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The study endeavors to explore the factors that arise due to job stress in 
the private banking sector of Bangladesh. A total of 300 questionnaires 
was distributed out of which 246 were returned back after filling. In data 
collection, this study used convenience sampling technique. Data were 
collected using both primary and secondary sources. Primary data were 
analyzed using the sophisticated statistical technique “Factor Analysis” 
(Principal Component Analysis). The study has revealed five dimensions 
of the impact of job stress based on the factor loadings named as: burn-
out, job satisfaction, turnover intention, organizational commitment, and 
job pressure. An important implication of the study is that burnout is the 
most significant outcome of job stress in the banking sector. The theoreti-
cal implication of this study will be beneficial for the banking sector for 
understanding the factors that are causing the stress among employees 
and how to get rid from this evil of stress to improve employee satis-
faction, performance and commitment. Recommendations and future re-
search directions were also discussed.
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INTRODUCTION

 Human resources are the 
indispensable part that affects the 
performance of an organization. In 
this modern era of rapid change and 
complexities, employees are the 
competitive edge of any organization. 
But employees face various problems 
in their work environment due to 
these changes. Stressful, depressed 
and dissatisfied employees would 
not be able to obtain the same quality 

level of work and productivity as those 
employees with low stress and high job 
satisfaction. 

 The frontiers of knowledge on the 
concept of stress and its effects are 
expanding in all directions. Stress has 
been defined by different people in 
different ways for instance, Ismail, Yao 
&Yunus (2009) stated that stress has 
been originally derived from the Latin 
word stingere which refers to hardships. 
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According to Hans Selye (1976), Stress 
is the non-specific response of the body 
to any demands made upon it. It is an 
internal response where continued and 
prolonged stress may result in fatigue 
and tension leading to depression and 
anxiety (Selye, 1946). Robbins (2001) 
defines stress as a dynamic condition in 
which the individual is confronted with 
an opportunity, constraint or demand 
related to what he or she desires and 
for which the outcome is perceived to 
be both uncertain and important. The 
factors causing stress in a person are 
called stressors. Stress can be caused 
by environmental, organizational and 
individual variables (Matteson and 
Ivancevich, 1999).

 Previous studies have established 
the turnover, absenteeism, indifference 
or sickness would follow from 
experienced tension and adjustment on 
the job (Kahn et. al, 1964). The effects of 
occupational demands become manifest 
in such forms like job dissatisfaction, 
anxiety, depression, and in some cases 
even serious mental and physical 
disabilities ranging all the way to heart 
diseases (Jagadish,1987). Felt Stress 
and low organizational commitment 
contributed to voluntary turnover 
(Parameswaran S. & Alutto J. A., 1984). 
It is also found that stress reduces one’s 
potentiality to perform and Stressors 
in the work environment are much 
less potent than those encountered in 
personal life (Sayeed O.B., 1985;Paykel 
E.S,  Prusoff B. A. & Uhlenhuth, 
M.1971). The state of Role conflict 

results into role ambiguity which arises 
when there is conceptual discrepancy 
in the required job tasks and the 
content performed, employees are not 
awaked about their role requirements, 
lack sound direction, may not have 
enough information to full fill the role 
requirements due to which employees 
misadjust in the organization‘s complex 
structure (Moncrief et al., 1997; 
Shropshire&Kadlec, 2012; Michael, 
Court & Petal, 2009). 

 Stress often decrease the 
bankers’ performance, due to a lack 
of administrative support from the 
manager, work overload and time 
constrictions, the increased risk factor 
of the job, poor relations with the 
customers as well as co-workers, and 
the balance between their work and 
their family- all of these being important 
factors which determine a decrease in 
employee performance (Shakid, M. et 
al, 2012, 38). Bank managers often fail to 
realize the impact of stress on employee 
performance which ultimately results 
in critical managerial dilemmas (Subha 
I. & Ahmad, S., 2009, 468), particularly 
since “with excessive pressures, the 
job demands cannot be met, relaxation 
turns to exhaustion and a sense of 
satisfaction replaces with the feelings of 
stress, motivation sheds away and the 
workers start losing interest in the work 
and hence performance chart shows a 
negative trend.” (Babak M., Shabbir H. 
& Niaz M., 2010, 68).This research can 
be a significant implication for retaining 
and maintaining the performance of the 
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banking sector‘s employees in today‘s 
impulsive environment.

REVIEW OF LITERATURE

 Stress has been experienced since 
ancient times, but it has never been 
worse than it is here in the early 21st 
century. Job stress is defined generally 
as “the harmful physical and emotional 
responses that occur when the 
requirements of the job do not match 
the capabilities, resources, or needs of 
the worker.  Job stress can lead to poor 
health and even injury” (NIOSH, 1999). 
Nowadays stress is responsible for more 
than fifty percent of all illness (Wu, 
2011 and Shaikh et al., 2013).  Despite 
this fact, the phenomenon of stress still 
was not been that deeply studied. Stress 
is considered as an unmanageable 
adverse work practice where there 
is no conformance between the state 
perceived and the state actually desired 
(Moncrief et al.,1997; Rizwan et al.,2010). 
The right or suitable (person-job fit) 
individuals is necessary for the vigorous 
success of an organization. Finding the 
most suitable individual is not just a 
question of searching someone with 
the obliged skills and abilities, but the 
individual personality is also considered 
as a key component (Michailidis & 
Georgiou, 2005). Employing a wrong 
or inappropriate individual may cost 
high for the organization or even may 
produce an over-stressed workforce. 
As David (1998) suggested both 
psychological and physical assessments 
are necessary to select the appropriate 

people in the organization. Certainly 
many organizations have found that 
the use of business psychology is “good 
people management” and that has also 
reduced both financial or emotional cost 
and improved performance (Greenberg 
and Baron, 2003).

 For the occupational health 
community job stress has been proven 
to be a difficult issue (Wu, 2011). 
According to Michailidis & Georgiou 
(2005) “stress has been called the ‘wear 
and tear’ of our body as we adjust to the 
continually changing environment; it 
has physical and emotional effects on 
us and can create positive or negative 
feelings”. Stressors are known as causes 
of stress. Moreover stressors can be 
externally or internally generated or can 
be physical or emotional or can be events 
or situations. Among them the most 
common stressor is change  (change 
in career, illness or injury, change in 
personal life).  The distinguished causes 
of job stress are numerous. As Materson 
(1980) has identified “causes of job stress 
are many like workload, cuts in staff, 
work practices, long work hours, shift 
work, lack of supervision, inadequate 
training, inappropriate working 
conditions, too heavy responsibilities 
and poor relations  with colleagues”. 

 An individual faces stress, especially 
in the workplace across all spheres of life. 
As Khattak K. J., (2011) has found “The 
workplace is potentially an important 
source of stress for bankers because of 
the amount of time they spent in their 
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respective banks.” The reason behind 
the less performance is often stress. 
Therefore, in the given circumstances, 
the employment of an individual could 
be a major source of stress (Anderson et 
al., 2002). Therefore, when individuals 
fail to cope with stress and face pressure 
as a result of various states of their 
occupation, it results into burnout.  

 Although stress is always being 
discussed in a negative perspective, 
it also has some positive influence. 
According to Golembiewski et al., (1986) 
positive stress or healthy stress is known 
as ‘eustress’. Moderate stresses (healthy) 
offers employee new awareness, 
opportunity and new perspective to gain 
or complete the task (Xie and Johns, 
1995). At times stress can also be act as 
motivators for employees for achieving 
their best. Conversely, according to 
Quick et al., (1986) and Xie and Johns 
(1995) negative stress is known as 
‘distress’ and it occurs when one is 
lagging or stagnated or feel depressed, 
distrust and unable to cope up with 
the overwhelming work demand and 
pressure. As increasing evidence (Jick 
and Mitz, 1985; Lazarus, 1991; Ismail 
et al., 2009) suggests high levels of 
stress adversely affect physical as well 
as psychological health of an employee 
which eventually comes up with some 
negative results like absenteeism, 
high turnover, low commitment, low 
performance, emotional frustration 
and even a career change. For the job 
environment, occupational stress is 
considered as harmful factor. As David 

(1998) considered in his study “it can 
also be labeled as the harmful physical 
and emotional responses that occur 
when the requirements of the job do 
not match the capabilities, resources, or 
needs of the workers. Job stress can lead 
to poor health and even injury”. However 
Physiological stress is viewed in the 
form of Muscle cramps, migraine, back 
pain, head ache, disturbance of sleep, 
heart palpitations, routine disorder 
of drinking and eating, insomnia, 
gastrointestinal disorders, coronary  
heart failure, fatigue and exhaustion 
(Gaither et al., 2008, Lawrence and 
Kacmar, 2012,Brief and Weis,2002).

 Burnout, identified by Michailidis 
and Georgiou (2005) as “these happen 
when we are faced with constant stress 
(due to the enduring features of our 
social, personal and organizational life 
circumstances), with no escape and 
can lead to exhaustion”. Burnout may 
be injurious or even dangerous both 
physically and mentally.

 People try to cope up with stress in 
a different way in a different situation. 
An interesting view was expressed by 
Michailidis and Georgiou (2005) that 
“coping with stress is multidimensional, 
and depends not only on situational 
factors, but also on the appraisal of 
the situation by the individual under 
stress”. According to Krumm (2001) 
both organizational and individual 
circumstances should take into 
consideration for stress management.
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 Competent and committed 
employees can enhance the productivity. 
On the other hand, frequently employee 
turnover can deteriorate the dedicated 
emotions along with skills in the 
concern area. Some employees can stay 
physically a prolong time in the disliked 
job than venture into the unknown. 
Often employees leave mentally, even 
though they show up to work regularly 
(Bluedorn, 1982; Lee & Maurer, 1997; 
RahmanS.,Uddin M.K. &Akther 
S.,2008). The volunteer turnover of a 
competent employee is a huge loss to 
the organization monetarily (sustained 
sales loss, training and recruitment 
cost loss and cost of selecting the new 
profile). This propensity to leave is also 
a result of reduced job satisfaction and 
low organizational commitment. Lower 
stress results in eventually meeting of job 
expectations and higher organizational 
commitment which ultimately lowers 
the propensity to leave(Shaikh A.A., 
Akram M., Rizwan M., Kousar S.& Malik 
M. (2013).

RESEARCH OBJECTIVES

 The prime purpose of the study 
is to locate the impact of job stress in 
privatized banks of Bangladesh. In the 
light of the main purpose, the specific 
purposes of the study were as follows:

1. To explain the impact of job stress in 
privatized banks of Bangladesh.

2. To generate the dimensions of job 
stress of bankers in Bangladesh.

3. To provide managerial implications 

and future research directions for 
limiting job stress in the banking 
sector.

RESEARCH METHODS

 Rizwan et al. (2012) cited Creswell 
(1994) to illustrate the concept of 
descriptive studies; such studies 
are mostly conducted to explain a 
phenomenon of interest rather than 
making interpretations and judgments. 
The current study is descriptive in 
nature. Rizwan et al. (2012) further 
that descriptive research is carried out 
to prove all the developed hypotheses 
regarding the observable fact. This 
research is explanatory in nature and 
provides useful information about the 
impact of stress management of bankers 
in Bangladesh.

Sample design 

 The concerned population for 
this research included the banking 
personnel from different private 
commercial banks in Bangladesh. A 
convenience sampling technique was 
used to select the organizations as well 
as employees of those organizations. 
Simply this sampling technique focuses 
on obtaining relevant data from the 
people who are conveniently available 
(Sekaran & Bougie, 2010). Both married 
and unmarried employees have taken 
into consideration to understand their 
stress level at workplace. The positions 
of the employees were categorized into 
top level, mid level, and lower level. The 
respondents were all either graduate 
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or post graduate employees who were 
considered as icons in the concerned 
positions of those organizations. 
Respondents were assured that 
information will be kept confidential 
and used only for academic purpose.

Data Collection 

 Primary and secondary data were 
used for the study. Primary data were 
collected through the printed survey 
questionnaires followed by direct 
personal visit. Around 246 usable 
responses (82%) were received from 
300 respondents who were working 
at different private commercial banks 
in Bangladesh. The secondary data 
were collected from journals, books, 
magazines, websites, and so on. 

Survey Instrument

 The survey instrument 
(questionnaire) was administered among 
the respondents in the different private 
commercial banks of Bangladesh. A 
38-item questionnaire was designed by 
the researchers to gather primary data 
in the present study. The questionnaire 
had two different parts whereby 1st part 
comprised of variables like- job demand, 
work life conflict, job performance, 
burnout, turnover intention, job 
satisfaction and job; while the 2nd part 
of the questionnaire included the 
information of respondents like gender, 
age, education, status, children, number 
of children, years of experience, years 
worked at the present organization, 
highest educational attainment, 

name of the bank, and the level of 
management. All of these constructs 
in the questionnaire survey were 
measured against 7 point Likert-type 
scale (1= strongly agree to 7= strongly 
disagree).In this study, “Factor Analysis” 
(Principal Component Varimax Rotated 
Factor Analysis Method) was used to 
reveal the major dimensions of job 
stress.

Research Procedure 

 As per the convenience sampling 
technique, 300 respondents were 
selected from Dhaka and Chittagong 
city in Bangladesh. The questionnaire 
was circulated among the respondents; 
who were also told about the intent and 
scope of the study so that they appear 
confident and logical while solving the 
questions. A sum of 246 respondents 
was observed as authentic while the 
rest were discarded due to incomplete 
responses. SPSS software, version 17, 
was used for further necessary analysis.

Reliability Analysis

 Reliability reflects the consistency 
of a set of items in measuring the study 
variables/concepts (Cooper & Schinder, 
2001). It illustrates the individual 
differences concerning the amount 
of agreement or disagreement of the 
concepts or variables studies (Malhotra, 
2002). Cronbach’salpais most widely 
used method to measure the reliability 
of the scale (Cooper & Schinder, 2001; 
Malhotra, 2002). It may be mentioned 
that Cronbach’s alpha value ranges 
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from 0 to 1, but satisfactory value is 
required to be more than 0.60 for the 
scale to be reliable (Malhotra, 2002; 
Cronbach, 1951).Thus, the data were 
tested for using Cronbach’s alpha to 
assess reliability. 

 The job stress questionnaire depicts 
the Cronbach‘s alpha of 0.78 which is 
more than the standard recommended 
value of 0.50 as stated by Nunnally (1970) 
and 0.60 by Moss et al. (1998) cited by 
Rizwan et al. (2012). This clearly states 
that all of the 38 items were reliable to 
monitor the job stress perceived by the 
banking sector  employees.

Table 1: Reliability of the scale

Scale
No. of 
Items

Cronbach’s 
Alpha(α)

Impact 
of job 
stress

38 0.78

Source: Self-prepared

Mode of Data Analysis

 The present study has used a 
sophisticated method of statistics – 
Factor Analysis using varimax rotation 
analyzing the collected data. In order 
to obtain the interpretable dimensions, 
researchers have subjected the initial 
factor matrices to varimax rotation 
procedures (Kaiser, 1958). Varimax 
rotated factors matrix provides 
orthogonal common factors. Finally, 
dimensions of the turnover have been 
made on the basis of factor scores.

Validity 

 Validity refers to the appropriateness, 
meaningfulness, and usefulness of 
the specific inferences made from test 
scores (American Educational Research 
Association, American Psychological 
Association, & National Council on 
Measurement in Education, 1985). 
Cronbach (1971) also described validity 
as the process by which a test developer 
or test user collects evidence to support 
the types of inferences that are to be 
drawn from test scores. Validity also 
refers to the degree to which evidence 
and theory support the interpretations 
of test scores entailed by proposed uses 
of tests. 

 However, given that in this study the 
instrument is designed to examine the 
impact of job stress in privatized banks 
of Bangladesh., the validity estimation is 
manily focused on  content and construct 
validity. Content validity evidence is 
collected and examined carefully by 
authors to determine if the content 
and objectives measured by the test are 
representative of those that constitute 
the content domain. Construct validity 
study uses correlational approach on 
the basis of factor analysis, which is a 
statistical procedure for studying the 
intercorrelation among a set of test 
scores with the purpose of determine the 
number of factors or constructs required 
to account for the intercorrelations, and 
the percentage of variance accounted 
for by the factors. Results from 
factor analysis studies contribute to 



8 Sona Global Management Review January

demonstrate evidence for the construct 
validity of an instrument. Factor 
analysis is a method of reducing a large 
number of variables (tests, scales, items, 
persons, and so on) to a smaller number 
of presumed underlying hypothetical 
entities called factor (Fruchter, 1967). 
Factor analysis has two major objectives 
such as data reduction and substantive 
interpretation. In the present study, 
‘Principal Components Varimax Rotated 
Method’ of factor analysis has been used 
to identify the major dimensions of job 
stress of employees in privatized banks 
in  Bangladesh. 

Findings and Analysis

Description of sample respondents

 Respondents ranged in age from 
20 to 60 years, and 178 (72.4%) were 
male, while 68 (27.6%) were female. 
Their average work experience was 
1.17 (SD= 4.43) years. There were 28 
(11.4%), 178 (72.4%), and 40 (16.3%) 
representation by the top, middle, and 
lower-level participants respectively. 
The respondents were well educated, 
as 37 (15%) had completed bachelor 
degrees, 199 (80.9%) had a masters 
degree while 10 (4%) had other degrees. 
In terms of marital status, 164 (66.7%) 
were married, and 81 (33.3%) were 
single. Out of 246 respondents, 139 
(56.5%) respondents have children and 
107 (43.5%) were without children. In 
terms of the number of children, 134 
(54.5%) respondents have 1-4 children, 
while 10 (4%) people have 5-8 children, 
and 102 (41.5) have no children. 

Impact of Job Stress in Privatized Banks 
of Bangladesh

 Thirty eight items (Annexure-1) 
of job stress identified were taken into 
consideration for generating more 
effective dimensions of job stress in 
banking sector employees’ in Bangladesh. 
A principal component factor analysis 
with varimax rotation was performed 
for items/reasons indicating employee 
job stress. To determine how many 
dimensions of turnover influence the 
intention to leave, the 38 items/reasons 
were subjected to principal component 
analysis. After deleting items/reasons 
those have cross loadings, a clear factor 
structured was prepared. After grouping 
the items/reasons with a factor loading 
of higher than 0.5 under a factor, the 
result of the factor analysis generated 
five dimensions those affect job stress 
of employees in privatized banks of 
Bangladesh. From the output, five factor 
solutions emerge with eigen values 
exceeding 1 (Table 3). Total variance 
accounted for by all the five dimensions 
was 45.79% and the remaining variance 
was explained by other items/reasons. 
The five dimensions of job stress were 
named accordingly and discussed as 
follows:
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Table 2: Principal Component Analysis with Rotated Component Matrix and Communalities

Dimensions Variables
Components

Communality
1 2 3 4 5

Burnout

st8 0.614 0.475

st9 0.578 0.512
st13 0.630 0.557

st14 0.617 0.464

st15 0.650 0.510

st16 0.563 0.496

st19 0.617 0.533
st20 0.536 0.498

Job 
satisfaction

st32 0.812 0.716

st33 0.790 0.692

Turnover 
intention

st11 0.513 0.593

st36 0.549 0.522

st37 0.780 0.597

st38 0.759 0.558

Organizational 
commitment

st25 0.698 0.595

st26 0.709 0.609

Work pressure
st2 0.521 0.410

St6 0.510 0.350

Eigenvalues 7.760 3.316 2.490 2.144 1.687 17.397

% of Variance 
explained

20.421 8.736 6.552 5.641 4.440 45.79

 Source: Compiled by authors from field survey.

Dimension I: Burnout

 This dimension has eight items/
variables such as st8 (Support from 
family), st9 (Support from supervisor), 
st13 (Physical and emotional 
depression), st14 (Resistance to 
illness), st15(Feeling nervous during 
communication), st16 (Quality of work), 
st19 (Decision making ability), st20 

(Nervous and stressed at the job) with 
factor loadings .614, .578, .630, .617, 
.650, .563, .617, and .536 respectively. 
This component accounted for 20% 
(20.42~21%) variation with eigen 
values 7.760(see Table 2).



10 Sona Global Management Review January

Dimension II: Job satisfaction

 This dimension comprises two 
items/variables such as st32 (Pleased 
with work), and st33 (Satisfaction 
with current practices) with factor 
loadings .812, and .790 respectively. 
This component accounted for 9% 
(8.76~9%) variation with eigen values 
3.316(see Table 2).

Dimension III: Turnover intention

 This dimension includes four items/
variables such as st11 (Frustrated with 
job responsibility), st36 (Emotionally 
callous), st37 (Intention to quit), 
and st38 (Searching a new job) with 
factor loadings .513, .549, .780, and 
.759 respectively. This component 
accounted for 7% (6.55~7%) variation 
with eigenvalues   2.490 (see Table 2).

Dimension IV: Organizational 
commitment

 This dimension consists of two 
items/variables such as st25 (Job 
loyalty), and st26 (Feel proud as an 
employee) with factor loadings .698, 
and .709 respectively. This component 
accounted for 6% (5.6~6%) variation 
with eigenvalues   2.144 (see Table 2).

Dimension V: Work pressure

 This dimension includes two items/
variables such as st2 (Excessive work 
pressure), and st6 (Miss quality time 
with family) with factor loadings .521, 
and .510 respectively. This component 
accounted for 4% (4.40~5%) variation 
with eigen values   1.687 (see Table 2).

Findings and Discussion

 The Banking sector of Bangladesh 
is one of the most evolving and stable 
sector, which contributes substantially 
towards Bangladesh’s economy. The 
prime purpose of this study was to 
explore the relationship of stress causing 
factors for the heavy, demanding working 
practices of all private commercial 
banks, which hinder or contribute to 
an employee’s progress one way or the 
other; in contrast to vast researches 
conducted for other institutions. The 
obtained results establish different 
factor of job stress arising from the 
heavy job duties, work-life imbalance, 
varying satisfaction level towards the 
employment organization and these 
factors altogether emulsifying the 
pressure puff of stress were discovered 
to be affecting the organizational 
commitment, performance and 
eventually resulting in burnout and 
intention to leave the banking field. 

 Previous studies confirm the impact 
of job stress on work life conflict, 
job satisfaction   (Fairbrother& Warn, 
2003; Ismail, Yao &Yunus , 2009; Kim, 
Murrmann& lee, 2009),  job performance 
,burnout and turnover intention 
(Shropshire&Kadlec, 2012; Wu 2011; 
Chiang, Birtch& Kwan, 2010) which 
is familiar with this research results. 
These findings also declare that these 
factors to be the strongest predictors of 
job stress.Even if private sector banking 
employees are provided with resources 
to accomplish their hectic jobs, but still 
Lawrence &Kacmar (2012) implied that 
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the overwhelmed work demand and 
expectations from multiple roles result 
in job dissatisfaction and psychological 
stress. With reference to Social 
exchange theory; it is observed that high 
quality exchange association from the 
supervisor to the subordinate (resource 
provision, career development, etc.) 
influences the employees to reciprocate 
equally and effectively with a sense of 
obligation. All of these factors are found 
to physically and emotionally deplete an 
employee‘s motivation, lower down the 
satisfaction due to which performance 
is affected and due to these stresses 
causing factors mostly the unhappy 
employees of such banks suffer a lot 
and are in search of alternative options 
where they get rewarded for their efforts 
which results in high turnover among all 
private and public commercial banks. 

Managerial Implications

 From the invesitagion it has been 
obsereved that burnout is the most 
important factor affecting job stress of 
employees in banking sector. Burnout 
is not simply excessive stress rather 
it is a complex physical, mental, and 
emotional reaction to constant levels of 
high stress. Employees’ mental health is 
a crucial tool for increasing productivity 
and profits. Managers in different 
organizations may have different reasons 
for implementing stress management 
initiatives. There are some managerial 
implications given below:

•	 Employee Assistance Programs: An 
Employee Assistance Programme 
(EAP) is a systematic, ongoing and 
organized service, funded by the 
employer and providing counselling, 
advice, and help to employees and 
their families with problems arising 
from both work related and external 
sources. The degree of benefit 
gained by the organization will be in 
direct correlation with the extent to 
which the EAP is integrated into the 
organizational structure (Grimshaw, 
1999; Canadian Mental Health 
Association, 2004). Managers in 
commercial banks can implement 
employee assistance programs to 
help employees with stress related 
emotional problems. 

•	 Stress Management Training: Bank 
managers can also offer training in 
stress management techniques at 
workplace. Individual level stress 
management training helps to 
educate employees about job stress 
and its associated health effects, and 
to teach coping and stress reduction 
skills. Stress management training 
may include different types of 
relaxation exercise in combination 
with cognitive techniques borrowed 
from the fields of counselling and 
psychotherapy to develop mental 
health of employees.

•	 Stressor Reduction Interventions: 
Another managerial implication 
is to focus on different job 
characteristics of employees that 
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can be related with poor levels 
of mental and physical health 
which includes - role ambiguity, 
role conflict, job insecurity, low 
involvement in decision making, 
and work overload among others 
in the organization. Though these 
factor are very much common in 
organizations but little attention 
has been focused on organizational 
change as a way of improving health 
and wellbeing of employees in 
banking sector. Stressor reduction 
requires an identification of the 
stress agents followed by planned 
changes in organizational structure 
and function, which are potentially 
expensive and disruptive to ongoing 
work. It is therefore more financially 
feasible for organizations to 
concentrate on cheaper individual 
centred approaches, than to tackle 
the root of the problems inherent 
in the work environment (Canadian 
Mental Health Association, 2005).

•	 Formulation of job stress committee: 
Managers can help to form a 
committee that may help to formulate 
a strategy for improving the work 
environment in organizations. 
This committee should include 
both employees and management 
participation. Employees from 
different departments, divisions, 
shifts, and work groups should be 
included as well as management 
representatives should include 
persons with real authority in the 
organization to help employees in 
this regard. 

Suggestions for Future Research

 The limitations of the research may 
open up the opportunities for studies of 
the additional arenas. Future research 
should include the extended coverage 
of sample size, focus on inclusion 
of diverse geographical areas (other 
metropolitan cities and countries) and 
sample selection must be expanded 
across public sector banks and other 
diverse institutions like health services 
sector, IT industry, hotel and catering 
industry, education sector etc. It will 
enhance the applicability and generalize 
ability of the findings for fruitful results. 

Conclusion and Recommendations

 The primary objective of this study 
was to study the impact of job stress on 
all level of bank employees in private 
commercial banks located in Dhaka and 
Chittagong. It is anticipated that research 
information provided by the current 
study will prove useful to the banking 
industry to reduce the stress level of 
their employees. The results of the 
factor analysis revealed five dimensions 
of the impact of job stress based on 
factor loadings such as - burnout, 
job satisfaction, turnover intention, 
organizational commitment, and job 
pressure where burnout plays a vital role 
affected by job stress of employees in 
privatized banks of Bangladesh. If these 
stress factors are addressed positively at 
the work place, overall stress level may 
be reduced significantly. To get more 
accurate results, one should consider 
the total process with a large number of 
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samples. These limitations pave the way 
to future studies. An interesting avenue 
for future research could be a detailed 
study of job stress in both foreign and 
public banks in Bangladesh. In addition, 
a comparative study on causes of stress 
among different professionals can also 
be executed.
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This paper explores the conceptual model that comprehensively describes 
the essential elements of online shopping experience. In this research, an 
extensive survey of existing related studies was made and their findings 
were amalgamated into a model called OSE (Online Shopping Experience 
Model). The factors that have been examined in previous studies were 
classified based on their similarity and pattern of their findings. This      
resulted in the conclusion that numerous factors have been examined 
in the online shopping context and diverse results on those factors have 
been reported. The proposed model in this study helps to ascertain the 
factors that influences online shopping experience which is wide open 
for future research avenues. 

Key words: online marketing, online shopping, online shopping experience, 
Customer online shopping, India.

INTRODUCTION

 In recent years, online shopping 
is becoming more predominant 
by offering several benefits to the 
consumers (Nambisan and Watt, 
2011). Online shopping is becoming 
progressively more popular (Pahnila 
and Warsta, 2010) and is attracting a 
great attention due to its potential for 
both customers and e-vendors which 
stimulates the widespread research 
aim in online shopping arena. Despite 
the fact that interactive nature of online 
shopping offers many opportunities, 
online practitioners need to develop 

a broad understanding of consumer 
in online environment. Although 
several researchers have attempted 
to resolve this issue, only few studies 
have examined the factors influencing 
the online shopping experience 
exclusively (Novak et al., 2000). 

 Several studies says that, 
experience is the strongest generator 
of self-efficacy and thus generating 
positive experience has acquired 
greater prominence due to its 
potentiality in influencing customer 
loyalty (Rose et al., 2012). Online 
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consumer experiences refer to the 
psychological and emotional states 
that consumers go through while 
shopping in online platform (Alba and 
Hutchinson 2000; Nambisan and Watt, 
2011). Clear understanding of online 
shoppers is vital for online stores to 
make effective business strategies 
involving technology, marketing, and 
Web site design (Rose et al., 2011). 
Especially, understanding customer 
experience adds the ability to predict 
their future behaviour because prior 
shopping experience plays a major role 
in stimulating online buying intentions 
of the consumers (Ling et al., 2010). 

 Further, the growing interest in 
exploring what factors affect consumers 
decisions to make purchases online was 
stimulated by the tremendous growth in 
online sales (Duan, Gu and Whinston, 
2008). In addition, as the success of 
retail store depends on delivering an 
effective customer experience (Rose 
et al., 2011), it is important to provide 
effective experiential measures to 
the customer in online platform. 
Consequently, the aim of this paper 
is to develop a general model of the 
online customer experience based on 
existing literatures. This paper would 
assist comprehensive understanding 
of consumer needs in online shopping. 
Furthermore, analyzing previous 
studies and recognizing the areas that 
needs enhancement could contribute 
to the betterment of e-business 
practitioners. 

REVIEW OF LITERATURE

 Experience research typically 
focuses on the requirement to go 
beyond the usability in overall system 
design and evaluation. Mosteller, 
Donthu and Eroglu, (2014) spots the 
importance of online experience by 
suggesting that further investigation 
is needed to examine the effect of key 
factors on online shopping experience.

 The growing stream of literature 
devoted to e-services denotes the 
importance of the medium. For 
instance, Parasuraman et al., (1991), 
developed the e-SERVQUAL scale 
comprised of four key sub-scales: 
efficiency, reliability, fulfilment, 
and privacy. Kaynama and Black 
(2000), have explored seven features 
pertaining to Web site quality: content, 
access, navigation, design, response, 
background, and personalization. 
Another study outlines performance, 
access, security, sensation, and 
information as five aspects used by 
consumers to assess the quality of an 
online retailer. Tong (2010), have added 
certain other dimensions such as ease 
of use, aesthetic design, processing 
speed, and security. However, the 
roles of other types of online customer 
experiences have not received 
sufficient attention in academic 
marketing literature. This knowledge 
gap presents an important research 
opportunity which emphasises 
experience-based differentiation as a 
major online strategy for sustainable 
competitive advantage. 
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While abundant marketing literature 
focuses on customer satisfaction 
and service quality online, only 
few researches has analysed the 
relative importance of various 
shopping experience components. 
This study would provide several 
contributions to the e-marketing and 
retailing literature that both brings 
new knowledge and extends existing 
knowledge, by developing a clear 
understanding of what contributes 
online shopping experience. Based 
on the existing literature, individual 
factors influencing online shopping 
experience and their impact on 
intention to repurchase has been 
ascertained. In particular, five main 
types of consumer factors such as 
motivation, convenience, service 
quality, website and accessibility has 
been identified. This paper provides 
a better understanding based on the 
mixed findings across different studies.

Motivation

 Several studies have examined 
the facet of motivation with respect to 
online shopping environments (Novak 
et al., 2000). For instance, motivation 
is a most constructive aspect that 
supports the investigation of customer 
engagement (Mehta, sharma and 
swamy, 2013). In particular, Hill, 
Beatty and Walsh (2013) have found 
that shopping motivations consist of 
three various dimensions such as wish 
to obtain a product, desire to satisfy 
needs, and goal of accomplishing 

certain ends. A recent study found that 
motivation was stressing at the point 
of to having an experience like fun or 
socializing with others that ultimately 
helps in discovering why people goes 
for online shopping. 

 As customer experience is 
associated with pleasure, arousal, 
and achieving a specific end while 
shopping, it is more often compared 
with the terms “hedonic” and 
“utilitarian” in several studies. 
According to Handa and Gupta (2014), 
hedonic classifications are related to 
intrinsically motivated intentions, 
while utilitarian classifications are 
related to extrinsic motivational 
aspects. As such, pleasurable 
motivations bring individuals to 
the interface by influencing their 
experiences and keep them involved 
in the interaction emotionally. 

 P1. Therefore it is proposed that 
motivation influences the online 
shopping experience. 

Convenience

 Numerous shopping studies have 
identified convenience as a discrete 
drive for online store choice (Jiang, 
Yang and Jun,  2013; Liu & Forsythe, 
2010). Convenience shoppers are often 
characterized as selecting things based 
on time or effort savings. Consumers 
acquire greater experience in online 
shopping because it reduces the 
burden of visiting the store in person 
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(Park et al., 2013). As location becomes 
irrelevant when it comes to online 
shopping, customers acquires the 
opportunity to shop at home anytime 
and anywhere. 

 Another major benefit in online 
shopping is that customers are 
more convenient in collecting the 
product information and finding 
valuable alternatives (Pahnila and 
Warsta, 2010). This provides the 
better experience since it reduces the 
search costs particularly when the 
customer is under time pressure. Thus, 
convenience includes the elements of 
when and where consumers can shop. 
In this perspective of convenience, 
customers are more likely to gain the 
new mixed experience of “usefulness” 
and “ease of use.” In other words, 
decreased frustration will make the 
shopping experience more enjoyable. 

 P2. Therefore it is proposed that 
convenience influences the online 
shopping experience. 

Service Quality

 The service quality is the ultimate 
measure resulted from comparing 
the expectations and performance. 
Parasuraman et al., (1991) has 
developed the SERQUAL scale that 
gives a wholesome view over service 
quality comprising five dimensions 
such as tangibility, empathy, reliability, 
responsiveness, and assurance. Service 
quality plays a significant role in 

boosting up the customer experience. 
Due to the rapid increase in the 
progress, consumers become more 
occupied by the e-marketplace.  

 Since the growth of the 
online shopping would depend on 
improvement in service quality, it is 
important to evaluate and promote 
consumer preferences by offering 
things for which the customer 
shopping experience is similar to 
traditional store outlets (Tsao and 
Tseng, 2011). Though online shopping 
is enjoyed more by young consumers, 
the occurrence of rapid growth in this 
industry is also persuaded by older 
shoppers because of its efficiency in 
servicing technologies. 

 P3. Therefore it is proposed that 
service quality influences the online 
shopping experience. 

Website

 Websites that go well together 
with the Indian culture were exposed 
to be more positively perceived by 
the customers (Hartono et al., 2014). 
Moreover it influences the purchase 
intention and attitude toward the 
site. Reliability, customer service, 
privacy and security are identified 
as the most common dimensions of 
website design. Numerous studies 
has studied that website quality as a 
positive influencer of consumer online 
purchase intention. Website design 
plays a major role in attracting the large 
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customer base. In addition, previous 
findings have proven that consumers 
who are familiar with websites will 
build a high intention to purchase 
online. Consumers will always tend 
to visit user-friendly websites and in 
contrast, if they feel that a webite is 
hard to use and to follow, they will 
show a lower intention to purchase 
in online ( Thamizhvanan and Xavier, 
2013).

 P4. Therefore it is proposed that 
website influences the online shopping 
experience.

Accessibility

 In online shopping context, 
accessibility plays a vital role since 
consumers prefer the medium that 
demonstrates an accessible user 
interface (Overmars & Poels, 2015). 
In recent years, people often consider 
buying things from online if they feel 
hard in fighting crowds or finding that 
their product is no longer available 
in retail stores because of the ease of 
accessibility in online shopping (Khare 
and Rakesh, 2015). Here, consumers 
have more advantageous benefits in 
terms of searching through filtering 
product category, price, color,size, etc. 

 While shopping in online, 
consumers expects and prefers the site 
that has no accessibility violations. 
As many online retailers provide 
accessible technologies like voice 
recognition software, screen reader, 

magnifier, etc. physically challenged 
people finds it easy to shop online 
(Khare, Khare and Singh, 2012). 
Increased standards of accessibility 
makes the customer online shopping 
experiences the best they can be. 

 P5. Therefore it is proposed that 
accessibility influences the online 
shopping experience.

Figure1. Conceptual Framework

RESEARCH IMPLICATION AND 
FUTURE RESEARCH DIRECTIONS

 The proposed conceptual model 
in this paper suggest a number of 
research avenues. As this study 
associates online shopping with 
experiential aspects, there are 
numerous opportunities for theoretical 
and empirical research in this area. 
The links proposed in the model offers 
several ways for a detailed assessment 
of specific relationships and their 
outcomes. 

 The first step towards theory 
building involves furnishing customer 
engagement. There is a need to keep 
the customers involved emotionally by 
acknowledging fun and pleasure. While 
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the suggested measure of motivation 
may be appropriate, more detailed 
research is needed in this venue. 
Further, additional research could be 
undertaken to identify whether there 
is an effect of unidentified elements 
on store choice. The proposed model 
suggests convenience as the most 
important variable that influences the 
customer online shopping experience. 
Yet, there is a potentiality for other 
factors, such as involvement and 
confidence, which may be applicable 
in this context.

 In addition, variables produced by 
the internet research is more applicable 
to the online shopping experience 
that are offered by the technology. 
One such variable is service quality, 
which describes the extent to which 
consumers exaggerates in virtual 
marketplace. As suggested, service 
quality influences the level of online 
shopping experience, an empirical 
evidence is required to reveal if this is 
the case. A case in point is the work 
of website dimension which has been 
successfully applied to the online 
shopping context. Several researches 
has been done on analyzing website 
dimension in online shopping context. 
However, future studies could examine 
the applicability of website dimension 
in tuning online shopping experience 
through an empirical research. Finally, 
it is suggested that accessibility is the 
factor that triggers the customer online 
shopping experience to a great extent. 
The proper analysis of this aspect can 

enhance the understanding of how 
online shopping experience is affected 
by the online shopping environment. 
This issue has a great bearing on the 
potency of atmospheric qualities 
that represent the online shopping 
store. Much creative research can be 
formulated on the nature and impact of 
this suggested model. From a technical 
perspective, research on online 
shopping is booming up and sets a 
whole new set of research avenues. 
Specifically, empirical research on the 
experiential aspects of online shopping 
needs much attention due to the 
physical and practical constrictions.

CONCLUSION

 The objective of this research was 
to explore the components of consumer 
experience while shopping online. An 
extensive review of literature across 
major fields on online shopping has 
been conducted to identify the varied 
aspects and concepts of shopping 
experiences. An integrative conceptual 
framework of online shopping 
experience has been propsed based on 
the review of literature. This framework 
adds knowledge and understanding of 
consumers while shopping online. 

 In conclusion, this research is 
likely to receive increasing academic 
and managerial attention. Apparently, 
the research area is wide open to all 
kinds of theoretical and methodological 
contributions. In particular, it affords 
the marketing researchers the unique 
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opportunity to permeate the regulation 
with new paradigms and techniques.
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In the present era of information explosion and media influence,                 
advertisements play a major role in changing perception or thinking 
of consumer. Across the world, celebrities have been used for a wide           
variety of brands. Celebrity endorser is extensive; nevertheless there is 
limited study on consumer perception of celebrity versus non-celebrity                 
advertisement on social media for the products that come under FMCG. 
Marketers use celebrity endorsement in order to help in easy brand recall 
especially during purchasing situations. The extent and variety of online 
advertisement is growing dramatically. Businesses are spending more on 
online advertisement than before. However with the changing customer 
taste and attitude, sometimes non-celebrity endorsement is more effec-
tive. Understanding the factors that influence customer’s to buy FMCG 
products through online advertising is vital. The purpose of this paper 
is to specify the impact of using celebrity and non-celebrity endorsers 
in advertisements on purchase intentions of customers, particularly for 
FMCG products.

Key words: Celebrity endorsement; non-celebrity endorsement; consumer 
perception; television commercials; fast moving consumer goods; online   
advertising; social media.

INTRODUCTION

 Celebrity endorsement is the way 
to maximize advertising effectiveness. 
Popular celebrities like cricketers and 
film stars are considered as god by their 
lovers, but it is essential for marketers 
to establish the link between a product 

and celebrity by considering the type 
of product. Advertising is a subset of 
promotion mix which is one of the 4P’s 
in the marketing mix i.e. product, price, 
place and promotion. As a promotional 
strategy, advertising serves as a major 
tool in creating product awareness in 
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the mind of a potential consumer to 
take eventual purchase decision. 

 Although the audience is getting 
smarter and smarter and the modern 
day consumer is getting resistant 
to the exaggerated claims made 
in a majority of advertisements, 
advertisers are focused on celebrities 
and their popularity for advertising 
their products. Using celebrities for 
advertising involves signing-up various 
celebrities for advertising of their 
respective products, which consist 
of all sorts of advertising including, 
television advertisements, and internet 
or even print advertisements. How 
impactful these advertisements are, 
that is something that each consumer 
can determine on their own. So, those 
were the most effective and popular 
kinds of advertising used today. Each 
of the advertisement types mentioned 
has its own impact. Therefore it is 
the job of people who associate with 
advertisement department to figure 
out which type of and which medium 
is the best and the most feasible for 
their brand. A company needs to reach 
potential benefits of endorsers either 
celebrity or common man to ensure 
that they are not in conflict with an 
organisation’s value system or likely to 
generate negative publicity. Celebrities 
should add worth to the brand’s 
taxonomy. 

 In Fast Moving Consumer Goods 
(FMCG), we have witnessed of both 
endorsements in the advertisements 

in any media. Not much work has 
been done in the Indian perspective 
for comparative study of both 
celebrity and non-celebrity endorsed 
advertisements on the various product 
categories. Indian consumer attitudes 
are changing at a rapid pace and 
they are becoming more aware of the 
products that they use.In recent times 
we have seen FMCG products and 
brands dominate online advertising 
landscape. The sector is the biggest 
spender in terms of digital display 
ads, social media marketing, viral 
campaigns and mobile campaigns. 
The average FMCG brands advertising 
spend on traditional channels of media 
advertising such as TV,print and radio 
has dropped. This is not to say that 
traditional forms of advertising do not 
work for FMCG goods, but the power 
of online advertising is now being 
recognized by these brands. Online 
advertising allows marketers to hone 
in on their desired target market more 
than ever before, allowing them to 
create tailored marketing campaigns 
that are not only cost effective but 
relay their desired message better than 
ever before.

 In a sector such as FMCG, where 
goods are sold quickly, which require 
low involvement and are at a relatively 
low cost, using digital media to reach 
customers is imperative. It is clear 
that this trend of FMCG brands invest 
heavily in digital media to continue 
as it provides an unrivalled platform 
for cost-effective marketing and 
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business solutions.Until a few years 
ago, most companies looked at online 
as yet another platform to air their TV 
commercials. This is not the case any 
longer. FMCG companies are looking 
at digital media as a separate platform 
to engage with their target audience. 
They seek feedback on their TV 
campaigns, invite suggestions to name 
their upcoming brands and even take 
up the social issues.

LITERATURE REVIEW

 Celebrity is fame and public 
attention in the media, usually applied 
to a person, or group of people (celebrity 
couple, family etc.), or occasionally, to 
animals or fictional entities. Celebrity 
status is often associated with wealth 
(commonly referred to as fame and 
fortune) and fame can often provide 
opportunities to make money.

 Advertisement research style 
is now advanced because of the 
influence of improved communication 
technology which means online ads 
have more influence on the buying 
decision of consumers (DINU, 
Gabriel and DINU, Loredana, 2012). 
Business advertisement world have 
more interactive services, rich media 
tools and global reach because World 
Wide Web now gradually becomes a 
standard advertisement platform with 
the increase adoption of the internet 
(Gaurav Bakshi and Dr. Surender 
Kumar Gupta, 2013). 

Gulnara Z. Karimova (2011) stated 
that interactivity which is positioned 
as main characteristics of internet 
advertising is an inherent feature of 
any type of traditional advertising 
(print, radio and television). Due to 
dramatic increase in extent and variety 
of online advertisement, companies 
would like to spend more on online 
advertisement than conventional 
advertising (Gaurav Bakshi and 
Dr. Surender Kumar Gupta, 2013). 
Now companies widely use online 
advertisement for the promotion of 
their products and services but it is 
quite difficult for advertisers to make 
online advertisement more effective 
to generate positive response from 
customer (Khong Kok Wei, Theresa 
Jerome and Leong Wai Shan, 2010).

 Amit Kumar (2011) in his paper 
‘Celebrity Endorsements and its impact 
on consumer buying behaviour’ focuses 
on the perception of Indian consumers 
about celebrity endorsements and 
celebrity attributes that are likely to 
influence consumer purchase behavior. 
The practice of celebrity endorsements 
has proliferated over time. Now days 
it has become a pervasive element 
of advertising industry especially in 
India. Celebrity endorsement industry 
has become a multi-million industry 
in India. Marketers use celebrity 
endorsers to influence the purchase 
decision of consumers in order to 
increase their sales and extend their 
market shares. This made the author 
curious to explore the impact of 
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celebrity endorsements on consumer 
buying behaviour. 

 It is vital for retailers and marketers 
to be aware of the factors that affect 
consumer attitudes and motives 
because consumers are increasingly 
creating content about brands, 
something previously controlled solely 
by companies (Heinonen 2011). 

 Chu (2011) examined the link 
between Facebook brand related 
group participation, advertising 
responses, and the psychological 
factors of self-disclosure and attitudes 
among members and non-members 
of Facebook groups. The study 
determined that users who are members 
of groups on Facebook are more likely 
to disclose their personal data than 
non- members are Chu (2011) explains 
group participation and engagement 
with online ads requires a higher level 
of personal information because users 
openly reveal their connections with 
Facebook groups and promote brands 
or products when they pass on ads 
to their friends. “Facebook groups 
provide channels that consumers find 
useful when seeking self-status in a 
product category, as does passing on 
viral content about brands to their 
social contacts” (Chu 2011, 40). 

 Cox (2010) also investigated the 
correlation between age and attitude 
and found that social network user 
attitude towards online advertising 
formats (i.e. blogs, video, and brand 

channel or page) differed to some 
extent across different age groups. 
She explains that users who fall in the 
18-28 yrs of age bracket have strong 
positive attitude towards blog, video, 
and brand channel ad formats. This 
was because users’ found these ad 
formats to be eye catchy, informative, 
and amusing. The 35-54 yrs of age 
group prefers ad formats on video and 
brand channels because they found 
them to be more attractive and these 
ads have better placement within the 
online advertisement. Overall, online 
advertising formats with positive 
attributes are welcomed by users; 
however, ads that are intrusive or 
interfere with online social networking 
activities, such as pop up, expandable, 
or floating formatted ads were disliked 
by network users (Cox 2010).

 Aneeza Bashir and Najma Iqbal 
Malik (2009), concluded in their study, 
“Effect of advertisement on consumer 
behaviour of university students” 
that advertisement persuades the 
consumer to buy the product at least 
once in a life time. Personality used in 
commercials influences the consumers 
more as compare to keyword/caption. 
Results also revealed that consumers 
considered advertisement as a reliable 
source of knowledge as compare to 
opinion of others (friends, neighbours, 
reference group). 

 T.Mamatha (2008) in her 
study ‘Post purchase behaviour and 
consumerism’ says that consumer 
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behaviour is a very complex 
phenomenon, which needs more effort 
to understand, explain and predict. In 
order to get a clear understanding of the 
same, every marketer should realize 
that consumer behaviour is, in fact, 
an assumption that every marketing 
manager must make, if he plans to 
market on any basis other than hit-or-
miss. Although some individuals find 
it difficult to make this assumption, 
one must agree that behaviour is not 
so erratic or mysterious that it defies 
explanation.

 Susan Chirayath (2007), says in 
their research ‘Impact of Promotional 
Activities on Consumer Buying 
Behaviour’ that, FMCG Sector in 
India is characterized by cut throat 
competition, which leads to brand 
proliferation in various categories. In 
matured urban markets, consumer 
sales promotion to differentiate one’s 
offer is a very common practice. In 
fact consumers are lured by the ever 
increasing budget allocated to these 
activities. In such a scenario it is very 
essential to study how consumers 
make their choices in FMCG category 
where there are several brands in the 
consideration set of the consumer. Since 
the final risk being low, consumers do 
not mind switching from one brand 
to another due to sales promotion 
offers. Thus, it becomes imperative to 
the marketer to learn about consumer 
preferences with respect to sales 
promotion offers, what schemes do 
the consumers prefer for what kinds 

of brands, which media they prefer to 
learn about the schemes, whether they 
prefer incentives immediately or at a 
later date etc.

 J. Varaprasd Reddy, (2006), in his 
study ‘Role of Advertising in Creating 
Brand Personality’ says that brand 
personality being potent tool needs to 
be leveraged to achieve key objectives 
for existing & new brands. Consistency 
is also important, failing which dilution 
of brand personality or absence of it 
may occur. Other mix elements like 
distribution, pricing, promotion and 
packaging (apart from advertising) 
should support and strengthen brand 
personality. 

 Chen and Lee (2005), in their 
research say that based on the previous 
studies regarding the consumer 
behaviours; there are three influential 
factors that affect the consumer decision 
when buying. They are enumerated as 
external influences, internal influences 
and the marketing influences in which 
the advertising, product promotion, 
and pricing technique are found. 
Definitely, the marketing activity 
such as advertising affects both 
internal and external behaviour of 
the consumer. Most especially, the 
consumers’ perceptions are influenced 
through the exposure such as seeing 
an advertisement; attention which 
means that the consumer recognizes 
the advertisement; awareness which is 
common if the advertisement involves 
some humour; and the retention that 
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keeps or stays in the mind of the 
consumer. 

 There are two forms of celebrities 
in advertising: celebrity license and 
celebrity endorsement (Mistry, 2006). 
The former is not used often, as it 
tends to be a long-term, co-branding 
commitment by both the corporation 
and the celebrity as the celebrity adds 
his/her likeness or name directly to a 
product. The crux of this relationship 
is that the celebrity and the product 
are directly associated with each 
other. This can be either strength or 
a weakness depending on the status 
of the celebrity and the quality of the 
product/Brand. Celebrity endorsements 
are the most widely used strategy of 
using celebrities as a promotional tool 
for products. These endorsements 
can have celebrities giving expert 
opinions, being a spokesperson for a 
product, or just being associated with 
a product(McCracken 1989; Seno and 
Lukas, 2007).

 The questions that naturally arise 
from these examples are as follows: 

1. To what extent does the 
celebrity endorsement affect the 
performance of product? (Because 
of multiple brands endorsing 
as well endorsement of those 
products, which are not matched 
with celebrity’s expertise. For 
example: Amitabh Bacchan and 
Dhanuka’s Pesticides, Shakti 
water pumps) 

2. In what circumstances, non-
celebrity endorsement is 
preferable? 

FMCG PRODUCT CATEGORIES 

 There are mainly 4 product 
categories in FMCG: 

1. Home and Personal 

2. Foods and Beverages 

3. Cigarettes 

4. Alcohol 

 We have selected only first two 
categories for this research. 

1a. Home Care: It can be divided into 
 the following categories 

 Fabric wash - Laundry soaps and  
 Synthetic detergents 

1b. Personal Care: It can be divided 
 into the following categories 

 Oral Care - Toothpaste 

 Skin Care - Creams, Lotions,  
    Gellies 

 Hair Care - Hair Oil, Shampoos 

2a. Foods: 

Bakery products - Biscuits, bread, 
cakes,Snacks food, Chocolates 

2b. Beverages: Tea & Soft drinks 
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OBJECTIVES OF THE STUDY 

1. To study perceptions of consumers 
for celebrity & non-celebrity 
advertisements. 

2. To study the influence of 
demographic factors on customers’ 
perception for celebrity & 
non-celebrity endorsers in 
advertisements. 

3. To study the influence of factors 
like Credibility, Attractiveness, 
Expertise, Believability and 
knowledge on customers’ 
perception for celebrity & 
non-celebrity endorsers in 
advertisements. 

NEED AND SCOPE OF THE STUDY 

 Celebrity endorsements are 
typically more targeted towards 
nationally marketed products than for 
local or niche market products and also 
for products such as running shoes, soft 
drinks etc. that is for those products 
where the price cost margins are 
apparently large. The basic assumption 
underlying celebrity endorsement 
is that the value associated with the 
celebrity is transferred to the brand 
and therefore helps in creating an 
image that can be easily referred 
to by consumers. Consequently 
by association the brand can very 
quickly establish the creditability, get 
immediate recognition and improve 
sales. However, there are many risks 
associated with such endorsers. The 
brand could slide down just as quickly 

as it moved up the consumers mind. 
There are many cases of brands failing 
in the market place despite famous 
celebrities endorsing them. India as a 
country is known for loving its stars. 
The Indians idolize their Bollywood 
actors and cricketers. Indian consumer 
attitudes are changing at a rapid 
pace and they are becoming more 
aware of the products that they use 
to define their “self”. The research is 
carried out to obtain a view amongst 
Indian Consumers about celebrity 
endorsement and non-celebrity 
endorsement. The advertisers see this 
as an opportunity to grab and work on 
so as to expand their operations and 
promote their product. With the help 
of this study, the marketers can make 
a cost effective decision as to whether 
to go for celebrity endorsement or non-
celebrity endorsement for marketing of 
FMCG product.

RESEARCH METHODOLOGY

Sampling design

 The present study is exploratory 
cum descriptive research 
because the study is about the                                                           
exploration on how many consumers 
of FMCG goods are influenced through 
celebrity endorsement when they 
are buying some FMCG product. The 
study would be describing the various 
reasons why consumer prefers one 
brand over the other just because of the 
liking and the impact of a particular 
celebrity on the specific product. Also 
it will help us to get a clear picture of 
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what are the driving factors of purchase 
in food and beverages industry.

Sampling Type

 Non-probability convenience 
sampling has been used for research 
survey. Non-probability sampling is 
a sampling technique where the 
samples are gathered in a process that 
does not give all the individuals in 
the population equal chances of being 
selected.A convenience sample is one 
of the main types of non-probability 
sampling methods. A convenience 
sample is made up of people who are 
easy to reach.

Sample Size

 For the purpose of completing 
survey, 300 respondents are selected 
from different MNCs of Gurgaon and 
housewives living in Gurgaon and 
questionnaire was given to them.

Data Collection

 For research, primary data with 
well-structured questionnaire has 
been used. The questionnaire was 
designed with respect to impact of 
celebrity and non-celebrity endorsed 
FMCG advertisement through online 
advertising on consumer buying 
behavior. First part of questionnaire 
contained information regarding 
demographic profile of consumers. 
Second part of questionnaire contained 
open ended and closed ended 
questions, which were based on daily 

bases needs of FMCG products. 

Target Audience

 The target audiences for this 
research were the corporate people 
working in MNCs of Gurgaon(NCR) 
region and housewives in this region.

Sampling Tool

 To test the hypothesis, z test 
and mean has been used.A z-test is 
a statistical test used to determine 
whether two population means 
are different when the variances 
are known and the sample size is 
large. The test statistic is assumed 
to have a normal distribution, and 
nuisance parameters such as standard 
deviation should be known for an 
accurate z-test to be performed.
The statistical mean refers to 
the mean or average that is used to 
derive the central tendency of the data 
in question. It is determined by adding 
all the data points in a population and 
then dividing the total by the number 
of points. The resulting number is 
known as the mean or the average.

Hypothesis 

 This research is conducted to 
determine the impact of celebrity 
and non-celebrity endorsed online 
commercials and its influence 
on consumer for FMCG product 
categories. These measures will form 
the basis against which the following 
hypotheses will be tested:

H0: There is no significant difference 
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in the consumer’s perception between 
celebrity endorsement andnon-
celebrity endorsement of Home care 
products in online commercials.

H1: There is a significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Home care 
products in online commercials.

H0: There is no significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Personal care 
products in online commercials.

H2: There is a significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Personal care 
products in online commercials.

H0: There is a no significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Food products 
in online commercials.

H3: There is a significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Food products 
in online commercials.

H0: There is no significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Beverages in 
online commercials.

H4: There is a significant difference 
in the consumer’s perception between 
celebrity endorsement and non-
celebrity endorsement of Beverages in 
online commercials.

Table: 1Demographic profile of customer’s

GENDER
Male 171             57%

Female 129             43%

OCCUPATION

Student 64              21.3%
Professional 30              10%
Service/Job  88              29.3%
Business  38              12.6%

Housewife 80              26.6%

MARITAL  STATUS
Married 185            61.7%

Unmarried 115            38.3%

MONTHLY  INCOME

<20,000  22              7.33%
   20,001-30,000  102               34%
   30,001-40,000 141              47%
   40,001-50,000  35              11.6%  

TIME SPENT ON 
INTERNET SURFING

   Less than an hour  19              6.33%
       1-2 hour  144            48%

  More than 2 hours  137            45.6%
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Data Interpretation (Table 1)

•	 Male are more influenced by 
advertisements rather than female.

•	 Companies should keep in mind 
the target customer and his/her 
mindset before choosing any 
celebrity to endorse the product 
as maximum customers in FMCG 
products are either housewife or 
service class professional. 

•	 Married people are maximum users 
of FMCG products since there 
daily needs are more as compared 
to unmarried people. Advertising 
strategies should be made keeping 
in mind this audience. 

•	 People having income within 
Rs.30,001- 40,000 are maximum 
users of FMCG products.  This 
income group is more influenced 
by celebrity’s credibility and 
knowledge about the product as 
they invest in the quality product.

•	 Time duration spent on internet 
surfing among 300 respondents are, 
137 (45.7%) spending more than 
two hour in a day while 144 (48%) 
spending two to three hour. This 
means that people spend quite a lot 
of time on internet surfing and they 
are more updated on social media 
channels. So, marketing companies 
should focus more on networking 
with customers through social 
media sites.

Influence of Demographic factors on 
customer perception

 Demographic factors like age, 
income, gender etc., greatly influence 
the customer perception towards 
buying decision of FMCG product. 
Certain general questions had been 
included in the questionnaire about 
customer’s taste, preference towards 
celebrity and non-celebrity endorsed 
brand, quality, price of the product and 
following conclusion has been drawn 
from it. Females are more influenced 
by celebrity endorsement especially 
in personal care segment products. 
Whereas males are least concerned 
whether the product is endorsed by 
celebrity or non-celebrity, they go 
for the value of the product. Young 
generation between the age group of 
18-30 yrs is more influenced with 
celebrity endorsement as they are 
attracted by factors like celebrity’s 
physical attractiveness, celebrity’s 
credibility. People who are above 30yrs 
prefers more cost effective product. 
Since the needs of a family as compared 
to the bachelors are more so maximum 
buyers of FMCG goods are married 
people and housewives. The corporate 
people working in MNCs are also the 
maximum buyers of FMCG goods as 
they prefer to buy FMCG product in 
bulk at starting of the month and their 
purchase is done generally from big 
retailers like Big Bazaar etc. They focus 
more on brand recall during the time 
of purchase which sometimes goes 
for celebrity endorsed product and 
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sometimes for non-celebrity endorsed 
product. Income also influences the 
customer perception. If the income of 
a person is high, then his/her choice 
of product would be influenced more 
by expensive brand/expensive product 
that too endorsed by celebrity and in 
case the income of a person is low, he/
she will buy the product keeping in 
mind that the product will satisfy their 
their daily needs and here the decision 

is less influenced by celebrity and non-
celebrity endorsed advertisement.

Factors on which test is conducted

(Both for celebrity and non-celebrity 
endorsement)

•	 Credibility

•	 Attractiveness

•	 Expertise

•	 Believability and knowledge

Table: 2 Endorser type on FMCG advertisement and other dependable measures (Significance level: 0.05)  

FMCG Product 
Category  Mean Z df SD  P 

Home Care
Celebrity Endorsement 6.27 16.33 115 0.78 0.05 

Non-celebrity endorsement 5.18 15.44 -- --

Personal Care
Celebrity Endorsement 4.58 12.84 115 0.89 0.06 

Non-celebrity endorsement 3.08 11.78 -- --

Foods
Celebrity endorsement 4.33 12.07 115 0.87 0.28

Non-celebrity endorsement 3.23 11.89 -- --

Beverages
Celebrity endorsement 5.06 10.59 115 0.97 0.30

Non-celebrity endorsement 3.69 9.45 -- --

Data Interpretation (Table 2)

First hypothesis - Household Care Category

Celebrity (M=6.27) and Non-celebrity (M=5.18), at p=0.05 

Accept null hypothesis, reject alternative
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Second hypothesis - Personal care 
category

Celebrity (M=4.58) and Non-celebrity 
(M=3.08), at p=0.06. 

Accept null hypothesis, reject 
alternative

Third hypothesis - foods category

Celebrity (M=4.33) and Non-celebrity 
(M=3.23), at p=0.28

Reject null hypothesis, accept 
alternative

Fourth hypothesis - Beverages

Celebrity (M=5.06) and Non-celebrity 
endorsement (M=3.69) at p=0.30

Reject null hypothesis, accept 
alternative

FINDINGS

 For testing first hypothesis, 
compared to the impact of celebrity & 
Non-celebrity endorsed advertisements 
on Home care products, the result 
is shows that respondents were not 
able to differentiate between celebrity 
(M=6.27), z =16.33 and Non-celebrity 
(M=5.18), z =15.44 at p<0.05 
endorsed advertisement and there is 
no major impact on buying behaviour 
of consumer for FMCG product 
whether it is endorsed by celebrity or 
non-celebrity.

 In the second hypothesis related 
to Personal care category, the result 
shows that respondents were not 
able to differentiate between celebrity 

(M=4.58), z=12.84 to those of non-
celebrity (M=3.08), z=11.78 at 
p<0.06 endorsed advertisement in 
online commercials and there is no 
significant difference in the consumer’s 
perception for FMCG product whether 
it is endorsed by celebrity or non-
celebrity. Here the decision is more 
influenced by the necessity factor 
of the product that serves the basic 
needs of the customer. The consumers 
wants quality product, good services, 
easy availability of product and better 
performance by the product at low 
price in case of FMCG.

 The third hypothesis related 
to foods, shows less difference as 
results indicated in table-2. Here 
people are more particular about their 
taste and health while buying any 
food product and celebrity or non-
celebrity advertisement only helps in 
brand recall. So, in this case alternate 
hypothesis is accepted.

 However in the hypothesis four - 
significantly, individual shows more 
favourable preferences in beverages 
category towards celebrity endorsed 
advertisement (M=5.06), z=10.59 than 
those who viewed the advertisements 
with non-celebrity endorsement (In 
result: M=3.69; z=9.45, p<0.30). 
This result supports with research 
of Roozen & Claeys (2010), they 
pointed out that the use of attractive 
non-celebrity endorsers could be 
as effective in influencing attitudes 
and purchase behavior as the use of 
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celebrity endorsers across different 
products (Claeys, 2010). However for 
technical products the expertise factor 
of the celebrity is a significantly more 
important factor than the attractiveness 
factor (Till and Busler, 1998, 2000; 
Kamins, 1990; Bower and Landreth, 
2001). Non-Celebrity endorsements 
in this study did not result in more 
favourable advertisement ratings and 
product evaluations as suggested by 
others in earlier studies (Cooper, 1984; 
Dean and Biswas, 2001). Nevertheless, 
what was surprising was that there 
was a significant difference in the 
response of the Celebrity endorsed 
advertisement & Non-celebrity 
endorsed advertisement in online 
commercial for FMCG products. The 
significant difference occurred for the 
Beverages, where the advertisement 
with a celebrity scored significantly 
higher. This suggests that even though 
the celebrity did not add weight on other 
behavioral or attitudinal variables, 
it creates a strong positive attitude 
towards the brand.  For any income 
group, perception of Celebrity and 
Non-celebrity endorsement for FMCG 
products has a positive image. The 
income is a good source of checking out 
the behaviour of a customer.  Celebrity 
endorsed advertisement captures the 
consumer’s attention easily, Words of 
endorsement about a product from 
a favourite celebrity is accepted as a 
testimonial by the consumers, celebrity 
endorsed advertisement creates a long 
lasting impact in the consumer’s mind, 
using celebrity helps the customers to 

make the buying decision easily rather 
than non-celebrity endorsement, 
using celebrity increases acceptance 
of endorsed brands rather than non-
celebrity endorsement. Celebrity 
endorsed advertisement positively 
influences consumers to purchase 
that brand. The results indicated that 
each of the independent variables 
i.e. celebrity and non-celebrity’s 
credibility, attractiveness, expertise, 
believability and knowledge affects the 
consumers attitudes toward the online 
commercial and their buying decision.

CONCLUSION SPECIFICALLY 
RELATED TO OBJECTIVES

Objective 1

 The customer’s perception about 
celebrity and non-celebrity is quite 
different for both aspects. Customer’s 
generally prefers to buy products 
endorsed by celebrity because they 
can recall that product easily while 
shopping and they trust the brand 
more. But, in case of non-celebrity 
endorsement they will be attracted to 
the product if the advertisement has 
touched the emotional sentiments 
of people like for example Nescafe 
(2015) advertisement in which a 
person hammers has got the maximum 
attention of public on social media 
and television. So, consumers perceive 
differently to both categories of 
advertisement.
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Objective 2

 The demographic factors like age, 
income and gender greatly impact 
the influence of customer to make a 
choice between the product endorsed 
by celebrity and endorsed by non-
celebrity. People of age group between 
18-30yrs are more active and updated 
on social media channels than those 
who are above 30yrs. Teenagers and 
young people are more attracted by 
celebrity endorsement. The income also 
plays a major role in this. Professionals 
who are working in MNCs take fix 
budgets of their salary to be spent on 
FMCG products of their daily needs. 
So they generally take value generated 
products. They are aware of both 
celebrity and non-celebrity endorsed 
product but they prefer to make a cost 
effective decision. When it comes to 
gender, then females are more aware 
of the different categories of products 
but again when it comes to buying 
decision males are more influenced by 
cost of product.

Objective 3

 In case of celebrity endorsement, 
celebrity’s credibility and 
attractiveness influences more to a 
customer to go for buying an FMCG 
product. However, the expertise, 
believability and knowledge about the 
product are more influential in case of 
non-celebrity endorsed product. These 
factors are more prevalent in personal 
care segment like for example we have 
seen in advertisement of toothpaste 

(pepsodent) where expert opinion of 
dentist is given rather than endorsement 
through a celebrity. Also in case of 
skin creams, soaps, shampoos, there 
are certain advertisements like dove 
that focus on giving knowledge to the 
customer about the product through 
general public so that the customers 
can relate themselves more with the 
product and ultimately will buy the 
product.

DISCUSSION

 Based on findings, it is concluded 
that the celebrity advertisement has 
greater impact on consumer perception 
than non-celebrity advertisement. 
It is proved earlier by McCracken 
that the non – celebrities are just 
transferring the message with their 
age, gender and social status while the 
celebrities are conveying the message 
in a meaningful way which is more 
effective because the celebrities has 
already established a meaning outside 
the advertising world. Non-celebrity 
persons have no surprising attributes 
as the celebrity person contains. 
According to the analysis the celebrity 
advertisement was rated highest by 
the respondents as compare to Non-
celebrity advertisement. The research 
was carried out using z test, mean, 
standard deviation and p-value. Both 
the hypotheses related to home care 
and personal products are supported 
by findings and the results indicate 
all variables,i.e. celebrity’s and non-
celebrity’s-Credibility,Attractiveness, 
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Expertise,Believability and knowledge 
has no significant difference in the 
consumer’s perception between 
celebrity endorsements and non-
celebrity endorsement of both 
categories of products in online 
commercials. Whereas in case of food 
and beverages segment celebrity’s 
and non-celebrity’s-Credibility,  
Attractiveness, Expertise, Believability 
and knowledge do have significant 
difference in the consumer’s perception 
between celebrity endorsements 
and non - celebrity endorsement 
of both categories of products in 
online commercials. In all, celebrity 
endorsed advertisement influences the 
consumer’s more to buy the product 
rather than non-celebrity endorsed 
advertisement.

MANAGERIAL IMPLICATIONS

 This research gives a novel 
approach to determine the consumer 
perspective in comparison of 
celebrity & non-celebrity endorsed 
advertisement. In a world of media, 
the consumer perspective is neglected 
so far but, in this research the focus 
is on consumer perception. By using 
this research’s result the advertising 
agencies or different manufacturing 
/service organizations can better 
understand the perception phenomena 
of consumer about celebrity and non-
celebrity advertisement. They can 
decide which type of advertisement 
is more suitable for their product or 
service.  

LIMITATIONS AND DIRECTIONS 
FOR FUTURE RESEARCH

 As with any study, our research 
is not without limitations. In this 
research the sample is taken through 
convenience random sampling method 
which is not so reliable. Also the 
sample size was limited. For further 
studies this topic is attached with 
brand equity. This research can be 
done on broader scale by including 
more categories of FMCG product and 
taking brands into consideration. 
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Abstract: Students of all variety go through moments where he/she has to 
fulfil a variety of tasks expected out of them in their academic progres-
sion. The completion of such tasks, makes for an effective end result. 
These tasks may be work related or purely personal. Despite fully aware 
of the benefits of the fruition of study related tasks, there are inherent 
conscious and subconscious mechanisms within a human psyche that 
keeps the students from completing such tasks. If not, complete stalling, 
these mechanisms try to delay these students from approaching the com-
pletion. This predisposition to postponing or abandoning of given task by 
students despite knowing the negative outcomes of such delay is known 
as academic procrastination. In a similar vein, ability to consider future 
consequences before making or taking an action or decision is considered 
as part of a personality trait known as Consideration for future conse-
quences. The present study tries to explore the relationship between these 
two seemingly diverging concepts that are vital for personal and profes-
sional well-being of students.  The results of the study are discussed with 
directions for future research.

Key words: Academic Procrastination, Consideration for Future  
Consequences, Personality Trait, Imperfect Behaviour, University students

INTRODUCTION

 The procrastination is seen as 
a flawed defensive mechanism for 
individual’s erratic mental priority on 
the tasks ahead. It is defined by a series 
of connected delays and postponement 

of completing task ahead with a 
justification of focusing on other tasks 
which are seen as more important than 
the one ahead. This justification leads 
to a mentally imperfect behavioural 
outcome of the individual that further 
increases the chances for emotional 
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upset when triggered (Milgram, 
1991). Procrastination is a negative 
phenomenon that affects one and all 
in every domain, but a very common 
area where it is often noticed is in 
academic environments. The result of 
such delays is invariably inefficient or 
poor performance of the individuals 
in their given task (Ferrari et al., 2005; 
Solomon & Rothblum, 1984). This 
tendency is widely seen among all 
types of individuals from all across 
the world at varying levels. In many 
ways, individual’s effectiveness in 
performing a given task on a daily 
basis is markedly affected by this 
phenomenon. Many recent studies 
have provided evidences that validate 
the claim of Procrastination being 
a negatively affecting tendency on 
individual’s daily routine (Letham, 
2004; Hoover, 2005; Morelli, 2008; 
Schmitt, 2008). Conversely, an 
individual’s ability to consider his/
her behavioural outcome’s impact on 
future consequences is seen as one of 
the key personality trait that is part of 
every human being (Strathman et al., 
1994). 

REVIEW OF LITERATURE

 The term “Academic 
Procrastination” has gained notoriety 
over the last decade or so. Here, the 
student who is well aware of the 
effects of non-performance or benefits 
of performance still purposefully 
delays in performing or being involved 
in activities that are part of his/her role 

as student. These tasks or activities 
include, but not limited to assignment 
completion, project work, or preparing 
for exams. More often than not, the 
reason given by these students for such 
lackadaisical approach is directed at 
the lack of motivation from the student 
to complete the study related tasks in a 
given time by his/her tutor (Ackerman 
& Gross, 2005). Unbeknownst to 
these students, the results of such 
delays could and will have severe 
impediments on both psychological 
and academic growth. Academic 
procrastination in a long term, will 
lead to failure to attain the desired 
academic achievement in a specified 
time period. This, in turn, increases 
the chance of mental distress among 
those who practice this tendency (Ellis 
& Knaus, 1977; Ferrari et al., 1995). 
Besides the perils relating to academic 
progress, there is the danger of these 
students developing inefficient coping 
mechanism that is sure to create 
behavioural dissonance with the 
environment that they are exposed to 
and affecting the overall productivity 
of such individuals (Milgram et al., 
1998). While, majority research work 
projects procrastination as a negative 
phenomenon for achieving academic 
goals, there are few recent research 
works that shows procrastination in 
a positive light. A study by Chu and 
Choi (2005) shows that there could 
be few benefits involving academic 
procrastination in some students. 
According to them, those students 
who are averse of time specified goals 
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could benefit from an active academic 
procrastination for relieving of time 
bound pressures. There is a study 
that postulates that active academic 
procrastination among undergraduates 
early in their academic semester makes 
them more stress and illness resistant 
than those who do not procrastinate, 
but as the semester progresses the 
roles gets reversed (Tice & Baumeister, 
1997). 

 Still, much of the research work 
in this field proves that academic 
procrastination is not one for the 
student to actively pursue if he/she 
wants to achieve their academic goals. 
Some of the commonly seen end 
results of academic procrastination 
include, late submission of project 
work or assignment, forceful 
avoidance, deployment of self-
impediment strategies, and perennial 
under-achievement. These have 
potential to further make a mess of the 
student’s mental makeup in terms of 
development of depression and anxiety 
(Dewitte & Schouwenburg, 2002; 
Ferrari & Scher, 2000; Fritzsche et al., 
2003; Lay & Schouwenburg, 1993; Lee, 
2005; Urdan & Midgley, 2001).

 In recent times, many researchers 
exploring academic procrastination 
have also touched upon the poorly 
developed associated acts that they 
feel, could influence or increase the 
chance of students exhibiting academic 
procrastination (Ferrari et al., 2005; 
Howell et al., 2006). These include, 

‘Self-regulation’, ‘Self-efficacy’, and 
‘Self-esteem’. According to these 
researchers, a poorly framed Self may 
have a direct negative influence on 
academic procrastination (Cassady 
& Johnson, 2002; Chu & Choi, 2005; 
DeRoma et al., 2003; Ferrari, 2001; 
Haycock et al., 1998; Senécal et al., 1995; 
Steel, 2007; Tuckman, 1991). Anxiety 
and Stress are the other aspects that the 
researchers have found having a role 
in academic procrastination (Schraw 
et al., 2007; Tice & Baumeister, 1997; 
Wolters, 2003). Many of these studies 
have shown academic procrastination 
to have an inverse relationship with 
these associated acts. Modern day 
researchers are increasingly focusing 
their sight on these associated acts 
and their influence on development 
and persistence of academic 
procrastination.

 Researchers believe that 
procrastination is the instigator 
of developing poor self-complex. 
Various studies, over the years, have 
come up with differing perspectives 
on academic procrastination with 
most of them agree on consistent 
procrastination by students on daily 
academic related activities as the 
definition of academic procrastination 
(Day et al., 2000; Onwuegbuzie, 
2000). Most of the research works 
on academic procrastination in 
university setups have shown the 
alleged relationship that likes of 
poor developed self-esteem, low self-
efficacy (Milgram et al., 1995), low 
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motivation levels, high levels of anxiety 
(Ferrari, 1991; Senécal et al., 1995; 
Milgram & Toubiana, 1999), and low 
levels of conscientiousness (Johnson 
& Bloom, 1995; Schouwenburg & Lay, 
1995; Lay & Brokenshire, 1997) have 
on the persistence and sustenance 
of procrastination. Bunking of 
classes, poor academic grades, and 
overall lateness is often being the 
manifestations of behavioural outcomes 
of academic procrastination (Fritzsche 
et al., 2003; Lay, 1986; Rothblum et 
al., 1986). These studies have shown 
evidence of the negative influence 
that the academic procrastination 
has not just on individual’s academic 
achievements, but also on his/her 
personality matrix and overall mental 
well-being. A study by O’Donoghue 
and Rabin (1999) postulates that as 
the individual grows with age, his/her 
academic procrastination tendency 
decreases.

 In the last decade or so, modern 
researchers have come to term 
procrastination as a form of temporal 
regulation failure of self which indicates 
the presence of high impulsivity from 
the individual (Gustavson et al., 2014). 
This also indicates the individual’s 
priority on attaining present self ’s 
happiness over the requirements of 
future self (Sirois & Pychyl, 2013). This 
failure or inability to control or regulate 
one’s self over a period of time may lead 
to the development of procrastinating 
tendencies. Subsequently, this could 
also bring in experiences of highly 

negative emotions with the likes of 
guilt and shame of not completing 
what was supposed to be done in the 
destined time (Fee & Tangney, 2000; 
Flett et al., 2012; Sirois & Tosti, 2012).

 “Consideration for Future 
Consequences” (CFC in short) is a 
personality trait which, though studied 
in varied contexts could prove to have a 
significant relationship with academic 
procrastination. CFC is defined by the 
degree to which normal individuals 
think before making or taking a 
decision or action with current against 
future consequences of such exhibition 
of behaviour (Strathman, et al., 1994). 
Thus, when looked in conjunction 
with academic procrastination makes 
for a fascinating area to study, but 
the link between procrastination and 
future consequences needs further 
exploration (Díaz-Morales et al., 2008; 
Ferrari & Díaz-Morales, 2007; Gupta 
et al., 2012; Jackson et al., 2003). It is 
believed that academic procrastinators 
will most likely to have the least 
concern about their future orientation, 
especially when it comes to making 
or taking a particular decision or 
action. From the limited literature that 
is available on this, it is evident that 
consideration for future consequences 
as a personality trait may have some 
role in a person’s procrastinating 
tendencies (Díaz-Morales & Ferrari, 
2015; Sirois, 2014). 

 There are very few studies that have 
explored the relationship that may exist 
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between academic procrastination and 
consideration for future consequences. 
The current study tries to investigate 
this missing gap in the literature.

OBJECTIVES OF THE STUDY

i) To measure the levels of academic 
procrastination and consideration 
of future consequences among 
select students from a private 
university

ii) To test the relationship between 
academic procrastination 
and consideration for future 
consequences

HYPOTHESIS OF THE STUDY

 H1 There is a significant 
relationship between Academic 
Procrastination and Consideration for 
Future Consequences.

RESEARCH MODEL OF THE STUDY

 Based on the extant review of 
available literature on the studied topic, 
the research model of the current study 
shows that there is a relationship exist 
between Academic Procrastination 
Levels and Consideration for Future 
Consequences, but this relationship 
appears to be of inversely symbiotic in 
nature. There is no indication of which 
causes what and hence, arrow is drawn 

with a dual side connection for both 
the variables of the study being shown.

METHODOLOGY

 The study utilized descriptive 
research design with quantitative 
research method using a structured 
questionnaire.

Participants of the Study

 Final year engineering students 
from a private university located in 
Vellore District of Northern Tamilnadu 
was used as the intended population 
for the study. The private university 
where the study was conducted is 
home to over 13000 students from 
varied background and specialities. 
The university is known for its in-
campus recruitment drives and 
mass placements for its students. 
Engineering stream has been the most 
taught course at this university from 
which the prospective respondents 
were chosen from. A convenience 
sampling method was adapted for the 
study. Prospective respondents were 
requested to fill the survey forms. The 
respondents of the study received no 
financial or any other material benefit 
for giving their honest responses. At 
the end of the survey a total of 136 
respondents have participated in 
giving their honest responses. From 
the received survey forms, 132 (after 
pruning the incomplete, illegible 
responses) were considered for the 
final analysis. 

Academic
Procrastination 

Level

Consideration
for Future

Consequences
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Measurement Instrument

 For the present study, two widely 
used empirically proven instruments 
were adapted to measure Academic 
Procrastination (AP) and Consideration 
of Future Consequences (CFC). 
Tuckman’s (1991) Procrastination 
Scale (TPS) is one of the most reliable 
and valid tool to measure academic 
procrastination over the last two 
decades. TPS has 16 statements with 
4 choices of responses resembling 
Likert style (“1 – That’s for me sure” 
to “4 – That’s not me for sure”). For 
analysis, each choice for the statement 
is multiplied (choice 1 multiplied by 1, 
2 multiplied by 2 etc.,) and an overall 
sum of these multiplications indicates 
the extent to which the individual is 
academic procrastinator or not (a score 
of 16 indicates a high level of academic 
procrastination whereas a score of 64 
indicates vice versa).

 For CFC, a CFCS scale developed 
by Strathman et al (1994) was used. 
There are 12 statements in CFCS 
scale with each having Likert style 5 
choices to choose from (1 – Extremely 
uncharacteristic to 5 – Extremely 
characteristic). A higher mean score 
(3 and above) indicates high levels of 
consideration of future consequences 
from the respondent while lower mean 
scores (less than 3) indicating the 
opposite.

DATA ANALYSIS

 Once the data was collected, it was 
cleaned and coded for final analysis. 
SPSS version 22 was used for data 
analysis purposes. A combination of 
descriptive statistics and correlation 
analysis were performed with the 
same. There were 132 respondents 
in total with male numbering 67 
while female being the remaining 65 
with a mean age of 20.46 and 19.22, 
respectively. Table 1 depicts the details 
of this analysis. 

TABLE 1 - Demographic Profile of the Respondents

Gender N Mean Age SD
Male 67 20.46 1.36

Female 65 19.22 1.29

 One of the objectives of the study 
is to measure the levels of Academic 
Procrastination and Consideration 
of Future Consequences. This was 
completed with the help of SPSS. The 
results of the measurement tool used 
for the study (TPS and CFCS) were fed 
into SPSS and minimum, maximum, 
mean and standard deviation scores 
were obtained. For AP, minimum score 
obtained was 22 whereas a maximum 
score was 60 with an overall mean 
score for the entire respondents stood 
at 45.43. For CFS, the lowest score was 
34 while the highest score was 52 with 
an overall mean score for the entire 
respondents stood at 42.48. Reliability 
of the measurement tools was tested 
using Cronbach’s Alpha method. For 
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both the adapted instruments, the alpha values were sufficient with AP having 0.81 
and CFCS having 0.83 (Nunnally, 1978). The results of this analysis are given in 
Table 2.

TABLE 2 - Measures of AP and CFC

 Min Max Mean SD α
Consideration of Future 
Consequences 34 52 42.48 11.34 0.83

Academic Procrastination 22 60 45.43 10.22 0.81

 

 When looked in specific, Academic procrastination levels were seen in near 
equal terms among genders of both. There were 63 respondents who scored high 
on AP (32 or less). 45 respondents stood at the middle ground (between 33 to 48), 
while the remaining respondents showed low levels of academic procrastination 
(AP scores 49 and above). The results of this analysis are given in Table 3.

TABLE 3 – AP in Focus

AP Scores 32 or less 33 to 48 49 and Above
Overall 63 45 24

Male 32 25 16
Female 31 20 8

 Finally, a Pearson’s correlation analysis was run to test out the relationship 
between AP and CFC using bivariate correlation testing in SPSS. The result of 
this showed a statistically significant negative correlation of moderate magnitude 
(-0.56) existing between Academic Procrastination and Consideration of Future 
Consequences at 0.001 significance level. The results of this test depicted in Table 4.

TABLE 4 - Correlation Analysis

 CFC AP
Consideration of Future 

Consequences  1 -0.56**

Academic Procrastination -0.56** 1 
        **. Correlation is significant at 0.01 level
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DISCUSSION AND IMPLICATIONS 
OF THE STUDY

 Over the last decade, many 
social and behavioural scientists 
have started to focus on negative 
behavioural tendencies that the 
normal individuals have and its 
relationship to other aspects of his/
her personality dimension. Among 
these recent explorations of negative 
behavioural tendencies, academic 
procrastination and consideration 
for future consequences are gaining 
momentum in terms of wider 
exploration. Still, studies that explores 
the relationship between seemingly 
two similar yet distinct tendencies 
as in Academic procrastination and 
Consideration for future consequences 
are very limited. This gave the gap for 
the current study with an objective to 
explore two diverging (yet having some 
similarity) concepts of human psyche 
such as Academic Procrastination and 
Consideration of Future Consequences 
with university students as the 
sample. When looked from the above, 
our results show that there is indeed 
a significant relationship existing 
between the two measured concepts. 
This relationship is inverse in nature. 
This means when the level of CFC 
increases the level of AP decreases 
and vice versa. These results are in 
congruence with the earlier study of 
Sirois (2004) where the results showed 
that procrastinators were less likely to 
have any future orientation when they 
act on any given situation. 

 The procrastinators are more 
often than not, think less of the 
future consequences and more of 
their present scenario when acting 
out. The same scenario seems to 
have played out in the case academic 
procrastination in the current study. 
University students who are on the 
verge of completing their studies and 
entering into the professional realm, 
are ripe for failure if this aspect of theirs 
is unchecked. This indicates a variety 
of future problems that they may face 
in their environment, such as decision 
making, lack of premeditation, and 
high impulsivity (Bechara & Van der 
Linden, 2005; Joireman et al., 2005; 
Whiteside & Lynam, 2001). This also 
leads to revelation that when the 
student in a university has little to 
no concern of his/her present action’s 
(for example, delaying the completion 
academic related task) consequence 
in the future, he/she is most likely 
to end up exhibiting an imperfect 
behaviour. This has the potential of 
causing emotional upset in the form of 
shame and guilt, in the future. Thus, 
the present study’s results are very 
valuable in expanding the knowledge 
available in the area of Self from two 
different divergent concepts of AP and 
CFC.

SCOPE FOR FUTURE RESEARCH

 A logical next step for the present 
study is to expand the exploration in 
the other areas of the Self. In particular, 
personality traits with a focus on dark 
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personality tendencies. This might 
show up a better picture of the areas 
of anxiety and depression, which are 
seen as the final results of being a 
high-level procrastinator. Similarly, 
exploring episodic future thinking 
from the respondent’s perspective and 
connecting it with the present AP and 
CFC levels could be another area to 
study.

CONCLUSION

 The study aimed at measuring and 
finding out the relationship between 
two critical dimensions of the human 
self. These two concepts are proven 
to be having a significant role in each 
other’s formation and sustenance. 
The results prove that there exists an 
inverse relationship among the tested 
variables. Further exploration of these 
variables under varying contexts and 
subjects will give a pathway to better 
understanding of Self as a concept.
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