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Abstract 

This study investigates consumer perceptions toward eco-friendly products in the 

Tiruchirappalli district of Tamil Nadu, India, with the objective of identifying key 

factors influencing green purchasing behavior. Utilizing primary data collected from 

100 respondents, primarily graduate and postgraduate students from local colleges, the 

research employed a structured questionnaire based on a five-point Likert scale. The 

data was analyzed using factor analysis, which extracted six significant factors: Desire, 

Trustworthiness, Preference, Ethical Concerns, Awareness, and Social Welfare. These 

factors reveal that consumer interest in eco-friendly products is shaped by both intrinsic 

motivations and external influences such as ethical beliefs and environmental 

awareness. The findings highlight a generally favorable attitude toward sustainable 

products among educated youth, though limitations related to sample size and 

geographical scope suggest caution in generalizing results. The study provides valuable 
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insights for marketers, policymakers, and educators aiming to promote environmentally 

responsible consumption and serves as a foundation for future research in similar semi-

urban contexts. 
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1. Introduction 

In recent years, increasing environmental concerns and awareness have significantly 

influenced consumer behavior, leading to a growing demand for eco-friendly products. 

Globally, consumers are becoming more environmentally conscious, seeking products that are 

not only functional but also sustainable in their design, production, and disposal (Ottman, 

Stafford, & Hartman, 2006). The concept of green consumption has gained prominence as 

individuals recognize their role in mitigating environmental degradation through responsible 

purchasing decisions (Peattie & Crane, 2005). Eco-friendly products, often referred to as green 

or sustainable products, are designed to have minimal adverse impact on the environment and 

are typically produced using environmentally benign processes (Chen, 2010). Consumer 

perception plays a pivotal role in the success of these products in the market. However, such 

perceptions are shaped by a combination of personal values, environmental knowledge, socio-

cultural factors, and marketing communications (D’Souza, Taghian, & Lamb, 2006; Gupta & 

Ogden, 2009). Notably, demographic variables such as age, education, and income also 

significantly influence attitudes and purchasing behavior toward green products (Laroche, 

Bergeron, & Barbaro-Forleo, 2001). 

In the Indian context, awareness and adoption of eco-friendly products have witnessed 

a steady rise, especially in urban and semi-urban areas. However, consumer responses can vary 

greatly across regions due to differences in economic, cultural, and educational backgrounds 

(Joshi & Rahman, 2015). Tiruchirappalli, a rapidly developing district in Tamil Nadu, presents 

an ideal setting to examine consumer attitudes toward eco-friendly products, given its blend of 

urban development and traditional values. This study aims to explore and identify the 

underlying factors that influence consumer perception of eco-friendly products in 
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Tiruchirappalli District through a factor analysis approach. By uncovering the key dimensions 

of perception and behavior, the research seeks to provide actionable insights for marketers, 

policymakers, and environmental advocates in promoting sustainable consumption. 

1.1 Eco-Friendly Products 

Eco-friendly products, also referred to as green, sustainable, or environmentally friendly 

products, are those designed, manufactured, used, and disposed of in ways that minimize their 

environmental impact. These products aim to reduce pollution, conserve resources, and support 

ecological balance across their life cycle (Peattie & Crane, 2005). Typically, eco-friendly 

products are characterized by the use of biodegradable, recyclable, or renewable materials; 

energy-efficient production methods; minimal packaging; and reduced carbon emissions 

(Ottman, Stafford, & Hartman, 2006). As sustainability becomes a pressing global concern, 

eco-friendly products serve as tools for both environmental protection and responsible 

consumerism (Chen, 2010). 

Consumer interest in such products has been growing, influenced by rising awareness 

about climate change, waste management, and resource depletion (Rahbar & Wahid, 2011). 

Companies have also increasingly incorporated green marketing practices to appeal to 

environmentally conscious consumers, reinforcing the market relevance of eco-friendly 

offerings (Leonidou, Katsikeas, & Morgan, 2013). However, consumer trust in green claims 

and the perceived authenticity of environmental labels remain critical to purchase decisions 

(D’Souza, Taghian, & Lamb, 2006). Despite the positive perceptions, challenges such as higher 

pricing, limited availability, and lack of awareness in some regions hinder widespread adoption, 

especially in developing countries (Biswas & Roy, 2015). Nevertheless, eco-friendly products 

represent a key frontier in sustainable development and consumer innovation. 

 

2. Review of Literature 

The increasing awareness of environmental issues and the need for sustainable 

development have led to the rise of green consumerism globally. Consumer perception toward 

eco-friendly products has emerged as a significant area of academic interest, particularly in the 

context of emerging economies where environmental consciousness is gradually influencing 

purchase decisions. Biswas and Roy (2015) explored consumer behavior regarding green 

products in emerging economies, highlighting that increased environmental awareness, health 

consciousness, and perceived value significantly shape consumer attitudes. In the Indian 
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context, especially in semi-urban areas such as Tiruchirappalli, these factors are increasingly 

relevant as consumers are becoming more environmentally aware but are still price-sensitive 

and brand-conscious. Green marketing plays a critical role in shaping consumer behavior. 

Boztepe (2012) identified that environmental concern, perceived consumer effectiveness, and 

the credibility of green marketing claims influence consumer buying decisions. This suggests 

that marketing strategies promoting eco-friendly products must be authentic and transparent to 

earn consumer trust. Similarly, Rahbar and Wahid (2011) found that eco-labels, eco-branding, 

and environmental advertisements significantly affect purchase behavior when consumers trust 

the information provided. 

Brand-related factors such as green brand image, green satisfaction, and green trust also 

influence consumer perception. Chen (2010) developed a conceptual framework showing that 

these dimensions are key drivers of green brand equity. This highlights the importance of 

corporate image and consumer experiences with green products in forming positive perceptions 

and loyalty. Consumer trust in environmental labels and certifications is crucial. D’Souza, 

Taghian, and Lamb (2006) conducted an empirical study demonstrating that credible 

environmental labels positively influence consumer perception and willingness to purchase 

green products. However, skepticism toward green claims remains a barrier in many developing 

regions. Ottman, Stafford, and Hartman (2006) cautioned against "green marketing myopia," 

where firms exaggerate environmental claims without delivering actual benefits, thus eroding 

consumer trust. Social and psychological factors also affect green purchasing behavior. 

According to Gupta and Ogden (2009), consumers often face a social dilemma where personal 

interests (e.g., lower prices) conflict with environmental interests (e.g., buying eco-friendly 

products). Their study indicates that social norms and collective responsibility can influence 

decisions, especially in collectivist societies like India, where social approval matters. 

Demographic factors further influence green consumerism. Mostafa (2007) reported 

gender differences in green purchasing, with women showing more concern for environmental 

issues. Laroche, Bergeron, and Barbaro-Forleo (2001) found that higher-income and better-

educated consumers are more likely to pay a premium for eco-friendly products. In semi-urban 

areas like Tiruchirappalli, educational campaigns can play a role in influencing less-informed 

consumers. The theory of planned behavior (TPB) offers a robust framework for understanding 

eco-friendly behavior. Kalafatis et al. (1999) applied TPB to green marketing and found that 

attitudes, subjective norms, and perceived behavioral control significantly impact purchase 

intention. These findings are supported by Kim and Choi (2005), who emphasized the role of 

environmental concern and perceived consumer effectiveness (PCE) as antecedents of green 
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purchasing in collectivist cultures. Among younger consumers, the perception of eco-friendly 

products is shaped by peer influence and identity. Lee (2008) highlighted that young consumers 

are more receptive to green messages and products that align with their self-image. This 

suggests that marketing targeted at youth in Tiruchirappalli could leverage environmental 

identity and peer-group dynamics. 

Marketing mix elements also play a significant role in shaping green purchase 

intentions. Mahmoud (2018) and Leonidou, Katsikeas, and Morgan (2013) stressed that 

integrating green elements into product, price, place, and promotion strategies enhances 

consumer perception and drives sustainable behavior. This is echoed by Peattie and Crane 

(2005), who argued that green marketing must go beyond rhetoric to deliver real environmental 

benefits and value to consumers. Cultural, regional, and environmental contexts further modify 

how consumers perceive eco-friendly products. Joshi and Rahman (2015) reviewed multiple 

studies and emphasized the need for localized research to identify factors specific to different 

regions. In line with this, Wahid, Rahbar, and Shyan (2011) analyzed green purchase behavior 

in Penang and found that environmental knowledge and personal norms significantly influenced 

eco-conscious decisions. In summary, consumer perception toward eco-friendly products is 

multidimensional, influenced by psychological, social, demographic, and marketing factors. In 

semi-urban districts like Tiruchirappalli, these perceptions are still evolving and require 

targeted strategies to improve awareness, trust, and affordability. A factor analysis approach, 

supported by empirical data, can help isolate and understand the key dimensions affecting 

consumer attitudes and guide marketers and policymakers in promoting sustainable 

consumption effectively. 

 

3. Methodology 

This study aims to examine consumer perceptions toward environmentally friendly 

products in the Tiruchirappalli district and provide actionable recommendations for industry 

stakeholders, government bodies, and consumers regarding green marketing strategies. To 

achieve this, primary data was collected using a well-structured and pretested questionnaire 

administered in person. The survey employed a five-point Likert scale ranging from "strongly 

agree" to "strongly disagree" to measure consumer attitudes and opinions. The study focused 

on individuals from various Taluks within Tiruchirappalli, primarily targeting graduate and 

postgraduate students from Bishop Heber College, St. Joseph’s College, Jamal Mohamed 
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College, and other institutions affiliated with Bharathidasan University. The data collection 

occurred between December 2023 and January 2024, yielding responses from 100 participants, 

with the majority aged between 20 and 40 years and a gender distribution of 52% female. Most 

respondents held at least a graduate-level education. 

To analyze the collected data, factor analysis was employed as the primary statistical 

tool. This method allowed the researchers to reduce a large set of observed variables into fewer 

meaningful factors, identifying the underlying dimensions that influence consumer perceptions 

toward eco-friendly products. The analysis helped to uncover patterns and correlations between 

different consumer attitudes and beliefs, offering deeper insights into the drivers of green 

purchasing behavior. The study is exploratory in nature and addresses a significant research 

gap, as there is limited empirical research available specifically in the Tiruchirappalli context. 

However, the findings must be interpreted within the study’s limitations, including a relatively 

small sample size, geographic restriction to Tiruchirappalli, and potential respondent bias. 

These constraints suggest that while the results provide valuable localized insights, broader 

generalizations should be approached with caution. 

 

4. Findings 

The gathered data was analyzed using factor analysis, a statistical technique commonly 

employed to identify underlying relationships among a large set of variables. This analysis was 

conducted using SPSS software on 23 survey statements related to consumer perceptions of 

eco-friendly products. Prior to factor extraction, the Kaiser-Meyer-Olkin (KMO) measure of 

sampling adequacy and Bartlett’s test of sphericity were performed to verify the suitability of 

the data for factor analysis. Explanatory factor analysis was then applied to uncover the latent 

constructs and examine the interrelationships among the key interval-scaled variables. To 

ensure the reliability and internal consistency of the data, a Cronbach’s alpha test was 

conducted, yielding a value of 0.814, which indicates strong reliability. The data analysis 

followed a systematic procedure to extract meaningful factors that provide insight into 

consumer perceptions toward environmentally friendly products. 
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Table -1 KMO and Barlett’s Test 

Kaiser-Meyer-Olkin 

Measure of Sampling 

Adequacy 

728 

Bartlett Test of 

Sphericity 

Approx chi square 637.78 

df 
253 

sig. 
.000 

 

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy for the dataset is 0.728, 

which falls within the acceptable range (values between 0.7 and 0.8 are considered good). This 

indicates that the sample size is adequate for conducting factor analysis and that the correlations 

among variables are sufficiently compact to yield reliable factors. Bartlett’s Test of Sphericity 

shows a chi-square value of 637.78 with 253 degrees of freedom and a significance level of 

0.000 (p < 0.05). This significant result rejects the null hypothesis that the correlation matrix is 

an identity matrix, confirming that the variables are correlated enough to proceed with factor 

analysis. Together, these tests confirm that the dataset is suitable for factor analysis, ensuring 

the extracted factors will meaningfully represent the underlying structure of consumer 

perceptions toward eco-friendly products. 

In this study, orthogonal rotation using the Varimax method was employed for factor 

analysis. Varimax rotation is preferred when the objective is to obtain factors that are 

uncorrelated, allowing for clearer interpretation of the distinct underlying dimensions. Factors 

were extracted based on the latent root criterion, where only factors with Eigenvalues greater 

than one are considered significant. The analysis revealed seven significant factors with 

Eigenvalues of 5.166, 1.840, 1.738, 1.406, 1.288, 1.254, and 1.157 respectively, all exceeding 

the threshold of one. These factors collectively explain 60.219% of the total variance in the 

data, indicating that the factor solution captures a substantial portion of the information 

contained within the original variables. Although about 39% of the variance remains 

unexplained, the results suggest a robust factor structure that reasonably represents the 

consumer perceptions of eco-friendly products in the Tiruchirappalli district. 
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The table summarizes the rotated factor loadings for 23 variables (S1 to S23) across 7 

extracted components. Each loading represents the correlation between a variable and a 

component, where higher absolute values indicate stronger associations. Loadings above ±0.4 

are generally considered significant for interpretation purposes. For instance, variable S5 loads 

highly on Component 1 (0.781), suggesting that this item is strongly associated with the first 

factor. Similarly, S3 (0.750) and S4 (0.845) show strong loadings on Components 2 and 3, 

respectively, indicating distinct underlying constructs captured by these components. 

Some variables demonstrate cross-loadings (moderate loadings on multiple 

components), but in general, many items show a clear pattern of high loading on one component 

and low on others, suggesting a relatively clean factor structure. For example, S8 loads strongly 

on Component 5 (0.779), while S7 loads on Component 6 (0.667), highlighting their unique 

contributions to distinct factors. The "Communalities" column on the far right indicates the 

proportion of each variable's variance explained by all seven components combined. Higher 

communalities (closer to 1) suggest that the factor solution accounts well for the variance in 
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those variables—e.g., S3 (0.768) and S5 (0.769) are well explained, while S14 (0.388) and S16 

(0.453) are less so. 

Finally, the eigenvalues at the bottom indicate the amount of variance explained by each 

component, with Component 1 explaining the most (5.166 units, 14.917% of total variance). 

The cumulative variance explained by the seven components is approximately 60.219%, which 

is reasonably acceptable in social sciences, indicating a meaningful but not exhaustive 

representation of the data’s variance. 

 

 

 

The table groups consumer behavior statements into six meaningful factors, each 

representing a distinct dimension of eco-friendly consumer behavior. The first factor, labeled 

"Desire", includes items reflecting strong personal inclination toward environmentally 

responsible products (e.g., checking for recycle labels, preferring reusable containers, or 

energy-saving items). These items have high loadings (e.g., 0.796, 0.781), showing a strong 
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correlation with the underlying construct of internal motivation or desire for green 

consumption. 

The second factor, "Trustworthiness", captures consumer behavior influenced by beliefs 

about reliability, safety, and green responsibility, such as avoiding excess packaging and toxic 

chemicals, or paying more for eco-friendly products. These moderate to high loadings (0.750 

to 0.419) suggest these items collectively reflect trust in green practices and sustainable product 

claims. 

"Preference", the third factor, comprises statements about consumer choices like 

preferring organic items, CFL lights, and economically viable green products. The loadings 

(e.g., 0.845, 0.543) imply a behavioral leaning toward such products based on practical or 

habitual preferences rather than moral obligation. 

The fourth factor, "Ethical", relates to regulatory or systemic support for green practices. 

Items here (e.g., government role, company accountability) indicate the belief that ethical 

governance and policy frameworks are essential in promoting sustainable consumption. The 

loadings (e.g., 0.790, 0.623) confirm the salience of ethics as a distinct component of consumer 

mindset. 

The fifth factor, "Awareness", emphasizes the consumer's cognitive engagement with 

product quality and waste avoidance (e.g., rejecting plastic, valuing eco-quality). These 

responses reflect environmental knowledge and consciousness, with relatively strong loadings 

(e.g., 0.779, 0.556). 

Lastly, the sixth factor, "Social Welfare", involves a broader concern for animal welfare 

and the influence of green marketing. Items like avoiding animal-tested products and 

disregarding green advertisements when making decisions reflect a socially driven 

environmental ethic. Loadings of 0.645 and 0.510 show this to be a moderately strong factor in 

shaping behavior. 

 

5. Conclusion 

This study examined consumer perceptions toward eco-friendly products in the 

Tiruchirappalli district using a factor analysis approach. The analysis identified six underlying 

dimensions that shape green consumer behavior: Desire, Trustworthiness, Preference, Ethical 

Concerns, Awareness, and Social Welfare. These factors suggest that consumers' decisions to 

purchase environmentally friendly products are influenced not only by personal attitudes and 
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habits but also by trust in product claims and broader ethical considerations. The findings 

highlight a generally positive disposition among educated young consumers toward green 

products, particularly when these products are perceived as reliable, ethically produced, and 

socially responsible. 

Although the study provides valuable insight into the local context, it is not without 

limitations. The relatively small sample size, geographic focus limited to Tiruchirappalli, and 

reliance on self-reported data introduce some degree of response bias. Consequently, while the 

findings offer meaningful direction for green marketing strategies, caution is advised when 

generalizing the results to wider populations. Nevertheless, the study successfully fills an 

empirical gap in the regional literature and offers a solid foundation for further exploration. 

Recommendations 

For Marketers and Businesses: Firms should clearly communicate the environmental 

benefits of their products through labeling, branding, and transparent messaging. Ensuring 

affordability and accessibility of eco-friendly options can further motivate consumer purchase 

behavior. Marketers should also consider emotional and ethical appeals in campaigns, 

connecting with consumers' personal values and their concern for the planet. 

For Government and Policymakers: There is a need for initiatives that enhance 

environmental literacy, such as incorporating sustainability education in academic curricula. 

Stronger regulatory frameworks are essential to hold companies accountable for green claims. 

Additionally, incentive structures—such as tax breaks for producers of eco-friendly goods and 

discounts for consumers making green choices—could encourage broader participation in 

sustainable consumption. 

For Consumers: Consumers themselves must become more proactive in learning about 

the environmental impact of their purchases. Choosing certified green products, minimizing 

single-use plastics, and supporting local eco-conscious businesses are key steps. Participation 

in environmental awareness programs, sustainability forums, and advocacy campaigns can help 

spread a culture of green responsibility within the community. 

Implications 

Academic Implication: This research contributes to the growing body of literature on 

green consumer behavior in developing economies, particularly in under-researched regions 

like Tiruchirappalli. The six-factor model developed can serve as a framework for future studies 

examining sustainability perceptions in similar demographic contexts. 

Managerial Implication: The findings provide practical insights for marketers and 

business strategists aiming to develop or promote eco-friendly products. Understanding which 
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psychological and ethical dimensions influence consumer behavior allows businesses to design 

more targeted and effective green marketing strategies. 

Policy Implication: Government agencies and public policy designers can use these 

insights to shape programs that align with consumer values. By addressing trust, awareness, 

and ethical expectations, policymakers can foster stronger public engagement with 

environmental initiatives and promote long-term behavioral change. 

 

References: 

[1] Al-Kwifi, O. S., & Ahmed, Z. U. (2015). An intellectual journey into the historical 

evolution of marketing research in brand switching behavior–past, present and 

future. Journal of Management History, 21(2), 172-193. 

[2] Alshurideh, M., Bataineh, A., Alkurdi, B., & Alasmr, N. (2015). Factors affect mobile 

phone brand choices–Studying the case of Jordan universities students. International 

Business Research, 8(3), 141-155. 

[3] Anithabose, S., & Gnanaraj, G. (2023). Financial Performance of Indian Public Sector 

Banks Before and During COVID-19 Pandemic. A Journal of Management, 1, 19. 

[4] Anitha Bose, S. (2025). Influence by design: How content format affects consumer 

perception and behavior on Indian social media. International Journal of Research in 

Commerce and Management Studies (IJRCMS), 7(3), 401–413. 

[5] Anitha Bose, S. (2025). Organisational agility as an HR competitive advantage in the 

age of AI: A systematic literature review with insights from ChatGPT. Asian Journal of 

Management and Commerce, 6(1), 1320–1333. 

[6] Anithabose, S., & Gnanaraj, G. Financial performance evaluation based on economic 

value added (EVA): A study of steel authority of India ltd listed in Bombay Stock 

Exchange (BSE). International Journal of Management (IJM), 11(9), 1903-1913. 

[7] Anithabose, S., & Gnanaraj, G. (2020). Financial performance evaluation based on 

economic value added and financial ratios: An empirical study. International Journal 

of Management (IJM), 11(10), 2278-2289. 

[8] Biswas, A., & Roy, M. (2015). Green products: An exploratory study on the consumer 

behaviour in emerging economies of the East. Journal of Cleaner Production, 87, 463–

468. 

[9] Boztepe, A. (2012). Green marketing and its impact on consumer buying behavior. 

European Journal of Economic and Political Studies, 5(1), 5–21. 



Exploring Consumer Perception of Eco-Friendly Products: A Factor Analysis Study in Tiruchirappalli District 

https://iaeme.com/Home/journal/IJM 282 editor@iaeme.com 

[10] Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green 

satisfaction, and green trust. Journal of Business Ethics, 93(2), 307–319. 

[11] D’Souza, C., Taghian, M., & Lamb, P. (2006). An empirical study on the influence of 

environmental labels on consumers. Corporate Communications: An International 

Journal, 11(2), 162–173. 

[12] Delafrooz, N., Taleghani, M., & Nouri, B. (2014). Effect of green marketing on 

consumer purchase behavior. QScience Connect, 2014(1), 1–9. 

[13] Gupta, S., & Ogden, D. T. (2009). To buy or not to buy? A social dilemma perspective 

on green buying. Journal of Consumer Marketing, 26(6), 376–391. 

[14] Hamid, N. A., Rahman, M. F. A., & Lau, W. K. (2011). The effectiveness of green 

advertising on green purchase behavior. World Review of Business Research, 1(1), 72–

80. 

[15] Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and future 

research directions. International Strategic Management Review, 3(1), 128–143. 

[16] Kalafatis, S. P., Pollard, M., East, R., & Tsogas, M. H. (1999). Green marketing and 

Ajzen’s theory of planned behaviour: A cross-market examination. Journal of 

Consumer Marketing, 16(5), 441–460. 

[17] Kim, Y., & Choi, S. M. (2005). Antecedents of green purchase behavior: An 

examination of collectivism, environmental concern, and PCE. Advances in Consumer 

Research, 32, 592–599. 

[18] Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who are 

willing to pay more for environmentally friendly products. Journal of Consumer 

Marketing, 18(6), 503–520. 

[19] Lee, K. (2008). Opportunities for green marketing: Young consumers. Marketing 

Intelligence & Planning, 26(6), 573–586. 

[20] Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2013). Greening the marketing 

mix: Do greeners lead to greener? International Journal of Business and Social Science, 

4(7), 1–10. 

[21] Mahmoud, T. O. (2018). Impact of green marketing mix on purchase intention. 

International Journal of Advanced and Applied Sciences, 5(2), 127–135. 

[22] Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green purchase 

behaviour. The Journal of International Consumer Marketing, 19(2), 17–31. 

[23] Ottman, J. A., Stafford, E. R., & Hartman, C. L. (2006). Avoiding green marketing 

myopia. Environment, 48(5), 22–36. 



K. Manjuladevi, M. Vasantha 

https://iaeme.com/Home/journal/IJM 283 editor@iaeme.com 

[24] Peattie, K., & Crane, A. (2005). Green marketing: Legend, myth, farce or prophesy? 

Qualitative Market Research: An International Journal, 8(4), 357–370. 

[25] Rahbar, E., & Wahid, N. A. (2011). Investigation of green marketing tools’ effect on 

consumers’ purchase behavior. Business Strategy Series, 12(2), 73–83. 

[26] Smith, S., & Paladino, A. (2010). Eating clean and green? Investigating consumer 

motivations towards the purchase of organic food. Australasian Marketing Journal, 

18(2), 93–104. 

[27] Wahid, N. A., Rahbar, E., & Shyan, T. S. (2011). Factors influencing the green purchase 

behaviour of Penang environmental volunteers. International Business Management, 

5(1), 38–49. 

 

 

 

Citation: K. Manjuladevi, M. Vasantha. (2025). Exploring Consumer Perception of Eco-Friendly Products: A 

Factor Analysis Study in Tiruchirappalli District. International Journal of Management (IJM), 16(3), 270-283. 

 

Abstract Link: https://iaeme.com/Home/article_id/IJM_16_03_020 

 

Article Link:  

https://iaeme.com/MasterAdmin/Journal_uploads/IJM/VOLUME_16_ISSUE_3/IJM_16_03_020.pdf 

Copyright: © 2025 Authors. This is an open-access article distributed under the terms of the Creative Commons 

Attribution License, which permits unrestricted use, distribution, and reproduction in any medium, provided the 

original author and source are credited. 

Creative Commons license: Creative Commons license: CC BY 4.0   

✉ editor@iaeme.com 

 


