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In the current scenario, technology plays a very crucial role in the lives of every individual. Shorteni
products and shrinking of technology life cycle S curve is main challenge for marketers for marketing technology 
based products. Today the working professionals have to be either techno 
professionals for technology based organizational works. Often the effective usage of technology determines the 
quality of service given by the working professionals. With the ever increasing need and disposable income, the 
working class spends lavishly on seeking high t
in the high tech product is normally used.  Hence research study is being conducted to understand the relation 
between technology readiness index and purchase intention for high tech pro
study Embedded sim card is considered as an example of high tech product to measure purchase intention. The 
research design of the study is single cross sectional descriptive research. 
considering working professionals as a sampling unit. Descriptive analysis was conducted first in order to assess 
the demographic characteristics of the respondent, after which, exploratory factor analysis (EFA) was conducted 
and finally, impact of demographics on TRI and willingness to purchase was tested by using T Test and ANOVA. 
The findings demonstrated that willingness of purchase has a positive relationship with Optimism score and 
Innovativeness whereas it does not have any relation with Insecurit
from this study will not only provide useful information to marketers who are in marketing of High tech products 
targeted to working professionals but also will help in developing effective marketing and innov
technological strategies. At the same time, this study is also a meaningful contribution to literature, given scarcity 
on this topic pertaining to Indian working professionals.
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Introduction 
The consumers have gradually shift
focus from the primitive world of shopping 
to a more digitally advanced era as per the 
consumers shopping trend observed by the 
marketers. Today’s consumers 
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Abstract 

In the current scenario, technology plays a very crucial role in the lives of every individual. Shorteni
products and shrinking of technology life cycle S curve is main challenge for marketers for marketing technology 
based products. Today the working professionals have to be either techno –savvy or need to be dependent on IT 

or technology based organizational works. Often the effective usage of technology determines the 
quality of service given by the working professionals. With the ever increasing need and disposable income, the 
working class spends lavishly on seeking high tech products; although only a fraction of the functionality available 
in the high tech product is normally used.  Hence research study is being conducted to understand the relation 
between technology readiness index and purchase intention for high tech products by working professionals. In this 
study Embedded sim card is considered as an example of high tech product to measure purchase intention. The 
research design of the study is single cross sectional descriptive research. A sample size 23
considering working professionals as a sampling unit. Descriptive analysis was conducted first in order to assess 
the demographic characteristics of the respondent, after which, exploratory factor analysis (EFA) was conducted 

graphics on TRI and willingness to purchase was tested by using T Test and ANOVA. 
The findings demonstrated that willingness of purchase has a positive relationship with Optimism score and 
Innovativeness whereas it does not have any relation with Insecurity and Discomfort Score. The findings generated 
from this study will not only provide useful information to marketers who are in marketing of High tech products 
targeted to working professionals but also will help in developing effective marketing and innov
technological strategies. At the same time, this study is also a meaningful contribution to literature, given scarcity 
on this topic pertaining to Indian working professionals. 

Keywords: Technology, Purchase Intentions, Indian working professionals, Technology Readiness Index
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life cycles of products and shrinking of 
technology life cycle for marketing 
technology based products.    
Today’s consumer especially working class 
do not hesitate in spending extravagantly 
on high tech products; although only a 
fraction of the functionality available in the 
high tech product is normally used. 
Therefore it is essential to understand the 
consumer’s readiness to adopt new 
technologies. Consumers differ in their 
adoption of technology based on several 
different characteristics like positive 
attitude towards technology and their 
willingness to share their information and 
safe they feel while working on a user 
friendly technology. Because of these 
criteria there are several segments and it 
becomes easier to identify the segment 
characteristics based on their technology 
readiness that helps to serve the consumers 
needs better. 
Review of literature 
Consumers are always either ‘for’ 
technology or ‘anti’ technology. 
Considering this, their adoption for such 
technology differs (Parasuraman, 2000). 
Based on this technology readiness index 
was developed after doing several 
qualitative and quantitative studies. 
According to TRI, there will be certain 
dimensions which can work as motivator 
such as optimism and innovativeness to 
explore new technology based products and 
certain dimension can work as a inhibitor 
such as discomfort in working with 
technology and insecurity (parasuram and 
Colby, 2001). Several studies has been 

done using TRI other variables such as age 
(Venkatesh  et.  al., 2003), culture (Srite  
and Karahanna,  2006;  Singh,  2006,  Elliot 
et.  al., 2008), user  experience (Partala  and  
Saari,  2015) on new/high technology. 
Astuti and Ashari (2014) in their Research 
“Technology Readiness and E-Commerce 
Adoption among Entrepreneurs of SMEs in 
Bandung City, Indonesia” found that 
entrepreneurs are moderate in terms of their 
Technology Readiness. The t-test results 
for innovativeness, males are more 
interested in technology than are females. 
Entrepreneurs with a high level of 
education have high optimism and 
innovativeness, but they also have a high 
level of discomfort and insecurity 
compared to lower educational group. 
Demirci and Ersoy (2008) emphasized on 
how consumers of Turkey perceive and 
adopt high tech products. According to 
study Turkish respondents positioned 
company respondent interaction as separate 
group which makes it a new factor which 
was introduced in the study as ‘interaction’ 
factor.  Jain (2013) measured Technology 
Readiness Index for Indian Railway 
employees. The result indicates that 
although the employees are highly 
optimistic about online technology but at 
the same time they are experiencing a 
considerable amount of insecurity and 
discomfort. It was also found that majority 
of the railway employees are pioneers and 
very few are explorers. 
Technology Readiness Index construct has 
been examined in terms  of many  different 
perspectives. One of these perspectives is 
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parent-child interaction. Mishra, 
Maheswarappa, and Colby (2018) observed 
that Parent–child communication, peers, 
media and self-construal have varying 
influence on technology readiness of 
teenagers. The effects of parent– child 
interactions are mediated by self-construal, 
which reaffirms the importance of identity 
during adolescence.  
 
Research Gap and Research Problem:  
In the current scenario, technology plays a 
very crucial role in the lives of every 
individual. Shortening life cycles of 
products and shrinking of technology life 
cycle S curve is main challenge for 
marketers for marketing technology based 
products. Today the working professionals 
have to be either techno –savvy or need to 
be dependent on IT professionals for 
technology based organizational works. 
Often the effective usage of technology 
determines the quality of service given by 
the working professionals. With the ever 
increasing need and disposable income, the 
working class spends lavishly on seeking 
high tech products; although only a fraction 
of the functionality available in the high 
tech product is normally used.  Hence 
research study is being conducted to 
understand the relation between technology 
readiness index and purchase intention for 
high tech products by working 
professionals. In this study Embedded sim 
card is considered as an example of 
technologically advanced product to 
measure purchase intention. 
 

 Research Objectives: 
 To determine the relationship between 
Technology readiness index and purchase 
intentions for technologically advanced 
products.  

 To ascertain characteristics of technology 
segment.  

 To determine impact of demographic 
variables on purchase intentions. 
Research Methodology: 
A survey was distributed to working 
professionals of Mumbai city, India. This 
study uses TRI model developed by 
Parsuraman (2000). TRI is a multiple-item 
scale developed to measure consumers’ 
readiness to embrace new technologies 
(Parasumaran 2000). TRI consists of 36 
statements that put forward the positive 
drivers and inhibitors of technology 
readiness. The statements were evaluated 
by the survey participants according to a 
five-point Likert scale (‘1’ strongly 
disagree and ‘5’ strongly agree). In 
addition, the survey questioned respondents 
about their background (gender, age, 
education, family income, size of the 
family, disposable income) and brief 
information about amount of time spent on 
internet usage and amount spent for internet 
usage. 
The research design of the study is single 
cross sectional descriptive research. 
Initially questionnaire was distributed to 
250 respondents out of which only 232 
were found suitable for research study. The 
rate of return in this study is 93 percent. A 
sample size of 232 is collected by 
considering working professionals as a 
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sampling unit. The tools that were used for 
processing the data were SPSS 22 version 
and Microsoft Excel. Descriptive analysis 
was conducted first in order to assess the 
demographic characteristics of the 
respondent, after which, exploratory factor 
analysis (EFA) was conducted. In order to 
find relation between TRI constructs and 
purchase intention for technologically 
advanced product, pearson correlation is 
being used. For understanding 
characteristics of segment recoding of 
constructs is being done and the 
classification technique is used.  
 
Analysis  
The breakup of the respondent’s 
demographic characteristics is shown in the 
table 1. Responses were obtained from 232 
respondents. From this 232 sample, 68.9% 
were ‘male’ and 30.2% were ‘female’. Out 
of the total respondents, 41.4% were from 
age group of ‘below 25 years old’, 42.2% 
were from age group ‘26 – 35 years old’, 
10.8% were from age group of ‘36 – 45’, 
5.6% was from age group of ‘46 – 50 years 
old’. Majority respondents 68.1% are from 
‘graduation’ background and only 24.1% 
are from ‘post graduate’ background. 
30.2% respondent have family income from 
‘Rs. 31,000/- to Rs. 50,000/-’ and 28.9% 
respondents have it below ‘Rs. 30,000/-’. 
Majority of such respondents ie 69.8% 
belong to family size of ‘4-6 members’. 
Being working professionals 39.8% 
respondents have disposable income ‘more 
than Rs. 10,000/-’ but relatively only 
40.1% respondents spends ‘Rs. 200 to Rs. 

399’ and 25.9% spends ‘Rs. 400 to Rs. 
599’ on mobile recharge 54.3% 
respondents spends ‘1 hr to 3 hr’ on 
internet browsing per day. 
The Kaiser – Meyer – Olkin Measure of 
Sampling Adequacy value is 0.868, 
indicating that sample is adequate to 
consider the data as normally distributed. 
The Bartlett‟s test of Sphericity tests the 
null hypothesis that the item to item 
correlation matrix is an identity matrix. The 
matrix is tested by using Chi-Square test; 
the value of Chi-Square is found to be 
2559.866, which is significant at the 1% 
level of significance. Therefore the null 
hypothesis is rejected; indicating that item 
to item correlation matrix is not an identity 
matrix, and is therefore, suitable for factor 
analysis 
 
The principal component analysis was 
conducted on the complete scale using the 
Varimax procedure with Kaiser 
Normalization. Four factors were extracted 
corresponding to the items within each of 
the four constructs as an independent 
component in the scale. Subscales shows 
Cronbach Alphas between 0.782 and 0.873 
as shown in table 2. Each of the four 
subscale showed strong internal 
consistency as cronbach’s alpha are greater 
than 0.7 as suggested by Nunnally (1978) 
Independent sample t test and ANOVA was 
performed to assess the demographic 
differentiation of factors of technological 
readiness index. Male and female has 
significant difference in the innovativeness 
score. In fact males are more innovative 
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than females. There is significant difference 
in overall TRI score for males and females. 
It was found that males have higher 
technology readiness index than females. 
According to Shashaani (1997), males are 
more interested in computers and related 
technologies than are females and have 
more self-confidence in working with 
computers. Age shows significant variance 
amongst age group for innovativeness and 
discomfort factor. According to ANOVA 
results for Age,  Working professional 
below age of 25 years old are more 
innovative in comparison to respondents 
belonging to 36 – 45 year old age group 
(mean difference : 0.4143, sig level: 0.07) 
whereas respondents above age group of 45 
years feel less discomfort while using new 
technology as compared to other age group. 
With regards to education, education also 
shows significant variance amongst 
different education group for 
innovativeness and insecurity factor. 
Graduates are more innovative in 
comparison to post graduates and 
professional degree holder while trying 
new technology. Graduates and Post 
graduates feel more insecure in comparison 
to professional degree holder while using 
technology.  Education does not show any 
difference in overall TRI. 
 
Family income does not show any 
significant difference amongst different 
Technological Readiness Index factor and 
overall TRI score. But with respect to 
disposable income, it shows significant 
variation amongst group. Working 

professionals with more than Rs. 10,000/- 
disposable income are most innovative in 
comparison to other groups. But at the 
same time they also have high insecurity 
and discomfort in comparison to other 
group. Disposable income does not show 
any variation amongst group when 
compared with overall TRI Score 
 
As per table no. 5.5, testing of association 
is performed by using Pearson correlation. 
When testing of association between 
demographic variables and Purchase 
Intentions for buying technologically 
advanced product is tested it’s been found 
that purchase intention establishes weak 
relation with disposable income and overall 
TRI, significance level 0.001 and 0.032 
respectively. The relation has negative 
direction it means as disposable income of 
working professionals and overall 
technology readiness index increases their 
willingness to purchase technologically 
advanced products also increases.   
 
The items comprising for the each driver 
scale (optimism, innovativeness, 
discomfort and insecurity) were summed to 
form an average measure for that driver. 
Mean of each driver ie motivator and 
inhibitor were calculated. The result shows 
that even though working professionals are 
very optimistic about technology (with 
mean value of 3.9045) at the same time 
they are equally insecure and feel 
discomfort while using new technology 
(with mean of 3.5948 and 3.4273 
respectively) 
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The inter correlation of motivators and 
inhibitors with Overall TRI Score indicates 
that all the drivers ie optimism, 
innovativeness, discomfort and insecurity 
are moderate in strength with TRI score. 
Optimism and innovativeness is positively 
correlated whereas discomfort and 
insecurity is negatively correlated.  
 
Consumers with high scores on motivator 
dimensions are more likely to adopt new 
technology. They either belong to explorer 
segment or pioneer segment. In our study, 
majority of working professionals are 
pioneer ie 33%. It indicates working 
professionals are no longer techno resistant 
but doesn’t show complete acceptance of 
technology as reflected by explorer 
segment. Explorer segment size for study is 
17% which is lesser than pioneer. Explorers 
are highly confident and motivated in their 
ability to use technology.  
24% working professionals are skeptics. It 
means they are not against technology. 
They just lack enthusiasm and are less 
likely to believe that technology offers 
them control over their lives. These types 
of people are most likely to wait until the 
technology proves its benefits. They are 
low on motivator and inhibitor dimension. 
Consumers high on inhibitor dimension 
belong to paranoid or laggard segment. In 
our study segment size for paranoid is 14% 
where as for laggards it is 12%. Paranoids 
believe in technology but lacks innovation. 
Laggards are least likely to adopt 
technology. They are opposite to explorers 

ie low on motivator dimension and high on 
inhibitor dimension. 
 
Conclusion 
The current market scenario is so dynamic 
that it poses a challenge to keep the 
organization abreast against its competitors. 
Hence, companies have to come up with 
the innovative and technologically 
advanced products in order to get a 
competitive advantage. When it comes to 
technological products, marketers target the 
affluent and educated consumers. The best 
example of consumers with such set of 
characteristics is the working professionals, 
as they are always willing to update and 
upgrade themselves with the high 
technology advancement products. 
 The study showed that Optimism score and 
Innovativeness has a positive relationship 
with purchase intention while it 
demonstrated no relation with Insecurity 
and Discomfort Score. As per the research 
study, based on the traits observed for the 
technology segment, majority of working 
professionals are ‘pioneer’ i.e. 33%. While 
24% working professionals are ‘skeptics’ 
and only 17% were found to be ‘Explorers’. 
Laggards (12%) and Paranoids (14%) also 
existed in the studies that were reluctant to 
adopt technology and also lacked the 
enthusiasm to accept advanced technology. 
The findings were also recorded based on 
the correlation between purchase intentions 
and different demographic variables. The 
purchase intention of the consumer has a 
negative relation with disposable income 
which indicates that as the disposable 
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income will increase the purchase intention 
for buying high tech products will increase. 
It also has a positive relation with overall 
TRI. This study can be used for predicting 
buyers and non buyers of high tech 
products on the basis of demography’s and 
dimensions of technology readiness index.  
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List of Figures and Tables 

Table No. 5.1: Consumer Profiling 

Sr No Variable Category Frequency Percentage 
(%) 

1 Gender Male 162 69.8 
  Female 70 30.2 
 Total  232 100 
2 Age Group Below 25 years old 96 41.4 
  26 – 35 years old 98 42.2 
  36 – 45 years old 25 10.8 
  Above 45 years old 13 5.6 
 Total  232 100 
3 Educational 

Background 
Graduate 158 68.1 

  Post Graduate 56 24.1 
  Professional Degree 18 7.8 
 Total   232 100 
4 Family size 1-3 members 55 23.7 
   4-6 members 162 69.8 
  7-10 members 14 6 
  Above 10 members 1 4 
 Total  232 100 
5.  Family Income Below Rs.30000 67 28.9 
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  Rs.31000 to 50000 70 30.2 
  Rs.51000 to 70000 40 17.2 
  Rs. 71000 to 100000 21 9.1 
  Above Rs.100000 34 14.7 
 Total  232 100 
6 Disposable 

Income(Monthly) 
Below Rs.1000 23 9.9 

  Below Rs.1000 to 
3000 

42 18.1 

  Rs.3000 to 5000 42 18.1 
  Rs. 5000 to 7000 18 7.8 
  Rs. 7000 to 10000 16 6.9 
  Above Rs.10000 91 39.2 
 Total   232 100 
7 Monthly spending on 

Mobile recharge 
Rs. 100 to 199 59 25.4 

  Rs. 200 to 399 93 40.1 
  Rs. 400 to 599 60 25.9 
  Above 600 20 8.6 
 Total   232 100 
8 Amount of time spent 

on internet browsing 
per day 

Less than 2 hour 19 8.2 

  1 hr to 3 hr 126 54.3 
  3 hr to 5 hr 50 21.6 
  More than 5 hr 37 15.9 
 Total   232 100 
Source: Researchers compilation of study 

Table no 5.2: KMO and Bartlett's Test 
 

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 

.868 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 2559.8
66 

df 378 
Sig. .000 

Source: Researchers compilation of study 
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The Kaiser – Meyer – Olkin Measure of Sampling Adequacy value is 0.868, indicating that 
sample is adequate to consider the data as normally distributed. The Bartlett‟s test of Sphericity 
tests the null hypothesis that the item to item correlation matrix is an identity matrix. The matrix 
is tested by using Chi-Square test; the value of Chi-Square is found to be 2559.866, which is 
significant at the 1% level of significance. Therefore the null hypothesis is rejected; indicating 
that item to item correlation matrix is not an identity matrix, and is therefore, suitable for factor 
analysis 
 
Table no. 5. 3: Factor loadings and reliability estimates for TRI scale 

Items Factors 
Factor 
Loading 

Mean 
Std 
Deviation 

Cronbach 
Alpha 

OPT1 Technology gives people 
more control over their 
daily lives. 

.765 3.80 1.17 

0.873 

OPT2 Products and Service that 
use the newest technologies 
are much more convenient 
to use. 

.757 3.91 1.04 

OPT3 You prefer to use the most 
advanced technology 
available. 

.701 4.00 1.11 

OPT4 You like computer 
programs that allow you to 
tailor things to fit your own 
needs. 

.726 3.60 1.07 

OPT5 Technology makes you 
more efficient in your 
occupation. 

.813 4.09 0.96 

OPT6 Technology gives you more 
freedom of mobility. 

.725 3.99 1.08 

INN1 Other people come to you 
for advice on new 
technologies. 

.634 3.42 1.01 

0.815 INN2 In general, you are among 
the first in your circle of 
friends to acquire new 
technology when it appears. 

.753 3.32 1.03 
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INN3 You can usually figure out 
new high-tech product and 
services without help from 
others. 

.752 3.34 1.10 

INN4 You keep up with the latest 
technological developments 
in your areas of interest. 

.665 3.63 1.12 

INN5 You enjoy the challenge of 
figuring out high-tech 
gadgets. 

.697 3.72 1.07 

INN6 You find you have fewer 
problems than other people 
in making technology work 
of you. 

.642 3.43 1.07 

DIS1 Technical support lines are 
not helpful because they 
don’t explain things in 
terms you understand. 

.690 3.08 1.23 

0.782 

DIS2 Sometimes, you think that 
technology systems are not 
designed for use by 
ordinary people. 

.660 3.23 1.14 

DIS3 When you get technical 
support from a provider of a 
high-tech product or 
service, you sometimes feel 
as if you are being taken 
advantage of by someone 
who knows more than you 
do. 

.693 3.31 1.12 

DIS4 If you buy a high-tech 
product or service, you 
prefer to have the basic 
model over one with a lot of 
extra features. 

.601 3.39 1.15 

DIS5 It is embarrassing when you 
trouble with a high-tech 

.473 3.38 1.08 
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gadget while people are 
watching. 

DIS6 Many new technologies 
have health or safety risks 
that are not discovered until 
after people have used 
them. 

.473 3.67 0.97 

DIS7 New Technology makes it 
too easy for governments 
and companies to spy on 
people. 

.379 3.74 1.16 

DIS8 Technology always seems 
to fail at the worst possible 
time. 

.485 3.57 1.11 

INS1 You do not consider it safe 
giving out a credit card 
number over a computer. 

.735 3.51 1.25 

0.842 

INS2 You do not consider it safe 
to do any kind financial 
business online. 

.798 3.34 1.17 

INS3 You worry that information 
you send over the internet 
will be seen by other 
people. 

.716 3.61 1.145 

INS4 You do not feel confident 
doing business with a place 
that can only be reached 
online. 

.603 3.49 1.21 

INS5 Any business transaction 
you do electronically 
should be confirmed later 
with something in writing. 

.465 3.62 1.10 

INS6 Whenever something gets 
automated, you need to 
check carefully that the 
machine or computer is 
making mistakes. 

.397 3.75 1.03 
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IN7 When you call a business, 
you prefer to talk to a 
person rather than a 
machine. 

.502 3.79 1.15 

INS8 If you provide information 
to a machine or over the 
internet, you can never be 
sure it really gets to the 
right place. 

.603 3.61 1.09 

Source: Researchers compilation of study 

 

Table no 5.4: TRI factors aspect differentiation according to demographic variables  

Factor Gender Age Education Family 
Income 

Disposable 
Income 

T 
Value 

Sig 
Level 

F 
Valu
e  

Sig 
Level 

F 
Valu
e  

Sig 
Level 

F 
Valu
e  

Sig 
Level 

F 
Valu
e  

Sig 
Level 

Optimism -0.313 0.754 0.841 0.473 1.389 0.251 0.248 0.911 1.827 0.108 
Innovativeness 2.918 0.004** 2.779 0.042* 7.017 0.001** 2.126 0.078 5.147 0.001** 
Discomfort -0.748 0.455 3.476 0.017* 2.277 0.105 2.311 0.059 5.837 0.001** 
Insecurity -0.404 0.687 0.344 0.794 3.740 0.025* 1.509 0.20 5.062 0.001** 
Overall TRI 1.836 0.006** 2.532 0.056 1.802 0.167 0.381 0.822 1.072 0.377 

Source: Researchers compilation of study 

 

Table no 5.5: Correlation between Purchase intentions and different demographic variables  

Dependent 
Variable 

Independent 
Variable 

Pearson 
Correlation 
Coefficient 

Significance 
Level 

Result 

Willingness to 
purchase 
technologically 
advance product 
(Embedded sim) 

Gender -0.053 0.418 Relationship 
does not exist 

Age 0.012 0.418 Relationship 
does not exist 

Education 0.092 0.165 Relationship 
does not exist 

Family Income -0.107 0.105 Relationship 
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does not exist 
Disposable 
Income 

-0.230 0.001** Relationship 
exists at 99% 
confidence level 

Amount of time 
spent on internet 
browsing per day 

-0.021 0.752 Relationship 
does not exist 
 

Overall TRI          -0.123 0.032 Relationship 
exists at 95% 
confidence level 

Source : Researchers compilation of study 

 

Table no 5.6: Mean score and correlation estimates for TRI scale 

TR Drivers Mean Optimism Innovativeness Discomfort Insecurity 
Optimism 3.9045 1 - - - 
Innovativeness 3.4476 0.442** 1 - 
Discomfort 3.4273 0.266** 0.262** 1 - 
Insecurity 3.5948 0.316** 0.230** 0.616** 1 
Overall TRI  3.0825* 0.481** 0.502** -0.498** -0.507** 

Source : Researchers compilation of study 

* The overall TR score for each respondent was obtained by averaging the scores of the four dimensions, i.e. 
Optimism + Innovativeness + (6-Discomfort) + (6-Insecurity) as suggested by Parasuraman and Colby. 
**The correlation is significant at the 0.01 level of significance with 99% confidence level (2- tailed) 

 

Table no 5.7: The summary statistics for technology segment 

Trait Count Percentage 
Overall 
Percentage 

Explorer 21 9% 
17% 

Moderate Explorer 19 8% 
Pioneer 43 19% 

33% 
Moderate Pioneer 32 14% 
Skeptics 29 13% 

24% 
Moderate Skeptics 26 11% 
Paranoids 17 7% 

14% 
Moderate Paranoids 16 7% 
Laggards 14 6% 12% 
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Moderate Laggards 15 6% 
 Total 232 100% 100% 

Source : Researchers compilation of study 

 


