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Abstract
Many studies have investigated the relationship between financial literacy and stock 
market participation. However, there are limited studies regarding the association 
between students’ financial literacy level and stock market participation in Nepal. 
So, the study is aimed to discover the relationship between students’ financial 
literacy level and their stock market participation. The study has explored gender as 
moderating variable. The independent variable: financial literacy is further classified 
into basic financial literacy and advance financial literacy, whereas the dependent 
variable is stock market participation. For data collection, a structured questionnaire 
was distributed among 144 students, out of which 134 students represent the sample 
size. Undergraduate students of ward 16 of Kathmandu metropolitan city were the 
study population, which is 3,040. Thus, the required sample size was only 97 using 
the Yamane equation. The descriptive and relational research designs were used in 
the study. The statistical tools used for data analysis were Mann- Whitney U test, 
and Spearmen rank correlation analysis. The finding concludes that financial literacy 
level and student’s stock market participation are positively associated with each 
other. Further, the finding shows that gender has no moderating effect on financial 
literacy level but has a significant effect on stock market participation level. 

Keywords: basic financial literacy, advance financial literacy, stock market 
participation, students

1. Background of the problem
Knowledge regarding financial assets directs and determines the status of stock market 
participation among individuals (Guiso & Jappelli, 2005). Even though people of all 
ages require financial awareness and literacy, young undergraduate students should have 
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a high level of financial literacy because their knowledge level affects their family's 
financial well-being right after they get married (Danes & Hira, 1987). But surprisingly, 
financial literacy is minimal among young individuals and students between the ages of 
18 to 24 (Ibrahim, Harun, & Isa, 2009) and they are unsophisticated regarding effective 
handling of their money (Feldman, 1976). Many individuals don’t participate in the stock 
market simply because they have little or no knowledge of stocks and the stock market 
(Rooij, Lusardi, & Alessie, 2011). 

The stock market plays a crucial role in the economy. Efficient and effective stock market 
participation supports the economic growth of the country (Masoud, 2013). For efficient 
and sustainable market participation and overall growth of the market, investor literacy 
and their commitment to long-term investment is a must (Kadariya, Subedi, Joshi, & 
Nyaupane, 2012). In this context, literacy means financial literacy which in simple 
parlance is understanding of financial instruments and the financial market. 

Across the globe, investors are increasing rapidly and are investing more actively than 
before due to the availability of information and ease of investing remotely (Relli, 2021). 
In Nepal, after the adaptation of the online trading system in NEPSE in 2018, there has 
been tremendous growth in investors investing in the stock market (Securities Board of 
Nepal, 2021). Along with ease of technology, there has been the introduction of various 
unique and complex types of financial products and services, making it very difficult 
to analyze and understand these products and services for financially novice investors 
(Rooji, Lusardi, & Alseeie, 2007). 

Additionally, in Nepal, out of the total dematerialized beneficiary accounts, which is the 
most required element to invest in securities, only 38.7 percent of accounts are owned 
by women, which indicates their lower participation in the stock market (Dhungana, 
2020). There might be substantial welfare loss for women from not participating in the 
stock market since equity investment and equity return are essential determinants of the 
long-run return to individual savings (Cocco, Gomes, & Maenhout, 2005). In 2017, the 
government of Nepal (GoN) shared a vision to create financial awareness among students 
and promote inclusive participation in all economic activities through Nepal’s Financial 
Sector Development Strategy (FSDS). 

But despite the great priority for financial literacy and inclusive participation, there 
is a lack of studies that examine various determinants of undergraduate students’ stock 
market participation in Kathmandu. Also, limited research was carried out to examine the 
moderating effect of gender in the relationship between financial literacy and stock market 
participation. Thus, it is necessary to carry out a study that aims to analyze the relationship 
between financial literacy and stock market participation and find out if there is a moderating 
effect of gender in this relationship. This research aims to answer the following questions: 

  What is the level of financial literacy and stock market participation across male and 
female undergraduate students in Kathmandu?

 What is the relationship of financial literacy with the stock market participation of 
undergraduate students in Kathmandu?
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2. Objectives of the study
Stock market participation and its determinants being crucial factors contributing to the 
economic welfare of people are prioritized and studied profoundly in developed counties. 
However, in developing countries like ours, there are very limited studies. On top of that, 
minuscule research was carried out using undergraduate students as a sample. Similarly, 
female counterparts were found to be negligible in terms of both market participation, 
and previous research carried out. So this paper has attempted to measure gender as 
moderating variable. The major objective of the study is to examine the relationship 
of financial literacy with the stock market participation of undergraduate students in 
Kathmandu. The specific purposes of the study are:

  To examine the level of financial literacy across male and female undergraduate 
students in Kathmandu;

  To examine the level of stock market participation across male and female 
undergraduate students in Kathmandu; and

  To analyze the relationship of financial literacy with stock market participation of 
undergraduate students in Kathmandu.

3. Literature survey 
Among various theories, the theory of Financial Self-Efficacy (FSE) is regarded as an 
important theory in behavioral finance. The theory of Financial Self-Efficacy (FSE) is 
considered a unifying theory of behavioral change. This theory was developed and derived 
from the Self-Efficacy theory. The Self-Efficacy theory argues about the perceived ability of 
an individual that he can do anything if he decides to do it (Bandura, 1997). Financial self-
efficacy (FSE) refers to one’s belief in their ability to achieve financial goals (Forbes & 
Kara, 2010). FSE helps to understand how individuals manage their ability to understand 
financial products and services if they feel the necessity to learn and be well-literate 
and hence the level of self-efficacy is influenced by various factors such as mastery 
experiences, vicarious experience or modeling, verbal persuasion, and physiological and 
affective state (Muizzuddin, Ghasarma, Putri, & Adam, 2017). 

Financial literacy is knowledge about the stock market and various financial instruments. 
Previous studies have focused on advanced financial literacy. We find that basic financial 
literacy can explain a large part of the gender gap in stock market participation. Several 
studies were conducted to see the effect of advanced financial literacy on share market 
participation. But very few studies were done to see if the gap in financial literacy was 
caused by gender differences (men and women). 

Thapa and Nepal (2015) conducted a study to examine the financial literacy of college 
students in Nepal. The study's main objective was to discover the status of financial 
literacy among college students in Nepal and examine its relationship based on students’ 
demographic, educational, and personality characteristics. The study concluded college 
students were familiar with the basic concept of financial literacy, and the level of 
financial literacy was determined by their family, income, age, stream of education, type 
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of college they study, and their financial attitude. Similar research was carried out by 
Ibrahim, Harun, and Isa (2009) which aimed at assessing the level of financial literacy 
among degree students in the UiTM Kedah campus in Malaysia. The level of financial 
literacy was found to be influenced by gender and mother’s education background 
but not by programs and semester(parts). Results concluded limited financial literacy 
among students between 18 and 24 years in Malaysia. Suggestion to conduct money 
management and financial training targeting students below age 18 was given. Thus, the 
study hypothesizes:

H01: There is no significant median difference on the financial literacy level across male 
and female undergraduate students in Kathmandu. 

Danes and Hira (1987) carried out research to describe the money management knowledge 
of college students and to identify those students’ characteristics that justify the differences 
in knowledge. In the study, money management covered five areas which were credit 
cards, insurance, personal loans, record keeping, and overall financial management. It 
was found students had a lower level of knowledge in insurance, credit cards, and overall 
financial management areas. Students’ sex, marital status, and age were significant in 
explaining the difference in the level of knowledge in various areas. 

Kadariya, Subedi, Joshi, and Nyaupane (2012) intended to find out the relationship 
between investor awareness and volume of equity investment in the secondary market of 
Nepal. The study also aimed to analyze the accessibility of market information to equity 
investors. The study concluded that there is a problem with access to market information 
for equity investors in the secondary market. The study concluded by stating the necessity 
of information accessibility to investors in order to increase their awareness level which 
will then increase the level of equity investment. 

Dangol and Shakya (2017) aimed to analyze the investment pattern of financially 
literate persons in Nepal. This study concluded that high financial literacy guides people 
to choose riskier investments while they expect high returns. Also, Bhushan (2014) 
conducted research to study how the financial literacy level of salaried individuals affects 
their awareness and investment preferences toward financial products. The study showed 
that respondents in the high financial literacy category had a higher level of awareness 
regarding financial products and were inclined towards investment activities. In contrast, 
respondents in the low financial literacy group showed a higher preference for bank 
deposits and post office savings. 

Rooji, Lusardi, and Alseeie (2007) researched to understand the independent effect of 
financial literacy on stock market participation. Results showed even with a higher level 
of education; financial literacy was very low. A positive relationship between high literacy 
and participation was found even when a large set of demographic features and income 
and wealth were controlled. Thus the study concluded that a low level of financial literacy 
results in low-level stock market participation.

Almenberg and Dreber (2011) carried out research to explore the relationship 
between the gender gap in stock market participation and financial literacy. The 
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primary objective of this study was to examine whether the wildly seen gender 
gap in stock market participation could be justified by the difference in financial 
literacy between men and women. The result showed women were less likely to 
participate in the stock market. Also, women were more educated, had low income, 
and scored lower on basic as well as advanced financial literacy. Furthermore, the 
study stated that women were typically less risk-takers than men. The research came 
to a conclusion that the gender gap in stock market participation disappeared when 
investment knowledge, risk attitude, and education were controlled. Based on these 
reviews following hypotheses are formulated:

H02: There is no significant median difference on the stock market participation level 
across male and female undergraduate students in Kathmandu.

H03: There is no significant relationship of financial literacy with stock market participation 
of undergraduate students in Kathmandu. 

Barasinska and Schafer (2017) investigated the importance of social norms for shaping 
the decision of women and men to participate in the stock market and aimed to disentangle 
the various channels playing a role in this decision. The study claimed that in countries 
with a higher asymmetry in gender role prescriptions, women were more likely to make 
investments that were overly adverse risk compared with the self-reported risk tolerance 
level. The finding of the study was consistent with the interpretation that female investor’s 
behavior is shaped by gender role prescriptions. 

In this regard, the research framework of the study is shown in Figure 1. Financial literacy 
was an independent variable and was classified into basic financial literacy and advance 
financial literacy. Gender was used as moderating variable to see its influence in the 
relationship between dependent and independent variables.

Stock market participation 

Gender (Male and Female)  

Financial literacy 

• Basic financial literacy
• Advance financial literacy

Figure 1. Research framework of the study

Financial literacy is the knowledge and understanding of financial concepts and risks 
and also having skills, motivation, and confidence to apply such knowledge to make 
effective decisions in order to enhance the financial well-being of individuals and society 
(Organization for Economic Co-operation and Development, 2005). Financial literacy 
is the ability to understand financial products and the financial market. There are large 
varieties of financial products and also the financial market is very diversified, so financial 
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literacy is further classified into basic financial literacy and advance financial literacy. 
Basic financial literacy is measured by one’s ability to understand interest compounding, 
inflation, time value of money, and money illusion. Likewise, advance financial literacy 
comprises knowledge regarding the function of the market, ownership status of stocks, 
risk and rewards associated with various financial instruments, and effects of interest 
fluctuation. Thus, students possessing both basic and advance financial literacy are 
considered financially literate and will therefore be encouraged to participate in the stock 
market.

Stock market participation is the ownership of shares in a company or property, and the 
purchase of these shares can be made through options or by allowing partial ownership 
rights in exchange for financing (International Monetary Fund, 1988). Household 
ownership of any shares in publicly held corporations, mutual funds, or investment 
trusts is considered as stock market participation (Giannetti & Wang, 2016). So, simply 
stock market participation is purchasing shares either through initial public offerings or 
directly from the secondary market. Stock market participation is influenced by economic 
conditions, availability of market information, ease of participation, financial literacy, 
and the like. Here in the study, stock market participation is measured by preferability 
and easiness degree to invest in stocks, level of risk-taking, investment frequency, and 
choice of channel to invest in stocks. Therefore, this study intends to measure all these 
determinants of stock market participation.

4. Research methodology 
Research methods are the strategies and processes used in collecting and analyzing 
data. This section presents the research methods designed to accomplish the study 
objectives. It briefly describes the research design, population, and analysis tools 
used in the study. 

The research design refers to the overall tactics that the researcher chooses to combine the 
different components of the study in a systematic and logical way, along with ensuring the 
chosen design will effectively address the research problem (Vaus, 2001). A quantitative 
research design was applied in this study. In regard to the study's objectives, descriptive 
and relational were used to address every issue critically. The descriptive research design 
was used to develop statistical information regarding student’s demographic profiles, 
behaviors, and traits. Similarly, the relational research design was applied to discover if 
there is a relationship between independent and dependent variables.

The population is defined as the pool of individuals from which a statistical sample 
is drawn for any given study. A good sample should adequately represent the 
characteristics of the entire population. The population selected for the study was 
undergraduate students from ward 16 of Kathmandu metropolitan city. Samples 
were drawn conveniently representing students enrolled in management and non-
management programs in both government and private colleges. According to 
the University Grant Commission (2021) population of undergraduate students in 
Bagmati province is around 3.6 percent. Using this assumption, 3.6% of the total 
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population of ward 16 of KMC is our sample population i.e. 3,040. Hence, the 
required sample size is 97, which assumes a margin error of ±10 (Yamane, 1967). 
However, 134 valid samples were gathered and used in the study. The day before 
the collection of the sample, permission to collect the sample was received from the 
college head of that particular college. The sample was collected from 26th September 
to 28th September, 2021. On the day of sample collection, respondents were gathered 
together in classrooms in their respective colleges and were requested to fill out the 
questionnaire. Respondents responded in real-time in the classroom in a somewhat 
controlled setting. 

Both primary and secondary data were used in the study. For the collection of primary 
data, a survey questionnaire was designed. A structured questionnaire consisting of 18 
items was developed, and a total of 144 questionnaires were self-administrated. The 
questionnaire was kept confidential among participants till the time of the survey, and 
the use of a calculator, mobile phone, and the internet was restricted. A total of three sets 
of unique questionnaires were prepared by changing the order of questions and answers 
from the first set of questionnaires. This was done to control students from copying 
answers from each other which will increase the validity of responses. 13 questions were 
in the form of 5 points Likert scale. Among these 13 Likert scale questions, the first 
9 questions were objective in nature so each had a different choice of answer and had 
a particular correct answer. Out of 9 questions, 4 questions were aimed at measuring 
basic and 5 questions were aimed at measuring advanced financial literacy, and these 
questions were compiled and used by Rooji, Lusardi, & Alseeie (2007). And remaining 
4 items with answers ranging from strongly disagree to strongly agree were used to 
measure stock market participation level. These items were derived from the research 
work of Bhushan (2014) and were slightly modified. Likewise, secondary data was used 
to compliments primary data, which was collected through various textbooks, journals, 
and research articles.

Various statistical tools were used after coding and inputting surveyed data. Different 
descriptive statistical tools were used for data representation such as frequency, percentage 
cross-tabulation, bar-diagram, mean, median, mode, standard deviation, and variance. 
Similarly, different inferential tools were used for data analysis and testing hypotheses, 
such as Mann- Whitney U test and Spearmen rank correlation analysis. In the study, 
the Mann- Whitney U test is performed to calculate the median differences in financial 
literacy and stock market participation across males and females. In addition, spearmen 
rank correlation analysis is performed for this study due to the ordinal nature of data in 
independent variables. Here, correlation is carried out to find the degree of association 
between independent and dependent variables for all samples.

5. Presentation and analysis of the data 
Various statistical tools and techniques are used to measure the effect of financial literacy 
on student’s stock market participation. Both descriptive and inferential analysis are 
employed for uncovering results and findings. 
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Figure 2. Gender of the respondents

The Figure 2 needless to say, describes the respondent’s outline according to their 
gender. There is a difference in participation in terms of gender, as evident in Figure 2. 
There were 134 respondents in the study. Among 134 respondents, 35 were male, and 99 
were female. Hence, the majority 73.9 percent of the respondents were female, and the 
remaining 26.1 percent of the respondents were male. 
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Figure 3. Age group of the respondents
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The Figure 3 illustrates the respondent’s outline on the basis of their age group. Out of 
total 134 respondents, 40 respondents were below 20 years, and 94 respondents were 
between 20 and 26 years. The Figure 3. clearly portrays the majority 70.1 percent belong 
to the 20-26 age group, whereas the rest 29.9 percent were below 20 years.
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Figure 4. Education stream of the students

The Figure 4 shows respondent’s profiles on the basis of their education stream. Out 
of the total 134 respondents, 76 respondents were from the management stream, and 
58 respondents were from the non-management stream. The Figure 4 shows that 56.7 
percent of respondents belong to the management stream, whereas 43.3 percent are from 
the non-management stream. 

Table 1
Basic financial literacy 

Basic literacy questions
Correct Incorrect Total
N % N % N %

Interest compounding 51 38.10% 83 61.94% 134 100.04%
Inflation 44 32.80% 90 67.16% 134 99.96%
Time value of money 53 39.60% 81 60.45% 134 100.05%
Money illusion 53 39.60% 81 60.45% 134 100.05%
Mean 50.25 37.53% 83.75 62.50% 134 100.03%

Basic financial literacy measures the knowledge of respondents on different aspects, 
namely interest compounding, inflation, time value of money, and money illusion.  
Table 1 shows student’s literacy level in basic finance. Out of a total of 134 students, only 
about 50 students know the correct answers to questions related to basic financial literacy, 
which is just 37.53%. Maximum of respondents about 63% gave the wrong answers. 
Since very few students state they do not know the answer, they are treated similarly as 
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students giving wrong answers. Among four questions asked, inflation-related questions 
were answered incorrectly by most of the respondents.

Table 2
Advance financial literacy 

Advance literacy questions
Correct Incorrect Total

N % N % N %
Which of the following statements describes  
the main function of the stock market?

75 56.00% 59 44.03% 134 100.03%

Which of the following statements is correct?  
If somebody buys the stock of firm B in the 
stock market.

72 53.70% 62 46.27% 134 99.97%

Considering a long time period (for example 
10 or 20 years), which asset normally gives  
the highest return?

57 42.50% 77 57.46% 134 99.96%

When an investor spreads his money among 
different assets, does the risk of losing money:

55 41.00% 79 58.96% 134 99.96%

If the interest rate falls, what should happen to 
bond prices?

32 23.90% 102 76.12% 134 100.02%

Mean 58.2 43.42% 75.8 56.57% 134 100.0%

Table 2 illustrates the advance financial literacy level of students in Kathmandu. Advance 
financial literacy includes understanding the functioning of the stock market, the risk 
and return of different assets, and the effect of interest fluctuation in the price of bonds. 
Among 134 students, on average only about 58 students know the correct answer which 
is around 43% of the total sample. The remaining 57% of students do not know the 
correct answer.

Due to a minuscule number of students stating that they do not know the answer, they 
are generalized and treated similarly to students giving wrong answers. Question with 
the maximum correct answer is about the functioning of the stock market. Likewise, 
the question with the minimum correct answer is regarding the effect of interest rate 
fluctuation on bond price. 

Student’s stock market participation was accessed by asking their opinions regarding 
different statements related to market participation. To collect their opinion, a 5-point 
Likert scale was used. From interpreting tabulated responses of the students in Table 
3, it shows that students are undecided about the statement of being comfortable 
investing in stock with a weighted mean of 3.27. Respondents also cannot decide 
their preference to invest in stocks over bank savings and fixed deposits with a 
weighted mean of 3.32.

Similarly, students have a neutral response to statements regarding taking high risk for 
high return and regarding frequently investing in stocks with a weighted mean of 3.01 
and 3.08 respectively. 
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Table 3
Survey on stock market participation

Statements
Rating Total 

responses
Weighted 
value

Weighted 
meanSDA DA U A SA

I find it comfortable to invest in 
stocks. 25 9 32 41 27 134 438 3.27

I prefer investing in stocks more 
than bank saving and fixed 
deposits.

18 18 37 25 36 134 445 3.32

I am willing to take high risk for 
high return. 25 20 41 24 24 134 404 3.01

I invest frequently in stock 
market. 20 25 35 32 22 134 413 3.08

Grand weighted mean        3.17

Results of descriptive statistics for the dependent variable, stock market participation is 
given in Table 4. Descriptive statistics mean, median, and standard deviation of stock 
market participation for all sample respondents and for male respondents and female 
respondents separately is given in the table. 

Table 4
Descriptive statistics of stock market participation

Sample/Statistics N Mean Median STD
Male 35 3.62 3.75 0.97
Female 99 3.01 3.00 0.95
All 134 3.17 3.25 0.99

The table shows that the mean stock market participation for all samples is 3.17. The 
mean for a male sample is 3.62, which is higher than all sample mean and also higher 
than the mean for a female sample, which is 3.01. The median of the total sample is 
3.25. Likewise, the median for just male sample is 3.75 and for a female sample is 3.00. 
Both mean and median tell us that stock market participation of male students is greater 
than female students. The standard deviation for all samples is 0.99, which is greater 
than the values of both male and female samples. The female sample is found to have 
the lowest standard deviation of 0.95, whereas the male sample has a standard deviation 
of 0.97. This output interprets that there is more variation in male’s mean stock market 
participation than female’s mean stock market participation. 

The Mann- Whitney U test is used to measure median difference when there are only 
two levels in moderating variables. Here in Table 5, Mann- Whitney U test is performed 
to measure the median difference of stock market participation across gender: male and 
female. The median difference in this study was preferred over the mean as it reduces the 
effect of extremely large or small values in data.

Relationship between Financial Literacy and Student’s Stock ... : Acharya and Hamal
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Table 5
Mann- Whitney U test across gender

Test Statisticsa Basic financial 
literacy

Advance  
financial literacy

Stock market 
participation

Mann-Whitney U 1378.5 1357 1114
Wilcoxon W 6328.5 6307 6064
Z -1.852 -1.95 -3.145
Asymp. Sig. (2-tailed) (0.064) (0.051) (0.002)
a Grouping Variable: Gender. The values in parentheses are p-values.

The p-value for basic financial literacy and advance financial literacy is found to be 
0.064 and 0.051 respectively. Both the p-values are greater than 0.05 which concludes 
that there is no significant median difference on each basic financial literacy level and 
advance financial literacy level across male and female respondents. Similarly, the 
p-value for stock market participation is 0.002, which is less than 0.01. So, the null 
hypothesis is rejected at a 99% confidence level. Therefore, there is a significant 
median difference on stock market participation across male and female undergraduate 
students in Kathmandu.

Table 6
Correlation analysis

Variables  Basic financial 
literacy

Advance 
financial 
literacy

Stock market 
participation

Basic financial literacy Correlation Coefficient 1
Sig. (2-tailed)

Advance financial  
literacy

Correlation Coefficient .422** 1
Sig. (2-tailed) (0.001)

Stock market  
participation

Correlation Coefficient .293** .370** 1
Sig. (2-tailed) (0.001) (0.001)  

** Correlation is significant at the 0.01 level (2-tailed). The values in parentheses are p-values.

Spearmen correlation analysis of the variable is performed for all samples which is 
presented in Table 6. The table visualizes that the p-value of 0.001 is less than 0.01 so, 
the correlation between basic financial literacy and stock market participation is positive 
and significant at a 99% confidence level with a correlation coefficient of 0.293. Thus, it 
concludes a significant relationship between basic financial literacy and undergraduate 
students' stock market participation. Similarly, a p-value of 0.001 which is less than 0.01, 
makes the association between advance financial literacy and stock market participation 
positive and significant at a 99% confidence level with a correlation coefficient of 0.370. 
Therefore, it concludes a significant relationship between advance financial literacy and 
stock market participation.
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6. Findings and discussion 
 The major findings of the study are as follows: 

 There is no significant difference in basic financial literacy level across male and 
female undergraduate students since the p-value is 0.064, which is greater than 0.05. 
It indicates that the basic financial literacy level is the same among male and female 
undergraduate students. Likewise, no significant difference was found in advance 
financial literacy level among male and female undergraduate students as the p-value 
of 0.051 is greater than 0.05. Thus, the advance financial literacy level is equal among 
male and female undergraduate students. 

  There is a significant difference in stock market participation level across male and 
female undergraduate students since the p-value is 0.002, which is less than 0.01. 
Therefore, the stock market participation level across gender is not the same, which 
is statistically significant at a 99 percent confidence level.

 The relationship of basic financial literacy level with students' stock market 
participation level is found positive and significant at 99 percent confidence 
level with a correlation coefficient of 0.293. Here, the p-value is 0.001. Since 
the p-value is less than 0.01, a significant relationship is obtained. Likewise, 
the relationship of advance financial literacy level with students’ stock market 
participation level is positive and significant at 99 percent confidence level with a 
correlation coefficient of 0.370. The p-value is given as 0.001 which is less than 
0.01 establishing a significant relationship. Thus, the literacy level of students 
positively influences their participation in the stock market.

To meet the study's objective, an independent variable: financial literacy was further 
classified as basic and advance financial literacy. The moderating effect of gender was 
observed for basic financial literacy level, advance financial literacy level, and stock 
market participation. From the data analysis of basic and advance financial literacy levels, 
no significant difference in both financial literacy levels across male and female was 
found. Therefore, gender has no significant role in influencing students' financial literacy 
levels in the case of ward 16 of KMC. The results are consistent with Thapa and Nepal 
(2015), which observed an insignificant effect of gender on students’ financial knowledge. 
But it contradicts with Danes and Hira (1987), which confirmed the significant effect of 
students’ sex on their level of financial knowledge. 

This study observed significant differences on stock market participation level across 
gender which is consistent with the notion of Ibrahim, Harun, and Isa (2009) which states 
that there is a difference in participation in financial decisions across male and female 
degree students in Malaysia. This result also aligns with the findings of Barasinska 
and Schafer (2017), which concluded that men are more likely to invest in stocks than 
women. Therefore, we can conclude female undergraduate students of ward 16 of KMC 
comparatively participate less in the stock market than male students.

There is a positive and significant relationship between literacy level and students’ stock 
market participation. The result concludes that financial literacy level has a great role in 
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influencing students to participate in the stock market. This result is harmonious with 
most of the findings from previous studies. Rooji, Lusardi, and Alseeie (2007) found 
a positive relationship between financial literacy level and stock market participation. 
Likewise, Almenberg and Dreber (2011) identified a significant association between 
investment knowledge and stock market participation. The results of this study support 
both notions. The overall result of the study supports the theory of FSE. Male and female 
students have the same level of financial literacy. However, male students participate 
more in the stock market, showing a high self-efficacy level. 

7. Conclusion and implication
Results from the analysis show that both basic and advance financial literacy level across 
gender is the same. Further, it concludes that male and female students have the same 
level of knowledge regarding various financial concepts like interest compounding, 
inflation, time value of money, money illusion, functioning of the stock market, risk and 
return of stocks, and so on. However, stock market participation level is different across 
gender. Female students are found participating less in the stock market than that of male 
students. Similarly, the analysis of rank correlation, shows that there is a positive and 
significant relationship between students’ financial literacy level and their participation 
in the stock market. Therefore, a change in financial literacy level will positively change 
students’ stock market participation.

The findings from this study will help the share market regulatory body to formulate 
policies that will aid to increase students’ participation in the stock market, especially of 
female students. It came to light that the financial literacy level of female students is the 
same as compared to male students, but they participate less in the market. 

Stock market participation is the strongest means of attaining financial empowerment 
for the overall empowerment of women. So, the outcome of this study is the reference 
of lacking in gender equality and women empowerment. Therefore, the policies can 
be developed and implemented accordingly. Knowing the result of this study will help 
brokerage firms and banks in ward 16 of KMC to design various banking and investment 
products and services targeting female students. Financial institutions should realize the 
difference in customers' financial needs according to their gender. Therefore, they should 
bring customized products and services to meet the needs of both male and female. 

8. Delimitations of the study 
Due to the selection of a small sample from only one ward of Kathmandu Metropolitan 
City, the result from the study may not be generalized to students residing in other wards. 
Furthermore, the study was carried out at a single point in time using only one independent 
variable, so the scope of result may be limited. The independent variable i.e. financial 
literacy, is an objective measurement of students’ financial knowledge. Therefore, the 
study should be done in a controlled setting which might not have been fully attained in 
the study. 
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Appendices

Appendix 1
Gender and practice of investing in IPOs

Gender
 

Investment in IPOs
Total

Yes No
Male Count 28 7 35

% within Gender 80.00% 20.00% 100.00%
Female Count 55 44 99

% within Gender 55.60% 44.40% 100.00%

Total
Count 83 51 134
% within Gender 61.90% 38.10% 100.00%

Appendix 2
Gender and practice of investing in secondary market

Gender
 

Investment in secondary market
Total

Yes No
Male Count 12 23 35

% within Gender 34.30% 65.70% 100.00%
Female Count 10 89 99

% within Gender 10.10% 89.90% 100.00%

Total Count 22 112 134
% within Gender 16.40% 83.60% 100.00%
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Assessment of Student Satisfaction with Online Learning:  
A Case of Undergraduate Engineering Students
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Abstract
The long-lasting and complicated pandemic situation has forced educational 
institutions to shift online. However, assessing learner satisfaction is extremely 
important for the effective implementation of online learning. This study examines 
factors that influence satisfaction regarding online classes during the pandemic 
period of COVID – 19. For this quantitative study, data were collected from 99 
undergraduate engineering students of Tribhuvan University. A standardized 
structured questionnaire was designed to evaluate student satisfaction covering 
two significant predictors of students’ satisfaction; Instructor Performance and 
Interaction, and dissimilated through google forms. The research design embraced 
in the study consists of descriptive, relational, and casual research designs. And 
data were analyzed using SPSS using various tools such as mean, median, standard 
deviation, independent sample t-test, correlation, regression, etc. The findings 
revealed that instructor performance and interaction have a significant positive 
relationship and impact students’ satisfaction in an online learning environment. The 
study further revealed that students are not satisfied with present online learning 
tools and techniques. Additionally, they recommend using a new learning and 
problem-solving approach compared to traditional methods to make online learning 
less complex and more effective.

Keywords: COVID-19, instructor performance, interaction, student satisfaction

1. Background of the problem
Advances in the field of information and communication technology (ICT) are permitting 
substantial improvements in educational practices (Flecknoe, 2002). It has opened up 
new educational possibilities, particularly in higher education, making e-learning the 

1 Freelance researcher
2 Corresponding author: daman.singh@smc.tu.edu.np
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new paradigm of modern education. Distance education is a learning environment in 
which learners are not physically present, and education resources are put together by 
means of information technology (Cakir, 2014). Online education is the most rapidly 
growing type of distance education, and it is appreciated at both traditional and non-
traditional schools and universities (Kentnor, 2015). Online learning can be defined as 
instruction delivered on a digital device intended to support learning (Clark & Mayer, 
2011). Online learning has enabled educational institutions to forego the conventional 
paradigm of face-to-face lectures in favor of content delivery via electronic means 
(Flecknoe, 2002). Evidence suggests that online learning can be a catalyst for active 
learning, boost creativity, motivate students to study, and update their current knowledge 
base communication. 

The recent COVID 19 pandemic further illustrates the importance of online learning in 
today’s education system. It has proven to be a boon to both students and teachers who 
were unable to attend school because of the danger of disease spreading (Allo , 2020). 
In the context of Nepal also, major universities, including Tribhuvan University (TU), 
have recently accepted the concept of online classes formally, along with a guideline, 
and disseminated a notice to their constituent colleges. The associated institutions are 
also currently developing specific directions to implement online classes (Kunwar, 
Kumar, & Shrestha, 2020). But this shift from traditional face-to-face learning to web-
based learning poses several difficulties for instructors and students, which can affect the 
knowledge transfer processes and further reduce the efficiency of teaching and learning 
processes.

Therefore, it is critical to understand students’ satisfaction with online learning for 
effective implementation of the program. As it is one of the important factors to evaluate 
quality of online learning and student performance. Although several previous studies 
have looked at various aspects of students’ perceptions and student satisfaction in online 
learning environments, ut these researches were conducted at a time when e-learning 
platforms were used as supplements to traditional learning methods. However, online 
learning has become the only choice in the present setting of a long-term and complicated 
pandemic. And just a limited amount of study on student satisfaction in online classrooms 
can be found, considering the fact that it occurred during a time when universities and 
other educational institutions were forced to utilize online learning as the primary tool 
to continue educational programs due to the Covid-19 pandemic (Rajabalee & Santally, 
2020). So, the research problem focuses on the area of concern where there is a gap in the 
existing literature. And to fill the gap, this study is conducted. The research is directed at 
answering the following question;

  Is there any significant difference in the perception of instructor performance, 
interaction, and students’ satisfaction across male and female undergraduate 
engineering students?

  How do instructor performance and interaction impact student satisfaction in an 
online learning environment among undergraduate engineering students?
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2. Objectives of the study
Due to the complicated and long-term pandemic situation, educational institutions 
shifted to online learning from traditional learning. Therefore, an assessment of students’ 
satisfaction is a must to know whether the students are satisfied or not with such drastic 
changes in the teaching and learning process. However, numerous earlier studies have 
been conducted relating to online learning and student satisfaction. These studies were 
carried out at a time when online learning was only a supplement to traditional learning. 
However, now the scenario is entirely different. Therefore, the major purpose of this 
study is to assess student satisfaction with online learning introduced due to pandemic 
situations. And other specific purposes of the study are listed below:

  To analyze the difference in the perception of instructor performance, interaction, and 
student satisfaction across male and female undergraduate engineering students;

  To investigate the relationship between instructor performance and interaction with 
student satisfaction in an online learning environment among the undergraduate 
engineering students;

  To identify the impact of instructor performance and interaction on student satisfaction 
in an online learning environment among undergraduate engineering students; and

  To investigate whether online learning requires a new approach to learning and 
problem solving or not. 

3. Literature survey
A literature survey is an examination of scholarly sources on a particular subject. It gives 
an overview of current knowledge that aids in identifying useful ideas, methodologies, 
and research gaps. The transformative learning theory was developed by (Mezirow, 
1991). This theoretical framework fits well for this research, as it examines learners’ 
perception and satisfaction with online learning, which was adopted suddenly due to 
the COVID-19 pandemic. And the theory also gives us knowledge on how to increase 
students’ confidence and engagement in performing internet-related tasks required by the 
course and successively enhance student satisfaction.

Likewise, the theory of transactional distance established by Moore (1997) is also 
relevant to the current study. The approach contributed significantly to the legitimization 
and growth of distance learning and teaching online. This theory proposes that physical 
and temporal distance between the student and the instructor causes pedagogical 
difficulties that must be mitigated through the course structure and learner-teacher 
interaction to minimize miscommunication and misunderstanding. Therefore, the 
theory of transactional distance focuses on reducing the pedagogical distance between 
learner and instructor in online classes and can help legitimize and grow distance 
learning and teaching online.

Most of the previous studies supported that student satisfaction with e-learning depends 
on the numerous factors such as instructor characteristics, technological characteristics, 
internet self-efficacy, interaction, course design, quality of internet, learner dimension, 
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cognitive factors, prompt feedback, alternative assessment methods, training workshops 
online technical support and various other factors.

Kuo, Walker, Belland, and Schroder (2013) conducted a study at College of Education 
at a Western University to determine how interaction and other predictors contributed 
to student satisfaction in online learning settings. The study identifies learner instructor 
interaction, learner content interaction, and internet self-efficacy are critical to student 
satisfaction. Furthermore, learner content interaction was the strongest predictor of 
student satisfaction, while interaction among students and self-regulated learning did not 
contribute to student satisfaction. Thus, the study confirmed the link between interaction 
and student satisfaction.

Based on the above, the following hypotheses are formulated;

H01:  There is no significant relationship between interaction and students’ satisfaction in 
an online learning environment among undergraduate engineering students.

H02:  There is no significant impact of interaction on students’ satisfaction in an online 
learning environment among undergraduate engineering students.

Gopal, Singh, and Aggarwal (2021) surveyed 544 students enrolled in business 
management (BBA & MBA) or hotel management courses in universities in India. The 
result of the study identified instructor quality, course design, prompt feedback, and 
expectation of students as crucial factors that impact student satisfaction in online classes. 
According to this study, instructor quality positively correlates with student satisfaction 
and positively impacts students’ performance and satisfaction.

Based on the above, the following hypothesis are formulated;

H03:  There is no significant relationship between instructor performance and students’ 
satisfaction in an online learning environment among undergraduate engineering 
students.

H04:  There is no significant impact of instructor performance on students’ satisfaction in 
an online learning environment among undergraduate engineering students.

Sharma et al. (2020) also carried out research at Chitwan Medical College, Bharatpur, 
intending to assess the students’ satisfaction with online learning and provide insights 
on steps necessary for further improvement. The study’s findings concluded that learner 
dimension, technological characteristics, instructor characteristics, course management, 
and coordination positively correlate with student satisfaction in online classes. Another 
survey by Harsasi and Sutawijaya (2018) analyzed factors influencing students’ 
satisfaction with online tutorials. The study’s primary objective was to investigate factors 
determining student satisfaction in online tutorials and identify the factors that need 
improvement. The results showed that the course structure, online tutorial flexibility, and 
technology quality affect student satisfaction. In contrast, the quality of online tutorials has 
almost no influence on student satisfaction. This study further implies that the institutions 
should emphasize the quality of online tutorials, particularly in terms of presentation, the 
convenience of use, and tutor-student engagement. Improving these aspects of online 



21

instructional quality is anticipated to enhance student learning outcomes. The students 
are also found to be satisfied with the university staff and faculty members who agreed 
on a specific online platform, grading system, assessment options, training workshops, 
online technical support, and more (Almusharraf & Khahro, 2020).

Some studies also tried to investigate whether student satisfaction differs according to 
some demographic variables. For instance, Bai, Srivastava, and Singh (2021) studied on 
impact of online learning on students taking the significant variables in research as the 
application used (provided material), gender and locality. The study’s findings showed 
that rural students are more engaged in online learning when compared to urban students 
and female students have more positive perceptions of online learning compared to those 
males. And in the case of applications, the google platform followed by zoom meet is the 
most preferred platform for online learning. Cakir (2014) investigated the link between 
online student satisfaction and demographic variables with a similar aim. The findings 
of the study concluded that while online students’ satisfaction levels did not significantly 
differ in terms of age, computer literacy levels, and internet accessibility, it substantially 
differs in terms of internet experience. 

Based on the above previous literature, which acknowledged the link between demographic 
variables and student satisfaction, the following hypothesis is formulated;

H05:  There is no significant mean difference in the perception of instructor performance 
across male and female undergraduate engineering students.

H06:  There is no significant mean difference in the perception of interaction across male 
and female undergraduate engineering students.

H07:  There is no significant mean difference in the perception of students’ satisfaction 
across male and female undergraduate engineering students.

Allo (2020) surveyed to find out how learners feel about online learning in the middle of 
a COVID-19 outbreak and shed light on the availability of internet connection, financial 
issues, and the implementation of online learning. Students expect that professors would 
use facilities such as free online messaging applications in economic terms. They claimed 
that individual activities are preferable to keep the gap physically due to the pandemic. 
Still, they require group tasks to support friends who do not have an online pulse and 
access because of the availability of internet access.

The conceptual framework of the study is depicted in Figure 1. This research framework 
describes the impact of online learning on student satisfaction. Moreover, this study has 
taken student satisfaction as a dependent variable, whereas instructor performance and 
interaction influence as an independent variable. Here, instructor performance refers 
to the capacity of an instructor/teacher to offer appropriate teaching that fits students’ 
learning requirements, learning styles, interests, and expectations, as well as being 
linked to standards that contribute to overall student satisfaction. Similarly, interaction 
consists of three major types of interaction (a) student-content, (b) student-instructor and 
(c) student-student interaction. And finally, student satisfaction is a short-term attitude 
coming from assessing students’ educational experience, services, and facilities based on 
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student interactions and teacher quality in online classes. The moderating variable under 
the study is gender (male and female).

Instructor performance

Interaction

Students’ satisfaction

Gender (Male and Female)

Figure 1. Research framework of the study

Instructor performance refers to professional behavior in which the instructor knows 
the educational needs of the students, possesses distinctive teaching abilities, and 
understands how to satisfy the students’ learning needs (Luekens, Lyter, & Fox, 2008). In 
online learning, the role and responsibilities of the instructors have shifted from being the 
primary source of students’ knowledge to being the manager of the students’ knowledge 
resources (Romiszowski, 2004). Therefore, an instructor plays an integral part in 
ensuring the success of the online learning environment. This study uses the definition 
of instructor performance as the capacity of an instructor to offer appropriate teaching 
that fits students’ learning requirements, learning styles, interests, and expectations and 
is linked to standards that contribute to overall student satisfaction. In the present study, 
instructor performance in e-learning is analyzed in terms of the instructor’s ability to 
engage the students, provide a distraction-free class, supportiveness, responsiveness, 
punctuality, etc. In addition, the instructor’s knowledge and commitment to developing 
various new skills to succeed because new technologies bring as much the change to 
instructors as they do to learners. 

Interaction has been regarded as one of the most curial components in online education 
due to the isolation of instructors and students. Moore (1989) developed a theoretical 
framework for remote education interactions before this exponential rise of online learning. 
The framework specifies three types of interaction schemes: student-student interaction, 
student-content interaction, and student-teacher interaction. Moore and Kearsley (1996) 
defined student-to-student interactions as two-way reciprocal communication between or 
among students who exchange information, knowledge, opinions, or ideas regarding course 
content, with or without the presence of an instructor. The interaction of students with 
textbooks, instructional videos, and other learning materials is referred to as student-content 
interaction. As information flows to the learner from the subject matter, this interaction 
tends to be one-sided. At the same time, student-teacher interaction involves two-way 
communication between teacher and student. Asynchronous communication information 
exchange via discussion boards and email and synchronous (Real-time) communication 
via chat and video conferencing are examples of student-teacher interaction (Anderson, 
2003). The requirement and type of interaction will vary in online learning based on the 
type of learner, the personality and attitude of the instructor, and the course design.
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Lo (2010) described student satisfaction as the students’ subjective views of how 
effectively a learning environment supports academic performance. Measuring the 
student’s satisfaction is a complicated task in any learning environment however it’s 
essential to assess as it is one of the critical factors to evaluate the quality of online 
learning and student performance additionally, students spend a considerable amount 
of time, effort, and money to get a quality education; therefore, they should perceive 
their online learning experience as being high value. Bangert (2006) outlined four factors 
influencing student satisfaction in online courses: student and faculty interaction and 
communication, amount of time on task, active and engaged learning, and cooperation 
among classmates. Likewise, Marsh and Roche (1997) also developed a complex model 
for measuring students’ satisfaction, including learning value, teacher enthusiasm, 
rapport, organization, interaction, coverage, and evaluation. In the present study, 
student satisfaction is defined as the short-term attitude coming from assessing students’ 
educational experience, services, facilities in the online learning environment, how they 
perceive online learning, and measured in terms of student interactions and teacher 
quality in online classes.

4. Research methodology
Research methodology refers to the various sequential steps taken for identifying, 
selecting, processing, and analyzing subject material. In addition, it covers issues related 
to the type of data collected and analyzed. The first part explains the research design. 
The research’s population and sample are discussed in the second section, and the third 
section describes the research’s nature and data sources. 

Research design is a master plan specifying the methods and procedures for collecting and 
analyzing the needed information. The descriptive, relational, and causal research design 
was adopted in the study considering the fact that it will address the overall research 
objectives and hypothesis better. The primary goal of using descriptive research was 
to learn about the respondents’ opinions, behaviors, and traits and describe the current 
situation and events. The relational research design was employed to see the relationship 
and degree of relationship between the various variables under this study. This study 
also used a causal research design to administer the impact of independent variables 
(instructor performance and interaction) on the dependent variable (student satisfaction). 

The target population of this study is Tribhuvan University’s engineering colleges in 
Kathmandu Valley, which offer a variety of B.E (Bachelor in Engineering) courses and 
have recently adopted online classes as an alternative to face-to-face classes due to the 
COVID-19 pandemic. Out of the total 12 engineering colleges of TU in Kathmandu 
Valley, three colleges, namely Pulchowk Campus, Thapathali Campus, and Janakpur 
Engineering College, were chosen on a convenience basis representing the defined 
population 

Additionally, the population of the respondents consists of undergraduate engineering 
students of sampled colleges. The study has used the convenience sampling method 
to determine the required sample size of 94 respondents from the population of 3500 
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students, which follows the rule that requires sampling it at a 95 percent confidence 
level with a ±10 percent margin error (Yamane, 1967). However, 99 valid samples were 
gathered at last and used in the study. It has covered the students pursuing different 
undergraduate engineering courses at IOE, such as Civil Engineering, Mechanical 
Engineering, Electronics Engineering, Architecture, Electrical Engineering, and so on at 
the sampled colleges.

Due to the ongoing IOE examination and also the pandemic situation at the time of data 
collection it was inconvenient to collect data by physically distributing questionnaires; 
therefore, the required data for the study was obtained by conducting an online-based 
survey study between September 22 to September 27, 2021. A google form questionnaire 
link was sent to the students of sampled colleges through social media channels, student 
groups, and emails. Answers were made compulsory in such a way that without completing 
all question it cannot be submitted, to ensure the no issue of missing data.

This study relied heavily on primary sources of data. The research instrument utilized for 
the study was a questionnaire. A structured questionnaire, including the 5-point Likert 
scale (ranging from strongly disagree to strongly agree) was developed and distributed 
to students using Google Forms. The attributes or items for the Likert scale were adapted 
from prior studies with slight language modifications. Five items were extracted from a 
scale developed by Sharma et al. (2020) to evaluate the instructor’s performance. The 
interaction was measured using three items adopted by Fedynich, Bradley, and Bradley 
(2015); Jhonson, Aragon, Shaik, and Nilda (2000), and student satisfaction was assessed 
using four items taken from the study work of Harsasi and Sutawijaya (2018).

The questionnaire starts with a brief summary of the study’s purpose and confidentiality. 
Respondents were asked about their age, gender, and online learning experience in the 
general background part. Similarly, the primary and variables-related information section 
included yes/no questions, multiple-choice questions, rank order questions, and a Likert 
scale question to assess the students’ overall perception of the usefulness of online classes 
in the context of the learning process, as well as their overall satisfaction with online 
learning. In addition, secondary data from textbooks, academic journals, and published 
articles were used in the current study to review the existing literature and develop the 
questionnaire.

5. Presentation and analysis of the data
For the data analysis, the survey data was initially entered into MS Excel and then 
evaluated using several statistical techniques. SPPS 20.0 software was used to do the 
necessary coding, recording, and data processing. Median, pie-chart, bar diagrams, 
tables, frequency and figures, independent sample t-test, and descriptive statistics were 
used in the analysis. Descriptive analyses were conducted to present the student’s basic 
information and average independent and dependent variables score. Correlation analysis 
was performed to understand the relationship between independent and dependent 
variables. Multiple regression analysis was performed to investigate whether the two 
predictors i.e., instructor performance and interaction, significantly predict student 
satisfaction.
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The responses received from the respondents have been arranged, tabulated, and 
analyzed in order to facilitate the various descriptive statistics, t-test, correlation and 
regression tests. In the survey questionnaire, the respondents were requested to respond 
in multiple ways: Yes or No, ranking, multiple, and likert scale options. In order to collect 
the perceived importance of determinants, a 5-point Likert scale has been used, where 
five being the most important as strongly agree and one being the least important as 
strongly disagree. The respondent’s profile is extracted from those who participated in the 
survey on the strata of gender, age group and previous online learning experience. The 
calculation of primary data was made by IBM SPSS software version 20. The sources of 
the table presented below are the output of SPSS software which is edited in excel.
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Figure 2. Gender of the respondents

Figure 2 presents the profile of responders based on their gender category strata. In 
terms of gender, as evident from Figure 2, there is no equal participation. The majority 
of responses (62.6 percent) were male, followed by 37.4 percent female respondents. 
Among the 99 people who responded, there were 62 males and 37 females. 
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Figure 3. Age group of the respondents

Figure 3 reveals the age group of the respondents. The respondents’ age ranged from 
20 or below and up to 25 years old, as the study is particularly based on bachelor 
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lever students of similar age patterns. Participants who reported their age from 20-25 
years are 73.7 per cent in total. Whereas the students who reported their age of 20 
or below were at smaller percentages, i.e., 26.3 Figure 3 shows the respondent age 
group categorization. Out of the 99 total respondents, 26 are below 20, and 73 are 
between 20 to 25 years.
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Figure 4. E-learning experience of the respondents

Figure 4 summarizes the respondents’ previous e-learning experience revealing that out 
of 99 students, 55 students (55.6%) did not have much e-learning experience, 40 students 
(40.4%) had enough e-learning experience, and four students (4%) did not have any 
experience with online learning. This suggests that the vast majority of students have 
prior experience with e-learning. The table for this is presented in Appendix 5.

Table 1
Descriptive statistics for all samples

Variable/Statistics N Mean Median SD
Instructor performance 99 3.28 3.40 0.81
Interaction 99 3.21 3.33 0.83
Student’s satisfaction 99 3.11 3.25 0.86

Table 1 reveals the descriptive status for the whole sample. The mean and median 
value of the independent variable, instructor performance, is the highest among all 
the variables, with a mean value of 3.28 and median value of 3.40, followed by 
another independent variable of our study, i.e., interaction having the mean value 
3.21 median value 3.33. For our dependent variable, the student satisfaction means 
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the value is 3.11, and the median value is 3.25. Student satisfaction has the highest 
value in standard deviation, i.e., 0.86, followed by the interaction with a standard 
deviation value of 0.83. And the variable instructor performance has the lowest 
standard deviation with a value of 0.81. As an explanatory variable, instructor 
performance has the highest mean value and lowest standard deviation; it deviated 
the least. The most impact on the student satisfaction.

Table 2
Independent sample t-test for equality of means across gender

Variables / 
Statistics Equal variance 

Levene’s Test for 
Equality of Variances t-test for Equality of Means 

F Sig. t df Sig. 
(2-tailed)

Mean 
Difference

Instructor 
performance

Equal variances assumed
2.07

0.153 -1.629 97 0.106 -0.271
Equal variances not 
assumed -1.730 89.665 0.087 -0.271

Interaction
Equal variances assumed

0.001
0.981 -2.555 97 0.120 -0.428

Equal variances not 
assumed -2.556 75.863 0.130 -0.428

Student’s 
satisfaction

Equal variances assumed
0.874

0.352 -0.791 97 0.431 -0.142
Equal variances not 
assumed  -0.816 83.238 0.417 -0.142

Table 2 assumes equal variance in instructor performance (p-value = 0.153), the mean 
difference across male and female students is – 0.271, and p-value is 0.106, which 
is greater than 0.05. Thus, the null hypothesis is accepted, i.e., the mean difference 
is insignificant. However, in the case of the interaction, while assuming the equal 
variance (p-value = 0.981), the mean difference across male and female students 
is – 0.428, and the p-value is more significant than 0.05, i.e., p-value is 0.120. Thus, 
the null hypothesis is accepted, and it can be concluded the mean difference is 
not substantial. Likewise, for the student satisfaction assuming the equal variance 
(p-value = 0.352), the mean difference across male and female respondents is – 0.142 
(p-value =0.431). Thus, the null hypothesis is accepted, i.e., the mean difference is 
insignificant.

In order to explore if there are any significant differences between the moderating variable 
of the study i.e., sex, an independent sample t-test was conducted. Independent sample 
t-test made it easier to explore whether there is any difference in the impact of instructor 
performance and interaction on student satisfaction in an online learning environment 
across males or females or if they have an equal effect on both males and females. The 
results concluded no such difference exists. Since the independent sample t-test is one of 
the parametric tests, this study has assumed that the sample was drawn from a normally 
distributed population.

Assessment of Student Satisfaction with Online Learning... : Shrestha and Singh
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Table 3
Relationship between variables for all samples

Variables
 

Instructor 
performance Interaction Student’s 

satisfaction
Instructor 
performance Pearson Correlation

1
Sig. (2-tailed)

Interaction Pearson Correlation .458**

1
Sig. (2-tailed) (0.001)

Student’s 
satisfaction Pearson Correlation .472** .522**

1
 Sig. (2-tailed) (0.001) (0.001)
** Correlation is significant at the 0.01 level (2-tailed). The value in parentheses is the p-value.

Table 3 characterizes the correlation analysis of the variables under a study conducted for 
the whole sample. As shown in the table, the correlation for all samples between student 
satisfaction and instructor performance is observed to be positive and significant (as the 
p-value is less than 0.01) at a 99 percent confidence level with a correlation coefficient of 
0.472. Likewise, the table also depicts the positive and significant relationship between 
student satisfaction and interaction at a 99 percent confidence level with a correlation 
coefficient of 0.522, which means both the instructor performance and interaction 
positively influence student satisfaction in online classes. So, in a nutshell, the correlation 
analysis of the current study shows both independent variables: instructor performance 
and interaction, have a positive and significant relationship with students’ satisfaction in 
an online learning environment.

Table 4
Model summary for regression analysis 

Model R R2 Adjusted R2 Std. Error of the Estimate
1 .584a 0.341 0.327 0.70883
a Predictors: (Constant), Interaction, Instructor performance

Table 4 presents the model summary of regression analysis. The adjusted R2 result from 
regression analysis is 0.327, showing that instructor performance and interaction account 
for 32.70 per cent of the variability in student satisfaction. And the remaining variability 
in students’ satisfaction is caused due to other variables that are not included in the current 
study.

Table 5 reveals the results of regression analysis for student satisfaction. It is evident 
from the result that the model fits the data well, as p < 0.01. The null hypothesis is 
rejected, and we can conclude there is a significant impact of interaction and instructor 
performance on student satisfaction.
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Table 5
ANOVA for regression analysis

Model Sum of Squares df Mean Square F Sig.

1
Regression 24.925 2 12.463

24.804 .0001Residual 48.234 96 0.502
Total 73.159 98

Dependent Variable: Student’s satisfaction
Predictors: (Constant), Interaction, Instructor performance

Table 6
Impact of variables for all samples

Coefficientsa

Unstandardized 
Coefficients  Standardized 

Coefficients t Sig.
B Std. Error Beta

(Constant) 0.788 0.34 2.315 0.023
Instructor performance 0.315 0.001 0.294 3.159 0.002
Interaction 0.403 0.097 0.387 4.151 0.001
a Dependent Variable: Student’s satisfaction

The variables, when compared on an individual basis, all variables are significant  
(p < 0.01), which indicates the impact of both independent variables (instructor 
performance and interaction) on the dependent variable (student satisfaction) is shown to 
be positive and significant at the 99 percent confidence level. The regression coefficient for 
instructor performance is 0.315, which suggests that student satisfaction is considerably 
sensitive to instructor performance, indicating instructor performance influence’s a 
31% change in student satisfaction in an online learning environment. The regression 
coefficient of interaction is 0.403, which means interaction enhances student satisfaction 
by 40%. Therefore, an increase in the level of interaction which can be student-student, 
student-instructor, or student-content, increases student satisfaction in online classes. 
The regression analysis results suggest that both instructor performance and interaction 
substantially impact student satisfaction, although exchange has a greater impact than 
instructor performance.

Table 7
Opinion on the use of a new approach of learning and problem solving among respondents

Responses Frequency Percentage
Yes 89 89.9
No 10 10.1
Total 99 100.0

Assessment of Student Satisfaction with Online Learning... : Shrestha and Singh
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Table 7 represents the result of the responses on opinions regarding the requirement to 
use a new approach of learning and problem-solving in online learning. The majority, i.e., 
89 respondents (89.9 per cent) believe that online learning requires a new approach to 
learning and problem solving than that is used in traditional learning. On the other hand, 
only ten respondents (10.1 per cent) believe that online learning does not require a new 
learning and problem-solving approach.

6. Findings and discussion
The study’s primary goal is to examine the relationship and impact of independent 
variables, instructor performance, interaction, and dependent variable student satisfaction 
in an online class during a pandemic and evaluate differences in perception about these 
independent and dependent variables across the gender. Based on data analysis, the 
significant findings of the study are as follows:

 There is no significant difference in the perception of instructor performance across 
gender among undergraduate engineering students of TU, as the p-value is 0.106, 
which is greater than 0.05.

  The p-value is 0.120, which is greater than 0.05, indicating no significant difference 
in perception of interaction across gender among TU undergraduate engineering 
students.

  Perception of student satisfaction has no significant difference across gender among 
undergraduate engineering students of TU as the p-value is 0.43, which is more 
significant than 0.05.

 The relationship between instructor performance and student satisfaction is positive 
and significant at a 99 percent confidence level with a correlation coefficient of 0.472. 
Likewise, the association of interaction with student satisfaction is positive and 
statically substantial at the 99 percent confidence level with a correlation coefficient 
of 0.522, indicating both instructor performance and interaction have a positive 
relationship with student satisfaction.

 The impact of instructor performance is found to be positive and significant at a 99 
percent confidence level. The regression coefficient of 0.315 indicates that improved 
instructor performance leads to increased student satisfaction in online classes. The 
impact of interaction on students’ satisfaction is positive and significant at a 99 
percent confidence level. A regression coefficient of 0.403 indicates that an increase 
in interaction increases student satisfaction in online classes.

The present research evaluates different factors directly linked to students’ satisfaction 
with online classes during the Covid-19 pandemic. Although the students, teachers, and 
educational institution were forced to shift from traditional learning to online learning 
within a short period and not much preparation due to the long-lasting pandemic, the 
findings of the current study shows that students are somehow satisfied with the online 
learning, which is consistent with Allo (2020) results that the learners have positive 
perception towards online learning midst COVID 19 pandemics. 
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In the current research to assess the student’s satisfaction with online learning, 
different variables have been used concerning the literature review. The opinions of 99 
undergraduate engineering students of TU investigated the link and impact between the 
independent variables’ instructor performance, interaction, and the dependent variable, 
student satisfaction, with gender serving as the moderating variable in this study. The 
result obtained from the data analysis for instructor performance showed a positive and 
statically significant relationship with, and impact on student satisfaction among the 
undergraduate engineering students indicating instructor performance has a significant 
influence on student satisfaction and improvement in instructor performance can help to 
boost students’ perceived satisfaction with online learning. These findings are consistent 
with Gopal, Singh, and Aggarwal (2021), who observed the positive relationship between 
instructor performance and student satisfaction. Further, supported by another study by 
Zaheer, Babar, Gondal, and Qadri (2015) concluded, instructor support is positively 
correlated with student satisfaction. 

The study also indicates the positive and significant relationship of interaction with student 
satisfaction in an e-learning environment. The results show that the impact is also positive 
and significant on student satisfaction. Interaction is found to be the major factor that 
can boost students’ satisfaction in online classes. These results are supported by Sharma 
et al. (2020) which showed interaction had a positive and significant relationship with 
student satisfaction, and impact is also found to be positive and significant. And further 
consistent with the study by Kuo, Walker, Belland, and Schroder (2013) which claimed 
that all three types of interaction are significantly correlated with student satisfaction.

7. Conclusion
The current study was undertaken with the aim to find out whether the students are satisfied 
or not with the online learning that is introduced not as a supplement to traditional learning 
but as a necessity due to COVID 19 pandemic. For the assessment of student satisfaction, 
instructor performance and interaction are taken as the significant variable of the study. 
The result of the present study identified the interaction as one of the prominent factors 
for the student satisfaction in online classes, which means an increase in the level of 
interaction which can be student-student, student-instructor, or student-content increases 
student satisfaction with online classes, and student’s participation in online classes which 
further can help them to improve their learning quality. The importance of interaction in 
online learning was also confirmed. Likewise, instructor performance was identified as 
another significant determinant of students’ satisfaction in online classes, which means the 
instructor needs to be very efficient during lectures, understand the student’s psychology, 
encourage them to be involved, present course content appropriately, and so on.

Further, it was found out that students think that the use of a new approach of learning 
and problem solving and instructor ability to engage students are two major factors that 
increase students’ satisfaction in online classes. As per the result of the ranking question, 
the most crucial reason behind the effectiveness of online classes is that every student can 
hear the lectures clearly. The study also spotted the light on issues such that both male 
and female students are not satisfied with prevailing online learning tools and techniques 
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and perceive online learning as more difficult than traditional learning. Likewise, students 
with less or no prior e-learning experience perceive online learning as more complex than 
conventional learning than respondents with enough previous e-learning experience. So, 
the link between prior e-learning experience and perception of the difficulty of online 
learning is also identified.

Overall, the study concluded that students are somehow satisfied with online learning, 
which they had to adopt compulsorily as it was the only way to carry forward their 
education during a long and ongoing pandemic with no idea when it would end. And they 
agree to keep learning through online system in future also. However, they recommend 
that there should be continuous improvement, an ongoing process of assessment, 
activities, and feedback along with the formative evaluation to make online learning less 
complex and more effective.

8. Implication of the study
This study’s findings have a wide range of practical implications for instructors. It’s 
findings have a wide range of practical consequences such as for instructors, students, 
researchers, educational institutions and so on. The study further adds to the existing 
body of knowledge by assessing student satisfaction in the context of online education 
during the COVID-19 pandemic. The study’s findings are believed to be more helpful to 
those educational institutions that have recently shifted to online learning systems due to 
pandemic situations and had little experience in this process before the pandemic. The 
study’s outcomes will also provide useful information for institutions looking to replace 
ineffective online learning systems with more effective ones to improve and strengthen the 
e-learning system. The study will guide teachers to understand student behaviour better, 
handle online difficulties, and enhance student participation in online classrooms. With 
the help of the findings of the research, educational institutions can develop practices that 
will enhance student satisfaction in online classes.

The study highlighted instructor performance as one of the significant determinants of 
student satisfaction in the online learning environment. Considering this, instructors who 
are teaching online can polish their technical skill, pay attention to the students, provide 
them feedback in a timely manner, encourage the student to be engaged in class more and 
more through different mechanisms, etc. Furthermore, interaction is also identified as the 
major determinant in the current study so instructors, course designers, and students can 
work together to increase the level of interaction in online classes.

9. Delimitations and direction for future research
The study is primarily based on the questionnaire method of data collection, and only a 
scant amount of secondary data was used. If both primary and secondary sources were 
proportionately included in this research, the final result will be beneficial for the next 
researcher and will be more informative. The study was conducted under limited time and 
sample size, so given the small sample size of this study, future research is recommended 
to use large and diverse students as a sample to verify and generalize the findings 
among diverse students. Further, the study’s validity depends on the accuracy of the 
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information provided by the respondents to be covered in the survey. Because of ongoing 
IOE examination, physical collection of data by the distribution of questionnaire was not 
possible, so the data collection was done through an online questionnaire survey which 
has its limitation. And the data for the study was only taken from engineering students; 
future research can include students from various faculties, so the result will have broad 
generality. Future researchers can also include teachers’ perspectives and administrators 
to generalize results. Apart from instructor performance and interaction, other features 
of online learning, such as learner dimension and technological characteristics of course 
management, also had a positive relationship with customer satisfaction. Hence, the 
study should be made, taking them as independent variables.

References 
Allo, M. D. (2020). Is the online learning good in the midst of Covid-19 pandemic? The case of EFL 

learners. Jurnal Sinestesia, 10(1), 1-10.
Almusharraf, N. M., & Khahro, H. S. (2020). Student’s satisfaction with online learning experiences during 

the COVID-19 pandemic. International Journal of Emerging Technologies in Learning(iJET), 15(21), 
246-267. doi:10.3991/ijet.v15i21.15647

Anderson, T. (2003). Getting the mix right again: An updated and theoretical rationale for interaction.  
The International Review of Research in Open and Distributed Learning, 4(2), 9-14. doi:http://dx.doi.
org/10.19173/irrodl.v4i2.149

Bai, C., Srivastava, P. S., & Singh, Y. C. (2021). Impact of online learning on students of ICFAI University, 
Tripura. The International Journal of Analytical and Experimental Modal Analysis, 13(5), 1836-1842.

Bangert, A. W. (2006). Identifying factors underlying the quality of online teaching effectiveness: An 
exploratory study. Journal of Computing in Higher Education, 17(2), 79-99.

Cakir, O. (2014). The factors that affect online learners’ satisfaction. The Anthropologist, 17(3), 895-902. 
doi:10.1080/09720073.2014.11891504

Clark, R. C., & Mayer, R. E. (2011). E-learning and the science of instruction: Proven guidelines for 
consumers and designers of multimedia learning. San Francisco, CA: Pfeiffer.

Fedynich, L., Bradley, K. S., & Bradley, J. (2015). Graduate students’ perceptions of online learning. 
Research in Higher Education Journal, 27, 1-13.

Flecknoe, M. (2002). How can ICT help us to improve education? Innovations in Education and Teaching 
International, 39(4), 271–279. doi:10.1080/13558000210161061 

Gopal, R., Singh, V., & Aggarwal, A. (2021). Impact of online classes on the satisfaction and performance 
of students during the pandemic period of COVID 19. Education and Information Technologies, 1-25. 
doi:10.1007/s10639-021-10523-1

Harsasi, M., & Sutawijaya, A. (2018). Determinants of student satisfaction in online tutorial; A study 
of a distance education institution. Turkish Online Journal of Distance Education, 19, 89-99. 
doi:10.17718/tojde.382732

Jhonson, S. D., Aragon, S. R., Shaik, N., & Nilda, P.-R. (2000). Comparative analysis of learner satisfaction 
and learning outcomes in online and face-to-face learning environments. Journal of Interactive 
Learning Research, 11(1), 29-49.

Kentnor, H. E. (2015). Distance education and the evolution of online learning in the United State. 
Curriculum and Teaching Dialogue, 17, 21-34.

Kunwar, R., Kumar, K., & Shrestha, A. K. (2020). Online education as a new paradigm for teaching and 
learning in higher education in Nepal: Issues and challenges. Gobal Scientific Journal, 8(8), 200-219.

Kuo, Y.-C., Walker, A. E., Belland, B. R., & Schroder, K. E. (2013). A predictive study of student 
satisfaction in online education programs. The International Review of Research in Open and 
Distrubued Learning, 14(1), 16-39. doi:10.19173/irrodl.v14i1.1338

Lo, C. C. (2010). How student satisfaction factors affect perceived learning. Journal of the Scholarship of 
Teaching and Learning, 10(1), 47 – 54.

Assessment of Student Satisfaction with Online Learning... : Shrestha and Singh



34

Nepalese Journal of Business and Management Studies: Vol. 1, No. 1: April 2022

Luekens, M. T., Lyter, D. M., & Fox, E. E. (2008). Teacher attrition and mobility: Results from the teacher 
follow-up survey, 2000–01 (NCES 2004–301). U.S. Department of Education. Washington, DC.: 
National Center for Education Statistics. Retrieved from https://nces.ed.gov/pubsearch/pubsinfo.asp?

Marsh, H. W., & Roche, L. A. (1997). Making students’ evaluations of teaching effectiveness effective: The 
critical issues of validity, bias, and utility. American Psychologist, 52(11), 1187–1197.

Mezirow, J. (1991). Transformative dimensions of adult learning. San Francisco , CA: Jossey-Bass.
Moore, M. J. (1989). Three types of interaction. The American Journal of Distance Educaion, 3(2), 1–6.
Moore, M., & Kearsley, G. (1996). Distance education:A systems view. Belmont,CA: Wadsworth.
Romiszowski , A. (2004). How’s the e-learning baby? Factors leading to success or failure of an 

educational technology innovation. Educational Technology , 44(1), 5–27.
Sharma, K., Deo, G., Timalsina, S., Joshi, A., Shrestha, N., & Neupane, H. C. (2020). Online learning 

in face of COVID-19 pandemic: assessment of students’ satisfaction at chitwan medical college of 
Nepal. Kathmandu Uninversity Medical Journal, 18(2), 40-47. doi:10.3126/kumj.v18i2.32943

Yamane, T. (1967). Statistics: An introductory analysis (2 ed.). Newyork: Harper & Row.
Zaheer , M., Babar , M. E., Gondal , U. H., & Qadri , M. M. (2015). E-learning and student satisfaction. 

Conference: 9th Annual conference of Asian Association of Open Universities (AAOU). Kuala 
Lumpur, Malysia

Appendices

Appendix 1
List of engineering colleges of Tribhuvan University in Kathmandu Valley

SN Name of college Address

1 Sagarmatha Engineering College Sanepa, Lalitpur
2 Kantipur Engineering College Dhapakhel, Lalitpur
3 Kathmandu Engineering College Kalimati, Kathmandu
4 Lalitpur Engineering College Patandhoka, Lalitpur
5 National College of Engineering Talchhikhel, Lalitpur
6 Kathford International College of Engineering and Management Balkumari, Lalitpur
7 Himalaya College of Engineering Chyasal, Lalitpur
8 Khwopa College of Engineering Libali, Lalitpur
9 Pulchowk Campus, Institute of Engineering Pulchowk, Lalitpur
10 Thapathali Campus, Institute of engineering Thapathali, Kathmandu
11 Advanced College of Engineering and Management Kupondole, Lalitpur
12 Janakpur Engineering College Tathali, Bhaktapur

Appendix 2
List of sample colleges

SN Name of College Address
1 Thapathali Campus, Institute of engineering Thapathali, Kathmandu 
2 Pulchowk Campus, Institute of Engineering Pulchowk, Lalitpur
3 Janakpur Engineering College Tathali, Bhaktapur 
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Effect of Product Placement Belief on Brand Awareness 
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Abstract
Previous research papers have established product placement as a practical marketing 
tool to raise awareness and shift attitudes. However, limited research has contributed 
to acceptance, perception, and belief of product placement and its effect on brand 
awareness. Even though the variables of this research have been employed before, 
product placement was only measured in real-time under the experimental research 
design, and brand awareness was neglected while measuring user behavior. This 
research paper has attempted to measure the belief of product placement and brand 
awareness amongst moviegoers. Due to the restrictions of COVID this research has 
selected a sample population of Instagram followers of FCube cinema situated in 
the Chabahil area. Here, product placement belief is an independent variable, and 
brand awareness is a dependent variable. Data collection was collected from 94 
respondents representing the sample size. The research design embraced in the study 
consists of relational, and causal research designs. The results suggest that various 
belief segments affects the degree of brand awareness. The discussion concludes with 
managerial implications providing insights about the interface between the targeted 
audience’s beliefs regarding the commercialization of the movies and its effect on 
brand awareness helping brand managers and marketers to understand reliability of 
product marketing. 

Keywords: product placement, product placement belief, brand awareness, brand recall

1. Background of the problem 
The traditional means of advertisement that follows the standard format of commercials 
broadcasted on network television has lost its ability to communicate efficiently with 
the target audience (Bogart & Lehman, 1983). Product placement has been used as an 
alternative way of advertising the products with inducements that are subliminal and 
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integrated within the plots of the featured movie (Nebenzahl & Secunda, 1993). Product 
placement is a deliberate process of inserting the product into various media platforms 
where audiences are found consuming advertisements consciously or unconsciously. The 
goal of the process is to gain some behavioral reaction from the audience (Keller, 2003). 
Since traditional advertising has been losing its efficiency, product placement has emerged 
as an alternative to sending messages to the audience authentically in a comparatively 
inexpensive setting (Yao & Huang, 2017).

In 2010, Zandu balm was featured in an item number accompanied by a celebrity’s striking 
dance step, incorporating the brand’s name Zandu balm in the lyrics. Despite having a 
dispute with the movie producers over the permit of using the brand’s name, the brand 
enjoyed a 43 percent share of the Indian balm market as the song influenced doubling the 
sales of Zandu Balm (Mukherjee, 2010). Similarly, Reese’s candy increased its sales by 
60 percent from its appearance in a scene from the movie E.T. gaining more popularity 
than its rival candy M&Ms (Newell, Salmon, & Chang, 2006). The science-fiction movie 
Minority report contained fifteen prominent brand names: Nokia, Lexus, Pepsi, American 
Express, Reebok, Burger King, etc. The movie’s sole advertising revenue from the brand 
placement was twenty-five million dollars (Dong-Hyun, 2004).

There are countless examples of product placement of movies leading to the increment 
of product sales revenue. It can be seen that product placement has been an emerging 
alternative tool to provide brand recognition (Srivastava, 2020). Despite product 
placement being a lucrative revenue stream that profits both parties, movie producers 
and brand managers, the critics of product placement have pointed out ethical flaws in 
product placement and its nature of taking advantage of unsuspecting viewers without 
their full consent (Berkowitz, 1994). Such ethical debates have caused ambiguity amongst 
the audience regarding product placement beliefs. Despite the ambiguity of opinions, 
product placement still stands out as a practical marketing tool to raise awareness and 
shift attitudes amongst viewers. 

Usually, the research on product placement and brand awareness is done under an 
experimental research design, using stimuli in real-time, recording the response with 
follow-up questionnaires (Babin & Carder, 1996). The measurement of product 
placement solely based on memory recall abilities can conflict with these experimental 
designs (Morton & Friedman, 2002). Furthermore, the real-time measurement of product 
placement on research papers has neglected to measure the audience’s belief in product 
awareness. The audience’s perception, acceptance, or beliefs hold the possibility to 
change the course of the reaction. If an individual viewer doesn’t have the belief in 
product placement and hence ignores it deliberately, the viewer might not participate in 
the reaction. As (Horton & Richard Wohl, 1956) stated, an audience’s acceptance plays 
a vital role in the viewer’s choice of reaction in a para-social setting. Hence, the research 
paper attempts to measure product placement acceptance, perception, and belief. 

Several research studies have explored the relationship between product placement and 
brand attitude (Rossiter & Percy , 1987). But very few research papers have measured brand 
awareness amongst consumers. A buyer’s ability to identify the brand in sufficient detail 
to purchase is called brand awareness (Rossiter & Percy, 1987). It is a necessary precursor 
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to brand attitude; once the brand awareness is achieved, then the consumer proceeds on 
forming a brand attitude based on brands they are aware of. To form a perception of brands, 
they must be able to recognize the brands in the first place. Brand awareness is an initial 
step towards brand equity (Rossiter, 2014). The few close-ended questionnaire research 
conducted on the product placement often compile brand awareness under the umbrella 
term of the product placement belief (Morton & Friedman, 2002). The relationship between 
performer and audiences is both imaginative and real, but the product placement on the 
screen translating to brand awareness is a presumption (Horton & Richard Wohl, 1956). 
Hence, a common theme trails along with the previous research which can be presented as 
the reason for the lack of study of a variable like brand awareness. 

The current study seeks on the present body of knowledge by exploring the variables 
that contribute to product placement as the belief of consumers and brand awareness as 
consumer behavior in response to the placement. The paper measures brand awareness as 
a behavioral construct and measures product placement as a belief construct. Therefore, 
this paper aims to explore the impact relationship product placement belief has on brand 
awareness attempting to address the question: 

 Is an individual’s belief about product placement in movies related to brand 
awareness? 

2. Objectives of the study 
The major objective of this study is to determine the effect of brand placement beliefs on 
brand awareness. Product placement is widely measured through an experimental design, 
but the audience’s belief, acceptance, and perception of product placement haven’t been 
measured as a key factor that affects the behavior of consumers. This paper tends to 
study viewers’ belief and acceptance of product placement and the choice of reaction it 
causes through consumers in a para-social setting. Similarly, brand awareness has been 
neglected as a presumed variable only; the viewer’s awareness of the brand is necessary 
to form a brand’s perception. This research paper attempts to present brand awareness as 
consumer behavior and explore the beliefs of consumers regarding product placement. 
It has tried to evaluate the relationship between these two variables: product placement 
belief and brand awareness.

 To examine the connection between product placement beliefs and brand awareness 
amongst moviegoers; and

 To analyze the role of product placement beliefs on brand awareness amongst 
moviegoers.

3. Literature survey 
Chin and Wilson (2012) has presented a preliminary operational framework of product 
placement that incorporates both old and new style media formats. The paper has divided 
the platforms into namely four classes: traditional, video games, virtual worlds, and social 
media. The research paper has suggested key constructs of dependent and independent 
variables concerning all of these platforms. The independent variables include product 
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placement and dependent variables include brand awareness, brand association, brand 
attitude, and consumer interaction. The reviewed paper mostly has attempted to explore 
the effectiveness of product placement on consumer behavior. Kumar (2017) employed 
random forest analysis and association analysis to study the effect of product placement 
in films and television on brand awareness. Balakrishnan, Md. Shuaib, Dousin, and 
Permarupan (2012) conducted a survey through a random questionnaire distributed 
among five hundred university students to study the impact of brand placement and brand 
recall on the behavior of Malaysian consumers. Yao and Huang (2017) investigated the 
effects of placement marketing on product attitude and purchase intention in a traditional 
industry. Srivastava (2020) researched the impact of movie song lyrics incorporating 
brand names on brand equity.

In the previous research papers, product placement has been measured through real-
time stimulus through experimental research design. Srivastava (2020) conducted the 
research in an MBA class by playing audio music of a movie song with brand placement, 
The final questionnaire of the study was distributed between one hundred and sixty 
MBA students as respondents to examine attitude, brand personality, and brand equity. 
Durmound (2017) examined brand recognition by asking the sample size precise 
questions regarding the movies and television services viewing. The images were taken 
from movies and television series for the respondent to answer the brand’s name or 
whether they recognized the brand or not. The measurement of such real-time research 
design mostly depends upon the memory recall abilities of an individual, familiarity, 
and visible prominence of the product placement (Morton & Friedman, 2002). Most of 
these research activities are done to understand the impact of product placement on the 
viewing experience and consumer behavior. Shahid, Hussain, and Zafar (2017) reviewed 
the effect of brand equity on purchasing intentions. The paper clarified the connection 
between the consciousness of the brand and the expectation of the purchaser purchasing 
the brand. Brand mindfulness is the aim of product placement which further leads to the 
bigger picture i.e. consumption habits of the consumer. 

While forecasting the consumption behavior of the viewers it is also necessary to 
understand that perception, acceptance, and belief in a product placement plays a 
crucial role in consumer behavior outcomes (Morton & Friedman, 2002). Horton and 
Richard Wohl (1956) has explained the relationship between para-social communication 
and interaction through mass communication. The research paper has explored the 
conditions of acceptance of the para-social role by the audience. It explained that 
merely witnessing a specific program provides no evidence that the audience has made 
an initial commitment to the subject matter offered by the ara-social role. It is very easy 
for an audience to detach themselves from the content since para-social relationships are 
unilateral and one-sided with no repercussions of cutting off from the engagement like in 
real life. The research paper presents an example of a spectator and his expectations from 
the para-social persona to bring out anticipated responses of the individual. However, 
if the persona fails, the spectator has been detached and off-put from the subject matter 
altogether. Hence, it proved that the concept of parasocial interaction doesn’t work if 
the audience rejects it.
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The very same para-social theory could be applied to understand the belief of product 
placement. Since product placement is also executed in a para-social setting, there are 
several individual spectators who vary in opinions. As Berkowitz (1994) has presented a 
critic of product placement pointed out ethical flaws in product placement and its nature of 
taking advantage of unsuspecting viewers without their full consent. Such ethical debates 
have caused ambiguity amongst the audience regarding product placement beliefs. So 
product placement is a subject matter of rejection and acceptance. This research paper 
has tried to shed light on the acceptance and belief of the audience towards product 
placement. As it deems important that the acceptance of product placement is required 
for the consumers to be fully committed to transferring the brand image into consumer 
behavior. Speaking of consumer behavior, there can be seen a paucity in the measurement 
of consumer behavior since it is limited to brand mindfulness, brand attitude, and 
purchasing intention in a traditional industry. Morton and Friedman (2002) measured 
brand awareness under belief construct with an item statement: When a character that I 
like uses the product in the movie, I am more likely to remember the product.

Brand awareness has been used as a presumed independent variable linked with product 
placement beliefs. Balakrishnan, Md. Shuaib, Dousin, and Permarupan (2012) has also 
measured brand awareness/brand placement recall as the independent variable. Other 
studies such as Srivastava (2020) have researched to explore the relationship between 
product placement and its impact on brand attitude. Brand awareness has been neglected 
as a presumed variable in most research papers reviewed. To form a perception of a brand 
the viewer’s awareness is necessary. Rossiter and Percy (1987) stated that a buyer’s ability 
to identify the brand in sufficient detail to make a purchase is called brand awareness 
Several research studies have been conducted to explore the relationship between product 
placement and brand attitude. But very few research papers have measured brand awareness 
amongst consumers. It is a necessary precursor to brand attitude, once the brand awareness 
is achieved then the consumer proceeds on forming a brand attitude based on brands they 
are aware of. To form a perception of brands they must be able to recognize the brands in 
the first place. Therefore, awareness is an initial step toward brand equity (Rossiter, 2014).

Brand awareness is merely the ability to identify, and identification of the brand is goodwill, 
an intangible asset in itself, the main point of an advertisement is outreach to consumers 
despite the behavioral consumption even though that’s the ultimate goal. This research 
paper has attempted to measure brand awareness as a behavioral construct irrespective of 
brand awareness partaking as a key role in purchase intention. The relationship between 
performer and audiences is both imaginative and real, but the product placement on the 
screen translating to brand awareness is a presumption (Horton & Richard Wohl, 1956). 
Hence, a common theme trails along with the previous research which can be presented 
as the lack of study of a variable like brand awareness and belief in product placement. 
Thus, the study hypothesizes: 
H01: There is no significant connection between product placement belief and brand 

awareness.
H02: There is no significant role of product placement belief on brand awareness.

Effect of product placement belief on brand awareness ... : Limbu and Aryal
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The research framework of the study is presented in Figure 1. 

Product placement belief Brand awareness

Figure 1. Research framework of the study  
Brand awareness is the ability of the consumer to identify the brand in sufficient detail to 
make a purchase (Rossiter & Percy, 1987). Brand awareness can be achieved in two ways: 
Brand recall and Brand recognition. Brand recall is mostly related to identifying brands 
done by consumers through either logo, name, sign, audio, or visual snippets. Brand 
recognition is the type of brand awareness that the manager of any product aims for, the 
consumer is not only able to recall the name of the brand but has sufficient detail to make 
a purchase (Rossiter, 2014). Brand awareness is a precursor for brand attitude, consumers 
tend to make a conscious brand choice only after the awareness of it. Therefore, Brand 
awareness is the degree of a brand’s presence in consumers’ minds through influential 
product placement in commercial movies. 

The product placement usually aims to evoke behavioral reactions from the audience 
or consumers. In this research paper, from the consumer’s point of view, the variable 
product placement belief has been measured considering it as the consumer’s perception, 
and belief towards product placement. Product placements usually carry one-sided, 
unilateral relationships. The conceptual framework was developed based on para-social 
theory in which The para-social relationship exists between the consumer and the persona 
executing product placement. The consumers are in an open-ended relationship, free of 
obligation and provided with the free will of choice.

Similarly, brand awareness is defined as the ability of the consumers to recall and 
recognize the brand through name, logo, and symbol. Brand awareness falls under 
the behavioral reaction of the consumer. This paper aims to look at the effect of belief 
construct on behavior construct. Hence, product placement belief is belief construct and 
brand awareness is behavior construct in this research paper. 

4. Research methodology
The study was undertaken to analyze the effect of product placement on brand awareness. 
Quantitative research design was applied in the study. Descriptive, relational, and causal 
research design were used according to the study’s objectives. Descriptive research 
design was used to develop statistical information regarding the audience’s demographic 
profiles. The aim of getting this information was to validate respondents’ behavioral 
intentions and belief patterns.

Similarly, the relational design was applied to figure out the relationship between 
independent and dependent variables. All these variables were separately measured and 
further assessment was done to see the relationship without manipulating the independent 
variable. A causal research design was implemented to further analyze the extent and 
nature of cause and effect relationships of the variables. 
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The target population of this study was movie enthusiasts who visit the FCube cinema 
hall located at KL tower Chabahil, Kathmandu. In Kathmandu FCube cinema hall has 
only single outlet situated in Chabahil FCube cinema hall was selected out of the cinema 
halls in Kathmandu due to convenience.  However, due to Covid-19, all the cinema halls 
were shut down and the data couldn’t be collected through the physical distribution of 
the questionnaire. Therefore, the target population of this study was further changed to 
followers of the FCube cinema hall Instagram page. The total population of the followers 
was 1566. To determine the required sample size of 92 respondents from the population 
of 1566 Instagram followers, the study has followed the rule that requires sampling at a 
95 percent level of confidence with a 10 percent margin error (Yamane, 1967).

However, 94 valid samples were collected out of 140 questionnaires. To collect the 
data, this study has used applications as such Bulk DM Instagram for sending a link to 
a questionnaire created in google forms to the followers of FCube’s Instagram page. Due 
to Instagram guidelines, multiple Instagram accounts were used to send the questionnaire 
to avoid spam and accounts getting blocked. Therefore, the data was collected through an 
online-based survey from September 23 to September 26, 2021. 

The study has employed primary methods of data collection. Primary data has been 
collected through questionnaires to inquire and find out the detailed characteristics of the 
respondents. The questionnaire has been divided into general background and variables 
related questions. The general background questions contain basic information about the 
respondent. In contrast, variables-related questions contain multiple-choice questions, yes-
no questions, and 5-point Likert scale questions that range from strongly disagree to strongly 
agree. The scales used to measure the construct has been extracted from the previous 
literature. In addition, t study has extracted items on product placement beliefs developed 
by Morton and Friedman (2002). This research paper has adapted product placement 
belief items that comprise ethics, belief, and compatibility between the behavioral and belief 
construct. However, brand awareness is a precursor to brand recall. Therefore, recall items 
weren’t used in the belief construct since this research paper explores the relationship between 
product placement belief and brand awareness. Likewise, this study has extracted items on 
brand awareness developed by Balakrishnan, Md. Shuaib, Dousin, and Permarupan (2012). 

5. Presentation and analysis of the data  
The investigation has utilized different measurable statistical tools such as frequency, 
percentage, cumulative percentage, correlation, and regression analysis. In this study, 
correlation is calculated for all sample responses on a Likert scale to determine the degree 
of the link between a dependent variable and the independent variable. Regression is 
calculated for the responses provided in the Likert scale to find out the relationships 
between a dependent variable and an independent variable for all samples. The research 
model for the relationship is formulated as the equation below: 

Y= α + b X + e
Where, Y = product placement belief,  α = intercept, b= coefficient of brand awarness 
and X = brand awareness and e = error term

Effect of product placement belief on brand awareness ... : Limbu and Aryal
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The responses received from these respondents have been arranged, tabulated, and 
analyzed to facilitate the study’s descriptive analysis. The data were analyzed using various 
descriptive statistical tools with correlation and regression analysis. The calculations of 
the data were made by using Microsoft Excel 2016. 
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Figure 2. Gender of respondents 

Figure 2 shows that out of 94 respondents, 57 are female and 37 are male. According to 
the table, the participation of male respondents is found less than female respondents. 
Resulting in the majority of 60.60 percent of respondents being female and 39.40 percent 
of respondents being male.  
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Out of total respondents, 22 of the respondents are from the age group below 20 whereas 72 
of the respondents are between 20-30 years. Figure 3 shows 23.40 percent of respondents 
belong to the age group Below 20 and 76.60 percent of the respondents belong to the age 
group of 20-30. 

Table 1
Descriptive statistics for all samples

Variables/Statistics N Mean Median Mode STD Variance
Product placement belief 94 3.39 3.29 3.43 0.59 0.35
Brand awareness 94 3.35 3.33 3.00 0.83 0.70

Table 1 summarized the result of descriptive statistics of the variables under study. The 
table depicts descriptive statistics mean, median, mode, standard deviation, and variance 
of the variables under the study of all sample respondents. It reveals descriptive statistics 
for the whole sample. It is found that the mean value for the independent variable product 
placement is highest among other variables with the mean of 3.39 followed by brand 
awareness with a mean value of 3.35. Mode is also highest in product placement with 
a mode value of 3.43. However, standard deviation and variance are highest for brand 
awareness with the value of 0.83 in standard deviation and 0.70 invariances. 

Table 2
Relationship between variables for all sample

Variables  Product 
placement 

Brand 
awareness 

Product placement belief
Pearson Correlation

1
Sig. (2-tailed)

Brand awareness 
Pearson Correlation .457**

1
Sig. (2-tailed) (0.001)

** Correlation is significant at the 0.01 level (2-tailed).

Table 2 depicts the correlation analysis of the variable under study. The correlation 
analysis is conducted for the whole sample. It helps to find out the relationship between 
the variables under study. As shown in the table, the correlation for all samples between 
Product placement belief and Brand awareness is positive and significant at a 99 percent 
confidence level with the correlation of 0.457. Therefore, the correlational analysis 
shows that the independent variable product placement has a positive and significant 
relationship with brand awareness. 

Regression analysis helps determine the impact of independent variables on dependent 
variables. Therefore, the regression analysis is conducted for the whole sample. For 
example, in the study, regression analysis is done to determine the effect of product 
placement on brand awareness. Table 3 represents regression analysis.

Effect of product placement belief on brand awareness ... : Limbu and Aryal
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Table 3
Impact of variable for all samples

Coefficientsa
Unstandardized Coefficients Standardized 

Coefficients t Sig. F Sig. Adjusted 
R2

B Std. Error Beta
(Constant) 1.167** 0.45 2.595 0.011

24.273 0.001 0.200Product 
placement belief

0.644** 0.131 0.457 4.927 0.001

a Dependent Variable: Brand awareness

As depicted in Table 3, Brand awareness is used as the dependent variable and product 
placement belief as independent variable. The table reveals the positive impact of product 
placement with a coefficient of 0.644. The impact is observed to be significant at a 99% 
confidence level. Therefore, if there is a higher belief in product placement there will 
likely be higher brand awareness amongst consumers by 0.644. 

Brand awareness = 1.167 + 0.644 product placement 

Since the p-value 0.001 < p-value 0.01, the regression model is accepted and fit. Similarly, 
the adjusted R square value for regression analysis is 0.200 indicating that the explanatory 
power of product placement has a 20 percent variance on brand awareness. The summary 
of hypothesis test is presented in Table 4.

Table 4
Hypothesis test

Hypothesis Results Tools Confidence level
There is no significant connection between product 
placement beliefs and brand awareness. Rejected Correlational analysis 99%

There is no significant role of product placement 
beliefs on brand awareness. Rejected Regression analysis 99%

6. Findings and discussion 
The study aims to examine the relationship between the independent variable product 
placement belief and the dependent variable brand awareness. It employs various 
statistical tools and techniques to determine the effect of product placement on brand 
awareness such as descriptive, correlational, and causal research designs. In the study, the 
data was collected online and analyzed using mean, median, mode, standard deviation, 
variance, correlation, and regression.  The major findings are as follows: 

  The relationship between Product placement belief with brand awareness is observed 
to be positive and significant 99 percent confidence level with a correlation coefficient 
of 0.457.

 Despite the belief of the audience in product placement 1.167 brand awareness was 
found amongst the audience. 
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 The impact of product placement belief is found to be positive and significant at a 99 
percent confidence level. The coefficient of product placement shows that an increase in 
product placement belief causes an increase in brand awareness. Thus, if the acceptance 
of product placement belief is high in the audience there will be higher brand awareness. 

In media platforms such as cinemas and movies, product placements are employed for 
a positive shift of brand attitudes (Chin & Wilson, 2012). Product placement belief was 
chosen in order to correlate the attitude of the audience towards product placement. Brand 
awareness was chosen as it is an integral indicator and precursor of brand attitude, which 
determines consumer behavior (Rossiter, 2014). The research paper aimed to establish a 
foundation for examining the relationship between product placement beliefs and brand 
awareness of Instagram followers of FCube cinemas situated in Chabahil. The total 
population of the followers was 1566. The study employed the convenience sampling 
method to determine the required sample size of 92 respondents from the population of 
1566 Instagram followers. According to the purpose of the study, the research paper aims 
to provide insight and exploration of product placement belief and its effect on brand 
awareness which allows informing brand attitude of the audience. 

Results obtained from the data analysis show product placement belief has a significant 
relationship and positive impact on brand awareness of Instagram followers of FCube 
cinema, Chabahil. The findings suggest that the audience’s belief in product placement and 
its presentation in the movie is associated with brand awareness. The result is consistent 
with Morton and Friedman (2002) who observed a positive relationship between product 
placement beliefs and product usage behaviors. The results of the study of Balakrishnan, 
Md. Shuaib, Dousin, and Permarupan (2012) also confirm the positive relationship between 
brand placement acceptance and brand placement recall, brand preference, brand loyalty, 
and intentions to purchase Srivastava (2020), and Yao and Huang (2017) both reveal that 
there is a positive relationship between placement marketing and purchase intentions. 

7. Conclusion 
The research paper aims to establish a foundation for examining the relationship between 
product placement beliefs and brand awareness of Instagram followers of FCube cinemas 
situated in Chabahil. The data analysis shows the relationship between product placement 
belief and brand awareness. The concluded result is there is a positive as well as significant 
relationship between product placement belief and brand awareness. 

The paper contributes to reconciling and classifying the relationship between product 
placement beliefs and brand awareness. The study measured the general belief of 
the audience towards product placement and the outcome was related to their brand 
awareness. The study has correlated the general belief, and acceptance of product 
placement with brand awareness of the audience, which is a precursor of brand attitude 
shift and consumer behavior. The relationship beween product placement belief and brand 
awareness was found.  However, it was seen that some degree of brand awareness was 
found ingrained in the audience despite their belief in the product placement. The brand 
awareness was mostly measured through a close-ended questionnaire, so the influential 
extent of product placement belief over brand awareness is inconclusive.Hence, the study 

Effect of product placement belief on brand awareness ... : Limbu and Aryal



46

Nepalese Journal of Business and Management Studies: Vol. 1, No. 1: April 2022

shows there is relationship between the subset of beliefs carried by an individual towards 
product placement and their awareness of the brand. The findings solidify the foundation 
for understanding the linkage between beliefs and behavior of the sample population. 
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Analysis of Service Quality and Strategies from 
Customers’ and Franchisor’s Perspectives:  

A Case of The Burger House and Crunchy Fried Chicken

Dinesh Poudel1

Kul Prasad Pandey2

Abstract
The Burger House and Crunchy Fried Chicken is a blooming franchise model with 
strategically distributed outlets in major areas of the Kathmandu valley. The purpose 
of the study was to probe the management strategies and regulations followed by 
the franchisor, and the perceived service qualities of the outlet from the customer’s 
standpoint, further resulting in the increased brand value of the CFC. During the 
study, the store manager of the franchisor was interviewed to gather information 
about management practices and regulations mandated by the franchisor to its 
franchisees. Next, the customers within the outlet were selected using convenience 
sampling methods and were presented with a set of questionnaires to rate the 
perceived qualities of the CFC Sankhamul outlet. Finally, customer reviews from 
Google Maps were analyzed to gather customer sentiments relating to the CFC 
service quality. The CFC franchisor, inclusive of Mr. Basanta and the team, was 
found to have been actively engaged in due attainment of uniform service quality 
through monthly inspection, routine strategic meetings, facilitation of training, 
and distribution of spices and ingredients within the outlets. The study reveals that 
customers perceive CFC Sankhamul outlets to have higher reliability, followed by 
tangible factors. Similarly, CFC was perceived to have low empathetic and average 
responsive and assurance qualities. 

Keywords: service quality, strategies, franchise model, customers, franchisor

1. Background of the problem
Fast Food, coined in 1951 by Merriam-Webster, is an umbrella term that refers to food 
that can be prepared and served quickly (Hossain & Islam, 2020).  In plain words, any 
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food items that can be prepared in restaurants with low preparation time are called fast 
food.  The first fast-food restaurant was established in 1916 AD in the United States 
of America, named White Castle (Bareham, 1995), however, it was in the early 1950s  
fast food was first popularized in the USA  (Profiling food consumption in America. 
Washington, DC). 

In the present context, with over 200,000 fast-food restaurants and estimated sales of $120 
billion in the USA alone, the fast-food industry is considered one of the largest segments 
in the food industry (Bowman, Gortmaker, Perera, Ebbeling, & Ludwig, 2004). When 
compared with expenditures among Americans, a study shows that expenditure on fast 
food is more than the expenditure on new cars, higher education, or personal computers 
(Hossain & Islam, 2020). In a similar context, international brand chains including 
McDonald’s, and Yum have larger portions of sales internationally (Buttle, 1986), which 
further elaborates the craze for fast food around the world. Multiple independent studies 
around the world also show an increasing trend in takeaways and consumption of fast 
food, especially in Europe, the USA, and Australia (Hossain & Islam, 2020).

In the context of Nepal, The Shangri-La Group, 1997, first introduced a licensed outlet of 
Wimpy, a British-owned fast-food chain. The arrival of Wimpy offered a new experience 
to the teenagers and was an instant hit for its uniquely offered chicken burgers (Adhikari, 
2013). In later years, Nepal’s first outlets of Pizza Hut and KFC- Kentucky Fried Chicken 
were set up in 2009, these outlets over the years, though through some challenges, have 
been successfully keeping customer traction within the city and have extended their 
services to multiple other outlets within the country. Currently, a wide number of fast-
food franchises both national and international brands are successfully operating all 
around the nation. A few of such local franchises are Syanko, Bajeko Sekuwa, Pepe 
Pizza, Chicken Station, and Shandar Momo (Basnet, 2021).

Franchising has been a unique and distinct business format in which a franchise provider 
is particularly responsible to partake in actions that involves providing the way of doing 
business, periodic business guidance, and assistance in return for pre-arranged payment/ 
fees or royalty (Queensland Government, 2021). The franchise modality in business 
among many advantages introduces an increase in brand recognition, lowers the chance 
of failure, provides a ready-to-use consumer portfolio, and enables easy to find financial 
support (Salar & Salar, 2014). However, the modality is also bound to introduce a few 
extra constraints on both the franchisor and franchisees. From a common standpoint, 
franchise businesses create a restrictive operating environment that induces limitations 
including little to no room for creativity and freedom, promotion of market saturation, 
and inducement of a profit-sharing modality (Tang, 2017). Above all, the most concerning 
factor for the franchise is to withstand a level of service quality among its franchises i.e. 
if any of the service outlets fail to maintain a bare minimum standard, the goodwill of the 
entire franchise will be at stake.

The Burger House and Crunchy Fried Chicken (CFC) is a franchise model business and 
shares all relevant advantages and limitations of franchising models. The study assesses 
common management practices followed by CFC to attain a satisfactory service quality 
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amongst its franchisees. Service quality is primarily referred to as subjective, perceived 
quality, with the intent of reflecting customers’ perception of services and excellence due 
to the extension of such services. Most of the CFC franchises are independently owned, 
and daily operations are managed by the respective outlets themselves. Furthermore, the 
availability of fresh ingredients and raw materials, and environmental factors including 
placement of outlets introduce external variables into play against attaining a uniform 
service quality among such outlets. The study aims to answer the following research 
questions:

 Which factors of service quality are attributed to the CFC by its customer base? 

 What management principles and strategies are followed by the CFC to maintain a 
uniform service expectation and reliability against its franchisees?

2. Objectives of the study
The general purpose of the study is to understand the practices adopted for quality control 
of the service quality of The Burger House and Crunchy Fried Chicken. Further, the 
specific purpose of the study is summarized as:

 To analyze the customers’ perception against the tangibility, empathy, assurance, 
reliability, and responsiveness of CFC; and

  To assess the policy and strategies regulated by the franchisor for the attainment of 
uniform service quality amongst the CFC outlets.

3. Literature survey 
The service quality is mostly illustrated under the four characteristics namely, intangibility, 
heterogeneity, inseparability, and perishability. Intangibility states that the services cannot 
be counted, measured, inventoried, tested, and verified in advance of the sale to assure 
quality. Heterogeneity suggests that the service, mainly in high work content, varies from 
one producer to another, from day to day, and even client to client. Perishability suggests 
that services cannot be saved to be performed at some other time.

Zeithaml, Parasuraman, and Berry (1990) illustrated the gap analysis model who 
presented an integrated view of the customer-company relationship. The theory focuses 
on the premise that service quality is dependent on the size and the direction of the five 
gaps that can exist in the service delivery process as given.

Gap 1:  the gap between customer expectations and those perceived by management 
to be the customers’ expectations. 

Gap 2:  the gap between management’s perception of consumer expectations and the 
firm’s service quality specifications. 

Gap 3:  the gap between service quality specifications and service delivery. 

Gap 4: the service delivery, external communication gap. 
Gap 5: the perceived service quality gap, the difference between expected and 

perceived service 
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The first four gaps are identified as functions of how service is delivered from the provider 
to the customer while gap five, connected to the customer, is considered the main actor of 
service quality and thus influenced by the SERVQUAL instrument. Edvardsson (1996) 
stated that a service organization needs to define the level of quality at which to operate 
i.e. relevancy of right quality is higher than that of high quality.

Conceptually, the SERVQUAL scale suggests that service quality is a gap between 
customers’ expectation of service (E) and their perception of actual service performance (P) 
regarding the five dimensions of quality viz. tangibles, reliability, responsiveness, assurance, 
and empathy. Despite its widened usage for research studies, SERVQUAL however was 
greatly criticized in many scientific studies hence concluding SERVPERF scale (Cronin 
& Taylor, 1992), based only on measures of service performance, and would be more 
adequate to evaluate service quality. DINESERV is an adaptation of the SERVQUAL scale 
(Parasuraman, Zeithaml, & Berry, 1988) for restaurant industries using the knowledge 
learned in the development and refinement of the LODGSERV (Frietas & Candido, 2020). 

Fiore and Kim (2007) present a conceptual framework that concerns the influences on the 
consumption experience by environmental variables such as physical elements of the service 
environment, individual variables, individual attributes, and person-environment variables 
or situations. Zeithaml and Bitner (2010) argue that customers perceive service quality in 
more than one way i.e. multiple factors are taken into account when quality is assessed.

Baker et al. (2002), Bitner (1990), and Minor et al. (2004) also put forward the influences 
of the environment on customer satisfaction. For example, the environment in a restaurant 
will affect customer satisfaction. Lovelock and Wirtz (2007) discuss the relation of 
satisfaction and delight to the confirmation or disconfirmation of expectations: The terms 
“quality “and “satisfaction” are sometimes used interchangeably. Some researchers argue, 
that perceived service quality is just one component of customer satisfaction, which also 
reflects factors like price/ quality trade-offs, and personal and situation.

Baker et al. (2002) also describe three components that influence the service encounter 
elements. The first component is the physical environment and includes for example 
music, lightning, and external and internal environmental design, the second one is 
customer interactions with intangible and tangible elements in the service environment 
and the periods when customers interact with physical facilities and other tangible 
elements in the service environment.

Bitner (1992) and Baker et al. (2002) describe how customers are influenced by the 
appearance, perceptions, and behavior of other customers. Baker and Cameron (1996), 
discuss that perception of customers is easily affected by peer perceptions or even the 
perception of other customers and that makes it important for service providers to be 
careful about the interaction between customers.

Lovelock and Wirtz (2007), under The Servuction Model, state that the Service processes 
usually consist of a series of encounters, such as your experience with a table reservation 
that consists of steps from making a reservation to checking in, serving the meal, and 
finally service for bill payment.
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4. Research methodology
Amongst multiple franchises based fast-food chains within the city, The Burger House 
and Crunchy Fried Chicken was selected as a study subject due to the blooming number 
of outlets despite the mixed opinion of customers regarding the customer service, 
deliciousness of food and minimum social rating i.e. on an average 3-4 outlets of CFC 
can be found within a 2-kilometer radius within the city. The CFC Sankhamul can be 
regarded as the source origin of the entire CFC franchise as it is both the franchisor and 
the first operating outlet in its entire chain of outlets. The study follows both qualitative 
and quantitative measures while relying on primary and secondary data. Primary data was 
acquired via verbal interviews, direct observation, and questionnaires conducted within 
the premise of The Burger House and Crunchy Fried Chicken located at Sankhamul, 
Kathmandu, Nepal. Correspondingly, customer reviews of The Burger House and 
Crunchy Fried Chicken, extracted from Google Map, by web-scraping using python script 
(inclusive of selenium and beautiful soup) and saved as a CSV file for further study, were 
taken as a secondary source. Before starting the interview session, the store manager 
was formally introduced to the intent of the study and asked if he was willing to provide 
the information required.  Mr. Dimbug objected to recording the conversation, so the 
interview was manually transcribed at the venue. The Nepali language was used as the 
primary mode of communication. 

Successively, customers of The Burger house and Crunchy Fried Chicken within the 
premises were presented with questionnaires. The questionnaire survey was conducted 
on October 31, 2021, from 1 pm – 4:30 pm NST using the convenience sampling 
method. A total of 20 respondents were recorded for the study purpose. The first part of 
the questionnaire, included basic demographic parameters followed by the DINESERV 
dimensions. Respondents were asked to rate multiple factors of The Burger House 
and Crunchy Fried Chicken under dimensions of DINESERV models. The response 
thus collected was subjected to descriptive analysis to find the central tendency of the 
responses. A percentile measure was used for the analysis of the questionnaire.

Microsoft Excel was used as a statistical suite to store and analyze the data thus collected 
from the questionnaire session. The reviews from Google were extracted through web 
scraping procedures. Such scraping was carried out with a base source named google 
maps-scrapper. Nvivo 12 was used to create and manage cases against all available data, 
and to create a word cloud of the most frequent words used in customer reviews.

5. Presentation and analysis of the data
Of the 20 questionnaires distributed within the CFC premise, 19 were received completely 
answered. Table 1 shows that 60 % of the respondents selected were male and 40 % 
were female. Among the respondents, 40 % visited the outlet frequently. A fairly low 
number of respondents were found to visit weekly. We can also notice that number of 
daily respondents is 0.

Regarding the age group, the majority of the respondents were found to be between the 
18-25 age group i.e. 65%, followed by the age group 25-40 i.e. 30% when compared to 
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other age groups the maximum number of respondents were found to be within the range 
of 18-40 i.e. totaling to 95% of the total respondents. The demographics of respondents 
may not exactly portray the demographics of the overall customer base of the CFC since 
the study fails to address respondents who visit the place after office hours i.e. 5 pm.

Table 1
Characteristics of respondents

Demographic Factors Options %
Gender Male 60

Female 40
Age Below 18 5

18-25 65
25-40 30
40-60 0
Over 60 0

Frequency of Visit Daily 0
Weekly 10
Bi-weekly 25
Often 40
Seldom 25

Tangibility

The Sankhamul Outlet, also the franchisor of The Burger House and Crunchy Fried 
Chicken is an underground fast-food outlet with minimalistic parking nearby. Upon 
observation, the outlet was found to be averagely decorated with few wall paintings, 
such paintings add additional value to the environment of the outlet and in some cases 
may present emotional triggering.

“…. On top of that the painting of Late King Birendra stole my heart” - GR1629

The seating arrangement within the outlet was comfortable. The outlet is divided into sections 
for billing, kitchen section, general seating, and private seating. No dedicated smoking or non-
smoking zone was allocated. The absence of such an area may present conflicting choices to 
its customers. Several people have shared their reviews on Google regarding a similar issue. 
They believe a small smoking-only or non-smoking zone could ease up the environment. 

“Nice place but it would be best if it has at least small compartment of NON-
SMOKING Area” –GR142

The outlet offers two public restrooms and has limited options for hand wash. On primary 
observation, the cleanliness of the restroom was found to be somewhat questionable. The 
lack of properly clean restrooms could present additional difficulties to women, if not 
equal to men.
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“…Most of the people coming here are regulars and manage among themselves.” Mr. 
Dimbug replied when asked about the availability of restrooms during busy hours. 

The outlet has accustomed itself to a party place and has adopted live music over the 
recent years. Live performance is one of the key attractiveness of the place. The customers 
within the outlet were found more attentive to live music. In general, the ambiance is 
somewhat noisy, even without the live music, and maybe a deterrent factor, especially for 
people who require a peaceful place to have casual chats. Mr. Dimbug acknowledges that 
they receive frequent concerns regarding the loudness of the music.

“People come and enjoy our music and it’s just a matter of taste. In fact, we are using 
only the front speakers, we do have additional speakers but we don’t use them often. We 

also have a secluded cabin right next to the outer parking zone for people who want 
peace and come here to talk.” - Mr. Dimbug

The staff of the outlet were well dressed and looked presentable and were carrying tablets 
to take customers’ requests. Since food orders were taken via digital means, it is safe to 
believe that chance of wrong food orders is minimal. During our evaluation of Google 
reviews, we noted serious concerns of customers regarding the difference between the 
menus’ stated pricing and the actual billing amount of the outlet itself. Such complaints 
originate since CFC doesn’t include VAT in its menu pricing. It is advised that a menu 
sheet inclusive of all hidden charges is maintained within the outlet to further improve 
the level of customer satisfaction. 

Table 2
Statistical summary for tangibles

Dimension Factors Mean Median S.D Percentile 20 Percentile 30 Percentile 40
Average 3.26 3.22 0.37 3 3 3.1
T1. 2.95 3 0.837 2 2.3 3
T2. 3.9 4 0.16 3.2 4 4
T3. 3.35 4 0.22 2 2.3 3.4
T4. 4.3 4 0.131 3 4 4

Tangibility T5. 3.85 4 0.128 4 4 4
T6. 4.15 4 0.197 3.2 4 4
T7. 3.57 4 0.176 3 3 4
T8. 4.26 4 0.168 4 4 4
T9. 3.63 4 0.137 3 3 4
Gross 29.35 29 0.747 27 27 28

Based on our questionnaire, 60% of customers believe that CFC has agreeable tangible 
qualities against multiple sectors except for factor T1: The CFC Restaurant has visually 
attractive parking areas and buildings. Similarly, about 30% of customers disapprove of 
the cleanliness of the available restrooms T3. Table 2 shows the basic statistical analysis 
of the customers of CFC Sankhamul outlets.
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Since the start of the outlet, initial investors including Mr. Dimbug, Mr. Basanta Lama, 
and the team have been actively engaged in the proper functioning of the CFC and 
have grown an attachment to the physical structuring of the outlet over the years. In our 
conversation regarding expansion plans and the desire to relocate to a more spacious area 
with a lifted decoration Mr. Dimbug replied:

“No. I am attached to how things are. See this bar, (pointing to the bar rack) this 
bar has been here since the start of the outlet. There was a time when we had no 
money to invest. We contributed personally to collect fund to establish this outlet 
and this bar was made out of the same seed money. Over the years, we could have 
changed the bar but I didn’t want to. I believe this bar is lucky for us. Same holds 
for the chairs and other furniture. Almost all the furniture here are in its original 
state since the start of first outlet. Recently we added some extra cushion to them. 

We did change our sofa in the party cabin (pointing to the black sofa in party 
cabin). I believe the furniture are lucky for us too.”

Empathy

The CFC has been consistent in its offering since the start of the venture and follows 
a strictly managed menu throughout its franchisees. However, it does serve special 
offerings upon the request of its customers. The ability of CFC to adapt to the desires of 
its customers does bolster its branding. 

Table 3
Statistical summary for empathy

Dimension Factors Mean Median S.D. Percentile 20 Percentile 30 Percentile 40
Average 3.28 3.5 0.936 2.95 3.18 3.4
E1. 3.31 3 0.154 3 3 3

Empathy E2. 3.47 3 0.193 3 3 3
E3. 3.47 4 0.207 3 3 3
E4. 3.57 3 0.192 3 3 3
Gross 13.15 14 0.837 11.2 12.3 13.4

“…, we recently offered Sushi due to customers’ requests. However, only a few 
customers i.e. 1-2 would request sushi during their time in the outlet.” - Mr. Dimbug.

Recently CFC Sankhamul was offering sushi as its special dish. However, they have 
discontinued the service due to low customer requests. Special dishes require additional 
human resources and thus increasing the overall operational cost of the outlet.  
Table 3 illustrates that 80% of respondents believe that CFC is neutrally empathetic 
to its customers against multiple factors except for factor E3: The CFC anticipates my 
individual needs and wants i.e. A large number of customers agree that CFC anticipates 
their needs and wants.
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Assurance

The majority of the CFC staff were found to lack proper education. On similar notes, none 
of the staff were reportedly from the field of hospitality or management. We observed 
that CFC values its employee’s dedication and hard work in educational qualifications. 
However, the lack of education does provide some challenges to the outlet since the 
employees cannot answer the customer inquiries confidently. Such hesitance may 
adversely affect overall customer satisfaction. When inquired about the frequency of 
customer inquiries Mr. Dimbug stated that customers rarely inquire about the ingredients 
or preparation methodology of menu items. 

Table 4
Statistical summary for assurance

Dimension Factors Mean Median S.D. Percentile 20 Percentile 30 Percentile 40
Average 3.52 3.6 0.932 3.2 3.4 3.4

A1. 3.684 4 0.171 3 3 4
A2. 3.89 4 0.185 3 4 4

Assurance A3. 3.15 3 0.257 2 2 3
A4. 3.55 4 0.184 3 3 4
A5. 4.05 4 0.179 4 4 4
Gross 17.6 18 1.04 16 17 17

CFC considers its ingredients and preparation method a trade secret and is hesitant 
to share the details with its customers. CFC does maintain a listing of ingredients for 
common beverage offerings including blended drinks and ice-creams.   

“…We have listed ingredient for blended drinks stated in the menu (Beverage 
sections) and refer customer to read the details if any queries about such drinks” 
– Mr. Dimbug.
Based on the survey, about 60% of the respondents believe that the CFC personnel were 
moderately trained. Correspondingly, a similar number of the respondents agree that CFC 
staff do their job well. Table 4 shows the complete statistical description of multiple 
factors contributing to the assurance of CFC.

Reliability

Based on direct observation, CFC was found to provide fast-paced service to its customers. 
However, during busy hours CFC customers may feel somewhat disappointed. Mr. 
Dimbug acknowledges that the level of service quality during busy hours is not on par 
with the expectations. A significant concern was reported regarding the service time and 
quality of the outlet during the analysis of Google reviews. Such reviews have mixed 
responses both applauding and criticizing the service quality of the CFC. 
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Table 5
Statistical summary for reliability

Dimension Factors Mean Median S.D. Percentile 20 Percentile 30 Percentile 40
Average 3.95 4 0.59 3.3 3.8 3.8

R1. 4.35 5 0.182 3.2 4 4
Reliability R2. 3.65 4 0.2325 3 3.3 4

R3. 3.8 4 0.186 3 4 4
R4. 4.21 4 0.145 4 4 4
Gross 15.8 16 0.531 13 15 15

“We can only serve 2 cups of coffee at a time... Rarely, food preparation also takes time 
since most of the chefs are busy.” – Mr. Dimbug 

Based on our questionnaire, more than 60% of respondents agree CFC is dependable 
and consistent in its service offering. Similarly, a large percentage of respondents 
agree that CFC serves their food as they ordered. A complete listing of statistics is 
listed in Table 5. 

Mr. Dimbug stated that order misplacement rarely occurs within the outlet. However, 
a few cases of mishaps was recorded when delivering food to respective customers. 
CFC has been providing delivery services since its initiation and has recently tied up 
with external agencies like Pathao. When in case of order misplacement, CFC takes full 
responsibility and tries to sort the issues either by re-dispatching the food order or by 
offering a complete refund of the food items.

The CFC Sankhamul outlet is near several other fast-food restaurants including Syanko 
Rolls, Burger Station, and Chicken Station, and has been effectively managing its price 
and service quality. When asked about the market competitiveness against Chicken 
Station, a similar fast food franchise offering nearly the same menu items, Mr. Dimbug 
replied:

“We have our customer base and they have theirs. Most of our customers visit us 
because we provide cheap food with good quality”

The price to quality averaging followed by the ambiance of CFC has helped CFC establish 
itself as a go-to option among its customers base. Several Google reviews support the 
fact. Amongst the most positive factors of CFC, we have found that pricing and food 
quality are the most reported factors.

“Good food, good price... Maybe the service can be made better.” – GR1324

Since most of the staff had no formal education relevant to the service industry let alone 
fast-food restaurants, the service quality of the chain is somewhat questionable. When 
repeatedly requesting additional chili flakes and oregano along with pizza, one of the 
waitresses brought some ketchup sachets. The staff does seem to require knowledge 
related to the food they offer within the outlet.
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Responsiveness

Staff personnel of CFC Sankhamul are in general responsive and behave properly with 
the customers. Most of the staff were soft-spoken and were somewhat enthusiastic about 
individual requests. However, customers may feel neglected during busy hours due to the 
decrease in the ratio of customers to service employees.

Table 6
Statistical summary for responsiveness

Dimension Factors Mean Median S.D. Percentile 20 Percentile 30 Percentile 40
Average 3.35 3.33 0.752 3 3 3

RP1. 4 4 0.178 3.2 4 4
Responsiveness RP2. 2.94 3 0.222 2 2 2

RP3. 3.42 4 0.192 3 3 3
Gross 10.05 10 0.505 13 15 15

When asked regarding the responsiveness and availability of service staff within the 
outlet, Mr. Dimbug acknowledged that customers may have to wait longer during busy 
hours. CFC does not follow practices of part-time/ additional workforce during busy 
hours. Table 6 illustrates the average points rated against the franchise by customers. 
More than 70% of respondents believe that CFC provides a quick response to their 
requests. Similarly, 80% of respondents either disagree or feel neutral that CFC staff 
show extra effort to handle special requests.

Strategies and regulations

The Burger House and Crunchy Friend chicken doesn’t have strict guidelines against the 
applicability of an outlet desiring to act as a franchisee. Upon franchising request, Mr. 
Basanta and the team conduct a primary market survey including profitability analysis, 
market competitiveness, and brand value within the prospected locality. If all conditions 
are met then the CFC allocates resources to newly formed franchisees. The allocated 
resource includes specialized training services, business, and trade secrets including 
the spices and ingredients used within the CFC outlet. When asked about the franchise 
modality Mr. Dimbug replied:

“We don’t have royalty system. Profit isn’t distributed among outlets. Actually we 
provide franchising rights by taking an up-front fee. In some case, franchisees offer 
us a certain percentage share in their facility. I have come to understand that people 
frequently offer share to ensure we will be more motivated to provide timely services 

when requested. We don’t force any such actions nor discriminate amongst the 
franchisees who choose either of the models.”

CFC provides onboarding specialization training to all employees within the chain. To 
further increase morale, a monthly visit is also conducted to all the franchisees wherever 
possible. During such training, information about spices including ingredients and quantity 
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is shared. Currently, CFC is importing packaged spices from India and the same is circulated 
throughout the chain to keep the taste constant. CFC uses fresh ingredients from the local 
vegetable market place and each outlet is responsible for its purchases. This does introduce 
some change in quality against multiple outlets. However, CFC has preferred the freshness 
of the vegetables and meat products since the circulation of such ingredients takes time even 
within the city. To further reduce the margin of error, CFC has a uniform menu offering in 
all its outlets, however, upon customer request, outlets also offer an additional offering to its 
customers. Such additional offerings are listed under a separate menu leaf.

CFC has been providing delivery services to its customers since its establishment and 
doesn’t mandate a minimum bill amount. In later years, CFC has taken a tie-up with 
food delivery service Pathao for home delivery service. CFC has been receiving general 
queries about the quality of delivered food. Despite the same ingredients and cooking 
procedure, such loss of quality is attributed to the packaging used during delivery 
services. In some instance, misplaced delivery packages and late delivery has also 
been reported to CFC. Mr. Dimbug states that such grievances are recorded often when 
delivery services are used when in comparison to the in-house delivery person. Since 
CFC has started in-house delivery, CFC has started rolling out orders from nearby 
outlets i.e. if a person orders food in the CFC Sankhamul outlet from Kalanki, CFC 
delivers food from the Kalimati outlet. Hence, CFC is confident that it provides timely 
delivery services to its customers. CFC considers its customer experience and has no 
criteria for the minimum bill amount for delivery services. Mr. Dimbug stated that 
since most of the CFC customers visit the place because of its price competitiveness, it 
would be unfair for the customer to request a minimum billing amount.

Grievances and customer complaints about outlets are in general handled within individual 
outlets and the CFC Sankhamul bears no responsibility for grievance management as a 
whole. However, upon special request, CFC Sankhamul provides additional support to 
its franchisees. Cases of cross outlet complaints are rarely registered with the franchisor. 
Such complaints are registered either via phone calls or through the Facebook social 
page. . Complaints registered via Facebook pages however are directly handled by Mr. 
Basanta Lama. Additionally, a weekly meeting is arranged in the corporate office, located 
at Naya Basti Kathmandu, every Friday 8 am - 9 am regarding customer grievances 
and prospective changes for franchises. Such meeting is attended by chefs and upper 
managerial staff of the CFC outlets.

6. Findings
After successive interviews with the franchisor and questionnaire sessions with the 
customers of the outlet, the following major observation was made:

 The franchisor was confident regarding the factors involving the tangibility of the 
outlet including the parking area, restrooms, and design of the outlet. Upon cross-
referencing the data from the questionnaire session, as well as google reviews, it is 
noted that the customers however weren’t satisfied with tangibility factors. There is 
a significant gap between the franchisor’s intent and customer satisfaction in regards 
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to tangible factors. Meanwhile, both the franchisor and customer agree that the 
availability of live music has added extra value to the customers’ experience while 
within the outlet.

 The CFC maintains a uniform service delivery through a proper strategy and execution 
involving the uniform menu and circulation of key ingredients from the same vendors 
across the country. These ingredients include the rationing of the spices and other 
relevant raw ingredients.

 The franchisor and the customer both converge on the perceived quality of assurance 
and empathy. The franchisor confirms that CFC has mainly portrayed itself as a party 
venue and usually people visit the outlet because of its cost efficacy.

  Amongst the five dimensions of DINESERV, customers converge on reliability as the 
key quality trait of CFC.

7. Conclusion 
Management strategies including the selection of strategic location, competitive 
pricing, profitability analysis, and surveying of customer base/ brand recognition 
before starting a new outlet are factors influencing the success of the overall CFC 
franchise. The ability of CFC management to address the special needs of customers 
is another commendable factor of the outlet. Taking special measures to provide 
services completely out of the core offering is a challenging factor and the willingness 
to take the risk of such offering illustrates the level of dedication of CFC management 
towards the betterment of the overall service quality of CFC. CFC doesn’t mandate a 
minimum billing amount for its delivery services and has been constantly monitoring 
the customer reviews and complaints through both social reviews and phone calls. 
CFC shares the same menu and preparation methods, including the quality and 
quantity of the ingredients i.e. spices and raw materials, and thus has limited the 
number of factors against the attainment of uniform service experience amongst its 
outlets. Even so, upon receiving a large number of customer complaints, a physical 
inspection is done on the respective outlet. Taste, smell, color, and quality consistency 
are measured during such inspection. A routine inspection is also carried out against 
the outlets within the Kathmandu valley. The strategies followed by CFC have not 
only enabled customers to receive a fairly good service quality but also preserve the 
brand reputation since the establishment of the outlet. 

The reliability of CFC has been a key factor for the overall brand reputation followed by 
tangible qualities. Customers perceive CFC to have average responsiveness, assurance, 
and low empathetic qualities. Tangible factors like ambiance inclusive of the live music 
have enabled additional customer inflow to the CFC. However, the music at the outlet can 
be too loud at times, to a point where the same ambiance could deter the customers’ trust. 
In a similar context, hidden pricing on menu items, availability of sufficient and clean 
lavatories, and lack of service training and knowledge of menu items among employees 
can be regarded as adverse quality traits for the operation of the outlet.
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Monetary Incentives and Employee Satisfaction:  
A Case of Access World Tech Pvt. Ltd.
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Abstract 
This research aims to examine the effect of monetary incentives on employee 
satisfaction among the employee of Access World Tech Pvt. Ltd., located at 
Krishnagalli, Patandhoka, Lalitpur. The study developed two research questions, two 
research objectives, and two hypotheses. Related literature was reviewed to develop 
a conceptual framework was reviewed. The study used a descriptive, relational, and 
causal research design considering the research objectives. The study’s population 
consists of 120 employees. The convenience sampling method was used in the study. 
The sample size of 92 was calculated using Maple Tech’s calculator. The close-
end questionnaire was distributed to 110 respondents, 94 of whom were deemed valid. 
Because the item for the 5-point Likert scale was adopted from previous studies, the 
instrument used in the study is reliable and valid. The study’s conclusion was reached 
using statistical, descriptive, and inferential tools. The findings concluded that there 
is a positive and significant relationship between monetary incentives and employee 
satisfaction. Thus, the study discovered that monetary incentives have a direct effect 
on employee satisfaction. 

Keywords: monetary incentives, salary, motivation, employee satisfaction

1. Background of the problem
Organizations require financial resources to achieve their objectives, which can only 
be properly mobilized if effective and efficient human resources are available. An 
organization is strong only if its workforce is strong; that is why the employees need 
to be treated with care and tenderness (Cowling & Mailer, 2011). Employees play a 
vital role in the day-to-day operations of any organization, especially where the markets 
are very competitive and have an ever-changing environment. Employee motivation 
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encourages them to coordinate and cooperate to make the best utilization of available 
human resources (Shahzadi, Javed, Pirzada, Nasreen, & Khanam, 2014). 

Motivation is a process that begins with a physiological or psychological deficiency or 
need that ignites a behavior or drive targeted at accomplishing a goal or getting a reward 
(Luthans, 1992). Mamdani and Minhaj (2016) expressed that employee motivational 
incentive plans are the most commonly used technique in organizations. Motivational 
incentives include both monetary and non-monetary incentives. Monetary incentives 
enhance the direct satisfaction of employees (Burgess & Ratto, 2003). Monetary 
incentive plans include salary, bonuses, cash awards, gift cards, retirement funds, 
medical allowance, and so on. These monetary incentives motivate employees to increase 
productivity by influencing their performance, efficiency, satisfaction, responsibility, 
effectiveness, and commitment. To ensure that money has meaning in the form of a reward 
for achievement and to give people pleasure from achievement, compensation should be 
based on performance as far as possible (Knootz & Weilhrich, 1990). The primary goal 
of monetary incentives for achievement is to motivate employees and encourage them to 
do their best in their job performances. Berger and Berger (2015) argued that employees 
prefer to have monetary incentives in return for their achievements. Lazear (2000) also 
confirmed that when salary increases, most employees want to perform their assigned 
tasks with the best effort which leads to achieving the organizational as well as individual 
goals. 

To summarize, the monetary incentive in its various forms encourages employees to be 
more productive and self-motivating towards the welfare of the organization. Employee 
satisfaction and motivation are influenced by incentives provided by the employer. 
Various research papers have explored the dynamic between employee satisfaction and 
incentives. Despite this, no research has been conducted in Nepal to investigate the impact 
of monetary incentives on employee satisfaction as of now. So, this study is carried out to 
know the benefits of financial incentives to enhance the satisfaction level of employees 
in the company. As a result, the research problem focuses on an area of concern where 
there is a knowledge gap required for the study. Hence, the research is directed towards 
answering the following questions. 

 How do monetary incentives affect employee satisfaction in Access World Tech Pvt.
Ltd.?

 What is the present situation of monetary incentives and employee satisfaction among 
Access World Tech Pvt. Ltd. employees?

2. Objectives of the study
The effectiveness with which an organization provides monetary incentives to motivate 
its employees to achieve their mission and vision is critical. Poor incentives packages 
have been a crucial factor affecting employee satisfaction. Employees are unwilling to 
improve their performance when they believe their contributions are underappreciated 
by their organizations. So, management has to facilitate the necessary skills to formulate 
a sound monetary incentive policy to satisfy the employee. Therefore, there have to be 
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some objectives for any study that show the reasons for conducting the research work. The 
primary aim of the study is to determine the effect of monetary incentives on employee 
satisfaction in Access World Tech Pvt. Ltd. The specific purposes of the study are as 
follows: 

 To examine the level of monetary incentives and employee satisfaction among Access 
World Tech Pvt. Ltd. employees; and

 To identify the linkage between monetary incentives and employee satisfaction in 
Access World Company.

3. Literature survey
A literature review serves as the foundation for research in nearly every academic field. 
It consists of a review of the empirical literature and related theories of the research. 
It enables them to find out about the existing bodies of knowledge on the topic of 
their interest. It states the findings from previous research hence enabling to generate 
the hypothesis for the research. The theoretical foundation of this study is anchored in 
Expectancy theory. 

Expectancy theory was first proposed by Vroom (1964), who asserts that motivation is a 
conscious choice process (Werner & DeSimone, 2006). According to expectancy theory, 
decisions about which activities to pursue are influenced by a combination of three sets 
of beliefs: expectancy, instrumentality, and valence. Hence based on expectation theory, 
Motivation= Expectancy × Valence (Goals).

Expectancy is concerned with the perceived relationship between an employee’s level of 
contentment and the resulting outcome. Similarly, instrumentality refers to the extent to 
which the outcomes of the worker’s performance and the degree to which an employee 
values a particular outcome is referred to as valence. The implications of their theory is 
that if an employee believes that no matter how hard he works, he will never achieve 
the necessary level of satisfaction, his motivation will be low in terms of expectancy. 
In terms of instrumentality, the employee will be motivated only if his actions result in 
a specific outcome. If he works an extra hour, he expects to be rewarded, whereas if an 
employee is credited, the incentives must be something he values. 

A growing number of organizations have explained how incentives, particularly monetary 
incentives, could be linked to desired behavior and performance outcomes to improve 
effectiveness (Beer & Cannon, 2004). The powerful role that monetary incentives can play 
in influencing behavior has long been recognized (Nnubia, 2020). Many organizations, 
however, rely solely on financial incentives. So, this study chooses Access World Tech 
Pvt. Ltd. to investigate the applicability of this theory. However, there are a variety of 
alternative motivators that can influence employee behavior and improve motivation, 
with monetary incentives playing a significant role.

Waqas (2014) investigated the concept of employee engagement and how providing 
employees with monetary and non-monetary rewards can improve employee engagement 
and management. According to the findings, both monetary and non-monetary rewards 
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had a positive impact on perceived organizational performance, and this effect was 
mediated by employee engagement. Similarly, Al-Belushi and Khan (2017) investigated 
the impact of monetary incentives on the motivation of Shinas College of Technology 
employees and discovered a link between the reason for preferring monetary incentives 
and other beneficial motives, concluding that monetary incentives had a positive influence 
on employee motivation. Omollo (2015) investigated the impact of motivation on the 
job of Kenya Commercial Bank employees in Migori County and concluded that the 
respondents were more motivated with monetary items than non-monetary items.

However, monetary rewards were only exciting for a short period, after which they would 
not be felt again. Hence, the study found a significant influence of monetary rewards, job 
enrichment, training, team building, and quality of working life programs on employee 
performance at KCB in Migori Country. Mamdani and Minhaj (2016) researched the 
effects of motivational incentives on employee performance in 15 different banks in 
Karachi, Pakistan. The study suggested that along with monetary incentives, non-monetary 
incentives were also equally necessary for employee satisfaction and commitment 
towards their organization. The study concluded that the employees who get higher 
motivational incentives were highly satisfied with their jobs. Hence, the result showed a 
positive relationship between motivational incentives and employee satisfaction levels.

Abubakar, Esther, and Angonimi (2020) investigated the effect of financial and non-
financial incentives on staff performance in Peninsula Resort, Lagos State. The findings 
from the study showed that components of the financial and non-financial incentives 
exist in the firms and had a significant impact on staff performance. Nnubia (2020) 
investigated the effect of monetary incentives on employee performance in Anambra 
State manufacturing firms. The study also concluded that monetary incentive stigma was 
regarded as one of the most important strategies in the human resource management 
function, as it influenced an organization’s productivity and growth. Thus, the study 
hypothesized:

H01: There is no significant negative linkage between monetary incentives and employee 
satisfaction.

H02: There is no significant contradictive effect of monetary incentives on employee 
satisfaction.

Based on the findings, the study recommended, among others, that monetary incentives 
like bonuses and performance-based rewards should be provided to attract, retain and 
motivate employees for better performance. Employee commission should be considered 
while adding additional reward types to deserving employees to boost employee 
performance (Nnubia, 2020). Hence, the study conceptualizes the researcha framework 
of the study as depicted in Figure 1.

Monetary incentives Employee satisfaction

Figure 1. Research framework of the study
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A research framework is used to identify the potential impact and relationship between 
the variables that help the research. This study uses monetary incentives and employee 
satisfaction in the form of explanatory and measured variables. 

McChilloh (2001) defined financial incentives as an inducement involving the payment 
of money and a reduction in the price paid for goods or services, as well as any award 
of credit. Similarly, Abubakar, Esther, and Angonimi (2020) measured financial 
incentives as pay, bonuses, fringe benefits, transportation facility, medical facilities, 
health and life insurance, and benefits like a vacation with pay meal facilities. Thus, 
this study uses monetary incentives as financial incentives used mostly by employers 
to motivate employees towards meeting their targets, whereas monetary incentives are 
usually measured in terms of provision of salary and monetary rewards like cash awards, 
bonuses, commission, allowances and so on.

Employees strive for satisfaction in their workplaces. Arnold and Feldman (1986) 
considered employee satisfaction as the overall positive feelings that individuals have 
about their jobs. Judge (2002) operationalized employee satisfaction typically as attitudes 
towards the job itself, quality of supervision, co-worker, opportunity, pay, work condition, 
and security as the prime factors. In this study, employee satisfaction is defined as a state 
in which individuals are satisfied with their monetary incentives while also increasing 
their performance in the organization.

4. Research methodology
The research method is used to identify, select, process, and analyze information used 
to understand the problem, allowing the reader to evaluate the overall validity and 
reliability of the study critically. This section of the research paper shows how the data 
was generated and analyzed. 

This research has employed a quantitative research design. The study has been undertaken 
to examine the impact of monetary incentives on employee satisfaction of Access World 
Company. Considering the research objectives, descriptive, relational, and causal research 
designs have been adopted to deal with different issues raised in this study. The primary 
purpose of using descriptive research in this research design is to ascertain and describe 
the characteristics of the variables being studied. Similarly, the relational research design 
has been selected to determine if there is a relationship between the independent variable, 
i.e., monetary incentives, and the dependent variable, i.e. employee satisfaction under this 
study. It has entailed measuring two variables and analyzing their relationship in the absence 
of an independent variable. Likewise, causal research has been carried out to determine 
the nature of the cause and effect relationship between the variables. This research design 
determines how the measured variable, employee satisfaction, is influenced by changes 
to the explanatory variable, which is monetary incentives. Casual research focuses on the 
analysis of a situation to explain the patterns of relationships between variables.

The target population for the study was Access World Tech Private Limited located in 
Krishnagalli, Patandhoka, Lalitpur. Access World was chosen for the study because it 
provided a financial grant to aid in the smooth regulation of this research. There were 
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120 employees in the selected company. Prior to the determination of the sample size, 
the total number of employees was collected from the company. The study used a 
convenience sampling method to determine the required sample size of 92 respondents 
from the population of 120 employees of Access World, which followed the rule that 
required sampling it at a 95 percent confidence level with a ±5 percent margin of error 
(Maple Tech International LLC, 2008). Close-ended questionnaires were distributed to 
110 respondents, with 99 returning the questionnaires. After screening, 94 of the 99 were 
valid, while five were discarded. As a result, the final sample size was 94, greater than the 
study’s required sample size.

The study is primarily based on primary data. Data has collected through administration 
of questionnaires to find out detailed characteristics of the participants and classified as 
an efficient, easy to gathering data to enable addressing the research question. Close-
ended questions were used in the questionnaire. The questionnaire has divided into two 
central parts i.e. general background and basic, and variables related questions. The 
general background questions include the personal information, whereas the basic and 
variables related questions contain questions of various forms such as yes-no questions, 
multiple choices questions, rank order questions, and a 5-point Likert scale ranging 
from strongly disagree to agree strongly. These questions have helped assess the role of 
monetary incentives on employee satisfaction.

The study has 11 items on a 5-point Likert scale questionnaire. The study has extracted 
five items on monetary incentives developed by Waiyaki (2017), 1 item produced by 
Al-Belushi and Khan (2017), and 3 items created by Weerasinghe (2017). Similarly, the 
study has one dependent variable, i.e., employee satisfaction. Employee satisfaction has 
measured using two items adopted by Canavan et al. (2013). The instrument is reliable 
and valid because the attributes or items for the 5-point Likert scale has adopted from 
prior studies with slight modifications on language. In addition, secondary data such as 
academic journals, textbooks, and published articles have been used in the current study 
to review the existing literature and develop the questionnaires.

To the nature of the study, some statistical, descriptive, and inferential tools were used 
for this study. This study used frequency, percentage, cross-tabulation, mean, median, 
and standard deviation as different measurable statistical and descriptive tools. Similarly, 
the investigation has utilized various inferential tools such as correlation and regression 
analysis. Since the study was based on quantitative data, descriptive and inferential 
analysis were made to draw some conclusions. Microsoft word, Microsoft excel, and 
Statistical Package for Social Science (SPSS) 20 computer programs were used to 
complete the research. 

The study employed correlation analysis for determining the strength of a relationship 
between two variables. In this study, correlation is calculated for the Likert scale responses 
to assess the relationship between independent and dependent variables for the entire 
sample. The study also has employed regression analysis in an attempt  to determine the 
strength of the relationship between one or more dependent variables and one or more 
independent variables. In this study, regression is calculated for Likert scale responses to 
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determine the degree of change in dependent variables caused by changes in independent 
variables. The theoretical model for the relationship is given below as an equation: 

Y= a+bX+e
Where, Y= Employee satisfaction 
X= Monetary incentives
a = Intercept
b = Coefficient of monetary incentives
e = Error terms

5. Presentation and analysis of the data
This section contains a presentation and analysis of the data that is collected. It intends 
to analyze the questionnaire data and present the research findings. It uses a variety of 
statistical tools and techniques to assess employee satisfaction. It reports the findings 
and results of the descriptive and inferential analysis. The responses received from 
these respondents have been arranged, tabulated, and analyzed in order to facilitate the 
descriptive analysis of the study. The 5-point Likert scale questions were presented in the 
sample response base using statistical tools to provide a representation for the distribution 
of observations in the study. The data were analyzed using various descriptive statistical 
tools with correlation and regression analysis. The study used a general background of 
the respondents, yes-no questions, multiple-choice questions, ranking questions, and 
a 5-point Likert scale to collect their views regarding given statements on monetary 
incentives, which has depicted in their respective Appendices.

 

51 
43 

Male Female

Figure 2. Gender of the respondents
The Figure 2 clearly explains respondents’ profiles based on strata of gender category. 
As evident from Figure 2, there are no equal participants in terms of gender. There were 
94 respondents in the study. Out of 94 respondents, 51 were male, and the remaining 43 
were female. The results showed that there were fewer females than males in the sample. 

Monetary Incentives And Employee Satisfaction...:  Maharjan and Lamichhane 



68

Nepalese Journal of Business and Management Studies: Vol. 1, No. 1: April 2022

Among all the respondents, the majority, 54.3 percent of respondents were male, while 
the rest 45.7 percent of the respondents were female. 

The Figure 3 depicts respondents’ profiles based on the strata of the working department 
category. Out of 94 respondents, 18 respondents were from the sales and marketing 
department, 48 respondents were from the technical and operation department, 9 
respondents were from the finance department, 9 respondents were from the human 
resource department, and 10 respondents were from others. 
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Figure 3. Working department of the respondents

According to Figure 3, the highest percentage of participants came from the technical and 
operations department (51.1 percent), followed by sales and marketing (19.1 percent), others 
(10.6 percent), and human resources (9.6 percent), and finance (9.6 percent) respectively. 

Table 1
Summary of descriptive statistics

Variables/Statistics N Mean Median Std. Deviation
Monetary incentives 94 3.52 3.50 0.41
Employee satisfaction 94 3.73 3.75 0.47

Table 1 shows the descriptive status of the entire sample. Table 1 summarizes the result 
of descriptive statistics of the variables under study. The table depicts the descriptive 
statistics mean, median, and standard deviation of the variable under the investigation 
of all sample respondents. The measured variable, employee satisfaction, has an average 
value of 3.73, while the explanatory variable monetary incentives, the average is 3.52. 
Similarly, the median for employee satisfaction and monetary incentives is 3.75 and 
3.50, respectively, indicating the midpoint of explanatory and measured variables in the 
study. Furthermore, the spread between the mean for monetary incentives and employee 
satisfaction is 0.41 and 0.47, respectively. 
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Table 2
Relationship between variables for all samples

Variables  Monetary incentives Employee satisfaction
Monetary incentives Pearson Correlation

1
Sig. (2-tailed)

Employee satisfaction Pearson Correlation .414**
1

 Sig. (2-tailed) (0.001)

Table 2 describes the correlation analysis of the variables under study, which is 
performed on the entire sample. The study conducts a relationship between monetary 
incentives and employee satisfaction among the employee of Access World.  According 
to the table, the relationship between monetary incentives and employee satisfaction is 
positive and significant at a 99 per cent confidence level, with a correlation coefficient 
of 0.414, indicating that monetary incentives positively influence employee satisfaction. 
The values in parentheses in the table represent the p-value. It is concluded that the 
p-value is less than 0.01. As a result, the study rejects the hypothesis that there is no 
significant relationship between monetary incentives and employee satisfaction among 
Access World employees at a 99 per cent confidence level. As a result of the correlation 
analysis, it is clear that the independent variable, monetary incentives, has a positive and 
significant relationship with the dependent variable, employee satisfaction.

Table 3
Effect of variables for all samples

Coefficientsa
Unstandardized 
Coefficients

Standardized 
Coefficients t Sig. F Sig. Adjusted R2

B Std. Error Beta
(Constant) 2.038 0.391 5.208 0.001

19.033 0.001 0.162Monetary 
incentives 0.482 0.111 0.414 4.363 0.001

a Dependent Variable: Employee satisfaction

Regression analysis is used to determine the effect of monetary incentives on employee 
satisfaction among Access World Tech Pvt. Ltd. employees. The regression analysis is 
shown in Table 3. As depicted in Table 3, employee satisfaction is the dependent variable 
and monetary incentives as the independent variable. After accounting for all of the 
variables under consideration, the effect of monetary incentives on employee satisfaction 
is positive and significant at a 99 per cent confidence level. The coefficient of monetary 
incentives of 0.482 indicates that increasing monetary incentives by one unit causes an 
increase in employee satisfaction of 0.482 units. The constant 2.038 in the table explains 
that even if there are no monetary incentives (independent variable), some level of 
employee satisfaction will exist. Similarly, the F-value of 19.033 and the sig-value of 
0.001, less than 0.01, indicating that the regression model is fit. Likewise, the adjusted 
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R2 from the regression analysis is 16.2 per cent, indicating that the explanatory power 
of monetary incentives has a prediction power or variance on employee satisfaction of 
16.20 per cent.

6. Findings and discussion
The study examines the relationship and impact between the independent variable, 
monetary incentives and dependent variables employee satisfaction of Access World 
Tech Pvt. Ltd. It employs a variety of quantitative statistical tools and techniques, such 
as descriptive, correlational, and causal research designs, to determine the impact of 
monetary incentives on employee satisfaction. Primary data was collected and analyzed 
in a systematic manner for this purpose in order to derive the findings. Data was collected 
in the study using a structured questionnaire and analyzed using mean, median, standard 
deviation, correlation, and regression. The findings of the study are presented as:

 The study rejects the hypothesis that there is no significant linkage between monetary 
incentives and employee satisfaction at one level of significance because the p-value 
is less than 0.01. As a result, with a correlation coefficient of 0.414, the linkage 
between monetary incentives and employee satisfaction is positive and significant at 
the 99 per cent confidence level.

  The effect of monetary incentives on employee satisfaction is positive and significant 
at a 99 per cent confidence level. The monetary incentives coefficient of 0.482 
indicates that increasing monetary incentives by one unit increase employee satisfaction 
by 0.482 units. As a result, increasing monetary incentives leads to increased employee 
satisfaction.

 The study observed that most respondents ranked monetary rewards as their first 
choice, with a weighted value of 149, followed by additional annual pay leave ranked 
second by the respondents, with a weighted value of 204. Similarly, respondents 
ranked refreshment and entertainment allowances as the third most important factor, 
with a weighted value of 290. Employee stock options are ranked fourth among the 
four alternatives of the importance of different types of rewards to respondents, with a 
weighted value of 297. As a result, monetary rewards such as pay increases, bonuses, 
etc., are preferred mainly by an Access World Tech Pvt. Ltd. employee.

The study identified monetary incentives influencing employee satisfaction in Access 
World Tech Pvt. Ltd. In the case of Access World Tech Pvt. Ltd, the results of the data 
analysis for monetary incentives show a positive and statistically significant relationship 
between employee satisfaction and a positive impact on employee satisfaction. This means 
that increasing employee monetary incentives leads to increased employee satisfaction. 
This finding is consistent with Waqas (2014), who discovered a positive relationship 
between monetary incentives and employee engagement. The study’s findings also 
support Omollo (2015), which found a significant effect of monetary rewards on employee 
performance. In addition, the study’s findings also support the conclusions of Mamdani 
and Minhaj (2016) and Al-Belushi and Khan (2017).
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Similarly, Abubakar, Esther, and Angonimi (2020) discovered a positive impact of 
financial incentives on employee performance. Similarly, Nnubia (2020) found a positive 
relationship between salary, wages, fringe benefits, bonuses, and employee performance. 
As a result, the study is consistent with these findings. Thus, this study reveals that the 
higher the level of monetary incentives, the higher the satisfaction levels of employees. 

7. Conclusion and implication
Monetary incentives are regarded as the essential strategies for assessing employee 
satisfaction. A monetary incentive scheme is considered to shape a workforce focused 
on and capable of achieving strategic performance goals. This study is also concerned 
with monetary incentives and employee satisfaction. The current study was conducted to 
determine whether or not employees are satisfied with the monetary incentives provided 
by the company. 

The concept of monetary incentives in this study extends beyond pay alone to propose an 
incentive system such as monetary rewards, allowances, additional annual pay, employee 
stock options leave, and so on that together encompass the various types of monetary 
incentives that today’s employees desire.  Salary is one of them, but in addition to 
monetary incentives, employees desire and are increasingly demanding incentive diversity 
and incentive choice. In conclusion, monetary incentives have a positive and significant 
relationship with employee satisfaction. Furthermore, the impact has been discovered to be 
both positive and significant. It implies that the greater the monetary incentives, the greater 
the employee satisfaction, and vice versa. i.e., if employees are given incentives such as 
bonuses, allowances, commissions, and fringe benefits as recognition, employee satisfaction 
will grow exponentially. As a result, the study concluded that monetary incentives have a 
significant and positive effect on employee satisfaction at Access World Tech Pvt. Ltd.

Employee satisfaction and motivation are inextricably linked as the external environment 
changes. Only if employees are happy and satisfied does an organization increase its 
productivity and sales. In reality, organizations are grappling with the challenge of 
increasing employee job satisfaction. As a result, this research aims to provide a better 
understanding of the factors that influence employee satisfaction. In terms of practical 
implications, management and managers can identify and design effective monetary 
incentive policies and other related policies and activities that promote employee job 
satisfaction. Furthermore, this study will serve as a valuable reference for researchers 
who intend to conduct any related research precisely.
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Impact of Digital Technology Usage on Children’s 
Behavior: A Case Study

Asmita Lamsal1

Golman Gurung2

Abstract
In the era of digital technology, various technologies have been used with the change in 
time and found to be updated. But there are limited research updates related to the impact 
of digital technology today on children. This study aims to examine the effect of digital 
technology usage on children’s behavior. Piaget’s theory of cognitive development is 
used in the study. Children’s behavior talks about aggression, slow responsiveness, 
socially inactive, and anxiety. The research study was designed to identify the impacts 
of digital technology usage on children’s behavior at Ramailo Pathshala School, 
Jarankhu, Kathmandu. Only one variable is taken as an independent variable in the 
study, i.e., digital technology usage. Here, children’s behavior is taken as the dependent 
variable. Data collection was done with the help of a structured questionnaire which 
was distributed among 125 students, out of which 105 students represent the sample 
size. Descriptive, relational, and causal research designs were used in this study and 
correlation and regression were used as major statistical tools. The findings revealed 
that digital technology usage significantly affects children’s behavior.

Keywords: digital technology usage, children behavior, social interaction, aggression

1. Background of the problem
Digital technologies stimulate children’s interaction with society, most children are found 
to be engaged to maintain their social relationship virtually (Winther, 2017). Due to the 
excessive use of digital technology such as cell phones, the internet, and gaming systems, 
today’s children are less likely to interact face-to-face. Children spend most of their time 
on gaming systems and online platforms, which reduces their ability to interact outside 
the natural world socially, leading social isolation, which affect children’s physical, 
personal, and social development (Winther, 2017) .
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Recently, an online game called PUBG was banned in various states and institutions in 
India, leading to multiple psychological impacts on children. Children were aggressive 
while the restrictions to play the games were imposed (Mukherjee, 2019). Excessive 
addiction to the digital world can harm children’s health as they spend more time playing 
virtual games rather than having some physical exercise, increasing the risk of childhood 
obesity (Chopra, Khan, & Nikita, 2015). Getting access to the digital world for long 
hours can affect children’s overall performance. Studies have shown that a higher 
amount of time spent playing onscreen games can be associated with lower attention and 
performance level (Chopra, Khan, & Nikita, 2015). 

Digital technology has been the major factor that affects children’s behavior. Its usage 
in children’s daily lives influences their cognitive, emotional, and social development, 
which continues to be detrimental (Linebarger & Piotrowski, 2009). Excessive use of 
social media and the interaction with the new media has been the major factor shaping 
children’s behavior. Children have been found with negative results such as anxiety and 
depression due to the use of digital media and technology (Hoge, Bickham, & Cantor, 
2017). The use of digital technology has been associated with lack of attention, aggressive 
behavior, and physical inactivity, which harms the overall development of children. 
Hence, monitoring the time, frequency, and content viewed while using technological 
devices is must (Mustafaoglu, Zirek, Yasac, & Ozdincler, 2018). 

The excessive use of digital technology always leads to behavioral issues for the 
children. They are likely to be more aggressive, socially inactive, slow responsiveness, 
and maybe the victim of anxiety. The previous research papers have been limited to 
foreign countries only; there is a lack of enough research on this specific problem 
related to children’s behavior in the context of Nepal as some of the research were 
based on the parent’s perspectives only. Thus, this research paper is conducted to 
determine the impact of digital technology usage on children’s behavior with the 
given research question.

 How does the usage of digital technology affect children’s behavior?

2. Objectives of the study
Excessive use of digital technology is characterized by behavioral issue in children. 
Behavioral issue is the change in the behavior of the children such as: aggression, socially 
inert, slow to respond, and anxious. This can happen when one gets addicted to the digital 
technology. It is necessary to know the consequences regarding the excessive use of 
digital technology. Therefore, the study aims the following purposes:

 To determine the relationship between digital technology usage and children’s 
behavior;

 To examine the role of digital technology usage on children’s behavior; and

 To identify children’s behavioral issues due to the use of digital technology.
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3. Literature survey 
The theory reviewed in the study is Piaget’s theory of cognitive development. Piaget 
(1952) a biologist was interested in how the organisms adapt to the environment and the 
children’s thinking and found that the answers of the children were more qualitatively 
different than the older ones and started to study the children’s development. The theory 
suggests that children move from various stages of intellectual development, such as 
the sensorimotor stage, preoperational stage, concrete operational stage, and formal 
operational stage, respectively. 

Children from birth to 18-24 months are at the stage of the sensorimotor stage where 
intelligence is demonstrated without symbols. The intellectual abilities are about to 
develop with physical development, and the children acquired object permanence about 
seven months ago. Children from the age of two-seven years old are at the stage of 
preoperational, where intelligence is demonstrated through symbols and languages. 
Memories and imagination are developed during the stage, and thinking is not logical 
and irreversible. Similarly, the children from the age of 7-11 years old are at the stage 
of concrete operational where intelligence is demonstrated through rational thoughts 
and the systematic manipulations of symbols related to the tangible objects. The fourth 
stage is divided by the children from adolescence to adulthood, and the intelligence is 
demonstrated through scientific reasoning. The theory suggests that the children behavior 
differ with the environment they are exposed to.

Mustafaoglu, Zirek, Yasac, and Ozdincler (2018) found that excessive use of digital 
technology has, directly and indirectly, affected the children’s health. Digital technologies 
such as smartphones, tablets, computers, laptops, television etc. have been a major cause 
of the disturbance in the child’s health and development. Studies found that inappropriate 
use of devices and excessive screen time led to different defects in children’s mental 
health. In addition, the use of digital technology has been associated with physical 
inactivity, slow responsiveness, lack of attention, and aggression. Gottschalk (2019) 
discovered that when children use technology at an early age, they may be uninformed of 
society and others and unable to engage in social activities. Also, the study concludes that 
overuse of technology may be associated to lower results in children, including physical, 
behavioral, attentional, and psychological disorders.

Agha and ZaaZa (2021) found that 37% of the children had a slow active play level, 
65% had high screening time, and 26% had a combination of these two. Also, the study 
found that the use of digital technology is associated with a lack of attention, aggression, 
obesity, physically inactive and sleep problems, and inappropriate use of technology 
in terms of the contents, postures, frequency, and duration, which has been affecting 
the child’s behavior. Hoge, Bickham, and Cantor (2017) discovered that the varied 
characters displayed on online platforms and television could cause youngsters dread, 
anxiety, and depression. A significant association has been observed between the use of 
social networking sites and depression or anxiety symptoms in children and adolescents. 
Zimmerman and Christakis (2007) measured the elements of attention; difficulty in 
concentrating impulsive, restlessness, and easily confused. Also, the study expressed that 
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the early exposure to television had a direct impact on the development and behavioral 
change of children.

Wu et al. (2014) suggested that digital technology has positive impacts on children; 
children could learn the academic activities through the use of the devices, have a positive 
attitude toward learning, alphabet recognition, useful to increase digital knowledge and 
development. However, O’Keeffe and Pearson (2011) revealed that constant interruption 
has an adverse effect on attention and reduces learning and performance. Thus with these 
reviews, the study hypothesizes:

H01: There is no significant relationship between digital technology usage with children’s 
behavior.

H02: There is no significant impact of digital technology usage on children’s behavior.

According to O’Keeffe and Pearson (2011), teenagers who heavily use social media do 
not spend enough time on activities that increase mental abilities, skills, and physical 
movement. Mccarrick and Li (2007) mentioned that technology is socially, physically 
and intellectually harmful to children, and they might face various developmental defects 
in the early stage if the devices are excessively used.

The research papers before have only been limited to foreign countries. Some papers 
as such Palikhe and Adhikari (2020) have attempted to measure the effect of online 
devices on children’s health. However, the sample population have been considered 
as parents rather than children themselves. This research has attempted to measure 
the impact of digital technology usage on children’s behavior using the children 
themselves as the study population. The research framework of the study is illustrated 
in Figure 1.

Usage of digital Children's behavior

Figure 1. Research framework of the study

A research framework is developed to illustrate the variables of the impacts of digital 
technology on children’s behavior. Usage of digital technology is an independent variable 
and children’s behavior is a dependent variable. Usage of digital technology measures 
screen time, mobile gaming, and social media, whereas children’s behavior measures 
the behavioral change that measures physical inactivity, slow responsiveness, lack of 
attention, and aggression. It shows the relation between the usage of digital technology 
and the impacts that have led to the children’s behavior.

Gottschalk (2019) stated that technology use has been rising all over the world. Although 
there have been no specific ages that could define the particular group of adolescence using 
the technology, even the preschool children are found to be much more familiar with the 
digital technology. In this research paper, digital technology usage tends to measure the 
availability of the devices, perception, choice of the children who use digital technology 
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and its effect on the children’s behavior. Here, on the study usage of digital technology is 
an independent variable that measures mobile gaming, screen times, frequency of using 
the devices and social media engagement.

Wu et al.(2014) found that the children with an increase in the use of digital technology 
have suffered from anxiety, depression, aggression, physically inactive, violent behavior, 
increased social isolation, and a decrease in family time. In addition, children have 
been engaged with the usage of digital technology in such a way that they have been 
caught stealing the money from their family members to purchase digital items like the 
diamonds and passes for the online games (Mccarrick & Li, 2007). Children’s behavior is 
a dependent variable in the study, which measures behavioral change, social interactions, 
physical inactivity, aggression, and anxiety.

5. Research methodology
This section briefly explains the research design, population, sample, and sources of 
the data used in the study. The descriptive research design was used to describe the 
characteristics and nature of the variables used in the research and identify problems and 
justify the current conditions and practices of using digital technologies among school 
children. Similarly, the relational research design was adopted to study the relation between 
digital technology usage on children’s behavior (Hoge, Bickham, & Cantor, 2017). The 
causal research design was aimed to investigate the impact of digital technology usage 
on children’s behavior. The population for the study were the entire students (9-18 age 
group studying in class 5-10) of the Ramailo Pathshala School, Tarkeshwor municipality, 
Kathmandu, which was 300 as per the registration in school as of 26th September, 2021. 
The desired sample size was 73, which seems to be sufficient at 85 percent confidence level 
and a margin error of 10 percent  (Rao , 2004). The study distributed the questionnaire 
using convenience sampling method to select the respondents because of the accessibility 
and proximity to 125 respondents, among them only 105 responses were valid with a 
response rate of 84 per cent. Thus, the final sample size for the study was 105. 

Primary data was collected and analyzed systematically to get the empirical findings. 
The structured questionnaire was constructed and distributed to 125 sample respondents 
to determine the impact of digital technology usage on children’s behavior in Ramailo 
Pathshala School on 26th September, 2021. In the questionnaire survey, the respondents 
were asked to answer the questions with multiple options like Yes/No, choose questions, 
and Likert scale questions. The items measured in interval scales were derived from the 
study work of Reyna and Meier (2018), and some were self developed in an anchoring of 
“1” as strongly disagree and “5” as strongly agree. 

6. Presentation and analysis of the data 
The study has been conducted using different measurable statistical tools such as frequency, 
percentage, cumulative percentage, mean, median, standard deviation, Pearson correlation, 
and multiple regression analysis. Correlation is the statistical method of analyzing the 
relationship between the variables that help to assess the strength of the relationship between 
the variables. In this study, the correlation was calculated to find the degree of relationship 
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between independent and dependent variables of all samples. Similarly, regression is used 
to test the impact of independent variables on the dependent variable, and it attempts to 
determine the strength of the relationship between the dependent variable and independent 
variables. In this study, regression was calculated for the responses provided in the Likert 
scale question to determine the relationship between the independent and dependent 
variables for all samples. The regression model for the study is given as:

Y= a + bX + e
Where, Y= Children’s behavior, a= Intercept, b= coefficient of usage of digital technology, 
X= Usage of digital technology, and e = Error terms
The study has been conducted to determine the impact of digital technology usage on 
children’s behavior. The responses received from the respondents were calculated using 
various statistical tools and techniques to achieve the descriptive information of the study. 
The data were analyzed using Microsoft Office Excel.
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The Figure 2 shows the profile of the respondents based on strata of gender category 
and indicates no equal participation of males and females. There were 105 respondents 
in total, out of which 67 respondents were male, and 38 respondents were female. 
The figure shows that there was less number of female as compared to male in the 
sample. Among all the respondents, the majority 63.8% were male, while the rest 
36.2% were female.

The Figure 3 exhibits the profile of the respondents based on strata of age group category. 
Students of ages between 9-12 were considered young, and ages between 12-18 were 
considered teenager. Out of 105 respondents, 46 respondents were young, while the rest 
59 respondents were teenager i.e., 43.8 % samples were young and 56.2 % were teenagers.

Table 1
Summary of descriptive samples

Statistics N Mean Median STD
Digital technology usage 105 2.98 2.75 0.83
 Children behavior 105 3.42 3.43 0.73

Table 1 summarizes the descriptive analysis of the variables under the study. The 
table shows that the mean value of the dependent variable is greater than the mean 
value of an independent variable. It is found that children’s behavior is highest among 
digital technology usage with a mean value of 3.42 and whereas the mean value for 
digital technology usage was 2.98. Similarly, mid-value of children’s behavior is 
found to be highest with a median value of 3.43 followed by the median value of 2.75 
for digital technology usage. Similarly, the standard deviation is highest for digital 
technology usage with 0.83 followed by children’s behavior with a 0.73 standard 
deviation value. 

Table 2
Relationship between variables for all samples

Variables  Digital technology usage Children behavior

Digital technology usage
Pearson Correlation

1
Sig. (2-tailed)

Children behavior
Pearson Correlation .480**

1
Sig. (2-tailed) (0.001)

** Correlation is significant at the 0.01 level (2-tailed).

Table 2 depicts the relationship between the independent and dependent variables under 
the study of all samples. The table clearly shows that the correlation for all samples 
between digital technology usage and children’s behavior is positive and significant at a 
99 percent confidence level with a correlation coefficient of 0.480 which means digital 
technology usage positively relates with the children’s behavior at significance level of 
0.01 stating that the relationship is not merely by chance.  

Impact of Digital Technology Usage on Children’s Behavior...:  Lamsal and Gurung 
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Table 3
Impact of variables for all samples

Coefficientsa

Unstandardized 
Coefficients

Standardized 
Coefficients t Sig. F Sig. Adjusted R2

B Std. Error Beta
(Constant) 2.164 0.234  9.236 0.001

30.808 0.001 0.223
Digital technology usage 0.421 0.076 0.48 5.551 0.001
a Dependent Variable: Children's behavior

The Table 3 delineates the positive impact of digital technology usage on children behavior 
among the students of Ramailo Pathshala. The impact is observed to be significant at 0.02 
level of significance or 99% confidence level with coefficient of 0.421 i.e., increase in 
digital technology usage by one unit leads to increase in  behavior of the children by 0.421 
unit. The regression model seems to be fit as the F value is 30.808 and the sig value is 
0.001. The adjusted R square value of the model is 0.223 indicating that the explanatory 
power of digital technology usage is  22.3 percent of the variation in children’s behavior.

7. Findings and discussion
The purpose of the study was to determine the effect of digital technology usage on 
children’s behavior. Based on data analysis, the major findings of the study are as follows:

 The relationship between digital technology usage with children’s behavior is 
observed to be positive and statistically significant at 99 percent confidence level 
with a correlation coefficient of 0.480, which indicates that digital technology usage 
positively relates with the children’s behavior.

 The impact of digital technology usage is found to be positive and significant at 
99 percent confidence level. The coefficient of digital technology usage shows that 
an increase in usage of digital technology causes an increase in change in behavior 
of children. The children may get more aggressive, become inactive and face the 
attention problem if there is an increase in usage of digital technology.

 The study also found that the children could learn different activities through the use 
of digital devices and have a positive attitude towards digital communication and 
learning behavior.

 The study even found that the individuals with excess screen time and involvement 
in social media lead to negative emotions such as anxiety and depression. But also, 
to some extent, digital technologies help to avoid the fear, worries, anxiety, and 
depression of an individual through connection with peers from time to time and 
engagement with the articles related to humor and entertainment.

The study result is consistent with Mccarrick and Li (2007) i.e., the excessive use of 
digital gadgets affects human interaction including the increase in the tendency of 
ignoring the social interaction. The result of the study also confirms with Zimmerman 
and Christakis (2007) findings which concluded that children suffer from the attention 
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problem as they are engaged more with the digital gadgets. Likewise, the study is also 
consistent with the results of O’Keeffe and Pearson (2011) which had concluded that the 
excessive use of digital technologies led the children to depression and which has been 
a common problem. The result also corroborates with the findings of Hoge, Bickham, 
and Cantor (2017) that observed using the different social networking sites is associated 
with anxiety and depression as children cannot handle anything harsh at a certain time. 
Similarly, the result of the study supports the notion of Mustafaoglu, Zirek, Yasac, and 
Ozdincler (2018) which found that the use of digital technology has been associated with 
Physical inactivity, slow responsiveness, lack of attention, and aggression but contradicts 
with the findings of Wu, et al. (2014) who found that the digital technology usage could 
be beneficial to the children as it aids in digital communication and coordination in the 
era of digital technology respectively.

8. Conclusion 
Digital technology has been widely used by the children as a part of their daily lives. 
Half of the children have access to the mobile phones and most of them play survival 
games and use social media in their leisure time. Children are aggressive when they 
do not get access to the digital gadgets and at the time when they lose their games. 
Few of the children use the digital technology for their own personal and recreational 
purpose. Digital technology can be regarded as a boom when utilized properly. Each 
and every individual could learn about the digital world, digital communication could 
be better whereas, digital technology can be curse if used insignificantly. Children who 
have high exposure to digital technology are found to be aggressive, physically inactive, 
slow responsiveness, socially inactive, anxious and depression too. Technological use 
has severe effect on emotional, psychological and social aspect of the children. Thus, to 
avoid the negative results from use of digital technology, management regarding the type 
of device, the type of use, the amount and extent of use should be highly emphasized. 
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Effect of Market Information on Student’s  
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Abstract
The study focuses on analyzing the effect of market information on students’ 
investment behavior in the stock market by employing a sample size of 103 TU BBA 
students in Sorahkhutte. The data were collected using a structured questionnaire 
containing yes/no responses, multiple-choice questions, ranking questions, and 
Likert scale questions measured in different scales. The survey was conducted in the 
month of November 2021. One of the factors influencing investing behavior is market 
information. The research design embraced in the study were descriptive, relational, 
and causal research designs. Various tools used for data analysis were mean, median, 
standard deviation, Independent sample t-test, correlation, regression, etc. The 
study’s findings revealed that market information significantly affects students’ 
investment behavior in the Nepali stock market. The study will guide students and 
other investors to improve, exercise, and promote their investing strategy, planning, 
and procedures.

Keywords: students’ investment behavior, market information, stock market

1. Background of the problem
Investment decisions are considered one of the significant aspects of making financial 
decisions that are often supported by decision tools (Shrestha, 2020). Investors commonly 
make investment decisions by fundamental analysis, technical analysis, and judgment. 
Investment decisions function on individual market characteristics, personal risk profiles, 
and accounting information. The classical wealth maximization standard is essential 
to investors, despite the fact investors employ various criteria when choosing stocks 
(Nofsinger & Sias, 2002). Studies suggested that different behavior biases influence 
investment decisions. Chaffai and Medhioub (2014) exposed that the persons with a high 
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education level were subject to behavioral biases. The information on the market could not 
lead to market efficiency. The study by Bajracharya (2018) found no association between 
investors’ attitudes towards mutual funds based on demographic and socioeconomic. 
Investors provide their highest preference for brokers as a source of information. Risal 
and Khatiwada (2014) revealed that quick decisions had a relationship with herding 
behavior. Hence, it is clear that peer pressure, market factors, mood, insights, motivation, 
and various other behavioral finance dimensions should be considered while making the 
investment decision. 

Understanding individual investors’ behavior and the role of market information in the 
stock investment process has been an emerging area of study in behavioral Finance. This 
area of study is primarily concerned with identifying and understanding how investors 
in the stock market interpret and react to the micro and macro information while making 
an investment decision (Rana, 2019). However, there are very few studies related to 
investors’ behavior on stock market investment decisions in the case of the Nepali stock 
market. Therefore, the current study aims to analyze the investment behavior of Nepali 
investors and the role of market information while making an investment decision. 
Adhikari (2010) analyzed that Nepalese investor are mostly overconfident regarding their 
self-reported level of investment-related knowledge, experience, and ability to pick a 
stock. And research is conducted towards answering the following questions. 

 How does the market information affect students’ investment behavior in the Nepali 
stock market?

2. Objectives of the study
The study’s purpose helps the subject estimate the importance of the study related to 
individual values. Therefore, any survey has to be objective that highlights the research 
work’s purpose. The study’s primary goal is to determine the effect of market information 
on students’ investment behavior in the Nepali stock market. The determined objectives 
of the study are:

 To explore the level of market information and students’ investment behavior in the 
Nepali stock market across males and females; 

 To examine the relationship of market information with students’ investment behavior 
in the Nepali stock market; and

 To examine the impact of market information on students’ investment behavior in the 
Nepali stock market.

3. Literature survey
Several theories explain the investment decision and factors associated with an investment 
decision. The prospect theory reviewed in the study is also known as the loss aversion 
theory. Kahneman and Tversky (1979) developed the Prospect theory. The theory said 
that given choices presented in two ways, offering the same result, an individual would 
pick the option showing perceived gains. The theory was developed to understand the 
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investors’ biases while investing, where losses cause a more significant emotional impact 
than the equivalent gain.

Khelda (2011) investigated the factors affecting investment decisions in exchange 
markets in developing countries. This study was conducted in the Amman stock exchange 
market (ASEM). The effect on the investment was in two directions. One direction was 
emotional, while the other was the effect on the investment decisions. The factors that 
affect the investment in ASEM can be classified as political, market, and local enterprise 
factors as factors considered nationally.

Kadariya (2012) investigated the factors affecting investor decision making: A case of 
Nepali capital market. It found that there are a majority of the investors involved in the 
Nepali stock market are young, a portion of the investors are educated, banking and 
finance sector are the most popular investment sector, fundamental analysis method was 
the famous and dividends, earnings, number of equity, book-to-market ratio, political 
situation are the factors that influenced the investment decision of the investors in the 
Nepali stock market.

Ansari and Moid (2013) conducted a study to identify the factors affecting investing 
behavior among young professionals. The study found that investing activity of young 
professionals is independent of gender but dependent on income and age. Also observed, 
most the investors invest for growth and additional income and the major factors that 
guide their investment decision risk factor, which means that investors are primarily risk-
averse.  

Rahman and Bristy (2016) researched the factors affecting investors’ perception of 
investment in the stock market to compare the identified influential factors concerning 
the demographic characteristics of the investors. In the study, it was found that there 
were no significant differences in 24 out of 25 variables in terms of gender, 20 out of 
25 variables in terms of age, 10 out of 25 variables in terms of education, and 23 out of 
25 variables in terms of occupation of the investors. Being human, investors were often 
guided by their behavioral sentiments and specific key rational attributes regarding risk 
tolerance. However, the study has used gender and age as moderating variables. Thus, 
the study hypothesizes:

H01: There is no significant mean difference on access to market information across 
males and females.

H02: There is no significant mean difference on students’ investment behavior across 
males and females.

Gill, Khurshid, Mahmood, and Ali (2018) found a positive relationship between economic 
expectations and investment decision-making behavior. Also, overconfidence bias was 
found to have a positive and significant relationship with investment decision-making 
behavior. But when information search was included as a mediator, the relationship 
became insignificant and negative, which suggests complete mediation in case of 
economic expectations. 

Effect of Market Information on Student’s Investment Behavior...:  Gupta and Upadhyay 
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Thapa (2019) aimed to identify the influencing factors of the stock price in Nepal. By 
analyzing the behavioral aspect of investors in the research work, it was concluded that 
most respondents prefer to buy the stock from the primary. Dividends and short-term 
interest rates could be the most important predictors of the stock prices in the secondary 
market. The dividend is a driving force to determine the stock price. 

Rajesh and Daga (2019) studied the factors affecting students’ investment behavior in 
Bangalore- an empirical analysis in Bangalore, India. It found a high degree of relationship 
between dependent and independent variables, and there is a significant impact and causal 
effect among the dependent variable.

Risal (2019) conducted a study on the psychology of the investors in the Nepali stock 
market and investment decisions. The study analyzed the factors affecting the psychology 
of investors on investment decisions in the stock market. The study showed that friend 
recommendations had worked in the psychology of investors. In addition, dividend policy 
and market price were used as indicators of investment decisions.

Shrestha (2020) focused on identifying the factors influencing investment decisions of 
individual investors in the Nepalese capital market and concluded that Nepalese investors 
prefer stock of those companies whose expected return will be high in the future, and 
market-related variable respondents have given more importance on market information 
for making stock investment decisions. Thus, the study hypothesizes:

H03: There is no significant relationship of market information with students’ investment 
behavior in the stock market.

H04: There is no significant impact of market information on students’ investment behavior 
in the stock market.

Market information  Investment behavior 

Gender
(Male and Female)

Figure 1. Research framework of the study

The study conceptualizes the research framework based on the literature survey as depicted 
in Figure 1. Market information is considered any written, printed, audio-visual or visual 
information that helps anyone decide in investing or doing any work. Shrestha (2020) 
indicated that market share price, dividends, policies, past trends of stocks, suggestions 
from the experts, companies’ balance sheets, and other market-related information 
are known as market information. A market is a composition of systems, institutions, 
procedures, social relations, or infrastructure whereby parties engage in exchange. Where 
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exchange in this study refers to the sale of information related to stocks and financial 
conditions in the current market. The market is a coordinating mechanism that uses 
prices to convey information among economic entities such as firms, households, and 
individuals to regulate their investing methods. The market allows any tradable item 
to be evaluated and priced (Coase, 1937). In mainstream economics, the concept of a 
market is any structure that will enable buyers and sellers to exchange any information. 
Thus, market information is the most crucial factor that affects the investing behavior of 
the students. Students investing behavior changes with the available market information.

Investment behavior is defined as how investors judge, predict, analyze, and review the 
decision-making procedures, including investment psychology, information gathering, 
defining and understanding, research, and analysis. The whole process is investment 
behavior (Slovic, 1972). The investment decision of investors is generally determined 
by fundamental analysis, technical analysis, and judgment. The investment decisions 
were the function of individual factors, such as market characteristics and personal risk 
profiles, and accounting information. The investors are primarily overconfident regarding 
their self-reported level of investment-related knowledge, experience, and ability to pick 
stock (Adhikari, 2010). Decision tools often support investment decisions. Investment 
behavior changes from time to time with the opportunities available in the market. Some 
Investors prefer to gain more by taking more risks. On the other hand, others like to play 
safe and take less risk while investing. Thus, the investment behavior of the students also 
depends on the factors available in the market.

4. Research methodology
This section presents the study methods designed to accomplish the study objectives. 
It briefly describes the research design, population, and data sources used in the study. 
The study managed to inspect and explore the effect of market information on students’ 
investment behavior in the Nepali stock market. The research design applied in this 
research is quantitative. The research study was constructed through descriptive, causal, 
and relational research designs. The superior design describes the variables’ characteristics 
and represents the participants in the study. It was selected to study to learn the profile of 
the respondents, present and explain the collected data, and the factors that affect students’ 
investment behavior in the Nepali stock market. The causal-comparative research design 
identifies the extent and the nature of the cause-and-effect relationship between variables. 
This study also used the relational research design to determine the relationship between 
the independent and dependent variables. It determines whether the market information 
has a significant relation with the investment behavior of students.

The study population is the entire accumulation of BBA students of TU (Tribhuvan 
University). The people selected for this study were total students from the Sorahkhutte 
area of Kathmandu. Due to the large population size, it is impossible to test every student 
in the population, so the study used a convenient sampling method. Therefore, BBA 
students in Sorahkhutte were used as the targeted population. These students are in a 
position to gain knowledge about the Nepali stock market and have been involved in 
investing and trading in the stock market. 

Effect of Market Information on Student’s Investment Behavior...:  Gupta and Upadhyay 
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The study is based on the primary source of the data. A set of structured questionnaires 
were distributed among the sample as an instrument to collect preliminary data in this 
study. The questionnaire was divided into two main categories, i.e., classification and 
research questions. The classification question was used to collect personal information 
such as name and gender, whereas the research questions were to gather the data based 
on the research topic. In addition, a self-administered structured questionnaire of the 
5-point Likert scale (ranging from strongly agree to disagree strongly) was developed. 
The questionnaire contained various forms, such as multiple-choice questions, single-
choice questions, and a 5-point Likert scale. 

5. Presentation and analysis of the data 
The responses received from these respondents have been arranged, tabulated, and 
analyzed to facilitate the study’s descriptive analysis. The data were analyzed using various 
descriptive statistical tools frequency, percentage, bar-diagram, mean, median, standard 
deviation, independent sample t-test, correlation, and regression analysis. The calculations 
of the data were made by using Microsoft Excel 2016. The independent sample t-test is 
used as a statistical tool to test whether there is a significant difference or not independent 
and independent variables under study across the moderating variables of the study. 
Linear regression analysis is a statistical measure that endeavors to decide the quality of 
the connection between ward variables and at least one free factor. In this investigation, 
regression analysis is led to the responses provided in the Likert scale by summating and 
dividing them by the number of statements in each variable to discover the magnitude of the 
relationship between independent and dependent variables under study.  

The regression model of the study is given as follows: 

Y= a+bX+e 

Where, Y = Students investment behavior, a = Intercept, X= Market information,  
b = Coefficient of market information, and e= Error term

 

0 10 20 30 40 50 60
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Family income

Loans & Borrowings

Others

Percent Frequency

Figure 2. Investment source of the respondents
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Figure 2 presents the respondents’ profiles based on the investment source category. 
Out of the 103 respondents, 55 respondents invest from savings, 41 respondents invest 
from family income, two respondents invest from loans & borrowings, and 5 respondents 
invest from other investment sources. 53.4, 39.8, 1.1, and 4.9 percent of respondents 
invest from savings, family income, loans & borrowings, and other investment sources, 
respectively. 

Table 1
Summary of descriptive statistics

Variables/Statistics N Mean Median Std. Deviation
Market information 103 3.66 3.75 0.67
Students investment behavior 103 3.34 3.38 0.55

The summarized result of descriptive statistics of the variables under the study is 
shown in Table 1. The table shows the descriptive statistics mean, median, and standard 
deviation of the variables under the investigation of all sample respondents. It reveals 
the explanatory status of the whole sample. It is found that the mean value of market 
information is 3.66, followed by a mean value of 3.34 for students’ investment behavior. 
Similarly, the median value of market information is 3.75, and students’ investment 
behavior is 3.38. Standard deviation and variance are also highest for market information 
with values of 0.67 in standard deviation, followed by students’ investment behavior with 
a value of 0.55 in standard deviation.

Table 2
Independent sample t-test  

Variables/
Statistics Equal variance

Levene’s Test for 
Equality of Variances t-test for Equality of Means

F Sig. t df Sig. (2-tailed) Mean Difference

Market 
information

Equal variances 
assumed 0.185 0.668 -0.252 101 0.801 -0.034

Equal variances 
not assumed -0.257 93.286 0.798 -0.034

Students’ 
investment 
behavior

 

Equal variances 
assumed 0.031 0.860 -3.126 101 0.002 -0.333

Equal variances 
not assumed   -3.104 86.142 0.003 -0.333

By assuming the variance of male and female is equal. The table reveals no significant 
conflict in market information conflict (p-value =0.668); the mean difference across 
males and females is -0.034 (p-value =0.798). Thus the null hypothesis is accepted, 
i.e., the mean difference is insignificant. On the other hand, the table reveals a significant 
difference in variance in students’ investment behavior (p-value =0.860). The mean 
difference between males and females is -0.333 (p-value =0.003). Thus, the null 
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hypothesis is rejected as the p-value is less than 0.05. It reveals a existence of significant  
difference in students’ investment behavior across males and females, i.e., the mean 
difference is significant. 

Table 2
Relationship between variables for all samples

Variables Market 
information

Student's investment 
behavior

Market information
Pearson Correlation

1
Sig. (2-tailed)

Students investment 
behavior

Pearson Correlation .522**

1
Sig. (2-tailed) (0.001)

** Correlation is significant at the 0.01 level (2-tailed).

Table 2 explains the relationship between the independent and dependent variables 
under the study of all samples. The independent variable is market information, and the 
dependent variable is students’ investment behavior. Correlation analysis helps determine 
the relationship between the variables under the study. In this study, correlation analysis 
is done between the market information and students’ investment behavior. The table 
clearly shows that the correlation between the market information and students’ 
investment behavior is positive and significant at a 99 percent confidence level with 
a correlation coefficient of 0.522, meaning market information positively affects the 
students’ investment behavior as 0.001 is less than 0.05. 

Table 3
Impact of variables for all samples

Coefficientsa

Unstandardized 
Coefficients

Standardized 
Coefficients

t Sig. F Sig. Adjusted R2

B Std. 
Error Beta

(Constant) 1.748 0.263 6.659 0.001
37.767 0.001 0.265

Market information 0.434 0.071 0.522 6.146 0.001
a Dependent Variable: Student’s investment behavior

Table 3 reveals the positive impact of market information on students’ investment behavior 
among the TU BBA students in the Sorahkhutte area. The effect (0.434) is significant at 
a 99 percent confidence level. F and sig measure whether the model is fit or not. Since 
the F value is 37.767 and the sig value is 0.001, which is less than 0.01, the regression 
model is fit. The adjusted R2 value from the regression analysis is 0.265, indicating that 
market information has the explanatory power of 26.5% variance in students’ investment 
behavior. 
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6. Findings and discussion

The major findings of the study are as follows:
 There is no significant mean difference in access to market information across male 

and female TU BBA students in Sorukhutte area as the p-value is 0.798, i.e., more 
than 0.05. This result means that gender is indifferent to the market information. It is 
because most respondents invest as per company-related variables. 

 There is significant mean difference in students’ investment behavior across male and 
female TU BBA students in Sorukhutte area as the p-value is 0.003, which is less than 
0.05. This result means that gender is different to the students’ investment behavior. 
So, there is association between gender and students’ investment behavior.

 The relationship of market information with students’ investment behavior is positive 
and significant at a 99 percent confidence level with the correlation coefficient of 
0.522. This result implies that there is an association between market information and 
students’ investment behavior. 

 The impact of market information on investment behavior is positive (0.434) and 
significant at 99 percent confidence level. It means that market information impacts 
students’ investment behavior significantly as the p-value is 0.001, which is less 
than 0.05. Therefore, the coefficient of market information (0.434) shows that a unit 
increase in market information causes an increase in students’ investment behavior 
by 0.434 unit. 

The study result is consistent with Shrestha (2020) who found a positive relationship 
between market information and investment behavior i.e., respondents have given more 
importance to market information for making a stock investment decision. The result 
is also in line with the findings of Khelda (2011) who found that companies with high 
trust own usually will attract more investors than companies with new registration 
in the market, which implies that the information about the stock in the market has a 
positive relationship with the investment behavior. Likewise, the finding of study about 
the existence of difference in the investment behavior is observed to be contract with 
the findings of Rahman and Bristy (2016) who found that there were no significant 
differences in investment behavior across gender. The result of the study also confirms a 
positive and significant impact of market information on the investment behavior as per 
the findings of Rajesh and Daga (2019)

7. Conclusion
The study has provided essential information about the students’ investment behavior 
in the stock market. For this purpose, various aspects of investors’ behavior have been 
analyzed. This study focused on the effect market information on students’ investment 
behavior in the stock market. The study concluded that most students prefer the primary 
market, and most of the students invest from their savings. Similarly, most investors 
invest in the stock market to get rich quickly and they believe that investing in the stock 
market makes their investment safe and secured. In conclusion this study found that most 
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investors use “Electronic media” information to make investment decisions. Student 
investors follow the suggestion from “family and friends” for making proper investment 
decisions. It revealed that investors invest in the stock market as per the availability of 
market information, i.e., earnings per share, company dividends, book value, income 
statement, balance sheet, and other market pieces of information. Furthermore, it was 
also found that students are attracted to investing in the Nepali stock market due to no 
opportunities in different sectors.
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Impact of Work Environment on Job Satisfaction:  
A Case of School Teachers

Rishma Maharjan1

Dadhi Ram Bhandari2

Abstract
Work environment refers to the elements that comprise the setting in which 
employees work. This research explained two factors of working environment 
namely working conditions, and job safety and security. As per the various study, 
if the employees are highly satisfied with their job, it tends to achieve the higher 
productivity in the organization. So, this study aims to examine factors influencing 
the job satisfaction of school teachers. Two factor theory is the theoretical foundation 
for the study. Data were collected utilizing the structured questionnaire which was 
distributed among 121 school teachers out of which 98 school teachers represents the 
sample size. The study employed descriptive, relational and casual research designs. 
Various descriptive and inferential statistical tools like correlation and regression 
were utilized for data analysis. The findings revealed that working condition, and job 
safety and security have significant effect on job satisfaction among school teachers 
and among these two, job safety and security is the most important factor for job 
satisfaction of the school teachers in Dallu area under study. 

Keywords: working conditions, job safety and security, job satisfaction, school teachers

1. Background of the problem
In today’s modern world, job satisfaction of employees plays a vital role in organizational 
productivity. Job satisfaction represents the emotional consequences that enable 
employees to perform at the organization (Vroom, 1995). It is the attributed compactness 
of physiological, psychological, and environmental states to perform the designated role 
(Hoppock & Spielgler, 1938). The job satisfaction depends on the employees and also 
varies from person to person. Most important factor to determine the job satisfaction 
could be working conditions, salary, job security (Lu, While, & Barriball, 2005).
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According to Vroom (1964) job satisfaction is an orientation of emotions that employees 
possess towards role they are performing at the work place. Job satisfaction is the 
essential component for motivating and encouraging employees for better performance. 
Ayamolowo, Irinoye and Oladoyin (2013) highlighted job satisfaction as an emotional 
response resulting from the employee’s evaluation of their work and work environment. 
It concerns the area to which employees’ physical, mental and social needs are met, and 
affects their happiness, levels of productivity and success in the workplace (Canan & 
Oksay, 2015). Clarke (1997) argued that if employees are not satisfied with the task 
assigned to them, they are unsure about determinants such as co-workers are not co-
operative, working conditions being unsafe or, supervisors not giving them respect 
resulting them to feel isolated.

A working environment refers to the elements that comprise the setting in which 
employees work and impact other workers. It is the work setting, social features and 
physical conditions in which an employee performs the job well. There are certain 
elements that impact efficiency of the employees. Different factors within the working 
environment such as working conditions, working hours, job safety and security, 
organizational structure, etc. may affect job satisfaction (Lane, Esser, Holte, & Anne, 
2010). The good workplace helps an employee to make effective use of their skills, 
knowledge, and available resources for providing high quality service. The structure of 
open offices and other aspects of the physical layout determines the interactions that can 
take place (Sundstrom & Sundstrom, 1986). Haynes (2008) found that when there is an 
improvement in the physical design of office building, working conditions, productivity 
through employee performance is increased by about 5-10 percent., Both employees and 
supervisors face critical situations; if one of them is not responsive to the other and it 
happens when the supervisor does not give proper assessment or employees do not share 
ideas (Arnetz, 1999). Bakotic and Babic (2013) explored that working conditions is an 
important factor for job satisfaction. It is necessary to provide good working conditions 
which make the employees satisfied and increase the overall performance. Spector (1997) 
argued that a positive work environment assures employee safety, provides job security 
and allows employees to participate in decision- making process.

Similarly, job safety and security are also very important for each and every employee in 
an organization as all the employees wish to work in a safe and protected environment. 
Likewise, Lim, Li, Fang, and Wu (2018) emphasized the importance of a workplace’s 
safety environment, which significantly affects safety performance. The job security in 
the workplace helps an employee to perform better with their particular works. According 
to Leshabari, Muhondwa, Mwangu, and Mbembati (2008), supportive work environment 
influenced workers for performing normal jobs more effectively and efficiently.

Petterson (1998) argued that the interaction between employees within a business is crucial for 
accomplishing the organizational goals. However, Branham (2005) mentioned that workers 
leave their organization because of the poor management practices or toxic cultures. The 
greatest significant evidence shows that the declining working conditions of an organization 
has to do with the shortened job satisfaction (Kaya, 1995). Based on these discussions, this 
paper aimed in examining the impact of work environment on job satisfaction of the school 
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teachers in Kathmandu. Several earlier studies were undertaken to explore the aspects 
of job satisfaction of employees on the basis of their working environment. But all these 
studies were directed towards the organizational employees which could not be generalized 
to school level teachers. Hence, this study focused on fulfilling the gap in existing literature. 
This research is focused towards answering the question: 

 How does working conditions, and job safety and security influence on job satisfaction 
of school teachers in Dallu area?

2. Objectives of the study
Several previous research looked into different components of employee job satisfaction 
based on their working environment. However, because all of this research focused on 
university-level teachers and organizational personnel, they cannot be properly applied 
to school-level teachers. As a result, the purpose of this research was to fill a gap in the 
current literature. Every study has a set of objectives that focus on the study’s purpose or 
goal. The major purpose of this study is to decide the various factors or sources impacting 
on the job satisfaction of the school teachers in Dallu area. Further, the study has the 
following objectives.

 To examine the connection of working conditions, and job safety and security with 
job satisfaction of the school teachers in Dallu area; and

 To analyze the influence of working conditions, and job safety and security on job 
satisfaction of the school teachers in Dallu area.

3. Literature survey
Theories usually help in designing the research questions, guides in selecting the data 
collection tools etc. It helps in investigating and collecting the information and provides 
meaning to our observation. The theories that is reviewed in this study are: Two factor 
theory. Two factor theory helps in knowing the certain factors that causes job satisfaction 
and job dissatisfaction in employees. 

The two-factor theory was developed by (Herzberg, Mausner, & Snyderman, 1959). It 
is also known as Herzberg’s motivation-hygiene theory or dual-factor theory. The theory 
was progressed from the data collected through Herzberg from interviews. This theory 
states that certain factors in workplace causes job satisfaction while some factor causes 
the dissatisfaction. This theory focuses on the motivational factors which can improve 
work-quality. The main purpose of this theory is to understand the various factors that 
influences employee job satisfaction and job dissatisfaction. The theory shows that job 
satisfaction significantly varies by the department of employment (Giese & Avoseh, 
2018). This theory explains that if management wishes to increase satisfaction on the job, 
it should be concerned about the nature of work.

Herzberg has dissected the employee satisfaction into two dimensions: hygiene factor 
and motivating factor. This research paper has attempted to find impact of working 
environment on job satisfaction. The independent variables of the research paper are 
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working condition, job safety and security. These variables corroborate the theory 
presented by Herzberg. Herzberg’s theory concludes with two factors, hygiene and 
motivating factors. Hygiene factor is concerned with supervision, administration 
policies and working conditions whereas motivating factor is concerned with work, 
recognition, advancement and contentment. The research paper has attempted to measure 
working conditions as Hygiene factor and job safety and security as motivating factors. 
As suggested in the theory both hygiene factor and motivating factors determine the 
satisfaction of employee, this research paper has also used working conditions and job 
satisfaction to determine the job satisfaction

Taheri, Miah and Kamaruzzaman (2020), Jain and Kaur (2014) and Tio (2014) revealed 
that the good working condition, refreshment and recreation facilities, health and safety 
facilities, fun at workplace increased the degree of job satisfaction. This means in order 
to improve the company employee job satisfaction; the company needs to pay attention 
to the work environment they provide for the employees. Hoedoafia and Atakorah 
(2017) assessed the positive significance of the work environment on the level of job 
satisfaction and staff morale. Work environment is grouped into three distinct i.e., 
physical, psychological, and social work environment (Hoedoafia & Atakorah, 2017).   
While working environment was incorporated into four aspects i.e., physical, social, 
secured, and financial working environment (Taheri, Miah & Kamaruzzaman, 2020).  As 
the work environment, working hours, working conditions, and job safety and security 
influences on the job satisfaction of employees. Based on the these discussions, the 
following hypothesis were made:

H01: There is no significant connection of working conditions with job satisfaction of 
school teachers.

H02: There is no significant connection of job safety and security with job satisfaction of 
school teachers.

Paul, Ramanigopal, and Hemalatha (2017) indicated that the working environment affects 
the physical and psychological well-being of the human resources and their attitude, 
morale, engagement, and productivity. This study indicated that better workplace 
environment boosts the employees’ morale and ultimately increased the performance, 
engagement, and job satisfaction. The main aim of this research was to study the various 
demographic characteristics influencing the work environment and job satisfaction of 
dentists. This study revealed that the respondents in the age group of above 45 years 
expressed higher levels of attitude towards all of the factors in this study with regards to 
job satisfaction. This study discussed that the environment in which the employees work, 
play an important role in encouraging them for performing their assigned work. Thus, 
this study hypothesized:

H03: There is no significant influence of working conditions on job satisfaction of school 
teachers.

H04: There is no significant influence of job safety and security on job satisfaction of 
school teachers.
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Karamanis, Arnis and Pappa (2019) analyzed the satisfaction of workers from their 
working environment even during the difficult economic periods. In this research, the 
researcher investigated the job satisfaction among the employees of the Greek public 
sector. In this study, the working environment covered three aspects i.e., salary reductions, 
increase in working hours and reduction in force. Similarly, job satisfaction is divided 
into two groups: Endogenous satisfaction and Exogenous satisfaction. This research 
analyzed the determinants that affect the job satisfaction of employees in the private and 
public sector. The study noticed that the Greek public sector needed to become more 
operational, efficient, decentralized, and able to work in a flexible and efficient way.

Onuoha, Ukangwa and Otuza (2020) provided empirical evidence on the nature of the 
work environment and level of job satisfaction of librarians in south, east and south- west 
Nigeria. It also confirmed the statement that work environment enhances job satisfaction. 
The main aim of this study is to ascertain the extent to which the librarians were satisfied 
with their job. Here, work environment covered its two aspects, namely: physical and 
behavioral work environment. Physical work environment included tools, equipment, 
infrastructure and other technical skill. Behavioral work environment included relationship 
with peers, teams, colleagues, work group/departments. The sample population for this 
study was taken from the librarians of Nigeria. Based on the literature survey, following 
research framework was developed for the study. 

 

Job satisfaction

Working conditions

Job safety and security 

Figure 1. Research framework of the study

A research framework is the design that holds or supports a theory of a research study. It is 
used to summarize concepts and theories. A working environment refers to the elements 
that comprise the setting in which employees work and impact workers. It is the setting, 
social features and physical conditions in which an employee perform the job. There are 
certain elements that can impact efficiency of the employees. Different factors within the 
working environment such as working conditions, working hours, job safety and security, 
organizational structure etc. may affect job satisfaction (Lane, Esser, Holte, & Anne, 
2010). The two factors working conditions, and job safety and security are explained as:

Working conditions refers to the working environment of an organizations with various 
physical as well as psychological aspects. It comprises of various factors such as working 
hours, working equipment, lighting, etc. Working conditions covers the work activities 
and the areas such as noise, lighting, temperature etc. This can be compared with the 
Herzberg’s Two factor theory, as it divided into two parts: motivational and hygiene 
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factors. Here, working conditions comes under hygiene factor and if maintained properly 
it influences employees towards better performance. Day and Bedeian (1991) explained 
working conditions as an encouraging factor which enhanced workers’ attitude towards 
better performance. Similarly, Gulliver and Towell (2003) measured poor working 
conditions which becomes a factor for employees reduced job satisfaction, physical 
grievances, poor job performance etc. As in two factor model, working conditions 
comprises of various factors that directly or indirectly influences the job satisfaction of 
the employees. 

Job safety and security refers to the protection of employees in their workplace. The 
workplace must be secure so that employees can give their best at the work. Sousa-Poza 
and Sousa-Poza (2000) explains that job safety and security is an important factor of 
job satisfaction. Probst, Gailey, Jiang and Bohle (2017) measured job insecurity as a 
subjective perception of an employee as it is accompanied by stress, fear and anxiety 
which causes problems in employee’s mental and physical health. Job safety and security 
is based on the idea of Maslow’s hierarchy of needs as it discusses that if a person’s 
safety needs are satisfied, employees can focus on their job and workplace. Employee’s 
job safety and security has direct impact on job satisfaction of employees as feeling of 
security enhances their performance. 

Job satisfaction can be defined as a measure to which an employee feels self-motivated 
and satisfied with their job. Job satisfaction of employees is very essential for the 
increment in the productivity. Krietner and Kinicki (2004) described job satisfaction 
as an affective and emotional response to different sides of one’s job. Various factors 
influence job satisfaction of the employees in an organization. Some factors act positively 
whereas some act negatively. Good working conditions, job safety and security, work 
motivation, training and development are the essential variables for employee’s job 
satisfaction. Similarly, good working environment influences the employees towards 
the satisfaction of their job. Lock and Latham (2010) explains job satisfaction as the 
pleasurable emotional state resulting from the appraisal of one’s job. The satisfaction in 
the job helps in reducing the employee absenteeism, increases the productivity and also 
the employee retention. Thus, this study aims at understanding the job satisfaction of 
employees on the basis of their working environment.

4. Research methodology
This section describes the actions to be considered while investigating the research 
problem. It also describes the techniques that is used to identify, analyze and process 
the information that is required to understand the problem. This section discusses about 
the data collection process or explains how the data and information were generated and 
further analyzed. This particular section is further divided into four different sections. 
Here, the first section explains about the research design used in this research. Likewise, 
second section explains about the population and sample of the research whereas third 
section explains about the nature and source of the data. Similarly, fourth section consists 
methods of analysis. 
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Kothari (2004) defined research design as a plan, a roadmap and blueprint strategy of 
investigation conceived so as to obtain answers to research questions. The research design 
used in this research is quantitative. This study was conducted in order to examine and 
interpret the factors affecting the job satisfaction of school teachers. As per the objective 
of this study, descriptive, relational, and causal research design were considered to tackle 
the various research problems. The main purpose of using descriptive research was to 
describe as well as explain the objectives and findings. This research was conducted 
to discover and describe the characteristics of the variables that are being studied in 
this research. The main aim of the descriptive research is to produce the necessary 
statistical information in order to find about the factors affecting the job satisfaction of 
the employees. The relational research design was used to find out if there is relationship 
between the independent variables and dependent variables under this study. It included 
measuring two variables and evaluating the relationship between them without any 
modification in the independent variable. Causal research was also conducted in order to 
prove the cause-and-effect relationship between the two variables. It was conducted to 
evaluate the impact of work environment on the job satisfaction of teachers. The causal 
research focused on providing the proof about the existence of the relationships between 
two variables.

The population for this study was the school teachers from Dallu area of Kathmandu 
city. School teachers from different schools were regarded as the target population of this 
study. Teachers from various education level, faculties and age groups were considered. 
As there was a large population, it was not possible to test every school teacher. So, 
samples are drawn as per the convenience for representation of the population. Therefore, 
various schools of Dallu area are selected for conducting the research. The teachers from 
three different schools which have been operated for more than 20 years within the area 
of Dallu were regarded as the sample size. The questionnaire was collected from 18th 
September to 20th September. The choice is coherent with the purpose of the study which 
set out to show the job satisfaction level of the school teachers. Data was collected from 
121 respondents. Convenience sampling was applied in selecting the participants as 
per the availability and proximity. Out of 121 responses, 98 responses were valid. 98 
respondents represent the sample size which is sufficient at 95 percent confidence level 
and 5 percent margin error (Yamane, 1967). 

This research used primary source of data. For generating the primary source of data, a 
survey of self-designed questionnaire has been designed.  The questionnaire was designed 
in order to find out the detailed characteristics of the participants and further classified the 
collected data addressing the research problems and questions. This questionnaire was 
developed with reference to the research questions, literature review, etc. The applicants 
involved in this questionnaire were allowed to make comments regarding any unclear 
questions. Similarly, the secondary data used in this research contained the information 
which has been collected and analyzed by other researchers. 

The statistical tools used in this study to analyze the data are frequency, percentage, bar 
diagram, mean, median, standard deviation, correlation and regression analysis. In this 
study, correlation is used for the responses provided in Likert scale to find the degree 
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of relation in between independent and dependent variables for all descriptive samples. 
Similarly, in this study, regression is calculated for responses provided in Likert scale 
to find out the direction of relationship between independent variables and dependent 
variable for all descriptive samples.

Y= a+b1X1+b2X2+e

Where, Y= Job satisfaction, a= Intercept, X1= Working condition, X2= Job safety and 
security, b1= Coefficient of working condition, b2= Coefficient of job safety and security, 
and e= error terms

5. Presentation and analysis of the data
The study used Microsoft Excel for analyzing the collected data. The respondent’s profile 
is in terms of gender is presented in Figure 2. As exhibited in the Figure 2 there are no 
equal participants in terms of gender. There were 98 respondents for this study. Out of 
98 respondents, 41 were male and remaining 57 were female. The results showed that 
there were a smaller number of males in comparison to females in the sample. Among all 
these respondents, the majority 58.20 percent of respondents were females whereas 41.80 
percent respondents were males.
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Figure 2. Gender of the respondents

Table 1 presents the descriptive status for the all sample. It is found that mean value for the 
independent variable: job safety and security to be the highest among other variables with the 
mean 4.04. Similarly, the mid value for job safety and security and job satisfaction is found 
to be highest among the variables with the value of 4.00. Standard deviation is also found 
to be highest for job safety and security and job satisfaction with the value of 0.54. And the 
variable working conditions has the lowest standard deviation with the value of 0.35. 
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Table 1
Descriptive statistics for all samples

Variables/Statistics N Mean Median STD
Working condition 98 3.61 3.60 0.35
Job safety and security 98 4.04 4.00 0.54
Job satisfaction 98 3.90 4.00 0.54

The Table 2 depicts the correlation analysis of the variables under study. In the study, 
correlation analysis is done between the different determining factors and job satisfaction 
of school teachers. As shown in the table, the correlation for all samples between job 
satisfaction and working condition is observed to be positive and significant at 95 percent 
confidence level with the correlation coefficient 0.137. Similarly, the relationship between 
job satisfaction and job safety and security is found to be positive and significant at 99 
percent confidence level with 0.532, which means the job safety and security of school 
teachers influence on their job satisfaction in a positive way. 

Table 2
Relationship between variables for all samples 

Variables  Working 
condition

Job safety 
and 
security

Job 
satisfaction

Working condition
Pearson Correlation

1
Sig. (2-tailed)

Job safety and security
Pearson Correlation 0.196

1
Sig. (2-tailed) (0.053)

Job satisfaction Pearson Correlation 0.137* .532**
1Sig. (2-tailed) (0.017) (0.001)

** Correlation is significant at the 0.01 level (2-tailed).

Regression analysis helps in finding the impact of independent variables on the dependent 
variable. In the study, regression analysis is done for finding out the impact of working 
condition and job safety and security on job satisfaction of teachers. As shown in Table 
3, job satisfaction is used as dependent variable and working condition and job safety 
and security as independent variables. After introducing all the variables under the study, 
the impact of working condition is found to be positive and significant at 95 percent 
confidence level. The coefficient with 0.051 of working condition shows that increase 
in working condition cause increase in job satisfaction of school teachers. The impact of 
job safety and security is found to be positive and significant at 99 percent confidence 
level with the coefficient of 0.519. The result shows that job safety and security have 
significant influence on job satisfaction. The F value is 18.815 and significant value is 
less than 0.001, thus the regression model seems to be fit. The adjusted R2 value from 
regression analysis is 0.269 indicating the 26.90 percent variations in job satisfaction due 
to working condition and job safety and security. 
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Table 3
Impact of variables for all samples

Coefficientsa

Unstandardized 
Coefficients

Standardized 
Coefficients t Sig. F Sig. Adjusted R2

B Std. Error Beta
(Constant) 1.62 0.544  2.976 0.004

18.815 0.001 0.269Working condition 0.051 0.135 0.034 0.38 0.035
Job safety and 
security 0.519 0.088 0.525 5.929 0.001

a Dependent Variable: Job satisfaction

6. Findings and discussion
The major findings of the study are as follows:

 The study observed that mean value for the independent variable: job safety and 
security to be the highest among other variables with the mean 4.04 followed by 
job satisfaction with mean value 3.90 and working condition with mean value 3.61. 
Similarly, standard deviation is also found to be highest for job safety and security 
and job satisfaction with the value of 0.54 followed by working condition with the 
value of 0.35. 

 The relationship of working condition with job satisfaction of school teachers 
is observed to be positive and significant at 95 percent confidence level with the 
correlation coefficient 0.137. The relationship of job safety and security with job 
satisfaction of school teachers is found to be positive and significant at 99 percent 
confidence level with 0.532, indicating a positive relationship of working conditions 
and job safety and security with job satisfaction of school teachers.

 The influence of working condition is found to be positive and significant at 95 
percent confidence level. The regression coefficient of 0.051 shows that improvement 
in working condition leads to increment in job satisfaction of school teachers. The 
impact of job safety and security is found to be positive and significant at 99 percent 
confidence level with the regression coefficient of 0.519 indicating that an increment 
in job safety and security increases job satisfaction in school teachers.

Based on findings of this study, there is a significant and positive relationship between 
working conditions and job satisfaction among school teachers of Dallu area. It is 
consistent with Raziq and Maulabakhsh (2015) which concludes majority of employees 
are satisfied with the working conditions provided in the workplace. The positive and 
significant relationship of job safety and security with job satisfaction of school teachers 
is also consistent with the findings of Raziq and Maulabakhsh (2015), and Taheri, Miah, 
and Kamaruzzaman (2020).
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7. Conclusion 
The present study was conducted with the aim of examining the connection and 
analyzing the influence of independent variable: working conditions, job safety and 
security and dependent variable: job satisfaction of school teachers of Dallu area. As per 
the data analysis, the study concludes that working conditions, job safety and security 
have positive and significant relationship with job satisfaction of school teachers. As 
per the results of linear regression model, it can be seen that overall model is fit and 
shows positive and significant impact of working conditions, job safety and security on 
job satisfaction of school teachers. In a sequence level, factors based on a significant 
scale job safety and security (0.519) and working conditions (0.051). It is shown that 
job safety and security to be the highest influencing factors towards job satisfaction of 
school teachers. Similarly, working conditions is perceived to be least important factor 
influencing the job satisfaction of school teachers.
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Effect of Intrinsic Motivation on Employee 
Performance: A Case of Cooperatives in Kageshwori 
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Abstract
Intrinsic motivation is one of the major tools to enhance employee performance 
in every sector. However, there has been less study regarding the case of the 
cooperative. Thus, the research study aims to investigate the effect of an intrinsic 
motivation scheme on employee performance in Kageshwori Manohara. The study’s 
specific objectives are: to identify the various types of non-monetary incentives 
and to find the effects of non-monetary incentives on employee performance. 
Alderfer’s ERG (Existence, Relatedness, and Growth) theory is used as a theoretical 
reference. Employee performance is taken as the dependent variable and intrinsic 
motivation as the independent variable, where intrinsic motivation is represented 
by recognition and career development. Data collection is done with the help of a 
structured questionnaire distributed among 120 students, out of which 104 students 
were taken as the final sample size. The research design embraced in the study 
consists of descriptive, relational, and casual research designs. Various tools used 
for data analysis were mean, median, standard deviation, correlation, and regression. 
The study concluded that career development and recognition have a positive and 
significant relationship with employee performance. Further, the study showed that 
cooperative employees are happy and satisfied with intrinsic motivation practices of 
their cooperative.

Keywords: employee performance, recognition, career development, intrinsic   motivation

1. Background of the problem
Employee performance plays an inevitable role in every organization for its growth and 
sustainability (Azar & Shafighi, 2013). The high performance of employees depends on 
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what kind of reward policies an organization offers. Reward policy is one of the most 
important human resource practices for increasing employee motivation, and several 
methods have been used to improve employee performance (Bari, Arif, & Shoaib, 2013). 
The organization provides intrinsic rewards to increase employee motivation, which 
will, in turn, increase the performance of employees, and the result will be the enhanced 
productivity of the organization. Kazi, Baloach, Khan, and Mehwish (2019) investigated 
how employee performance affects long-term organizational growth and sustainability. 
Effective intrinsic rewards can change a person’s attitude in the workplace, bringing a 
positive change in the environment and enhancing employee performance (Tahir, 2014). 
Intrinsic rewards are beneficial for employee recognition, which is a motivating tool for 
employees and leads to increased work engagement (Simon & Marisa, 2003). According 
to Akter and Zeb (2012), intrinsic incentives such as recognition, learning opportunities, 
challenging work, and career advancement are effective tools in motivating workers, 
which in turn, increases their performance.

Intrinsic rewards provide workers or employees with a strong sense of security and job 
stability. When employees realize that their job is secure and stable, they work harder to gain 
more recognition and respect. Hence, they are entirely motivated and inspired by their inner 
self. Offering non-monetary rewards to employees can boost organizational performance 
to the highest level (Heyman & Ariely, 2004). The use of non-monetary incentives is a 
low-cost method of motivating employees to perform well on the job, which also has a 
significant impact on employees’ perceptions of the workplace’s reward climate (Khan, 
Shahid, Nawab & Wali 2013). Non-financial rewards are regarded as cost-effective methods 
of compensating employees, attracting, motivating, and retaining employees (Reiss, 2012). 

Armstrong and Mursil (1994) observed that non-financial rewards must focus on the 
fulfilments of self-actualization needs that the majority of people possess, which include 
achievement, recognition, influence, personal growth, training, and career development. 
Non-monetary rewards are also the major tools for motivating employees to be engaged 
with the organization, leading to better employee performance. Despite several prior studies 
conducted to observe the impact of intrinsic motivation on employee performance, these 
studies majorly focused on the banking and entertainment sector only. These contemporary 
research studies identified intrinsic motivation as one of the major motivating tools in the 
banking sector. However, in the case of cooperatives, there are limited studies regarding 
the role of intrinsic motivation towards employee performance, which were also done 
in developed countries only. Hence the findings cannot be generalized in developing 
countries like ours. Therefore, this study attempts to shed light on this issue and explore 
the effect of non-monetary incentives on employee performance in cooperatives in 
Kageshwori Manohara. The research is aimed at answering the following question.

  How do recognition and career development impact cooperatives employees’ 
performance in Kageshwori Manohara municipality?

2. Objectives of the study
The previous research papers on the effect of intrinsic motivation on employee performance 
were found to have paucity in terms of the coverage of overall sectors. It was found that 
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the most sectors covered in previous research papers were the banking and entertainment 
sectors. The studies in cooperatives sectors were found neglected especially in the context 
of developing countries. Hence, this research paper has attempted to measure the effect of 
intrinsic motivation on employee performance of cooperatives of Kageshwori Manohara 
municipality. The specific purposes of the study are:

 To investigate the relationship between recognition and career development and 
cooperatives employees’ performance in Kageshwori Manohara municipality; and

 To determine the impact of recognition and career development on employee 
performance in cooperatives in Kageshwori Manohara.

3. Literature survey
A literature survey is a summary of previously published works on a specific topic. It provides 
an overview of current knowledge, allowing you to identify relevant theories, methods, gaps 
in existing research, past debates on the issue, past problems, the current status of research on 
the topic, and so on. Literature reviews serve as the foundation for research in nearly every 
academic field. It provides a solid foundation of knowledge on the subject. 

Alderfer (1969) reformulated Maslow’s theory and proposed that there are three basic 
needs: Existence (nutritional and material requirements like pay and conditions.), 
Relatedness (need for meaningful social relations, relationships with family and friends, 
and at work with colleagues) and Growth (need for developing one’s potential, the desire 
for personal growth and increased competence) This theory suggests that some people 
would rather have non-monetary incentives in the workplace, such as training programs, 
career development, social activities, public praise, and so on, than monetary incentives. 
Alderfer’s theory emphasizes the need for organizations to find ways to meet employees’ 
needs for belonging through social activities within the organization, recognize 
employees, encourage their participation in decision-making, and provide opportunities 
for development and autonomy in the workplace. ERG theory supports the notion that 
non-monetary incentives are required for employee motivation.

Bari, Arif, and Shoaib (2013) indicated that career development plans, freedom, employee 
valuation, learning programs, an open and comfortable work environment, and good 
supervisory relationships all positively impact employee attitudes and performance in the 
workplace. Similarly, Kazi, Baloach, Khan, and Mehwish (2019) discovered that career 
development positively impacts employee performance. It is suggested that positive influences 
on employee attitudes would improve employee performance and create a pleasant work 
environment. Based on these reviews, the following hypotheses are formulated:

H01: There is no significant relationship between career development with employee 
performance in cooperatives.

H02: There is no significant role of career development on employee performance in 
cooperatives.    

Kefay and Kero (2019) explored the link between non-monetary incentives (job promotion, 
recognition, training, and development) and employee motivation. Data collected from 272 
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professional employees of a commercial bank show that promotion and training have a 
strong positive relationship with employee motivation. And recognition had a moderately 
positive relationship with employee motivation at work. Likewise, Adom, Ayttey, Boateng, 
and Alex (2020) researched the effects of non-monetary incentives on employee performance. 
This study aimed to identify different types of non-monetary incentives and determinants of 
employee performance. Non-monetary incentives had a strong significant positive relationship 
on employee performance at Zenith Bank but only a moderately positive relationship at ADB. 
Based on these reviews, the following hypotheses are formulated:

H03: There is no significant relationship between recognition with employee performance 
in cooperatives.

H04: There is no significant role of recognition on employee performance in cooperatives.

Waqas and Saleem  (2014) investigated the impact of monetary and non-monetary 
rewards on employee engagement and firm performance. Employee engagement is 
required for high business returns because highly engaged employees will put forth 
their best efforts in organizations, and organizations will grow over time. The findings 
revealed that both monetary and non-monetary incentives could boost employee 
engagement.

Yousaf, Latif, Aslam, and Saddiqui  (2014) found various factors that influence employee 
motivation, which can be divided into financial and non-financial rewards. Although 
financial rewards are important for employee motivation in third-world countries such as 
Pakistan, the importance of non-monetary incentives cannot be overstated.

Jeni, Mutsuddi, Das, and Momotaj (2020) studied the impact of rewards on commercial bank 
employee performance in the Nokhali religion. The study’s goal was to look into and analyze 
how Bangladesh’s banking sector rewards system aids employees in learning new skills. The 
goal was to determine which aspects of the reward system are the most effective and which 
aspects can be improved and enhanced to improve employee satisfaction. This study shows 
that incentives have an impact on employee performance in the banking industry. The findings 
show that incentive systems significantly impact employee attitudes toward work. Thus, the 
research framework of the study is depicted in Figure 1.  

Employee 
performance

Recognition

Career development

Figure 1. Research framework of the study
A research framework is a foundation for a research study. It presents the relationship between 
dependent and independent variables. Intrinsic motivation refers to behavior derived from 
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internal rewards such as recognition, career development, training, job security, working 
environment, and so on. The dependent variable was employee performance, defined as the 
outcomes of a series of activities and efforts by employees in the organization. From the 
research framework, the study aimed to determine the effect of selected variables, namely, 
recognition and career development, on employee performance.

Recognition explains the appreciation to employees for their level of performance, as well 
as their success or influence in achieving a goal (Robbins, 2005). Employee motivation 
is influenced by important and major factors such as recognition. Individuals prefer 
to share their success with others and need to be recognized within the organization. 
Using recognition effectively will be an efficient way of increasing success and allowing 
employees to feel involved in the corporate culture. Recognition is one such reward 
required by all employees, regardless of their hierarchy level within the organizational 
structure. Employees also believed that daily recognition of their efforts motivates them 
to keep up the good work.

Career development is defined as a process to reach your desired future. Career development 
is a process in which individuals plan a series of possible jobs in an organization over 
time with suitable skills to acquire the positions as there is an opportunity (Kazi, Baloach, 
Khan, & Mehwish, 2019). Career development is a factor that affects the motivation and 
performance of the employees (Yousaf, Latif, Aslam, & Saddiqui, 2014) . There is a great 
role in career development when it comes to employee performance. Individuals who have 
just started their careers are anxious to grow and learn fast they prefer to perform well 
so that they can unlock new opportunities. Suppose employees are offered opportunities 
for developing their careers by adapting skills, technologies, and competencies essential 
for performance improvement and competencies essential for performance improvement 
and promotion. In that case, they will feel valued and motivated.

Employee performance is defined as the outcomes of a series of activities and efforts 
by employees in the organization, and it can be seen in some aspects such as job 
satisfaction, loyalty, career paths, and levels of involvement or responsibility in work 
(Zuriekat, Salamah, & Alrawashdeh 2011). Employee performance is measured by what 
an employee does and does not do. Employee performance includes output quality and 
quantity, presence at work, accommodating and helpful nature, and output timeliness. 
Employee performance is influenced by motivation because if employees are motivated, 
they will work harder, and their performance will improve as a result. 

4. Research methodology 
Research methodology is the specific procedures or techniques used to identify, select, 
process, and analyze information applied to understanding the problems. This section of 
the research explains the method used to collect data to understand the impact of intrinsic 
motivation on employee work performance. The first section includes a description of the 
research design used in the study. The second section is about the population and sample 
of the research, and the third section is about the nature and source of data used in the 
research. 
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Research design is a preparation of circumstances for gathering and exploring data in an 
approach that combines their association with the purpose of the study (Kothari, 2004). 
This study employs a quantitative research design. The study was conducted to investigate 
and analyze the impact of intrinsic motivation on employee work performance. To address 
the various issues raised in this study, descriptive, relational, and casual research designs 
were used. The primary goal of descriptive research was to describe, explain, and validate 
results. This research design was carried out to ascertain and describe the characteristics 
of the variables under consideration. The relational research design was chosen for this 
study to determine if there is a relationship between intrinsic motivation and employee 
performance. Further casual research was conducted to determine the extent and nature of 
the cause-and-effect relationship between variables. The study investigates how changes 
in independent variables affect dependent variable.

The study’s target population was the cooperatives’ employees in and around the 
Kageshwori Manohara municipality area. Samples were gathered from various 
cooperatives. The questionnaire was distributed in a convenient way to collect the 
sample for the study. Total 120 questionnaires were distributed within four days from 
23rd September to 26th September, 2021. Out of the 120 distributed questionnaires, 110 
filled-up ones were collected, and 104 were found to be complete and usable. According 
to the Department of cooperative (2021), the number of employees currently employed 
in Kageshwori Manohara is 192, which serves as the population for this study. Hence, the 
required sample size is 97 by assuming a margin error of ±7 percent as per the suggestion 
by Yamane (1967). However, 104 valid samples were used in the study.        

Primary data was gathered by using questionnaires. A set of structured questionnaires 
was designed for the collection of data. Respondents have been asked to complete and 
return the questionnaire as soon as possible. The questionnaire was divided into two 
sections: general questions and research questions. The general question was used to 
collect demographic information such as age, gender, work experience, and academic 
qualifications, among other things. The research questions were designed to elicit 
information based on the research topic. The study extracted three items on recognition 
developed by Kefay and Kero (2019), and employees’ performance was assessed using 
three items taken from the study work of Bishop (1987). The questionnaire was made 
based on a five-point Likert’s scale method ranging from 1 strongly disagree to 5 strongly 
agree, and there are other questions like yes/no question and rank in order question. The 
questionnaire contains questions about intrinsic rewards as well as employee performance. 
In addition, secondary data from textbooks, journals, and online resources were used in 
the current study to review the existing literature and develop the questionnaire.  

5. Presentation and analysis of the data
Various statistical tools were applied in this study. The statistical tools used in this 
study to analyze the data are frequency, percentage, bar diagram, cross-tabulation, 
mean, median, mode, standard deviation, variance, correlation, and regression analysis. 
Descriptive analyses were conducted to present the basic information of the employees. 
Correlation analysis was performed to understand the relationship between independent 
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and dependent variables. Similarly, regression analysis is done to know the impact of 
intrinsic motivation on employee performance.
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Figure 2. Gender of the respondents

In this study, the respondents were requested to express their responses in various ways. 
There were many types of questions like yes or no questions, rank in order questions, 
and Likert scale. A 5-point Likert scale was used to capture the perceived relevance of 
factors, with five indicating strongly agree and one indicating strongly disagree with 
the statement. To ease the descriptive analysis of the study, the replies obtained from 
these respondents were sorted, collated, and examined. The personal information of 
the respondents like age group, gender, academic qualification was also collected. The 
primary data collected from the questionnaire were entered in excel and later calculated 
using SPSS software. The calculated data were edited in excel and used in this study.

Figure 2 clearly shows that the majority of the respondents were female. There were 104 
respondents for the study, of which 68 were female, and 36 were male. The percentage 
of female respondents was 65.40 percent, whereas male respondents covered only 34.60 
percent of the total respondents. 
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Figure 3. Age group of the respondents
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The Figure 3 shows respondents’ profiles on the basis of strata of age group category. 
Out of the total respondents, 9 respondents are 20 years and below, 84 respondents are 
between 21 to 49 years, and 11 respondents are above 50 years. Figure 3 shows that 8.7 
percent belong to 20 years and below, 80.8 percent belong to the 21-49 age group, and 
the rest 10.60 percent are above 50 years. 
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Figure 4. Work experience of the respondents

Figure 4 is a representation of the work experience of the respondents in the study. The 
result cleared that out of 104 respondents, 29 respondents have 1 year or below experience, 
38 respondents have 2 to 4 years, and 37 respondents have experience of above 5 years. 

Table 1
Descriptive statistics for all samples

Variables/Statistics N Mean Median STD
Recognition 104 3.79 4.00 0.77
Career development 104 3.66 4.00 0.88
Employee performance 104 3.91 4.00 0.67

Table 1 summarizes the result of descriptive statistics of the variables under study. 
The table depicts the descriptive statistics mean, median, and standard deviation of 
the variables under the study of all sample respondents. Table 1 reveals the descriptive 
status for the whole sample. It is found that mean for the dependent variable: employee 
performance to be highest among other variable with a mean of 3.91 followed by 
recognition with a mean of 3.79, career development with a mean of 3.66. Similarly, 
the median values for recognition, career development, and employee performance 
are equal to 4.00. The standard deviation is highest for career development with the 
value of 0.88, and the employee’s performance has the lowest standard deviation 
with the value of 0.67.
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Table 2
Relationship between variables for all samples

Variables  Recognition Career 
development

Employee 
performance

Recognition
Pearson Correlation

1
Sig. (2-tailed)

Career development
Pearson Correlation .547**

1
Sig. (2-tailed) (0.001)

Employee performance
Pearson Correlation .465** .409**

1
Sig. (2-tailed) (0.001) (0.001)

** Correlation is significant at the 0.01 level (2-tailed).

Table 2 characterizes the correlation analysis of the variables under study which is 
conducted for the whole sample. As shown in the table, the correlation for all samples 
between employee performance and recognition is observed to be positive and significant 
at a 99 percent confident level with a correlation coefficient of 0.465. Similarly, the 
relationship between employee performance and career development is found to be 
positive and significant at a 99 percent confident level with a correlation coefficient 
of 0.409. Here, the p-value is less than 0.01, which is 0.001, so the null hypothesis is 
rejected. Therefore, there is a significant relationship between employee performance, 
recognition, and career development. It means employee performance is positively 
associated with recognition and career development.

Table 3
Impact of variables for all samples

Coefficientsa
Unstandardized 
Coefficients

Standardized 
Coefficients t Sig. F Sig. Adjusted R2

B Std. Error Beta
(Constant) 2.166 0.306 7.074 0.001
Recognition 0.299 0.089 0.344 3.345 0.001 16.835 0.001 0.235
Career 
development 0.167 0.078 0.22 2.142 0.035    

a Dependent Variable: Employee performance

As shown in Table 3, employee performance is used as a dependent variable and 
recognition and career development as independent variables. After introducing all the 
variables under study, the impact of recognition is found to be positive and significant 
at a 99 percent confidence level. The confidence with 0.299 of recognition shows that 
recognition influences employee performance in the cooperatives. The impact of career 
development is found to be positive and significant at 99 percent confidence level with 
the confidence of 0.167. R2 equals 23.50 percent, which shows a 23.50 percent variation 
in employee performance due to recognition and career development.  

Effect of Intrinsic Motivation on Employee Performance...:  Subedi and Ghimire 
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6. Findings and discussion
The study’s main objective is to explain the different determinants affecting employees’ 
performance in cooperatives. The study aims to examine the relationship and impact 
of the independent variables: recognition and career development, with the dependent 
variable, employee performance. It uses various quantitative statistical tools and 
techniques to determine the effect of intrinsic motivation on employee performance such 
as descriptive, correlational, and causal research design. For this purpose, the primary 
data were systematically collected and analyzed in order to derive knowledge from them. 
The data was collected through a structured questionnaire and analyzed using mean, 
median, mode, standard deviation, variance, correlation, and regression. Based on the 
data analysis, the main findings of the study are as follows: 

 The relationship between employee performance and recognition is positive and 
significant at a 99 percent confidence level with the correlation coefficient of 0.465 
which means recognition influences the performance of employees in cooperatives. 
The relationship between employee performance and career development is found 
to be positive and significant at a 99 percent confidence level with a correlation 
coefficient of 0.409, indicating that career development positively influences the 
performance of employees in cooperatives. 

 The impact of recognition is found to be positive and significant at a 99 percent 
confidence level, which shows that recognition influences employee performance 
in the cooperative. The impact of career development is found to be positive and 
significant at a 99 percent confidence level, i.e., increase in career development leads 
to an increase in employees’ performance in cooperatives. 

The results revealed that career development and recognition have a positive and 
statistically significant relationship with employee performance and also have a positive 
impact on career development and recognition on employee’s performance. The study 
findings are consistent with Bari, Arif, and Shoaib (2013) and Kazi, Baloach, Khan, and 
Mehwish (2019), who observed that career development is used to simulate a high level 
of performance. The result also corroborates with the findings of  Adom, Ayttey, Boateng, 
and Alex (2020) who stated that non-monetary incentives represented by recognition have 
been found to be an effective tool in motivating workers and, consequently increasing 
their performance. 

7. Conclusion 
The study demonstrated the relationship between employee performance and its 
determinants. This study concluded that career development and recognition have a 
positive and significant relationship with employees’ performance in the cooperative. 
Employees place a great role in different rewards given by their employers and this has 
a significant impact on their performance. It is true that employees work for money. 
However, they want to be recognized for their efforts, demonstrate their creativity, 
and advance their careers. As a result, organizations should place a greater emphasis 
on intrinsic motivation. The reward is more important for the benefit of the employee’s 
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performance in any nature of business, organization, and institution. Human performance 
is commonly linked with intrinsic motivation, and motivation can be concerned with 
rewards. This study illustrated that intrinsic motivation affects the performance of 
employees in a financial institution (cooperatives).
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Determinants of Tea Preference:  
A Descriptive Analysis

Nisha Jaiswal1

Narayan Prasad Aryal2

Abstract
The study was designed to investigate the determinants of tea preferences among tea 
lovers in Sorakhutte, Kathmandu. A conceptual system was structured by considering 
theory of satisfaction and consumers’ preference talks about how the consumer is 
willing to consume tea. Price, habit, peers’ influence and taste are considered as 
predictors and consumers’ preference is taken as the reliant variable. Organized 
survey was performed among tea lovers in Sorakhutte using convenience sampling 
method and 103 usable questionnaires were utilized to analyse the collected data. 
The study employed descriptive research design and various tools such as frequency, 
percentage, bar-diagram, mean, median, and standard deviation were used for data 
analysis. The findings revealed that all the predictors i.e., price, habit, peers’ influence 
and taste have effect on tea preferences as the mean values were above 3.0. Among 
all of them, the study concluded that taste is the most important predictor for tea 
preferences. Further, the study also concluded the majority of tea lovers prefer loose 
tea in compare to branded and green tea and rated the friends as the most preferred 
companion to drink tea.

Keywords: price, habit, peers’ influence, taste, consumers’ preference 

1. Background of the problem
Nepal has a total population of 29.14 million (Central Bureau of Statistics, 2021), and 
among them, the per capita consumption of tea in Nepal is 0.35kg per person  (Helgi 
Library, 2021). The domestic tea consumption survey has indicated the consumption of 
2.42 cups a day per person, which means annual per capita consumption is 350 grams 
of tea. Tea is the second most consumed beverage globally, ranking next to the water 
(Nejadghanbar, 2016). It is one of the agricultural products which should have favourable 
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quality including aroma, flavour and colour. Tea consumption has been overgrown, and 
it has brought a new wave of consumers with higher earnings that are turning tea into 
a popular product. Modest tea consumption has multiple benefits: regulating blood 
circulation in veins, eliminating physical and mental fatigue, stimulating nerves, helping 
digestion, preventing calcinosis in veins, and rendering a diuretic (Calmasur, 2018). In 
history, the first person who studied tea (Yu, 1974) had evolved tea into an art form; tea in 
the classical period was a part of the Chinese culture. Although tea is a standard beverage 
here in Nepal, there have not been sufficient studies related to determinants of consumer’s 
preference toward tea, so the study on this topic was done to understand the consumer 
preference for the product as explained by Nazari (2011). Weedmark (2018) defined 
consumer preference as the individualized tastes of individual customers, observed by 
their satisfaction with those things after having the goods. Where preference for tea is 
considered as most versatile beverage ever discovered by man-a, a kind of one-drink -for-
all reasons-all-seasons (Ubeja & Jain, 2013). The preference for tea is determined by the 
customer’s intention, habits and psychological influences (Ge, Brigden, & Haubl, 2015). 
Various factors influence the customer preference to buy the tea due to their insight like 
eco-friendly products, price, and availability of goods (Ghaiu & Ramawat, 2016). 

To become a successful tea marketer, one must know the lovers or haters of the tea, and 
for this, knowledge about the determinants of tea consumption is a must. To achieve 
customer satisfaction, the attributes have to deliver service quality to the consumer’s 
expected threshold. Therefore, it is essential to investigate and expose factors contributing 
to consumer preferences. Hence, the current research attempts to identify the significant 
determinants of tea consumption out of the various elements, i.e. price, habit, peer 
influence and taste. This research is directed toward answering the question:

 Are price, habit, peers’ influence and taste the determinants of tea preference?

2. Objectives of the study 
Tea is a popular beverage, but there aren’t enough studies on the factors that 
influence consumers’ tea preferences in Nepal. Thus, this research was performed 
to determine what factors influence consumers’ tea preferences. So, to be a good tea 
marketer, one must need to understand the knowledge of the elements that drive tea 
preferences. Therefore, the study is conducted to explore the major determinant of tea 
preference. Further, the study also has the following objectives:

 To explore what types of tea, do the tea lovers prefer in the study area;

 To explore whom, do the tea lover prefer to companion to consume tea in the study 
area; and

 To explore which of the factors considered have the most effect on tea preference.

3. Literature survey
Several models have been proposed in the field of consumer preference. The theory of 
satisfaction by Oliver and Linda (1981) addressed how consumer preferences play a 
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vital role in the preference pattern of consumers. The theory examined the determinants 
of behavioural intention and product preference and concluded satisfaction and 
disconfirmation were significant determinants. Satisfaction is a comprehensive model 
highlighting four primary constructs: price, habit, peer influence, and taste to explain 
consumer perception and acceptance behaviour (Helson, 1964).

Lee and Vega (2009) investigated the effect of taste, price, gender and varieties on tea 
consumption. The study identified a strong positive relationship between customers’ 
profiles and consumers’ preference for tea. In addition, the study showed that all variables 
had a significant effect on tea consumption. Similarly, the study of Ubeja and Jain (2013) 
found that age and income have an impact on consumer preference for brand tea and 
loose tea, with six factors taken into account: personal and family influence, quality, 
price, design, offer, and taste, indicating that customer profile influences tea preference.

Ghosh and Ghosh (2013) aimed to analyse the consumer buying behaviour with tea 
consumption in Pune city. The study surveyed two different parts: a consumer viewpoint 
and another from a retailer viewpoint. The study found out that from the customer’s point 
of view, tea consumption depends on many independent variables: quality, habit, tea 
brand available in the market, and price. Whereas from the retailer’s point of view, it was 
found that the sale of tea depends on demand in the market. Whereas Chakma, Singh, 
and Rani (2020) showed that consumers’ purchase intention gets influenced by cultural, 
social, psychological & demographic factors. It is observed that consumers are willing 
to pay a reasonable price for a cup of tea. However, there is an insignificant influence of 
taste and habit. 

Nejadghanbar (2016) analysed the efficacy of quality factors on the satisfaction of tea 
customers. This study took the sample from the northern provinces of Iran. The results 
revealed that taste and aroma have positively correlated with the consumer’s preference 
for tea. Similarly, Li, Spence, Wan, and Qi (2019) identified significant relation between 
taste and consumer preference. Furthermore, the study observed that no price information 
affects the pleasantness rating of tea and compared the influence of product-extrinsic & 
contextual cues on consumers’ taste expectations.

Rezaee, Mirlohi, Hassanzadeh, and Fallah (2016) investigated various variables affecting 
tea consumption patterns in the city of Isfahan. The study examined how demographic 
characteristics affect consumers’ preference for tea consumption. It has also revealed 
the relationship between habit and tea consumption pattern (positive). The same result 
was found in the study (Calmasur, 2018) where demographic characteristics were used 
and showed that they affect consumer preference. Calmasur (2018) aimed to analyze the 
factor affecting the demand for tea in Erzurum, Turkey. Results showed that variables 
such as education level, quality, and price significantly affect tea consumption. The study 
also revealed the factors likes: brand, peer groups, habits, and aroma influencing tea 
consumption.Ambikal and Selvaraj (2017) investigated the study on consumer behaviour 
with particular reference to tea consumption in Ariyalur town. The study investigated 
factors like popularity of the brand, loyalty, aroma, price, and taste affecting the 
consumer’s preference for tea in Ariyalur. 

Determinants of Tea Preference: A Descriptive ... : Jaswal and Aryal
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The research framework of the study is dispatched in Figure 1. A research framework 
was used in research to outline a possible course of action or present a preferred approach 
to an idea or thought. Figure 1 shows the different variables used in this study. Consumer 
preference is a function of independent variables such as price, habit, peer influence 
and habit. The dependent variable is the consumer’s preference. From the conceptual 
framework, the study aimed to determine the various factors that influence consumers’ 
influence toward tea.  

Price is one factor that measures the duration of recognition of the brand, product class 
and price that a consumer pays for it, and the product’s availability at a nearby store 
(Ubeja & Jain, 2013). According to the statistical information, around 71 per cent of the 
people surveyed agreed that they choose or prefer tea because of its lower price. These 
findings suggest that most people select tea as their afternoon drink, considering the price 
of tea is lower than that of coffee (Su, 2007). Thus, everyone wants to have refreshment 
and a good mood, so they generally go for tea because of its fair price and availability. 
Therefore, it plays an essential role in the market. This study shows how people perceive 
the knowledge and awareness about price.

Price

Habit

Peer’s influence

Taste

Consumer’s preference

Figure 1. Research framework of the study

Tseng et al. (2014) defined habit as a behaviour pattern acquired by frequent repetition 
or repeated regularly and tends to occur subconsciously; new behaviours can become 
automatic through habit formation. For example, tea is a habit-forming, an excellent way 
to cleanse your palate before meals, consuming light caffeine and a warm beverage to 
start your day; tea is a daily part of many lives, which can be called a habit (Galsworthy, 
2020). Thus, in this study, habit is a settled or regular tendency or practise, especially one 
that is hard to give up, where it is measured on the frequency of consumption per day.

Peers’ influence is one factor that largely determines the consumers’ preferences. Friend 
influence over atypical behaviour is a concern because of fears that teens engage in 
different behaviour in response to peer pressure. We know that friends play an essential 
role in developing adolescent behaviours such as drinking and truancy (Brechwald & 
Prinstein , 2011). It argues that this is the influence force on preference for the product. 
It is found that a significant discrepancy at the level of 0.5 between the tea selectors 
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is 72.8 per cent concerning friends’ influence on the choice of beverage at tea time 
(Su, 2007). This indicates that tea drinkers are more likely than coffee consumers to be 
influenced by their friends when choosing tea as their beverage. It plays an important role 
as psychologically that the peer’s influence determines the preferences and make effects 
in choosing of product. This study shows how consumer preferences or choices depend 
upon peers influencing activities that affect the market.  

Taste is a factor that influences choosing the product. The choice of beverage for 
afternoon tea seems to be influenced by many specific factors such as flavour or taste 
and environment (Su, 2007). The consumer had an overall more positive attitude and 
preference towards their respective preferred product and taste that influenced them in 
choosing their product according to its taste. Humans have unlimited needs, and these 
needs can change over time. Therefore, changes in human needs and consumer tastes 
attributed to housing prices will vary (Calmasur, 2018). In this study, taste is the ability 
to influence to have or like the product, which connects the level of expectation of 
consumers with the preference for tea. 

Antonio (2009) suggested a vital role of studies on consumer preference in understanding 
consumer attitudes, behaviour and intentions. Numerous factors contribute to and affect 
the consumer’s behaviour in understanding the consumer attitudes, behaviour and 
intentions. Consumer preference is also affected by the socio-demographic profiles of 
the consumers, buying behaviour and knowledge about the content of the product, which 
affects the awareness level and impacts the purchase and consumption decision. Preference 
theory is a multi-disciplinary theory developed by Hakim (2003) that seeks to explain and 
predict women’s choices regarding investment in productive or reproductive work. Trust 
is viewed as one of the most effective methods of reducing consumer uncertainty. This 
study shows that consumer preference is related to intention and behavioural patterns of 
the consumer to predefine the readiness to achieve customer satisfaction. 

4. Research methodology 
This section presents the study methods designed to accomplish the study objective. The 
first section includes a description of the research design used in the study. The second 
section is about the population and sample of the research, and the third section describes 
the nature and source of data used in the study. The study used a descriptive research 
method because it seeks to identify and determine the factors affecting consumer’s 
preference for tea. In this study, descriptive research was adopted to describe and explain 
the characteristic of variables such as fair price in the market, peer’s influence, habit, taste 
or flavour and consumers’ preference. 

The study’s target population was tea lovers from the Banam marga tole, Sorakhutte -16, 
Kathmandu. Due to the large population size, it is not possible to test every consumer or 
person in the population. Therefore, the study has used a convenience sampling method to 
determine the required sample. The questionnaire was distributed conveniently to collect 
the sample for the analysis. One hundred twenty-five questionnaires were distributed 
within four days, from 18th September to 21st September 2021. Out of the 125 distributed 
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questionnaires, 113 filled up were collected, and 103 were found to be complete and 
usable with a valid response rate of 91.06%. 

The study relied on the primary source of data. A structured questionnaire comprising a 
5-point Likert scale was prepared. The items for the Likert scale were adapted from prior 
studies with slight language modifications. Among them two items of habit, two items of 
taste, and three items for the price were extracted from a scale developed by Ghaiu and 
Ramawat (2016). Likewise, peers’ influence was measured using two items adopted by 
Sumi and Kabir (2018). Rest of the items were self-developed. The data were analyzed 
using various statistical tools, i.e. frequency, percentage, cumulative percentage, bar 
diagram, mean, median, standard deviation, and Likert scale. The calculations of the data 
were made by using Microsoft Excel 2013.

5. Presentation and analysis of the data
The response received from the respondents have been arranged, tabulated, and analyzed 
to facilitate the descriptive analysis of the study. As evident from Figure 2, the majority 
of the respondents, i.e., 70 respondents prefer loose or regular tea (68 percent), whereas 
12 respondents prefer tea because (11.70 percent) and the remaining respondents, i.e., 
21 prefer for branded tea (20 percent). Majority of the tea lovers prefer loose tea as it is 
readily available in the market. 
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Figure 2. Tea types preference

The survey had designed the questionnaire to capture the preferred companion for tea 
consumption, where respondents were allowed to select the multiple options. Figure 3 
delineates the response wise frequency and percentage. The majority of respondents, 
i.e., 79 respondents like the companion of friend while consuming tea (40.70 to have tea 
with friends (40.70 percent) whereas 76 respondents want to have tea with their family 
members (39.20 percent). The remaining 39 respondents like to have tea with a colleague 
(20.10 percent). 
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 Figure 3. Preferred companion for tea consumption

The survey had also designed the questionnaire to capture the preferred place for drinking 
tea, where respondents were allowed to select the multiple options. Table 1 exhibits that 
out of total the respondents’(responses wise), majority of 70 respondents (38.30 per 
cent) prefer to drink tea in the canteen, 69 respondents wish to have tea at home (37.70 
percent), and the remaining 44 respondents prefer having tea in a cafe (24.00 percent). 
The result was similar when compared the findings with percent of cases. The place for 
drinking tea differs and depends on the person’s mood and nature. 

Table 1
 Preferred place for drinking tea

Statements
Responses

Percent of Cases
N Percent

Home 69 37.70% 67.00%
Canteen 70 38.30% 68.00%
Café 44 24.00% 42.70%
Total 183 100.00% 177.70%

The survey had also designed the questionnaire to capture the motivation for tea 
consumption, where respondents were allowed to select the multiple options. As exhibited 
in Table 2, among all the respondents (responses wise), 64 respondents (29.80 percent) 
admitted that they drink tea for refreshment, whereas 59 respondents (27.40 percent) 
agreed that they drink tea because of their habit, Similarly, 48 respondents (22.30 
percent) agreed that they drink tea because of an environment. Finally, 44 respondents 
(20.50) agreed that they drink tea for relaxation. The result was similar when compared 
the findings with percent of cases.

Determinants of Tea Preference: A Descriptive ... : Jaswal and Aryal
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Table 2
 Motivation for tea consumption

Statements
Responses

Percent of Cases
No %

Refreshment 64 29.80% 62.10%
Relaxation 44 20.50% 42.70%
Environment 48 22.30% 46.60%
Habit 59 27.40% 57.30%
Total 215 100.00% 190.30%

Table 3 reveals the descriptive status for all sample. It is found that the mean value of 
taste is highest among other variables with a mean of 3.86, price with a mean value of 
3.44, peers influence with a mean value of 3.18 and habit with a mean value of 3.03. 
Similarly, the mid-value for taste is highest among the variables with the value of 4.00, 
followed by price, peers influence and habit with the mid-value of 3.67, 3.50 and 3.00, 
respectively. The study observed the lowest standard deviation for the variable price, 
taste, habit and then finally the peers influence with the values of 0.89, 0.91, 0.94 and 
1.20 respectively. Thus, the study concludes that taste is the most important determinant 
for tea preference among others.

Table 3
Summary of descriptive statistics

Variables/Statistics N Mean Median Std. Deviation
Price 103 3.44 3.67 0.89
Habit 103 3.03 3.00 0.94
Peers influence 103 3.18 3.50 1.20
Taste 103 3.86 4.00 0.91

Note: Calculations based on Authors’ Survey, 2021

6. Findings and discussion
The study aimed to study the consumer preferences for tea by determining the association 
between the various variables used in the study. Therefore, the descriptive research 
design was approached, and primary data were used. The information was gathered using 
structured questionnaires and a convenience sampling method to establish the required 
sample size. It resulted in 103 participants being sampled for the study. The frequency, 
percentage, bar diagram, mean, median, and standard deviation were used to analyse the 
data in this study. The following are the findings of the data analysis:

 The data reveal that taste is an essential element in tea consumption since taste has the 
highest mean value of 3.86 among the other components. This result was consistent 
with the findings of Li, Spence, Wan, and Qi (2019) who had evaluated the impact 
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of product-extrinsic and contextual cues on consumer taste expectations. However, 
the result was inconsistent with the findings of Novoradovskaya, Uren, Mullan, and 
Hasking (2020) who concluded that the customers’ preferences are influenced by 
habit and is regarded as a crucial factor.

 The study found tea lovers prefer to have tea among the friend circles. This result was 
not in line with the findings of Chakma, Singh, and Rani (2020) who discovered that 
the tea lovers love to spend time with family memebers and accompany for the tea. 

 The findings suggest that most respondents drink tea for refreshment which was not 
in line with the findings of Nejadghanbar (2016) who recommended that tea should 
be taken as medicine rather than consumed like beverage.

7. Conclusion
The study concludes all the variables considered under study are the determinants of the 
study. Among the determinants of tea preferences, taste is the most important factor for 
tea preference among the tea lovers in Sorakhutte, as respondents compared the influence 
of product-extrinsic & contextual cues on consumers’ taste expectations. The study has 
identified that consumers prefer to drink loose tea in compare to green tea and branded 
tea as people are more conscious of its regular taste and cost. Further, the study also 
concludes the tea lovers would love to drink tea by spending time with their friend circle. 
Similarly, the study also concluded that the tea is the refreshing beverage and as the 
major motivator for tea consumption. Overall, the study illustrates a clear insight into 
consumers’ tea preferences.
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