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Abstract: 
Rapid adoption of e-commerce has made available, the opportunity to 

consumers to share their valuable feedback, in the form of online reviews, 

and interact with the potential ones.  

This leads to the dependence of potential consumers on the reviews, to 

make a sound purchase decision. Hence, in order to provide a competitive 

edge to their organizations, vendors are now becoming more sensitive 

towards the quality of their products; better the quality, better will be the 

context of reviews. There are, however, some factors affecting the context 

of reviews, by the consumer. The aim of this research is to analyse and 

identify the impact of reviews on the consequent sales outcome of the 

product. In this paper, these factors (impacting the reviews) and impact of 

reviews on sales have been identified through literature.  An integrative 

model of these factors has been prepared to identify some key factors and 

their managerial implications. 
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I. INTRODUCTION 

 

21st century, being an era of modernization, has witnessed a 

worldwide growth in the adoption of E-commerce. This growth, 

being an essential element of commercialisation, enables the 

marketers to efficiently market their product throughout the 

whole world and leads the e-commerce to hold the attention of 

whole retail market. This implies that expansion 

of technology provides top possibilities to the 

vendhe vendors to attain the patron in a whole 

lot faster, simpler and financial way. 

 

However, adoption of e-commerce should not be confused with 

the abolition of traditional markets. Rather, it can be stated that   

E-commerce has brought about a drastic change in the 

economy; leading to a major shift in the consumer’s choice 

from traditional markets to the online stores. Even though, 

various online stores and traditional markets have their own 

pros and cons, which further adds up to their uniqueness, pros 

of e-commerce seem to be more influential over the cons of 

traditional markets. 

It has also been observed that rapid growth of e-commerce has 

enabled the various consumers to interact with each other, 

through availability of various online customer review 

platforms. Online customer review refers to an opinion/ view of 

a consumer, regarding a product, which has been extracted from 

his/her own personal experience. These online customer 

reviews essentially help others in evaluation of various products 

and services, in true sense. Through these reviews, potential 

consumers tend to seek information and get insights into the 

actual product description before making any purchase.  

Aa a matter of fact, in online stores, reviews are considered 

to be an indispensable part of a product, which plays a 

significant role in influencing other consumer’s decisions to 

make a purchase. It has been stated in prior studies that almost 

88% of consumers read online reviews before making any 

purchase, in order to make a sound decision. It has majorly led 

to the shift of consumer’s reliability and trust from market 

sponsored information to that on to customer reviews.  

The success of these products, in online stores, can be 

measured through quantitative as well as qualitative aspects. 

 

A significant change in sales volume depicts the quantitative 

measure, whereas proportion of positive reviews depicts the 

qualitative ones.  

 Through this research, we aim to find the influence of valence 

of online reviews on customer’s perceptions and preferences 

and the significant impact on sales outcome of the product. For 

this, literature has been prepared, along with an integrative 

model of these factors, to identify some key factors and their 

managerial implications. 

 

II. LITERATURE REVIEW 

From the intense summarisation of previous researches, 

following dimensions of reviews impacting sales, have been 

identified: 

 

Table 1

 

AUTHOR(S)/ YEAR DIMENSIONS SUMMARY 

Dellarocas, C. (2006); Zhu, F., & 

Zhang, X. (2010); Chen, P.Y., Wu, 

S., & Yoon, J. (2004); Godes, D., 

& Mayzlin, D. (2004); Liu, Y. 

(2006); Constantinides and 

Fountain (2008); Chartrand 

(2005); McEachern & Warnaby 

(2008); Liang & Xiangyu (2008). 

Increases consumer awareness Online customer reviews (e- WOM) have been 

deliberated as a major form of feedback, which 

acts as a foremost source of information for its 

users as well as various potential buyers. It 

provides its users with the relevant knowledge and 

helps the consumers to understand about the 

product or service, in a better way. The provided 

knowledge and information about the 

product/service influences the human behaviour 

and may lead to the adoption of sound decision by 

the consumer. Prior studies have revealed that 

awareness regarding the product or service 

materializes the behaviour of potential buyer 

towards it. Various market researchers and 

scholars have also stated that consumer awareness 

about the product is directly correlated with the 

volume of customer reviews; negative reviews 

being more influential than the positive ones.  

Hence, Increase in consumer awareness 

influences the human decision, which ultimately 

leads to a significant increase in sales. 

 

F.F. Reichheld (2003) Provides insights into product 

performance 

Product reviews, also called as e-WOM, provides 

detailed, yet reliable product information to the 

consumers. It provides various details like 

characteristics of the product, its quality, material 



used, satisfaction derived, previous product 

experiences, etc. This information is enough to 

provide insights into the product performance and 

to influence the consumer’s purchase decision. 

Hence, large number of positive reviews will 

contribute towards positive impact on sales. 

King, R. A., Racherla, P., & Bush, 

V. D. (2014); Yang, J., Kim, W., 

Amblee, N., & Jeong, J. (2012); 

Chen, P.Y., Wu, S., & Yoon, J. 

(2004) 

 

Eliminates uncertainty and avoids 

risks 

 

Context of customer reviews and product ratings 

are most reliable source of product information, 

which eliminates various uncertainties in making 

a purchase and avoids risks of any potential loss 

from that purchase. It assures the consumer about 

the product quality and influences his purchase 

decision, in a positive manner. Hence, elimination 

of uncertainties and risks leads to a considerable 

rise in sales of a product. 

Khare, A., Labrecque, L. I., & 

Asare, A. K. (2011); Duan, W., Gu, 

B., & Whinston, A. B. (2008); 

Floyd, K., Freling, R., Alhoqail, S., 

Cho, H. Y., & Freling, T. (2014); 

Liu, Y. (2006); Bickart and 

Schindler, 2001 

 

Increases the reliability and 

persuasiveness of product 

 

It has been observed that market sponsored 

information is no more reliable to the consumers 

as it is provided by the sellers. In such a situation, 

reviews acts as a most reliable source of product 

information as it is extracted from various 

consumer’s experiences and their opinions. 

Reviews tends to enhance consumer’s awareness 

regarding a product, which further influences his 

purchase decision towards it and ultimately, leads 

to a rise in sales of that product. 

Constantinides and Fountain, 

(2008); Chua and Banerjee (2015); 

Dellarocas (2003); Henning-

Thurau and Walsh (2003); Huang 

and Benyoucef (2013); Lu et al. 

(2014) 

 

Influences customer perceptions 

and preferences 

 

Relevance of marketing communication or market 

sponsored information has been significantly 

declined due to the availability of consumer 

provided information. This information assists 

and influences consumer’s preferences and 

perceptions about the product and enables him to 

make a sound purchase decision towards it. A 

positive impact on consumer’s perceptions 

ultimately leads to a rise in sales.  

Baumeister, R. F., Bratslavsky, E., 

Finkenauer, C., & Vohs, K. D. 

(2001); Floyd, K., Freling, R., 

Alhoqail, S., Cho, H. Y., & 

Freling, T. (2014); Kahneman, D., 

& Tversky, A. (1979); Taylor, S. E. 

(1991) 

More influentiality of negative 

information 

There lies a direct relationship between the 

reviews of a products and its subsequent sales. 

This implies that positive reviews, about a 

product, increases the number of its sales, whereas 

negative reviews contribute to a significant 

decline in sales of that product. However, various 

marketers and scholars have revealed that 

negative reviews are more influential than the 

positive ones. This may be due to the reason that 

negative information regarding a product, by a 

consumer, depicts a potential loss, beared by him 

due to the purchase of that product; whereas 

positive information depicts a gain. Prospect 

theory states that people value gains and losses in 

a distinct manner; A potential loss is considered to 

be more dominant, influential and stronger, in 

terms of impacting consumer perception, than the 

equivalent gain. Decisions of a potential buyer are 

highly influenced by the negative information, 

and he tends to base his decisions on perceived 

gains, rather than on perceived losses. Hence, 

people are loss averse and are majorly influenced 

by the negative reviews, in order to avoid losses 

and acquire equivalent gains. It can be concluded 

that more number of negative reviews about a 



product may lead to a subsequent decline in its 

sales.  

Chevalier, J. A., & Mayzlin, D. 

(2006); Duan, W., Gu, B., & 

Whinston, A. B. (2008); Floyd, K., 

Freling, R., Alhoqail, S., Cho, H. 

Y., & Freling, T. (2014); Gu, B., 

Park, J., & Konana, P. (2012); Zhu, 

F., & Zhang, X. (2010); Archak, 

N., Ghose, A., & Ipeirotis, P. G. 

(2011); Cabral, L., & Hortacsu, A. 

(2010); Dellarocas (2003); 

Henning-Thurau and Walsh 

(2003); Lu et al. (2014); Burtona 

and Khammash (2010); Floh et al. 

(2013) 

Impact consumer purchase 

decisions 

 

Online customer review platforms create large 

scale WOM networks, enabling the individuals to 

share their personal opinions and experiences on 

various companies, brands, products/ services. 

Through these networks, various opinions and 

experiences of different individuals, becomes 

easily accessible to the global communities and 

individual peers, all over the world. The review 

information provides the insights into the 

characteristics of the product and acts as a 

supporting factor to the purchasing decision of the 

consumer. Reviews oftenly provides the required 

information, by reducing the uncertainty of 

information quality, which directly effects the 

consumer purchase intentions. Positive reviews 

positively effect the consumer purchase decision, 

which leads to a considerable increase in its sales, 

and vice-versa. 

 

Burtona and Khammash (2010); 

Dellarocas (2003); Gardner & 

Levy (1955); Keller (1993); F. 

Arslan & Altuna, (2010) 

Develops/ degrades business 

image 

Being an author of various product reviews, 

consumers are essentially considered as co-

creators of the brand value of a product. Customer 

reviews consists of their opinions, experience, 

attitude and feelings toward a brand, which 

effectively merges to form brand image of a 

product. A high brand image attracts various 

potential customers and assures them about their 

brand loyalty, better past consumer experiences, 

and less negative attitude towards their customers. 

This further helps them to increase their sales and 

compete with their competitors in an efficient 

manner. 

De Maeyer, P. (2012); Chen, P.Y., 

Wu, S., & Yoon, J. (2004) 

Determines product popularity 

 

A large number of reviews, about a product, 

depicts its popularity in the market. A product 

having large number of reviews seems more 

trustworthy and influential to the consumer. Large 

number of positive reviews enables the consumer 

to be more confident about the product quality, 

which ultimately leads to a considerable rise in its 

sales. 
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III. OBJECTIVES 

It has been observed that an interaction, either one way or two 

ways, among various consumers and potential buyers of a 

product may impact the decision making of the latter. This 

research paper has been framed according to the two main 

objectives. 

A. To identify the factors, influenced by reviews, 

impacting the sales level of a product.  

B. The significant impact of those factors on the sales 

level of that product. 

Hence, the aforementioned objectives form the basis of this 

research paper and provides the pre-determined targets to be 

achieved through it. 

 

IV. RESEARCH GAP AND LIMITATIONS 

This research paper has been concluded with the intense 

summarisation of the prior researches and their findings, 

conducted by numerous authors. Primary data which was 

collected, analysed, interpreted and summarised by various 

authors, has been extracted in this research paper. This paper 

provides insights into the various conclusions provided by 

several authors and an in-depth relation between the valence of 

online customer reviews and their respective sales outcomes. 

However, there has been observed few unexplored sections in 

this research, which tends to form a research gap in deriving an 

ultimate conclusion.  

A. Various studies have explored a limited section on the 

influence caused by e-WOM on sales outcome of a 

product in the dynamic process.  

B. Prior studies have mainly emphasized on 

understanding individual decision making under 

consumer psychology, instead of focussing on 

aggregate sales outcomes from the perspective of 

retailing. It can be said that prior studies lack empirical 

support that examines the impact of reviews on sales at 

an aggregate level. 

 

V. RESEARCH METHODOLOGY 

This research has been conducted on the basis of data, which has 

been extracted from the intense summarization of the 

conclusions, based on the prior researches conducted by various 

authors. Under this research, the secondary data, so available, 

has been used to understand the significant influence caused by 

reviews on sales outcomes of a product; thereby, enabling the 

author to achieve the key objectives of this research paper. It has 

been determined that every author has a different view to analyse 

the facts and a unique perspective to interpret it. This paper 

facilitates to analyse the impact of online reviews on sales 

through the perspective of various authors and interpret it 

accordingly. 

 

VI. AN INTEGRATIVE MODEL 

Figure 1 

 

 
 

An integrative model has been proposed, based on the 

aforementioned objectives of this research paper. This 

framework depicts the role of consumer reviews in impacting 

the sales outcomes of a product, while addressing various 

theoretical questions as well as empirical generalizations. In this 

framework/model, emphasis has been focussed on deriving the 

relationship between online consumer reviews and their 

significant impact on the sales outcome of that product.  

It has been significantly observed that consumer reviews 

regarding a product involves 2 key metrics:  

A. Volume of reviews- It includes the number of reviews, 

whether positive or negative, regarding a product, as 

well as, the volume of page views by its respective 

readers. 

B. Valence of reviews- It includes the context of customer 

reviews, regarding a product. It may either be positive 

or negative.  However, valence of reviews is based on 

the average ratings of the product. 

In addition, this research paper also tends to analyse the impact 

of page views, by its readers, on its sales as well as the 

significant impact of the percentage of positive and negative 

reviews on sales of the product. Furthermore, product category 

and PLC also serve as the moderating factors for the effect of 

online reviews. 

 

VII. REVIEWS VS. PAGE VIEWS 

According to some previous researches, early adopters of a 

product and their reviews about it are considered to form the 

baseline, which certainly attracts/ distracts the other potential 

consumers, depending upon the context of such reviews. 

However, it has been analysed that choice making of an 

individual is greatly influenced by the choices of their known 

ones, leading to development of an informational cascade. Thus, 

few of the recent researches have raised a question on 

dominance of early adopters of the product and emphasized on 

the difficulty in identification of early adopters and ways to 

target them. However, Miller et al. and Watts and Dodds stated 

that consumers who adopts the product at the later stage of its 

introduction, tends to be more impactful in the process of 

diffusion. They illustrated that the interpersonal 

communications and various social learning processes plays a 

key role in deriving demand for a product. According to the 

studies conducted by them, they form an opinion that consumers 

who adopt a product, at the later stage of its introduction, is more 

influential than the early adopters. It has also been analysed that 
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in e-commerce websites, the number of page views by readers 

or followers is the key indicator of the extent, to which the online 

reviews have been spread among the various users. It also 

exhibits the significant impact of such reviews in generation of 

consumer awareness and the degree of inclination towards the 

purchase decision of potential consumers. Contextually, the 

value of online reviews is based on the influence on the purchase 

decision of the readers.  Hence, along with the number of page 

views of the reviews, the volume of these reviews also plays a 

key role in influencing the sales level of a product, in a positive 

or negative manner, depending upon the context of these 

reviews. However, it has also been observed that if e-WOM is 

analysed to be an effective element in impacting the sales of a 

product, then it is likely that the number of page views is playing 

a more significant role as compared to the context of reviews. 

Besides laboratory findings, still a stronger evidence is required 

to analyse the impact of number of page views on sales of the 

product 

VIII. PERCENTAGE OF POSITIVE VS. NEGATIVE 

REVIEWS 

Positive reviews by various consumers depicts key characteristic 

of an item's quality and notoriety. However, negative reviews 

signal an absence of confidence in the item, among its early 

adopters and impacts the decision of various potential buyers of 

that item. Along these lines, beside the valence of reviews, the 

rate or the general extent of positive and negative reviews tends 

to be the another significant marker of general estimation or 

valence of purchaser reviews and thus, it can significantly 

influence buyer’s perceptions and decision making. 

Notwithstanding the average rating of items, numerous E-

commerce websites also displays the number or level of 

appraisals, for instance, the quantity of stars or thumb-ups and 

thumb-downs.  

For example: Amazon.com shows the quantity of positive and 

negative surveys just as bars of various lengths, for every class 

of five appraisals, indicating unmistakably the extent of positive 

and negative reviews. Clearly, this is a significant snippet of data 

for shoppers, who would then be able to evaluate the general 

measure of constructive and contrary surveys that an item 

attracts. The literature on impression development proposes that 

when contrasting positive and negative reviews, individuals give 

more consideration to and place more prominent load on 

negative data during item appraisal. Investigations demonstrate 

that when there is a period limitation, individuals will, in 

general, emphasize more on the negative data than the positive 

one and that unfavourable data information tends to greatly 

influence purchase intension of the buyer, than favourable item 

evaluations. Conclusively, Judgement and decision making 

tasks are greatly influenced by the negative e-WOM.   However, 

the explanation for greater influence of negative data 

information, than the positive one, can be defined by negativity 

bias. Negativity bias is a psychological tendency for people to 

give greater weight to negative information in making various 

evaluations. This negativity bias can be seen as a function of the 

individual’s social environment, which contains a greater 

number of positive than negative cues. Thus, negative cues 

attract more attention and are perceived as counter normative 

and more often attributed to the stimulus object than are positive 

cues. Negative data is additionally more influential than positive 

data, in light of the fact that the influence of negative data doling 

out an item to a lower-quality class surpasses that of positive 

data's allotting it to a greater class. Existing investigations of e-

WOM have likewise announced the evidence of negative bias, 

for example, in the reviews of films. Accordingly, the relative 

sum or the level of negative reviews has a more noteworthy 

influence on product deals, than the level of positive surveys in 

the online environment. 

 

IX. FINDINGS AND ANALYSIS 

Under this research, various predefined goals of this literature 

review have been successfully achieved, despite the presence of 

numerous research gaps. It has been observed that the 

influentiality of reviews on consumer can either be equivocal or 

context dependent, depending upon the individual decision 

making (under consumer psychology). However, the 

influentiality of reviews can impact the sales outcome either in 

a positive manner or in the negative one, depending upon the 

context of the reviews as well as the consumer psychology. It 

has been stated that reviews are the most essential source of 

providing product information to its consumers, as it increases 

awareness among them regarding the various aspects of that 

product. Prior studies have also revealed that awareness 

regarding the product or service materializes the behaviour of 

potential buyer towards it. Therefore, positive information may 

influence the consumer’s decision towards its purchase, leading 

to a positive impact on sales outcome of that product. Reviews, 

being provided by the consumers itself, provides insights into 

the actual performance of the product. A positive description of 

the product can positively influence the consumer’s decision to 

purchase and he/she may end up buying it, leading to a positive 

impact on its sales level. It has also been found that being a 

consumer provided information, reviews are considered to be the 

most reliable source of product information and tends to increase 

the persuasiveness of the product. Being not a market sponsored 

information makes it unique and reliable for the other potential 

consumers, to use. However, reliability of consumers on reviews 

tends to eliminates uncertainties, which may occur in making a 

purchase, and avoid risks of any potential loss, arising from that 

purchase. So, positive reviews may lead to a change in 

consumer’s decision making due to his reliability on reviews. 

Prior researches have also stated that people value loss more 

than they values gains; due to this, more influentiality of 

negative information has been concluded, as compared to the 

positive information. A negative review may eliminate the 

influence of numerous positive ones, leading to the adoption of 

negative decision by the consumer; hence, impacting the sales 

level in a negative way. Major findings of this research paper 

also includes the positive influence of a large number of reviews 

on the consumer. This is due to the fact that a large number of 

reviews depicts the popularity of that particular product among 

its consumers; hence, enabling the buyers to assure about the 

functioning and quality of the product, through the context of 

those reviews. However, product popularity is directly linked to 

the public image of that business, which ultimately leads to 

attract more consumers for that product. Therefore, product 

popularity leads to a positive impact on sales level of a product. 

Hence, influence of above mentioned factors on positive reviews 

may impact the sales outcome in a positive manner and vice-

versa. 
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X. CONCLUSIONS 

As per the various aforementioned objectives of this research, 

relevant information has been extracted from numerous sources 

and duly analysed, in order to achieve them. Accordingly, prior 

studies have demonstrated that reviews are the most reliable 

source of information, which provides its consumers as well as 

various potential buyers with the relevant, yet complete 

knowledge about the product. It has been observed that online 

consumer reviews of a product also tend to develop a sense of 

confidence among the various readers/ potential consumers 

regarding that product. Through this research, it has been 

observed that there are various dimensions of reviews which 

have a significant impact on the sales. The influentiality of 

reviews can either be equivocal or context-dependent; thereby, 

producing a mixed impact on the sales. These reviews publicise 

the product by showcasing its authenticity among its existing 

users. Online reviews (E-WOM) are considered to be the major 

source of product information for the consumers and various 

potential buyers. Large volume of reviews also depicts the 

popularity of the product in market. These reviews provide 

consumers with relevant knowledge about the product and thus 

helps in increasing consumer awareness about it. This 

knowledge is extracted from the experiences and opinions of the 

previous users of the product; hence, provides insights into its 

actual performance. Due to originality of the source, reviews are 

considered to be the most reliable form of information, which 

helps to eliminate risks and avoid uncertainties for the 

consumers. Reliability of reviews majorly contributes to 

influencing the consumer’s purchase decision; negative 

information being more influential than the positive ones.  

 However, marketers may incorporate valuable consumer 

feedback from these prelaunch activities into the development 

of new products and formulation of marketing strategies for 

commercialization. Its reliability also impacts the consumer’s 

purchase decision as it provides insights into the product 

performance, which has been extracted from the experience of 

its users. Various authors have stated that these reviews also 

increase the consumer awareness and enables the buyers to make 

a sound decision regarding the purchase of that product. It has 

been stated that context of customer reviews, whether positive 

or negative, assures the buyers about various aspects of the 

product, which further eliminates various uncertainties in 

making a purchase and avoids risks of any potential loss from 

that purchase; however, negative information being more 

influential than the positive ones. Large number of negative 

reviews may lead to the degradation of business image also. It 

has also been concluded that negative reviews are very much 

influential as they have tendency to update the organisation 

about the performance of its product and enable it to critically 

examine the scope of its improvement. There has also been 

observed a positive correlation between the reviews of a product 

and its subsequent sales, i.e.- positive reviews favourably 

contribute to the sales and vice versa. It has also been revealed 

that there exists a positive relation between the number of 

reviews about a product and the popularity of that product. 

Therefore, online reviews may influence the consumer’s 

perceptions and their preferences according to its context and 

may lead to the adoption of sound decision by the buyers. In 

prior studies, various scholars have also stated that positive 

reviews contribute to the developments of a positive brand 

image; while negative ones contribute to its degradation.It is 

crucial that marketers emphasize the positive aspects of these 

new products in their promotions and encourage quality and 

helpful reviews, which a new product needs to attract 

consumers. 

 

XI. IMPLICATIONS OF RESEARCH 

On the basis of various conclusions derived from the findings of 

this research, certain recommendations, indicating the specific 

measures that can be implied, are aforementioned. 

A. Focus should be emphasized on maintaining the quality 

of the product. quality of the product should be worth 

the price demanded for possession of that product. An 

economical, yet good quality product would surely lead 

to a large number of positive consumer reviews 

regarding that product.  

B. Production company of the product should be 

completely responsive to all the negative reviews, 

given by their consumers. Company should also 

provide feasible solution to their consumers, who are 

facing difficulties or seems to be unsatisfied with the 

product. This would enable the company to develop a 

positive business image in the economy.  
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Abstract 

Stress is a state of discomfort experienced by everyone these days. Teaching is not the most 

convenient option available to females anymore as a way to attain work life balance. It has 

been observed that teachers nowadays suffer extreme stress due to the excessive increase in 

the job requirements in comparison to the capabilities or resources available. This study is 

being conducted to examine the stress levels for the teachers in schools in south Delhi.It is a 

descriptive research and is based on primary data. The sample consists of 338 female teachers 

who were selected based on convenience sampling. Data has been collected through a 

standardized questionnaire on ‘Stress Management’ that was proposed by the ‘International 

Stress Management Association’, UK. It consists of dichotomous statements with yes/no 

responses and the summated score aim at reflecting the stress levels of the teachers in the 

selected schools. This study has great relevance as it aims to study the relationship between 

the demographical variables, namely, age, marital status, qualifications, income and 

experience with the stress experienced by the teachers. It also aimed at identifying the 

different categories based on demographics that suffered different levels of stress. The 

hypothesis testing for this study has been done using contingency tables and chi-square test 

and level of significance has been taken at 5%. Further, the study identified the segments 

based on the demographics in terms of low, high and medium level of stress faced. Resource 

limitation as an unavoidable limitation exists for this research. This study provides 

recommendations for stress management and adds value to the existing literature in the area 

of stress studies on teachers. 

Keywords: stress level, stress score, demographic variables, schools, stress management 
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1. Introduction 

The current research aims at examining stress with 

respect to school teachers in the selected private 

schools in Delhi in relation to stipulated 

demographic variable mentioned throughout the 

study. The term, ‘stress’ around which the whole 

study revolves is actually defined differently by the 

different researchers belonging to different 

disciplines (Duggan, E., 1997). Stress can be 

defined as an event or situation of discomfort for an 

organism that generates positive as well as negative 

responses in individuals at physical and mental 

level (Chen, J.C. and Silverthrone, C.,2008; Smyth, 

E., et al., 2015). Work or organizational stress can 

be referred as the physiological, behavioral as well 

as psychological responses of individuals due to 

exposure to continuing stressors in their 

environment at the workplace (Yan, H. and Xie, S., 

2016). Stressors can be regarded as the real or even, 

perceived challenges to an individual's ability of 

meeting his perceived or real needs (Greenberg, N., 

et al., 2002). Stress is majorly identified as the 

physical and emotional reaction of an individual to 

the changes experienced in one’s life according to 

the National Centre for Complementary and 

Integrative Health, U.S. Department of Health and 

Human Services, 2019 (National Centre for 

Complementary and Integrative Health, U.S. 

Department of Health and Human Services, 2019). 

Stress can be categorized as acute, episodic and 

chronic stress dependent upon the severity of the 

stress experienced by an individual (American 

Psychological Association, 2018). 

 
Undoubtedly, the environment in the education 

sector for teachers is very stressful (Kelly, C., 

2017). This impacts the health of the teachers and 

their performance at the workplace as stated by the 

Pennsylvania State University during their 

research on teacher stress and health in their public 

research conducted in 2016. Various kinds of 

stressors are recognized in schools that impacts the 

teachers. Some of the major stressors include the 

extent to which this profession is physically and 

psychologically demanding (Winwood, P.C. and 

Lushington, K., 2006). Some of the factors leading 

to stress in schools include student handling, 

frequent assessments and inability of proper time 

management (Feltoe, G., 2015). Resource and time 

limitation in private schools is one of the primary 

causes of stress among the school teachers. Personal, 

interpersonal and organizational stressors have a 

combined effect on the teachers’ health and well-

being (Potter, P.T., et al., 2002). The stress created 

by these stressors is essential to be tracked as it may 

lead to various problems like depression, insomnia, 

irritability, loss of focus, heart attack, strokes and 

various health hazards for the teachers (Wangui, 

M.F., et al., 2016). 

 
The subject of stress encountered by female teacher 

stress is of extreme importance due to the still 

existing gender bias in the Indian society. Past 

research proves that women teachers still have to 

experience greater stress in terms of opportunities 

that are available and the challenges involved (Gaur, 

S.P. and Dhawan, N., 2000). It is quite important to 

study female teacher stress and their impact on 

themselves and students. According to a research on 

teacher stress and health, 46% of the surveyed 

teachers reported high daily stress that concerned 

teacher health, sleep pattern, life quality and their 

teaching performance. It was observed that when the 

teachers were found to be highly stressed, the 

students been taught by them showed lower levels of 

social adjustment as well as academic performance 

(Greenberg, M.T., et al., 2016). Therefore, this study 

is relevant as education sector has teachers as its 

backbone and the future of the nation depends on its 

youth success for which organized education system 

is integral to be present. 

 
2. Literature Review 

The literature on stress and its management dates 

back to history when the ‘Father of Stress’, Hans 

Selye regarded stress as being omnipresent in 

human life and performed extended research 

studies on stress (Selye, H., 1956). With time the  

https://www.rwjf.org/en/search-results.html?pr=The%2BPennsylvania%2BState%2BUniversity
https://www.rwjf.org/en/search-results.html?at=Greenberg%2BMT
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definitions of stress had evolved and with the 

changing trends in the way humans conducted 

their lives, stress management became 

imperative to lead a successful and happy life 

(Swanson, S., 1999). Thus, over years, a number 

of studies have been conducted in different parts 

of the  world with multiple objectives and having 

reviewed the available and accessible literature, 

the current study has been conducted to achieve 

the stipulated research objectives and fill the 

research gaps. 

Research studies revealed that higher job 

autonomy led to lower stress among teachers than 

lower job autonomy (Rastogi, R. and Kashyap, 

K., 2003) yet, this research didn’t highlight how 

gender differences could also play a role in 

defining stress. Many research studies have been 

conducted without a representative sample 

(Subhashini, M. and Sukumar, B.V., 2019). Also, 

a lot of studies have been conducted outside 

India, thus the results cannot be replicated or 

applied in the Indian context (Aquezuilo, J.A. and 

Azuji, I.M., 2019). Very few studies were 

conducted to examine the teacher stress in private 

set up yet 

several studies exist for public schools. Also, more 

studies exist to study stress level among the 

academic staff at university level (Akinmayowa, 

J.T. and Kadiri, P.A., 2014). Lesser number of 

studies exist that are focused on studying only the 

stress among the female school teachers (Converso, 

D., et al., 2018). Not all the studies are based on 

empirical research. Many of the existing studies on 

this topic were based on purely secondary data or 

as a theoretical review or even as case studies 

(Meng,Q. and Wang, G., 2018). Also, it was 

observed that though, several studies existed on 

examining the relationship between the 

demographic variables and stress among the 

teachers, yet, hardly any aimed at revealing and 

segmenting the teachers into different categories 

based on their stress level (Rajan, D.A. and 

Meenkashi, R., 2017). This is important to be  done 

in order to identify the intensity of stress being 

faced by teachers with some common demographical 

features and thus, measures could be taken in order 

to combat the different levels of stress being faced. 

 
Thus, it can be inferred that there have been several 

research gaps that emerged through the review of 

literature leading to the justification of the current 

study. This study not only took a focused approach 

by considering the role biases based on gender but 

also performed this study on primary data with a 

representative sample. Also, since lesser literature 

was encountered in Indian context, thus this study 

even met that requirement by conducting this study 

on school teachers in selected schools in Delhi. The 

resource limitation has affected the sampling design. 

Further, this study extended its approach by 

identifying the teachers belonging to different stress 

categories. The high -level stress category could be 

an alarming reminder and may even result in acute 

stress. Thus, the current study holds relevant and 

useful in the light of past research performed from 

time to time. 

Research methodology 

It is a descriptive research conducted with the 

objective of examining the relationship between the 

identified demographic variables (age, marital 

status, education, monthly income, tenure) and the 

stress level of the respondents. The respondents for 

this research are the school  teachers teaching in the 

primary, secondary and senior secondary wings of 

the selected schools in Delhi. Convenience 

sampling has been used for choosing the sample. 20 

schools situated in Delhi were randomly chosen and 

visited for data collection. The sample size was 338 

which constituted a representative sample. A self-

administered standardized questionnaire for 

measuring stress known as the Stress Management 

Questionnaire by International Stress Management 

Association, UK (https://isma.org.uk/wp- 

content/uploads/2013/08/Stress-Questionnaire.pdf) 

was used for the purpose of data collection and 

measuring the stress level among the teachers.  The 

questionnaire considered the demographic details 

of the respondents along with their responses for 25 
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statements showing their stress levels. Each 

statement had a dichotomous response option; yes 

or no. For every response as ‘yes’, a score of ‘1’ 

is assigned and for every response as ‘no’, a score 

of ‘0’ was assigned. Hence, the scores were 

summated for all the statements to reflect the 

stress experienced by the respondents. Following 

that hypothesis testing  was done through chi-

square test along with contingency tables. For 

this, there was equi- distribution of the total stress 

score obtained and was divided into 3 equal parts 

using percentiles and the three categories of stress 

scores for 0-25 were identified as 0-13 being low 

stress, 14-18 being medium stress and 19-25 

being high stress. For these categories created, 

frequencies were assigned for each of the 

demographic variables that is presented in a 

contingency-tables along with chi-square test for 

each variable as component. The objectives and 

formulated hypothesis for the study have been 

given below: 

 

 

 

 

Objective 1: To examine the relationship between 

the demographic variables (age, marital status, 

education, income and tenure) and the stress among 

the female schools teachers in Delhi. 

Objective 2: To generate homogeneous segments 

of female teachers based on their stress levels. 

Objective 3: To provide viable recommendations to 

the school teachers for efficient stress 

management. 

HO1: There is no significant relationship between 

age and stress among female school teachers. 

HO2: There is no significant relationship between 

marital status and stress among female school 

teachers. 

HO3: There is no significant relationship between 

education and stress among female school teachers. 

HO4: There is no significant relationship between 

income and stress among female school teachers. 

HO5: There is no significant relationship between 

tenure and stress among female school teachers. 

 
1. Data analysis and interpretation 

Table 1.1 given below documents the descriptive 

analysis for the demographic variables; age, marital 

status, educational qualifications, monthly income 

and years of experience as tenure of the school 

teachers as the respondents. It is revealed that the 

maximum number of respondents belonged to the age 

group 40-50 years and most of the respondents in the 

sample were married. Most of the teachers had 

qualified graduates with B.Ed degrees and had 

cleared the TET (Teaching Entrance Test) 

examination. The maximum proportion of the sample 

reflected a monthly earning of Rs (60000-70000) and 

maximum number of teachers in the schools in this 

study had more than 15 years of working experience 

or tenure in teaching. 

 
Table 1.1: Frequency analysis of independent 

variables 

ories 

Varia 

bles 

  years years 

Age 40 (11.8%) 110 (32.5%) 136 

(40.3 

%) 

52 

(15.4 

%) 

 Married Unmarried Wid 

ow 

Divo 

rced 

Marit 

al 

status 

209 

(61.8%) 

66 (19.6%) 16 

(4.7 

%) 

47 

(13.9 

%) 

 Graduation 

+B.Ed 

Graduation+ 

B.Ed+TET 

PG+ 

B.Ed 

PG+ 

M.Ed 

Educ 

ation 

31 (9.2%) 155 (45.8%) 150 

(44.4 

%) 

2 

(0.6 

%) 

 Upto Rs 

40000 

Rs (40000- 

50000) 

Rs 

(500 

00- 

6000 

0) 

Rs 

(600 

00- 

7000 

0) 

 
Categ 

18-30 

years 

30-40 years 40- 

50 

Abov 

e 50 
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Inco 

me 

18 (5.3%) 49 (14.5%) 118 

(34.9 

%) 

153 

(45.3 

%) 

 Upt 

o 2 

year 

s 

2-5 

year 

s 

5-10 years 10- 

15 

years 

Abov 

e 15 

years 

Tenur 

e 

40 

(11. 

8%) 

37 

(10. 

9%) 

85 (25.3%) 70 

(20.7 

%) 

106 

(31.3 

%) 

 
Table 1.2 given below documents the details of  

the stress score obtained for the respondents. It is 

observed that the mean stress score was 16.02 

(S.D.= 4.2) with the maximum stress score being 

25 and the minimum stress score being 9. The 

stress score was calculated on a standard scale 

based on 25 statements from 0 to 25. With the 

minimum score being 9, it can be said that all the 

respondents were facing an identifiable degree of 

stress as the minimum score stretched 9 points 

from zero and nobody was found to be scoring 

zero or even one-third of the total score which 

was 

8.33. It is to be noted that the summated stress 

scores reflected the stress faced by the respondents. 

 
Table 1.2: Descriptive analysis of stress 

 

Variabl 

e 

Mea 

n 

score 

Minimu 

m 

Maximu 

m 

Standar 

d 

deviatio 

n 

Stress 16.0 

2 

9 25 4.2 

 
Table 1.3 given below documents the contingency 

table for the demographic variables across the 

stress scores and chi-square test for each 

component. The summated stress scores for all the 

respondents were summated and were then equally 

distributed. Further, on being divided in three equal 

parts using percentiles, the score from 0-13 was 

identified as being ‘Low’ stress, 14-18 as 

‘Medium’ stress and 19-25 as the ‘High’ stress. The 

demographic variables were distributed in terms of 

frequencies for the identified categories of stress. It 

has been documented that the maximum number of 

respondents facing low stress belonged to the age 

group 30-50 years and maximum proportion of 

sample facing medium level of stress belonged to the 

female teachers who were 40-50 years old. For high 

stress, the maximum proportion of respondents 

consisted of females in the age group of 30-40 years. 

The chi- square test reflects Pearson’s chi square 

value as 142.77, p<0.05, thus, there exists a 

significant relationship between age and stress in the 

given study. Thus, H01 was not accepted. For 

considering the frequencies for stress on the basis of 

marital status, maximum frequencies within each 

category of stress was shown by the married female 

teachers. This could be attributed to the fact that more 

than 50% of the sample consisted of married female 

respondents. From the table, it is also observed that 

within the married category, maximum respondents 

faced low stress and within unmarried category, 

maximum respondents experienced high stress. 

Pearson’s chi  square value was 63.36 with p>.05, 

thus there did not exist a significant relationship 

between marital status and stress at 5% level of 

significance. Thus, H02 was not rejected. Similarly, 

for educational qualifications, the maximum 

frequency was documented by the graduates with 

B.Ed and TET qualifications for low as well as 

medium  stress and the maximum proportion was 

observed for high stress for the post-graduates with 

B.Ed. The chi-square value obtained was 75.78 with 

p<.05. Hence, there was a significant relationship 

between education and stress at 5% level of 

significance. Thus, H03 was not accepted. For the 

income groups, it was observed that maximum 

proportion of respondents experiencing low stress 

earned a monthly income of Rs (50000-70000). The 

maximum number of female respondents facing 

medium stress earned Rs  (50000-60000) per month 

and the maximum proportion facing high stress were 

earning Rs (60000-70000) per month. Pearson’s chi-

square value= 76.36, p<.05, thus, it shows a 

significant relationship between income and stress. 
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H04 is not accepted. Considering the tenure of 

teaching or the number of work experience in 

teaching, it was  documented that the maximum 

number of respondents facing low stress had a 

tenure of 5-10 years. The maximum proportion 

with medium stress showed a tenure of 10-15 years 

and high level of stress was reflected maximum by 

the respondents with the work tenure of more than 

15 years. Pearson’s chi-square value= 162.20 with 

p<.05, thus tenure and stress document a significant 

relationship at 5% level of significance. Hence, H05 

is not accepted. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Table 1.3: Contingency table for IV’s and stress 

Dependent 

 

variable 

Independent 

Variables 

Low 

stres 

s 

(0- 

13) 

Medi 

um 

stress 

(14- 

18) 

High 

stres 

s 

(19- 

25) 

Chi- 

square 

(ꭓ2) 

p 

(signific 
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Table 1.4 documents the interpretation of the 

various segments formed based upon the different 

demographic factors and the level of stress 

experienced by the female teacher respondents 

considered for the current study. 

 
Table 1.4: Segments based on stress and 

demographic variables 

 Variables Details 

Segment1 

Stress Stress level This segment consists 

 %)    

Monthly   

income 76.36 

Till Rs 40,000 2 4 12 (0.006) 

 (0.7 (1.2 (3.6  

 %) %) %)  

Rs (40,000- 20 17 10  

50,000) (5.9 (5.1 (2.9  

 %) %) %)  

Rs (50,000- 40 48 30  

60,000) (11.9 (14.3 (8.9  

 %) %) %)  

Rs (60,000- 62 39 52  

70,000) (18.4 (11.6 (15.5  

 %) %) %)  

Tenure   

Less than 2 8 11 21 162.29 

years (2.3 (3.2 (6.2 (0.001) 

 %) %) %)  

2-5 years 20 14 3  

 (5.9 (4.1 (0.8  

 %) %) %)  

5-10 years 50 10 25  

 (14.7 (2.9 (7.3  

 %) %) %)  

10-15 years 19 41 10  

 (5.7 (12.2 (2.9  

 %) %) %)  

Above 15 years 29 32 45  

 (8.6 (9.6 (13.4  

 %) %) %)  

 

  
ѵ 

(%) 

 

ѵ 

(%) 

 

ѵ 

(%) 

ance) 

Age groups     

    142.77 

18-30 years 8 15 21 (0.001) 

 (2.3 (4.3 (6.1  

 %) %) %)  

30-40 years 51 21 38  

 (15.1 (6.1 (11.1  

 %) %) %)  

40-50 years 55 65 16  

 (16.2 (19.1 (4.6  

 %) %) %)  

Above 50 years 12 11 29  

 (3.4 (3.1 (8.6  

 %) %) %)  

Marital status   

 63.36 

Married 91 52 66 (0.068) 

 (26.8 (15.3 (19.5  

 %) %) %)  

Unmarried 21 22 23  

 (6.3 (6.4 (6.8  

 %) %) %)  

Widow 0 10 6  

 (0%) (2.9 (1.8  

  %) %)  

Divorced 14 24 9  

 (4.2 (7.3 (2.7  

 %) %) %)  

Qualifications   

Graduation+B. 5 10 16 75.78 

Ed (1.4 (2.9 (4.7 (0.006) 

 %) %) %)  

Graduation+B. 68 53 34  

Ed+TET (20.2 (15.8 (10.1  

 %) %) %)  

PG+B.Ed 51 45 54  

 (15.2 (13.3 (15.9  

 %) %) %)  

PG+B.Ed+M.E 2 0 0  

d (0.5 (0%) (0%)  
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Denier  of the middle-aged 

married  female 

teachers who were 

mostly graduates with 

B.Ed degrees and 

maximum proportion 

of post graduates also 

belonged to this 

segment.    The 

respondents in this 

segment faced lower 

level of stress as 

having spent a 

considerable time 

period of 5-10 years in 

this profession had 

equipped them with 

strategies to handle 

stress. Also, being 

middle-aged provided 

them the wisdom that 

at times might not 

exist in the initial years 

of any job and hence 

were better able to beat 

stress. Even, with a 

decent level of 

monthly salary, the 

teachers derived 

satisfaction    and 

motivation to work 

irrespective of the 

workplace stressors 

present. They are able 

to deny stress or keep 

stress at  bay spreading 

a positive work 

environment around. 

  Being 

married in an Indian 

set-up already instill 

the trait of patience 

and multi - tasking  in 

these  females  due  to 

 

  which they can strike 

a good work-life 

balance. 

Demographics 30-50 years, married, 

Graduation/PG with 

B.Ed and TET, Rs 

50000-70000         per 

month,     5-10   years 

teaching experience 

Segment 2 

Stress 

Jugglers 

Stress level This segment 

consisted of females in 

the stage of their early 

mid -life and were 

mostly married. They 

were also graduates 

with B.Ed and 

teaching entrance 

examination cleared. It 

even comprised the 

female teachers who 

were pos-graduates 

with M.Ed degree and 

earning a decent 

monthly salary of Rs 

(50000-60000)      and 

have a  longer teaching 

experience. Being in 

the same profession 

 or 

organization for more 

than a decade tends to 

bring monotony in 

work and the 

individual tends to 

witness the various 

changes in the work 

environment. Also, 

considering the 

changes in school 

education that has 

taken place over the 

past       0-15      years 

requires   the  existing 
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  due  to  which   their 

salary structure is also 

higher.   It    implies 

greater deal of efforts, 

working    with    more 

level   of    subject 

knowledge,  handling 

teenage students and 

more responsibilities. 

All  this    eventually 

leads to higher level 

of stress   as     the 

teachers   are    always 

working          under 

immense pressure and 

greater 

responsibilities     and 

increased work load. 

Demographics 30-40   years, 

married/unmarried, 

post-graduation  with 

B.Ed, Rs 60000- 

70000 per month, 

above 15 years 

teaching experience 

 

2. Results 

It was revealed from the current study that age, 

education, income and years of experience have a 

statistically significant relationship with the stress 

being experienced by the female teachers in private 

schools in Delhi. Yet, marital status wasn’t found to 

be a factor with a significant association with the 

stress being faced by the respondents. Due to these 

findings, H01, H03, H04 and H05  were not accepted 

and H02 was not rejected at 5% level of 

significance. Further, considering the maximum 

frequencies for the various demographic variables 

for the different levels of stress, the generated 

segments revealed the exhibition of different levels 

of stress. The three segments were identified as 

stress deniers, stress jugglers and stress laden 

brigade facing low, medium and high stress 

respectively. The segment 

  teachers to adopt new 

technology faster and 

better. Hence, it puts 

pressure on the 

teachers who  had been

 using 

conventional 

pedagogical 

techniques. Thus, this 

segment  keeps   on 

juggling   in   the 

process of  change 

management   and 

hence,  suffer  troughs 

and cliffs of stress. 

Demographics 40-50 years, married, 

graduation with 

B.Ed+TET/post- 

graduation with 

B.Ed+M.Ed, Rs 

50000-60000 per 

month, 10-15 years 

teaching experience 

Segment 3 

Stress 

Laden 

Brigade 

Stress level This segment consists 

of comparatively 

younger as well as 

middle-aged married 

and even unmarried 

female teachers who 

were post-graduates 

with B.Ed degree and 

a high salary of Rs 

60000-70000         per 

month and a good 

number of years of 

experience in the same 

profession or 

organization. These 

teachers being post- 

graduates mostly 

teach in secondary and  

senior  secondary 

wing   of   the schools 
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of female teachers who were experiencing low 

level of stress were middle-aged, married, 

graduates with B.Ed degree and teaching entrance 

test qualification with monthly income of Rs 

(50000-70000) and 5-10 years of teaching 

experience. This segment is called ‘Stress Deniers’. 

The segment with females experiencing medium 

stress consisted of married females who were 40-

50 years with graduation with B.Ed / M.Ed degrees 

with Rs 50000-60000 per month earning and tenure 

of 10-15 years. It was identified as ‘Stress 

Jugglers’. The segment representing high stress 

were married as well unmarried females with post-

graduation degrees and B.Ed with monthly 

earnings of Rs (60000- 70000) and have spent more 

than 15 years in teaching at school(s). This segment 

was called as ‘Stress Laden Brigade’. 

 
The examination of relationship between 

demographic variables and stress have also been 

done in the past but considering the changing roles 

of teachers in academia in India and insufficient 

emphasis given to the study of female teachers’ 

stress, the findings of this study hold important. 

Age might not show differences in emotional 

response to past stressors in comparison to recent 

stressors (Scott, B. S., et al., 2013). At the same 

time, research conducted for teachers in China 

indicated age having significant association with 

physical and mental components related to stress 

(Yang, X., et al., 2009). Thus, past research has 

displayed inconsistent relation between age and 

stress. Studies have indicated female teachers who 

were young and had spent lesser number of years 

in teaching or were in the initial years of their junior 

wing school teaching were more stressed than those 

who were more experienced (Demjaha, T.A., et al., 

2015). Some studies have also documented that 

workplace stress in schools is significant and high 

with age and education and greater in females than 

their male counterparts (Demjaha, T.A., et al., 

2015). Organizational stress experienced by 

teachers varied significantly 

with the change in their marital status as per some 

studies (Nagra, V. and Arora, S., 2013). Hence, the 

results of the current study are majorly supported 

by previous research and even witness deflections. 

Yet, this study holds relevance in the current 

scenario as it takes into consideration the prevailing 

academic environment in the private schools in 

Delhi along with filling the research gaps of earlier 

research studies conducted in the area of studying 

stress and stress management. 

 
3. Conclusion 

It is quite evident from the findings of this study 

that school teachers in the private schools in Delhi 

for all grades are experiencing some level of stress 

from low to high degree. Also, it has been 

concluded that the demographic variables 

including age, education, income and years of 

experience determine the stress experienced  by the 

female teachers. Yet, this study didn’t reflect 

marital status as a defining variable for stress 

among the respondents. Also, females based on 

these demographic features and level of stress 

(score) were segmented into three different 

categories with homogeneity within each segment. 

These segments reflected how the independent 

variables defined the response / stress management 

ability of the respondents. 

 
Considering the inferences of this study, certain 

viable solutions would be recommended to the 

female teachers in the schools in Delhi in order to 

reduce their existing level of stress. First of all, it 

should be understood that mindset is everything and 

an individual’s control system has to be guarded 

from within. Thus, the teachers need to strengthen 

themselves from within at an  individual level and 

develop optimistic personality traits. This can be 

done through practicing yoga, learning mental 

healing exercise from experts or online media, 

undergoing meditation sessions and reading 

motivational books. In fact, teachers can form their 

own motivational clubs wherein they can discuss 

their workplace problems and serve as 
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