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Abstract 
The investment d ecis ion is important for every individual 

because it involves commitment of capital. It also produ ces return 
which will have impact on the standard of living of investors. To 
take a right decision, the investors collect information from various 
sources. There are many so urces available to co ll ect in ves tment 
information. The different kind of people use different sources of 
information and th e se lec tion of particular source depend on 
characteristics of peopl e. The outcome of the decision is based on 
quality of information which in tum depends on right source. Hence 
identifying right source of information is essential to get success in 
any investme nt activity . This necessi tated present stud y whi ch 
attempts to find out the characteristics of people using different 
sources and to identify the impact of source of information on the 
choice of securities and expected return. 

I. Introduction 
THE RA TIO AL DECISION makers take decision based on quality 

information. The inves tment decision is important for every individual 
because it involves commitment of capital. It also produces return which 
will have impact on the standard of living of investors. To take right decision 
the investors collect information from various sources. The sources of 
information may be newspapers, magazines and journals, television, radio, 
brokers, agents, investment consultants, friends and relatives. The right 
decision should be based on quality information which in turn depends on 
right source. Hence, source of information is essential to get success in any 
investment activity. Tu assess the usefulness of each source, the opinion is 
collected from investors to know about which source is most suitable for 
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them. For this purpose four-point usefulness scale is used. The purpose of 
this study is to segment the investors based on information source used and 
to find out the impact of source on other investment variables. 

II. Review of Literature 
Information search is a vital s tep for better d ecision, whether for 

purchasing of goods, or for saving/ investment decisions. Where financial 
matters are concerned, previous studies have reported that information 
search paid off for consumers (Lee & Hogra ph, 1999a; Lee & Hogarth, 19996). 
Information search consists of internal search, whereby consumers draw 
on their memory of purchase experience as weU as other existing knowledge, 
and external search, where consumers examine sources outside their 
personal knowledge. Outside sources include the media, retailers, word of 
mouth communication with other consumers (Beatty & Smith, 1987). 
Information about financial products is provided through various sources 
from television advertisements to financial planners, with different costs 
and quality. According to the 1998 Survey of Consumer Finances (SCF), at 
least half of US households consult multiple information sources for their 
saving/ investment decision making. Furthermore, about 40% of total U.S. 
households use three or more information sources when saving or investing. 
Identifying who uses more sources will facilitate efficient supply of 
information. 

Information sources have been categorized variously by researchers. Two 
dimensions are personal versus impersonal sources and marketer controlled 
versus non marketer controlled sources (Robertson, Zielinski and Ward, 1984; 
Assael, 1998; Blackwell, Miniard and Engel, 2001) . Based on these two 
dimensions, information sources are classified into four groups, personal
market controlled, e.g., salespeople and telemarketer, personal-non-marketer 
controlled, e.g., professional advice, friends and family, impersonal-marketer 
controlled, e.g., advertising, sales promotion and packaging and impersonal
non-marketer controlled, e.g., news material. Out of various types of 
information sources, personal sources have received much attention due to 
the potential influence on decision making. Professional, friends, neighbours, 
relatives and work associates are classified as personal sources. In the 
purchase of services rather than goods, personal sources are likely to be very 
important (Nelson, 1974; Urbany and Weilbaker, 1987; Murray, 1991). In the 
information search for saving/ investment decisions, personal-professional 
sources such as financial planners, bankers, accountants and brokers are 
weak tie sources, while friends and relatives are strong tie sources (Brown & 
Reigngen, 1987). Soutar and McNeil's (1995) study on external search for 
financial planning services and identified four different groups of investors. 
They are 1) 'no searcher', who are more likely to be older males, widowed, not 
to own house, and to have few other investment 2)'minirnal searchers' who 
are more likely to be older people with children who have left home, to own 
insurance, bonds, equity and property trusts, to be home owners, to have 
lower education level, and to have fixed term deposits at banks 3) 'heavy 
searchers' who are more likely to use media sources to any great extent, to 

© Indian Ins titute of Finance 



Jayabal & Kasilingam, A Study on Sources of Information among different.. .. 509 

favour collections and property trusts for investment purposes and 4) 
'personal searchers', who are more likely to be younger investors, single, 
childless or married with children, with higher income, higher education, 
and to hold fixed term deposits at banks. 

Westbrook and Fornell, (1979) suggested that age has an inverse effect 
on the consumer's need for information because of the increased opportunity 
for learning from previous ownership experience. Thus age reduces the 
value of search and leads to less search and less usage of high cost 
information sources. According to past studies (Assael, (1998); Robertson, 
Zielinski and Ward, (1984); Thorelli and Engledow, (1980)), information 
sensitive consumers or information seekers are characterized by high income 
and education. Education increases the consumer's demand for information, 
related to the purchase decision and likelihood the usage of even high cost 
sources (Westbrook & Fornell, (1979)) . 

A household in which the households are married and living together 
can engage in household information production in which there is a division 
of labour among household members (White-Means, (1989)). Bajtelsrnit and 
Bernasek, (1996) explained that gender difference in investment, resulted 
from women's lower level of education, income, wealth and less involvement 
in financial matters than men. When compared to women, men have more 
resources to save or invest, more involved in investment, and will be more 
likely to search information. 

The amount of search is negatively related to the cost of search in terms 
of the consumer's opportunity cost of time (Stigler, (1961)). The insufficient 
incentive for search may be caused by low level of financial resources such 
as income, financial assets, and net worth. Spending compared to income 
can indicate potential for saving/ investment. When a household has more 
discretionary resources, a household will be more motivated to save/ invest, 
and search for more information as a preliminary step. 

Punj and Staelin, (1983) found that external search decreases when 
prior knowledge and experience with specific products increases. When 
comparing those who have a specific type of financial assets and those who 
do not, it is assumed that those who possess the type of financial assets 
have specific knowledge and experience than who do not. Selnes and Troye, 
(1989) found that experts tend to search more information than novices, 
while non experts can more easily be directed by marketing efforts. 

Compared to people who do not have a saving goal, people with specific 
saving goal are thought to be more involved in and more motivated toward 
saving/ investing. Studies about motivation and information acquisition 
(Petty and Cacioppo, (1979); Lee, Herr, Kardes and Kim, (1999)) stated that 
highly motivated examine more information than least motivated. 

Risk taking people will do something so as to reduce their uncertainty. 
They will search more information in order to reduce the uncertainty level 
they face in their risky investment. Risk averting people may have less need 
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for more information search since they don't even try to invest in risky 
assets. Rather, they will tend to stick to safe and familiar investments (Cox, 
(1967); Hansen and Helgeson, (1996)) . Grable and Joo, (2001) found that 
those who seek help from professional sources tend to have higher levels of 
financial risk tolerance. 

III. Methodology 
The primary data have been collected by conducting survey among 

teachers working in Government colleges and Universities in Tamil Nadu by 
using well structured questionnaire. The population size was 11,867 and the 
sample size of 614 was calculated by using formula n = Z2 *p * q * N/ e2 * (N-1) 
+ 2 2 *p *q (Kothari, (2005)) where n is the minimum sample size required. The 
614 sample respondents were selected by using multi stage random sampling. 
The questionnaires were distributed to all 614 selected respondents in person 
by the researcher. After careful and repeated persuasion only 586 filled in 
questionnaires were received and the remaining respondents did not respond. 
For the purpose of final analysis 552 questionnaires were used after rejecting 
some of the questionnaires which were not completed properly. The content 
validity of the questionnaire was verified by group of people comprising 
experts from the fields of statistics, psychology, management, commerce and 
investment consultancy. The reliability of the survey instrument was tested 
using Cronbach Alpha method. 

3.1 Frequency Analysis 
For the purpose of identifying the usefulness of the source of information 

for making investment decision, eight sources of information were taken for 
analysis. The opinions were collected from salaried class investors about 
usefulness of each source on a four point scale (i- Never useful, ii -
Occasionally useful, iii - Generally useful, iv -Always useful). Table I gives 
average score of usefulness for each source of information. By consolidating 
the opinion of investors it is clear that newspaper is the most preferred 
source for the investment information. The mean values for the newspaper 
and TV are more than three which indicate that these two sources are always 
useful in getting investment information. As the mean values for brokers 
and relatives are less than 2.5, it can be inferred that the investors are not 
depending on information received from these two sources. People use 
information from friends generally but use information from relatives only 
occasionally in taking investment decision. 

3.2 Factor Analysis on Sources of Information 
People have expressed similar opinion for some of the sources 

regarding usefulness of such source for getting investment information. 
Based on the similarity of opinion, some of the sources can be grouped. 
To reduce the number of variables into minimum manageable variables, 
factor analysis is performed. The suitability for factor analysis is tested 
using two analysis namely KMO test and Bartlett's test of Sphericity. 
The Kaiser-Meyer-Olkin Measure of Sampling Adequacy is a statistic 

© Indian Institute of Finance 



Jayabal & Kasilingam, A Study on Sources of Information among different.... 511 

which indicates the proportion of variance in the variables which might 
be caused by new factors. High values generally indicate that a factor 
analysis may be useful with the data. If the value is less than 0.50, then 
results of the factor analysis probably won't be very useful. Here (Table 
II) the KMO value is 0.596 which indicates that the factor analysis can be 
used for the data. The chi-square value for Bartlett's test of Sphericity is 
633.238 and its significant value is 0.000 which is significant at more 
than 99 percent level of confidence. 

Table I 
Preferred Source of Information 

S.N. Source of Information Mean Value Rank 
1 
2 
3 
4 
5 
6 
7 

8 

Newspaper 
TV /Radio 
Expert Opinion 
Friends/ Colleagues 
Magazine 
Inves tment Consultant 
Brokers and Agents 
Relatives 

Kaiser-Meyer-Olkin 

Table II 
KMO and Bartlett's Test 

Measure of Sampling Adequacy 

Bartlett's Test of Sphericity Approx. Chi-Square 
df 

Sig. 

3 .41 
3 .13 
2.97 
2.92 
2.85 
2.70 
2.49 
2.48 

I 
II 

III 
IV 
V 

VI 
VII 

Vlll 

00 .596 

633 .238 
28 

0 .000 

The next step in the process is to decide on the number of factors to be 
derived. The rule of thumb is applied to choose the number of factors for 
which 'Eigenvalues' with greater than unity is taken by using Principal 
Component Analysis method. The Component matrix so formed is further 
rotated orthogonally using Varimax rotation algorithm which is the 
standard rotation method (Kaiser,1958) . From the factor analysis three factors 
are extracted from original eight variables. Three variables (sources) are 
grouped under first factor, another three variables are included in the second 
factor and the rest two variables are included under third factor . The Eigen 
value for the first factor (source) is 2.068 and its percentage of variance is 23. 
It means around 23 percent of total variance is due to the first factor . The 
Eigenvalues for other two sources are also high which signifies that all the 
three sources are used by investors frequently (Table III). 

Factors 

1 
2 

3 

Table III 
Variance Explained by Factors 

Eigen Value 

2.068 
1.608 
1.233 

% of Variance 

23.495 
20 .116 
17.747 
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The first factor can be named as expert source, second factor can be 
designated as media source and the third factor can be called as inner circle 
source based on the type of sources included under the factors. The sources 
which are included under each factor along with their loadings are given in 
the Tables (IV, V, VI, VII and VIII) . 

Table IV 
Factor Loadings for Expert Source 

S.N . 

1 
2 
3 

S.N. 

1 
2 
3 
4 

Factors 

Inves tment consultant 
Brokers and agents 
Expert opinion 

TableV 
Frequency for Expert Source 

Frequency 

Never useful 29 
Occasionally useful 146 
Generally useful 335 
Almost always useful 42 
Total 552 

Table VI 
Factor Loadings for Media Source 

S.N. Factors 

1 Newspaper 
2 TV / Radio 
3 Magazine and Journa ls 

Table VII 
Frequency for Media Source 

S.N . Frequency 

1 
2 
3 
4 

Never useful 
Occasionally usefu l 
Generally useful 
Almost always useful 

Total 

3.2.1 Expert Source 

9 
49 
352 
142 

552 

Loadings 

0.823 
0.819 
0.545 

Percent 

5 .3 
26.4 
60.7 

7.6 

100.0 

Loadings 

0.784 
0.727 
0 .633 

Percent 

1.6 
8.9 

63.8 
25.7 

100.0 

The sources which are loaded under this factor component are 
investment consultant, brokers and agents and expert opinion. The main 
source included in this factor is investment consultant and the factor loading 
for that source is 0.823 and least significant source is expert opinion (Table 
IV). This means that the investors use investment consultants and brokers 
and agents significantly than general academic experts. The investment 
consultants and brokers are also specialist people in the area of investment. 
Hence, this factor can be commonly called as expert source. 

Around 60 percent of the people feel that the expert source is generally 
useful to them. Only very little percentage of people have not at all used expert 
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source and only 7 percent of people feel that expert source is always useful 
(Table V). After the advent of on-line trading and scrip-less asset holding 
facilities, the brokers have started giving free investment consultancy to 
investors to make themselves different from others. As the advice from 
inveshnent consultants are information based, the novice investors are also 
generally using such advises for taking investment decision. 

3.2.2 Media Source 
The sources included under this factor are print media such as newspaper, 

magazines and journals and electronic media such as TV and radio. Therefore, 
this factor can be called as media source. The main source included under 
this factor component is newspaper and its loading is 0.784 (Table VI), which 
means that the investors use newspaper more commonly than the other two 
sources of information. Around 63 percent of people~ media source generally 
for taking investment decision and around 26 percent of people always use 
newspaper for collecting information. This means that approximately around 
90 percent of people use newspaper to get investment related information 
(Table VII). The national level newspapers are giving adequate inveshnent 
information which is necessary for investors. Though regional newspapers 
are not giving much needed information, the salaried class investors are not 
depending on regional newspapers for investment related information. 

Table VIII 
Factor Loadings for Inner Circle source 

S. No Factors 

1 Friends and Colleagues 
2 Relatives 

3.2.3 Inner Circle Source 

Loadings 

0.820 
0.819 

This source is composed of friends, colleagues and relatives. All these 
sources are closely related to investors. Hence, this factor can be commonly 
called as inner circle source. The investors need not pay anything to get 
information from this source. The closely related people may share their 
experience with others. The usefulness of this source depends upon 
experience of the people who give information. Depending too much on this 
source might pose problem. The investors give much importance to friends 
rather than relatives within inner circle. Only around 48 percent of people 
feel that this source is generally useful and a very low percentage of people 
(6 percent) give more importance to this source (Table IX). 

S.No. 

1 
2 
3 
4 

Table IX 
Frequency for Inner Circle Source 

Frequency 

Never useful 
Occasionally useful 
Generally useful 
Almost always useful 

Total 
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55 
197 
266 

34 
552.0 

Percent 

10 .0 
35 .7 
48 .2 

6.2 
100.0 
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The overall analysis of usefulness of sources indicates that only 68 percent 
of people consider that expert source is useful, but around 90 percent of people 
sense that m edia source is always useful and around 51 percent feel that 
inner circle source is useful. The Table X signifies that media source is the 
most commonly used source by the investors because its mean value of 
usefulness is more than the other two sources. The inner circle information is 
not commonly used for taking decision. By analyzing Table III it was stated 
that the factor 1, which is expert source, is the most important discriminating 
factor, but Table X indicates that media source is the widely used source. This 
signifies that, though media is widely used by people, usage rate of expert 
source is significantly different among people. Some people use expert 
information frequently and some do not use it. Hence, the investors differ 
significantly in the usage rate of expert source. The expert information 

,._sometimes involves cost, consequently, investor might be hesitant to use it. 

TableX 
Mean Values for Sources 

S.N. Source Mean Value Rank Variance Explained Rank 

1 Media Source 3 .14 I 20.116 II 
2 Expert Source 2.71 II 23.495 I 
3 Irmer Circle Source 2.51 III 17.747 Ill 

IV. Segmentation of Investors 
The investors can be segmented on the basis of usage of different sources 

of information. By using cluster analysis the investors are classified into 
three categories namely media source users, all source users and inner circle 
source users. The expert source users use mainly information from expert 
source, likewise media source users use information from media source 
only. The Table XI depicts the mean values of three sources of information 
for all the three clusters. The brief explanation about the characteristics of 
each cluster is given below. 

Table XI 
Final Cluster Centers 

Source of Information Clusters 
S.N. 1 2 3 

1 Expert Source 2.63 II 3 .10 I 1.80 Ill 
2 Media Source 3.23 I 3.20 II 2 .79 Ill 
3 Inner Circle Source 1.88 III 3.11 I 2 .73 II 

4.1 Media source users 
In the first cluster, media source occupies the first position in the usage 

rate. The mean values for the other two sources are less than three in this 
segment. This means that this segment of people use mainly media source. 
Hence, investors of this segment can be called as media source users. 

4.2 All source users 
In the second cluster the expert source and inner circle source are ranked 

number one in their usage rate and media is in second position. The mean 
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values for all the sources of information is more than three in this cluster which 
means that the investors of this segment generally use all the sources for collecting 
information. Thus, this segment of people can be called as all source users. 

4.3 Inner circle source users 
This segment is ranked third in the usage rate of media source and 

expert source and second in inner circle source, consequently this segment 
of investors can be called as inner circle source users. 

Anova Table (Table XII) indicates that F value for all the sources are 
highly significant which means that all the three sources are useful in 
segmenting the investors into three categories. 

Table XII 
ANOVA 

Cluster Error 

S.N. Mean Square df Mean Square 

1 
2 
3 

Expert source 
Media ource 
Inner circle source 

Sources 

Investment Consultant 

Brokers & Agents 

Experts Opinion 

ewspaper 

TV/ Raruo 

Magazine Journal 

Friends / olleagues 

Relatives 

65.650 2 
7.475 2 

75.400 2 

Factors 

Experts Source 

Media Source 

0 .177 
0 .268 
0.204 

Inner Circle Source 

Figure I 

F Sig. 

df 

549 369 .894 0.000 
549 27.887 0.000 
549 368 .846 0.000 

Segments 

AU Source Users 

Med ia Source Users 

Inner G rcle Source U ers 

Segmentation Based on Sources of Information 

Earlier it was stated that 68 percent people are expert source users and 90 
percent people are media source users. It can be further concluded that some 
people use both media source and expert source. The Table XlII postulates 
that 27 percent of people are in clu ster one which is the media source users 
segment. This means that only 27 percent people use only media for getting 
information. Around 54 percent people are in second cluster which is all 
source user category and 19 percent of people rely on inner circle source. 
Getting information from all possible sources are good not only to the 
individual to take right decision but also to the development of na tion for 
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having right investment culture. Here, 54 percent of people use information 
from all source and only 19 percentage of people use inner circle source. This 
indicates that Indian investors are information seekers and have the habit of 
taking decision based on facts and figures. 

Table XIII 
Number of Cases in Each Cluster 

Cluster 1 152 .000 
2 296.000 
3 104.000 

Va lid 552 .000 

V. Discriminant Functions 

27 % 
54 % 
19 % 

Discrinlinant function is used to test whether these three clusters are 
significantly different segments. As there are three clusters, two discriminant 
functions can be formed. Those two linear functions are 

Z l = 0.723x expert source 

Z2 = -0.682xinner circle source + 0.256xmedia source. 

(1) 

(2) 

These two functions describe different characteristics of the same 
population. The expert source is in one function and other sources are in 
another function because the investors have to take extra effort to get 
information from expert source and sometimes they have to pay something 
for it but inner circle and media source are within the reach of investors. The 
usage rate of media is more than the expert source because people feel that 
they are comfortable with media source. 

1 
2 
3 

Ex pert Source 
Inner Circle Source 
Media Source 

Table XIV 
Structure Matrix 

1 

0.723* 
0.654 
0.123 

Function 

2 

0.548 
-0 .682* 
0.256* 

The Eigenvalue Table XV gives information about Eigenvalues of those 
two discriminant functions . The Eigenvalues are more than one for both 
functions. This means that both functions explain distinctively the different 
characteristics of population. The canonical correlation of variables with 
that of discriminant function is very high. This means that variables 
contribute significantly to find out the Z value. 

Table XV 
Eigenvalues 

Function Eigen value % of Variance Cumulative % Canonical Correlation 

1 

2 
1.944 
1.103 

63 .8 
36 .2 

63.8 
100.0 
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Figure2 
Discriminant Cluster 

The Wilks lambda is very low for both functions. The chi-square value 
is also significant (Table XVI) . This means that both the functions are 
distinctive functions . Both the functions can be used to describe the 
characteristics of population. 

Table XVI 
Wilks' Lambda 

S.N. Test of Function(s) Wilks' Lambda Chi-square df Sig. 

1 1 through 2 0.162 999.139 6 0 .000 
2 2 0.475 407.410 2 0.000 

The above diagram (Figure 2) illustrates that the three groups are 
distinctive in the usage of the sources of information. 

VI. Impact of Source 
So far, the extent of usage of different sources of information by an 

investor before taking investment decision is analysed. Now, it is necessary 
to analyse as to what extent the usage of particular source of information 
affects the other investment behaviour of individual investors. Here, its 
impact on awareness, choice criteria, expected return and saving motives 
are studied in detail. 

6.1 Awareness 
To understand the possible kinds of association between range of 

awareness of investors and source of information used by the investors, 
cross tabulation and chi-square test are used. The cross tabulation (Table 
XVII) shows that diversified awareness of people in the total investors 
population is 43 percent whereas their population on media source users 
category, all-source-users category and inner circle source users are 43 
percent, 47 percent and 36 percent respectively. This means that people 
with diversified awareness are heavily present in all-source-users 
category. The diversified people have gained knowledge on five to seven 
small savings schemes by utilizing information from all available sources. 
People w ho have knowledge on one or two small savings schemes are 
called concentrated awareness people and they account for 24 percent of 
the total population. Their population is 28 percent, 17 percent and 38 
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percent in media source users category, a ll so urce users category and 
inner circle users ca tegory respectively. This indicates that more number 
of people wi th concentrated awareness are present in the inner circle 
source users category . Hence there exist an association between range of 
awareness and source of information used. The chi-square value for this 
association is 21 .604 and its level of significance is 0.001 (Table XVIII) 
which means that the association between different source of information 
u sed and range of awareness is highly significant. The identified 
associations indi:cate that people with concentrated awareness people 
are using only inner circle source of information and diversified people 
are u s ing information from all the sources. 

Table XVII 
Range of Awareness and Source of Information Cross Tabulation 

Source of Information 

S.N. Range of 
Aware ness 

1 Un aware 
2 Concentrated 
3 Extended 
4 Diversified 

Total 

Pearson 
Chi-Square 

Media Source All Source 
Users Users 

14(9 %) 45(15 %) 
42(28 %) 50(17%) 
30(20 %) 63(21 %) 
66(43 %) 138(47%)* 

152(100) (27) 296(100)(54) 

Table XVIII 
Chi-Square Tests 

Value 
21.604 

Inner Circle Total 
Source Users 

12(11 %) 71(13 %) 
39(38 %)* 131(24 %) 
16(15%) 109(20%) 
37(36 %) 241(43 %) 

104(100)(19) 552 

df 
6 

Sig. (2-sided) 
0 .001 

The analysis of variance (Table XIX) is used to find out the impact of 
the sources of information used on the level of awareness and the test 
result indicates that the users of different sources do not differ significantly 
on the awareness level of tax saving schemes and non tax saving schemes 
and on the overall level of awareness. This further implies that the different 
sources of information are not having any significant impact on the level 
of awareness but it is having effect on the range of awareness. This means 
that by using different sources of information the depth of knowledge is 
not raised but knowledge on the number of schemes is increased. 

S.N. 

. 1 
2 
3 

Non Tax Saving Schemes 

Table XIX 
ANOVA 

Awareness Level of Tax Saving Schemes 
Mean Awareness Level 

6.2 Choice Criteria 

F 

2.197 
0.616 
0.828 

Sig. 

0.112 
0.541 
0 .437 

The correlation analysis between choice criteria and different sources 
of information indicates that there is a correlation between only risk 
protection criterion and expert source. The significance of the correlation is 
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0.001 which means the correlation is highly significant. This further 
indicates that people who want to have risk protection to the capital 
invested would like to seek information from experts to ensure that there 
is no risk. One way Analysis of Variance is done to find out the effect of 
source of information used on criteria considered. The F statistics and its 
significance value derived from analysis of variance indicate that the users 
of different sources of information differ mainly on Liquidity criteria (Table 
XX) . 

Table XX 
ANOVA 

S.N. Criteria F Sig. 

1 Convenience 1.736 0.177 
2 Risk Protecti on 0.709 0.493 
3 Return 2.761 0.064 
4 Liquidity 4.222 0.015 

There are two homogeneous sub sets formed, based on the mean values 
of return criteria for the three source based segments. The mean value of 
media source segment is available in both sub sets. The inner circle source 
segment is having lesser mean value in return criteria and is available in 
sub set one. The mean value for return criteria for all source users category 
is more and is available in the second set (Table XXI). This means that 
people who use all the sources of information expect more return than the 
inner circle source users. There exists a difference in mean values of all 
source user category and inner circle user category but the significant value 
in the anova table indicates that the difference noticed is not very significant. 

1 
2 
3 

4 

Table XXI 
Mean Values for Return Criteria 

Source of Information N Subset for alpha = .05 

lnner Circle Source Users 
Media Source Users 
All Source User 
Sig . 

104 
152 
296 

1 2 

3.1563 
3. 2829 

0.069 

3.2829 
3.3193 

0.601 

The mean of liquidity criteria in inner source user category is 2.94 which 
lies in the first sub set. The mean values of liquidity criteria for media source 
users segment and all source users category is 3.12 and 3.15 and both 
segments lie in the second homogeneous sub set. The difference in mean 
value in liquidity criteria among source based segment is significant as per 
Anova Table XXII. This means that all source users and media source users 
expect more liquidity than inner source users. Both in liquidity and in risk 
protection inner source user a1·e expecting less than all source users and 
media source users. Inner circle source is not an effective source to provide 
sufficient information and the expectation of people w ho depend on inner 
circle source is less. Hence, the source of information used is having in1pact 
on choice criteria in general and liquidity criteria in particular. 
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Table XXII 
Mean Values for Liquidity Criteria 

Source of Information N Subset for alpha = .05 
1 2 

Inner Circle source users 
Med ia Source Users 
A ll Source Users 
Sig. 

.3 Media Source Users 
a 

104 
152 
296 

Rational 
□ 

2.9471 

1.000 

.2 

.1 
Notimal ° Choice Criteria 

-.0 

-. 1 

•·2 Inner Circle source 
0 

All Source Users 
□ Source of Information 

Irrational 
-.3 t-----.-----.-----.----~o-.------~ 

-.6 -.4 ·.2 ·.0 .2 .4 

Figure 3 

3.1266 
3.1554 

0.692 

Association between Criteria Segments and Source user Segments 

The investors can be classified into three categories namely rational, 
normal and irrational depending on the expectation of return and liquidity 
from investment instruments. The rational people consider all criteria to the 
maximum extent before taking investment decision. The irrational investors 
make investment decision without considering any criteria to the required 
extent. The cross tabulation is made to understand the association between 
the criteria based segments and different source of information users. 

The correspondence diagram (Figure 3) illustrates that rational investors 
are all source users and media source users are normal investors. The inner 
circle information users have weak relationship with either normal or 
irrational segmentation. Therefore there exists a relationship between source 
based segments and criteria based segments 

6.3 Expected Return 
The correspondence diagram illustrates that media source users expect 

10 to 15 percent rate of return and inner-circle-users want only less than 10 
percent return from investment but all-source-users want 15 to 25 percent 
return (Figure 4) . This means that inner circle users expect less and media 
users expect only medium return and all source users expect more return. 
Hence, there exists a meaningful association between source based 
segmentation and expected return. 
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Figure4 
Association between Source user Segments and Expected Return 

6.4 Saving Motives 
The investors can be classified into three categories namely highly 

motivated, least motivated and self centered based on the level of motives they 
have, to save money for the future use. The chi-square value (21.897) and the 
significant value (0.000) in the chi-square test indicate that there is a significant 
association between source of information and saving motive segments. The 
important association identified is that highly motivated people are in all source 
users category. The self centered people use only media source for getting 
investment information. The least motivated people use only family source 
information for investment decision making. When one way analysis of variance 
test is carried out with source segmentation as a factor and motives as dependent 
variables, it is found that source based segments differ significantly on both self 
support motive and family oriented motives (Table XXIII) . 

1 
2 

Self Support 
Family Oriented 

Table XXIII 
ANOVA 

F 

5.179 
3.931 

Sig. 

0 .006 
0 .020 

All the three source segments of people have high level of self support 
motives. Among the three source segments inner circle source users segment 
is in one sub set and other two source users namely all source users segment 
and media source user segment are in other sub set. The mean value of self 
support motive for inner circle source user segment is 3.35 and for media 
source user segment is 3.60 (Table XXIV) . This means that the level of self 
support motive for media source users is more than that of the inner-circle
source users. The significant value in the anova table indicates that the 
difference noticed is highly significant. 

Table XXIV 
Mean Values of Self Support Motives for Source Segments 

Source of Information N Subset for alpha = .05 
1 2 

1 Inner Circle source users 104 3.3519 
2 All Source Users 296 3.5736 
3 Media Source Users 152 3.6092 
4 Sig. 1. 000 0.646 
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With respect to family-oriented-motive, the inner circle source users 
and media source users are in sub set one and media source users and all 
source users in sub set two. Thus media-source-users find place in both sub 
sets. The mean value of family oriented motive for inner circle source user 
segment and for all-source-user segment is 2.5 and 2.7 respectively (Table 
XXV). The anova table signifies that the difference in level of motives between 
inner circle source user segment and all source users segment is highly 
significant. Hence, there is significant association between source of 
information and saving motives and it can be further stated that source of 
information is having significant impact on saving motives. 

Table XXV 
Mean Value of Family Oriented Motive for Source Segments 
Source of Information N Subset for alpha = .05 

1 2 

1 Inner Circle source users 104 2.5385 
2 Media Source Users 152 2.5746 2 .5746 
3 All Source Users 296 2 .7534 
4 Sig. 0.698 0.055 

The Table XXVI gives consolidated information about the characteristics 
of different source users. From this, it is clear that sources of information 
used are having impact on investment behaviour of investors. 

Table XXVI 
Impact of Source 

S.N Particulars Media source 
users 

All source 
users 

1 Range of Awareness 3 or 4 schemes 4 to 6 schemes 
2 Choice criteria Medium expectation High liquidi ty 

expectation 
3 Expected Return 10-25 percent 
4 Saving motives Self centered Highly Motivated 

VII. Source of Information Model 

Range of 
Awareness 

Source of 
Information 

Choice 
Criteria 

Figures 
Impact of Source of Information 
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Inner circle 
source users 

One or Two schemes 
Low expectation 

Less than 10 percent 
Least Motivated 
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VIII. Conclusion 
From the analysis it is found that the information source used is having 

impact on range of awareness, choice criteria, expected return and saving 
motives. It is also known that saving motives and range of awareness is 
having influence on size of saving. In the earlier analysis, it is also established 
that criteria used and expected return of an individual is having impact on 
choice of portfolio. Hence, the source of information used is having indirect 
effect on both size of saving and choice of securities. Therefore, it is very 
important to know about the source of information used by investors to 
understand their saving behaviour. 
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