iabove icross itable ianalysis ishoes ithat ithe ipeople iwho iare iaged ibelow i40 ithey iprefer ito iplace iorder ithrough 

imobile iapp iwhile irespondents iaged i60 iand iabove ishows ithat ithey iprefer iAdvisory idesk iand iRelationship imanagers  

ifor iplacing iorders. i iWhile irespondents ibetween iaged i41 i– i60, i55% iof ithem iprefer imobile iapp iwhile ithe irest iprefer 

iDesktop iapp i(20%), i15% iprefer iAdvisory idesk iand ionly i10% iprefer iRelationship imanagers. 

What imakes iyou idisappoint iwith iYour iBroker? 

 

 

 

 

 

 

 

 

 

 

 
 i i i i i i i i i i i i i iTable i18: iWhat imakes iyou idisappoint iwith iyour iBroker? 

 

 

 

 

 

 

 

 

Cross itabulation 

 Which imethod iis imore iconvenient ito iyou ito iplace ithe iorders Total 

Placing iorder 

ithrough 

imobile iapp 

Placing iorder 

ithrough 

idesktop iapp 

Placing iorder 

ithrough 

icalling 

iAdvisory idesk 

Placing iorder 

ithrough icalling 

imy iRelationship 

imanager 

Age 

Below i25 32 16 25 3 76 

26 ito i40 39 14 22 8 83 

41 ito i60 11 4 3 2 20 

Above i60 0 0 5 16 21 

Total 82 34 55 29 200 

Table i17: iAge i* iwhich imethod iis imore iconvenient ito iyou ito iplace ithe iorders 

 
Responses 

N Percent 

 

Excess ibrokerage 65 26.6% 

Hidden icharges 80 32.8% 

Lack iof igood iadvice 51 20.9% 

Forcefully itrading 48 19.7% 

Total 244 100.0% 

http://www.ijcrt.org/


www.ijcrt.org                                                                    © 2020 IJCRT | Volume 8, Issue 6 June 2020 | ISSN: 2320-2882 

IJCRT2006199 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 1513 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Interpretation 
This iquestions ianswers iwith ipossible ireasons iwhy iclients ileave itheir iBroker ithe ifirst imain ireason iis iHidden 

icharges i80 irespondents ithat iis i34% iare idisappoint iwith ihidden icharges ifor iDEMAT iaccount ithan i65 ipeople ithat iis 

i27% iRespondents iare idisappoint iwith itheir ibroker ibecause iof iits ibrokerage iat ilast i51 irespondents ithat iis i22% iof 

irespondents iand i40 ipeople ithat iis i17% iof irespondents iare idisappoint iwith iyour iBroker ibecause iof ilack iof igood 

iadvice iand iforcefully itrading irespectively. i i 

What iyou iwant ito iknow, iAmbiguities, iConfusions, iCommunication igap. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 i i i i i i i i i i i i iTable i19: iAmbiguities, iwhat iclients iwants ito iknow? 

 

 

 

 

 

 

 

 

 Responses 

N Percent 

 

Brokerage icharges 72 23.1% 

Annual imaintenance icharges 70 22.4% 

Other ihidden icharges 37 11.9% 

Margins ithat iI iget 29 9.3% 

Modern iinvestment iproducts 32 10.3% 

About ihow ito ihedge irisk 27 8.7% 

Risk iassociated iwith 

iinvestment 
28 9.0% 

Other iAmbiguities 17 5.4% 

Total 312 100.0% 

65, 27%

80, 34%

51, 22%

40, 17%

Factors which makes  clients 
disappont

Excess brokerage

Hidden charges

Lack of good advice

Forcefully trading

Figure i12: iTable i19: iWhat imakes iyou idisappoint iwith iyour iBroker? 
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Interpretation 

This iquestion iis idesigned ito iknow iwhat icustomers iwants ito iknow iand iany iambiguities ithey ihave iabout itheir 

iDEMAT iaccount iand iabout itheir iinvestments iso ithe itable iand ichart ishows ithat i72 irespondents ithat iis i23.1% iof 

irespondents iare inot iclear iabout ibrokerage icharges iand ithey iwant ito iknow iabout iit, i70 irespondents ithat iis i22.4% iof 

irespondents ihave iambiguity itowards iAnnual imaintenance icharges iof itheir ibroker iit ialso iincludes iDepository 

iparticipant icharges iand i37 irespondents ithat iis i11.9% iof irespondents iwant ito iknow iabout ihidden icharges ifollowed 

i32(10.3%) irespondents iwants ito iknow iabout imodern iinvestment iproducts iby i29 i(9.3%) irespondents iwants ito 

iknow iabout iMargins i ithat iThey iget ifor itrading, i i27(8.7%) irespondents iWants ito iknow iabout iHow ito ihedge itheir 

iinvestments, i28(9%) irespondents iwants ito iknow iabout irisks iassociated iwith iinvestments. iThese iconfusions iand 

iambiguities icould ilead ito idecrease iin isales iso iBroker ishould iwork ion isolving ithese iambiguities. 
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Figure i13: iAmbiguities, iwhat iclients iwants ito iknow? 
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Major iFindings 

- The imajority iof ithe irespondents ihave idone iGraduation iand iPost-Graduation iwhile i82 irespondents iare 

iGraduates ithat iis i41% iof itotal irespondents iand i110 irespondents ithat iis i55% irespondents iare iPost-Graduates. 

- The imain ireasons iwhich idiverting iclients iare iless ibrokerage ioffered iby irivals i(29.3%), iBetter 

irecommendations i(21.2%) iand iEase iof icommute ito ioffice i(13%), ithe ipercentage itells ithe irespondents iwho 

ichose ithat ireasons iout iof i128 ipeople iwho ihave iDEMAT iaccount iwith iother ibrokers ialso. 

- The iprimary isales iof iBrokers ihappen ithrough iits iExecutives iof ibranch ithe ifigure iis iwhopping iit iis i99 

irespondents ithat iis i49.5% iof ithe itotal irespondents. 

- Mobile itrading iapp iis imajor isales idriver ifor isecondary isales; iit idrives i41% iof ithe isecondary isales. 

- Majorly ithere iare itwo itypes iof igroups iin ithe irespondents iwith irespect ito itheir iage igroup iand imodes iof iplacing 

iorders i, iwhile ipeople iwho iaged ibelow i60 iare ione igroup iand irespondents iaged imore ithan i60 iare ianother igroup, 

i 

- The ireasons iwhy iClients iare idisappoint iwith itheir iBrokers i iare iHidden icharges i80 irespondents ithat iis i40% iof 

itotal irespondents iand iBrokerage icharges i65 irespondents ithat iis i32.5% iof ithe itotal irespondents. i 

- Ambiguities iand iconfusions icould ilead ito idisassociation iof iclients iso ithe imajor ithing iclients iwants ito iknow iis 

iBrokerage icharges i72 irespondents ithat iis i36% iof itotal irespondents iand iAnnual imaintenance icharges i70 

irespondents ithat iis i35% iof itotal irespondents. i 
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Suggestions 
 

- The imajority iof ithe i iclients ihave itheir iDEMAT/trading iaccount iwith iTwo ior imore i ibrokers ialso iit iis iquiet 

irisky iso imy isuggestion iis ito iprovide ibetter iservices ito ithe iclients ithan ithe irivals iin ithe iindustry iwhich iclient 

iis i ilooking ifor. 

- There iare imany iambiguities iand iconfusions iamong ithe iclients itowards iStock iMarket iso iit iis irecommended 

ito ieducate ithe iclients itowards ifinancial iliteracy. 

- Government iemployees iare ithe imost ipotential ipeople ifor iinvestments ibut ithere iare ionly i12.5% iof 

irespondents iare iGovernment iemployees iso iit iis irecommended ito itap ithe iGovernment ioffices. 
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Conclusion 

 
“A istudy ion iinfluence iof imarketing icommunications ion isales iof ifinancial iproducts iat iStock iBrokers iin 

iHubballi” iit iwas imy itopic iof iresearch iand iit iexplored ime ito ithe inew iheights iof iresearch, iit iwas ia igreat ilearning 

ithroughout ithe iTwo imonths iof iinternship imy iresearch itopic iaimed ito ifind iout ithe iEffective icommunications ifor 

isales iof ifinancial iproducts iand ito ifind iout iCommunication igap iit imeans iwhat iclients iwants ito iknow iabout itheir 

iinvestment iand iportfolio, ithe ihonest iefforts iwere iput ito ifind ithe idesired ianswers ifor iQuestions, iso iI iwould ilike ito 

iconclude iby imaking ifew ipoints. 

- It iwas ifound ithat ibranch iExecutives iare ithe imain idrivers iof iPrimary isales ithey icontribute i50% iof ithe isales. 

- Mobile itrading iapp iis imajor isales idriver ifor isecondary isales; iit idrives i41% iof ithe isecondary isales. 

  

http://www.ijcrt.org/


www.ijcrt.org                                                                    © 2020 IJCRT | Volume 8, Issue 6 June 2020 | ISSN: 2320-2882 

IJCRT2006199 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 1518 
 

Bibliography 

Abubakar, iH. iS. i(214). iRetrieved ifrom iiiste.org: 

ihttps://www.iiste.org/Journals/index.php/RJFA/article/viewFile/18503/19047 

Bombay iStock iExchange. i(n.d.). iRetrieved ifrom iwikipedia.org: 

ihttps://en.wikipedia.org/wiki/Bombay_Stock_Exchange 

Everette, iT. iR. i(1993). iRetrieved ifrom iwww.warc.com: 

ihttps://www.warc.com/content/paywall/article/client_perceptions_of_integrated_marketing_communicat

ions/6588 

Halim,  iM. iY. i(2017, iApril). iRetrieved ifrom ihttp://www.iosrjournals.org: ihttp://www.iosrjournals.org/iosr-

jbm/papers/Vol19-issue4/Version-3/C1904031822.pdf 

HASSAN, iA. iM. i(2017). iRetrieved ifrom iwww.academia.edu: 

ihttps://www.academia.edu/33576280/THE_EFFECT_OF_MARKETING_ON_SALES_PERFORMAN

CE_IN_ELECTRONIC_COMPANIES_IN_MOGADISHU_SOMALIA 

Securities iand iExchange iBoard iof iIndia. i(n.d.). iRetrieved ifrom iwikipedia.org: 

ihttps://en.wikipedia.org/wiki/Securities_and_Exchange_Board_of_India 

The iEffect iof iMarketing iCommunications ion ithe iSales iPerformance iof iGhana iTelecom i(Vodafone, iGhana). 

i(2011, iNovember). iRetrieved ifrom iwww.ccsenet.org: 

ihttp://www.ccsenet.org/journal/index.php/ijms/article/view/12898 

Timothy iSmith, iS. iG. i(2006). iRetrieved ifrom ijournals.sagepub.com:  

ihttps://journals.sagepub.com/doi/abs/10.1509/jmkr.43.4.564?journalCode=mrja 

 

  

http://www.ijcrt.org/


www.ijcrt.org                                                                    © 2020 IJCRT | Volume 8, Issue 6 June 2020 | ISSN: 2320-2882 

IJCRT2006199 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 1519 
 

Annexure 
 

Questionnaire 
1. Gender i: i i1. iMale i i i i i i i i i i i i i i i i i i2.Female i 

2. 

iAge: i 

A. i i i i i i iLess ithan 

i25 [ i i i]  
B. i i i i i i i26 ito i40 

i [ i i i] 

 C. i i i i i i41 ito i60 i [ i i i]  

D. i i i i i iAbove 

i60 [ i i i] 
 

3. Education iqualification i 

A. iUp ito iSSLC i[ i i i i] B.PUC ior iequivalent i[ i i i i] C. iGraduation i[ i i i i] i i iD. iPost-graduation i[ i i i i] 

 
4. Education ibackground 

A. Commerce ibackground i i[ i i i] i  B. iNon-Commerce ibackground i i[ i i i] 

5. Occupation i i: i i i i A. i i i i iBusiness i   B. iPrivate iemployee 

C. iGovernment iemployee  D. i iHomemaker 

6. Monthly iincome 

A. Up ito i21000 i 

B. 21000 ito i32000 

C. 32000 ito i62500 

D. More ithan i62500 

 

7. Why idid iyou ifind iother iBrokers imore iattractive ithan iYour iBroker i( icheck i1 ior imore i) 

A. Less iBrokerage 

B. Better irecommendations 

C. Ease iof icommute ito ioffice i 

D. Friendly ioffice istaff 

E. Ease iof itrading ion iMobile iapp 

F. Ease iof itrading ion iDesktop iapp 

G. Others i___________________ 

 

8. Which iof ithe ifollowing iattribute iof ibranch iexecutive iimpressed iyou 

A. Well idressed i 

B. Good iconversation iwith ihim 

C. His iknowledge iabout ifinancial iproduct 

D. He iis iin itouch i24x7 ithough iinformation itechnology i& itelephone i 

E. Others i____________ 

10. i iHave iyou iused iMobile iapp iand iplaced iorders i i 
A. Yes i i i i[ i i i] i i iB. iNo i i i i[ i i i i] i i i 

 

11. iWhich iof ithe iattribute iof iapp iyou iliked i(check i1 ior imany) 
1. Ease iof ilogging iin 

2. Ease iof iplacing iorder i 

3. It ishows iup-to idate ifigures 

4. Transaction ihistory 

5. Redemption i 

6. Easy ito inavigate iapp 

7. Others_______________________ 

12. i iWhich iattribute iof iadvisory idesk iyou ilike ithe imost? 
A. Ease iof icalling i 

B. Good iadvice i 

C. Equity iadvisor imanaging imy iportfolio 
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D. Look iafter imanage imy ipositions 

E. Others______________ 

 

13. i iWhich iof ithe ifollowing imethod iis imore iconvenient ito iyou ito iplace ithe iorders? 
A. Placing iorder ithrough imobile iapp 

B. Placing iorder ithrough idesktop iapp 

C. Placing iorder ithrough icalling iAdvisory idesk 

D. Placing iorder ithrough icalling imy iRelationship imanager 

 

14. iHow idid iyou iopen itrading iaccount? 
A. Through ian iexecutive iof i i ibranch 

B. Opened iby imyself ijust ivisiting iwebsite 

C. Installed iapp iand iopened ithrough iit 

D. Others____________ 

15. iSatisfaction ilevel iwith iYour iBroker 
Parameters i Highly 

isatisfied 

Satisfied 
 

Neutral 
 

Unsatisfied Highly 

idissatisfied 

Executives iof ibranch      

Desktop itrading i iapp      

Mobile itrading i iapp      

Advisory idesk      

 i16. iWhat imakes iyou idisappoint iwith iYour iBroker 
A. Excess ibrokerage i 

B. Hidden icharges 

C. Lack iof igood iadvice 

D. Forcefully itrading 

E. Others___________________ 

17. iWhat iyou istill inot iclear iabout iYour iBroker i(Ambiguity i/ iconfusions) i[select ion ior imore] 

A. i i i i i iBrokerage icharges [ i i i i] 

B. i i i i i iAnnual imaintenance icharges [ i i i i] 

C. i i i i i iOther ihidden icharges [ i i i i] 

D. i i i i i iMargins ithat iI iget [ i i i i] 

E. i i i i i iModern iinvestment iproducts [ i i i i] 

F. i i i i i iAbout ihow ito ihedge irisk [ i i i i] 

G. i i i i iRisk iassociated iwith iinvestment [ i i i i] 

H. i i i i iOthers______________ [ i i i i] 

http://www.ijcrt.org/


www.ijcrt.org                                                                    © 2020 IJCRT | Volume 8, Issue 6 June 2020 | ISSN: 2320-2882 

IJCRT2006199 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org 1521 
 

  

  

  

http://www.ijcrt.org/

