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Abstract 
 Healthcare is one of the most important components in human life. It is normally defined as the management or treatment of 
any health problem through the services that might be offered by medical, nursing, dental or any other health related service 

provider. People today are choosing a new approach to healthcare services; they are well informed and eager to take responsibility 
for their own health. Nowadays, effective factors on health have been widely investigated. Attention to the issue of patients’ 
satisfaction with the medical care has been proposed as the best evaluators of health care systems. To find the most important 

dimensions of patient satisfaction, exploratory factor analysis were used. Extraction method in factor analysis was principal 
component analysis. To compute loading of factors Varimax Rotation was used. Thus the paper has been organized as follows: 

section1 represents an introduction to the methodology adopted for the study with support of theory, section 2 reviews the 

conceptual & literature views on analyzing patients satisfaction, section 3 presents a brief history of selected multispecialty hospitals 

for study, section 4 presents the results of Data analysis and section 5 represent the recommendations and concludes. The study 
shows that majority of the respondents are satisfied with the primary & supportive health care services of selected Multispecialty 

hospitals of Trichy. Recommendations are suggested to the administration management and to the Government.  

Keywords: Inpatients, Multispecialty Hospitals, health care supportive services. 

 

Introduction 

 Healthcare is the world’s largest industry. “It has a long history but short past with bright 

future”. It was a period where the entire hospital administration was managed by a single 

doctor, but today it is well recognized that the system requires a multi pronged approach and 

total professionalization to survive as ever green field. Human beings are subject to many 

complications including numerous diseases. Some of the diseases are very chronic where the 

patients need hospitalization. Health is state of functional fitness that emphasizes on social and 

personal resources, as well as physical capacities. In human beings, the extent of an individual’s 

physical, emotional, mental and social ability to cope with his/her environment is termed as 

health. 

 According to Swamy (1975) patient’s satisfaction is the real testimony to the efficiency of 

the hospital administration. As hospital serves all the members of the society and the 

expectations of the consumer differ from individual to individual. In general, providing good 

quality healthcare is an ethical obligation of all healthcare providers and receiving good quality 

care is a right of all patients. The healthcare sector is facing unparalleled challenges in an 

increasingly customer oriented environment. A lot of health problems need intensive medical 

treatment and personal care. Treatment cannot be given in a patient’s house or in the clinic. 

This is possible only in a hospital, for it consists of large number of professionally and 

technically skilled people who apply their knowledge and skill with the help of world-class 

expertise, advanced sophisticated equipments and appliances. However, our healthcare delivery 

system is often unable to match the supply of healthcare services with the demand for that care. 
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Intense, inherent demand variability renders this synchronization almost impossible to 

maintain for any significant period of time. The mismatch between patients and providers has 

been shown to lead to significant adverse effects. Therefore, the consumers of healthcare 

services have special expectations and demand high quality. Nowadays, effective factors on 

health have been widely investigated. Attention to the issue of patients’ satisfaction with the 

medical care has been proposed as the best evaluators of health care systems. Getting feedback 

from patients about the quality of primary health care is a powerful way through which to 

develop more patient-centered approaches to health care delivery. There is a lack of studies 

about Patients’ satisfaction among patients admitted in hospitals in selected Multispecialty 

hospitals in Trichy. The aim of the present study was determine Healthcare supporting factors 

affecting Patients’ satisfaction. 

 

Performance theory of Patient Satisfaction  

 According to ‘Performance theory’, patient satisfaction is not affected by prior patient 

expectations at all. Actual performance and the treatment outcome effectively affect patient 

satisfaction. Actual performance will overwhelm any psychological response tendencies related 

to expectations. Higher patient satisfaction can be expected to result in a better clinical outcome 

and lower patient satisfaction is associated with poor clinical outcomes. Basically what the 

theory means is, though patients have expectations, level of patient satisfaction is influenced 

highly by the quality of care provided and the outcomes of the care. Patients' pre-treatment 

expectations cannot inhibit the level of patient satisfaction, as it is overcome by the high quality 

care offered and a superior treatment outcome. 

 

Review of Literature 

 Kelstrup A et al., (1993), in this survey, 274 patients were sent a questionnaire concerning 

satisfaction with psychiatric treatment and the ward 1 month after their discharge from 

hospital. Fifty-two percent of the patients responded. Answers to the 56 items of patient 

satisfaction were analyzed in relation to patient diagnoses and treatment given. Patients who 

were diagnosed as suffering from affective disorders or from reactive psychoses were more 

satisfied than patients with schizophrenia or paranoia or with transitory adjustment reactions. 

Patients who had no personality disorder diagnosis and patients with character neurosis were 

more satisfied than patients with antisocial or borderline personality disorders. Patients on 

antidepressant medication were much more satisfied than other patients. The results of the 

study are discussed with regard to the need of further research in this area and to quality 

assurance. 

 Nguyen Thi P.L., et al., (2002), he framed the objective for the study was to identify 

factors associated with satisfaction among inpatients receiving medical and surgical care for 

cardiovascular, respiratory, urinary and locomotors system diseases. Two weeks after 

discharge, 533 patients completed a Patient Judgments Hospital Quality questionnaire covering 

seven dimensions of satisfaction (admission, nursing and daily care, medical care, information, 

hospital environment and ancillary staff, overall quality of care and services, 

recommendations/intentions). Patient satisfaction and complaints were treated as dependent 

variables in multivariate ordinal polychotomous and dichotomous logistic stepwise regressions, 

respectively. Patient socio-demographic, health and stay characteristics as well as 

organization/activity of service were used as independent variables. The two strongest 

predictors of satisfaction for all dimensions were older age and better self-perceived health 
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status at admission. Men tended to be more satisfied than women. Other predictors specific for 

certain dimensions of satisfaction were: married, Karnofsky index more than 70, 

critical/serious self-reported condition at admission, emergency admission, choice of hospital 

by her/himself, stay in a medical service, stay in a private room, length of stay less than one 

week, stay in a service with a mean length of stay longer than one week. The factors associated 

with inpatient satisfaction elucidated in this study may be helpful in interpreting patient 

satisfaction scores when comparing hospitals, services or time periods, in targeting patient 

groups at risk of worse experiences and in focusing care quality programs. 

 Adhish, S. G. (2011), the study was conducted in Mahatma Gandhi Medical College and 

Research Institute, Puducherry to find out the views of in-patients on hospital admission 

process, pharmacy service, billing service, cleanliness, pantry service, nursing care, physician 

care and overall perception. Besides, socio-demographic characteristics of patients such as age, 

sex, address and education-level were also included in the study. The answers for various 

services were obtained in the form of ‘not satisfied’ and ‘satisfied’. In this study, it was observed 

that patients’ satisfaction was greatly influenced by timing of admission, MRD, pharmacy, 

pantry services, nursing care and doctor’s care. The findings further revealed that their 

satisfaction with various services of the hospital was not influenced by age, address, 

qualification, duration of hospital stay and cleanliness. In the era of quality patient care, 

assessment of patients’ satisfaction with various services is essential and plays a pivotal role in 

evaluating the present services, which in turn, helps in planning and implementing improved 

services in future, besides reducing the litigation. 

 

Statement of Problem   

 Health care is the fundamental to the quality of life. Today the better educated, 

sophisticated, more health conscious patients make judgments and discriminations about the 

hospital services. Hospitals today have to care the ever changing needs of the patients. Their 

expectations must be met as far as possible and their attitude towards the hospital has to be 

monitored. With the increased awareness and increased importance of the hospitals, their 

functioning of the hospitals is becoming more and more complex and the hospitals services is 

also criticized in different back ground by the patients. Generally the hospital services are 

categorized as health care services, supportive services, auxiliary services and peripheral 

services. Among these factors, supportive services play a major dominant criterion in affecting 

the patient’s satisfaction. A patient feels unsatisfied on the cost of services, bad experience in 

previous ailment of services, negative responses on the services of non-paramedical and 

administrative staff etc., which affect the name & fame of the hospitals. Thus a cross sectional 

study is undertaken to know the effective factors of inpatients satisfaction on the supportive 

services. 

 

Objectives of the study  

 On the basis of the rationale behind this study, the following Objectives have been 

determined. Data was gathered using questionnaire that its validity was obtained using the 

content validity. The questionnaire included questions on various aspects of inpatient care that 

play important role in Patients’ satisfaction as follows: 

1. To Study the inpatients personal profile in the Study area. 
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2. To identify the level of satisfaction on the services of the paramedical and Non-paramedical 

staff of the Study area.  

3. To study the relationship between patients and treatment providers. 

4. To suggest suitable measures to improve the services rendered by the multispecialty 

hospitals of Trichy to the immediately admitted populace. 

 

Research Design 

 The Research Design for the study would be Descriptive and Analytical in nature, executed 

as below: 

• Sample Size: The sample size for the study is 748 respondents selected on the basis of 

Convenient Random Sampling Method from the patients of 5 selected Multispecialty 

Hospitals of Trichy. Among 748 respondents, 164 respondents studied are from Apollo 

Hospital, 76 respondents are from ABC Hospital, 108 are from GVN, 357 are from KMC 

and rest 43 are studied from Maruthi multispecialty Hospital. 

• Sources of Data: For the purpose of the study, Primary data has been collected using a 

well-structured Interview Schedule and secondary data has been collected from published 

research articles, books and magazines, Online and Offline Journals. 

 

Tools for analysis 

 The Primary data collected have been analysed and interpreted using simple frequencies, 

percentages, Chi- Square test, ANOVA. Mean ± Standard and frequency percent were used to 

present descriptive statistics. Reliability of the questionnaire was checked using KMO and 

Bartlett's Test coefficient and was estimated to be about 84.8 %. To find the most important 

dimensions of patient satisfaction, exploratory factor analysis were used. Extraction method in 

factor analysis was principal component analysis. The summation of satisfaction scores of the 

questions that made a factor was computed. For example, factor 1 consisted of the questions 

that their factors loadings are bigger than 0.66. Total Patients’ satisfaction was defined as 

summation questions factors 1 to 6. To compute loading of factors Varimax Rotation was used.  

Thus the paper has been organized as follows: section1 represents an introduction to the 

methodology adopted for the study with support of theory, section 2 reviews the conceptual & 

literature views on analyzing patients satisfaction, section 3 presents a brief history of selected 

multispecialty hospitals for study, section 4 presents the results of Data analysis and section 5 

represent the recommendations and concludes. 

 

Results of Data Analysis 

Personal Back ground 

• 66 percent of the respondents studied are Male and 54 percent of them are female. 

• 24 percent of them are aged above 55 years. 

• 13 percent of them studied are Illiterates. 

• 13 percent of the patients residents belongs to urban areas, 65 percent of them are from 

Rural areas and rest 22 percent of them are from Suburban areas. 

• 24 percent of respondents are employed in Private concern. 

• 55 percent of the respondents are Married. 

• 40 percent of them earn above Rs. 40001 income group  
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Social impact on the Respondents 

• 14 percent of the respondents studied are the patients of GVN Hospital, 10 percent of them 

are patients of ABC Hospital, 22 percent of them are from Apollo Hospital, 48 percent are 

from KMC and rest 6 percent of them studied are the patients of Maruthi Hospital. 

• 52 percent of the respondents admitted as specialist service treatment in the hospital.  

• 55 percent of them stayed for less than 10 days in hospital. 

• 57 percent of the respondents are unaware of health insurance and rest 66 percent of them 

insured their life under health insurance schemes. 

• 38 percent of them consider the Cost of Care as normal and bearable. 

• 49 percent of the respondents opined neutrally satisfied with the Overall services of these 

hospitals. 

 

Opinion on the services of Paramedical staff (Nurses, pharmacist & Technician) 

• The mean score of service attitude of Nurses is 3.96 and standard deviation is 1.128. 

• 23 percent of the respondents are satisfied with the nurse’s responses for their queries. 

• The mean score and the standard deviation of the services of Nurses are 3.94 and 1.110. 

• 28 percent of them are satisfied with the professional services of nurses. 

• The mean score and the standard deviation on the issues of the medicines by pharmacist as 

per doctor’s prescription are 3.81 and 1.124. 

• 29 percent of them are satisfied with the proper dosage information given by the 

pharmacist.  

• The mean score and the standard deviation of the computerized bills issued in the 

pharmacy are 3.85 and 1.134. 

• 45 percent of the respondents accepted that adequate & skilled personals are appointed for 

Technical services. 

• The mean score and the standard deviation on the presence of physician control over the 

technical reports of the patients test are 3.59 and 1.173. 

• 30 percent of the respondents opined neutrally satisfied with the timely receipt of 

computerized reports. 

• The mean score and the standard deviation on the regular sterilization of all materials and 

equipments done in hospitals are 3.69 and 1.122.  

 

Opinion on the services of Administrative Staff (front line staff, Housekeepers & 

Ambulance drivers) 

• 29 percent of the respondents are satisfied with the service attitude of Administrative Staff. 

• 23 percent of them are satisfied with the time taken for giving the responses by the 

Administrative staff to the queries of patients. 

• The mean score and the standard deviation on the Bills are clear and understandable are 

3.85 and 1.134. 

• The mean score and the standard deviation on the historical records of patients maintained 

are 3.95 and 1.148. 

• 25 percent of them are satisfied with the case histories references made by doctor during the 

patients visit. 
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• The mean score and the standard deviation on the free charge of food given to patients of 

private hospitals are 4.05 and 1.109. 

• 42 percent of the respondents are dissatisfied with the laundry services of private hospitals. 

• The mean score and the standard deviation on the daily change of bed spread in these 

hospitals are 3.59 and 1.167. 

• 32 percent of them accepted and satisfied on the timely availability of ambulance services. 

• The mean score and the standard deviation on the immediate treatment given to the 

patients in the ambulance are 3.94 and 1.123. 

• 33 percent of the respondents are neutrally satisfied with the cleanliness of ambulance. 

 

Statistical Results 

 ANOVA test for Residential Status of the Opinion on Supportive Services of multispecialty 

hospitals 

 

Hypothesis 

 Null hypothesis H0- There is no significant relationship between the mean score of 

Residential Status of customers’ opinion on supportive services of multispecialty hospitals. 

 Alternative hypothesis H1- There is significant relationship between the mean score of 

Residential Status of the customers’ opinion on supportive services of multispecialty hospitals. 

 

Table 1 ANOVA test for Residential Status of the Opinion on  

Supportive Services of Multispecialty Hospitals 

Opinion on Supportive Services of multispecialty hospitals F – Value 
Significant 

Value 

Service attitude is Friendly and kindly .501 .606 

They give proper and clear announcement 1.557 .211 

They regularly check and gives prompt and personalized services. 1.795 .167 

The nurses are professional, skillful and acted in an organized way .217 .805 

Staff are polite and easily approachable 1.425 .241 

Staff takes time and answer the queries raised 2.568 .077 

Bills are clear and easy to understand. .671 .512 

They maintained Past records of patients visit 3.979 .019 

Case histories of patients are easily checked 1.055 .349 

Gives you the doctor's advised medicine. 1.538 .216 

Refers clearly about the dosage. 2.410 .090 

Computerized billing pattern is followed. 2.694 .068 

Very skilled and adequate personnel. .841 .432 

Works under the control of experienced physician .652 .521 

Computerized Report is timely provided under physician 

verification 

.901 .406 

Correct and prompt report is issued 2.811 .061 

Instruments used by the doctors are sterilized daily 4.497 .011 

Materials, garments are also sterilized .261 .771 

A provision of free of charge of food given  is 1.022 .360 
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Dietary &Nutritious food served to patients  is 6.948 .001 

Efficient mechanical laundry services offered is 2.004 .136 

Bacteria free washed clothes offered  is 2.180 .114 

Daily change of Bed spread done is .084 .920 

The length of time taken by the ambulance service to arrive is 1.923 .147 

The immediate treatment given in the ambulance to the patients is 1.036 .355 

The ambulance is clean and maintained properly 6.104 .002 

Source: Output generated from SPSS 20 

 Based on the result generated by SPSS 20, the significant values of all the variables related 
to the service quality of hotels in respect of customers’ opinion on supportive services of 
multispecialty hospitals are greater than 0.05. So the null hypothesis is accepted in these cases. 
Therefore, there is no significant relationship between the mean score of Residential Status of 
the customer and service quality of hospitals in respect of customers’ opinion on supportive 
services of multispecialty hospitals.  
 Friedman Test for Significant Difference between Mean Ranks of Opinion on Supportive 

Services of Multispecialty Hospitals 

 Null Hypothesis: There is no significant difference between mean ranks towards the 

customers’ opinion on supportive services of multispecialty hospitals. 

 Alternative Hypothesis: There is a significant difference between mean ranks towards the 

customers’ opinion on supportive services of multispecialty hospitals. 

 

Table 2 Friedman Test for Significant Difference between Mean Ranks Towards the  

Opinion on Supportive Services of Multispecialty Hospitals 

Customers’ opinion on supportive 

services of multispecialty hospitals 

Mean 

Rank 

Chi-Square 

value 

Degrees of 

freedom 

Asymp. 

Significant 

Service attitude is Friendly and kindly 14.11 

438.862 25 .000 

They give proper and clear 

announcement 
12.53 

They regularly check and give prompt 

and personalised services. 
13.90 

The nurses are professional, skillful and 

acted in an organised way 
13.24 

Staff are polite and easily approachable 12.31 

Staff takes time and answer the queries 

raised 
15.32 

Bills are clear and easy to understand. 13.25 

They maintained Past records of patients 

visit 
14.16 

Case histories of patients are easily 

checked 
12.60 

Gives you the doctor's advised medicine. 13.35 

Refers clearly about the dosage. 13.25 
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Computerised billing pattern is followed. 14.12 

Very skilled and adequate personnel. 14.05 

Works under the control of experienced 

physician 
11.54 

Computerised Report is timely provided 

under physician verification 
14.69 

Correct and prompt report is issued 14.13 

Instruments used by the doctors are 

sterilized daily 
13.43 

Materials, garments are also sterilized 12.12 

A provision of free of charge of food 

given  is 
14.93 

Dietary &Nutritious food served to 

patients  is 
12.35 

Efficient mechanical laundry services 

offered is 
13.86 

Bacteria free washed clothes offered  is 14.00 

Daily change of Bed spread done is 11.52 

The length of time taken by the 

ambulance service to arrive is 
14.95 

The immediate treatment given in the 

ambulance to the patients is 
13.92 

The ambulance is clean and maintained 

properly 
13.40 

Source: Output generated from SPSS 20 

 From the above table, it is found out that all the variables related to the customers’ opinion 
on supportive services of the hospital industry had significance value less than 0.05 at 1 Per cent 
significance, thus the null hypothesis is rejected. Thus, it is concluded that there is significant 
difference between mean ranks towards customers’ opinion on health care services. Out of the 
twenty customers’ opinion on supportive services variables, the “Enough spacious between 
wards” has the highest rank (15.32). 
 

Factor Analysis for Opinion on Supportive Services of Multispecialty Hospitals 

 KMO and Bartlett's Test The dimensionality of Opinion on Supportive Services of 

multispecialty hospitals was examined using factor analysis based on twenty individual 

statements and the reliability of the subsequent factor structures was then tested for internal 

consistency of the grouping of the items. The twenty six factors of customers’ opinion on 

supportive services statements are related one another. 
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Table 3 KMO and Bartlett's Test of Opinion on Supportive Services of  

Multispecialty Hospitals 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .848 

Bartlett's Test of Sphericity 

Approx. Chi-Square 19432.510 

Degree of freedom 325 

Significant. .000 

Source: Output generated from SPSS 20 

 High value of KMO (0.848 > .05) of indicates that factor analysis is useful for the present 
data. The significant value for Bartlett’s test of Sphericity is 0.000 and is less than 0.05 which 
indicates that there exists significant relationships among the variables. The resultant value of 
KMO test and Bartlett’s test indicates that the present data is useful for factor analysis. 

 

Table 4 Total Variance Explained for Opinion on Supportive Services of  

Multispecialty Hospitals 

C
o
m
p
o
n
en
t 

Initial Eigen values 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1 11.528 44.337 44.337 11.528 44.337 44.337 4.512 17.353 17.353 

2 2.354 9.054 53.391 2.354 9.054 53.391 4.317 16.602 33.955 

3 1.829 7.033 60.424 1.829 7.033 60.424 3.880 14.923 48.878 

4 1.665 6.404 66.828 1.665 6.404 66.828 2.902 11.160 60.038 

5 1.431 5.506 72.334 1.431 5.506 72.334 2.738 10.529 70.567 

6 1.204 4.631 76.965 1.204 4.631 76.965 1.663 6.398 76.965 

7 .945 3.636 80.601       

8 .924 3.552 84.153       

9 .532 2.046 86.199       

10 .501 1.927 88.126       

11 .452 1.737 89.863       

12 .380 1.463 91.326       

13 .318 1.223 92.549       

14 .295 1.134 93.683       

15 .247 .950 94.633       

16 .224 .862 95.495       

17 .215 .826 96.321       

18 .169 .650 96.972       

19 .159 .612 97.583       

20 .144 .553 98.136       

21 .125 .481 98.617       

22 .115 .442 99.059       

23 .098 .377 99.436       

24 .065 .250 99.686       

25 .049 .187 99.873       

26 .033 .127 100.000       

Extraction Method: Principal Component Analysis. 

Source: Output generated from SPSS 20 

 All the statements of the customers’ opinion on supportive services are loaded on the 
twenty six factors. The total variance accounted for, by all the six factors with Eigen value 
greater than 1 is 76.965 percent and the remaining variance is explained by other variables. 
Among the six factors, the first factor accounts for around 17.353 percent of variance which is 
the prime criteria considered in customers’ opinion on supportive services. 
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Table 5 Rotated Component Matrix of Opinion on Supportive Services of  

Multispecialty Hospitals 

Rotated Component Matrix 
Component 

1 2 3 4 5 6 

Instruments used by the doctors are sterilized daily .861 .267 .203 .203 .058 .013 

Refers clearly about the dosage. .811 .279 .136 .231 .216 .099 

They give proper and clear announcement .799 .252 .155 .158 .122 .082 

Dietary &Nutritious food served to patients  is .711 .048 .211 .006 .227 .270 

The ambulance is clean and maintained properly .676 .068 .431 .092 .217 .301 

They maintained Past records of patients visit .640 .065 .511 .163 .238 .146 

The immediate treatment given in the ambulance to the 

patients is 
.279 .811 .211 .316 .106 .088 

Bills are clear and easy to understand. .320 .797 .166 .250 .040 .061 

The nurses are professional, skillful and acted in an 

organised way 
.260 .754 .001 .219 .258 .112 

Very skilled and adequate personnel. .122 .735 .383 .132 .219 .109 

Correct and prompt report is issued .046 .652 .470 .150 .281 .248 

Bacteria free washed clothes offered  is .014 .642 .481 .126 .265 .256 

Computerized billing pattern is followed. .215 .208 .745 .144 .124 .046 

Materials, garments are also sterilized .233 .069 .719 .225 .023 .202 

They regularly check and gives prompt and 

personalized services. 
.265 .296 .679 .188 .133 .063 

Efficient mechanical laundry services offered is .282 .359 .662 .170 .036 .028 

Case histories of patients are easily checked .403 .265 .491 .317 .007 .378 

Computerized Report is timely provided under 

physician verification 
.280 .382 .127 .808 .040 .077 

Staff takes time and answer the queries raised .137 .215 .308 .800 .151 .090 

The length of time taken by the ambulance service to 

arrive is 
.123 .200 .305 .793 .209 .133 

A provision of free of charge of food given  is .449 .396 .055 .479 .095 .223 

Works under the control of experienced physician .103 .162 .040 .062 .897 .055 

Daily change of Bed spread done is .123 .228 .024 .087 .863 .108 

Staff are polite and easily approachable .139 .137 .278 .186 .737 .043 

Gives you the doctor's advised medicine. .207 .184 .237 .218 .027 .758 

Service attitude is Friendly and kindly .155 .018 .284 .022 .185 .660 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 10 iterations. 

Source: Output generated from SPSS 20 

 

The statements are converted into 6 factors using factor analysis 

 The following four aspects related to customers’ opinion on supportive services are 

converted into a single factor Refers the best quality medicine, The Medical aid is made 

available round the clock, Good professionals & competent doctors, Listen the patients queries 
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& answer politely. The following four aspects related to customers’ opinion on supportive 

services are converted into a single factor. Clean and hygienic toilet room, Availability of 

number of beds, Enough spacious between wards, Health checkup is based on correct order 

token system.. 

 The following three aspects related to customers’ opinion on supportive services are 

converted into a single factor. Presence of power, lighting, and essential infrastructure facilities, 

Presence of adequate number of beds, Neat and bacteria free theatre with pre- anesthesia room. 

 The following three aspects related to customers’ opinion on supportive services are 

converted into a single factor. Adequate & trained Staffing, Regular visit by doctor, Availability 

of life saving drugs. The following three aspects related to customers’ opinion on supportive 

services are converted into a single factor. Timely service, Proper functioning of machines, 

Patients general body checkup (height, weight, B/P). 

 Apart from that, the dimension “customers’ opinion on supportive services” comprises 26 

statements. Out of twenty six statements, six statements contribute more towards service 

quality of hospitals in respect of supportive services. The statements are (1) Refers the best 

quality medicine (2) Clean and hygienic toilet room is (3) Presence of power, lighting, and 

essential infrastructure facilities (4) Adequate & trained Staffing (5) Timely service (6) Presence 

of simple and mini laboratory. 

 

Suggestion 

• The current study recommends the following few remedies to the management of hospital 

• The special training programs initiating the human relationship must be arranged once in a 

year for all paramedical staff members that emphasis a good relationship exist among staff 

and patients. 

• The management executives of the hospital must take care in preparing the details of 

hospital bills and it must be clearly understandable to the respondents. 

• A separate room for maintaining the records of all clients must be arranged in hospitals. So 

that if required easily a case history can be verified. 

• The hospitals can raise fund from Government & WHO’s to arrange free of charge of 

dietary and nutritious food to patients admitted in hospitals. 

• A proper mechanical and daily laundry system must be introduced and ensured that 

bacteria free clothes are used in hospitals. 

• The hospital can create the awareness programs in educating the rural area population 

about the effect of using the banned products. 

• The Government can adhere to the strict action in banning the products that affect public’s 

health. 

• The seller can be imprisoned or fined heavily in case of selling the products that affect 

public’s health. 

 

Conclusion 

 This research study examined the healthcare supportive services to the patients admitted in 

the selected multi specialty hospitals of Trichy. The study was analysed on the basis of various 

dimensions namely personal and demographic factors, services of Paramedical staff like 

Nurses, pharmacist, Technicians, Housekeepers and Non paramedical Staff like administrative 

staff members, Ambulance attenders etc. The study showed the good result on the supportive 
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services rendered to the patients. The suggestions regarding training program, clear & 

legitimate bill preparation, a separate room for Case history record maintenance, supply of free 

of charge of dietary & nutritious food and ensuring good housekeeping services are forwarded 

to the management of Multispecialty Hospitals. The hospital must understand the weak areas 

and plan for better delivery of services to the patients. Thus the study is a valid and internally 

reliable tool for assessing patient satisfaction with the healthcare supportive services. 
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Abstract 
 The present study proposes to investigate, the impact of demonetization, on Indian sectoral indices. Eleven sectors 

of NSE were selected as sample indices and daily prices, for February 2016 to August 2017of Pre and Post 

Demonetization, were taken for the study. Descriptive statistics, Augmented Dickey–Fuller Test and GARCH  

(1, 1) Model were used to find out whether daily prices of all the sample indices were normally 
distributed and stationary, at level difference. Out of eleven sample indices, only PSU Bank, Auto, Bank, 

Financial Service Sectors were highly volatile. Hence the study concluded that demonetization did not affect all the 

Indian sectors. 

Keywords: Demonetization, Sectoral Indices, Descriptive statistics, Augmented Dickey–Fuller Test and GARCH 

(1, 1) Model. 

 

Introduction 

 Everyone is aware about the demonetization policy of the Government when it banned Rs. 

500 & Rs. 1000 currency notes. Demonetisation recorded a pretty bad impact on SMEs, small 

traders, real estate, transport sector, consumer durable goods industry. It also affected the rural 

area business as over there, majority of transactions are made in cash. The ban on Rs. 500 and 

Rs. 1000 currency notes exercised impact on those industries where hardcore cash transactions 

are made. Many industries were benefitted by the demonetization policy while many suffered. 

But overall, the demand has already declined by 30%-40% due to lack of money with the 

consumers. As the demand went down, the profits for the quarter, ending December’16 went 

down. The demand will catch up as the dust settles down. The economy will stabilize as soon 

as there is enough new currency in the hands of people. Demonetization led to a situation 

where the country suddenly felt short of the money that it needed to enable the transactions. 

This led to decrease in prices of goods and services. Until money came back into circulation, 

the purchasing power of people negatively impacted the prices in various industries, like real 

estate, automobiles, steel, cement, etc, which in turn affected the prices of stocks negatively. 

The sectors affected by demonetization were Banking, Automobiles, Cement, Telecom, Real 

Estate, Paint, Pharmaceutical, FMCG, Building Material, NBFC and Agriculture. 

Demonetization in India, Consumer goods, and President Election in US, affected the stock 

market, where market indices dropped to a six month low in the week following the 

announcement of demonetization. BSE crashed around 1689 points and NIFTY, over 541 

points. Hence there is a need to understand how much the demonetization had affected the 

stock prices, by analysing the stock price movement, during the period of pre and post 

demonetization. 
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Review of Literature 

 Michael D. Bordo et al,. (2009), in the paper entitled, “Identifying the effects of an 

exchange rate depreciation on country risk: Evidence from a natural experiment”, explained 

the exchange rate depreciation and perceived sovereign risk.  

 Ricardo T. Fernholz et al ,. (2017), in the paper entitled, “Pulling up the tarnished anchor: 

The end of silver as a global unit of account”, attempt to explore the price dynamics when a 

commodity-based money ceases to function as a global unit of account. The study found that 

the global monetary standards anchor prices.  

 John Gibson et al,. (2008), in the paper entitled, “CPI bias and real living standards in 

Russia during the transition”, analysed changes in real living standards in Russia, during the 

transition period, to provide an estimate of how much Russian CPI had overstated the 

consumer inflation. The study found that the official Russian CPI had overstated the rise in the 

cost of living and hence understated the real income growth during the transition period.   

 Adrian E. Tschoegl (2010) in the paper entitled,” The international diffusion of an 

innovation: The spread of decimal currency”, founded that decimalization of currency diffused, 

as a consequence of all three forms of isomorphism: normative, coercive, and mimetic.  

 Gang-Jin Wang et al,. (2016) in the paper entitled, “Extreme risk spill over effects in world 

gold markets and the global financial crisis”, investigated extreme risk spill over effects among 

four major world gold markets. The study found that gold market participants were able to 

monitor and control extreme risk and the spill over effects of risk. 

 Prabhsimran Singh et al,.(2017) in the paper entitled, ” Sentiment analysis of 

demonetization of 500 & 1000 rupee banknotes by Indian Government”, analysed the 

demonetization of high denomination currency by the Indian Government, that took effect  

from midnight on November 8, 2016. The study concluded that out of 30 (29 States and the 

national capital, New Delhi) States considered for the analysis, only nine states recorded 

negative sentiment and they were not happy with the demonetization policy. 

 

Statement of the Problem 

 Whenever a new government policy is implemented, it always has some negative 

repercussions, particularly for the common people. Prabhsimran Singh et al, (2017) shows that 

large shares of Indian people were happy with demonetization policy. During the initial days, 

the sentiment of the Indian people was more towards the negative side as the common man 

had to suffer many hardships. Ultimately, as the new banknotes were made available, the 

overall sentiment of the people became positive. Various social economic factors, such as a 

higher percentage of rural population, which experienced hardship in obtaining new bank notes 

and a lack of known alternatives that could be used for performing various banking operations, 

were factors that explained this displeasure. In the period of demonetization, the Banking 

Sectors performance also suffered from obtaining the new notes and employee’s working 

performance. The demonetization effect influenced all sectors, especially in Banking Sector in 

the stock market. In this connection, this study will investigate the pre and post period of 

demonetization effect in the Indian stock market. 

 

Objectives of the Study 

 The study is focused on the impact of demonetization on Indian sectoral indices. For 

analyzing the main objective, the study formulated following objectives: 
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1. To test the normality and stationarity of daily prices of sample sectoral indices, during Pre 

and Post Demonetization period. 

2. To analyse the volatility of daily prices of sample sectoral indices during Pre and Post 

Demonetization period. 

 

Hypotheses of the Study 

H01:Daily prices of sample sectoral indices were not normally distributed during the Pre and      

Post Demonetisation period  

H02:Daily prices of sample sectoral indices were not stationary during the Pre and Post 

Demonetization period  

H03:Daily prices of sample sectoral indices were not significantly volatile during the Pre and 

Post Demonetisation period  

 

Methodology  

 NSE is a one of the largest capital markets in India. Hence this study used the 11 sectoral 

indices -AUTO, BANK, FINANCIAL SERVICES, FMCG, IT, MEDIA, METAL, 

PHARMA, PRIVATE BANK, PSU BANK, REALTY of NSE, as sample indices. The study 

was mainly based on secondary data. The required daily prices of the sectoral indices were 

collected from Official website of NSE and it is collected for the period of from February 2016 

to August 2017 for Pre and Post Demonetization. For analysing the Hypothesis the study used 

descriptive statistics, Augmented Dickey–Fuller Test, GARCH (1, 1) Model. 

 

Results and Discussions 

Pre Demonetization 

Table 1 Results of Descriptive Statistics for Daily Prices of Sample Sectoral  

Indices During the Pre Demonetisation Period 

  Mean Std. Dev. Skewness Kurtosis Jarque-Bera 

Auto 0.001501 0.012458 0.197731 4.028839 9.516721 

Bank 0.001321 0.012287 0.239804 4.334278 15.74753 

Financial_Services 0.001194 0.011386 0.020631 4.230722 11.87831 

FMCG 0.000737 0.010658 0.486657 5.685198 63.9014 

It -0.000612 0.010656 -0.07159 4.479659 17.31083 

Media 0.000905 0.014285 0.179825 4.543237 19.66894 

Metal 0.002788 0.017622 0.438605 7.634593 174.2834 

Pharma -0.000372 0.011327 -0.32328 4.9663 33.56107 

Private_Bank 0.001296 0.011985 0.191309 4.304545 14.47783 

Psu_Bank 0.002013 0.023176 0.525977 5.192542 46.32513 

Realty 0.001533 0.018674 -0.20162 5.147566 37.40148 

Source: Data Collected from Official Website of NSE and Computed In E-Views 

 The Table 1 exhibits the results of Descriptive Statistics, for the sample indices, during the 
Pre Demonetisation period. All the sample indices recorded positive return, except S&P 
Phrama index (-0.000372) and S&P IT Index (-0.000612). S&P Metal and PSU Bank Index 
enjoyed high return (0.002788), (0.002013) with high risk (0.023176). Skewness values for daily 
returns of AUTO, BANK, FINANCIAL SERVICES, FMCG, MEDIA, METAL, PRIVATE 
BANK and PSU BANK were positively skewed and IT, PHARMA and REALTY were 
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negatively skewed. Kurtosis value for the sample indices showed that all the sample indices 
were lepto kurtic. Jarque-Bera values indicated that daily returns of all the sample indices were 
normally distributed during the study period. Hence the Null hypothesis NH01: “Daily prices of 
sample sectoral indices were not normally distributed during the pre demonetisation period” is 
rejected.  

Table 2 Results of ADF Test for Daily Prices of Sample Sectoral Indices  

During the Pre Demonetisation Period 

Sectoral Indices ADF Test 
Test critical values: 

1% level 5% level 10% level 

Auto -12.76097 -3.465392 -2.876843 -2.57501 

Bank -11.71119 -3.465392 -2.876843 -2.57501 

Financial -11.71119 -3.465392 -2.876843 -2.57501 

FMCG -14.01558 -3.465392 -2.876843 -2.57501 

It -12.05044 -3.465392 -2.876843 -2.57501 

Media -14.78141 -3.465392 -2.876843 -2.57501 

Metal -13.94115 -3.465392 -2.876843 -2.57501 

Pharma -14.22676 -3.465392 -2.876843 -2.57501 

Private_bank -11.57047 -3.465392 -2.876843 -2.57501 

Psu_bank -13.45918 -3.465392 -2.876843 -2.57501 

Realty -12.67428 -3.465392 -2.876843 -2.57501 

Source: Data Collected from Official Website of NSE and Computed In E-Views 

 Table 2 shows the results of Augumented Dikey Fuller Test for daily prices of sample 

indices, during the pre demonetisation period. The result revealed that all the sample indices 

were stationary at level difference because of ADF values for sample indices - AUTO  

(-12.76097) , BANK (-11.71119), FINANCIAL SERVICES (-11.71119), FMCG (-14.01558), 

IT (-12.05044), MEDIA (-14.78141), METAL (-13.94115), PHARMA(-14.22676), PRIVATE 

BANK (-11.57047), PSU BANK (-13.45918), REALTY\(-12.67428) were less than the test 

critical value at 1%, 5% and 10% levels. Hence reject the null hypothesis NH02 “Daily prices of 

Sample sectoral indices were not stationary during the pre Demonetization period “.   

 

Table 3 Results of GARCH (1, 1) Model for Daily Prices of Sample Sectoral  

Indices during the Pre Demonetisation Period 

Sectoral Indices ARCH(-1) GARCH(-1) Probability 

Auto -0.034854 1.027179 0.0761 

Bank -0.03143 1.028142 0.1071 

Financial services -0.025161 1.008465 0.0806 

FMCG -0.038738 0.653207 0.4772 

It 0.066855 0.166423 0.467 

Media 0.098897 0.819627 0.0976 

Metal -0.067156 1.019859 0.0166 

Pharma 0.009752 0.911052 0.8261 

Private bank -0.029552 1.017782 0.1079 

Psu bank -0.014901 1.026233 0.1946 

Realty 0.214633 0.418231 0.5159 

Source: Data Collected from Official Website of NSE and Computed In E-Views 
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 Table 3 shows the results of GARCH (1,1) Model, for daily prices of sample sectoral 
indices, during the pre Demonetization period. All the sample indices were volatile during the 
pre demonetisation period. PSU Bank index (0.927238) was highly volatile compared to other 
sectoral indices and it was followed by Auto Index (0.992325), Bank Index (0.996712) and 
Financial Services Index (0.983304). The low volatility was found in IT Index (0.233278). 
Therefore, the null hypothesis NH03, “Daily prices of Sample sectoral indices are not 
significantly volatile during the Pre demonetization period”, is rejected  

 

Post Demonetization 

Table 4 Results of Descriptive Statistics for Daily Prices of Sample Sectoral  

Indices during the Post Demonetisation Period 

Sectoral Indices Mean Std. Dev. Skewness Kurtosis Jarque-Bera 

Auto  0.00044 0.010791 -0.96752 7.37029 191.3172 

Bank  0.00113 0.008877 0.265944 4.53872 22.19869 

Financial services 0.00123 0.008436 0.083218 4.39566 16.54556 

FMCG 0.001 0.011444 -0.65474 9.41234 358.7258 

It 0.00048 0.010012 0.312908 5.38638 50.9743 

Media 0.00030 0.012058 -0.42787 4.24857 19.18907 

Metal 0.00136 0.014904 0.238664 4.51119 21.03432 

Pharma -0.00095 0.011758 -0.04355 3.72165 4.42505 

Private bank 0.001149 0.008931 0.003611 4.610184 21.71425 

Psu bank 0.000373 0.016532 0.232757 7.51289 172.3816 

Realty 0.002502 0.017916 -0.11428 5.986662 75.14378 

Source: Data Collected from Official Website of NSE and Computed In E-Views 

 Table 4 exhibits the results of Descriptive Statistics for the sample indices, during the post 
Demonetisation period. All the sample indices recorded positive return, except S&P Pharma 
index (-0.00095). S&P Realty Index registered high return (0.002502), with high risk 
(0.017916). Skewness values, for daily returns of BANK, FINANCIAL SERVICES, IT, 
METAL, PRIVATE BANK and PSU BANK, were positively skewed and AUTO (), FMCG, 
MEDIA, PHARMA and REALTY were negatively skewed. Kurtosis values for the sample 
indices, showed that all the sample indices were lepto kurtic. Jarque-Bera values indicated that 
daily returns of all the sample indices were normally distributed during the study period. Hence 
the Null hypothesis NH01: “Daily prices of sample sectoral indices were not normally 
distributed during the post demonetisation period” is rejected.  

 

Table 5 Results of ADF Test for Daily Prices of Sample Sectoral Indices  

During the Post Demonetisation Period 

Sectoral Indices ADF Test 
Test critical values: 

1% level 5% level 10% level 

Auto -13.0469 -3.46307 -2.87583 -2.57446 

Bank -14.8656 -3.46307 -2.87583 -2.57446 

Financial services -13.7178 -3.46307 -2.87583 -2.57446 

FMCG -13.3427 -3.46307 -2.87583 -2.57446 

It -14.1615 -3.46307 -2.87583 -2.57446 

Media -13.7751 -3.46307 -2.87583 -2.57446 
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Metal -14.5832 -3.46307 -2.87583 -2.57446 

Pharma -11.8864 -3.46307 -2.87583 -2.57446 

Private bank -14.3252 -3.46307 -2.87583 -2.57446 

PSU bank -16.3714 -3.46307 -2.87583 -2.57446 

Realty -14.22 -3.46307 -2.87583 -2.57446 

Source: Data Collected from Official Website of NSE and Computed In E-Views 

 Table 5 displays the results of Augumented Dikey Fuller Test, for daily prices of sample 
indices, during the Post demonetisation period. The result revealed that all the sample indices 
were stationary at level difference because ADF values for sample indices -  AUTO (-13.0469), 
BANK (-14.8656),FINANCIAL SERVICES (-13.7178), FMCG (-13.3427),IT  
(-14.1615),MEDIA (-13.7751),METAL (-14.5832),PHARMA (-11.8864),PRIVATE BANK  
(-14.3252), PSU BANK (-16.3714), REALTY (-14.22) were less than the test critical value, at 
1%, 5% and 10% levels. Hence reject the null hypothesis NH02, “Daily Prices of Sample 
sectoral indices were not stationary during the post Demonetization period “.   

 

Table 6 Results of GARCH (1,1) Model for Daily Prices of Sample Sectoral  

Indices during the Post Demonetisation Period 

Sectoral Indices ARCH(-1) GARCH(-1) Probability 

Auto 0.077476 0.80073 0.001 

Bank -0.10962 1.018788 0.001 

Financial services 0.023859 0.862713 0.0057 

FMCG 0.313076 0.252521 0.1588 

It -0.053804 0.909648 0.8038 

Media 0.148931 0.682312 0.238 

Metal 0.014452 0.774725 0.1616 

Pharma 0.260499 0.309878 0.6498 

Private bank -0.055584 0.982822 0.003 

PSU bank 0.008506 0.768267 0.8068 

Realty 0.026434 0.786685 0.0189 

Source: Data Collected from Official Website of NSE and Computed In E-Views 

 Table 6 shows the results of GARCH (1,1) Model, for daily prices of sample sectoral 

indices, during the post Demonetization period. All the sample indices were volatile during the 

post demonetisation period. Private Bank index (0.927238) was highly volatile compared to the 

other sectoral indices and it was followed by Bank Index (0.909168) and Financial Services 

Index. Low volatility was found in FMCG Sector .Therefore, the null hypothesis NH03, “Daily 

prices of Sample sectoral indices were not significantly volatile during the post demonetization 

period”, is rejected.  

 

Conclusion 

 The impact on stock market was temporary i.e. the prices of stocks were fluctuating in the 

week of announcement of demonetization. The study analysed the volatility of daily prices of 

sample sectoral indices, during the pre and post demonetization period. Descriptive statistics 

and Augmented Dickey–Fuller Test were employed to find out whether all the sample indices 

were normally distributed and stationary at level difference. The results of  GARCH (1,1) 

Model indicated that all the sample indices were volatile during Pre and Post Demonetization. 

PSU Bank, Auto, Bank, Financial Service sectors were highly volatile compared to other 
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sample indices, during the Pre and Post Demonetization period. But overall, in the study 

proved theoretically that the demonetization did not affect the stock market to an extent that 

investors expected.  Therefore, investors should watch the market movements, before investing 

their money, into the stock market.  
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Abstract 
 This research study background of the planning process lays great stress on addressing the problem of rural 

development in all its dimensions. The spectre of rural poverty, infrastructural gaps, unemployment, and provision of 

basic amenities, low asset base are issues that warrant appropriate interventions. Rural development must be viewed 

against the fact that more than half of the population in Tamil Nadu (56 per cent) still live in rural areas spreading 

over 12,618 village panchayats. Hence, this paper examine to relationship between budgetary allocation for rural 

development and total budgetary expenditure in Government of Tamil Nadu. 

Secondly, broad view of analyse to the functions of major central and state rural welfare development schemes in 

Tamil Nadu. This study makes use of secondary data relating to budgetary expenditure on Tamil Nadu, various 

development schemes related data in Tamil Nadu from Rural Development and Panchayat Raj Reports, Budgetary 

Documents, Tamil Nadu Development Report and Planning Commission Reports. This present study attempts to 

contextualize regression work in budgetary expenditure on rural development.  The last section concludes the 

discussion. 

Keywords: Infrastructure, Budgetary Allocation, Regression, Employment. 

 

Introduction 

 A district of dichotomy exists between rural and urban areas.  The dichotomy finds 

expression in terms of social dualism, technological dualism and financial dualism.  The 

governments both at the centre and the state have been initiating a number of schemes and 

programmes and redoubling their efforts to make the rural sector more dynamic, vibrant and 

resilient.  The efforts taken by the Government paid much dividend in the field of education, 

health, water supply, rural connectivity, Tele-density, communication network, Technology, 

distribution of banking services, poverty reduction and employment generation  The idea of 

providing urban facilities in rural areas is gaining much currency and momentum.  Provision of 

basic amenities in rural areas occupies a centre stage in the planning of rural development. 

 

Scope of the Study 

 The present study attempts to examine the socio-economic impact of the rural welfare schemes 

in Tamil Nadu.  It examines how far the programmes have helped in raising the income and levels 

of living of the rural poor and in enabling them to overcome the poverty line.  The study would 

provide a framework for drawing suitable guidelines for the empowerment of rural people through 

various welfare schemes in Tamil Nadu.   
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Objectives of the Study 

1. To examine relationship between budgetary allocation for rural development and total 

budgetary expenditure in Government of Tamil Nadu. 

2. To analyse the functions of major central and state rural welfare development schemes in 

Tamil Nadu. 

 

Sources of Data 

 This study makes use of secondary data relating to budgetary expenditure on Tamil Nadu, 

various development schemes related data in Tamil Nadu from Rural Development and 

Panchayat Raj Reports, Budgetary Documents, Tamil Nadu Development Report and 

Planning Commission Reports. 

 

Statistical tools Used 

 Frequency tables were used to understand the divergence in various levels of growth of 

MGNREGA Scheme Self Help Groups Scheme.  Various functional forms of Linear 

Regression Model were used to estimate the cause and effect relationship between the 

dependent and independent variables. 

 

Infrastructure Development 

 The village panchayats are vested with powers to develop infrastructural facilities in the 

villages to bridge the urban rural divide in respect of standard of living, availability of facilities 

like education, health, basic amenities and housing.  The target group being the rural poor, 

efforts is taken up to get them out of the miasma of poverty by providing all their needs.  To 

improve the infrastructure development of the villages in the Stat as a whole, Government of 

India has framed Central and State schemes such as Mahatma Gandhi National Rural 

Employment Guarantee Act, Indira AwaasYoujana, like SwarnaJeyanth Gram 

SwarazgarYojana (SGSY) and AnaithuGramaMarumalarchiThittam (AGMT), etc. 

 

Public Expenditure on Rural Development 

 The endeavor of both state and central Governments has been to alleviate poverty and 

uplift the poorest of the poor through various programmes of income generation, wage 

employment and asset building.  The strategies for providing self-employment generation 

income imparting technology and skill up gradation constitute the core of the rural 

development programmes.  The state is providing substantial funds in addition to central 

allocation to rural areas to carry out rural development activities.   

 

Table 1 Budgetary Expenditure on Rural Development (Rs. in lakhs) 

Year 
Rural 

Development 

Total 

Expenditure 
Year 

Rural 

Development 

Total 

Expenditure 

2001-02 60851 531890 2006-07 145327 1243926 

2002-03 56381 584105 2008-09 178006 1627510 

2003-04 84918 708832 2009-10 202935 1783350 

2004-05 75091 828584 2010-11 359254 2046477 

2005-06 117258 967585 2011-12 300620 2353502 

Source:  Annual Financial Statement (various reports), Government of Tamil Nadu. 
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 The state budgetary expenditure for rural development for the year 2001-02 constituted Rs. 

60,851 lakhs which accounted for 11.44 per cent of the total budgetary allocation. This trend 

increased for the year of 2011-12 in rural development expenditure to Rs. 3, 00,620 which 

contributed for 12.7 per cent of the total budgetary allocation. 

 

Table 2  Budgetary and Rural Development Expenditure – Linear Regression Results 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig R2 F 

Β Std.Error Beta 

(constant) 

Butoexp 

33708.846.151 26137.1.019 .945 1.290 

8.156 

0.233 

0.001 

0.893 66.517 

 Dependent Variable: Budgetary Rural Development Expenditure (in Rs. Lakhs). 

 Independent Variable: Butoexp : Budgetary Total expenditure(in Rs. Lakhs). 

 Yi = β1 + β2 Xi+ Ui 

  = β1 + β2 (Butoexp) + ei 

  = -33708.846 + 0.151(Butoexp) + ei t (8.156) r2 = 0.89 sig (0.001) F = 66.57 

 First, let us interpret this regression. As expected, there are no perfect linear relationships 

between total budgetary expenditure and rural development expenditure by Government of 

Tamil Nadu. If total expenditure went up by additional rupees one lakh in total budgetary 

expenditure, the estimated increase in the mean or average rural development expenditure 

amount to Rs. 15,000. If total budgetary expenditure were zero, the average rural development 

expenditure would be about Rs. -33708.84 lakhs. Because of zero budgetary expenditure value 

is out of the range of values, the Government is working with many development projects in 

rural areas. If budgetary expenditure goes to zero the rural development works need additional 

amount to Rs. 33,708.84 lakhs in subsequent years. Of course, this mechanical interpretation of 

the intercept may not make much economic sense.  The value of r2of 0.89 means that about 89 

per cent of the variation in the rural development expenditure and budgetary expenditure is 

highly positively correlated.   

 

Review of Centrally Sponsored Schemes 

Mahatma Gandhi National Rural Employment Guarantee Scheme 

 This is one of the flagshipprogrammes of Government of India.  The main objective of this 

scheme is to enhance the livelihood security in rural areas by providing 100 days of guaranteed 

wage employment in a financial year to any rural household whose adult members are willing 

to do unskilled manual work.  The MGNREGA was launched in Tamil Nadu in February 2nd 

2005 as per provisions of the National Rural Employment Guarantee Act 2005.  The scheme 

had been implemented in the State in phased manner covering all the 30 districts.  The phase – 

I covered six districts in the state.  The phase – II was introduced and implemented covering 

four more districts from 1st April 2008.  In the phase – II, the remaining 20 districts were 

covered except in the Chennai in the state. 
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Table 3  MGNREGA Funds Released, Expenditure and Mandays Generated 

Year 
Allocation 

(Rs. In Crores) 

Expenditure  

(Rs. in Crores) 

Number of Mandays % of 

Achievement Target Achievement 

2008-2009 1757.76 1005.15 2152.00 1203.60 55.90 

2009-2010 2355.08 1676.37 2391.95 1963.00 82.10 

2010-2011 2997.10 2354.56 2895.00 2685.63 92.80 

Source: Department of Rural Development and Panchayat Raj (various reports), Chennai. 

 The MGNREGA in Tamil Nadu which is a wage employment programme has been 
getting a higher allocation year after year and the expenditure incurred for this scheme was also 
on the increase.  This scheme is intended to generate employment the target had been fully 
achieved during 2012-23.  As of March 2012, a total number of 77.47 lakh households were 
cumulatively registered and job cards were issued by the village panchayat council’s concerned.  
A total number of 49.69 lakh households had received wage employment under this scheme. 
Nearly, a sizeable portion of 83 per cent of total employment generated under MGNEGA was 
shared by women during 2010-11. 

 

Indira Awas Yojana (IAY) 

 The IAY is a scheme for rural BPL families and has been in operation since May 1985.  

Initially the IAY was under the JawagarRozgarYojana (JAY) as a sub scheme and became 

independent since 1997-98. The basic objective of the scheme is to help construction of new 

dwelling units as well as conversion of unserviceable kutcha houses into pacca/semi pacca 

houses to the marginalized sections of the society who are living below the poverty line by 

extending them grants-in-aid. The scheme is funded by the center and state in the ratio of 75:25. 

This unit cost each house is fixed by the Government of India Rs.33, 750 and state contributes 

Rs. 11,250. Besides, the Government of Tamil Nadu gives an additional amount of Rs. 55,000 

for cement concrete roofing of the house form 2010-11. Thus, the unit cost of the house had 

been increased from Rs. 45,000 to Rs. 1, 00,000 and also subsidy of Rs. 2,200 out of the total 

sanitation funds provided to enable each beneficiary to construct a toilet in the IAY house. This 

scheme had gone a long way in reducing the problem of acute housing shortage in rural areas. 

 

Swarna Jeyanthi Gram Swarozgar Yojana (SGSY) 

 This is implemented since April 1999 as a major anti-poverty and self-employment scheme 

for the rural poor, by organizing them into Self Help Groups (SHGs), providing them the skill 

development training and helping them to get credit linkage with financial institutions, to make 

them self-employed and providing infrastructure and marketing support for the products 

produced by them.  The Government of India and State Government share the cost in the ratio 

of 75:25. 

 The SGSY fund is used to provide subsidy for revolving fund assistance and economic loan 

assistance to Self Help Groups.  Part of the scheme component is also utilized for formation of 

groups and conduct of training for capacity-building and skill up gradation.  After the first 

grading, the SHGs are provided with a revolving fund of Rs. 10,000 for first linkage, Rs. 

1,00,000 for second linkage and Rs. 1,50,000 for third and subsequent linkages; after the second 

grading, the successful SHGs are provided with economic loan assistance. 
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Table 4 Year- wise Allotment under SGSY in Government of Tamil Nadu 

Year Financial Allocation    (Rs. in Crores) 

2005-2006 62.56 

2006-2007 69.39 

2007-2008 105.87 

2008-2009 125.16 

2009-2010 128.14 

2010-2011 148.04 

 Source: Rural Development & Panchayat Raj Department Report, 2011. 

 In 2010-11, a sum of Rs. 148.04 cores was allocated for the implementation of this scheme 
with a credit target of Rs. 243.936 crores.  A major portion of the scheme component was 
utilized for the disbursement of the subsidy component of revolving fund to the eligible SHGs 
formed under MahalirThittam. Encouragement was provided for the marketing of products 
produced by SHGs.  There were 5.35 lakh SHGs with 82.84 lakh members having a total 
savings of Rs. 3,225 crores in Tamil Nadu.  They obtained Rs. 15,015 crores of assistance under 
MahalirThittam. 

 

Pradham Mantri Garam Sadak Yojana (PMGSY) – Rural Road Connectivity 

 This was launched in 2000 to provide all weather access to unconnected habitations.  

PMGSY is a centrally sponsored scheme.  The objective of this programmes is to provide 

round the year connectivity by all weather roads with necessary culverts and cross drainage 

structures.In the year of 2001 to 2008 for 4,949 roads had been taken up for a length of 9,984.32 

kilometer at a cost of Rs. 2,204 crores.  Out of this 4801 works had been completed.  The 

remaining works would complete shortly in various villages around TamilNadu.   

 

Review Government of Tamil Nadu Rural Development Schemes 

Anaithu Grama Anna Marumalarchi Thittam (AGAMT) 

 This is a State scheme which aims at substantial injection of resources into the Village 

Panchayats in the state in five years so that they can provide the statutory services and provide 

infrastructure in rural areas.  The scheme was formally inaugurated in 2007.   

 

Table 5  AGAMT Fund Allotment in Year-wise 

Year Funds Allotted (Rs.in crores) Village Covered (in numbers) 

2006-07 513.08 2540 

2007-08 511.87 2534 

2008-09 509.04 2520 

2009-10 507.02 2510 

2010-11 507.83 2514 

Source: Tamil Nadu Rural Development &Panchayat Raj Report : 2012-13. 

 Under this scheme, priority is given to the poorest village panchayats in terms of per capita 

income. In the year 2009-10, the scheme was taken up in 2,520 villages at an outlay of  

Rs. 507.02 crores.  During the year 2010-11, the scheme was implemented in 2,514 village 

panchayats at an outlay of Rs. 507.83 crores. 
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Member of Legislative Assembly Constituency Development Scheme (MLACDS) 

 This is a scheme fully funded by the State Government.  The main objective of the scheme 

is to take up works to bridge the critical infrastructural gaps in the Assembly Constituencies.  

Under this scheme, each MLA proposes the works that are to be executed in his constituency.  

The District Collector gives administrative sanction for the works.  The allocation per 

consistency was Rs. 1.70 crores, 50 per cent of the allocation is earmarked for priority works 

specified by government.  Out of remaining 50 per cent MLA can choose works of their choice 

not falling within the negative list prescribed in the guidelines.  During the year 2011-12, a sum 

of Rs. 470.54 crores had been allotted under this scheme and 13,776 works had been taken up. 

 

Namakku Naame Thittam 

 This is being implemented as a state sponsored scheme with a minimum of one third 

amount as public contribution and two third contributions from Government as grants in both 

rural and urban areas.  Under this scheme, the public themselves can select works as they need 

and execute it as per the provisions and guidelines of the scheme.  Constriction of local body 

Government School buildings, Libraries, Primary Health Centers (PHCs), etc., are some of the 

predominant works.  A worth of Rs. 50 crores work completed for financial year of 2011-12. 

 

Recommendations 

1. On the lines of industrial estate development, Government should develop SHGs estates so 

that infrastructure like building, water, electricity, warehouse etc., should be made available 

to the SHGs.  

2. More land can be brought under cultivation in rural areas. 

3. The Government should remove the exploitation of tenants, and should distribute surplus 

land to small and marginal farmers in such a way that there would be some degree of 

equality and justice in the rural areas. 

4. Banking sector should be ensuring timely and adequate flow of credit to the self help 

groups. 

5. It should be extended as the linkage between MGNREGA and other development 

programme.  

6. Providing only unskilled manual labor work through the scheme does not seem to be a 

healthy idea in the long-run. Provision for the semi-skilled and skilled workers should be 

incorporated into the Scheme. Some mechanism should be evolved to restrict political 

interface in the programme and the 100 days ceiling limit may be re-considered for the 

benefit of workers regularly engaged with MGNREGA.  

 

Conclusion 

 The health of the whole economy depends on the rural and urban sectors.  Going by the 

socio economic indicators, urban sector is well placed as compared to rural sector. Proactive 

strategy includes convergence and synergy in programme implementation through dovetailing 

of programmes, pumping of sizeable resources into the rural sector by the Government, public 

private sector partnership and involvement of the people in programme implementation, 

honouring of the salient features of the 73rd constitutional amendment in letter and spirit, 

tackling of waste lands which is heart of the ecosystem for productive farming, establishment of 

knowledge centers for the villages and rural connectivity, building up of sound social and 
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economic infrastructure, changing of the negative mindset of the people, translation of the 

PURA into practice, etc., 

 Every village has to possess knowledge centre.  This will ensure connectivity, the key to 

empowering rural India.  Horizontal connectivity is needed between villages to harness and 

share local resources and best practices.  Vertical connectivity is indispensable at the 

administrative level.  Links are to be created between villages and the information and 

communication technology is to be pervasive.  
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Abstract 
 Home is a basic need of a human being; it is an important facet of economic development. The dream home is not very far 

away with home loan, which will fulfil the dream into reality. The demand for home loans has increased manifold in the last 
decade. There are number of housing finance companies and banks offering cheap home loans at a low interest rate. The home loan 
schemes offered by both public and private sector banks are very competitive. Our study aimed at comparative analysis of home 

loans schemes offered by public sector and private sector banks in Tiruchirappalli. This paper also examined the satisfaction level of 
customers while availing housing loan.  For this purpose we have taken from five public sector banks and Private sector banks in 

Tiruchirappalli city namely SBI, Canara Bank, Indian Bank and Indian Overseas Bank, Syndicate Bank, AXIS Bank, HDFC 
Bank, ICICI, KVB and Laxmi Vilas Bank. In the research methodology a sample size of 720 respondents has been taken through 

stratified disproportionate random sampling. For the study we have collected both primary data as well as secondary data. Finally 
the whole research was carried out in a systematic way to reach at exact result. The whole research and findings were based on the 
objectives. 

Keywords: Home Loans, Public sector banks, Private sector banks, Customers. 

 

Introduction  

 The word ‘Housing’ can be used as noun as well as verb. When used as a noun, housing 

describes a commodity or product. The verb ‘to house’ describes the process or activity of 

housing. Housing loan is offered to individuals who wish to purchase or construct a house. The 

property is mortgaged to the as a security till the repayment of the loan. The bank or financial 

institution will hold the title deed of the property till the loan has been paid back with the 

interest due for it. A housing loan can be taken for a period of 5 years and more than 5 years. 

The amount of loan eligible depends on the individual’s credit worthiness and repayment 

capacity. The housing loan scheme can renew the economy as this scheme has maximum 

propensity to generate income and demand for materials equipments and services and also 

create substantial employment opportunities. Housing loans mean that you buy a home on 

instalments in simpler terms when you want to own a home and cannot afford to pay the 

amount in lump sum, you can pay it in monthly instalments with an interest rate. There are 

number of companies offer cheap loans at a low interest rate, period loans against existing 

houses for renovation or expansion. etc., the demand for housing loans dramatically increased 

due to the increase of earnings and aspirant.    

 

Significance of the Study 

 Housing is an important part of the physical and social environment where individuals 

grow and mature as good citizens. Housing loan also plays an important role in human life like 

providing employment, social stability etc. Housing does not mean the construction of a shelter 
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only; a house is not an isolated structure but forms part of the neighbourhood and the total 

community. Housing in its wide sense comprehends a shelter designed to within the social and 

cultural needs and located in proper environment supported by physical and social 

infrastructure. For many such less privileged, buying a house has become possible in modern 

times through housing loans. In this scenario as in-depth study as customer satisfaction on 

housing loan is beneficial for both customers and banks.  

 

Statement of the Problem 

 Housing is a pre – requisite for human development and welfare. It is essential for the 

smooth operation of a modern society. A housing loan is a profit generating business but also a 

brilliant answer to those who are finding ways to acquire a house without a large investment of 

money. There are some factors such as insurance coverage, concession for the preclosure, cash 

back offer etc. which make difference in housing loan providers. Hence the researcher has 

under - take a study on Customer Satisfaction towards Housing Loans in select Public and 

Private sector Banks. There are different housing loan providers such as Private housing 

finance companies, LIC, Commercial banks. For common people, commercial banks are the 

main source of housing finance because they already have bank account and can easy to 

approach. 

 

The following questions are to be clarrified in this study regarding Housing Loan: 

 What is a housing loan? What are the types of housing loans that banking sector offers?  - 

What is housing loan EMI? What is the EMI of all banks? How does bank decide upon 

housing loan eligibility? How much time does it take to process a housing loan? -  How much is 

the processing fee for the housing loan? To what extents the customers availing the housing 

loans from commercial banks are satisfied? 

 

Objectives of the Study 

1. To Study the demographic profile of customers availing housing loan from the selected 

public and private sector banks. 

2. To identify the factors influencing the customer satisfaction in housing loans. 

3. To find out the relationships between factors influencing customer satisfaction and also the 

test the best predictor from the customer satisfaction attributes towards customer 

satisfaction. 

 

Hypotheses of the Study 

1. There exists a significant association between the demographic characteristics and factors of 

customer satisfaction. 

2. There exists a significant association between the occupational characteristics and factors of 

customer satisfaction. 

3. There exists a significant relationship among different factors of customer satisfaction. 

 

Research Methodology 

Data Source 

 Primary Data: This study is mainly based on the Primary Data which were collected by 

using structured Questionnaire. The primary data were collected from the customers of select 

banks in Tiruchirappalli District. 
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 Secondary Data: The secondary data were collected from Books, Published Articles, 

Magazine, Thesis, Journals, Newspaper, Banking Bulletins, and Websites etc. 

 Period of the Study: The period of the study was from 2015 to 2017.  

 Study Area: The study area is Tiruchirappalli District which includes, Tiruchirappalli East, 

Tiruchirappalli West, Thiruverumbur, Lalgudi, Manachanallur, Thuraiyur, Manapparai, 

Musiri and Thottiyam. 

 

Banks Selected for the study  

 The following Public and Private sector Banks were selected on the basis of providing the 

amount of housing loan: 

 Public sector banks namely – State Bank of India, Indian overseas bank, Indian bank, 

Canara Bank, Syndicate Bank 

 Private sector banks namely – HDFC, ICICI Bank, AXIS Bank, KVB (Karur Vyasa bank), 

LVB (Laxmi Villas Bank).  

 Sampling Design: The sampling method namely “Stratified Disproportionate Random 

Sampling” is used for this study. The two strata were Public sector Banks and Private Sector 

Banks.  

 Sample Size: The sample banks were identified on the basis of banks that hold higher 

number of housing loan account in the study area. Top 5 public and private sector banks were 

selected for the study. The required sample size was determined with the help of scientific 

sample size calculator which shows that the minimum sample size required at 95% confidence 

level for the total population was 371. But the researcher was able to collect total of 720 

samples which consist of Public sector Banks – 360 and Private sector Banks – 360.   

 Statistical Tools Used: The collected data were edited and analyzed using software 

package for Social Science (SPSS) Latest version 24.0 and the inferences were desired by using 

the following statistical tools. 

 

Limitations of the Study 

 The following are the main limitations of study: 

1. The study only concentrates on the customers of select commercial banks. It does not 

consider other housing finance institutions. 

2. Only 10 banks from Public and 5 banks from Private Sector were taken for the study and 

the result may not reveal the opinion of all customers. 

3. Only 5 factors identified as contributing to customer satisfaction were analyzed and other 

related factors were not considered in this study. 

 

Data Analysis and Interpretation 

Factors Influencing Housing Loans 

Internal Factors Include 

1. An application form of Home loan is easy to understand.  

2. Mortgage process has been explained thoroughly.  

3. Terms EMI fixed by the bank. 

4. Service rendered by the banks.  

5. Interest rates charged by the banks.  

6. Processing fees charged by the banks.  
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7. Documentation procedure of adopted by the bank?  

8. Housing loan sanctioning procedure followed by the bank?  

9. Foreclosure charges collected by the bank?  

10. Incase on Non – Payment of EMI the policy of sizing of assets adopted by bank.  

11. Satisfaction regarding to facilities providing by the bank.  

External Factors Include 

1. Lack of knowledge  

2. Procedural delay  

3. Non – Cooperation of bank employees  

4. Red – Tapism 

Promotional Factors Include 

1. Promotional schemes  

2. Existing benefices  

3. Tax exemption on interest  

4. Suffient loan amount  

5. Access to bank  

6. Investment purpose  

7. Attractive adverstiment 

Banking Condition Factor Include 

1. EMI  

2. Rate of interest  

3. Years of repayment  

4. Total charges 

Service Factors Include 

1. Time taken for loan approval  

2. Fast and efficient service of the banks.  

3. Repayment period  

4. Easy quarry handling 

Source Factors Include 

1. Low interest rate  

2. Accessibility is easy  

3. Status / reputation of the institution  

4. Quick service by the company  

5. Scheme offered by the banks. 

Table 1 Regression analysis on Customer Satisfaction of Housing Loan 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

t 

 

Sig. 

 

B Std. Error Beta 

(Constant) Y .198 .196  1.008 .314 
 

R = 0.566 
R2 = 0.320 

F value = 56.031 
P = 0.000** 

 

Internal (X1)  .160 .006 .428 10.642 .000 

External (X2) .124 .011 .087 2.245 .025 

Promotional (X3) .116 .021 .087 .738 .046 

Conditions (X4)  .215 .044 .060 .337 .036 

Services (X5) .219 .028 -.071 -.678 .008 

Source  (X6) .119 .041 .089 .474 .035 

Source: Primary Data         ** Significant at the 0.01 level (2-tailed)    
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The multiple regressions Equation is 

 Y (0.198 + 0.160X1, + 0.114X2, + 0.116X3 + 0.215X4 + 0.214X5 + 0.119X6)  

 This equation indicates that customer satisfaction level increases by 0.198 for every 

customer in satisfied in Customer satisfaction, 0.160 for every customer satisfied in Internal, 

0.114 for every customer satisfied in External, 0.116 for every customer satisfied in 

Promotional, 0.215 for every customer satisfied in Banking Conditions, 0.214 for every 

customer satisfied in Service, 0.119 for every customer satisfied in Source. Also we infer that, 

customer satisfaction is the best predictor of causes of customer satisfaction in Housing loan 

among the predictors. 

 

Table 2 Impact of Gender on Housing Loan 

Null Hypothesis: There is significant difference between gender of the respondents and factors 

on customer satisfaction in housing loan. 

Factors 
Assumptions about 

Variance 

Levene’s Test for 

Equality of Variance 

t Test for Equality of 

Means 

F Sig t Sig (2tailed) 

Internal 
Equal variance assumed 0.135 0.714 0.379 0.005* 

Equal variance not assumed   0.377 0.006 

External 
Equal variance assumed 0.001 0.972 0.595 0.012 

Equal variance not assumed   0.593 0.013 

Promotional 
Equal variance assumed 0.030 0.862 -1.300 0.019 

Equal variance not assumed   -1.296 0.019 

Banking 

Conditions 

Equal variance assumed 0.004 0.951 -1.611 0.008 

Equal variance not assumed   -1.612 0.008 

Service 
Equal variance assumed 0.372 0.542 -1.244 0.014 

Equal variance not assumed   -1.251 0.012 

Source 
Equal variance assumed 0.140 0.708 -1.797 0.033** 

Equal variance not assumed   -1.785 0.035** 

Customer 

satisfaction 

Equal variance assumed 1.049 0.306 0.131 0.026* 

Equal variance not assumed   0.129 0.027* 

 Source: Primary Data      ** Significant 1% level p<0.01    *Significant 5% level P<0.05 

 Table No.2 reveals that, Leven’s test on internal factor (F = 0.0135), External factor  
(F = 0.001), Promotional factor (F = 0.030), Banking conditions (F = 0.004), Service factor  
(F = 0.030), Source factor (F = 1.049). Has a probability greater than 0.05. It can be assumed 
that variance is relatively equal. Therefore, we use that t value and two tail significance for 
equal variance estimates to determine whether the three levels (Low, Moderate, and High) of 
customer satisfaction in housing loan factors difference exists among two groups of gender. 
 The two tail significance for the gender indicates P<0.01 on internal factor (t =0.379) 

external (t = 0.595), promotional (t = 1.300), conditions (t = 1.611).The two tail significance for 

gender indicates P<0.05. On service factor (t = 1.244), source (t = 1.797), customer satisfaction 

(t = 0.131).The P value is less than 0.01 and 0.05 level. Hence, the framed null hypothesis is 

rejected at 1% and 5 % level of significance. 
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Table 3 Impact of Marital Status in Housing Loan 

Null Hypothesis: There is significant difference between Martial status of the respondents and 

factors on customer satisfaction in housing loan. 

Factors Assumptions about Variance 

Levene’s Test for 

Equality of Variance 

t Test for Equality of 

Means 

F Sig t Sig (2 - tailed) 

Internal 
Equal variance assumed 0.177 0.674 0.675 0.000** 

Equal variance not assumed   0.670 0.003 

External 
Equal variance assumed 0.396 0.529 1.312 0.019 

Equal variance not assumed   1.315 0.018 

Promotional 
Equal variance assumed 0.003 0.957 0.038 0.037 

Equal variance not assumed   0.038 0.040 

Banking 

conditions 

Equal variance assumed 0.321 0.571 0.518 0.005* 

Equal variance not assumed   0.523 0.001 

Service 
Equal variance assumed 1.229 0.268 0.576 0.035 

Equal variance not assumed   0.582 0.031 

Source 
Equal variance assumed 0.223 0.637 0.494 0.022 

Equal variance not assumed   0.500 0.018 

Customer 

satisfaction 

Equal variance assumed 1.035 0.309 1.244 0.014 

Equal variance not assumed   1.267 0.015 

Source: Primary Data   ** Significant 1% level p<0.01    *Significant 5% level P<0.05 

 Table No.3 reveals that, Levene’s test on internal factor (F= 0.177), external factor  
(F = 0.396), promotional factor (F = 0.003), banking conditions (F = 0.321), service  
(F = 1.229), source (F = 0.223), customer satisfaction (F = 1.035). Has a probability greater 
than 0.05. It can be assumed that variance are relatively equal, therefore we use the T-test value 
and two tail significance for equal variance estimates to determine the weather the three levels 
(low, moderate, high) of customer satisfaction factors in housing loan difference exists among 
the group of marital status. The two tail significance for the marital status indicates P<0.01 on 
internal factor (t = 0.675), external (t = 1.312), promotional (0.035), banking conditions  
(t = 0.518), service (t = 0.582), source (t = 0.494), customer satisfaction (t = 1.244). The p value 
is less than 0.01 and 0.05 level hence; the framed hypothesis is rejected at 1% and 5 % level of 
significance. 

 

Table 3 Impact of Nature of Family in Housing Loan 

Null Hypothesis: There is significant difference between Nature of family of the respondents 

and factors on customer satisfaction in housing loan. 

Factors 
Assumptions About 

Variance 

Levene’s Test for 

Equality of Variance 

t Test for Equality of 

Means 

F Sig t Sig (2 - tailed) 

Internal 

Equal variance assumed 1.163 0.281 0.766 0.044 

Equal variance not 

assumed 

  0.787 0.32 

External 

Equal variance assumed 0.707 0.401 1.289 0.019 

Equal variance not 

assumed 

  1.301 0.019 

Promotional Equal variance assumed 0.796 0.373 2.605 0.009 
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Equal variance not 

assumed 

  2.641 0.009 

Banking 

conditions 

Equal variance assumed 0.007 0.934 1.123 0.026 

Equal variance not 

assumed 

  1.109 0.026 

Service 

Equal variance assumed 1.545 0.214 1.830 0.018 

Equal variance not 

assumed 

  1.873 0.012 

Source 

Equal variance assumed 0.699 0.403 1.867 0.042 

Equal variance not 

assumed 

  1.816 0.040 

Customer 

satisfaction 

Equal variance assumed 0.792 0.374 0.736 0.022 

Equal variance not 

assumed 

  0.745 0.026 

Source: Primary Data    ** Significant 1% level p<0.01    *Significant 5% level P<0.05 

 Table No.3 reveals that, Levene’s test on internal (F = 1.163), external (F = 0.707),    

promotion (F = 0.796), banking conditions (F = 0.007), service (F = 1.545), source (F = 0.699), 

customer satisfaction (F = 0.792). Has a probability greater than 0.05. It can assumed that 

variance are relatively equal, therefore we use the t- value and two tail significance for equal 

variance estimate that to determine the weather the three levels (low, moderate, high).The two 

tail significance for nature of family indicated, P<0.01 on internal (t = 0.766), external  

(t = 1.289), promotional (t = 2.685), banking conditions (t = 1.123), service (t =1.830), source  

(t = 1.867), customer satisfaction (t = 0.736).The P value is greater than 0.01 and 0.05 level. 

Hence, the frame hypothesis is accepted, at 1% and 5% level of significance. 
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Summary of Findings Suggestions and Conclusion 

Findings  

1. The regression analyses tested in the best predictors to the customer satisfaction in housing 

loan are banking conditions (0.214) and Services (0.215). 

2. The result of t – test proved that the marital status of the customers menaced their 

satisfaction level. 

3. The result of t –test proved that the nature of family of the customers also influenced their 

satisfaction level. 

4. The result of t test proved that the gender of the customers influenced to their satisfaction 

level.  

Suggestions 

 People who opt for housing loan from the commercial banks look for courtesy from the 

staff. The field staff can help the customers in filling up the application form and other related 

matters. All advertisement should be focused on the place of execution in addition to the 

courteous behaviour evinced by the employees of the banks. The system of changing a reduced 

rate of interest based on the credit rating of the customers may be introduced in housing loan 

schemes. All information regarding housing loans should be available on the website of banks 

in an interactive mode. 
 

Conclusion 

 In summary we can conclude that both public sector and private sector banks truly deserve 

to be the leading banks in home loan sector. The services offered by them are very competitive. 

Mostly people prefer public sector banks for home loans, especially because they believe that it 

is more secure bank and interest rate is lower. The researcher found that public sector banks are 

very popular among the customers these days. The satisfaction level that customers have with 

these banks is very high in comparison to private sector banks. Customer are associated with 

banks for many services that they require on regular basis and people tend to prefer banks 

which provide better facilities and convenient banking. From the overall analysis it is 

concluded that the satisfaction level in relation to the services provided by public sector banks 

are very high as compared to private sector banks. Different banks offer same product but their 

services differentiate. The customer can choose the schemes which he feels as good for him and 

has the capacity to repay it on that specified time period. 
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INFORMATION TECHNOLOGY INVESTMENTS AND EXPORT 
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Abstract 
 Information technology can be considered as a strategic resource that can contribute towards creating value for 

the firm. When the Information Technology investment is aligned with the firm’s competitive strategies, it can 

contribute towards better performance of the firm. The objective of the study is to understand the role of information 

technology investments on export performance of the sample firms. Data for the study was collected from CMIE 

Prowess Database for the period of 10 years from 2008 to 2017. The statistical tools namely Correlation, Regression 

and Granger Causality were used for the study. The study revealed that variables namely Research and Development 

Intensity, Size and Raw Material Import Intensity alone had their impact on the Export Performance of the sample 

firms during the study period. 

Keywords: Foreign Subsidiary, Export Performance, Information Technology Investments, Correlation, Regression 

and Granger Causality. 

 

Introduction 

 Information technology (IT) is often considered to be a general purpose technology that can 

be used by varied industries for improving communication, collaboration and innovation. 

Information technology can be a complementary investment for firms that are interested in 

increasing their geographical scope. Some of the popular theories on international trade 

recognize the importance of technology as a determinant of trade. In the context of developed 

countries, several empirical studies have emphasized that adoption of new technology and 

innovation enables firms to enter foreign markets and also improve their export performance. 

Even in the context of developing countries like India, researchers have explicitly analyzed the 

role of technological efforts in determining export competitiveness of firms. However, these 

studies have invariably considered the role of in-house research and development (R&D), 

imported embodied/disembodied technology and/or intra-firm transfer of technology in 

determining exports. These technological efforts and innovative activities are concerned 

directly with the production techniques and processes of the firms. Information technology can 

be considered to be one such strategic resource that can contribute towards creating value for 

the firm. When the information technology investment is aligned with the firm’s competitive 

strategies, it can contribute towards better market performance of the firm. Information 

technology can bring in efficiencies like better inventory management and better marketing 

capabilities. For these firms, investments on various IT applications like Enterprise Resource 

Planning (ERP), Intranet and other communication systems can facilitate global collaboration 

and operations. This study specifically considers the role of information technology investment 

S.Felix Sophia 

Ph.D. Research Scholar, Department of Commerce and Financial Studies 

Bharathidasan University, Tiruchirapalli 

 
Dr.J.Gayathri 

Assistant Professor, Department of Commerce and Financial Studies 

Bharathidasan University, Tiruchirappalli 



Strategic Growth of Business in New India-Prospects and Challenges 

 

Page 36               JAMAL MOHAMED COLLEGE (AUTONOMOUS) 

as a determinant of export performance of firms. Other factors that have been considered are 

in-house R&D, size of the firm, labour-capital ratio, and import of raw materials. 

 

Review of Literature 

 Natasha I.E. and Yanthi R.I. Hutagaol (2009) examined the relationship between R&D 

with firm’s operation and market performance.  The findings of the study indicate that all 

sample firms have reported their R&D activities according to the applied accounting standard. 

However, the hypothesis testing results shows that there is no relationship between R&D and 

firm’s operation and market performance. 

 Savita Bhat & K. Narayanan (2009) examined the role of technological efforts and firm 

size in determining the export behaviour of firms belonging to the basic chemical industry in 

India.   The results of the study confirm that technological efforts, firm size and other firm-

specific characteristics are important in explaining the export behaviour of the firms. 

 Filip De Beule and Dieter Somers (2012) examined the impact of the factors influencing 

the likelihood of foreign R&D; and the subsequent impact of foreign R&D on the parent firms’ 

innovativeness. The study found that firm-specific technological advantages are important 

drivers of foreign R&D investments and that technology-seeking foreign R&D positively 

influences the innovation performance of Indian parent companies.  

 Miguel Manjón Antolín, et.al., (2012)analysed  whether the productivity gains associated 

with Learning-by-Exporting (LBE)  depend on the intensity of the firm’s exporting activity. The 

results from a representative sample of Spanish manufacturing firms indicate that the yearly 

average gains in productivity are larger for those firms that increase their export-to-sales ratio.  

 Bishwanath Goldar (2013) found that increased R&D efforts of Indian pharmaceutical 

firms were responsible in a major way for the observed increase in export intensity. The results 

suggest that the impact of R&D intensity on exports depends on the level of productivity 

already reached by the firms. 

 Pramod Kumar Naik (2014) found that R&D investment have a positive impact on the 

market value of firm at the beginning, however, after a point these investments lower the 

market performance of firms. 

 Savita Bhat (2015) found that investment on information technology has a positive effect 

on the export performance of the firms in this industry. Age of the firm and size of the firm also 

turn out to be important factors in determining export performance of firms in this industry. 

 The previous studies analysed the R&D Intensity and performance of Multinational 

Companies. It was found that the research relating to the role of Information Technology in 

explaining export competitiveness of Multinational firms’ was not carried out. Thus the present 

study aims to fill the research gap.  

 

Statement of the Problem 

 Information technologies, can provide higher value added product and services to the 

global world. Unlike other investments, the investment in Information Technology and R&D 

may take long time to get their reward and may even go waste if there is a failure. Thus, firms 

may have a potential reward and also a great uncertainty in its future return. Information 

technology is considered an important determinant of export performance of the firms and can 

enable firms to provide higher value added product and services to the global world. It can be 

argued that the uncertainty of the results may also lead to higher volatility in firm value with 
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the increasing information asymmetries in the export market. Consequently, it is bit difficult to 

predict how investment on such activities will impact on firm’s export performance. 

 

Objectives of the Study 

1. To analyze the relationship between the Information Technology Investments and Export 

Performance of the sample firms during the study period. 

2. To analyze the impact of the Information Technology Investments on Export Performance 

of the sample firms during the study period. 

3. To analyze the casual relationship between the Information Technology Investments and 

Export Performance of the sample firms during the study period. 

 

Hypothesis of the Study 

• H01: There is no significant relationship between the Information Technology Investments 

and Export Performance of the sample firms during the study period. 

• H02: There is no significant impact of the Information Technology Investments on Export 

Performance of the sample firms during the study period. 

• H03: There is no casual relationship between the Information Technology Investments and 

Export Performance of the sample firms during the study period. 

 

Methodology of the Study 

Selection of the Sample Size 

 The constituent of the NSE MNC Index is considered for sample selection. The Index 

constitutes 15 companies. Out of these 15 companies, data was available only for 10 

companies. Thus the sample companies are: ABB India Ltd., Ambuja Cements Ltd., Bosch 

Ltd., Britannia Industries Ltd., Castrol India Ltd., Colgate – Palmolive (India) Ltd., Hindustan 

Unilever Ltd., Maruti Suzuki India Ltd., Siemens Ltd. and Vedanta Ltd. 

 

Period of the Study 

 The study covers the period of 10 years from 2008 to 2017.   

 

Source and Collection of the Data 

 The secondary data relating to the study was collected from the CMIE “PROWESS” 

Database. 

 

Limitations of the Study  

 This study suffers from the following limitations. 

• All the limitations of secondary data are also applicable to this study. 

• The period of study covers data only for 10 years. 

• All the constraints of the tools are also applicable to this study. 

 

Analysis and Interpretation 

Computation of the Variables 

 The study considers Export Intensity as the dependent variable which is computed by 

Exports as a percentage of Sales. The independent variables are: Information Technology 

Investment Intensity, Size of the Firm, R&D Intensity, Labour-Capital Ratio and Raw Material 
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Import Intensity. Information Technology Investment Intensity is computed through Net 

Investments on software, computers and information technology systems as a percentage of 

Sales. Size of the Firm is the Logarithm of sales. R&D Intensity is computed as Research and 

development expenses (in Rs. Million) as a percentage of sales (in Rs. Million). Labour- Capital 

Ratio is defined as Employee compensation (in Rs. Million) as a percentage of net fixed capital 

(in Rs. Million) and Raw Material Import Intensity is defined as the Import of raw materials (in 

Rs. Million) as a percentage of sales (in Rs. Million).  

 

Table 1 Result of descriptive statistics of the sample firms during the study period 

  EI ITII LCR RDI RMII SIZE 

 Mean 0.334 4.322 0.121 0.173 0.254 1.922 

 Std. Dev. 0.511 12.215 0.037 0.204 0.610 4.113 

 Skewness 1.250 2.658 -0.161 0.521 2.553 1.645 

 Kurtosis 2.876 8.082 1.760 2.829 7.740 3.922 

Jarque-Bera 2.609 22.533 0.684 0.465 20.228 4.867 

 EI= Export Intensity, ITII= Information Technology Investment Intensity, LCR= Labour 

Capital Ratio, RDI = Research and Development Intensity, RMII = Raw Material Import 

Intensity 

 Table 1 shows the results of Descriptive Statistics for the sample firms during the study 

period.  The mean value was positive for all the variables such as Export Intensity, Information 

Technology Investment Intensity, Labour Capital Ratio, Research and Development Intensity, 

Raw Material Import Intensity and Size for all the sample firms during the study period. 

Information Technology Investment Intensity recorded the highest mean value4.322 and 

Labour Capital Ratio recorded the lowest mean value 0.0121.The volatilities (Standard 

Deviation) exhibited low volatility except Information Technology Investment Intensity and 

Size exhibited high volatility. The skewness was positive and skewed towards right except for 

Labour Capital Ratio which was negatively skewed and moved towards left. The Kurtosis 

value was greater than the normal distribution value 3 and its indicates leptokurtic distribution 

except for the variables Labour Capital Ratio and Size which was less than 3 and indicates 

platy kurtic distribution. The Jarque-Beravalue was lesser   than 5 which indicate non normality 

of the distribution except for the variables Information Technology Investment Intensity and 

Raw Material Import Intensity it was   greater than 5 which indicates normality of distribution. 

 

Table 2 Results of correlation analysis of the sample firms during the study period 

    RDI SIZE ITII LCR RMII 

EI 
Pearson Correlation 0.327 .948** -0.152 -0.119 .715* 

Sig. (2-tailed) 0.356 0.000 0.675 0.744 0.020 

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

Correlation is significant at the 0.05 level (2-tailed) 

Source: Data collected from Prowess Database and computed using SPSS 16.0 
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 EI= Export Intensity, ITII= Information Technology Investment Intensity, LCR= Labour 

Capital Ratio, RDI = Research and Development Intensity, RMII = Raw Material Import 

Intensity 

 Table 2 shows the results of the correlation analysis of the sample firms during the study 

period. The variable Export Intensity witnessed significant ‘p’ value with the variables 

Information Technology Investment Intensity and Raw Material Import Intensity which 

reveals 94.8% and 71.5% relationship between the variables. Size of the firm is one of the most 

commonly used variables in the analysis of export competitiveness of firms. Export is a risky 

activity, which may require high amount of investments on various resources. Large firms 

would have these organizational resources and enable the firms to enter the export market. On 

the other hand, Import of raw materials can be considered as one of the modes through which 

latest technology is transferred in embodied form from one firm to another.Thus, use of these 

imported raw materials can improve the quality of the end products and enable the firms to 

compete successfully in the export markets. Hence the null hypothesis Ho1: “There is no 

significant relationship between the Information Technology Investments and Export 

Performance of the sample firms” is rejected. 

 

Table 3 Model summary of regression result for the sample firms during the study period 

Model R R Square 
Adjusted R 

Square 

Std. Error of 

the Estimate 
Durbin-Watson 

1 0.996 0.993 0.984 0.064 2.071 

a. Predictors: (Constant), RMII, LCR, ITII, RDI, SIZE 

b. Dependent Variable: EI 

Source: Data collected from Prowess Database and computed using SPSS 16.0  

 EI= Export Intensity, ITII= Information Technology Investment Intensity, LCR= Labour 
Capital Ratio, RDI = Research and Development Intensity, RMII = Raw Material Import 
Intensity 

 Table 3 shows the results of model fitness for the Information Technology Investments and 

Export Performance of the sample firms with Export Intensity as dependent and Raw Material 

Import Intensity, Research and Development Intensity, Labour Capital Ratio, Sizeand 

Information Technology Investment Intensity as independent variables. It is noted that 99.6.7% 

of relationship was noticed between Export Intensity and Raw Material Import Intensity, 

Research and Development Intensity, Labour Capital Ratio, Size and Information Technology 

Investment Intensity as independent variables.  Further only 99.3% of variation in Export 

Intensity was explained jointly by the other independent variables. However the R square value 

is high which indicates the model is good. 

 

Table 4 Anova results of the sample firms during the study period 

Model 
 

Sum of Squares df Mean Square F Sig. 
 

1 Regression 2.34 5 0.47 112.73 0.000 

  Residual 0.02 4 0.00 
    Total 2.35 9 

   a. Predictors: (Constant), RMII, LCR, ITII, RDI, SIZE 
b. Dependent Variable: EI 

 Source: Data collected from Prowess Database and computed using SPSS 16.0 
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 EI= Export Intensity, ITII= Information Technology Investment Intensity, LCR= Labour 

Capital Ratio, RDI = Research and Development Intensity, RMII = Raw Material Import 

Intensity 

 The results of Analysis of Variance for the Information Technology Investments and 

Export Performance of the Sample firms with Export Intensity as dependent and Raw Material 

Import Intensity, Research and Development Intensity, Labour Capital Ratio, Size and 

Information Technology Investment Intensity as independent variables are presented in Table 

The F statistic value was found to be 112.73.The ‘p’ value was 0.000 which is lesser than 0.05 

at 5% level. Hence the Ho2: There is no significant impact of Information Technology 

Investments on Export Performance of the sample firms” is rejected. 

 

Table 5 Co-efficient result for the sample firms during the study period 

Model 
 

Unstandardized 

Coefficients  

Standardized 

Coefficients 
t Sig. 

    Std. Error Beta     

1 (Constant) 0.066 0.096 
 

0.683 0.532 

  RDI 0.980 0.153 0.390 6.389 0.003 

  SIZE 0.159 0.010 1.282 15.636 0.000 

  ITII 0.003 0.002 0.081 1.414 0.230 

  LCR -0.981 0.900 -0.070 -1.090 0.337 

  RMII -0.406 0.073 -0.484 -5.525 0.005 

   a. Dependent Variable: EI 

 Source: Data collected from Prowess Database and computed using SPSS 16.0 
 EI= Export Intensity, ITII= Information Technology Investment Intensity, LCR= Labour 
Capital Ratio, RDI = Research and Development Intensity, RMII = Raw Material Import 
Intensity 

 Table 5 explains the co-efficient of Export Intensity and Information Technology 

Investments of the sample firms during the study period. It is to be noted from the results that 

the ‘p’ value of the variables Research and Development Intensity, Size and Raw Material 

Import Intensity alone was less than 0.05. Hence it is clear that the variables Research and 

Development Intensity, Size and Raw Material Import Intensity alone had its impact on the 

Export Performance of the sample multinational firms during the study period. 

 R&D to be important in determining exports in India. In recent studies R&D was found to 

be a favourable factor in determining exports and that large firms with large R&D units 

succeeded in the export markets.  It was also found that R&D had a favourable effect on export 

intensity of firms in India and they were able to produce and export majorly by in-house R&D 

in terms of process development and reverse engineering. Size of the firm is one of the most 

commonly used variables in the analysis of export competitiveness of firms. Export is a risky 

activity, which may require huge amount of investments on various resources. Large firms 

would have these organizational resources and enable the firms to enter the export market 

Import of raw materials can be considered as one of the modes through which latest technology 

is transferred in embodied form from one firm to another. Thus, use of these imported raw 

materials can improve the quality of the end products and enable the firms to compete 

successfully in the export markets. 
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Table 6 Results of granger causality test for the sample firms during the study period 
Null Hypothesis F-Statistic Prob. 

 ITII does not Granger Cause EI 1.451 0.362 

 EI does not Granger Cause ITII 0.671 0.574 

  
   LCR does not Granger Cause EI 1.837 0.301 

 EI does not Granger Cause LCR 0.878 0.501 

  
   RDI does not Granger Cause EI 7.177 0.072 

 EI does not Granger Cause RDI 0.723 0.554 

  
   RMII does not Granger Cause EI 0.027 0.973 

 EI does not Granger Cause RMII 0.033 0.968 

  
   SIZE does not Granger Cause EI 2.460 0.233 

 EI does not Granger Cause SIZE 2.718 0.212 

Source: Data collected from Prowess Database and computed using E-views 7.0 

 EI= Export Intensity, ITII= Information Technology Investment Intensity, LCR= Labour 

Capital Ratio, RDI = Research and Development Intensity, RMII = Raw Material Import 

Intensity 

 Table 6 exhibits the results of Granger Causality for Information Technology Investments 

and Export Performance of the sample firms during the study period. The F – Statistic values 

revealed no Causation with the Export Performance and Information Technology Investments 

of the sample firms during the study period.Hence the null hypothesis Ho3: “There is no causal 

relationship between the Information Technology Investments and Export Performance of the 

sample firms during the study period” is accepted. 

 

Findings and Implications 

 The study examined the impact of the selected variables on the Export Performance of the 

sample firms during the study period. The major findings of the study were:  The results of 

correlation analysis indicate that the variables Information Technology Investment Intensity 

and Raw Material Import Intensity alone witnessed significant relationship with the Export 

Intensity. The results of Regression analysis indicate that the variables Research and 

Development Intensity, Size and Raw Material Import Intensity alone had their impact on the 

Export Intensity of the sample firms.The Granger Causality results indicate that  the variables 

does not exhibit any Casual relationship with the  Export Performance of the Sample firms. 

 

Suggestions  

 To improve exports further, the government and information technology industry players 

have to provide support and exposure to the firms to encourage them to make use of 

information technology to reach out to the global markets and further increase their exports.  

 

Conclusion  

 The study analysed the Impact of Information Technology Investments on the Export 

Performance of the sample Multinational firms for the period of ten years from 2008 to 2017. 

The study revealed that the variables Research and Development Intensity, Size and Raw 
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Material Import Intensity alone had positive impact on the Export Performance of the sample 

firms.  
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Abstract 
 In the Business firm, hiring is one of the most important ongoing tasks. But it is not easy, because is a Time-consuming 

process for present and future requirements. It also gives some reputational consequences if you make a bad hire. Taking Right 
person for Right Job is a master Slogan of the Human Resource Management. But it is changed in some Circumstances due to not 
just technically capable but also a good fit for the company. Companies that are successful in hiring have a process that includes 

attracting high-quality candidates, evaluating them in several different areas, and taking the time to get to know the people in 
different ways. Creating a strong work force is most important aspect of Hiring. It gives more productivity and turnover to the 

business owners. This is one of the best ways to retain the employees. Respect leads to Leadership. Respect the employees is the 
essential one. It also creates the good relationship between the Management and the employees. After made selection by giving 

various technical and carrier development training programmes to the new and existing employees, the organisation get good and 
potential employees according to their job requirements. This research article is an attempt to make about the hiring, Engaging, 
Retaining and Controlling of the good and efficient employees. 

Keywords: Recruitment, Selection, Training, Engaging, Rewarding, Recognising, Retaining and Controlling.....   

 

Introduction 

 Recruitment and Selection is a process for getting sufficient members with desired 

qualifications. It is also an attracting factor to get potential candidates from within or outside 

an organisation. Selection is also a process to get a calibre employee to the organization 

according to their job requirements. As HRM function, it encompasses all organizational 

practices and decisions. The recruitment of skilled and effective staff is a central workforce 

development field. The above process is not only about choosing the most suitable candidate, 

but it gives most impact the candidate will accept a job offer and on their subsequent 

commitment to remaining with the Organisation.  

 

Review of Literature 

 i) Boomerang Recruitment, Author-Rashmi Joshi (Nov 2008) expressed every 

organization may follow the above strategic tool. With the help of the above the firm gets back 

their existing employees in case of severe shortage periods. It is very easily factor to handle the 

existing because of their skills and accessibility. The employee will leave the organization due 

to better opportunities, higher salary band, Promise corporate culture and other Monterey 

benefits. Due to some unavoidable circumstances they may leave the new environmental, in 

such times the firm must consider the existing employees application at the time of recruitment.    

 ii) Recruitment Dynamics, Author Manishankar (Nov 2008) explains, it provides insights 

areas and give roadmap to the Organizational growth. It also gives new shape and dimensions 
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to the recruitment polices of the firms. The organization will give liberty to the employees, 

leads the bottom-line of their achievement of goal. So the company makes recruitment through 

referrals in the recruitment process outsourcing (RPO) the supply and demand depends upon 

the training and development and welfare benefits of the employees. Now a day’s RPO has 

more effective to all the companies according to the development of the industries. But it is 

possible dynamics for the urban areas. In rural areas the benefit is such low due to in axis of 

population not in education. Both rural and urban sites are well developing in their holistic 

approach the recruitment dynamic process will be given more effective fruits. 

 

Statement of the Problem   

 In present days job satisfaction is varying at different levels and job satisfaction of the 

employees dependent on various factors. In this research article it is identified as to how these 

recruitment and selection factors influence in the study unit.. So the present study is undertaken 

to know about the Recruitment, Selection, Training and Development programmes are varies 

at different levels at Capgemini (Technology, Consultancy and Outsourcing) in Tiruchirappalli 

District. 

 

Objectives of the study 

1. To Study the demographic profile of employees, Capgemini in Tiruchirappalli.  

2. To examine the level of Recruitment and Selection, Training and Development and their 

impact on Job Satisfaction, at Capgemini in Tiruchirappalli. 

 

Data Sources and Sample Selection 

 This study mainly depends on the primary data collected through a well-framed and 

structured questionnaire method to the well-considered opinions of the respondents. For 

conducting this research samples of 70 employees of were selected Capgemini Tiruchirappalli. 

 

Hypotheses 

1. There is a significant association between age of the respondents and their opinion about 

HR department’s performance in recruitment and selection 

2. There is a significant association between age of the respondents and their satisfaction with 

the current method of selection 

3. There is a significant association between age of the respondents and their opinion 

regarding selection policy of the organization 

4. There is a significant difference between marital status of the respondents and their 

satisfaction with the current method of selection 

5. There is a significant difference between marital status of the respondents and their 

organization preference of referred candidates 

6. There is a significant difference between experience of the respondents and their satisfaction 

with the current method of Selection 

7. There is a significant difference between experience of the respondents and their opinion 

about the selection policy of the organization 

8. There is a significant difference between educational experience of the respondents and 

their opinion about satisfaction with the current method of Selection 
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Results and Discussions 

Table 1 

S.No Variables Particulars 
No. of 

Respondents 
% 

1 Gender 
Male 40 57.15 

Female 30 42.85 

2 Age 

Below 25 23 32.9 

25-35 21 30 

35-45 19 27.1 

Above 45 7 10 

3 
Educational 
Qualification 

SSLC 31 44.3 

12th 18 25.7 

Degree 21 30 

4 Type of Family 
Nuclear 24 34.3 

Joint 46 65.7 

5 Marital Status 
Married 40 57.1 

Unmarried 30 42.9 

6 Year of  Experience 

0-5 years 36 51.4 

5-10 years 27 38.6 

10-15 years 7 10.0 

  Total 70 100 

Source: Primary Data 

 The above table reveals that 57.15 per cent of the respondents were Male, 32.9 per cent of 

the respondents were below 25yrs of age group, 44.3 per cent of the respondents were SSLC, 

65.7 per cent of the respondents were joint family, 57.1 per cent of the respondents were 

married, 51.4 per cent of the respondents were below 5yrs working, 
 

Table 2 Distribution of the Respondents and  

their Rate the HR Department’s  

Performance in Recruitment and Selection 

Source: Primary data 

 The above table reveals that 60 percent of 

the respondents were poor rate the hr 

department’s performance in recruitment and 

selection, 25.7per cent of the respondents were 

adequate and remaining 14.3per cent of the 

respondents were excellent. 
 

Table 3 Distribution of the Respondents and  

their Organization do Proper Job Analysis  

Before Selection Process Begins 

Source: Primary data  

 The above table reveals that 51.4 percent 

of the respondents stated yes that the 

organization is doing proper job analysis 

before selection process begins and the 

remaining 48.6per cent of the respondents stated no. 

Particulars No. of Respondents % 

Poor 42 60.0 

Adequate 18 25.7 

Excellent 10 14.3 

Total 70 100.0 

Particulars No. of Respondents % 

Yes 36 51.4 

No 34 48.6 

Total 70 100.0 



Strategic Growth of Business in New India-Prospects and Challenges 

 

Page 46               JAMAL MOHAMED COLLEGE (AUTONOMOUS) 

Table 4 Distribution of the Respondents and their Job  

Responsibilities and Job Description are Clearly Defined  

to the Candidates Appearing for Selection Process 

Source: Primary data  

 The above table reveals that 51.4 per cent of 

the respondents expressed no that job 

responsibilities and job description are not clearly 

defined to the candidates appearing for selection 

process and remaining 48.6per cent of the respondents expressed yes. 

 

Table 5 Distribution of the Respondents and  

their Satisfaction with the Current Method of Selection 

Source: Primary data  

 The above table reveals that 78.6 percent of 

the respondents expressed yes satisfaction with 

the current method of selection and remaining 

21.4per cent of the respondents expressed 

dissatisfaction. 

 

Table 6 Distribution of the Respondents and the Rating  

of the Effectiveness of the Interview Process and Other  

Selection Instruments, Such as Testing 

Source: Primary data  

 The above table reveals that 62.9 percent of 

the respondents gave poor rating regarding the 

effectiveness of the interviewing process and other 

selection instruments, such as testing, 27.1per cent 

of the respondents said to be adequate and 

remaining 10per cent of the respondents conferred it as excellent. 

 

Table 7 Distribution of the Respondents and  

their Most Important Quality the  

Organization Looks for in a Candidate 

Source: Primary data  

 The above table reveals that 52.9 

percent of the respondents sated that 

knowledge as the most important quality 

the organization looks for in a candidate, 

27.1 per cent of the respondents stated 

that past experience and 10 per cent each 

of the respondents rated discipline & team work ability, as the other qualities. 

 

Particulars No. of Respondents % 

Yes 34 48.6 

No 36 51.4 

Total 70 100.0 

Particulars No. of Respondents % 

Yes 55 78.6 

No 15 21.4 

Total 70 100.0 

Particulars No. of Respondents % 

Poor 44 62.9 

Adequate 19 27.1 

Excellent 7 10.0 

Total 70 100.0 

Particulars No. of Respondents % 

Knowledge 37 52.9 

Past Experience 19 27.1 

Discipline 7 10.0 

Team Work Ability 7 10.0 

Total 70 100.0 
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Table 8 Distribution of the Respondents and their  

Rate the Selection Policy of the Organization 

Source: Primary data  

 The above table reveals that 58.6 percent of 
the respondents were good rated the Selection 
policy of the organization as good and the 
remaining 41.4per cent of the respondents rated as 
average. 

 

Table 9 Distribution of the Respondents and their  

Preference of the Training Method 

Source: Primary data  

 The above table reveals that 65.7 
percent of the respondents preferred 
on-the job training, 20 per cent of the 
respondents preferred off-the job 
training and remaining 14.3per cent of 
the respondents preferred both. 

 

Table 10 Distribution of the Respondents and  

the HR Training the Hired Employees to Make  

the Best Hiring Decisions 

Source: Primary data  

 The above table reveals that 74.3 percent of 
the respondents expressed yes that the HR 
training the hired employees to make the best 
hiring decisions and remaining 25.7per cent of the 
respondents said no. 

 

Table 11 Distribution of the Respondents and 

the Training Helps to Improve the Employer  

–Employee Relationship 

Source: Primary data  

 The above table reveals that 81.4 percent 
of the respondents sated that yes training helps 
to improve the employer –employee 
relationship and remaining 18.6per cent of the 
respondents said no. 

 

Table 12 Distribution of the Respondents and  

the Training Methods Helps to Motivate the 

Employees 

Source: Primary data  

 The above table reveals that 77.1 percent of the 
respondents viewed that yes training methods 
helps to motivate the employees and remaining 
22.9 percent of the respondents viewed that it did 
not. 

Particulars No. of Respondents % 

Good 41 58.6 

Average 29 41.4 

Total 70 100.0 

Particulars No. of Respondents % 

On-the job Training 46 65.7 

Off –the job Training 14 20.0 

Both 10 14.3 

Total 70 100.0 

Particulars No. of Respondents % 

Yes 52 74.3 

No 18 25.7 

Total 70 100.0 

Particulars No. of Respondents % 

Yes 57 81.4 

No 13 18.6 

Total 70 100.0 

Particulars No. of respondents % 

Yes 54 77.1 

No 16 22.9 

Total 70 100.0 
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Table 13 Distribution of the Respondents and  

the Period of Conducting Training Programme 

Source: Primary data  

 The above table reveals that 48.6 percent of 

the respondents preferred every month training 

programme, 24.3 per cent of the respondents 

preferred training once in a year, 15.7 per cent 

of the respondents preferred half-yearly training 

and remaining 11.4 per cent of the respondents 

preferred quarterly training. 

 

Table 14 Distribution of the Respondents and the  

Training Skills 

Source: Primary data  

 The above table reveals that 68.6 percent 

of the respondents expressed that training 

enhanced technical skills, 24.3 per cent of the 

respondents expressed that soft skills were 

enhanced and remaining 7.1 per cent of the 

respondents expressed that both the skills were enhanced by training. 

 

Association between Age of the Respondents and HR Department’s Performance in 

Recruitment and Selection 

Age 

HR Department’s Performance in  

Recruitment and Selection Statistical 

inference 
Poor (n=42) 

Adequate 

(n=18) 

Excellent 

(n=10) 
Total (n=70) 

Below 25yrs 18(42.9%) 5(27.8%) 0 23(32.9%) X2=53.682 

Df=6 

.000<0.05 

Significant 

25 to 35yrs 16(38.1%) 5(27.8%) 0 21(30%) 

35 to 45yrs 8(19%) 8(44.4%) 3(30%) 19(27.1%) 

Above 45yrs 0 0 7(70%) 7(10%) 

Total 42 18 10 70  

Statistical test: Chi-square test was used the above table 

 Research hypothesis: There is a significant association between age of the respondents and 

HR department’s performance in recruitment and selection 

 Null hypothesis: There is no significant association between age of the respondents and 

HR department’s performance in recruitment and selection 

 Findings: The above table reveals that there is a significant association between age of the 

respondents and HR department’s performance in recruitment and selection. The calculated 

value less is than table value (.000<0.05). So the research hypothesis is accepted and there is 

significant association between the two. 

Particulars No. of respondents % 

Every month 34 48.6 

Quarterly 8 11.4 

Half-yearly 11 15.7 

Once in a year 17 24.3 

Total 70 100.0 

Particulars No. of respondents % 

Technical skills 48 68.6 

Soft skills 17 24.3 

Both the skills 5 7.1 

Total 70 100.0 
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Association between Age of the Respondents and their Satisfaction with  

the Current Method of Selection 

Age 
Satisfied with the current method of Selection Statistical 

inference Yes (n=55) No (n=15) Total (n=70) 

Below 25yrs 11(20%) 12(80%) 23(32.9%) 
X2=20.640  

Df =3.000<0.05 

Significant 

25 to 35yrs 18(32.7%) 3(20%) 21(30%) 

35 to 45yrs 19(34.5%) 0 19(27.1%) 

Above 45yrs 7(12.7%) 0 7(10%) 

Total 55 15 70  

 Statistical test: Chi-square test was used the above table 

 Research hypothesis: There is a significant association between age of the respondents and 

their satisfaction with the current method of selection 

 Null hypothesis: There is no significant association between age of the respondents and 

their satisfaction with the current method of selection 

 Findings: The above table reveals that there is a significant association between age of the 

respondents and their satisfaction with the current method of selection. Hence, the calculated 

value is less than table value (.000<0.05). So the research hypothesis is accepted and there is 

significant association between the two. 

 

Association between age of the Respondents and their Rating of the  

Selection Policy of the Organization 

Age 
Rate the selection policy of the organization Statistical 

Inference Good (n=41) Average (n=29) Total (n=70) 

Below 25yrs 13(31.7%) 10(34.5%) 23(32.9%) 
X2=7.210  

Df =3.065>0.05 

Not Significant 

25 to 35yrs 13(31.7%) 8(27.6%) 21(30%) 

35 to 45yrs 8(19.5%) 11(37.9%) 19(27.1%) 

Above 45yrs 7(17.1%) 0 7(10%) 

Total 41 29 70  

Statistical test: Chi-square test was used the above table 

 Research hypothesis: There is a significant association between age of the respondents and 

their rating of the selection policy of the organization 

 Null hypothesis: There is no significant association between age of the respondents and 

their rating of the selection policy of the organization 

 Findings: The above table reveals that there is a significant association between age of the 

respondents and their rating of the selection policy of the organization. Hence, the calculated 

value is greater than table value (.065>0.05). So the research hypothesis is rejected and there is 

no significant association between the two. 

 

Difference between Marital Status of the Respondents and their Satisfied with  

the Current Method of Selection 

Satisfaction with the current method of Selection Mean SD Statistical inference 

Married (n=40) 1.08 .267 T=-3.513 Df=68  

.001<0.05 Significant Unmarried (n=30) 1.40 .498 

Statistical test:  Student‘t’ test was used the above table 
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 Research hypothesis: There is a significant difference between marital status of the 

respondents and their Satisfaction with the current method of selection 

 Null hypothesis: There is no significant difference between marital status of the 

respondents and their Satisfaction with the current method of selection 

 Findings: The above table reveals that there is a significant difference between marital 

status of the respondents and their Satisfaction with the current method of selection. Hence, the 

calculated value is less than table value (.001<0.05). So the research hypothesis is accepted. 

 

Difference between Marital status of the Respondents and their  

Organization Preferring Referred Candidates 

organization prefers referred candidates Mean SD Statistical inference 

Married (n=40) 1.08 .267 T=-3.842 Df=68  

.000<0.05 Significant Unmarried (n=30) 1.43 .504 

Statistical test:  Student‘t’ test was used the above table 

 Research hypothesis: There is a significant difference between marital status of the 

respondents and their organization is preference of referred candidates 

 Null hypothesis: There is no significant difference between marital status of the 

respondents and their organization preference of referred candidates 

 Findings: The above table reveals that there is a significant difference between marital 

status of the respondents and their organization is preference of referred candidates. Hence, the 

calculated value less than table value (.000<0.05). So the research hypothesis is accepted. 

 

One-way ANOVA Difference between Experience of the Respondents and their  

Satisfaction with the Current Method of Selection 

Satisfied with 

the Current 

Method of 

Selection 

Mean SD SS DF MS 
Statistical 

Inference 

Between 

Groups 
  .517 2 .259 

F=1.538 

.222>0.05 

Not 

Significant 

0-5 Years(n=36) 1.19 .401    

5-10 ears(n=27) 1.30 .465    

10-15Years(n=7) 1.00 .000    

Within Groups   11.269 67 .168 

Statistical test: One-way ANOVA ‘f’ test was used the above table 

 Research hypothesis: There is a significant difference between experience of the 

respondents and their satisfaction with the current method of Selection 

 Null hypothesis: There is no significant difference between experience of the respondents 

and their satisfaction with the current method of Selection 

 Findings: The above table reveals that there is a significant difference between experience 

of the respondents and their satisfaction with the current method of Selection. Hence, the 

calculated value greater than table value (.222>0.05). So the research hypothesis is rejected. 
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One-way ANOVA Difference between Experience of the Respondents  

and the Selection Policy of the Organization 

Rate the 

Selection 

Policy of the 

organization 

Mean SD SS DF MS 
Statistical 

inference 

Between 

Groups 
  2.689 2 1.345 

F=6.302 

.003<0.05 

Significant 

0-5 Years(n=36) 1.33 .478    

5-10 

Years(n=27) 
1.63 .492    

10 -15 Years 

(n=7) 
1.00 .000    

Within Groups   14.296 67 .213 

Statistical test:  One-way ANOVA ‘f’ test was used the above table 

 Research hypothesis: There is a significant difference between experience of the 

respondents and the selection policy of the organization 

 Null hypothesis: There is no significant difference between experience of the respondents 

and the selection policy of the organization 

 Findings: The above table reveals that there is a significant difference between experience 

of the respondents and the selection policy of the organization. Hence, the calculated value is 

less than table value (.000<0.05). So the research hypothesis is accepted. 

 

One-way ANOVA Difference between Educational Experiences of the Respondents  

and Satisfaction with the Current Method of Selection 

Satisfied with 

the Current 

Method of 

Selection 

Mean SD SS DF MS 
Statistical 

inference 

Between 

Groups 
  3.148 2 1.574 

F=12.208 

.000<0.05 

Significant 

Below SLC(10th) 

(n=31) 
1.16 .374    

SSLC (n=18) 1.56 .511    

HSC(12th)(n=21) 1.00 .000    

Within Groups   8.638 67 .129 

Statistical test:  One-way ANOVA ‘f’ test was used the above table 

 Research hypothesis: There is a significant difference between educational experience of 

the respondents and satisfaction with the current method of Selection 

 Null hypothesis: There is no significant difference between experience of the respondents 

and satisfaction with the current method of Selection 

 Findings: The above table reveals that there is a significant difference between experience 

of the respondents and their opinion about satisfied with the current method of Selection. 
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Hence, the calculated value less than table value (.000<0.05). So the research hypothesis is 

accepted. 

 

Suggestions 

 The company may increase the performance of HR departments towards recruitment and 

selection process. It can initiate the process of proper job analysis before selection process 

begins and may also create more awareness of .their job responsibilities and job descriptions to 

the candidates appearing for selection process. 

 

Conclusion   

 This study reveals that though Recruitment, Selection, Training and Development 

Influence of Job Satisfaction. It shows that, there is a significant association between 

Recruitment, Selection, Training and Development with Job satisfaction of employees. Hence, 

it is concluded that there is a positive relationship exists between Recruitment and Selection, 

Training and Development. Because, the company has good and transparency Recruitment 

and Selection process, the employees and all are satisfied. It also provides adequate Training 

and Development to the employees, which makes the employees, highly satisfied.  
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Abstract 

 The study explores the Consumer attitude towards edible oils in Tiruchirappalli city in Tamil Nadu. The main objectives of 

the study is to know the consumer awareness among various branded edible oil, to identify the factors that influence the purchase of 

edible oil and to find the usage and consumption pattern of edible oil. The study was based on simple random sampling method. 

The required data was collected from 150 respondents. The data which were collected from the respondents were analysed by using 

descriptive analysis, average rank analysis, Chi-square test and weighted average score. It is identified from the study that the 

manufacturers of different brands of edible oils must concentrate on consumer’s attitude regarding price, quality, packaging, 

quantity, advertising, offers and discounts to attract more consumers for their brand and to maintain their loyalty for a longer 

period.  

Keywords: Attitude, Consumer, edible oil, etc., 

 

Introduction  

 India is blessed with many positive factors that enable it to stand at a unique position in 

agro based products. After achieving independence, India has become net employer of 

agricultural based products. India is a major oil seeds producing countries among the different 

countries producing oilseeds. It has the largest area and production of oilseed crops namely 

groundnut, rapeseed, mustard and sesame. India occupies the second position in the 

production of castor seeds after Brazil. Of all the essential products in the market the edible oil 

is one of the most important products and frequently used product by all the people. Edible oil 

is one of the basic and important ingredients traditionally used by all the people for all food 

items and is essential for everything that is cooked. The market is flocked by various kinds of 

edible oil, such as groundnut oil, gingili oil, coconut oil, sunflower oil, mustard oil. 

Traditionally people have been using unrefined oil such as gingerly oil, ground oil and coconut 

oil. In recent years, there is a growing awareness among the consumer towards quality and they 

have also become health conscious which has resulted in the arrival of refined oil. Thus in the 

recent past, the edible oil market is catered by many branded refined oil available in desired 

quantity and in consumer packs. The refined oil is available for different varieties of edible oil 

like gingili oil, sunflower oil, groundnut oil, and sesame oil. This has resulted in the growth of 

many brands and among the brands different varieties which ultimately led to competition 

among the manufacturers.  

 

Review of Literature  

 Ramana &Viswanath (2015) in his article on consumer behaviour and awareness with 

special reference to edible oil users have pointed out that awareness level among consumers 

about their rights and remedies are very low. They have recommended that wide publicity and 
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awareness campaign must be undertaken for creating awareness about various malpractices 

followed by the traders in exploitation of consumers.  

 Dhamayanthi (2016) in her study on Consumer preference and behaviour towards non-

durable goods stated that there is a shift from consumption of groundnut oil to other varieties of 

edible oil like sunflower oil and palm oil due to health and availability reasons. She also found 

that price and better service are the factors which influence the buyers in buying edible oil. 

         A.V.N. Murthy (2017) in his study on market strength on future demand prospectus 

provides a comprehensive analysis of the market size of India edible oil Industry, palm oil, 

soybean oil, sunflower oil, mustard oil, rice bran oil, blended oil, groundnut oil and cottonseed 

oil market. The report also covers the market shares of major edible oil brands in India as well 

as the revenues of major players in the edible oil market. 

 Review of previous studies in respect of edible oil reveals that through there are different 

studies in different categories about edible oil but there is no meticulous study on consumer 

attitudes. Hence the researcher makes an attempt to present consumer attitude towards edible 

oil in Tiruchirappalli city. 

 

Statement of the Problem  

 The manufacturers of the products bring the different brands in the same commodities with 

some added features and hence the several brands of edible oil are being marketed. Since there 

are several brands that exist in the market, an attempt is made to know the success of marketing 

in each brand and its effect on consumers and also to identify the brand which is more popular, 

preferred and purchased by the consumers. Hence the research is made on the topic consumer 

attitude towards edible oil.   

 

Objectives of the Study  

1. To understand the demographic profile of the respondents taken for the study.  

2. To know the consumer awareness among various branded edible oil.  

3. To identify whether the demographic variables significantly influence the respondents   

opinion with respect to frequency, mode and place of purchase. 

 

Hypotheses of the Study 

i. The personal factors of the respondents have no significant influence on the frequency of 

purchase of various brands of edible oil.  

ii. The personal factors of the respondents have no significant influence on the mode of 

purchase of edible oil. 

iii.  The personal factors of the respondents have no significant influence on the place of 

purchase of edible oil.  

 

Methodology  

 To accomplish the objectives of the study, the data required was been collected by using 

both primary and secondary data. Primary data have been collected through a structured 

questionnaire. Theoretical back ground of the present study was gathered from various sources 

which include Books, Journals, Magazines, Website and other related research work. Simple 

Random Sampling techniques were used to collect the data from 150 respondents.   
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Analysis of Data 

Table 1 Demographic profile of the respondents 

Profile Category Frequency Percentage 

Gender 

Male 48 32 

Female 102 68 

Total 150 100 

Age (in years) 

Below20 15 10 

21-30 57 38 

31-40 48 32 

41-50 21 14 

Above50 9 6 

Total 150 100 

Educational 

Qualification 

School level 66 44 

Undergraduate 39 26 

Postgraduate 27 18 

Professional 12 8 

Others 6 4 

Total 150 100 

Occupation status 

Agriculture 6 4 

Business 39 26 

Employed 57 38 

Professional 15 10 

Others 33 22 

Total 150 100 

Marital Status 

Married 102 68 

Unmarried 48 32 

Total 150 100 

Monthly Income                      

(in Rs.) 

Below10000 54 36 

10001-20000 57 38 

20001-40000 21 14 

40001-50000 12 8 

Above50000 6 4 

Total 150 100 

Size of the Family 

Upto2members 9 6 

3members 36 24 

4members 69 46 

Above4members 36 24 

Total 150 100 

Source: Primary data 

 It is observed form theTable-1that the majority of the respondents are female(68%), aged 

between 21- 30 years(38%) having completed only school level education(44%), married(68%), 

employed 38% with a monthly income of Rs.10001-20000(38%) and with the family size of 4 

members(46%). 
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Table 2 Awareness of Various Brands of Edible oil 

Types Brands 
Frequency of 

Aware 
percentage 

Frequency of 

Not Aware 
percentage 

 
 
 
Sunflower oil 

Goldwinner 150 100 - - 

Saffola 105 70 45 30 

Dhara 114 76 36 24 

Fortune 120 80 30 20 

Usha 126 84 24 16 

Sundrop 138 92 12 8 

Aachi 99 66 51 34 

 
 
Coconut oil 

Parachute 147 98 3 2 

VVD 141 94 9 6 

Vatika 144 96 6 4 

Shanthi 114 76 36 24 

 
 
Gingelly oil 

VVS 132 88 18 12 

Idayam 141 94 9 6 

Thangam 120 80 30 20 

Anjali 135 90 15 10 

 
Groundnut oil 

Ganapathy 126 84 24 16 

Vignesh 102 68 48 32 

Palm oil Ruchigold 120 80 30 20 

 
Vanaspathi 

Dalda 141 94 9 6 

Goldwinner 120 80 30 20 

Abirami 87 58 63 42 

Source: Primary data 

 It is clear from the table-2 that out of the total respondents taken for the study though 

television advertisement.100% of them are aware of gold winner in sunflower oil, 98% with 

respect to parachute in coconut oil, 94.8% with respect to idayam in gingerly oil, 84% with 

respect to ganapathy in groundnut oil, 80% with respect to ruche in palm oil, and 94% with 

respect to dalda.  

 

Chi-square test result 

Table 3 Association between Demographic Variables and Frequency of Purchase,  

Mode of Purchase and Place of Purchase of Various Brands of Edible Oil 

Personal Factor 

Frequency of Purchase Mode of Purchase Place of Purchase 

χ
2 

Value 

Table  

Value 
S / NS 

χ
2 

Value 

Table  

Value 
S / NS 

χ
2 

Value 

Table  

Value 
S / NS 

Gender 11.7 9.49 S 0.68 9.49 NS 2.71 5.99 NS 

Age 18.01 26.30 NS 22.20 26.30 NS 12.93 15.51 NS 

Marital Status 5.02 9.43 NS 3.58 9.49 NS 0.10 5.99 NS 

Edu. Qual. 10.76 26.30 NS 13.77 26.30 NS 18.99 15.51 S 

Occupational Status 16.65 26.30 NS 85.19 26.30 NS 6.16 15.51 NS 

Family monthly income 22.76 26.30 NS 11.51 26.30 NS 10.92 15.51 NS 

Size of the family 3.96 21.03 NS 20.99 21.03 NS 14.22 12.60 S 

Source: Primary data      S-Significant    NS- Not Significant    

  
 It is inferred from the table-3 that the hypothesis is rejected for gender and in other cases the 

hypothesis is accepted. It is concluded that gender have significant influence on the frequency 

of purchase of various brands of the edible oil. It is concluded that education level also has 

significant influence on the place of purchase of various brands of edible oil. It is concluded that 
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size of the family members also have significant influence on the place of purchase of various 

brands of edible oil.  

 

Suggestions 

1. Consumers’ are aware about Goldwinner (Sunflower oil), Parachute (Coconut oil), Idayam 

(Gingelly oil), Ganapathy (Groundnut oil) and Dalda (Vanaspathi) brands of edible oil. 

Hence, the manufacturer has to create better advertisement which will influence the 

consumers to make a choice among the different brands of edible oil. 

2. The majority of the respondents are female, gender have significant influence on the 

frequency of purchase of various brands of edible oil. 

3. The majority of the respondent’s educational Qualification level also has significant 

influence on the place of purchase of various brands of edible oil. 

 

Conclusion 

  Today’s market is flooded with several brands of edible oil. Each brand of oil is different 

from their competitors. Goldwinner has maximum brand awareness followed by Saffola, 

Dhara, Foutune, Usha, Sundrop, Aachi.Consumers are aware about the popular brands of 

edible oil. Consumers’ preferred edible oil on the basis of health consciousness of their family 

members followed by quality and taste of the product. If the manufacturers provide better 

product to their consumer means it will make them to retain in the market for a long period.   
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A STUDY ON PERFORMANCE OF RETAIL BANKING  

IN RURAL AND URBAN AREAS 

 

 

 

 

 

 

 

 

 
Abstract  

 Retail Banking is a typical mass-market banking where individual customers use local branches of larger commercial banks. 
Services offered include savings and checking accounts, personal loans, debit/credit cards and certificates of deposit (CDs). Retail 

banking is increasingly viewed by banks as an attractive market segment with opportunities for growth with profits. Changing 
lifestyles, fast improvement in information technology, other service sectors and increasing levels of income have contributed to the 

growth of retail banking in countries like India. The consumers broadly categorised into four categories such as urban, semi-urban, 
rural and metropolitan. Despite the expansion of the banking network during the last four decades, a sizeable proportion of the 
households, especially in rural areas, do not have a bank account. Understanding customer’s financial needs and making them to 

clearly understand other aspects before offering a product especially in rural areas will enhance customer satisfaction. This 
consumer-focused approach and transition of employees from service to a sales mentality can improve revenue by attracting new 

customers and increasing the bank’s wallet share of existing customers.  

Keywords: Retail Banking, Rural, Urban, customers, consumers, credit and deposit. 

 

Introduction   

Conceptual framework 

 “Retail banking” is a division of bank which deals with the retail customer and so also it 

can be termed as “personal banking”. It focuses strictly on consumer markets which provide 

services for small account holders. The traditional functions of banking are limited to accept 

deposits and to give loans and advances. But Now-a-days banking functions are expanded and 

not confined only to accepting deposits and delivering loans, but encompasses a wide range of 

Retail facilities. Retail Banking is the most important intermediaries in mobilising public 

savings and directing them into investments in either Government owned or private enterprises. 

It is increasingly viewed by banks as an attractive market segment with opportunities for 

growth with profits. Changing lifestyles, fast improvement in information technology, other 

service sectors and increasing levels of income have contributed to the growth of retail banking 

in countries like India that are developing at a good pace. Retail loan market has decisively got 

transformed from a ‘sellers market’ to ‘buyers market’. Retail banking, also known as consumer 

banking, is the typical mass-market banking in which individual customers use local branches 

of larger commercial banks. Retail banking is usually made available by commercial banks, as 

well as smaller community banks. In addition to the above, retail banking provides facilities 

such as NEFT Transfer, RTGS transfer ATM and other technology-based services, demat 

facilities, insurance, mutual funds, stock-broking, payment of utility bills, reservation of railway 

tickets, etc., catering to diverse customer groups, offering a host of financial services, mostly to 

individuals. Today’s retail banking sector is characterized by three basic characteristics such as 

• Multiple products - deposits, credit cards, insurance, investments and securities 

• Multiple channels of distribution - call centre, branch, internet 
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• Multiple customer groups - consumer, small business, and corporate 

 Multiple products refer to various products given by Banks such as depository products 

such as fixed deposit, term deposit, savings and checking accounts, credit products such as 

personal loans, housing loans, educational loans, consumer durable loans, vehicle loans, debit 

and credit cards and so forth and Investment and securities products. These products are 

delivered to satisfy individual customer’s needs rather than the needs of Corporations. Multiple 

channel of distribution encompasses various means of delivering their services such as through 

mobile phones, Internet, Branch itself, ATMS etc. Multiple customer group includes individual 

customers, small business and corporate. The consumers are broadly categorised into four 

categories such as urban, semi-urban, rural and metropolitan.  Retail banks provide a safe place 

for people to deposit their money. Savings accounts, certificates of deposit and other financial 

products offer a better rate of return compared to stuffing their money under a mattress. Retail 

banks allow you to manage your money with checking accounts and debit cards. All of this can 

be done online, making it an added convenience. 

 Retail banks have to cope with fierce competition, changing customer demands and 

profiles, and regulatory issues. Customer demand for new and innovative products and 

services, centralized operations, and integrated delivery channels is ever increasing even as 

pricing remains a sensitive issue in this segment. Retail banks are constantly under pressure to 

increase sales by signing up new clients and increasing business from existing customers. To 

retain existing customers and attract new customers, these banks have begun offering value 

added products including insurance products and mutual fund products. This is in addition to 

their regular value offerings. 

 

Need for and Importance of the Study 

 Despite the expansion of the banking network during the last four decades, a considerable 

proportion of the households, especially in rural areas, do not have a bank account. As per 

Census 2011, out of 121 Crore population in India, 83.3 Crores are in Rural and only 37.7 

Crores are in Urban areas. The Rural & Urban distribution of population is 68.84% & 31.16% 

respectively. The significant sections of unbanked population and regions in rural areas open up 

an opportunity for the retail banking. Govt of India and RBI as per their Financial Inclusion 

Agenda made concerted efforts to ensure access to financial services and timely and adequate 

credit where needed by vulnerable groups such as weaker sections and low income groups at an 

affordable cost, since it is necessary for sustaining long term equitable development in India. In 

August 2014, the Indian government launched Pradhan Mantri Jan Dhan Yojana scheme for 

comprehensive financial inclusion with the goal of opening a bank account for every 

household. “By the end of January 2015, it had led to the opening of 125 Million new bank 

accounts. According to reports, only 53 per cent of the country’s population had bank accounts 

as against 79 per cent in China and more than 80 per cent in the U.K., the U.S. and Germany. 

The Union government’s JAM (Jan Dhan, Aadhaar, Mobile) initiative aimed at helping direct 

transfer of subsidy to the beneficiary’s account has helped to promote bank account penetration 

in the country. Bank account penetration in unbanked region broadens the resource base of the 

financial system by developing a culture of savings among large segment of rural population 

and plays its own role in the process of economic development. Hence, the importance is felt 

for a comparative study of retail banking performance in urban and rural areas.   
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Statement of the Problem 

 Though the bank account penetration in India had increased from 35 per cent to 53 per cent 

between 2011 and 2014, still a sizeable portion of population is yet to have Bank account in 

rural areas. Inspite of various revolutionary measures taken by the Govt of India and RBI, the 

Credit and debit performance of Banks in rural area has not improved substantially. As per 

World Bank Report, the dormancy rate in India is quite high at 43 per cent and accounts for 

about 195 Million of the 460 Million adults with a dormant account around the world and it is 

also noted that mere 15 percent of adults use accounts for payment and receipts. This scenario 

poses a question “How to venture in to the untapped segment of population and ways to 

improve the retail banking performance?”. An attempt is made in this study to answer this 

question.  

 

Objectives of the study 

The main objectives of the study are  

1. To study the Deposit performance of retail banking services of scheduled commercial 

banks in rural and urban areas. 

2. To study the Credit performance of retail banking services of scheduled commercial banks 

in rural and urban areas. 

Scope of the study 

 The scope is limited only to study the deposit and credit performance of retail banking of 

scheduled commercial banks in urban and rural areas. The term ‘performance’ in this study 

implies the growth of deposit accepted by the banks and growth of credit issued by the 

scheduled commercial banks in urban and rural areas. The period of the study is confined to 7 

years ie from 2009-2010 to 2015-2016. 
 

Methodology  

 The study is an analytical study based on secondary data. The data were collected from 

RBI website. The annual report of RBI ‘Report on Trend and progress of banking in India’ is 

the major source of data collection. The performance of retail deposits and retail loans of 

scheduled commercial banks in urban and rural areas is analysed using growth rate method. 
 

Discussion and results of the analysis 

 The growth of retail deposits and retail credit is studied and discussed with the help of 

following tables 

Deposits of Scheduled Commercial Banks: Urban - Rural comparison 

Table 1.1 Savings Deposits (in Million) 

Year 
Urban 
(Rs) 

G/ Rate 

(%) 

Rural 
(Rs) 

G/ Rate 

(%) 

All-India 
(Rs) 

G/ Rate 

(%) 

2009-2010 2992970  2007455 
 

12304862 
 

2010-2011 3637069 21.52 2494411 24.26 14662117 19.16 

2011-2012 4004903 10.11 2860021 14.66 16059396 9.53 

2012-2013 4610720 15.13 3356919 17.37 18423345 14.72 

2013-2014 5211649 13.03 3922590 16.85 21043499 14.22 

2014-2015 5775743 10.82 4403804 12.27 23466587 11.51 

2015-2016 6590277 14.1 4961708 12.67 26684387 13.71 

Average Growth rate 14.12  16.35 
 

13.81 
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 Table-2.1 shows average growth rate of savings deposit for the study period in rural area is 

16.35% and 14.12% in urban area. The highest amount of savings is Rs.4961708Million 

andRs6590277Million in the year 2015-2016 in urban and rural areas respectively. But the 

highest growth rate was recorded during the year 2010-2011. There was a stable growth rate in 

savings account after the year 2010-11 in both rural and urban areas. It is pertinent to note that 

though there was a slight increase in the average growth rate in rural area than the urban area, 

it is not proportionate to their population distribution.  Savings account holds large portion out 

of the total deposit at an average of 17.91% and 24.74% in rural and urban areas respectively. 

 
Table 1.2 Current Deposits (`in Million) 

Year 
Urban 
(Rs) 

G/ Rate  

(%) 

Rural 
(Rs) 

G/ Rate 

(%) 

All-India 
(Rs) 

G/ Rate 

(%) 

2009-2010 1096542.5  257641 
 

5552368 
 

2010-2011 1189176.76 8.45 263461 2.26 6701266 20.69 

2011-2012 1263597.2 6.26 285611 8.41 6523261 -2.66 

2012-2013 1530405.65 21.11 317019 11 6951257 6.56 

2013-2014 1536581.22 0.4 341700 7.79 7145669 2.8 

2014-2015 1850777.14 20.45 478479 40.03 8639447 20.9 

2015-2016 1779350.77 -3.86 415654 -13.13 8618669 -0.24 

Average Growth rate 8.8  9.39 
 

8.01 

 The average growth rate of current deposit is 9.39% in rural area and 8.80% in urban area. 

The highest growth rate of 40.03% (Rs.478479 Million and 20.45% (Rs.1850777 Million) is 

recorded during the year 2014-15 in rural and urban areas respectively. There is high 

fluctuation in the growth rate of current deposit. When compared to total deposit the rural area 

has very low proportion at 4.66% than the urban area which is recorded as 20.35%. Again it is 

not proportion to their population distribution. 

 

Table 1.3 Term Deposits (`in Million) 

Year 
Urban 

(Rs) 

G/ Rate 

(%) 

Rural 

(Rs) 

G/ Rate 

(%) 

All-India 

(Rs) 

G/ Rate 

(%) 

2009-2010 5360409.6  1938282 
 

27753060 
 

2010-2011 6278887.59 17.13 2174784 12.2 32532131 17.22 

2011-2012 7457421.2 18.77 2586227 18.92 38199777 17.42 

2012-2013 8829004.11 18.39 3024949 16.96 44751602 17.15 

2013-2014 10391869.7 17.7 3607221 19.25 51368045 14.78 

2014-2015 12022489.1 15.69 4274482 18.5 57115078 11.19 

2015-2016 13136129.9 9.26 4712052 10.24 60692255 6.26 

Average Growth rate 16.16  16.01 
 

14 

 The average growth rate for term deposits in urban and rural areas is more or less the same 

i.e. 16.16% and 16.01 % respectively. The highest deposit was recorded as Rs.4712052 Million 

in the year 2015-16 in rural area and Rs.13136129.9Million in the year 2015-16 in urban area. 

The lowest growth rate is 9.26% in urban area in the year 2015-16 and 10.24% in rural area in 

the same year. Similar to current deposit, the proportion of term deposit to the total deposit in 

rural area is recorded as 7.07%which is lower when compared to urban area, which records as 

20.11%. 
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Credit extended by Scheduled Commercial Banks: Urban – Rural Comparison 

Table 2.1 Housing Loan (`in Million) 

Year 
Urban 

(Rs) 

G/ Rate 

(%) 

Rural 

(Rs) 

G/ Rate 

(%) 

Total 

(Rs) 

G/ Rate 

(%) 

2009-2010 840645.6 
 

250989.3 
 

3063066.8 
 

2010-2011 962205.59 12.63 257771.1 2.63 3459312 11.45 

2011-2012 1019677.5 5.64 253538.6 -1.67 3787435.2 8.66 

2012-2013 1240452.5 17.8 290900.8 12.84 4647111.9 18.5 

2013-2014 1427350.6 13.09 341342.1 14.78 5306054.6 12.42 

2014-2015 1764894.9 19.13 431562.8 20.91 6398790.7 17.08 

2015-2016 2051694.6 13.98 491578.5 12.21 7450403.4 14.11 

Average Growth Rate 13.71  10.28  13.70 

 As per the Table-2.1, the housing loans granted by the scheduled commercial banks in the 

year 2015-16 in rural areas recorded the highest i.e.Rs. 491578.5 Million when compared to the 

previous years from 2009-2010 to 2014-15 with the growth rate of 12.21%. But the highest 

growth rate recorded during the study period was 20.91% in the year 2014-15.  It is also 

inferred from the data available that the housing loan segment shows steady growth in the 

recent past years. Similarly, in urban areas, the highest loan granted was Rs. 2051694.6Million 

in the year 2015-16 at the growth rate of 13.98% and the highest growth rate is 19.13in the year 

2014-15. 

Table 2.2 Consumer Durable LOAN (`in Million) 

Year 
Urban 

(Rs) 

G/ Rate 

(%) 

Rural 

(Rs) 

G/ Rate 

(%) 

Total 

(Rs) 

G/ Rate 

(%) 

2009-2010 14629.9 
 

16631.5 
 

57589 
 

2010-2011 14355.63 -1.91 17790.18 6.51 65637.03 12.26 

2011-2012 16847.2 14.79 17392.4 -2.29 73465.3 10.66 

2012-2013 24604.39 31.53 17431.61 0.22 82131.19 10.55 

2013-2014 24614.27 0.04 43043.09 59.5 127505.74 35.59 

2014-2015 26919.95 8.56 37760.09 -13.99 124642.94 -2.3 

2015-2016 28569.74 5.77 51954.04 27.32 137645.23 9.45 

Average Growth Rate 9.80  12.88  12.70 

 In case of consumer durables, the highest growth rate was recorded as 31.53% in the year 
2012-13 in urban area and 59.5% was recorded in the year 2013-14 in rural areas. The highest 
consumer durable loan in urban area was Rs. 28569.74Millionduring the year 2015-16 and in 
rural area was Rs. 51,954.04 Million during the same year. It is observed that the trend of 
growth was not steady in both the areas for consumer durable loans. There was high 
fluctuation. 

Table 2.3 Rest of Personal Loan (`in Million) 

Year 
Urban 
(Rs) 

G/ Rate 

(%) 

Rural 
(Rs) 

G/ Rate 

(%) 

Total 
(Rs) 

G/ Rate 

(%) 

2009-2010 608859.2 
 

375167.4 
 

2468292.3 
 

2010-2011 789698.27 22.9 461814.7 18.76 3176396.9 22.29 

2011-2012 860560.9 8.23 428552.2 -7.76 3640605.1 12.75 

2012-2013 1011667.9 14.94 496175.4 13.63 3983662.7 8.61 

2013-2014 1212905.7 16.59 506611.4 2.06 4737443.3 15.91 

2014-2015 1310835 7.47 573624.3 11.68 4916427.2 3.64 

2015-2016 1603705.5 18.26 648144 11.5 5803331.6 15.28 

Average Growth Rate 14.73  8.31  13.08 
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 Regarding the rest of the personal loans the highest growth rate was 22.9% and 18.76% in 

the year 2010-11 in urban and rural areas respectively. Following years from 2011-2012 lesser 

amount of loans were recorded and that too in a fluctuating manner in both urban and rural 

areas. The lowest growth rate was 7.47% with Rs. 1310835 Million in the year 2014-15 in 

urban area and 11.5% with Rs. 648144 Million in the year 2015-2016 in rural area. 

 
Table 2.4 Total Personal Loans (`in Million) 

Year 
Urban 

(Rs) 

G/ Rate 

(%) 

Rural 

(Rs) 

G/ Rate 

(%) 

Total 

(Rs) 

G/ Rate 

(%) 

2009-2010 1464134.6 
 

642788.33 
 

5588948.13 
 

2010-2011 1766259.5 17.11 737375.98 12.83 6701345.9 16.6 

2011-2012 1897085.5 6.9 699483.1 -5.42 7501505.4 10.67 

2012-2013 2276724.8 16.67 804507.87 13.05 8712905.72 13.9 

2013-2014 2664870.6 14.57 890996.59 9.71 10171003.6 14.34 

2014-2015 3102649.9 14.11 1042947.2 14.57 11439860.8 11.09 

2015-2016 3683969.9 15.78 1191676.5 12.48 13391380.3 14.57 

Average Growth Rate 14.19  9.54  13.53 

 The highest total personal loan recorded was Rs. 3683969.9 Million and Rs. 1191676.5 

Million in the year 2015-16 in urban and rural areas respectively. The lowest growth rate is 

recorded as 6.9% and -5.42% in the year 2011-2012 in urban and rural areas respectively. The 

years 2013-14 and 2014-15 has witnessed relatively lesser growth of personal loans as per the 

growth rate analysis in urban area. In rural area the growth rate shows very high fluctuation 

and the proportion of the growth is also very less.  It is also observed that out of the total 

personal loans, the larger share was for housing loans than any other personal loans. Keeping 

in view of the rural population in India which is over two fold than the urban population, the 

average growth rate of retail credit portfolio of Scheduled Commercial Banks in rural area is 

lesser than that of urban area.   

 

Suggestions 

• Savings deposit in rural area shows slightly increased growth rate than compared to urban 

area but not in proportion to the distribution of population. Offering various measures such 

as increased interest rate, easy mode of depositing cash, giving extended time for depositing 

cash, etc. may improve savings deposits in rural area.   

• Poor Consumer durables loan is also attributed to the continuous failing monsoon, drought 

which devoid the purchasing power of rural public. Since it is a recurring problem in India, 

attractive policies can be formulated to increase the consumer durable loans. 

• Demand for consumer durables is seasonal especially during festive season is also a reason 

for the fluctuating performance in consumer durable loan segment. Designing attractive 

interest rates during the festive season can improve consumer durable loans. 

• Since growth rate of housing loan in rural segment is not so high, the banks may take 

initiative to provide less interest rate for housing loan in rural segment to increase the 

housing loan in rural area. 

• Customer centric product differentiation especially in consumer durables to attract rural 

customers will help to increase their finance activities. 
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• Since nuclear family concept is gaining much prominence, it may lead to large savings. 

Offering attractive schemes especially for middle age group will increase the loans for 

consumer segment and also the housing loan segment.  

• Tie up with renowned consumer brands with attractive loan facilities will help bank 

penetration in unbanked population.  

• Impact of High-Tech banking to some extent has brought a gap in rural population. Focus 

needs to be given by banks to bridge the gap.  

• Impartation of training and knowledge about Phone/mobile banking and mobile app in 

simpler ways `to the students and Govt employees will bring back the trust and wean away 

the shyness in use amongst the rural population.  

• Necessary safeguard measures taken with regard to Cyber Security by the Banking sector 

will instil confidence in the customers to use the available high-tech facilities in a trusted 

and secure manner. 

• As a demonetisation initiative, more and more customers may be encouraged to shift from 

‘Paper’ to ’Plastic’ which will increase the new delivery channels. 

• Banks should share the existing network and the services to enhance the retail banking 

business. 

 

Conclusion 

 In the present regime of falling interest and stiff competition, banks should make all out 

efforts to boost the retail banking by recognizing the needs of the customers as per the mantra 

“Customer is Core”. There is a huge opportunity for retail banks to focus on the untapped rural 

segments of India, since there exists significant sections of unbanked population and regions. It 

is essential that banks would be imaginative in predicting the customers' expectations in the 

ever-changing tastes and environments. A concerted and focussed approach on rural sector will 

certainly fetch better results. It is the innovative and competitive products coupled with high 

quality care for clients will only hold the key to success in this area. In short, bankers have to 

run very fast even to stay where they are now. It is the survival of the fastest now and not only 

survival of the fittest. In this era of digital banking that has paved the way for a new economy 

and is going to be a dominant metric of success for the government, banks and citizens alike, 

translating from the traditional way of banking to the digital mode is a real challenge. The real 

issue lies in the customer engagement models that Indian banks employ today and related 

security uncertainties when transacting online. Addressing these issues will certainly make way 

for tremendous economic development. 
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A STUDY ON INVESTORS’ OPINION TOWARDS TECHNICAL ANALYSIS IN 

STOCK MARKET TRADING WITH REFERENCE TO TIRUCHIRAPPALLI CITY 

 

 

 

 

 

 

 

 

 
Abstract 

 Due to the unsecured employment, nowadays Indian people are interested to save more money for their future. Among the 
various portfolios available in investment pattern, the stock market plays a vital role in stimulating individual income as well as 

national income. Even though the income of a person is getting low, people are interested in investing in stock market as it earns a 
huge return when compared to other patterns of investments. By using the technical analysis, an investor can take huge return and 

reduce the risk involved. 
 This study deals with the opinion of investors towards technical analysis in stock market in Tiruchirappalli city.  The study 
was descriptive in nature and convenient sampling technique was used for a sample size of 130 respondents.  From the findings it’s 

clear that 48% of the respondents agreed that by using Technical Analysis the return ratio has been increasing & 58% of the 
respondents agreed that using Technical Analysis in trading will be safe to invest.    

Keywords: Investment Portfolios, Technical analysis, risk & return. 

 

Introduction 

 Stock market is a place where shares of pubic listed companies are traded. The primary 

market is where companies float shares to the general public in an initial public offering (IPO) 

to raise capital. Once new securities have been sold in the primary market, they are traded in 

the secondary market—where one investor buys shares from another investor at the prevailing 

market price or at whatever the price both the buyer and seller agree upon. The secondary 

market or the stock exchanges are regulated by the regulatory authority. In India, the secondary 

and primary markets are governed by the Security and Exchange Board of India (SEBI). 

 A stock exchange facilitates stock brokers to trade company stocks and other securities.  

A stock may be bought or sold only if it is listed on an exchange. Thus, it is the meeting place 

of the stock buyers and sellers. India's premier stock exchanges are the Bombay Stock 

Exchange and the National Stock Exchange. 

 

BSE and NSE 

 Most of the trading in the Indian stock market takes place on its two stock exchanges: 

the Bombay Stock Exchange (BSE) and the National Stock Exchange (NSE). The BSE has 

been in existence since 1875. The NSE, on the other hand, was founded in 1992 and started 

trading in 1994. However, both exchanges follow the same trading mechanism, trading hours, 

settlement process, etc. At the last count, the BSE had about 4,700 listed firms, whereas the 

rival NSE had about 1,200. Out of all the listed firms on the BSE, only about 500 firms 

constitute more than 90% of its market capitalization; the rest of the crowd consists of 

highly illiquid shares. 

 Index - An index is a comprehensive measure of market trends, intended for investors who 

are concerned with general stock market price movements. An index comprises stocks that 
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have large liquidity and market capitalization. Each stock is given a weight age in the index 

equivalent to its market capitalization at the NSE. The capitalization of NIFTY is taken as a 

composition of fifty selected stocks.    

 Sensex - It is the benchmark index for the Indian stock market. It is the most frequently 

used indicator while reporting on the state of market. The SENSEX is the oldest in the country 

and it’s capitalization is taken as a composition of thirty selected stocks. 

 

What is 'Technical Analysis'? 

Dow Theory Model – A method of Technical Analysis 

 Technical analysis is a trading tool 

employed to evaluate securities and attempt 

to forecast their future movement by 

analyzing statistics gathered from trading 

activity, such as price movement and 

volume. Unlike fundamental analysts who 

attempt to evaluate a security's intrinsic 

value, technical analysts focus on charts of  

price movement and various analytical tools 

to evaluate a security's strength or weakness 

and forecast future price changes. 

 

Review of Literature 

 Jenni L., Bettman, Stephen. J. Sault, 

Emma J. Schultz (2008), proposes an equity 

valuation model integrating (2008), proposes 

an equity valuation model integrating 

Fundamental and Technical analysis, they tend 

to recognize their potential as complements 

rather than as substitutes. Testing confirms the 

complementary nature of Fundamental Testing 

confirms the complementary nature of 

Fundamental and Technical analysis by showing that in spite of each performing in isolation 

models integrating both have superior explanatory power. 

 Sanjay Sehgal and Meenakshi Gupta (2005) presents the survey which aims at providing 

insights about the way technical traders operate in the financial market and the trading 

strategies that they adopt. The survey covered institutional and individual technical traders 

with a long and active trading record for the Indian market. In this study also it is observed that 

the sample respondents tend to use Technical analysis along with Fundamental analysis for 

security selection. 

 

Statement of the Problem   

 Investing in share market is growing in trend, because of its return, which depends on 

technical analysis. Technical analysts apply technical indicators to charts of various time 

frames. Short-term traders may use charts ranging from one-minute time frames to hourly or 

four-hour time frames, while traders analyzing longer-term price movement scrutinize daily, 
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weekly or monthly charts. For getting assistance from technical analyst it is needed to remit a 

charge which is fixed by him or her. Otherwise if an investor is going to learn the concept of 

technical analysis it can be treated as a tedious job. In this situation the investors can get 

confused regarding their trade as well as investment in stock market. Hence this study deals to 

identify the opinion of the investors towards technical analysis in stock market trading with 

reference to Tiruchirappalli city. 

 

Objectives of the Study 

Primary objectives  

• To study the opinion of the investors towards technical analysis in stock market trading 

with reference to Tiruchirappalli city.  

Secondary objectives  

• To find out the opinion of potential investors regarding their investment decision with the 

help of Technical Analysis at the right time and at the right way.  

• To study the investors opinion regarding the Return/Profit level by using Technical 

Analysis in stock market. 

• To find out whether the investors feel that using of Technical Analysis helps to invest 

safely. 

 

Scope of the Study 

 The purpose of the study is to know the opinion of investors towards technical analysis in 

stock market trading with reference to Tiruchirappalli city. Now-a-days, individual investors 

who are investing in stock market look out for high returns with safety. By following technical 

analysis, the above said objectives can be met out by the investors. The main purpose of this 

study is to identify the opinion of investors towards the impact of technical analysis on stock 

market trading which helps the investors to get aware about it, in near future. 

 

Limitations of the Study 

• The area of Study is limited only to Tiruchirappalli city only. 

• The sample size is just 130 investors and so it is not adequate enough to cover the size of 

the investors. 

• Analysis of the data obtained from the questionnaire was done on the assumption that 

respondents have given correct information and it may or may not hold good. 

 

Research Methodology 

 This section summarizes the methodology used to find out the opinion of investors towards 

technical analysis in stock market with reference to Tiruchirappalli city. This study is planned 

to be carried out with the help of primary data and secondary data for the purpose to analyze 

and understand the opinion towards technical analysis which was conducted through 

Questionnaire among the working people. 

 

Research Design   

 Descriptive research design was adopted in this study. 
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Sampling Design and Size  

 Convenient sampling method was applied in this study. From the large number of investors 

in the Tiruchirappalli city, 130 investors are selected as respondents with the help of brokerage 

firms. 

 

Data Collection   

 The present study is mainly based on primary data and secondary data. To get the primary 

data from the investors, close ended structured questionnaire is designed and the required data 

were collected through it. 

 

Sources of Data 

 Primary data was collected through questionnaire and Secondary data was collected from 

the reports, articles, journals, documents, printed literatures, certain web sites and other online 

data bases etc. For the additional information secondary source of data also was used in the 

study. 

 

Tools of Analysis   

 Various tools are used for the analysis and interpretation of data. Simple percentage 

analysis and Chi-square test of significance have been used. The secondary data have been 

represented through charts whenever necessary. 

Analysis and Interpretation 

Table 1 Percentage Analysis 

Particulars 
No. of 

Respondents 
Percentage 

Gender 

Male 77 59 

Female 53 41 

Total 130 100 

Marital status 

Single 27 21 

Married 103 79 

Total 130 100 

Educational Qualification 

Under graduate 45 35 

Post graduate 70 54 

Diploma 9 7 

Others 6 4 

Total 130 100 

Occupation 

Government 
employee 

21 16 

Private 
employee 

81 62 

Self employed 19 15 

Others 9 7 

Total 130 100 

Age 

Less than 30 16 12 

31-35 years 55 42 

36-40 years 41 32 

Above 41 years 18 14 

Total 130 100 
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Annual income 

Below 300000 47 36 

300001-500000 64 49 

500001-700000 11 9 

Above 700000 8 6 

Total 130 100 

Purpose of investment 

For health 
benefits 

51 39 

For children’s 
higher 
education 

61 47 

Wealth creation 10 8 

Retirement 
benefit 

8 6 

Total 130 100 

Investment Avenues preferred 

Insurance 31 24 

Mutual funds 15 12 

Share market 44 34 

Fixed deposits 40 30 

Total 130 100 

Technical Analysis consists charts and 
figures 

Strongly Agree 44 34 

Agree 46 35 

Neutral 24 18 

Disagree 10 8 

Strongly 
Disagree 

6 5 

Total 130 100 

Technical Analysis helps to take appropriate 
investment decisions at the right time and at 
the right way. 

Strongly Agree 32 25 

Agree 66 51 

Neutral 16 12 

Disagree 10 8 

Strongly 
Disagree 

6 4 

Total 130 100 

Technical Analysis is mostly used by people 
who have interested in intraday trading 

Strongly Agree 33 25 

Agree 70 54 

Neutral 15 12 

Disagree 9 7 

Strongly 
Disagree 

3 2 

Total 130 100 

Return/profit increase when I use Technical 
Analysis. 

Strongly Agree 41 32 

Agree 63 48 

Neutral 12 9 

Disagree 8 6 

Strongly 
Disagree 6 

5 

Total 130 100 
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Lack of knowledge is very risky and very 
dangerous to invest. With the help of 
Technical Analysis is safe to invest 

Strongly Agree 31 24 

Agree 76 58 

Neutral 13 10 

Disagree 8 6 

Strongly 
Disagree 

2 2 

Total 130 100 

Opinion towards share market investment by 
using Technical Analysis 

Highly 
Favourable 

23 18 

Favourable 45 35 

Neutral 33 25 

Unfavourable 18 14 

Highly 
unfavourable 

11 8 

Total 130 100 

Opinion regarding the growth rate of share 
market 

Highly 
Favourable 

31 24 

Favourable 48 37 

Neutral 27 21 

Unfavourable 13 10 

Highly 
unfavourable 

11 8 

Total 130 100 

 

Fig.1 Technical Analysis Consists charts and figures 

Interpretation 

 Demographical background of 

the respondents shows that 59% of 

the respondents are male. 79% of 

the respondents are married. With 

respect to the educational 

qualification of the respondents 

54% of the respondents are Post 

graduates. Occupation of the 

respondents shows that, 62% of the 

respondents are Private Employees.  

Of all 42% of the respondents are in 

the age group of 31-35 years. 

Annual Income level of the respondents represents that, 49% of them are in the income range 

of Rs.300001-Rs.500000. Purpose of investment represents that 47% of the respondents 

invested for children’s higher education. Investment Avenues represent that 34% of the 

respondents preferred to invest in Share market. Technical Analysis consists charts and a figure 

was agreed by 35% of the respondents. 51% of the respondents agreed that the Technical 

Analysis helps to take appropriate decision to invest in stock market. 54% of the respondents 

agreed that the Technical Analysis is used mostly by the intra-day traders. 48% of the 

respondents agreed that by using Technical Analysis, the return ratio has been increasing. 58% 

of the respondents agreed that using Technical Analysis in trading will be safe to invest. 
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Opinion towards Share market investment through Technical Analysis represented 35% of the 

respondents and they felt Favourable and opinion towards growth rate of investment in share 

market represented 37% of the respondents who felt favourable. 

 

Chi-Square Test 

Hypothesis: 1 

 H0: There is no association between the occupation and purpose of investment of the 

respondents. 

 H1: There is association between the occupation and purpose of investment of the 

respondents. 

Table 2 Occupation and purpose of investment – Chi-square test 

Occupation / 
Purpose of 
Investment 

For health 

benefits 
For children’s 

higher education 
Wealth 

creation 
Retirement 

benefit 
Total 

Government 
Employee 

7 10 3 2 22 

Private employee 32 42 2 4 80 

Self employed 6 7 2 5 20 

Others 4 4 0 0 8 

Total 49 63 7 11 130 
 The calculated value 15.573 is less than the table value 16.919. Hence the hypothesis is 

accepted and so there is no association between the occupation and purpose of investment of 

the respondents. 

 

Hypothesis: 2 

 H0: There is no association between the Age and preferred investment avenues of the 

respondents. 

 H1: There is association between the Age and preferred investment avenues of the 

respondents. 

Table 3 Age and preferred investment avenues – Chi-square test 

Age /Preferred 

Investment Avenue 
Insurance Mutual Fund 

Stock 

Market 
Fixed 

Deposit 
Total 

<30 yrs 4 4 8 3 19 

31 – 35 yrs 10 6 26 13 55 

36 – 40 yrs 6 5 11 11 33 

>40 yrs 3 4 7 9 23 

Total 23 19 52 36 130 

 The calculated value 5.97 is less than the table value 16.919. Hence the hypothesis is 

accepted and so there is no association between the Age and preferred investment avenues of 

the respondents. 

 

Hypothesis: 3 

 H0: There is no association between the gender and the opinion towards the Technical 

Analysis helps to take appropriate investment decisions at the right time and at the right way. 

 H1: There is association between the gender and the opinion towards the Technical 

Analysis helps to take appropriate investment decisions at the right time and at the right way. 
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Table 4 Gender and opinion towards technical analysis – Chi – square test 

Gender/Opinion towards 

the Technical Analysis 

helps to take appropriate 

investment decisions 

Strongly 

Agree 
Agree Neutral Disagree 

 

Strongly 

Disagree 

Total 

Male 18 38 10 4 4 74 

Female 14 28 6 6 2 56 

Total 32 66 16 10 6 130 

 The calculated value 1.614 is less than the table value 9.488. Hence the hypothesis is 

accepted and so there is no association between the gender and the opinion towards the 

Technical Analysis helps to take appropriate investment decisions at the right time and at the 

right way. 

 

Conclusion 

 “Saving for the future” is the mantra of today’s investors. Theoretical aspects are very much 

known to individuals about stock market and not the practical aspects. It is also important for 

the investors to make sure that the investment made is safe. From the findings it is found that 

the Technical Analysis plays an important role in stock market to decide whether to buy or sell 

the stock at a particular time.  The investors use the technical analysis to predict about the 

market as well as to decide the trade at the right time and at the right way. Through the 

technical analysis an investor can acquire a specific knowledge about the investment 

opportunities available in the stock market and appraisal of investment for avoiding loss. Hence 

it is imperative that the Technical Analysis in stock market enables a less risk trade with high 

profit. 
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Abstract 

 Quality of Work Life is the degree to which individuals are able to satisfy their important personal needs while employed by 

the firm. Companies interested in enhancing employees Quality of Work Life generally try to instill in employees the feelings of 

security, equity, pride, internal democracy, ownership, autonomy, responsibility and flexibility. Questionnaire was distributed to 

all employees available at the time of distribution, but duly filled questionnaire was collected from 60  staff Nurses working in 

District Hospitals, Community Health Centres, Primary Health Centres, Sub Health Centres of Tiruchirappalli District in Tamil 

Nadu. The present study showed that nurses' quality of work life is at the moderate level. As QWL has an important impact on 

attracting and retaining employees, it is necessary to pay more attention to the nurses QWL and its affecting factors. The 

authorities in the health care system should develop strategies for improving the nurses work conditions and their QWL, so that, 

nurses will be able to perform better care for their patients. 

Keywords: Quality work life, employees, responsibility. 

 

Introduction 

 Human resources play a very important role in success of an organization and thus, 

management of human resource assumes importance. Many aspects affect the management of 

human resources. One such aspect is Quality of Work Life (QWL). It is a philosophy, a set of 

principles, which holds that people are the most important resource in the organization as they 

are trustworthy, responsible and capable of making valuable contribution and they 

should be treated with dignity and respect. The elements that are relevant to an individual’s 

quality of work life include the task, the physical work environment, social environment within 

the organization, administrative system and relationship between life on and off the job. QWL 

consists of opportunities for active involvement in group working arrangements or problem 

solving that are of mutual benefit to employees or employers, based on labor management 

cooperation. People also conceive of QWL as a set of methods, such as autonomous work 

groups, job enrichment, and high involvement aimed at boosting the satisfaction 

and productivity of workers.  

 Most of them spend a huge proportion of their lives at work, so naturally it is important 

that they have a good environment to work in. The effects of work atmosphere on all aspects of 

employees’ well-being is much further-reaching than most realize. Quality of Work Life is the 

existence of a certain set of organizational conditions or practices. Quality can be assessed by 

factors like performance, reliability, aesthetics, and complying with customer requirements. 

Quality refers to “freedom from wastage, freedom from trouble and freedom from failure”. 

 Quality of Work Life is the degree to which individuals are able to satisfy their important 

personal needs while employed by the firm. Companies interested in enhancing employees 

Quality of Work Life generally try to instill in employees the feelings of security, equity, pride, 

internal democracy, ownership, autonomy, responsibility and flexibility. They try to treat 

employees in a fair and supportive manner, open communication channels at all levels, offer 

employees opportunities to participate in decisions affecting them and empower them to carry 

on with their assignments. It has also been associated with organizational changes aimed at 
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increasing the levels of job widening (greater horizontal task flexibility) and job enrichment 

(greater vertical task flexibility including the taking on of new responsibilities including those 

formerly undertaken by supervisory or managerial personnel). 

 Work environment is often described as good or bad. A good environment is a place where 

the workers feel at ease and appreciated. Workers in these sorts of environments are often more 

productive and happy. A bad work environment is a location where the worker feels under-

appreciated, threatened or unsettled. Due to the nature of these environments, there is often a 

high worker turnover rate, and the workers typically fail to live up to their potential. A positive 

work environment makes employees feel good about coming to work, and this provides the 

motivation to sustain them throughout the day .A healthy work environment not only benefits 

employees through improved health and wellness but also benefits customers, shareholders. 

 

Review of literature 

 Akdere (2006) stated that based on survey of working adults conducted by New York 

Times (1998), 83% of working mothers and 72% of working of fathers reported that they 

experienced conflict between job demands and the desire to meet their families. Employees 

who had been working for a period of time in the organization possessed valuable experience 

and skills that bring profits to the organization.  

 S. Jerome (2013) finds out the socio economic background of the employees and their 

Contribution to QWL. Fifty respondents were selected from the workman categories so the 

researcher adopts the simple random sampling technique using the lottery method. The 

researcher selected the respondents from all categories of employees by using simple random 

sampling. From the study we can arrive the conclusion that the quality of work life contributes 

to the workers’ performance in a holistic manner. The study also helps us to know the loop 

holes of the Company in providing the workers’ basic necessities. It also helps us to know how 

the workers are treated by the management. It also helps the workers to address their 

grievances. 

 P. Rathamani and Dr. Rameshwari Ramchandra (2013) find relationship between 

employees and their total working environment with human dimensions added to the usual 

technical and economic ones. Quality of work life involves job security, good working 

conditions, adequate and fair compensation and equal employment opportunity all together. 

QWL aims at meet the twin goals of enhanced effectiveness of organization and improved 

quality of life at work for employees. The study focused on the factor influences QWL of 

employees, level of satisfaction of employees on present level of QWL and the influence of 

QWL. 50 employees of textile units of equal capacity have been taken as samples. Motivational 

insights are the important factor that influences the QWL of employees and their life. Higher 

compensation has been prime expectation of the employees to improve their life. QWL of 

employees had an influence on the employees’ productivity 

 M. Aarthy et. al., (2016) focused on the Quality of Work Life of the faculty members in 

engineering colleges in Coimbatore District. The study concluded that there is a moderate level 

of Quality of Work Life is found among the faculty members and the demographic variables 

namely age, gender, marital status, income, experience and number of children has a significant 

influence on Quality of Work Life of the engineering college faculty members. 

 Nagaraju Battu and G. Karthik Chakravarthy (2014) explore the quality of work life in 

private and public sector hospitals in Vijayawada. The aim of this study is to identify the 
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quality of work life of nurses and para-medical staff. The researcher has to highlight the factors 

on working conditions, work stress, job satisfaction, organizational climate and staff 

communication. For this study the researcher collected the data of 150 respondents (70 private 

sectors and 80 public sectors). Stratified random sampling technique has been used for this 

study. ANOVA and percentage method has been used as statistical tools for this analysis. 

Finally the researcher has brought out his major findings. In private sector the management has 

to take measures on work stress, job satisfaction and staff communication. In public sector the 

government has to take necessary measures on working conditions, organizational climate and 

work stress. 

 

Statement of the problem 

 Quality work environment factors are critical issues when examining the work life of staff 

nurse in Tiruchirappalli district. Some of the key issues that will be examined in this study are 

nursing workforce shortage, working conditions, and professional issues, stressful work life, 

demanding patient needs, working knowledge development, team work and performance. The 

working environment and working conditions of worker is equally important to that of capital 

and organization to promote sustainable development. Historically, work has occupied an 

important place in the life of human beings. How people have thought and felt about the 

working experience has also been an age old concern for both workers and managers. A 

positive work environment is not only important for our physical, mental and emotional health, 

but is also important for the results that we produce for the company. The better we feel at 

work, the more likely we will take pride in our job activities and be loyal towards our place of 

employment. In today’s global economy Employee commitment to the organization is a crucial 

issue in today's market no organization in today’s competitive world can perform at peak levels 

unless each employee is committed to the organization's objectives and works effectively. 

Quality of work life has come to the fore in contemporary debates largely because in affluent 

societies the excessive demands of work are perceived to present a distinctive issue that needs to 

be addressed. The present is an attempt to know the perception of quality of work life of staff 

nurses working in primary health centre’s in Tiruchirappalli District. 

 

Objectives of the study 

1. To study perception of the quality of work life and quality of environment of staff nurses 

working under purview of Tiruchirappalli district 

2. To know the factors influencing quality of work life of staff nurses  

3. To give suitable suggestions to improve quality of work environment and quality of work 

life of staff nurses in the hospitals  

 

Research Methodology 

 Through the structured questionnaire which was designed to collect the relevant 

information from the respondents, primary source has been used. Data was collected from the 

staff nurses of the various Government Hospitals of Tiruchirappalli District of Tamilnadu. 

Detailed literature review has been conducted. 

 

Universal Sample 

 Government Hospitals employees working in Tiruchirappalli District of Tamilnadu have 

been selected for studying perception of Quality of Work Life in Hospital Staff nurses. 
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Sample Size 

 Questionnaire was distributed to all employees available at the time of distribution, but 

duly filled questionnaire was collected from 60  staff Nurses working in District Hospitals, 

Community Health Centres, Primary Health Centres, Sub Health Centres of Tiruchirappalli 

District of Tamilnadu  

 

Research Design 

 Descriptive research design has been used. Primary data has been collected on convenient 

sampling method adopted, through structured questionnaire designed for the purpose of the 

study. 

Statistical Tools 

 The percentage analysis is present the frequency of the respondents on the basis of Age, 
Gender, Nature of the Job, Institution to which respondent belong has been used and Karl 
Pearson’s Co-Efficient Of Correlation Test, to find the relationship between various job 
characteristics has been used and for analysis IBM SPSS version 20 software has been used. 
 

Analysis and Interpretations 

Table 1 Age Wise Classification of the Respondents 

 The above table shows that 

36.7% of the respondents belong to 

the age group of 36-45 years. 33.3% 

of the respondents belong to the age 

group of 26-35 years. 23.3% of the 

respondents belong to the age group 

of 18-25 years. 6.7% of the 

respondents belong to the age group of above 45 years. It is understood that maximum 36.7% 

of the respondents belong to the age group of 36-45 years. 

 

Table 2 Karl Pearson’s Co-Efficient of Correlation Test 

There is a significant relationship between the age of the respondents and Overall 

perception about quality of work life 

Factors Influencing  

Quality of Work Life 

Mean Std.  

Deviation 

R  

value 

Statistical  

inferences 

Good working environment 1.32 .936 025 0.224> 0.05 Not Significant 

Fair and adequate salary 1.58 .863 -.042 0.049> 0.05 Significant 

Opportunity for future growth 1.31 .798 -.034 0.034> 0.05 Significant 

Job security 1.36 .850 -.141* 0.132> 0.05 Not Significant 

Employee welfare 1.57 .847 -.073 0.013> 0.05 Significant 

Relationship with colleagues 1.25 .897 .042 0.018> 0.05 Significant 

Relationship with superior 1.33 .938 0.56 0.047 > 0.05 Significant 

Work life balance 1.19 .890 -.145* 0.203 > 0.05 Not Significant 

Overall perception about 
quality of work life 

19.6000 3.38625 .300** 0.043> 0.05 significant 

 

Research hypothesis 

 There is a significant relationship between the age of the respondents and Overall 

perception about quality of work life  

S. No 
Age of the 

Respondents 

No. of 

Respondents 
% 

1 18-25 years 14 23.3% 

2 26-35 years 20 33.3% 

3 36-45 years 22 36.7% 

4 Above 45 years 4 6.7% 

 Total 60 100.0% 
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Null hypothesis 

 There is no significant relationship between the age of the respondents and Overall 

perception about quality of work life. 

 

Statistical tools 

 Karl Pearson co-efficient correlation Test was used for the above table 

 

Findings 

 The above table reveals that there is significant relationship between age of the respondents 

and Overall perception about quality of work life. Hence, the calculated value is less than table 

value (P<0.05). So the research hypothesis is accepted and the null hypothesis is rejected. 

 

Findings 

• 36.7% of employees belong to the age group below 36-45. 

• 74 percent of the employees is married. 

• 44% of the respondents are drawing an income from 5001 – 10000 

• 36% of employees is having the experience between above 5yrs. 

• 70% of the employees agree that they are satisfied with job. 

• 62% of the employees are satisfied for consent to the working conditions.. 

• 74% of employee agree and are satisfied with the working hours. 

• 56% of employees are happy and satisfied with fringe benefits. 

• 74% of employees is satisfied about their relationship with colleagues. 

 

Suggestions 

 The facilities of shift system for the staff, hygienic conditions and wash room facilities 

should be maintained properly for the healthy environment of the respondents. So the 

researcher suggests that government and health care officials take initiatives for improve basic 

facilities of the hospitals.  

 Due to work stress the respondents have been facing the problems because of the timings in 

the hospital, pressure from the management and personal problems. With related to this they 

have been facing the health problems so, management has to take a measure in related to this 

aspect. 

 The main problem of the organizational climate in the Public sector is leadership, 

promotion and conflicts. So, the Government has to take necessary measures. 

 The hospitals have a clear policy with regard to work life balance, counseling and guidance 

to younger nurse and other relevant aspects which create a positive and healthy work 

environment. 

 

Conclusion 

 The present study showed that nurses' quality of work life is at the moderate level. As QWL 

has an important impact on attracting and retaining employees, it is necessary to pay more 

attention to the nurses QWL and its affecting factors. The authorities in the health care system 

should develop strategies for improving the nurses work conditions and their QWL, so that, 

nurses will be able to perform better care for their patients. This research provides an initial step 

in understanding the work life of nurses in an Iranian setting. Also, there is a need for outcome-
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driven research examining the effectiveness, efficacy and cost-benefits of specific strategies 

aimed at improving the QWL of nurses. 
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A STUDY ON COMPETENCY MAPPING OF THE EMPLOYEES IN  

GB INDUSTRIES, THUVAKUDI, TRICHY 

 

 

 

 

 

 

 

 

 
Abstract 

 Competency mapping, the buzz word in any industry is not complicated as it may appear. At the heart of any successful 

activity lies a competence or skill. In the recent years, various thought leaders in business strategy have emphasized the need to 

identify what competencies a business needs, in order to compete in a specific environment. Competency mapping is a strategic HR 

framework for monitoring the performance and development of human resource in organizations. Regardless of whatever happens 

to the future of software in India, the people who are outstanding in their performance will continue to be in demand and will keep 

rising and for this the human resource of each organization should develop the competencies which they have in order to compete 

with the highly competitive market. The competency mapping affects the existing competencies of employees. Therefore, the paper 

attempts to measure the role of competency mapping in the efficient performance of the employees at middle level and determine 

various functional areas, where the competency mapping can proved beneficial. 

Keywords:  Competency Mapping, Human Resource Management. 

 

Introduction 

 The current globalization of economy necessitates innovative approaches in managing the 

work force. The fast changes happening in the demography and social systems thereof have 

given breathing space for various HR practices enhancing the employee productivity and 

growth. And one of the most commonly used HR practice is competency mapping for 

development of the employees. Identifying and development of the competencies in 

organization enable better performance management as well as reward and recognition systems 

leading to career and succession planning programmes. Also competency mapping is a strategic 

HR frame work for monitoring the performance. 

 Competition is the key to success and realizing this upward trend, business activities these 

days are centred round developing the competencies of the business in that particular 

environment. Articulation of the job skill, that is required in carrying out any work, is very 

crucial. This helps in picking the right kind of individual, who has the requisite skill as well as 

charting out what skills needs to be fine-tuned to improve the work performance. Only 

possessing these skills is not enough for better performance. The skill has to be supplemented 

with the required knowledge and attitude. It is this collective of skills, knowledge and attitudes 

that are referred to as competencies. 

 In the changing scenario wherein the entire world is becoming one single village called the 

global village, the need for having competent and developing distinguished competencies has 

been felt by every Organization. And this is precisely where competency mapping plays a major 

role. 

 Competency mapping, targets at improving Organizations and the employees working in 

them. The main aim of this research is to explore the success of competency mapping in 

providing an upward growth to the Organization. 

Dr.D.Vijayalakshmi  

Research Advisor, Principal, Imayam College of Arts and Science 

Kannanur, Thuraiyur, Trichy 

 
T.Gnana Sounthary 

Ph.D. Research Scholar, Department of Management Studies 

Urumu Dhanalakshmi College, Kattur, Trichy 



Vol. 5                  Special Issue 1               October 2017               ISSN: 2320-4168 
 

Shanlax International Journal of Commerce Page 81 

Core Competencies of an Effective Hr Professional 

1. Business Knowledge 

 Have an overall understanding of the business. For example, in risk analysis division in 

computer banking –need varying degrees of statistical application of knowledge for different 

departments like policy, fraud analytics teams within the same division. Similarly in a boiler 

manufacturing company, he needs to understand the role of design applying [Thermal and 

Mechanical] or types of non destructive testing used like RT [Radiotelegraphy], LPT [Liquid 

Penetrating Testing] etc and knowledge of competition the related business. 

 

2. Effective Communication 

 Communicate the policies and procedures to the employees building and developing 

creditability in the minds of the people at large. For example, a leading manufacturing 

company does not have any written privilege leaves or earned leaves getting impacted in the 

event of death of any employee. Yet, in another instance, a young engineer of the firm lost his 

life during an accident on a holiday. The company assumed that the engineer would be 

working till his retirement and calculated all the benefits like PF, Gratuity etc till 58 years gave 

the amount to the family of the deprived. Though there is no substitute to replace someone 

dear, get these actions speak about integrity in communication-going beyond words and 

policies. 

 

3. Negotiation and Conflict Resolution Skills 

 Build capacity to resolve disagreements and consensus in spite of different goals and 

priorities .For example, in the firm the production department was not ready to succumb to the 

pressures created by sales team which was forecasting high demands of their products, while 

the quality team and internally felt that certain components needed improvements. Finally the 

director had to intervene by redefining the quality standards and suggested an additional line to 

meet the demand. 

 

Benefits of Competency Mapping 

1. Key performance areas can be improved by understanding the fields where there is a gap 

between the actual and the desired results. 

2. If the companies are determined for the given job, then the person whose carer planning 

phase is taking place consider these competency and can be ready for the same. 

3. Through competency mapping the individual is preparing himself for the next set of 

responsibilities. 

4. With the help of the competency mapping the individual can alter the style of work where 

the gap exists. 

5. Competency based approaches can lead the individual to derive much efficient results as 

compared to work in a non competency derived situation. 

 

Review of literature 

 Md. Ishtiak Uddin, et. al. (2012)  In his study “Competency Mapping: A Tool for HR 

Excellence” has explained various tools for implementing Competency Model including Job 

Analysis, Job Description, Job Specification, Competency Matrix, 360 degree Feedback etc. He 

is of the view that Competency mapping can also be used for coaching and succession 

planning, considering the significance of Competency Mapping for individual and 
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organizational growth, the present study was undertaken. In this study, efforts have been made 

to elaborate the various competencies with minute parameters and to correlate them with the 

managerial competence level.  

 Solomon (2013) In his study on Competency mapping has tried to explore the level of 

Competency prevailing among the executives of public sector. The results of the study show 

that nearly half of the respondents have moderate level of managerial HR and general 

competencies.  

 Dr.Muralidhar and SunetraKhatod Jain (2015) Stated in a paper that Competencies are 

enhanced through training and job rotation. Job rotation acts as a learning experience for the 

employees and it widens their horizon about the company itself. To do all this effectively and 

efficiently, competency mapping for each recruitment cycle will ease the work, competency 

based recruitment will result proper selection as per criteria found from mapping and 

assessment , employee will know his job and can perform his more independently and 

employee morale will be boost up. 

 

Profile of Gb Industries, Thuvakudi, Trichy 

 GB Engineering Enterprises Private Limited, incorporated in India, established in 1980, 

having its headquarters in Tiruchirappalli, Tamil Nadu state, India, has made a defined 

Financial Growth over the years. GB has always strived to achieve Customer confidence in all 

its endeavours. Testimony to this is proven by its receiving of continuous-repeat orders from 

most of its clients. The Partial Customer List demonstrates the Quality conscious work-style of 

the Organization. 

 GB has three workshops, all located in Tiruchirappalli within a radius of 15 km. Gaining 

confidence through Strategic Alliances and Partnerships, GB has always focused on Customer 

Satisfaction. 

 

Facilities 

 The Facilities available in GB make it capable of producing Pressure parts for Steam 

Generating systems to the tune of 10,000 MT per annum including Non-destructive testing 

requirements. The storage of raw materials, the issue control, Process planning and control, 

Quality assurance and control during Production process all ensure Delivery and Quality of the 

final product to the Customer. 

 

Quality Policy 

 To achieve the customer’s agreed requirement in quality and delivery of products, meeting 

statutory and regulatory requirements through continual improvements in quality management 

systems with the involvement of all employees. 

 

Product 

 Products made by GB include Boilers and Boiler components to various industries 

including Power, Paper, Sugar, non-ferrous, Carbon black and many more Process industries 

having Steam Generation; Combined Cycle Power plants; De-salination systems, to national / 

international standards, meeting Statutory or Regulatory provisions, be it IBR, ASME, 

equipments to PED provisions with CE marking GB specializes in Mechanical Design, 

Manufacture & Supply of Fired Boilers. 
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Objectives of the Study 

1. To analyse the competency level of the employees in GB Engineering. 

2. To create a competency based culture in the organization. 

3. To measure the quality of the workers in GB. 

4. To identify whether the employee achieve the competency mapping level. 

 

Data Analysis and Interpretation 

 Distribution of the respondents and their personal profile 

 

Particulars 
No .of 

Respondents (n=100) 

Percentage (100 

%) 

Various Dimensions of Competency 

Mapping 

  

Leadership 20 20.0 

Communication  20 20.0 

Team Work 20 20.0 

Planning 20 20.0 

Training 20 20.0 

Age   

Below 25 Yrs. 12 12.0 

26 to 35 Yrs. 12 12.0 

36 to 45 Yrs. 12 12.0 

46 to 55 Yrs. 15 18.0 

56 Yrs& above 46 46.0 

Gender   

Male 90 90.0 

Female 10 10.0 

Educational Qualification   

Above SSLC Matric 44 44.0 

Diploma 22 22.0 

Graduation-Technical 10 10.0 

Graduation-Nontechnical 2 2.0 

Above Graduation & Post Graduation 22 22.0 

Working Experience   

 3 to 5 Yrs 12 12.0 

6 to 8 yrs 8 8.0 

9 to 12 yrs 14 14.0 

13 to 16 yrs 28 28.0 

17 yrs& above 38 38.0 

Marital Status   

Married 90 90.0 

Unmarried 10 10.0 

Overall Competency Mapping   

Low 46 46.0 

High 54 54.0 

Min:37/Max:72/Median:61.50 Mean:61.02/S.D:7.455  
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1. The above table shows that personal profile of the respondents 

2. Each 20 percent of the respondents were selected from Leadership, Communication,             

Teamwork, Planning, and Training. 

3. Nearly half (46 percent) of the respondents were in 59 yrs& above age group,18 percent of 

the respondents were 46 to 55 yrs and remaining each 12 percent of the respondents were 

below 45 yrs. 

4. Vast Majority (90 percent) of the respondents were male and remaining 10 percent of the 

respondents were female. 

5. Nearly half (44 percent ) of the respondents were above SSLC/Matriculation,22 percent of 

the respondents were diploma and graduation and post graduation,10 percent of the 

respondents were Graduates/Technical and remaining 2 percent of the respondents were 

Graduation –Non Technical. 

6. One third (38 percent) of the respondents were 17 yrs and above working experience,28 

percent of the respondents were 13 to 16 yrs,14 yrs ,14 percent of the respondents were 9 to 

12 yrs,12 percent of the respondents were 3 to 5 yrs and remaining 8 percent of the 

respondents were 6 to 8yrs. 

7. Vast majority (90percent) of the respondents were married and remaining 10 percent of the 

respondents were unmarried. 

8. More than half (54 percent) of the respondents were high level opinion about overall 

competency mapping and remaining 46 percent of the respondents were low level. 

 

One Way ANOVA  

Difference between Various Dimensions of Competency Mapping, Working  

Experience of the respondents and their Overall Competency Mapping 

Null Hypothesis (Ho): There is no significant difference between various dimensions of 

competency mapping, working experience of the respondents and their overall competency 

mapping. 

Overall Competency 

Mapping 
Mean S.D SS Df MS 

Statistical 

Inference 

Between Groups   278.680 4 69.670 

F=1.283 
.291>0.05 

Not 
Significant 

Leadership(n=10) 59.60 7.471    

Communication(n=10) 63.70 4.945    

Teamwork(n=10) 59.90 9.255    

Planning(n=10) 63.90 5.527    

Training(n=10) 58.00 8.667    

Within Groups   2444.300 45 54.318 

Working Experience       

Between Groups   470.363 4 117.591  
F=2.349 

.069>0.05 
Not 

Significant 

3 to 5 yrs (n=6) 61.17 8.704    

6 to 8 yrs(n=4) 67.75 2.363    

9 to 12 yrs(n=7) 64.00 5.802    

13 to 16 yrs(n=14) 62.07 5.106    

17 yrs& above(n=19) 57.68 8.551    

Within Groups   2252.617 45 50.058  
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 Research Hypothesis (Ho): There is a significant difference between various dimensions of 

competency mapping, working experience of the respondents and their overall competency 

mapping. 

Statistical Test: One way ANOVA ‘F’ Test was used for the above table. 

 

Inference 

     The above table indicates that there is no significant difference between dimensions of 

competency mapping, working experience of the respondents and their overall competency 

mapping. Hence, the calculated value greater than table value (p>0.05).So Null Hypothesis 

(Ho) is accepted and the research hypothesis (H1) is rejected. 

 

Findings 

• Each 20 percent of the respondents were selected from Leadership, Communication, 

Teamwork, Planning and Training. 

• Nearly half (46 percent) of the respondents were in 59 yrs& above age group,18 percent of 

the respondents were 46 to 55 yrs and remaining each 12 percent of the respondents were 

below 45 yrs. 

• Vast Majority (90 percent) of the respondents were male and remaining 10 percent of the 

respondents were female. 

• Nearly half (44 percent ) of the respondents were above SSLC/Matriculation,22 percent of 

the respondents were diploma and graduation and post graduation,10 percent of the 

respondents were Graduates/Technical and remaining 2 percent of the respondents were 

Graduation –Non Technical. 

• One third (38 percent) of the respondents were 17 yrs and above working experience,28 

percent of the respondents were 13 to 16 yrs,14 yrs ,14 percent of the respondents were 9 to 

12 yrs,12 percent of the respondents were were 3 to 5 yrs and remaining 8 percent of the 

respondents were 6 to 8yrs. 

• Vast majority (90percent) of the respondents were married and remaining 10 percent of the 

respondents were unmarried. 

• More than half (54 percent) of the respondents was high level opinion about overall 

competency mapping and remaining 46 percent of the respondents were low level. 

 

Suggestions 

• The company management should provide the knowledge of work to every employee. 

• The training program activities should be improved. 

• Working environment should be improved in the company. 

• Respondents spend time to attend various training programs. 

 

Conclusion 

 If the organisation conduct the competency mapping means they may get good feedback 

from the employees otherwise they can test performance of the employees if they are lack in 

performance. The organisation should provide various training programs. So that in every 

organisation, they use the competency mapping. 
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A STUDY ON INVESTOR PREFERENCE TOWARDS SELECTED INVESTMENT AVENUES 

REGARDING TIRUCHIRAPALLI DISTRICT 

 

 

 

 

 

 

 

 

 

 
Abstract 

 Investors behaviour is concerned with choices of selecting right investment among several types of investment avenues like 

securities, Deposits, Mutual fund, Insurance, Chit Funds, Real estates; Gold/silver etc. for his or her own account. Investment 

decisions are often supported by decision tools. It is assumed that information structure and the factors in the market systematically 

influence individuals’ investment decisions as well as market outcomes. The study implies in analyzing the investors state of mind 

to invest their funds in selected investment avenue taken for study. The total number of respondents taken 150 as sample size and 

adopted convenient sampling technique is adopted. The study reveals the investors preference of investment avenue is based on 

analysis of risk, return, terms of holding, knowledge about selected investment to the investors. The study has taken around 

Tiruchirappalli district. The investor requires stable return from their investment as it is in the way of balancing risk and return. 

For this Purpose, the investors are advised to diversified Portfolio management as it balance the risk of an investment by profit 

earned in others which did not affect their stable return. 

Keywords: Investors, investment avenues, risk tolerance.  

 

Introduction 

 Investment is a planned method of safety putting one’s savings into different outlets to get a 

good return. Investments are both important and useful in the context of the present-day 

conditions. Some factors that have made investment decisions increasingly important are: 

Longer life expectancy or planning for retirement, increasing rates of taxation, high interest rate 

of inflation, larger incomes and availability of a complex number of investment outlets. 

Investment decisions are significant to the retired people between age of 60-65 as for long life 

expectancy. Investment is a planned method of safety putting one’s savings into different 

outlets to get a good return. Investment means any money that is spent today in the hope of 

financial benefits that may be reaped in a future time frame. An investment is the act of buying 

or creating assets with an expectation that the same would yield interest earnings or dividend or 

capital appreciation or any other return that is profitable as compared to the money put in 

initially. Almost all investments are differentiated from other kinds of transactions based on the 

aim of the money spent. Money spent on making investments is primarily with the aim of 

obtaining some sort of return in a specific period. Indian financial scenario presents a Plethora 

of avenues to the investors. Though certainly not the best or deepest of markets in the world, it 

has reasonable options for an ordinary man to invest his savings. One needs to invest and earn 

return on their idle resources and generate a specified sum of money for a specific goal in life 

and make a provision for an uncertain future. The risk and returns of various investment 

avenues are: Savings Account, Bank Fixed Deposits, Public Provident fund, Government 

Securities, Life Insurance etc. are traditional investment avenues or Non-Marketable 

investments. Mutual Funds, Debentures, Bonds, Equity Share Market, Commodity Market, 
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FOREX Market, Real Estate, Gold, Silver, are known as Marketable investments. The risk and 

return differ from one avenue to another. The investor must choose their investment depending 

upon his specific need, risk preference, and returns expected. The investors should have full 

knowledge of the investment options to avoid any loss in future. The investor should be alert 

what, where, why, when and how to make investment in different investment options. 

 

Review of literature 

 Mojtaba.Shabgou & Abolfazl Mousavi (2016) this aims to study behavioural Factors 

Influencing Investors’ Decisions Making. The statistical population includes investors in the 

Stock Exchange in Tabriz city. the statistical sample, 385 people, using Morgan by random 

sampling method. In this study, to collect data and discover the opinion of the population 

study, a questionnaire was used. The study has an overall picture of impacts of behavioural 

factors on the investment decisions at the Stock. 

 K. Parimalakanthi and Dr.M. Ashok Kumar(2015) Study on Investment Preference and 

behaviour of Individual Investors in Coimbatore City aims to find the behaviour of individual 

investors of Coimbatore city vis-a-vis available investment avenues in the Indian financial 

markets. The major factors behind an investment are the safety of principal amount, liquidity, 

income stability, and appreciation. 

 Uma Maheshwari and Ashok Kumar (2014), suggested that majority of investors preferred 

to invest in Fixed deposit with banks followed by gold, units of UTI, fixed deposit of non-

government companies, mutual funds, equity shares and debenture for safety and liquidity. The 

above literature shows the important contribution on investors perception towards’ various 

investment avenues. It is also evident from the above literature that majority of the investors 

prefer fist safety and security for the investment and secondly, they interested to get maximum 

benefits for their investments.  

 R Sreepriya& P Gurusamy (2013) studied the investment pattern of salaries people in the 

district of Coimbatore with a sample of 150 respondents and concluded that majority of the 

respondents are educated up to college level and they are aware of the investment avenues. It 

was also concluded that most of the respondents prefers long term investment and bank 

deposits was the most preferred investment. They have not faced any problem on their 

investments. The study also emphasized that the there was a significant relationship between 

education qualification and fulfilment level of the respondents. 

 B.N. Panda&J.K. Panda (2013) carried out a comparative study on the relevance of 

demographic factors in investment decisions with respondents from education sector. 

A convenient sample of 175 respondents from Bhubaneshwar was selected. The study revealed 

that demographic variable such as age, gender; education and occupation have no significant 

relations with the period of investments made by the investor. It also disclosed that there is 

significant relationship exist between the demographic factors such as gender, education, 

occupation, annual income and savings with the sources of awareness with the analysis of 

investment avenues. Investor’s choice was equally distributed between physical assets and 

financial assets. It also conveyed that no significant relation exists with the demographic 

variables of age and family size. 

 Brahma Bhatt, P.S. RaghuKumari& Sharmira Malekar (2012) has conducted a study on 

the investor behaviour on investment avenues in Mumbai with a sample of 100 respondents. 

The study revealed that people invest in stock market as compared to any other avenues, even 
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though they face huge losses. It was also evident from the study that investor prefers savings 

and safety but at the same time they want higher interest at low risk in shorter span. They study 

also concluded that most of the respondents possess higher educational qualification and opt 

for two or more sources of information to make investment decision. It also stated that most of 

the respondents discuss with their family and friend before making investment and the 

respondents decisions are based on their own initiative. Female respondents are attracted 

towards gold than any other avenues. 

 

Research Questions 

• Why an individual goes for investment? 

• How much amount is to be invested? 

• What is role of investment in life of an investor? 

• How can investor can choose the right pattern of investment? 

• What should an individual investor do after his investment? 

 

Significance of the Study 

 Preparing for future is one of the most important aspects of financial strategizing and lack 

of involvement often leads to exposed to financial hardships. In today’s world, the cost of living 

is unpredictable and it is highly volatile. In India, the post demonetization brings tremendous 

changes in financial and investment sector. In addition to the implementation of GST brings 

lots of changes in standard of living. Ideally it would take time to acknowledge and explore this 

challenges so it is necessary to plan for stable income and returns on investment to sustain. 

 

Objectives of the Study 

1. To understand different investment avenues available in India. 

2. To know investor awareness towards their investment. 

3. To know the various sources where an investor gain knowledge. 

4. To know the risk tolerance level of the individual investor  

5. To find out the factors to be analyzed before investing 

 

Statement of the Problem 

 Though a variety of investment options are available, majority of investors still depend on 

the banking system to invest their savings using the surplus liquidity on the banking system and 

banks have steadily reduced the interest payable on deposits. After the Post demonetization, 

there is a steady decline in interest rates offered by banks despite the huge cry raised by retired 

people and depositors. Hence it would be more useful to study the various other options 

available for getting better returns on one’s hard-earned savings from the organized system. 

 

Hypotheses 

1. There is no significant relationship between Gender and Preference of investment. 

2. There is no Significant Relationship between Gender and Risk tolerance level 

 

Research Methodology 

 Data was collected through Primary survey of investors in Tiruchirappalli district. The 

study is empirical in nature stratified random sampling technique is adopted and strata chosen 



Strategic Growth of Business in New India-Prospects and Challenges 

 

Page 90               JAMAL MOHAMED COLLEGE (AUTONOMOUS) 

randomly to get sample of 150 respondents. The data and information collected is classified, 

tabulated and processed and its findings are presented in a systematic manner. Henry Garett’s 

ranking analysis is used analysis preference of the respondents. Annova and  

chi-square table is used to analyze the framed hypotheses. 

Table 1 Data Analysis 

Demographic Profile of Investors 

Gender No. of. Respondents Percentage 

Male 95 63 

Female 55 37 

Total 150 100 

Age Male Female No. of Respondents (%) 

18-24 15 5 20 13 

25-35 20 10 30 20 

36-45 25 15 40 27 

46-58 15 15 30 20 

59+ 20 10 30 20 

Total 95 55 150 100 

Marital Status Male Female No. of Respondents (%) 

MARRIED 50 35 85 57 

SINGLE 45 20 65 13 

Total 95 55 150 100 

Occupation Male Female No. of Respondents (%) 

Agriculture 20 0 20 13 

Private Service 15 15 30 20 

Govt.Service 5 20 25 17 

Business 30 0 30 20 

Retired  12 8 20 13 

Housewife 0 10 10 7 

Student 8 2 10 7 

Others 5 0 5 3 

Total 95 55 150 100 

Locality Male Female No. of. Respondents (%) 

Urban 75 55 130 87 

Rural 20 0 20 13 

Total 95 55 150 100 

Annual Income   No. of Respondents (%) 

< 300000 35 15 60 40 

300000-500000 25 15 40 27 

500000-1000000 20 10 30 20 

1000000-2000000 15 5 20 13 

Total 95 55 150 100 

Educational Qualification Male Female No. of Respondents (%) 

Diploma 30 5 35 23 

Graduate 20 20 40 27 

Post Graduate 30 20 50 33  

Others 15 10 25 17 

Total 95 55 150 100 

Source: Primary Data 

Inference 

 The Table 1 reveals the Demographic profile of investors. From the total no of respondents 

150 out of which 63% are Male and 37% of respondents are female. 27% of the respondents are 
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36-45 age.20% of the respondents are at the age of 59+ retired aged people.57% of the 

respondents are Married only 13% of the respondents are single. 87% of the respondents are 

from Urban area. Among 150 respondents 20% of the respondents are working under Private 

sector,17% of respondents are government,20%of respondents are agriculture.33% of 

respondents are post graduated and 27% of the respondents are Graduated. 

 

  Table 2 

Inference 

 The above table depicts that 70% of the 

respondents are still depend on traditional 

investments due to fear of loss and unsafety of 

principal.80% of total respondents are moved 

on in investing capital market investment 

avenues by selecting their investment according to their Risk tolerance level. 

Table 3 

Investor Behaviour 

Investment Decisions are based No.of Respondents (%) 

I take my own investment decision making 35 23 

I take my own investment decision after seeking 
expert opinion 

40 27 

I take decision based on past reviews and future 
Predictions of an investment 

50 33 

I simply follow the decision taken by my financial 
adviser  

25 17 

Total 150 100 

Revision of investment decision No. of. Respondents (%) 

Frequently 70 47 

Only when I feel of getting less returns 25 17 

Based on period of holding 20 13 

based on market fluctuations 35 23 

Total 150 100 

Factors to be Considered No.of. Respondents (%) 

Safety of Principal 45 30 

Liquidity 35 23 

Risk 40 27 

Higher returns 20 13 

Maturity Period 10 7 

 150 100 

Source: Primary data 

Inference 

 The Table 2 shows the investor behaviour towards investment decision making. From the 

total respondents of 150, 33% of the respondents Prefer to review the Past and future 

Predictions before Investment decision making.27% of the respondents take their own initiative 

in selecting investment avenue but after seeking expert’s opinion. Followed by 23% of the 

respondents are take their own initiative in making their investment decision. Majority of 47% 

of the investor revise their investment frequently,23% of investments revise after analysing 

Investment 
No. Of 

Respondents 
% 

Traditional Investment 70 47 

Capital Market 
Investment Avenues 

80 53 

Total 150 100 
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Market fluctuations. Where as majority of 30% of the respondents are highly concerned about 

their safety of their investments. 

Table 4 Investors Preference of investment avenues based on their risk tolerance 

Investment Avenues 

Conservative risk Male Female Total 

PPF 10 15 25 

Savings Account 10 15 25 

Bank Fixed Deposits 8 10 18 

Government Securities 2 0 2 

Total 30 40 70 

Moderate Risk Avenues    

Life Insurance 15 7 22 

Debentures/Bonds 5 0 5 

Mutual Funds 10 0 10 

Gold, Silver 0 8 8 

Total 30 15 45 

Aggressive    

Equity Share Market 10 0 10 

Real Estate 15 0 15 

NBFC Schemes 0 0 0 

Chit Funds 5 5 10 

Total 30 5 35 

 

Opinion on Risk tolerance level of respondents 

Risk Tolerance Male Female 
No. of 

Respondents 
(%) 

I am interested in investment with high risk and 
yields higher returns(Aggressive) 

30 5 35 23 

I can afford to moderate risk which does affect my 
principal amount and gives average return(moderate) 

35 10 45 30 

I interested in investing investments only minimum 
risk and fixed returns(conservative) 

30 40 70 47 

Total 95 55 150 100 

Inference 

 The table 3 shows Risk tolerance level of respondents 47% of the respondents are 

conservative (with minimum risk and fixed returns);30% of the respondents are moderate(with 

moderate return and risk); 23% of the respondents are aggressive (with highrisk yields high 

return). 

Table 5 Sources of Information 

S. No Source of Information 
No. of 

respondents 
Mean Rank 

1 News Paper/ Magazines 40 8 1 

2 Television (NDTV Profit, CNBC) 35 7 2 

3 Peer group/ Friends 25 5 4 

4 Broker/ Financial Advisor 30 6 3 

5 Internet 20 4 5 

    150     
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Inference 

 The above table shows the opinion of respondents regarding the preference of sources 

which reveals the information of their selected investment to update themselves Frequently. 

The table depicts the respondent’s opinion regarding preference of sources using rank analysis.it 

shows that newspaper/magazines are ranked 1(first); the T.V channels exclusively for financial advice to 

make investors wise decision are ranked 2(second); brokers and financial advisors are ranked third, followed 

by Broker/ Financial Advisor and internet. 

 

Table 6 Gender and Purpose of   investment 

Purpose of Investment 

  

Child 

Education 
Marriage 

Provision for 

Contingency 

Purchase 

of Asset 

Earn 

Stable & 

Regular 

Income 

Total 

Gender 
Male 30 8 20 2 35 95 

Female 21 05 20 03 06 55 

  51(34%) 13(9%) 40(26%) 05(3%) 41(27%) 150 

Inference 

 The Table 5 shows the gender wise Purpose of savings. Out of total 150 respondents 95%of 

the respondents are male and 55%of the respondents are Female.41% of the respondents invest 

for the meeting the educational expenses and flowed by earn stable and irregular income. 

 

Table 7 Factors Influencing Investment Decision Making 

Calculated Garret Score 

Factors 1 2 3 4 5 Total 

Safety of Principal 6000 1200 2500 0 0 9700 

Liquidity 3375 3000 2750 0 0 9125 

Risk 3750 1800 1000 1170 500 8220 

Higher returns 5625 1200 1500 585 250 9160 

Maturity Period 3000 1800 1750 780 625 7955 

Henry Garret Ranking Method 

**Average score as per garret ranking table 

 

Inference 

 The above table shows the factors 

influencing investment decision taken 

by investor. The investors are 

considered to analyses the factors before 

taking investment decision. The above 

table shows factors that are ranked 

according to the opinion of the respondents. The investors before investing considered the 

safety of investment first, the returns derived from the investment is ranked second, liquidity 

factor is ranked as third, followed by risk and maturity are ranked fourth and fifth. 

 

 

 

Factors Garret score Average Score Rank 

F1 9700 65 1 

F2 9125 61 3 

F3 8220 55 4 

F4 9160 62 2 

F5 7955 53 5 
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Table 8 Gender wise opinion on the Preference of investment avenues 

Preference of Investment Avenues Male Female 

PPF 10 15 

Savings Account 10 15 

Bank Fixed Deposits 8 10 

Government Securities 2 0 

Life Insurance 15 2 

 Debentures/Bonds 5 0 

Mutual Funds 10 0 

Gold, Silver 0 8 

Equity Share Market 10 0 

 Real Estate 15 0 

NBFC Schemes 0 0 

Forex 5 5 

 

H0 (Null hypotheses) 

 Gender and the investment preference are two independent attributes of the investor 

Anova 

Summary       

Groups Count Sum Average Variance   

10.00 11.00 80.00 7.27 28.62   

15.00 11.00 40.00 3.64 27.25   

Anova       

Source of Variation SS Df Ms F P-Value F Crit 

Between Groups 72.73 1.00 72.73 2.60 0.12 4.35 

Within Groups 558.73 20.00 27.94    

       

Total 631.45 21.00     

 

Inference 

 The table shows the gender and risk tolerance level of the respondents. The Annova table 

reveals that the calculated value with the Degree of Freedom 21 at 5% level of significant is 

2.60 which is less than the table value 4.35 Hence the Null Hypotheses is accepted. 

 

Table 9 Chi-Square test 

Gender and Risk tolerance level 

H0: There is no significant relationship between  

Observed Frequency 

Parameters Aggressive Moderate Conservative Total 

Male 30 35 30 95 

Female 5 10 40 55 

Total 35 45 70 150 
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Expected Frequency 

Parameters Aggressive Moderate Conservative Total 

Male 22.17 28.50 44.33 95.00 

Female 12.83 16.50 25.67 55.00 

Total 35.00 45.00 70.00 150.00 

 

 

 

 

 

 

Inference 

 The table shows the null hypotheses framed that the parameters (gender and risk tolerance 

level) are independent. Hence the calculated value 24.22>5.99 table value @5% significance. 

Therefore, the Null Hypotheses is Rejected 

 

Findings 

1. Majority 63% of the total respondents are Male; 37% of respondents are female. Out of 

total respondents 20%of the investors are at the age 18; but the majority 27% of the 

respondents are 36-45. 87% of the respondents are from urban. 

2. 87% of the respondents are married, the respondents working in private concern and 

running their own business plays major role in investing activities. 

3. The majority 33% of respondents prefer to invest only after considering the past reviews 

and future predictions of their selected investment avenues. 

4. 80% of the respondents prefer to invest in capital market investments by selecting their 

investing according to risk tolerance level. 

5. 27% of the respondents does investment to earn stable and regular income. 

6. 70% of the respondents are still investing in traditional investment due to fear of loss. 

7. 47% of the respondents are conservative investor;30% of the respondents are 

moderate;23% of the respondents are aggressive types of investors. 

8. Out of 70 conservative investors40 female respondents are conservative type of investor ;15 

respondents prefer moderate; and only 5 females are ready to prefer high risk investments 

i.e. aggressive type of investor 

9. The respondents ranked the safety of principal as first factor to be analysed before making 

investment avenues. 

10. The Annova table reveals that there is no significant relationship between gender and 

investment preference. The gender and investment preferences are independent. 

11. The chi-square table reveals that there is significant relationship between gender and risk 

tolerance level. The gender and their risk tolerance level are dependent. 

 

Suggestions & Conclusion 

  The study implies to increase the participation of female respondents in marketable 

investment avenues. Rural people’s participation in capital market is very less. The 

participation of rural peoples should be increased. According to SEBI there is only 1% rural 

investor participation in capital market out of the total population in India. The non- 

CHI SQ 24.22 

DF 2 

0.05 5.99 

H0=REJECTED Yes 
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marketable investments like bank savings, fixed deposits, insurance policies returns are drop 

down.so In order get capital appreciation it is necessary to make investment in marketable 

securities after analysing their risk and return involved in it.  
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A STUDY ON STORE PATRONAGE OF THE CUSTOMER CHOICE 

TOWARDS FMCG STORES 

 

 

 

 

 

 

 

 

      
 

Abstract 

 Retailing in India is gaining attention like never before. Organized retailing especially is creating euphoria amongst Indian 

consumers drawing them into malls and trade areas in huge numbers. Retailers are offering newer service dimensions to create 
unique shopping experiences for the customers. Perceptions about stores are driven substantially by tangible characteristics of stores, 
such as format or list size, distance of store from home, as well as intangible factors like the environment of the store. The fact that 

Indian retail environment is going through a sea change due to the introduction of new formats and opening up of retail industry, it 
becomes important to understand the store image perceptions of consumers here. 

 This paper attempts to find out the key factors that are perceived as important to Indian consumer. This study aims at 
evaluating the selection of retail stores provided by selected serviceman and businessmen .This study is carried out to know the 

perception about satisfaction of customers of the businessmen &servicemen. 

Keywords: Retail Stores, Customer preference, Servicemen, Businessmen, FMCG. 

 

Introduction 

 Retail store selection is not a new notion in the FMCG industry; rather it is in use for 

several years. It has been observed that retail stores variations are mostly preferred by FMCG 

companies due to the low involvement of the customers and highly competitive market 

environment which leads the companies to introduced the product frequently in the market. 

Indian FMCG market most of the big players are using the line selection rather than retail 

stores selection because in line selection. Retail stores give strong recognition to the new retail 

stores and some of the famed and successful examples line selections under retail stores are Big- 

Bazaar, Reliance Fresh, Femina Shopping Mall, Mega Mart Stores, Shopper’s Stop, Reliance Trends, 

Kumudham Departmental Stores, Best Price etc. 

 On the other hand, category selection is playing an important role in grabbing the market 

share because category selection provides differentiation strategy to attract large number of 

consumers, and some of the famed names of category selection are Retail stores category. A 

retail stores selection under the parent retail stores also reduces the goodwill in the market due 

to the failure and over success of the extended retail stores and misconception to some extent. 

In retail stores selection there is benefit for consumers to reduce risk and to choose new retail 

stores which has been launched under the well-established parent retail stores; this factor 

provides dual benefits first for the retail stores company and second for the consumer. In 

today’s scenario it is very normal and active, due to low involvement in FMCG industry 

companies are very rigorous about innovation and new ideas about selection to attract more 

and more consumers and to compete in the market. Therefore, it is imperative to know the 

consumer understanding of retail stores selection and whether they recognize such phenomena 

or not. The research tries to explore the retail store selection concept and duly assess the impact 

of extending a retail stores on the retail stores from the customer point of view. 
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Conceptual Frame Work 

 The contemporary hypercompetitive market makes it inevitable for the companies to 

introduce selection strategically and efficiently to survive and compete. And more so, in case of 

FMCG (Fast Moving Consumer Goods) industry, this is attributed to the low emotional 

loyalty and low involvement in most of the product categories. Retail stores selection is not a 

new notion in the FMCG industry; rather it is in use for several years. It has been observed that 

retail stores selections are mostly preferred by FMCG companies due to the low involvement of 

the customers and highly competitive market environment which leads the companies to 

introduced the product frequently in the market. The present study makes an effort to study 

consumer responses towards retail stores selection in FMCG industry. Because a new retail 

stores involves huge cost and risk, therefore, companies may alternatively resort to extending 

their retail stores or lines as a more feasible growth strategy option. Retail stores selection can 

happen in two ways: expending the line (line selection) and extending the category (category 

selection). Indian FMCG market most of the big players are using the line selection rather than 

retail stores selection because in line selection stores give strong recognition to the new retail 

stores. 

 On the other hand, category selection is playing an important role in grabbing the market 

share because category selection provides differentiation strategy to attract large number of 

consumers, and some of the famed names of category selection are retail stores category.  

A retail stores selection under the parent brands also reduces the goodwill in the market due to 

the failure and over success of the extended retail stores and misconception to some extent. 

Retail stores selection sometimes also results in cannibalization where the extended retail stores 

eat the sales of parent retail stores. 

 Cannibalization is a very real threat for the vast majority of new product launches. But 

there have been little empirical work which quantifies this threat, or which examines the 

measures which can be used to define it. In retail stores selection there is benefit for consumers 

to reduce risk and to choose new retail stores which has been launched under the well-

established parent brands; this factor provides dual benefits first for the retail stores company 

and second for the consumer. The risk involvement also varies from selection to selection; in 

category selection risk is more because retail stores is totally new for the consumer and 

perceived risk is too, but in the line  selection it will less because retail stores reputation of 

parent retail stores already exists in consumers mind. In today’s scenario it is very normal and 

active, due to low involvement in FMCG industry companies are very rigorous about 

innovation and new ideas about selections to attract more and more consumers and to compete 

in the market. 

 

Literature Review 

 According to Leif E. Hem (2001) “retail stores with higher perceived reputation should 

provide consumers with greater risk and so encourage more positive evaluations than retail 

stores of lower reputation, this notion should be true for FMCG”. 

 Bottomley and Holden (2001) propose that “the quality  of  the  parent  retail  stores and 

the fit between  the  parent  retail  stores  and  the  retail  stores selection are key determinants 

of consumer evaluations  of  retail  stores  selections”. And reveal that “cultural differences 

influence how retail stores selections are evaluated with respect to relative measurement 

factors”. also propose “consumer’s retail stores selection evaluations are also determined by (a) 
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the dimensions of fit (i.e. the  complementarily  and  transferability  of  assets  and skills 

between the parent retail stores and the retail stores selection, and (b) to  what extent 

consumers perceive the retail stores  selection  is  difficult  to  produce”. 

 Martinez and Pina (2003) argued that line selection “decreases the risk of failure of new 

products, because consumers initially are more willing to accept products marketed under 

known retail stores”. Martinez and Pina (2003) defines that “this strategy is not free from risks, 

since it is not convenient for all the retail stores, and moreover it may have negative effects on 

the image of the extended retail stores”. 

 Marketing Mastermind (2003) “HUL rural marketing initiatives have given the 

perspectives in which HUL has approached towards rural marketing, Keller (2003) argues that 

“the retail stores selections allow  consumers  to  draw conclusions and form expectations 

about the potential performance of a new product  (i.e. The  retail  stores  selection)  based  on  

their  existing   knowledge about the  retail stores”. 

 

Objective 

 The main objective of the research is to compare consumer perception retail stores wise & 

occupation wise. 

 

Research Methodology 

 It’s an exploratory research which focuses on a population of Retail Store in Indore city. 

The study is exploratory in nature and was undertaken to explore consumer response towards 

store selection in FMCG sector. This report is based on primary as well secondary data, 

however primary data collection was given more importance since it is overhearing factor in 

attitude studies.  

 

Sample Size 

 The sample of present study consists of 100 respondents. Indore region has been selected 

for primary data collection. Random sampling technique was used for data collection. The 

research was carried out through survey method with the help of self-developed structured, 

non-disguised questionnaire on 5 point Likert scale on which the respondents were ask to 

indicate the degree of agreement or disagreement. The close-ended Questionnaire was helpful 

to get a clear idea about respondent’s selections. 

 

Data Collection 

 Data was collected from primary source based on field survey where self- administered 

questionnaire was used and secondary sources such as research papers, journals, and published 

documents was used. Research is totally based on primary data. Secondary data can be used 

only for the reference. 

 

Tools for Data Analysis 

 Data has been represented with the help of pie chart. And z   test is applied on the same. 

 Primary data was collected with the help of standardized questionnaire of service quality 

which was administrated to a convenience sample of 100 respondents accessing selection of 

retail stores in Trichy & Thanjore, a city of Tamil Nadu, a state in India. The data collected 

were analyzed with the statistical tools of factor analysis and Z-test. The factors influencing 

customers perception comes to be responsiveness, tangibles, empathy, convenience, assurance 
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and reliability. The study revealed that, there is no significant difference in the perception about 

satisfaction of the serviceman and businessman selection of retail stores customers. Only one 

factor i.e. convenience, have significance difference. the study conclude that in the view of stiff 

competition in the global business arena where business have to survive and grow on the basis 

of volume instead of margin , selection of retail stores will constitute an essential plan of 

FMCG marketing. 

 

Limitations 

• Some of the persons were not so responsive. 

• Possibility of errors in data collection because many of investors may have not given actual 

answers of my questionnaire. 

• Sample size is limited to 100 respondents of Indore. 

• The sample size may not adequately represent the whole market. 

• Some respondent were reluctant to divulge personal information which can affect the 

validity of all responses. 

• The research is confined to a certain part of Tamil Nadu. 

 

Results 

Comparison of Consumer Perception of Retail Stores as Per Occupation 

E Mean 
Standard 

deviation(S.D.) 
Square of S.D. 

Businessman 61.8 14.13 199.6569 

Serviceman 62.2 14.18 210.0724 

 

Z - Value at 5% level of significance 

 At 5% level of significance value of Z cal. is lower than 

the value of Z tab i.e. (Z tab >Z cal, 1.96>0.608) which 

shows that there is no significant difference in the perception 

of services man and businessman in the retail stores. 

 

Findings 

• According to the research, to launch any new retail store against any existing retail stores is 

beneficial to the company. 

• The reputation of the retail stores is a crucial factor influencing the likelihood of successful 

retail stores selections. 

• It was found that the retail stores selection stops consumers to switch over to some other 

retail stores. 

• The success and the failure of the retail stores selection highly affect the goodwill of the 

parent brands. 

• It was found that retail stores selection affects the loyalty of the consumers. 

• The success of the extended retail stores affects their sales in the competitor market. 

• Most of the respondents are agree with the point that the retail stores selection is a risky 

step. 

• Selection provides a wide variety of goods under a single retail stores. 

Z - Calculated 0.608 

Z - Tab 1.96 

Z Tab >Z Cal 1.96>0.608 
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• Retail stores selection enables the companies to introduced new products at significantly 

lower cost. 

• It was found that the selection adds value to the parent retail stores. 

• It was found that the quality of the extended product is not always better than the previous 

one. 

• It was found that selections are often used as a short term competitive weapon to increase a 

retail stores  image 

• The awareness and trust about the retail stores is a strong factor to reduce the risk of failure 

of new product. 

• It was found that the selection should be according to the expectation of the customers. 

 

Recommendations 

Retail stores selection is very important for making a retail stores successful and building trust 

so: 

• Company should follow the strategy which includes a specific selection related to the 

product image in the market and its content. 

• The extended retail stores should have compatibility with the nature of parent retail stores 

should also highlight the same expertise. 

• Selection should match the perception of the consumers which would make them more 

efficient clear and excited towards the retail stores. 

• Company should initiate loyalty programs like emotional loyalty. 

• When retail stores managers decide to grow their retail stores using retail stores selection 

strategies, they are advised to consider the potential effects of unrelated retail stores 

selection. 

• Retail stores managers are advised to evaluate their retail stores with the factors emotions 

and feelings and not based just on consumers cognitive evaluation of the retail stores. 

 

Conclusion 

 As we conclude, people know the new stores have been launched under the big brands on 

which they trust. And they also trust on new one as the previous one. But they actually don’t 

know that the process is called retail stores selection. Overall we study that the awareness 

regarding retail stores selection among the consumers is very much. Retail stores selection is 

very important tool for the organizations to expand its business; on the other hand it is conclude 

that some of the consumers don’t know the selection. They just buy the products according to 

circumstances. They need the knowledge of selection. We investigate that customers evaluate 

selection trustworthy. “Retail stores” plays important role for the organizations. People 

purchase from those stores on which they have faith or they are well known with them. And 

selection cements their trust in the parent brands. And also conclude that the failure of selection 

affects the goodwill of the company as well as parent brands. 

 

Implication of the study 

 Retail stores selection with respect to FMCG industry is a very vast concept. FMCG 

includes endless product categories and in every product category consumers have different 

perception, approach and attitude. This particular study provides an overview of the selection 
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in FMCG from the customer’s point of view. Therefore an extensive and focused research can 

be undertaken to understand the consumer response for selection. 

 A big boom has been witnessed in FMCG industry in recent time. A large number of new 

player have entered the market and trying to gain market share in this rapid improving market. 

The above research would facilitate the companies to incorporate the fine tuned results in their 

marketing strategy. 

The research would provide a framework for the companies to understand the buying behavior 

of the consumers with respect to retail stores selection in FMCG industry. 
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CORPORATE LEVERAGE AND ITS IMPACT ON PROFITABILITY AND 

SHAREHOLDER VALUE CREATION IN RAYMOND TEXTILES – A CASE STUDY 

 

 

 

 

 

 
Abstract  

 Shareholder value creation has become the trait of corporate dialect The LPG era has made a drastic change in the financing 

policies of the corporate firms warranting a redesign in their capital structure. Leverage plays an essential role in framing the 
capital structure. The focal gain of the insertion of fixed cost funds in the capital structure has a domino effect on higher profits. The 
textile sector is a capital intensive sector, where a greater emphasis has been given in framing the capital structure. In this backdrop, 

the present study made an attempt to examine the impact of leverage on profitability and shareholder value creation in the Indian 
textile sector for the period from 2008 to 2016. A panel data approach was applied to analyze the data. The study revealed that 

leverage had a significant influence on profitability, and the sector has to concentrate on enrichment of shareholders wealth. 

 

Introduction 

 Modigliani and Miller in 1958 tried to look into the connection among capital structure 

and earnings/market value. Their argument was that in an nation without corporate and 

personal taxes, capital formation had no consequence on firm value. In other words under 

some given preventive hypothesis, an un-leveraged firm had the same market value as a 

Leveraged firm. Consequently included corporate taxes in their model showed that earnings 

and market value of the firm will be the maximum if 100% debt is use a firm for financing its 

assets. The main assumption was that business risk can be fairly assessed by the SD of 

operating income (EBIT) and that all present and future potential investors share similar 

expectations about corporate earnings and the chances of variation in those earnings and also 

was they assumed the companies’ stocks and bonds were traded in a perfect market and also 

assumption was that rate of interest on debt was a risk-free rate for firms as well as individuals.  

 Yoon, Eunju et al research association between return on equity (ROE), financial leverage 

and size of firms in the restaurant industry for the period 1998 to 2003. First it was assumed 

that vastly leveraged restaurant firms have lower profitability, but the researcher failed to hold 

the outcomes. On the basis of market and accounting it was accomplished that high financial 

leverage firm were fewer amount of risk. The investigator has used financial leverage as 

autonomous and firm volume is reliant variable. Amjad sohail during the year 2006 conducted 

the research on the subject the collision of financial structure on profitability in Textile segment 

by using jury data obtained from the financial statements of the companies scheduled on the 

Stock Exchange of Karachi. It is bring into being that a noteworthy positive connection exists 

between the short term debt and profitability and statistically important negative relationship 

between long term debt and profitability. The results are to some extent consistent with the 

previous studies as the negative relationship between long term debt and the firm performance 

have a tendency to sport the leading pecking order theory. The relationship of short term debt 

and the financial performance in contrast attests the static trade-off theory. Total debt as a 

whole has no association with the firm’s performance because of the inherited different 

characteristics of short term debt and long term debt. 
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Profile of the Company 

 Raymond Limited is an Indian lifestyle, textile and branded Apparel Company. The 

Company is engaged in Wool and Wool Blended Fabric, and Shirting Fabric. The Company's 

segments are Textile, which includes Branded Fabric; Denim & Shirting, which includes 

Denim and Shirting Fabric; Apparel, which includes Branded Readymade Garments; 

Garmenting, which includes Garment manufacturing; Tools & Hardware, which includes 

Power & Hand Tools; Auto Components, which includes Components & Forging, and Others, 

which includes non-scheduled airline operations and real estate development. The Company 

holds interest in the engineering and fast moving consumer goods (FMCG) sectors. The 

Company, through Raymond Apparel Limited, offers brands, such as Raymond Premium 

Apparel, Park Avenue and Parx. The Company's subsidiaries include JK Files (India) Limited, 

JK Talabot Limited, Everblue Apparel Limited, Pashmina Holdings Limited, Celebrations 

Apparel Limited and Dress Master Apparel Private Limited. 

 

Research Objectives  

• To study the profile of Raymond Textiles Ltd.   

• To study the long term debt, short term debt, operating leverage, combined leverage, 

working capital leverage, return on total asset, return on net worth, return on capital 

employed, economic value added, market value added for position of Raymond Textiles.  

• To study the partial least square the liquidity, short term debt, interest coverage, and 

leverage influencing the return, profit earning of Raymond Textiles.  

• To examine the impact of leverage on profitability.  

• To study the impact of leverage on shareholder value creation.  

 

Source of Data  

 The study is predominantly based on secondary data. The data were collected from 

PROWESS 3.1 version maintained by Centre for Monitoring Indian Economy Pvt. Ltd.  

 

Period of the study  

 The study has covered a period of nine financial years from the post -liberalization era, 

namely, from 2008 to 2016. This period showed a transition in the Raymond textiles due to 

liberalization, privatization, and globalization.  

 

Case Study 

 The textile sector has in total 1,486 firms, of which 127 firms have been listed at the 

National Stock Exchange and 456 firms have been listed at the Bombay Stock Exchange. 

Raymond Textiles has been selected as case unit for the analysis in this study. Raymond 

Textiles fulfills the following conditions:  

• Firms having a continuous data for 9 years from April 1, 2008 to March 31, 2016.  

• Firms which had a positive net worth throughout the study period.  

• Firms which had total assets of more than 100 crores as on March 31, 2016.  

 

 

 

 



Vol. 5                  Special Issue 1               October 2017               ISSN: 2320-4168 
 

Shanlax International Journal of Commerce Page 105 

Tools for Analysis 

 Long term debt to total asset ratio; Short term debt ratio; Financial leverage; Operating 

leverage; Combined leverage; Working capital leverage; Return on total asset; Return on net 

worth; Return on capital employed; Economic value added; Market value added 

 

Limitations of the Study 

• The financial data that have been used are historical and quantitative in nature without 

considering the inflationary effects.  

• The limitations inherent in statistical tools apply to this study as well.  

• The study has been conducted on the basis of mean value of the sector, due to the presence 

of enormous companies with a lengthy period. The results are applicable to the sector and 

not to the individual firms. 

 

Data Analysis and Interpretation 

Table1 

Year 

Lont 

Term 

Debt 

Tangible 

Assets 

Long 

Term 

Debt 

Ratio 

Short 

Term 

Debt 

Tangible 

Assets 

Short 

Term 

Debt 

Ratio 

Profit 

Before 

Interest 

& 

Taxes 

Interest 

Interest 

Coverage 

Ratio 

2008 683.36 2,745.93 0.248863 203.65 2,745.93 0.074164 132.66 60.3 2.2 

2009 1120.96 3,003.01 0.373279 224.1 3,003.01 0.074625 -219.89 85.2 -2.58087 

2010 1106.2 2,881.77 0.383861 146.51 2,881.77 0.05084 93.61 98.17 0.95355 

2011 891.66 2,809.65 0.317356 194.25 2,809.65 0.069137 -52.17 101.96 -0.51167 

2012 743.5 2,950.87 0.25196 257.07 2,950.87 0.087117 211.84 134.8 1.571513 

2013 683.74 3,021.11 0.226321 322.36 3,021.11 0.106703 115.44 156.11 0.739479 

2014 922.18 3,041.18 0.303231 316.56 3,041.18 0.104091 241.58 153.42 1.574632 

2015 742.12 3,183.29 0.23313 348.53 3,183.29 0.109487 257.95 148.26 1.739849 

2016 770.82 3,464.11 0.222516 408.3 3,464.11 0.117866 264.42 136.23 1.940982 

 

• From the Table1 it is noted that long term debt ratio is high in the year 2010 and low in the 

year 2016 as 0.383861 and 0.222516 respectively this is due to high value of long term 

1106.2 in the year 2010 the textile sector have to increase its total asset. 

• From the Table1 it is noted that short term debt ratio is high in the year 2016 and low in the 

year 2010 as 0.117866 and 0.05084 respectively this is due to high value of short term debt 

408.3 in the year 2010 the textile sector have to increase its total asset 

• From the Table1 it is noted that interest coverage ratio is high in the year 2016 and low in 

the year 2010 as 1.940982 and -2.58087 respectively this is due to high value of PBIT 

264.42 in the year 2010 the textile sector have to increase its interest. 

 

Table2 

Year 

Profit 

Before 

Interest 

& taxes 

Profit 

Before 

Tax 

Financial 

Leverage 

Cont 

Ribu 

tion 

Profit 

Before 

Interest 

& taxes 

Opera 

Ting 

lever 

Age 

Combined 

leverage 

Working 

capital 

leverage 

2008 132.66 72.36 1.833333 -135.13 132.66 -1.01862 -1.86747 0.048312 

2009 -219.89 -305.09 0.720738 -336.52 -219.89 1.530402 1.103019 -0.07322 

2010 93.61 -4.56 -20.5285 296.77 93.61 3.170281 -65.0811 0.032484 
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2011 -52.17 -154.13 0.338481 -126.56 -52.17 2.425915 0.821125 -0.01857 

2012 211.84 77.04 2.74974 156.54 211.84 0.738954 2.031931 0.071789 

2013 115.44 -40.67 -2.83846 -104.19 115.44 -0.90255 2.561839 0.038211 

2014 241.58 88.16 2.740245 135.96 241.58 0.562795 1.542196 0.079436 

2015 257.95 109.66 2.352271 11.88 257.95 0.046055 0.108335 0.081033 

2016 264.42 128.19 2.062719 -17.91 264.42 -0.06773 -0.13971 0.076331 

 

• From the Table2 it is noted that financial leverage is high in the year 2014 and low in the 

year 2010 as 2.740245 and -20.5285 respectively this is due to high value of PBIT 241.58 in 

the year 2010 the textile sector have to increase its PBT. 

• From the Table2 it is noted that operating leverage is high in the year 2010 and low in the 

year 2008 as 3.170281 and -1.01862 respectively this is due to high value of contribution 

296.77 in the year 2008 the textile sector have to increase its PBIT. 

• From the Table2 it is noted that combined leverage is high in the year 2013 and low in the 

year 2010 as 2.561839 and -65.0811 respectively this is due to high value of contribution 

104.19 in the year 2010 the textile sector have to increase its PBT.  

• From the Table2 it is noted that working capital leverage is high in the year 2015 and low 

in the year 2009 as 0.081033 and -0.07322 respectively this is due to high value of PBIT 

257.95 in the year 2015 the textile sector have to increase its total asset. 

 

Table 3 

Year 

Profit 

after 

tax 

Avg 

tangible 

Assets 

Return on 

total assets 

Avg net 

worth 

Return on 

net worth 

Avg capital 

employed 

Return on 

capital 

employed 

2008 56.79  24021.7  0.002364  1156.2  0.049118  17,266.63  0.003289  

2009 -277.94  24021.7  -0.01157  1156.2  -0.24039  17,266.63  -0.0161  

2010 1.76  24021.7  7.33E-05  1156.2  0.001522  17,266.63  0.000102  

2011 -100.19  24021.7  -0.00417  1156.2  -0.08665  17,266.63  -0.0058  

2012 56.35  24021.7  0.002346  1156.2  0.048737  17,266.63  0.003264  

2013 -47.84  24021.7  -0.00199  1156.2  -0.04138  17,266.63  -0.00277  

2014 88.11  24021.7  0.003668  1156.2  0.076207  17,266.63  0.005103  

2015 100.01  24021.7  0.004163  1156.2  0.086499  17,266.63  0.005792  

2016 82.07  24021.7  0.003416  1156.2  0.070983  17,266.63  0.004753  

• From the Table3 it is noted that return on total asset is high in the year 2015 and low in the 

year 2009 as 0.004163 and -0.01157 respectively this is due to high value of PAT 100.01 in 

the year 2009 the textile sector have to increase its average total asset 

• From the Table3 it is noted that return on net worth is high in the year 2015 and low in the 

year 2009 as 0.086499 and -0.24039 respectively this is due to high value of PAT 100.01 in 

the year 2009 the textile sector have to increase its average net worth. 
 

Table 4 

Year 

Net 

operating 

profit after 

tax 

Weighted 

average 

cost of 

capital 

Capital 

employed 

Economic 

value 

added 

Market 

value of 

the firm 

Equity 

Market 

value 

added 

2008 117.09  0.08824  2,184.28  -75.6519  5.60339  61.38  55.77661  

2009 -192.74  0.076006  2,368.80  -372.784  6.112116  61.38  55.26788  

2010 99.93  0.088745  2,378.48  -111.149  6.463235  61.38  54.91676  
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2011 1.77  0.114349  2,051.64  -232.832  6.139093  61.38  55.24091  

2012 191.15  0.181305  2,030.44  -176.978  6.138344  61.38  55.24166  

2013 108.27  0.228318  1,822.12  -307.752  6.141207  61.38  55.23879  

2014 241.53  0.166367  2,134.20  -113.53  6.13649  61.38  55.24351  

2015 248.27  0.199779  2,052.70  -161.816  6.138735  61.38  55.24126  

2016 218.3  0.176734  2,195.74  -169.762  6.139865  61.38  55.24013  
 

• From the Table4 it is noted that return on capital employed is high in the year 2015 and 

low in the year 2009 as 0.005792 and -0.0161 respectively this is due to high value of PAT 

100.01 in the year 2016 the textile sector have to increase its average capital employed. 

• From the Table4 it is noted that economic value added is high in the year 2014 and low in 

the year 2009 as -113.53 and -372.784 respectively this is due to high value of 

NOPAT,WACC 241.53, 0.166367 in the year 2009 the textile sector have to increase its 

capital employed.  

• From the table it is noted that market value added is high in the year 2010 and low in the 

year 2013 as 54.91676 and 55.23879 respectively this is due to high value of market value of 

the firm 6.463235 in the year 2013 the textile sector have to increase its equity share value. 
 

Partial Lease Square (PLS) Chart for Raymond Textile Ltd 

 

 
• From the PLS chart for Raymond textile limited it is depicted that liquidity, is negatively 

influencing the return ,economic value and positively influencing the market value and 

profit earnings ratio. Short term debt negatively influencing the return, Price earning, 

economic value and positively influencing the market value. Interest coverage is positively 

influencing the return, economic value, PE ratio, market value. Leverage positively 

influencing the return, Price earning, and negatively influencing the market value, 

economic value. 
 

Suggestions 

 The basic objective underlying the LPG policy along with its potential outcome can be 

accomplished by the Indian manufacturing sector by framing a comprehensive, effective, and 

applicable leverage policy and thereby, increasing the profit margin and value addition to the 
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shareholders' wealth. This will pave the way for occupying a pivotal position on the global 

map. The textile sector is one of the core manufacturing sectors in India. The change in the 

economic environment has forced the Raymond textile firms to make huge investments for 

improving technology, and invest in & undertake R & D to compete for the market share.  

A high level of investment necessitates the firms to change their financial policies. The choice 

of financial policy of Raymond textile firm plays a significant role, which influences the debt - 

equity mix (leverage) and ultimately affects shareholders' wealth, return, and risks. The 

Raymond textile has to maximize the profitability and enrich the shareholders' wealth by 

effective and efficient working capital management and by resorting to long term external 

resources. 

 

Conclusion  

 Leverage plays an imperative role in designing the capital structure. The capital structure 

should be a blueprint of a model that leads to the enrichment of shareholders' wealth. The study 

concludes that leverage ratios have proven to have influenced the profitability metrics. The 

interest coverage ratio played a pertinent role in profitability. The Raymond textile has to 

maximize the shareholders' wealth by resorting to long term external resources. 
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A STUDY ON SALES PROMOTIONAL STRATEGIES ADOPTED BY APPAREL STREET 

VENDORS INFLUENCING CUSTOMERS SHOPPING DECISION 

 

 

 

 

 

 

 

 

 

 
Abstract  

 The marketing communication is considered to be the lifeblood of business undertakings. However, there is a lack of 
knowledge about how the micro informal businesses carry out this important marketing function. If you are aware in the changing 
market conditions. Customers are looking for convenience and value for money. Street food vendors are own account workers selling 

food at very low prices, thus fulfilling an essential function of providing food to the urban poor.The basic of this concept is to initiate 
a relationship with customer and grow it further. Keeping in touch with customer is the only way of finding out there needs and 

serving them there to satisfaction. The fieldwork for the thesis was a micro survey involving various stakeholders. This approach 
helped discern deviating opinions about street food vendors and the bias they face. The aim of the study is to identify the various 

Promotional Strategies adopted by the Apparel Street vendors for promoting their products and also particularly bring out the most 
effective technique in promoting their Street wares that influence customers shopping decision.  

Keywords: Informal Sector, Sales Promotional Strategies, Street Vendors. 

 

Introduction 

 Vendors are defined from an economic, cultural and legal position, are those people who 

offer goods or services for sale from public places, primarily streets and pavements. The 

explanation that street vendors are those people who do not have a permanent place of their 

own and who offer goods and services without having proper trade license for sale from public 

places. Walking on the streets of Tiruchirappalli, One may just couldn’t help but notice the 

huge amount of business transactions that street vendors conduct every day such as vegetables, 

sweet, cloth, utensils and toys on footpaths or by going from door to door. They normally 

purchases goods from wholesale market according to needs and capital (money) available. The 

concept of shopping is one of the oldest activities that the human race has been performing with 

high level of regularity and involvement. The innovations brought by retailers and marketers in 

the practice of retailing have been providing new paradigms for shopping. This has also led to a 

body of knowledge that aims to understand orientation of unorganized retail shoppers towards 

shopping. Youngsters can easily be spotted in these flea markets, striking a good deal with the 

salespersons. The products found in these markets are as per the expectation of the youth in 

terms of price, innovation, variety, comfort, styling, brand image. The products also have the 

added benefit of belonging to international brands, where some of them have the exclusivity of 

not being available in India. The ones with the talent of bargaining skills can get a very good 

deal as low as 20-30% lower than the quoted cost. The attitude of customers is also gradually 

changing towards organized market segments mainly due to increased income levels, strong 

economy, changing life styles and shopping habits of customers. As the unorganized retailers 

are the small retailers, having no Capacity to face the competition offered by the high capacity 

organized retailers, the gap between the two is widening and forcing the former under financial 
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crisis and threat to their existence. Hence, the unorganized retailers are finding new marketing 

strategies and other ways to overcome the threat from the organized retailers and to maintain 

greater sustainability and profitability. Many times they announce loudly goods or articles on 

sale and their prices to attract customers. Some of them may also display goods or articles of 

sale on footpath and effect sales. 

 

Definition of Terms  

Street vending 

 Street vending is an income generating activity where individuals sell their wares along 

streets and pavements to passing pedestrians. According to (Kamunyori, 2007) Street vending is 

one activity within the informal economy, the segment of a country’s economy that operates 

outside the regulation and protection of the state. 

Street vendor 

 Street vendor is a person who offers goods or services for sale to the public without having a 

permanently built structure but with a temporary static structure or mobile stall. According to 

(Bhowmik, 2012) Street vendors may be stationary by occupying space on the pavements or 

other public/private areas, or may be mobile in the sense that they move from place to place 

carrying their wares on push carts or in cycles or baskets on their heads, or may sell their wares 

in moving bus. This study focuses on vendors who sell at the pavements or sidewalks and those 

walking within the streets with mobile stalls. 

 

Literature Review 

 The literature on the present study “An Empirical Analysis of Street Vendors in Trichy City 

is discussed under the following heads: 

• Concept of street vendor  

• International studies on street vendors  

• Indian studies on street vendors 

 

Concept of Street Vendor 

 Street vendors are also termed as street traders, hawkers, sidewalk traders and peddlers. 

The terms that describe them are based on time or place where they work. Street Vendors act as 

distributers of goods and services at affordable rates to the customers with an option to assess 

the product according to their economic and social conditions. McGee (1973) divided vendors 

according to three main types of locations:  

a. Vendors who sell in places where people assemble, such as markets and bus terminals. 

b. Vendors who sell on the street. This type of vendor poses problems of congestion and 

obstruction.  

c. Vendors who sell in a bazaar. A bazaar is equivalent to the seasonal or periodic market 

where vendors sell on a piece of public or private land. 

 

International Studies on Street Vendors 

 The International Labour Organization (2013), in its paper on „The Regulatory 

Framework and the Informal Economy’’ studied the good practices that support street vendors 

in Thailand and Dar Es Salaam. A high rent was charged and high standards of hygiene, 

orderliness and security were maintained. The market had good infrastructure including rest 
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rooms and car parking which was a reason for the increase in customers and thus resulting in 

increase in income of the vendors. Vendors were also willing to pay high rent. 

 Laforteza, Jared James, Manalo, Gandrose and Tan Joel (2014) studied the accounting 

practices and strengths, weakness, opportunities and threats of street vendors in Davao city in 

Philippines. The paper entitled Determinants of Accounting Practices among Street Food 

Vendors was based on 30 street food operators. It was found that 66.67% of the vendors 

maintained separate accounting of personal expenses. The strengths of street vending revealed 

by them was ‘‘small capital require men’’, their weakness was „poor business management of 

vendors, opportunities was „wide and diversified market and the important threat found was 

‘strong market competition’’. 

 Lima in Peru and Nakuru in Kenya(2015) The study revealed that for 68% of street 

vendors, vending was their main source of income. They faced problems in the form of 

harassment by police, arbitrary confiscation of merchandise, demand for bribes and physical 

abuse. They lacked secure place to work. About 70% reported that their supplies had become 

more expensive. They were unable to fix high prices to customers because of intense 

competition. 

 Sally Roever, caroline skinner (2016) This paper synthesizes recent research and evidence 

on urban policies and local government practices as they relate to street vending, one of the 

most visible occupations in the informal economy. It presents the latest available evidence on 

the size, composition and contribution of street vending, and reviews the rich literature on 

street vending as well as media coverage reflecting the extent of exclusionary policies and 

practices. While many analyses explore the reasons behind evictions and relocations through 

case studies, this paper draws on participatory methods and surveys to examine the more 

“everyday” challenges that street vendors face, even when licensed. The data demonstrate the 

livelihood impacts of generalized workplace insecurity, harassment and confiscation of 

merchandise on street vendors’ earnings, assets and time.  

 Rajagopal (2017) This study explores the influence of street markets in urban geo-

demographic settings and analyzes vending patterns with ethnic values enhancing the 

consumer satisfaction. Interrelationship among urban dwellers, marketplace ambiance, and 

conventional shopping wisdom of customers and interactive customer relations are also 

addressed in the study based on empirical survey. Research on street markets is very limited 

though some studies are available on street vendors with focus on spatial planning, political 

interventions, and legal rights. This study on street markets contributes significantly to the 

existing literature in reference to shopping behavior and perceptional values of urban 

consumers. 

 

Indian Studies on Street Vendors 

 Kamala Sankaran and Roopa Madhav (2011), in their paper on „Informal Economy: Law 

and Policy Demands made an overview of regulatory frameworks impacting selected 

occupational groups in India. They made a study on regulatory framework among forest 

workers, fish workers, waste pickers, street vendors and domestic workers. Insight on street 

vendors brought to light that there was no effective protection of wages or working conditions 

for them. State Police Acts and State Laws determined access to urban land and water. 

 Balasubramaniam, Srinivasan and Vaidhyasubramaniam (2012), in their study on “Being 

Powerless or to be Empowered: A Case of Women Street Vendors at Thanjavur, TamilNadu” 
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found that about 70.6% of women vendors worked for more than 8 hours. Around 57.1% 

preferred a fixed place for selling their products. About 31% had their spouses addicted to 

alcohol. Almost 73.8% preferred to work near their residence within 5 kilometers. Their 

difficulties revealed that 58.2% did not have a permanent location and 29.5% suffered from 

hard weather condition. About 49.6% expected support from their local government in the 

form of loan and health care facilities. 

 Karthikeyan and Mangaleswaran (2013)  “Quality of Life among Street Vendors in 

Tiruchirappalli City, TamilNadu, India” They brought out the quality of life of street vendors 

based on 56 respondents. The study was based on 4 dimensions of quality of life namely 

“physical health”, “psychological health”, “social relations” and “environment factor”. The 

results revealed that 55.4% of the respondents had low level of “physical health”, 51.8% had 

low level of “psychological health”, 73.2% had low level “social relationship and 55.4% of the 

respondents had low level of quality of life in terms 42 of “environmental factor”. Overall 

quality of life of street vendors denoted that 50% of them had low level and another 50% had 

high level of quality of life. 

    

Objectives of the Study  

1. To outline regulations that control and support street vendors. 

2. To analyze the existing concentration of informal shopping and street vendors.            

3. To understand the socio- economic profile of the street vendors. 

4. To identify issues and required provision for vending. 

5. To develop the strategy for inclusion of street vendor in formal planning process. 

6. To study the problems faced by the street vendors in the work place. 

 

Research Methodology 

Research Design  

 In this study descriptive research design has been used in order to describe the impact of 

sales promotional activities of street vendor. The content and validity of the various statements 

in the questionnaire were verified with the help of experts in the marketing field. The 

instrument used in this study consists of two parts. The first part deals with the demographic 

profile of the respondents such as Gender, Age, Marriage status, Education status, Nature of 

business, working hours, income etc. Part two deals with opinion of the sample customers. 

Various promotional strategies adopted by street vendors that influence their shopping decision. 

It consists of various strategies. The respondents were asked to express their agreement or 

disagreement with a statement on a five-point Likert scale (1 = strongly agree, 2 = agree, 3 = 

neutral, 4 = disagree, 5 = strongly disagree). 

 

Data sources 

 Both primary and secondary data were collected for the study. The primary data were 

collected by conducting a sample survey of customers. With the help of a well prepared and 

structured questionnaire the primary data were collected from the 100 respondents. The 

secondary data were collected from Journals, magazines, newspaper, reports, and other books 

and also from Internet websites on street vendors and informal sector. 
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Analysis of data 

 The primary data collected have been sorted, classified and tabulated in a format and 

analyzed by correlation and regression. 

 

Analysis and Interpretation  

 Promotional tools adopted by Street Vendors in Trichy. 

 

Table 1 Demographic Profile of the Respondent Street Vendors 

Gender No. of Respondents Percentage 

Male 36 36 

Female 64 64 

Total 100 100 

Age   

16-24 36 36 

25-33 28 28 

34-42 20 20 

43-51 10 10 

52 and above 6 6 

Total 100 100 

Marriage status   

Married 41 41 

Unmarried 16 16 

Widow/widowed 21 21 

Separated 22 22 

Total 100 100 

Education status   

Graduation 10 10 

1-5 38 38 

6-8 25 25 

9-10 22 22 

11-12 5 5 

Total 100 100 

Nature of business   

Fruit seller 48 48 

Vegetable seller 22 22 

Canteen 6 6 

Flower seller 4 4 

Others 20 20 

Total 100 100 

Working Hours   

5am-10pm 33 33 

8am-9pm 57 57 

7am-10am,5pm,9pm 10 10 

           Total  100 100 
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Average Monthly Family Income   

Less than Rs 2000 p. m 20 20 

Rs.2000 -Rs.5000p.m 32 32 

Rs.-Rs5000-Rs.7000p.m 20 28 

Rs.7000-Rs9000p.m 16 16 

Rs.9000 and above 4 4 

            Total 100 100 

                
 Majority 64% of the respondents are in the female, 36% of the respondents are age group of 

16-24, 36% of the respondents are married, 38% of the respondents are 1-5 , 48% of the 

respondents are fruit seller, 57% of the respondents are 8am -9pm and 32% of the respondents 

are Rs.2000-Rs.5000pm. 

 

Chi-Square Analysis 

 Chi-square is applied to find the relationship between the personal factors education status 

and overall satisfactions towards the source of information about street vendors of the 

respondents. 

 

Table 2 

Null Hypothesis - (H0): There is no significant different between education status and 
street vendors of their business. 
 Alternative Hypothesis-(H1): There is a significant different between education status and 

street vendors of their business. 

Educational 

Status 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Agree 
Total 

Graduation 2 6 2 0 0 10 

1-5 5 26 7 0 0 38 

6-8 9 14 0 2 0 25 

9-10 6 13 0 3 0 22 

11-12 2 3 0 0 0 5 

Total 24 62 9 5 0 100 

Chi- square=8.514, d.f=12, P.value =0.028 (significant at 5% level) 

      From the above table it reveals that there is a significant relationship exists between 

Education status & over all satisfaction. Since P-value is lesser than 0.05 hypothesis is rejected. 

 

Table 3 

 Chi-square is applied to find the relationship between the personal factors Marriage status 

and overall satisfactions towards the source of information about street vendors of the 

respondents. 

Null Hypothesis - (H0): There is no significant different between marriage status and street 

vendors of their business. 

Alternative Hypothesis-(H1): There is a significant different between marriage status and 

street vendors of their business. 

 



Vol. 5                  Special Issue 1               October 2017               ISSN: 2320-4168 
 

Shanlax International Journal of Commerce Page 115 

Marriage 

Status 

Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Agree 
Total 

Married 7 30 3 1 0 41 

Unmarried 7 7 2 0 0 16 

Widow /  
Widowed 

7 8 5 1 0 21 

Separated 4 13 5 0 0 22 

Total 25 58 15 2 0 100 

Source: Primary Data        

Chi- square=16.229, d.f=9, P.value =0.039 (significant at 5% level) 

From the above table it reveals that there is a significant relationship exists between marriage 

status & overall satisfaction. Since P-value is lesser than 0.05 hypothesis is rejected. 

 

Table 3 Anova 

Null Hypothesis - (H0): There is no significant different working hours and street vendors of 

their business. 

Alternative Hypothesis-(H1): There is a significant different between working hours and street 

vendors of their business. 

Sum of 

squares 

Source of 

variance 

Degree of 

freedom 
Mean square F Sig. 

Between 
Groups 

942 4 235.5 

 
603.85 

 
0.001 

Within 
Groups 

37 95 0.39 

Total 979 99  

Table value=2.47, Cv =603.85. 

A table show the P value is lesser than 0.05, that is the calculation value is higher than the table 

values hence the hypothesis is rejected. 

 

Table 4 Anova 

Null Hypothesis - (H0): There is no significant different between monthly income and street 

vendors of their business. 

 Alternative Hypothesis-(H1): There is a significant different between monthly income and 

street vendors of their business. 

Sum of 

squares 

Source of 

variance 

Degree of 

freedom 
Mean square F Sig. 

Between 
Groups 

458 3 152.67 

 
120.21 

 
0.006 

Within 
Groups 

122 96 1.27 

Total 979 99  

Source: Primary Data 

Table value=2.70,Cv =120.21. 

A table show the P.value is lesser than 0.05, that is the calculation value is higher than the table 

values hence the hypothesis is rejected. 
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Findings 

• There is association between the education status and overall satisfaction street vendors of 

their business. 

• There is association between the marriage status and overall satisfaction street vendors of 

their business. 

• Majority of the respondent are between the age group of 16-24. 

• 48% that is majority working in Fruit sellers in the street vendors. 

• The study reveals that majority 57% of the respondents are 5am to 9pm working hours. 

• It is inferred that the majority 62% of respondents are agreed.  

• For most street vendors, marketing is a basic process and mostly involves calling out to 

people as they pass by the stall. Few vendors who are employees have received any training 

and so they rely on their instincts as to when to call to a potential customer. The only other 

form of marketing used is to offer a discount to a regular or important customer and 

providing information. 

 

Suggestions 

• The focus of street vendors should be on spreading the information through the customers 

by presenting the product in a right way, to convey the right marketing message. 

• More ways of attractively displaying the products should be sought out like, knowing the 

right color combination, paring up the right set of outfits, stacking the products in a right 

manner, focusing the trendy product by prominently placing it, etc. 

• Personal Selling is also an effective measure of promotion by communicating with the 

customers in an appropriate manner. Due to lack of education the sales person involved in 

the selling process do not approach the customer in a pleasant manner. This can be 

overcome by giving some basic training to the sales personnel on ways of communication 

and appropriate behavior and some mannerism. This way the higher middle class and 

sophisticated people will also be the prospective customers 

• Self-regulation of vendors should be encouraged; traders should be responsible for hygiene 

and keeping the surrounding environment clean. 

• Though consumers buy from street vendors for keeping the product as a memento so 

vendors should collect, sell and promote local products made by local people. Amount of 

sale they can increase by showmanship so they can participate in training programs like 

how to deal and motivate consumers to buy products as well as must offer quality products 

at a low price for long term benefits rather than focusing on short term gain 

• On the basis of finding from the study the researchers suggest to focus on some issues 

regarding street vendors such as local authority can take proper promotional initiative for 

improving the image of street vendors to consumers. 

 

Conclusion 

 The study has tried to identify the indicators that motivate consumers to buy from street 

vendors. The data were collected from Tiruchirappalli, Bazaar in large number of street 

vendors. Despite this study has strength; the research has only examined some factors which 

motivate consumers to buy from street vendors. Future researches are suggested to determine 

other factors with larger number of samples from all around the area. A street vendor has a 

significant contribution in informal sector of economy of a country. So future research can find 
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out the how and how much significance street vendor has on economy as well as how to 

promoting brand the street vendors to consumers. 
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A STUDY ON FACTORS INFLUENCING THE CONSUMERS IN SELECTION OF CAB 

SERVICES IN TIRUCHIRAPPALLI CITY 

 

 

 

 

 

 
Abstract 

 The purpose of this paper is to study the factors influencing the consumers while selecting cab services. The dependent variable 
is ‘coupon redemption behavior’ and independent variables are innovativeness and price consciousness. The relationship between 

dependent and independent variables are empirically verified through statistical methods. The statistical tools like correlation, 
regression and descriptive statistics are used for data analysis. It is found from the study that consumers are interested to redeem 

coupons while selecting cab services. It is also revealed from the study that consumers are comfortable to redeem coupons through 
mobile apps while booking cab services. 

Keywords: Innovation, coupon redemption, cab services, price consciousness, consumer behavior, etc., 

 

Introduction  

 In the past decade the transportation facilities in urban areas have undergone tremendous 

changes. Among various modes of transportation the cabs have become important mode of 

transportation in Tiruchirappalli City. The growth of organized car rental industry is 

continuously growing with support of technology. The customers in the present era are using 

mobile apps to book a cab at any time and from any place in urban areas. The pricing strategy 

of cab operators had been positively influencing customers to book a cab instead of traditional 

mode of transportation like autos and local buses etc. Like most of the industries the car rental 

industry had underwent lot of transformation with internet technology. The consumers are able 

to access book cabs at competitive prices because of tough competition among the organized 

cab operators. In this regard the present paper briefs about the behavior of consumers while 

booking cabs. The variables like coupon redemption, innovativeness and price consciousness. 

 

Need For the Study  

 The organized cab service providers have increased in the recent years. There is stringent 

competition among various operators like Ola, Fast Track, NTL Taxi, Best Track and Friends 

Taxi etc. In this regard it necessary to understand the consumer behavior towards is very 

important to formulate business strategies. This study helps the marketing managers in car 

services industry and academicians to gain insights about consumer behavior towards cab 

services. 

 

Review of Literature 

 Hanif and Sagar (2016) had stated that there was demand for Call-a-Cab service offered by 

Meru Cab. The cab services are proving security through global positioning system (GPS) and 

women taxi drivers for women passengers especially during night times. According to Harding 

et al (2016) the auto-rickshaws (three wheelers) are more popular in urban transport before the 

advent of cars and cabs. Horsu and Yeboah (2015) had argued that driver behavior have 

negative impact on customer satisfaction in Ghana. The variables like continuous service, 

comfort, reliability and affordability have an impact on customer satisfaction with regard to 

minicab taxi.  

  I.Ashiq Mohamed 

     Assistant Professor of Commerce (SF) 
Jamal Mohamed College (Autonomous), Trichy 
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 According to Lu et al (2015) the self- service mobile technologies helps the commuters to 

access lot of data about cab services and such technologies had changed the role of both 

customers and companies. The adoption of call taxi app (CTA) is impacted perceived 

usefulness, perceived ease of use, subjective norms and perceived playfulness (Peng, Wang, He, 

Guo, & Lin, 2014). Chen (2014) had explained that mobile apps help both drivers and 

passengers to find each other. At present the mobile apps are helps the customers to find cabs. 

In the recent years the car rental industry is growing constantly especially in metropolitan cities 

in India (Rahman, 2014). 

 

Objective of the Study 

1. To study the influence of price consciousness role of innovation and coupon redemption 

behaviour on consumers while selecting a cab service. 

 

Scope of the Study 

 The present study covers factors like innovativeness, price consciousness, and coupon 

redemption behavior. There may be other factors influencing the consumers in selection of cab 

services which are not covered in the study. This study had not covered the influence of 

demographic characteristics on other psychographic variables. 

 

Research Methodology 

 The sample size for this study is 120. The primary data is collected through structured 

questionnaire and secondary data is gathered through journals, magazines and reliable websites 

etc. The geographical location of the respondents is Tiruchirappalli City which is located in 

Tamilnadu State. The organized can rental service is provided in Tiruchirappalli by national 

reputed organizations like Ola and Fast Track etc. The simple random sampling methodology 

is used for collected primary data. The respondents for this study should have consumed cab 

services in the last six months and they should have booked the cab through mobile app in their 

smart phones. The demographic variables considered in this study are age group, occupation 

and gender. The constructs in this study are innovativeness, price consciousness and coupon 

redemption. 

 The items for each construct are adopted from published scales (Bearden & Netemeyer, 

1999). The items under each construct are modified according to the need of this study. The 

items under each construct were measured by using Likert type scale anchored with ‘1’ for 

strongly disagree to ‘5’ for strongly agree. The statistical techniques like descriptive statistics, 

correlation and regression analysis. The statistical software SPSS version 23 is used for data 

analysis. The hypotheses were formulated by using the research objectives of this study. 

 

Reliability Analysis 

 The three constructs are innovativeness, price consciousness and coupon redemption. The 

reliability test for the measurement scale is conducted through calculation of Cronbach’s alpha 

value. The alpha value for innovativeness, price consciousness and coupon redemption are 

0.88, 0.84 and 0.81 which are above 0.70 which is threshold value according to Hair et al 

(2011). 
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Data Analysis   

 The majority of the respondents belong to the gender group of male and the age group of 

more than 40 years. Most of the respondents fall under the category of employees. 60 per cent 

of the respondents are married, more than one-third of the respondents getting a monthly 

income between. `30001 – 40000. The demographic characteristics of the respondents are 

displayed in Table 1. 

 

Table 1 Demographic Characteristics 

S.No Variable Characteristics No. of Respondents Percentage 

1 Gender 
Male 57 47 

Female 63 53 

Total 120 100 

2 Age group 

20 - 30 Years 29 24 

31-40 Years 56 47 

Above 40 Years 35 29 

Total 120 100 

3 Occupation 

Business 23 19 

Employee 88 73 

Others 09 08 

Total 120 100 

4 Marital Status 
Single 48 40 

Married 72 60 

Total 120 100 

5 
Monthly 
Income 

Below `. 10000 17 15 

`. 10000 - 20000 19 16 

`. 20001 - 30000 26 22 

`. 30001 - 40000 43 35 

Above `.40000 15 12 

Total 120 100 

Source: Primary Data 
 

 A. Descriptive Statistics 

 The redemption of coupons is having more mean value which means consumers of cab 

services are more interested to use coupons while booking cabs. There is high standard 

deviation with regard to price consciousness of consumers. 

  

Table 2 Descriptive Statistics 

 N Minimum Maximum Mean 
Std. 

Deviation 

Innovation 120 2 5 3.85 .926 

Price 120 1 5 3.66 .971 

Redeem 120 2 5 4.03 .933 

Valid N (list wise) 120     

Source: SPSS Output 

 The redemption of coupons is having more mean value which means consumers of cab 

services are more interested to use coupons while booking cabs. There is high standard 

deviation with regard to price consciousness of consumers. 
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B. Hypotheses Testing  

 H1: There is positive relationship between price consciousness and coupon redemption 

behavior among consumers of cab services.  

 Result: The hypothesis H1 is accepted. The correlation value between ‘price’ and ‘redeem’ 

is 0.682 which means there is significant correlation between these two variables. The 

correlation value is shown in Table 4. 

 

Table 3 Correlation Analysis 

 Price Redeem 

Price 

Pearson Correlation 1  

Sig. (2-tailed)   

N 120  

Redeem 

Pearson Correlation .682 1 

Sig. (2-tailed) 000  

N 120 120 

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

 

Findings 

 It is found from the study that all the three factors selected for the study namely price 

consciousness, coupon redemption behavior, and innovativeness are influencing the consumers 

in their selection of cab services. Price consciousness and coupon redemption behavior are 

found to be positively related and their relation is noted to be significant. It is observed from the 

study that price consciousness, coupon redemption behavior, and innovativeness of consumers 

are associated in their influence while selecting cab services. 

 

Suggestions 

 The consumers who are price conscious are likely to redeem coupons while booking cabs. 

The innovative consumers are interested to adopt for new technology like use apps for booking 

cabs and other services. The redemption of coupons is motivating factor for consumption of cab 

services. The consumers have got habituated for mobile apps to book cabs and they are also 

feeling safe with regard to organized cab services. It is also observed from the study that middle 

aged adults are consuming cab services compared to other age groups. 

 The global positioning system (GPS), mobile apps and internet technology drastically 

influenced the car rental industry. Therefore organized cab service provides need to use 

coupons for motivating the customers. The customers are able to analyze the prices and 

compare the prices among the different service providers. Therefore the marketing managers 

need to monitor the pricing strategies and promotional strategies of their nearest competitors.  

 

Conclusion 

 There is stringent competition in the organized cab services industry therefore organization 

need to motivate consumers through coupons. The innovative behavior of consumers helps to 

download mobile apps and further motivates them to redeem coupons while booking cabs. The 

results of this study are consistent with earlier research studies because it is found that price 

conscious consumers are likely to redeem coupons. The modern consumers are innovative and 

at the same time they are price sensitive therefore coupon redemption helps for customer 
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retention. The brand image also plays a vital role in customer retention apart from offering 

coupons. 
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Abstract 
 The driving need in today’s business is to increase productivity in a global environment where continuous change making it 
difficult to compete. In the constructs of employee engagement, it can build on the earlier concepts like job satisfaction, employee 
commitment and Organizational citizenship behavior. Employee engagement is the level of commitment and involvement of 

employee has towards their organization and its values. An occupied employee is aware of business context, and works with 
colleagues to improve performance within the job for the benefit of the organization. The study focuses on how employee 

engagement is a precursor of job satisfaction and what should company do make the employees engaged towards the work given for 
them. A sample size of 90 was taken in order to conduct research. Random sampling technique was used in order to conduct the 

survey. The data was collected with the help of a structured questionnaire.  

Keywords: Employee engagement, job satisfaction, commitment, Employee engagement at work place.  

 

Introduction 

 Employee engagement is a work place approach resulting in the right conditions for all 

members of an organisation to give of their best each day, committed to their organisations 

goals and values, motivated to contribute to organisational success, with an enhanced sense of 

their own well-being. In engagement people employ and express themselves physically, 

cognitively, and emotionally during role performance. 

  Employee engagement is the level of commitment and involvement an employee has 

towards their organization and its values. An engaged employee is aware of business context, 

and works with the colleagues to improve performance within the job for the benefits for the 

organization. The organization must work to develop and nurture engagement, which requires 

a two-way relationship between employer and employee. Employee engagement is about 

having a clear understanding of how an organisation fulfilling its objectives, how it is changing 

to fulfil those better. It is being included fully as a member of the team, focussed on cleat goals, 

trusted and empowered, receiving regular feedback, supported in developing new skills, 

recognition for achievement. 

 

Review of Literature 

 Siddhanta & Roy (2014) explored implications for theory, further research and practices by 

synthesizing modern 'Employee Engagement' activities being practiced by the corporate with 

the review of findings from previous researches / surveys.  

 Singh and Shukla (2015) tried to find out what variables are significant to create an 

engaged workforce. The study was exploratory in nature and the data has been collected from a 

tin manufacturing organization. 
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 Singh and Shukla (2016) tried to find out what variables are significant to create an 

engaged workforce. The study was exploratory in nature and the data has been collected from a 

tin manufacturing organization. 

 Deci and Rayan (2017) management which fosters a supportive work environment 

typically displays concern for employees needs and feelings provides positive feedback and 

encourage them to voice their concerns, develops new skills and solve work related problem. 

 

Objectives  

• To study in detail about the employee engagement practices in G.B. Engineering 

Enterprises Private Limited. 

• To give suggestions to improve the employee engagement practices in G.B. Engineering 

Enterprises Private Limited. 

 

Research Methodology 

Research Design 

 The research design is purely and simply the framework for a study that guides the 

collection and analysis of data. It is to find out the effective result for the research. The aim of 

the study is to know the employee engagement towards the satisfaction of the employees in 

G.B. Engineering Enterprises Private Limited. 

  The design used in this study is descriptive in nature. Based on the objectives of the study, a 

questionnaire was framed for collection of the data. 

 

Sources of Data 

 The primary data as well as secondary data are used for the study. The primary data were 

collected from the employees from GB engineering enterprises through questionnaire. The 

secondary data were collected from the company records, various websites. 

 

Sample Size 

 The sampling design used in this study is Convenient Sampling Method. The sample size 

taken for the study is 90. The study has been conducted among the employees in the unit. 

 

Profile of the Company 

 GB Engineering Enterprises Private Limited, incorporated in India, was established in 

1980, having its headquarters in Tiruchirappalli, Tamil Nadu. It has made a defined Financial 

Growth over the years. GB has always strived to achieve Customer confidence in all its 

endeavors. Testimony to this is proven by its receiving of continuous-repeat orders from most 

of its clients. The Partial Customer List demonstrates the Quality conscious work-style of the 

Organization. 

 GB has three workshops, all located in Tiruchirappalli within a radius of 15 km. Gaining 

confidence through Strategic Alliances and Partnerships, GB has always focused on Customer 

Satisfaction. 

 Products made by GB include Boilers and Boiler components to various industries 

including Power, Paper, Sugar, non-ferrous, Carbon black and many more Process industries 

having Steam Generation; Combined Cycle Power plants; De-salination systems, to national / 

international standards, meeting Statutory or Regulatory provisions, be it IBR, ASME, 
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equipments to PED provisions with CE marking GB specializes in Mechanical Design, 

Manufacture & Supply of 

• Fired Boilers 

• Atmospheric Fluidized Bed Boilers (AFBC) 

• Circulating Fluidized Bed Boilers (CFBC) 

• Blast Furnace Gas Fired Boilers (BFG / COG) 

• Pulverized Coal Fired Boilers (PF) 

• Oil Fired Boilers 

 

Data Analysis and Interpretation 

Table 1 Frequency Analysis of Demographic Profile 

Demographic Variable Category Frequency Percentage 

Age 

21-30years 31 34.4 

31-40years 48 53.4 

41-50years 8 8.9 

50&Above 3 3.3 

Gender 
Male 75 83.3 

Female 15 16.5 

Education 
Qualification 

HSC 25 27.8 

Diploma 48 53.3 

Under Graduation 17 18.9 

Post Graduation 0 0 

Year of Experience 

Less than 1 year 10 11.1 

1-2 years 22 24.4 

3-5 years 38 42.3 

5 years and Above 20 22.2 

Income 

Below 6000 25 27.8 

7000-10000 46 51.1 

11000 and Above 19 21.1 

Source: Primary Data 

 The above Table.1 shows that majority 53.4% of the respondents age range between 31-40 

years, 83.3% of the respondents are working in the enterprise are Male, 53.3% of the 

respondents are diploma holders, 42.3% of the respondents having experience between 3-5 

years and 51.1% of the respondents are earning in the range between 7000-10000. 

 

Table 2 Frequency analysis of employee engagement at workplace 

S.No Statement HA A N DA HAD Total 

1 Job Satisfaction 
40 

(44.5%) 
28 

(31.1%) 
22 

(24.4%) 
0 

(0%) 
0 

(0%) 
90 

2 Working Environment 
22 

(24%) 
42 

(46.7%) 
26 

(28.9%) 
0 

(0%) 
0 

(0%) 
90 

3 
Material and 
Equipment 

30 
(33.3%) 

42 
(46.7%) 

10 
(11.1%) 

9 
(8.9%) 

0 
(0%) 

90 

4 Communication 
25 

(27.8%) 
36 

(40%) 
19 

(21.1%) 
10 

(11.1%) 
0 

(0%) 
90 

5 
Effective Utilization of 
Skill 

38 
(42.2%) 

25 
(27.8%) 

20 
(22.2%) 

7 
(7.8%) 

0 
(0%) 

90 
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6 
Receiving Recognition 
for doing job 

25 
(27.8%) 

38 
(42.2%) 

21 
(23.3%) 

6 
(6.7%) 

0 
(0%) 

90 

7 Benefits offered 
38 

(42.2%) 
24 

(26.7%) 
22 

(24.4%) 
5 

(5.6%) 
1 

(1.1%) 
 

90 

8 
Opportunity for learn 
and growing 

29 
(32.2%) 

40 
(44.4%) 

10 
(11.1%) 

5 
(5.6%) 

6 
(6.7%) 

 
90 

9 
Supervisor care for 
Employees 

25 
(27.8%) 

36 
(40%) 

20 
(22.2%) 

4 
(4.4%) 

5 
(5.6%) 

 
90 

10 
Feedback and 
Guidance 

26 
(28.8%) 

41 
(45.7%) 

19 
(21.1%) 

4 
(4.4%) 

0 
(0%) 

 
90 

11 
Cooperation with 
workers 

24 
(26.7%) 

41 
(45.6%) 

19 
(21.1%) 

6 
(6.6%) 

0 
(0%) 

 
90 

12 
Opinion to stay with 
the Organization 

38 
(42.2%) 

26 
(28.9%) 

22 
(24.5%) 

4 
(4.4%) 

0 
(0%) 

 
90 

Note:  1. The value within (  ) refers row percentage. 

Source: Primary data. 

 

Hypothesis 

1. There is significant association between the demographic factors and employee engagement 

with the employees in the organization. 

Demographic Factors and Employee Engagement- Chi Square Test 

Particulars 
Calculated 

value 

Table value 

@5%level 

Degrees of 

Freedom 

Hypothesis 

Accepted/ 

Rejected 

Significance 

Age  26.35 21.03 12 Rejected Significant 

Gender 13.02 9.488 4 Rejected Significant 

Education 
qualification  

19.26 21.03 12 Accepted Not Significant 

Experience 19.72 21.03 12 Accepted Not Significant 

Income 15.49 18.307 8 Accepted Not Significant 

 From the above table, it is found that the association between employee engagement and 

age, gender is significant that is the framed null hypothesis is rejected, whereas, association 

between employee engagement and education qualification, experience, income statistically 

proved as not significant that is, framed hypothesis is accepted.   

 

Findings 

• Majority (44.5%) of the respondents are highly agreed that they are satisfied with their 

present job. 

• Majority (46.7%) of the respondents are agreed with the working environment of the 

organization. 

• Majority (46.7%) of the respondents are agreed with the materials and equipment is   

provided to do the job efficiently. 

• Majority (40%) of the respondents agreed to that they receive the information they needed 

to do their job. 

• Majority (42.2%) of the respondents are highly agreed that their skills and capabilities are 

effectively utilized. 
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• Majority (42.2%) of the respondents are highly agreed that the benefit offered by the 

organization is fair and reasonable. 

• Majority (45.7%) of the respondents are agreed that the employees in the organization are 

pleasant and cooperative to work with. 

• Majority (40%) of the respondents are agreed that their supervisor provides feedback and 

guidance regarding the performance of the employees. 

 

Suggestions 

 It is clearly, resemble that working environment conditions like cooperative teamwork and 

support also create an engaged workforce towards the job. Ensuring a good working 

environmental also leads to higher engagement levels. By creating adequate opportunities for 

the development of employees’ skills and learning can result in making employees more 

engaged with respect to the job and the organization. The organization must focus on cheering 

the employees for the job done by them and to furnish feedback about their work done to 

improve the performance of the employees.  

 

Conclusion 

 Employees are the key component of the organization ability to execute its strategies and 

achieve its goal. Employer who are better able to engage their workers deliver better 

organization performance. The aspect of employee engagement plays a significant role and it 

helps improve the relationship between the superior and subordinate in every organization. The 

employees who are working in the organization must be satisfied with the facilities provided 

and the benefits offered in the organization. Apart from the available facilities, the company 

should look into the problems of the workers and introduce them for the better work 

environment, working condition and better productivity.  

 

References 

1. Cropanzano, R.(Ed.), 1993. Justice in the Workplace: Approaching Fairness in Human 

Resource Management. Erlbaum, Hillsdale, NJ.  

2. “An Empirical Analysis of the Relationship between Employee Attitudes, Customer. 

Attitudes and Customer Spending.   

3. Gupta, V. and Kumar. S.,, 2012. Impact of performance appraisal justice on employee 

engagement: a study of Indian professionals. Employee Relations, Volume 35.  

4. Griffin, M.A., Parker, S.K. and Mason, C.M., 2010. Leader vision and the development of 

adaptive and proactive performance: a longitudinal study.  

5. Employee Engagement & Corporate Culture Research Study – by White Board –

 maximizing capital.  

6. Penna, 2007. Meaning at Work Research Report cited in Bhatla, N. (2011) To study the 

Employee Engagement Practices and its effect on Employee Performance with special 

reference to ICICI and HDFC Bank in Luck now. 

7. www.gbengineering.in 

8. www.managementstudyguide.com 

9. www.entrepreneur.com 

10. www.gallup.com 

 



Strategic Growth of Business in New India-Prospects and Challenges 

 

Page 128               JAMAL MOHAMED COLLEGE (AUTONOMOUS) 

 

A STUDY ON EMPLOYEE EMPOWERMENT WITH SPECIAL REFERENCE TO  

PRECISION PRESS PRODUCT – CHENNAI 

 

 

 

 

 
Abstract 

 Empowerment refers to a process in which a manager shares power with a subordinate. Manager may empower 

subordinates by sharing resources with them, allowing them to participate in the decision making process, and by 

giving them access to relevant and important information. When such sharing of resources, decision making and 

information or curtailed, this increases powerlessness. The empowerment is any process that provides greater 

autonomy through the sharing of relevant information and the provision of control over factors affecting job 

performance. This study is on Employee Empowerment in Precision Press Product, Chennai. The method of data 

collection is primary sources. The data was collected through interview schedule. Questionnaire was prepared with the 

combination of various types of questions which gave been listed below. The questions used each type are yes/no 

questions, close ended questions, open ended question and scaling questions. After collecting the data, analysis and 

Inference has been done by using simple percentage analysis, weighted average and chi-square analysis. Based on the 

findings the data analysis is made and what it was found that most of the employees feel the empowerment is not 

given them. Because in they are having high return of knowledge and there is no risk. 
Keywords: Empowerment, Superiors, Subordinates, Job Satisfaction, Decision Making. 

 

Introduction 

 Changes in business environment have forced organizations to review management systems 

in order to remain competitive in today’s turbulent economy. “Empowering” employees has 

become a central theme of related management and leadership practices that have been 

endorsed to allow organizations to become more competitive. The purpose of empowerment in 

an organization is to decentralize management and control throughout the organization. The 

overall effect is to build customer loyalty by creating internal employee ownership of 

productivity, quality and the principles for which an organization stands. 

 

Employee Empowerment  

 Empowerment is the concept of giving people more responsibilities for how they do their 

own job. It is concerned with more involvement in decision making. Empowerment is a 

process to increase efficiency and make greater use each individual’s contribution. It implies 

synergy the whole can be greater than the sum of the parts. “Employee empowerment" is a 

term that is used to express the ways in which non-managerial staff members can make 

decisions without consulting their bosses or managers. These decisions can be small or large, 

depending upon the degree of power with which the company wishes to invest employees. 

Employee empowerment can begin with training and converting a whole company to an 

empowerment model. 

 

Definition of Employee Empowerment 

 “Empowerment as giving the power to make your choice heard, to contributed to plans 

and decisions that affect, you to use your expertise at work to improve your performance, and 

with it, performance of your whole organization.”   
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Steps to Empower Employees 

Identify the reasons of empowerment:  

 Upper management starts the empowerment process. They must identify the reasons and 

benefit to relinquish authority and decision making power to lower levels of the organization. 

 

Choose employees to empower 

 Employees must want to be empowered. Some employees are unwilling to accept 

additional responsibilities and decision-making power regardless of potential rewards. They 

need skills to make correct decisions and accomplish additional responsibilities. 

 
Provide role information: 

 The management must define the role and assign responsibilities, authority, and decision 

making power to meet company and department goals and also define boundaries to clarify 

decisions employees will and will not make. Also, specify performance criteria and 

rewards for outstanding achievement. 

 

Share company information 

 The management share the information relating to organization issues, explain company 

vision and values, clarify priorities, share some sensitive information, list facts people have and 

need, share good and bad information, and view mistakes positively and teach decision-making 

and problem-solving skills which help people to understand the need for change. 

 

Provide training to employees 

 Teach them the basics of cost and revenue. Open financial books and inform employees of 

the situation so they can feel more related to the company. Let employees decide how to 

handle clients, and give them discretionary power when deciding what to spend in order to 

mend a certain problem. 

 

 Inspire individual initiatives 

  An inspired employee is a highly productive resource to a company and department. 

Management should take initiation to motivate the employees through rewards. 

 

Objectives of Study 

• To analyse the employees attitude towards the concept of Empowerment. 

• To find out the employees opinion about their management contribution towards       

Empowerment. 

• To analyse the decision making and control power of employees. 

• To find out whether the employees are satisfied with the current working Environment. 

• To suggest the ways to improve the Employee Empowerment. 

 

Research Methodology 

 Research Design: The researcher used Descriptive Research design. Descriptive Research 

design means fact finding one. The researcher used this research design in order to find out the 

fact of respondents attitude and opinion about employee empowerment. 
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 Sampling Size: Sample size denotes the number of sample selected for the study. The 

sample size for this study is fixed at 110 respondents. 

 Sampling Method: Probability sampling technique has been used for this study. Under this 

non random sampling method on cerement basic was adopted for selecting the sample item.  

The total population of technical workers in Precision Press Product is around 1300. By 

adopting non-random method, based on convenience, 110 respondents were selected from the 

company. 

 Sources of Data: Primary data was collected through Questionnaire. Secondary data were 

collected from Company Websites 

 Statistical tools Applied for the Analysis: Simple percentage method, weighted average 

method, Chi-square test and Correlation were used for analysis 

 

Data Analysis & Inference 

Socio Demographic Profile of the respondents 

Socio Demographic Profile Categories 
No of 

Respondents 
Percentage 

Gender 
Male 69 64 

Female 41 37 

Age 

Below 30 39 36 

31-40 33 30 

41-50 24 22 

Above 50 14 12 

Marital status 

Married 43 39 

Single 67 61 

Divorced 0 0 

Qualification 

Hsc 27 25 

Diploma 44 40 

UG 26 24 

PG 13 12 

Monthly Income 

Below 5,000 44 40 

5,001-10,000 37 34 

10,001-15,000 21 19 

Above 15,000 8 7 

Work Experience 

Below 5 yrs 23 20 

5-10 yrs 36 33 

10-15 yrs 31 28 

Above 15 yrs 20 18 

 

Inference  

 The table reveals that 64% respondents are Male and remaining 37% of the respondents are 

Female. In the age category, 36% of the respondents in below 30 age category, and 30% of the 

respondents in 31-40 age category, and 22% of the respondents 41-50 age category, and 12% of 

the of the respondents above 50 age category. In the marital status 61% of the respondents in 

single category, and 39% of the respondents married category. The educational qualification of 

the respondents are : 40% of the respondents belong to Diploma category, and 25% of the 
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respondents belong to HSC category, and 24% of the respondents belong to UG category, and 

12% of the respondents belong to PG category. Among 110 respondents 19%respondents draw 

the salary between Rs. 10001-15000 , 34% respondents draw the salary between Rs. 5001-

10000, 40% respondents draw the salary below Rs.5000 and 7%respondents draw the salary 

between Rs. 15001- 20000 category. Among 110 respondents the work experience of 33% 

respondents are coming under 5-10 years category, 28% respondents are coming under 10-15 

years category, 20% respondents are coming under below 5 years category and 18% 

respondents are coming under above15 years category. 

 

The Number of Respondents Opinion about Sharing Powers 

Inference 

 The table reveals that 20% of the 

respondents are strongly Agree that 

superiors sharing powers, 35% of the 

respondents are Agree, 13% of the 

respondents are Undecided, 18% of 

the respondents are Disagree and 15% 

of the respondents are strongly 

Disagree. 

 

The Management contribution towards Empowerment 

Inference 

 From the above table shows that the 

respondents whose weighted average value 

(14) strongly agreed to self-respect and 

followed by Recognition as agreed (13), 

Responsibility to disagreed (15), Decision 

making to strongly disagreed (10). 

 

Personality Traits of the Respondents 

Inference 

 From the above table shows that 

the respondents whose weighted 

average value (14) strongly agreed to I 

can handle any situation and followed 

by I am a good innovator as agreed 

to(13), I have self-control to undecided 

(12), I am wiser in decision making to 

disagreed (14), I have self-confidence 

to strongly disagreed (12). 

 

S.No Factors 
No of 

Respondents 

Percentage 

(%) 

1 Strongly Agree 22 20 

2 Agree 38 35 

3 Undecided 14 13 

4 Disagree 20 18 

5 Strongly disagree 16 15 

 Total 110 100 

S.No Factors 
Total 

Score 

Weighted 

Average 

1 Self-Respect 209 14 

2 Recognition 205 13 

3 Responsibility 190 14 

4 Decision making 149 10 

S.No Statement Total 

Score 

Weighted 

Average 
1 I can handle any 

situation 
201 14 

2 I am a good innovator 191 13 

3 I have self control 190 12 

4 I am wiser in decision 
making 

135 14 

4 I have self confidence 134 12 
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Opinion about the Job Assignments of the Respondents 

Inference 

 From the above table shows that 

26% of the respondents job assignments 

more complex, and 36% of the 

respondents job assignments complex, 

and 21% of the respondents job 

assignments neutral, and 15% of the 

respondents job assignments simple. 

 

Opinion about the Employees’ Decision Making Style at Time of Emergency 

Inference 

  From the above table shows that 

57% of the respondents to take 

decision on themselves and 29% of the 

respondents leave matters to be 

decided by their superior and 14% of 

the respondents consult with their 

colleagues. 

 

Data Analysis with Chi-Square 

Hypothesis 

 H0: There is no relationship between gender and co-workers relationship level. 

 H1: There is a relationship between gender and co-workers relationship level 

Comparison 
Calculated 

value 

Degree of 

freedom 

Tabulated 

value 
Result 

Gender &  
Co-workers  
Relationship 

4.72 2 6.3253 
H0 is 

Accepted 

  
 Interpretation: Calculated value < Tabulated value. H0 is accepted, So There is no 

relationship between gender and co-workers relationship level of the respondents. 

 Co-Efficient of Correlation: The researcher needs to measure that, whether there is any 

relationship between the working experience of the respondents and opinion about job 

assignments. For this purpose, the data are analysed and presented using correlation analysis.  

r = 0.590(+ve), thus we find the working experience and job assignments are positively 

correlated. 

 

Major Findings 

• The working experience and job assignments are positively correlated 

• There is no relationship between gender and co-workers relationship level of the 

respondents 

• Majority of the respondents are highly satisfied with their job 

 
 

Suggestions 

S.No Opinion 
No. of 

Respondents 
(%) 

1 More complex 29 26 

2 Complex 40 36 

3 Neutral 23 21 

4 Simple 16 15 

 Total 110 100 

S. No Opinion 
No. of  

Respondents 
 (%) 

1 Take decision on 
myself 

63 57 

2 Leave matters to be 
decided by my superior 

32 29 

3 Consult with my 
colleagues 

15 14 

 Total 110 100 
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• Organization may work to provide new and challenging assignments to the employees, so 

that people get motivated and delegated towards job profile. 

• Employees’ participation in management activities has to be encouraged so that innovation 

and creativity among the employees can be experimented. 

• The employee has to develop self confidence to solve the problem. 

 

 Conclusion 

 High level of empowerment can be achieved by implementing simple procedures in the 

organization. The study had identified the attitude of employees towards various factors. The 

study also suggested certain features and action which the organization should implement, so 

that the company can bring in high degree of empowerment among employees and generates 

high performance in achieving organization goals. 
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A STUDY ON IMPACT OF TELEVISION ADVERTISEMENT ON STUDENTS IN 

THANJAVUR TOWN 

 

 

 

 

 

 
Abstract 

 Advertisements is mobilizing marketing wheels and its growing in each day, every minute and every second of the day people 
are finding creative writers or designers to showcase their products in a very unique way to make a lasting impression on the people. 

The markets all over the globe are huge and it sometimes nearly become difficult to recognize a genuine product, today companies 
are fighting to create their brand space in markets which are so consumed flooded by extra ordinary product their used and of course 
the attractive pricing. 

Keywords: Advertisement, Markets, Price. 

 

Introduction 

 Television is the most powerful and influential medium of communication around the 

globe. Due to its powerful effect, most advertisers rely on television for advertisement of their 

products to attract the student as they are their target audience in most of the cases. This is due 

to the fact that student are easy to be persuaded to buy any particular product which is being 

advertised on television. In the same manner, overall television viewing influences the life style 

of adults in different manners. Television remains the most effective medium for reaching 

today’s customers and it also is most efficient for introducing people to brands. Advertising 

through Television allows marketers to show and tell about their product, or service. It allows 

to audience and also to actually demonstrate the benefits of ownership. Television appeals to 

the literate as well as the illiterate. 

  Today’s students are unique in many ways when compared to those of the past generations. 

One of the reasons for this uniqueness may be traceable to their wider exposures to audio-visual 

messages in the television and internet. These messages, more than anything else, contribute 

immensely in mounding the character of students. The most common types of such messages 

are the advertisements. These services avail the students the opportunity to consume persuasive 

messages of all kinds, including those not meant for students. 

 

Review of Literature 

 Pegu and Kumar (2013) revealed in his/her research paper based on the study conducted 

among college-going girls' in Silchar town. The main objective of this research paper is to 

explore the various sources of influence in fonnation and changing of college girls' attitude 

towards the consumption of fashion products. The nature of the study is both exploratory and 

descriptive research. The study based on the primary data gathered through a specially 

designed questionnaire and was administered to a total of 248 respondents. To identify the 

sources of influence in formation and changing of college girls' attitude towards consumption of 

fashion products, the factorial analysis technique was used. The result of factor analysis 

suggests that advertisements play the most significant role in determining college girls' attitude 

towards consumption of fashion products. As indicated by the results, the most suitable media 

to disseminate information pertaining to fashion products are Fashion magazines and 
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Television. However, the results of the study also suggests that social groups, direct experience 

and Direct marketing efforts are some other important indicators in determining college girls' 

attitude towards consumption of fashion products. Taking an idea from the review of studies an 

attempt is made to see variation interms of certain demographic variables such as age, sex, 

education, family structure and family income attempt is also made to examine the socio-

cultural impactof television on respondents/viewers.              

 Amin and Mattoo (2012) conducted a study to find out the Influence of Heavy and Low 

TV watching on study habits of Secondary School Students. A sample of 500 students was 

drawn randomly from various Government Secondary and Higher Secondary Schools of 

Districts Srinagat (J&K). Heavy and low TV viewers were identified on the basis of Q3 and Q 

I. The data was statistically analysed by computing percentage, Mean, S.D and test of 

significance. The result reveals that the significant difference between the mean scores of Heavy 

and Low viewers on study habits in all the eight areas. The difference has been found that to be 

significant at 0.01 level of confidence. The results further reveals that Heavy TV viewers plan 

their studies on time and adjust their time according to their own needs. The data has further 

been analyzed by way of computing't' values between Heavy viewers on the basis of gender in 

each of the eight areas on study habits.  

 Latif and Abideen (2011) conducted a study on effects of television advertising on children: 

A Pakistani perspective. A questionnaire was distributed to 450 parents of children aged 

between 9-14 years in Islamabad, Rawalpindi, Lahore, Peshawar, Multan, Faisalabad abd 

Bahawalpur cities of Pakistan. The convenience sampling techniques was used for collecting 

data. Data is collected by using structured questionnaire. The instrument contained 18 

questions of which 6 are related to personal data and 12 arerelated to the subject study. Data is 

entered, edited and analyzed by SPSS software using regression and correlation techniques. 

The main objective of this study is to investigate theoretically and experimentally the effects of 

television advertising on children. Materialism had correlation value of .644 & sig. Value of 

0.000. Testing of hypothesis reveals that television advertising increases the consumption of 

food that is unhealthy low nutritional values and high in Sugar, Fat & Salt (SFS) in children 

0.000.Subsequently, it was found that TV advertising increase unnecessary purchasing and 

materialism in children? 

 

Statement of the Problem 

 TV advertisements always have a direct impact on the culture of each and every individual 

especially the students. Most of their purchase decision by the student community may be 

taken because on the basis of TV advertisement. Advertisements prove to be the most effective 

form of promotion of goods and services. Among the advertisement, TV advertisement place a 

vital role in the decision making process of a consumer in buying a product. Most of the 

advertisement behaves like a catalyst in finalizing about a product when to buy and where to 

buy. TV advertisements place a pivotal role in determining one’s lifestyle and personality and 

also in taking buying decision. This will help to reflect one’s lifestyle in the product they 

intended to buy. With this in mind, the researcher tries to study the effect of TV advertisement 

on students in relation to their lifestyle & culture.TV advertisement which influence the lifestyle 

and culture among the students. 
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Objectives of the Study  

General Objectives 

  To study on impact of television advertisement on college in Thanjavur town. 

Specific Objectives 

1. To assess the student attitude on liking or disliking of television advertisement they have 

been exposed to. 

2. To know effect of television advertisement on the decision making pattern for buying 

product. 

3. To know the impact of television advertisements on students buying behaviours. 

4. To know the perception of student towards television advertisements. 

 

Research Methodology 

 The present study was designed under the descriptive research approach. The research 

methodology used for this study is survey. The data was collected from the students of different 

colleges in Thanjavur town .The data was collected through a questionnaire which was 

specially designed to collect the information about commercials viewing and the other life 

pattern of students. Then, statistical methods were used for analysis of primary data collected 

from respondents. 

 

Research Design 

      This research was conducted through a descriptive survey. A descriptive survey, sought to 

ascertain respondents perspective or experiences on a specified subject in a predetermined 

structured manner. This design was appropriate for this study because all the elements were 

investigated at the same point in time. 

 

Collection of Data 

 Primary data: Primary data are information collected by a researcher specifically for a 

research assignment. Primary data are original in nature and directly related to the issue or 

problem and current data. The technique used for the collection of primary data in this research 

study is schedule. 

 Secondary data:  The secondary data is collected from paper – based sources such as books, 

journals, periodicals, research reports, newspapers, magazines and from electronic sources such 

as internet website. 

 

Sampling Design 

 Universe of the study: The universe of the study consisted of total population Thanjavur 

city. The wide population size 24, 05,890 people. 

 Sampling method: Stratified random sampling is adopted for the study on impact of 

television advertisement on college in Thanjavur, in which the district is considered as the 

universe. 

Sampling size: Sample size for the study is 75 respondents which are selected from the vast 

Universe. 
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Hypothesis 

 A hypothesis may be just a statement of relationship. The proposed solutions or 

explanations constitute the hypothesis which the researcher proceeds to test on the basis of fact 

already known or that can be made known. The tentative explanations or solutions are 

suggested to us by something in the subject matter and by our previous experience. 

 

Alternative hypothesis 

 The alternative hypothesis is sample observations are influenced by some non-random 

cause. It is denotes by H1 or Ha. 

 

Null hypothesis    

 Null hypothesis is always predicts that there is no relationship between the variables being 

studied. It is very useful tool for the testing the significance of the difference. The researcher 

wishes to disapprove this hypothesis. It is denotes by Ho. 

 

Data Analysis and Interpretation 

Table 1 Distribution of the Respondents based on spent in front TV 

Source: Primary data 

Interpretation 

 The table shows that majority 

36% of the respondents are spending 

more than 3 hours in front of  

TV,28% of the respondents are 

spending 1-2 hours in TV,24% of the 

respondents are spending 2-3 hours in TV and 12%  the respondents spending less than 1 hours.      

 

Table 2 Distribution of the respondents based on Advertising is Essential 

Source: Primary data 

Interpretation 

 The inferred table shows that majority 88% of the 

respondents are yes, 12% of the respondents are no. 

 

 

 

Table 3 Distribution of the respondents based on spent for Shopping per Monthly 

Source: Primary data 

Interpretation 

 The inferred table shows 

that majority 43% of the 

respondents are Rs.500-1000 

spend for shopping per month, 

31% of the respondents are 

shopping in less than Rs.500, 

17% of the respondents are shopping in Rs.1000-1500 and 9% of the respondents are shopping 

in more than Rs.1500. 

Spent in front TV No. of Respondents Percentage 

Less than 1 hours 9 12 

1-2 hours 21 28 

2-3 hours 18 24 

More than 3 hours 27 36 

Total 75 100 

Opinion 
No. of 

Respondents 
Percentage 

Yes 66 88 

No 9 12 

Total 75 100 

Spent for shopping Per Month 
No. of 

Respondents 
Percentage 

Less than rs.500 23 31 

Rs.500-rs.1000 32 43 

Rs.1000-rs1500 13 17 

More than 1500 7 9 

Total 75 100 
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Table 4 Distribution of the respondents based on the  

Advertising is Amusing and Entertaining 

Source: Primary data 

Interpretation 

 The table shows that majority 39% 

of the respondents are agree that 

advertising is amusing and 

entertaining,39% of the respondents 

are neutral,17% of the respondents are 

strongly agree,4% of the respondents 

are disagree and 1% of the 

respondents are strongly disagree that advertising is amusing and entertaining .    

 

Table 5 Distribution of the respondents  

Based on the TV Ads force US to Buy 

Source: Primary data 

Interpretation 

 The inferred table shows that majority 

34% of the respondents are agree that TV ads 

force us to buy not important things,32% of 

the respondents are neutral,16% of the 

respondents are strongly agree,15% of the 

respondents are disagree and 3% of the 

respondents are strongly disagree that TV ads 

force us to buy not important things . 

 

Chi- Square Test 

To Test Significance between Gender and Spending in Monthly 

Gender 

Spending in Monthly 

Total Less than 

Rs.500 
Rs.500-Rs1000 

Rs.1000-

Rs.1500 

More than 

RS.1500 

Male 6 14 8 5 33 

Female 17 18 5 2 42 

Total 23 32 13 7 75 

 

Null hypothesis: (H0) 

 There is no significant difference between the gender and spending in monthly. 

 

Alternative hypothesis: (H1) 

 There is significant difference between the gender and spending in monthly.                                       

 

Chi –square Test 

X2= Σ  (Oi-Ei) 2 

                         E         

 

 

Advertising is Amusing  

and Entertaining 

No. of 

Respondents 
Percentage 

Strongly agree 13 21 

Agree 29 56 

Neutral 29 16 

Disagree 3 7 

Strongly disagree 1 1 

Total 75 100% 

TV ADS  

Force us to Buy 

No. of 

Respondents 
Percentage 

Strongly agree 12 16 

Agree 26 34 

Neutral 24 32 

Disagree 11 15 

Strongly disagree 2 3 

Total 75 100 
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Expected frequency (Ei) 

10.2 14.08 5.72 3.08 33 

12.88 17.92 7.28 3.92 42 

28 32 13 7 75 

 

Oi Ei (Oi-Ei)
2 (Oi-Ei)2/Ei 

6 10.12 16.97 1.67 

17 12.88 16.96 1.31 

14 14.08 6.4 0.43 

18 17.92 6.4 0.35 

8 5.72 5.19 0.90 

5 7.28 5.19 0.71 

5 3.08 3.68 1.19 

2 3.92 3.68 0.93 

Σ(Oi-Ei)2/Ei 7.49 

  =   7.49 

 

Calculated value     =    7.49 

        The tabulated value   0.05 degree of freedom at 3 at 5% level of significance is 7.81  

Since, calculated value of    is less than the table value hence, alternative hypothesis is 

accepted. So, it conduces that there no significant gender and spending in monthly. 

 

Suggestion 

• Advertisers should try to buy time slot during entertainment programmes because majority 

of the   respondents are spending their time on watching TV channel during their prime 

time. 

• Carefully arranges the length of the break and number of the ads in one break should be 

avoids more repetition of the ads in one interval. 

• Advertisers should try to sell "real emotions in a real world" 

• Indian advertising film makers need to be allowed to work with cutting-edge artistes from 

other creative fields to upgrade the impact of the stories told. 

• Advertisers should have the power to influence and add value to society at large. 

• The production of more informative and educational programs can help to create the 

awareness among the student of the country. 

• The different television contents and commercials have strong impact on the behaviour, 

attitude and life style on students 

 

Conclusion 

  The study has been concluded that the students are getting the information about the 

different products mainly from television and newspaper advertisement. As the both of these 

are visual media, people believe more on these media. Majority of the students make purchases 

after watching television advertisement as they believe more on television advertisement. 

Advertisements remind them to purchase the products. There is a significant relationship 

between the exposure to the media and recall of advertisement at the time of purchase. As 

advertisement provides the information to the customers, it helps to take better decisions and 
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also helps to improve standard of living. Thus from the research study it can be concluded that 

advertisement influence on the purchase decision of student for consumer goods. Therefore 

marketers need to design their advertisements and select such Medias by taking into 

consideration the buying behavior of student and their interests. 
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EFFECTS OF ADVERTISEMENT ON CHILDREN WITH SPECIAL REFERENCE TO 

CONFECTIONARY PRODUCTS IN THANJAVUR DISTRICT 

 

 

 

 

 

 

 

 
 

Abstract  

 Advertising to children is the act of marketing or advertising products or services to children, as defined by national legislation 

and advertising standards. Advertising to children is often the subject of debate, relating to the alleged influence on children’s 
consumption. Rules on advertising to children have largely evolved in recent years. Positive effects like convincing ads which 
concentrate on healthy food products can help to improve the diet of a child if they are attractive enough. There is a negative effect 

of Advertisement on kids. Advertisements encourage the children to persuade their parents to purchase the products shown in the 
commercials, whether useful or not. The little ones tend to get adamant, if they are not bought the product. The personal 

preferences in clothing, toys, food and luxurious of children are altered by the advertisements, to a great extent inducing an 
indifferent type of attitude, behaviour and lifestyle. Advertising makes the kids aware of the new products available in the market. 
It increases their knowledge about the latest innovations, in the field of  technology as well as otherwise .On other side 

advertisements encourage the children to persuade their parents to purchase the products shown in the commercials, whether useful 
or not. A research study a semi urban area has revealed many positives and negatives which is covered by this paper. 

Keywords: Advertisements, Confectionary Products. 

 

Introduction 

 Advertisement is a notice in a public medium promoting a product, service or event. In 

other words it is a form of communication which can make the consumers aware of specific 

product or services available in the market. It is very important to create brand awareness, 

brand positioning and brand loyalty among potential customers. Today, particularly young 

children play an important role as consumers. Especially in case of confectionary products they 

do not care the price of which they want to buy also so they do not care whether the products 

are healthy for them or not. Advertisements force the children to persuade their parents to 

purchase the products shown in the commercials, whether useful or not. The little ones tend to 

get adamant, if they are not bought the product. Children often tend to misinterpret the 

messages conveyed in commercials. They overlook the positive side and concentrate more on 

the negatives .Advertisements have an indirect effect on the behaviour of children. They might 

develop temper tantrums, when deprived of the latest toys and clothes that are shown in the 

commercials. More than half of television viewers in India today are children of below 15 

years. And yet there is hardly any sensitivity about the relevance and impact of what is dished 

out by various television channels. All of them are operating in a competitive mode for one 

gunmanship in the race for viewership. In this order channels are concerned more about “what 

interests or attracts” rather than what is “in the interest “of children. Neither the Government 

nor the parents or the teachers seems to be concerned about this situation. For, the generation 

next and the civil society of the country is shaped and molded by what they are exposed to 

today on the “idiot-box” day in and day out. Research studies over the year’s world over; have 

brought out various types of negative impact of intense viewing of television by children. An 

important thing is that the older the child, the more influence he/she will exert on the parents. 
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Marketers are increasingly targeting the young children because of the influence that these kids 

have on their parent’s buying decision. Advertisers are influencing the kids through various 

educational programs, games and certain other promotional events. The promos aim at 

increasing the brand visibility and developing an emotional connect with the kids. Contests also 

introduces a “me too” attitude in kids. When a kid participates in a contest it influences the 

other children to participate. The marketers thereby try to make the maximum from these 

contests. 

 

Statement of the Problem 

 Today, particularly young children play an important role as consumers. Especially in case 

of confectionary products they do not care the price of which they want to buy also so they do 

not care whether the products are healthy for them or not. Advertisements force the children to 

persuade their parents to purchase the products shown in the commercials, whether useful or 

not. The little ones tend to get adamant, if they are not bought the product. Children often tend 

to misinterpret the messages conveyed in commercials. They overlook the positive side and 

concentrate more on the negatives .Advertisements have an indirect effect on the behavior of 

children. They might develop temper tantrums, when deprived of the latest toys and clothes 

that are shown in the commercials. This paper intends to study the effectiveness of 

advertisement on children with reference to confectionery products in Thanajvur district. 

 

Literature Review 

 In the 1940s and 1950s children were not considered consumers in their own right but only 

extensions to their parents’ purchasing power. With the advent of television and other mass 

media, children have come into their own right as consumers and, consequently, they have 

become an important target market for the business. Advertisers are the first to recognize 

children’s value as consumers who are capable of making decisions about spending. The 1950s 

dates the modern era of children's television programming, when a deal between struggling 

television network ABC and Disney brought The Mickey Mouse Club and Disneyland into 

children's afternoon television programming. Advertising at that time appealed generally to the 

personal gain of the consumer in the case they decided to purchase the sponsored product. 

Over the next 15 to 20 years, children's television became an industry by itself. Throughout this 

history of children's television advertising, researchers have criticized in different ways the use 

of television commercials directed to children (Tseng, 2004).  

 In the late 1970s, a research team funded by National Science Foundation (NSF) estimated 

that children viewed an average of about 20,000.- commercials per year (Adler in Singer,2001).  

There was so little study on this topic during the 1950s, the majority of the studies on children's 

television advertising environment goes from the 1970s onward (Alexander et al. 1998).  

Four types of products advertised to children during the 1970s were limited: toys, cereals, 

candies and snacks, and fast foods. Male voiceovers accounted for the great majority of ads 

coded, and animated characters seldom appeared (Barcus in Tseng, ElianaShiao; 2004).  

While marketers and advertisers heightened their interest in the child market during the 1980s, 

research on children's television advertising of that period consisted mainly on replications and 

extensions of previous studies (Tseng, 2004). Children’s television advertising is rapidly 

becoming a major concern to government agencies, citizens. groups and researchers in many 

areas of the social sciences ( Resnik, Stern and Alberty;1979).  
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Children, who watch a lot of television, want more toys seen in advertisements and eat more 

advertised food than children who do not watch as much television (Strasburger, 2002).  

Children also urge their parents and friends to be sure to watch certain commercials (Fox in 

Jarlbo, 2000). 

 

Objective of the Study 

1. To understand whether increased consumption of confectionary products leads to health 

problems in children. 

2. To understand which age group among children is more addicted to confectionary 

products. 

3. To know the children's awareness about confectionary Products & their advertisements.  

4. To study the impact of advertisement of confectionary Products on children.  

5. To know whether is there any connection between TV watching habit of children and their 

medium of study or not. 

 

Research Design  

 Research design selected for this project is Descriptive.  

 Sampling Plan: Target Population: - Target population for this research would be children 

with age of 8-15 and their parents.  

 Sample Unit: Sample unit for this research would be children with age of 8-15 and their 

parents of a selected area.  

 Sampling Technique: Stratified Random Sampling  

 Sample Size: 100 (50 children and 50 parents)  

 

Data Collection Methods 

There are mainly two types of data collection methods which are as follows:  

 Primary Data: Primary Data is the one that is being collected by the researcher itself and is 

being collected for the first time. Researcher has collected this data with a specific purpose of 

studying the problem. Primary Data in the research process would be collected by filling up 

questionnaires from children and their parents.  

 Secondary Data: Secondary Data is the data that already exists and in ready to use format 

and gathered by somebody else. This data can be in the form of articles in magazines, journals, 

government reports or any other historical data. It might even be the different articles in 

newspaper and on the internet blogs. Secondary Data that would be used by researcher in the 

research process as supportive documents are from the various newspaper articles, magazines 

related to specific industry, bks in the specific field of advertising and various different internet 

sites. 

 

Suggestions 

1. Advertisers must not misuse children‘s relative inexperience.  

2. Parents should take adequate care while purchasing products for their children. 

3. To some extent children have limited understanding so advertisers should not directly 

persuade children to buy the product which is shown in the advertisement. 

4. It is advised that both children and parents follow a healthy diet in order to prevent health 

hazards caused due to the over consumption of confectionary products. 
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Conclusion 

 Today, particularly young children play an important role an consumers. Especially 

confectionary products (Biscuits, Chocolates, Wafers, Sauces, Noodles and Health Drinks) are 

concerned they do not care price of which they want to buy. Also they do not care whether 

these products are healthy for them or not. While they are shopping, the first thing comes in 

their mind is to purchase the advertised products. In this situation, the advertising has a 

stronger effect on younger children than the older children. Nowadays it seems that children’s 

impact on family decision in shopping has been steadily increased. After the research, it was 

found as far as confectionary products are concerned children sometimes in their parents to 

purchase those products for them. 
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Abstract 

 The paper titled as "A Study on Training and Development at Mphasis Ltd Chennai" aims to find out the general opinion of 
the employee's on the Training and Development program attended by them in Mphasis Ltd. The purpose of this paper is to 

analyze all the management activities that should be performed throughout the project life cycle in order to facilitate the employees 
who are involved in the process, to undertake their role easily and effectively. The paper present the activities that should be 
performed under each project phase by providing also a brief description for each activity, the respective roles of the Project Manager 

and any other involved personnel, reference to the relative sections of the Guide which provide guidance on how to perform each of 
the activities, as well as the tools to be used for performing each activity, including any related checklists, templates, forms, reports 

and spreadsheets that should be completed by those involved in the performance of the activity.  
 The objective of Training and Development program is to teach employees new skills that are relevant to their current job 

position or refreshing the skills that they already possess. The purpose of this paper is to "Check the effectiveness of Training and 
Development at Mphasis Ltd Chennai". The paper also aims how to identify the training needs of the employees, which would be 
immensely useful for identifying the training programs, which were needed by the employees. This paper also involves the 

effectiveness of training and perception of employees on training; it acts as effective tool for achieving the desired goals efficiently. 
Employees are able to broaden their knowledge and become more valued within the firm. To have a well-trained workforce is 

greatly beneficial for a company as employees are likely to be more motivated and target driven. Also various jobs and tasks are 
likely to be carried out more efficiently if the employees are highly skilled at what they do.  

Keywords: HR, HP and Training and Development.  

 

Introduction 

 The paper titled as "A Study on Training and Development at Mphasis Ltd Chennai" aims 

to find out the general opinion of the employee's on the Training and Development program 

attended by them in Mphasis Ltd. The purpose of this paper is to analyze all the management 

activities that should be performed throughout the project life cycle in order to facilitate the 

employees who are involved in the process, to undertake their role easily and effectively. The 

paper present the activities that should be performed under each project phase by providing also 

a brief description for each activity, the respective roles of the Project Manager and any other 

involved personnel, reference to the relative sections of the Guide which provide guidance on 

how to perform each of the activities, as well as the tools to be used for performing each 

activity, including any related checklists, templates, forms, reports and spreadsheets that should 

be completed by those involved in the performance of the activity. 

 The objective of Training and Development program is to teach employees new skills that 

are relevant to their current job position or refreshing the skills that they already possess. The 

purpose of this paper is to "Check the effectiveness of Training and Development at Mphasis 

Ltd Chennai". The paper also aims how to identify the training needs of the employees, which 

would be immensely useful for identifying the training programs, which were needed by the 

employees. This paper also involves the effectiveness of training and perception of employees 
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on training; it acts as effective tool for achieving the desired goals efficiently. Employees are 

able to broaden their knowledge and become more valued within the firm. To have a well-

trained workforce is greatly beneficial for a company as employees are likely to be more 

motivated and target driven. Also various jobs and tasks are likely to be carried out more 

efficiently if the employees are highly skilled at what they do.  

 

Statement of the Problem  

 Training and development play vital role in any given organizations in the modern day. It 

is aimed at preparing employees for future or current jobs. The efficiency and productivity of 

the firm can be increased considerably with right training methods. This is the reason why HR 

department gives Training such a huge importance. So it is essential that we conduct studies 

and experiment s to improvise our training methods.  

 Management development is aimed at preparing employees for future jobs with the 

organization or solving organization wide problems concerning, acquiring or sharpening 

capabilities required performing various tasks and functions associated with their presence or 

expected future roles .The motive behind this study is to understand the effectiveness of training 

and development programs on the employees of Mphasis Ltd, Chennai. The training cannot be 

measured directly but the change in attitude and behavior that occurs as a result of training. By 

studying and analyzing the response of employees regarding training, we can make scientific 

conclusions, which is the core idea of this study.  

 

Objectives of the Study  

The broad objective of the study of training and development at Mphasis limited is to study the 

impact of training on the overall skill development of employees. The specific objectives are 

divided into two and they are as follows.  

• To study about the employees perception on training programs.  

• To study on the training needs and satisfaction of the employees and to find the best method 

of training 

• To analyze strengths, weaknesses, opportunity of various programmes 

 

Scope of the Study  

 Employee development is a crucial part of organization design dedicated to establishing a 

cohesive learning culture to prepare individuals for complex challenges. At MphasiS, an HP 

Company, learning is about providing employees with the right instruction, through the right 

media, and having it available at the right time. The Learning and development function 

provides the employees with immense opportunities to help improve your professional skills 

and reach your career potential. The scope of the Study covers in depth, the various training 

practices, modules, formats being followed and it is limited to the company Mphasis and its 

employees. The different training programmes incorporated/facilitated in Mphasis Limited 

through its professional groups. It also judges the enhancement of the knowledge and skills of 

employees and feedback on its effectiveness.  

 

Research Methodology 

 Research Design used in this study is descriptive in nature. It focuses not only on 

demographic details of the respondents but also various aspects related to training. A desire 

number of sample unit is selected deliberately or purposely depending upon the object of the 
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enquiry; so that only the important items representing the true characteristics of the population 

are included in the sample. Convenient sampling is used for collecting the data. The 

Convenience sampling contains information, which is obtained in an easy way and researcher 

has selected the sample that he thinks fit, which can provide the necessary information. 

 

Sources of Data 

 Primary data is a kind of collection the information directly from the employees through 

questionnaire. Primary data were collected by circulating well structured questionnaires among 

the respondents.  Secondary data may be published or unpublished data from other sources like 

company records, catalogue, books, magazines and trade journals.  

 

Analysis and Discussions 

Table 1 Opining about the Training Material 

Inference 

 The above table shows that the opinion 

about the training material providing under 

training. 52% of respondents gave very good 

opinion about the material, 34% of 

respondents gave good opinion. 10% of 

respondents gave bad opinion and 4% of the 

respondents gave worse opinion option.  

 

Table 2 Opinion About Training Duration 

Inference  

 The table presented here contains the 

details of opinion about the duration of training 

programme. 12% of the respondents have 

expressed their response to too long. 46% of the 

respondents have expressed their response as 

enough. And 42% of the respondents have expressed their response to short. 

 

Table 3 Training Programme Can Improve the Productivity 

Inference 

 The table and charts portrays 

whether training programme can 

improve the productivity. 60% of the 

respondents have expressed their 

response to strongly agree. 23% of the 

respondents have expressed their 

response as agree.  

Options  No. of respondents  Percentage  

Very Good 78 52 

Good 52 34 

Bad 15 10 

Worst  5 4 

Total  150 100 

Options  No. of respondents  Percentage  

Too long  18 12 

Enough  69 46 

Short  63 42 

Total  150 100 

Particulars  No. of respondents  Percentage  

Strongly Agree 35 60 

Agree 90 23 

Neutral  13 5 

Disagree 5 9 

Strongly Disagree 7 3 

Total  150 100 
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Table 4 Barriers of Training the Organization 

 As per weighted 
average method, following 
calculation were made by 
the researcher so as to 
validate the variables.  

 

 
 

Rank Weighted Average Score 

 

Inference 

 From the above calculation, it is 

observed that the factor non availability of 

skilled trainer ranks the top with an 

average of 3.17 followed by lack of interest 

by staff with an average of 2.18.  

This inferred that there is no availability of 

skilled trainer to provide the training programme effectively to the employees.  

 

Table 5 Association between Job Satisfaction and Improvement Productivity Level after 

Training Program 

 Null Hypothesis H0: There is no significant relationship between job satisfaction and 

improvement in Productivity after training Program. 

 Alternate Hypothesis H1: There is significant relationship between job satisfaction and 

improvement in productivity after training program. 

 To assess the relationship between job satisfaction and Improvement in productivity after 

training program, Chi-square test is performed to identify these both relationships in the 

following table.  

State of 

Response 

Improvement in Productivity Level After Training 

Total 

Chi – 

Square 

Value 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 

Job 
Satisfaction 

Yes 30 60 10 3 5 108 
5.870** 

(p=.009) 
No 5 30 3 2 2 42 

Total  35 90 13 5 7 150 

**significant at 1% level 

 From the above table, it is inferred that there is significant association between satisfaction 

with job satisfaction and improvement in productivity. Chi square value (5.870) shows that the 

null hypothesis is rejected. It is found by making a comparison of calculated value with the 

table value.  

 

Findings 

1. Majority of the respondents have the good opinion about the training materials issued by 

the company. The material as to training as worthwhile as it is useful in different ways to 

the employees. 

2. On observation, duration of training should sufficiently be provided with the employees. So 

that employees can achieve what they want to achieve in the company. 

Insights 
Rate Scale Total 

4 3 2 1  

Time Factor 70 42 29 9 150 

Lack of Interest by staff 25 28 46 51 150 

Money Factor 0 0 0 0 0 

Non availability of skilled trainer 77 35 25 13 150 

Rank Attributes 
Weighted  

Average 

1 Non Availability of skilled 

trainer 

3.17 

2 Lack of Interest by Staff 2.18 

3 Money Factor 0 

4 Time factor  3.12 
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3. It is believed that majority of the respondents strongly agreed that training programs 

improve the productivity level. 

4. There is close association between job satisfaction and improvement in productivity after 

training program as per the Chi square test. 

5. As per rank weighted score there is no availability of skilled trainer to provide the training 

programme effectively to the employees.  

 

Suggestions  

1. The organization may select the skilled trainer to train the employee effectively in order to 

improve the performance level of the employees.  

2. The organization may consider the duration of the training sessions according to the 

convenient of employees.  

3. Design of the training materials should be understandable to anyone in the company. 

 

Conclusion 

 The main purpose of training and development is to develop the knowledge, skills and 

attitude of an individual for doing a particular job. Without the training, the employee cannot 

be able to perform the job up to the desired level of the organization. Training should be 

provided on the systematic procedure in order to make him perform his/her job to their 

maximum level of output/productivity so as to achieve the objectives of the organization. The 

trained manpower is valuable asset for every organization to achieve its goals. To make these 

fruitful, good trainees should be selected on the basis of the requirements of the employees as 

well as the organization. Mphasis Limited enhances its training programme based on the above 

findings and suggestions so as the help employees to build their personality better to face the 

challenging business environment.  
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A STUDY ON MUTUAL FUND AND EQUITY ANALYSIS OF  

BANKING SECTORS 

 

  

 
 

 

 

  

Abstract 
 The money earned by everyone is partly spent and the rest saved for meeting future expenses. Instead of 
keeping the saving idle, every one like to use saving in order to get return on it in the future. This is called 
investment. Investing may should easy but once the investors know the different ways that they can invest 
their money, things might get a little confusing, especially if the investors are a beginner. When it comes to 
succeeding in investing, knowing the fundamentals will get us a long way. While investing one should need 
to know the different types of investment well before delving into it. All want to earn returns, not to lose 
money.  
 Stocks-when you buy a company’s stocks, he got to own part of that company’s assets. When a 
company does well, the stock prices do too and he earns profit. However, if the company does poorly, he 
may end up losing some or all of the money he invested. 
 Mutual funds are also one of the advanced types of investment. In this type of investment, all money 
will be pooled together with a group of investors. There will be a mutual fund manager who is responsible 
for investing the money in different securities (investment options).  
 Financial planning is an exercise aimed at identifying all the financial needs of an individual, 
translating the needs into monetarily goals at different times in the future, and planning the financial 
investments that will allow the individual to provide for and satisfy his future financial needs and achieve 
his life’s goals. 

Keywords: Investments, Shares, Bonds, Debentures. 

 

Introduction 

 Securities market is a place where buyers and sellers of securities can enter in to transaction 

to purchase and sell shares, bonds, debentures etc. Further, it performs an important role of 

enabling corporate, entrepreneurs to raise resources for their company’s business venture 

through public issues. Transfer of resources from those having idle resources ‘investors’ to other 

who have a need for them, ‘corporate’ is most efficiently achieve through the securities market. 

Stated formally, securities market provides channels for reallocation of savings to investment 

and entrepreneurship. Savings are linked to investment by a variety of intermediaries, through a 

range of financial products, called securities. 

 

The following are the securities one can invest in 

• Shares. 

• Government securities. 

• Derivatives products. 

• Units of mutual funds etc. 
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A Comparison between Stock and Mutual Fund 

Stock  

 Stocks have several pros and cons associated with them. Stocks are a great option if you 

know what companies you want to invest in. they are also a great option if you are interested in 

day trading. While stocks offer you flexibility and control over the diversity of your investment 

portfolio they require a lot of work to keep your portfolio properly diversified. A lot of financial 

experts recommend that your investment portfolio contain investments in at least 20 different 

companies and in at least 10 different industries. Making this many stock selections can be 

difficult to do. 

 

Mutual fund 

 Mutual funds are another investment option that you have. A mutual fund is basically an 

investment set that is controlled by a financial management company.  

 In mutual funds a pooling of small amount of capital from all the investors and generally 

invested in shares, debentures, commodities etc. the capital is divided into small units (shares) 

which have a face value which will change on daily basis and the main difference is in mutual 

funds the investors won’t participate directly but a fund manager will take care of all the 

investment whereas in case of shares an individual can buy and sell the shares. Mutual funds 

can also invest in other investment avenues, like gold, real estate, and commodities and even in 

windmills! Of course, in India only a few of these are available. 

 

Review of Literature 

 Lalit Mohan Kathuria and Kanika Singhania (2010) in their research paper “Investor 

Knowledge and Investment Practices of Private Sector Bank Employees” published in The 

Indian journal of commerce, July-September 2010 concluded that The present study was 

conducted with an objective to analyze the level of knowledge regarding various investment 

avenues and present investment practices of employees of private sector banks in Ludhiana 

city. A sample of 150 respondents was selected from 19 private sector banks in London. 

 Juhi Ahuja (2012) presents a review of Indian Capital Market & its structure. In last decade 

or so, it has been observed that there has been a paradigm shift in Indian capital market. The 

application of many reforms & developments in Indian capital market has made the Indian 

capital market comparable with the international capital markets. Now, the market features a 

developed regulatory mechanism and a modern market infrastructure with growing market 

capitalization, market liquidity, and mobilization of resources.  

 

Objectives of the Study 

1. To compare investment in equity and investment in mutual funds and evaluate the best 

investment option to the investors. 

2. To compare equity and mutual fund schemes in respects of their risk and return. 

3. To analyse the performance of equity shares and mutual funds schemes with their 

benchmark. 

4. To find out the volatility of shares by using beta. 
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Scope of the Study 

• This study guides the investors to differentiate the investment in equity market and the 

investment in mutual funds and further it will guides the investors to invest in which 

investment option will be best for him or her. 

• The study primarily deals with equity and mutual fund investments. The study selected 

stock out of 30 BSE senses companies and selected mutual fund schemes out of mutual 

fund industry in India for comparison. 

 

Research Methodology 

• Sampling technique: Since the population is heterogeneous simple random sampling 

technique was used. 

• Sample size: HDFC equity and mutual funds schemes were selected. 

• Sample description: In this study HDFC equity fund company selected from senses and 

mutual fund selected on the basis of their Net asset value and after that comparison made 

between them. 

 
Area of Study: HDFC Equity and Mutual fund. 

Period of Study: A study covers for the financial year (2015- 2016). 

Tools Used 

• Average returns. 

• Variance. 

• Standard deviation. 

• Correlation coefficient. 

• Beta. 

 

Limitations of the Study 

• The study is conducted in short period, due to which the study may not be detailed in all 

aspects. 

• The study is limited only to the analysis of different schemes and its suitability to different 

investors according to their risk-taking ability.  

• The study is based on secondary data available from monthly fact sheets, web sites; offer 

documents, magazines and newspapers etc., as primary data was not accessible. 

• The study is limited by the detailed study of various schemes. 

• The NAV’S are not uniform. 

 

Table 1 Comparative Study on HDFC  

Equity Fund in the Year of 2015 – 2016 

Interpretation 

 From the analysis of HDFC Equity fund of its 

Risk and Return state that comparative analysis of 

2015 and 2016. The Risk in 2016 (5.723) is higher 

than the year 2015 (5.216). Where the Return on Equity is lower in 2016 (0.971) compared to 

2015 (3.1525) 

 

 

S.No Year 
Standard 

Deviation (SD) 

Average 

Return 

1 2015 5.216 3.1525 

2 2016 5.723 0.971 
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Table 2 Coefficient of Correlation 

Company Years SD Covariance 
Combined  

(SD) 

Coefficient 

Correlation 

HDFC  
(Equity fund) 

2015 5.216 -4.783 29.851 -0.160 

HDFC  
(Equity fund)  

2016 5.723 -4.783 29.851 -0.160 

Interpretation 

 From the above analysis, the co-variance value between the year 2015 and 2016, it shows 

that there is a high risk of variance. Here the correlation value is measured as (0.160). 

Beta calculation β = r *(∑ /m) 

1) Beta value (2015) = -0.160 * (5.216 / 12) 

               = -0.0695 

2) Beta value (2016)  = -0.160 * (5.723 / 12) 

                       = -0.0763 

 

Inference 

 The above table shows that the beta value of HDFC equity funds as in the year 2015 is 

somewhat lesser than the beta value of HDFC equity fund in the year 2016. 

 

Table 3 Comparative Study on HDFC  

Mutual Fund in the Year of 2015 – 2016 

Inference 

 From the analysis of HDFC Mutual fund of 

its Risk and Return state that comparative analysis 

of 2015 and 2016. The Risk in 2016 (3.439) is 

lower than the year 2015 (5.148). Where the 

Return on Mutual fund is higher in 2016 (0.682) compared to 2015 (-4.188). 

 

Table 4 Coefficient of Correlation 

Company Years SD Covariance 
Combined  

(SD) 

Coefficient  

Correlation 

HDFC  
(Mutual fund)  

2015 5.148 6.508 17.703 0.367 

HDFC  
(Mutual fund) 

2016 3.439 6.508 17.703 0.367 

 

Interpretation 

 From the above analysis, the co-variance value between the year 2015 and 2016, it shows 

that there is a high risk of variance. Here the correlation value is measured as 0.367. 

Beta calculation β = r *(∑ /m) 

1) Beta value (2015) = 0.367 * (5.148 / 12) 

       = 0.157 

2) Beta value (2016) = 0.367 * (3.439 / 12) 

      = 0.105 

 

S.No Year 
Standard 

Deviation (SD) 

Average 

Return 

1 2015 5.148 -4.188 

2 2016 3.439 0.682 
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Inference 

 The above table shows that the beta value of HDFC mutual funds as in the year 2015 is 

somewhat higher than the beta value of HDFC mutual fund in the year 2016. 
 

Table 5 Comparative Analysis of Risk and Return in Equity and Mutual Fund Investing 

S.No HDFC Schemes Standard Deviation Average Returns 

1 (2015 – 2016) 5.216 3.1525 

 Equity fund 5.723 0.971 

2 (2015 – 2016) 5.148 (4.188) 

 Mutual fund 3.439 0.682 
 

Interpretation 

 From the analysis of HDFC scheme of risk and return analysis of Equity fund and Mutual 

fund, State that in 2015 the risk taken in comparison of Equity fund and Mutual fund hiring out 

the investments fall high risk in Equity fund since the risk is 5.148 and return in (4.188). 

Whereas the investments fall low risk in Mutual fund the risk taken is 5.216 of the return is 

3.1525. 
 

Findings 

• It is observed that HDFC equity fund of its risk and return state that comparative analysis 

of 2015 and 2016 the risk in 2016 (5.723) is higher than the year 2015 (5.216) where the 

return on equity is lower in 2016 (0.970) compared to 2015 (3.152). 

• It is observed the HDFC mutual fund of its risk and returns state that comparative analysis 

of 2015 and 2016.  The risk in 2016 (3.439) is lower than the year 2015 (5.148). Where the 

return on mutual fund is higher in 2016 (0.682) compared to 2015( -4.188). 

• It is observed the co-variance value between in the year of 2015 and 2016, it shoes that 

there is a high risk of variances. Here the correlation value is measured as 0.367. 

• It is observed the analysis of HDFC scheme of risk and return analysis of equity fund and 

mutual fund, state that in 2015 the risk taken in comparison of equity fund and mutual fund 

hiring out the investments fall high risk in equity fund. Since the risk is 5.148 and return in 

(4.188). Whereas the investments fall low risk in mutual fund the risk taken is 5.216 of the 

return is 3.1525. 
 

Suggestions 

• Planning is important while making any investments. The investors can’t expect hundred 

percent of return from their investment instead 50-60 percent of return will be preferable 

and highly profitable. During the last few months the mutual fund performance is not at all 

good. 

• Portfolio investment will reduce the risk of investors and also helps to make up the loss in 

the time of recession. 

• The investor can survive in the market only if he has able to manage money. 

• Most of the investors only learn how to trade in a rising market. But trading at a multi 

direction is a good strategy in a falling market. 

• “Don’t put all your eggs in one basket” as it indicates the investors have to diversify the 

investment in order to avoid the minimizing the risk. 

• Never invest in a business you cannot understand. 
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Conclusion 

 Equity investment is like a golden egg. But due to fluctuation in market it is totally 

unreliable. If the momentum of a market is favourable the gain is highly appreciable and vice 

versa if there is down trend in the market it is not highly appreciable to invest. So equity 

investment is always time dependent, political dependent, market dependent. Where as a 

mutual fund is a steady income plan even it is subject to market trend. Because the fund 

manager will perform a significant role on your behalf. Both investments have risk and 

rewards. So the investor can choose their investment considering their time, investment amount 

and also technical analysis about the market. The equity investment is preferable and ideal 

since the market trend is showing the healthy sign. Moreover the global recession showing a 

downward trend unlike before. In life, you have to learn to walk before you can run. In the 

stock market, you must be preferred to lose before you can truly win’s the golden principle to 

buy a stock is “Buy when everyone else sells and sell when everyone else buys”. 
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A STUDY ON CONSUMER BEHAVIOUR TOWARDS ONLINE SHOPPING IN 

TIRUCHIRAPPALLI TOWN 

 

  

 
 

 

 

  

 

 

 

 

 
Abstract 
 The rapid development of information technology has led to spurt in the number of internet users 
paving the way for ecommerce. One of the direct fallout of this technological invasion is Online shopping 
which is steadily on the rise. Online shopping is a mode which provides the customers the option of 
purchasing goods and services in a virtual environment directly from the seller without having to make a 
physical visit. This mode has become convenient for the people as it enables them to shop from home besides 
offering them a host of varieties with respect to products and services at the click of a mouse thus turning 
shopping into a virtual experience. Against this background the present study focuses on the emerging 
scenario of Online shopping, the rising number of customers taking the e-route to buy products and services, 
the multiple online shopping websites in the market enabling customers to opt for this new generation 
shopping, the mosaic of customers of various age-groups who had got hooked to this kind of shopping in the 
liberalized environment. This study highlights online shopping trend in India and the consumer behavior 
towards online shopping in Trichirappalli Town. The trend of online shopping in our country is fast 
picking up. The study reveals the fact that majority of online consumers are satisfied with the available 
online shopping web sites. The minority also has raised issue relating to safety aspect of online 
Transactions. It is concluded that the cyber security issuers of e-commerce business in India must be 
managed by both e-commerce entrepreneur and Indian Government by making cyber security 
infrastructure Robust and resilient.  

Keywords: Online Shopping, Information Technology, e-commerce, etc., 

 

Introduction  

 Not too many years ago most people shopped in their local stores complete with parking 

and weather problems, long lines, and wobbly shopping carts. Even when online shopping was 

available, people felt uncomfortable using their credit cards and giving their personal 

information to cyber-shops. That has all changed. Throughout the world online buying has 

grown exponentially. The money Australians spend online is projected to increase by about $10 

billion within the next five years. Consumers may still be concerned about the security of online 

shopping, but more and more of them are prepared to buy on the web. Faster delivery, easier 

return policies, and many sites offering free shipping have also increased the desirability of 

online buying. IBIS World research forecasts an 8.6% per year increase in online revenues over 

the next five years. Growth of online shopping has been characterized by strong consumer 

demands and the increasing number and type of goods available. An 11% annual increase in 

parcel volume is likely to continue according to Australia's Postal Chief Executive. Physical 
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stores are moving at least part of their companies online in order to cut costs. E-commerce 

activities have expanded in Nigeria, South Africa and Kenya both due to the proliferation of 

mobile phones and availability of faster internet networks. 

 Online sales continue to be mostly small-ticket items. The high-ticket products lag far 

behind by comparison. On average, retailers that have both a physical (store) and online 

presence have reported an average of 23% growth. Online only retailers (including catalogue 

sales) however have seen only 9% yearly growth. Online shoppers are beginning to think that 

the best deals are available online (71%) and that they get better prices there (66%).The internet 

is only going to become more popular as time goes by and purchasers worldwide become more 

comfortable about the security and on-time delivery of their purchases. This is the one area of 

merchandising that continues to have a positive outlook far into the future. 

 

S. No Top Reasons 6 given by shopper in buying through internet 
1 Saves time and efforts. 

2 Convenience of shopping at home. 

3 Wide variety/ range of products are available 

4 Good discounts/ lower prices. 

5 Get detailed information of the product. 

6 We can compare various models/ brands. 

Source: I Cube 2006, a syndicated product of IMRS International. 

 

Statement of the problem 

 The number of customer opting for the online system is gradually on the rise in a fierce 

competitive business environment that is meeting their new demands. The new system which 

has made buying easy has attracted the young, middle aged and the aged given its multiple 

benefits. The trends which was initially confined to the bigger cities has begun to permeate into 

the length and breadth of the country .The e-shopping bug has also caught up among consumer 

in Tiruchirappalli a historic and strategically located tier-II city in TamilNadu. Housing several 

industrial units in and around its vicinity, Tirchirappalli is rapidly emerging as a fast growing 

city endowed with adequate infrastructure facilities. The Liberlization which and the net era 

has influence in a way the lives of the consumers. Consumers of Tirchirappalli city have begun 

to emerge out from the traditional ways  of buying products realizing the multiple benefits of                 

e-shopping .This pattern is steadily picking up in Tirchirappalli where usual mode of purchase 

nevertheless continue to dominate. Against this backdrop the present study aims to go into 

multiple aspects including the emergence of the new generation shopping mode in the tier-II 

city of Tirchirappalli considered to be an education hub and the factors that have been 

influencing consumers to take to the e-route besides their online purchase behaviour. 

 

Objective of the study 

1. To Exhibit Online shopping trend in India. 

2. To know the buying behaviour of online shoppers. 

 

Scope of the study  

 The study is confined to online shoppers residing in Tiruchirappalli town .It does not cover 

the online shoppers in remote areas i.e village and in outskirts of the Tiruchirappalli Town. 

Moreover, the study does not cover the views of the merchants involved in online shopping. 
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Methodology  

 The study uses both primary and secondary data. Analysis is based purely on the Primary 

Data collected from One hundred respondents   selected on the basis of simple random 

sampling technique .Secondary Data collected from the websites regarding the trend of online 

shopping in India are shown in the third Chapter. Analysis is done with the help of Tables, 

Diagram and Percentages. 

 

Driving Force of Online Shopping 

 Shopping online has its own advantages. There are some trends that have emerged in the 

current ecommerce scenario. These trends are often the driving force of the company. Speaking 

specifically of Jabong, the trends worth speaking of are these- 

 

Effective campaigning 

 Without running great campaigns, the sellers will not be able to attract the customers. 

Customers will obviously need initiative to shop constantly from company’s website. That’s 

why effective campaigns are pioneering the force behind a rich customer base. 

 

Coupons and cash back 

 Jabong provides their shoppers with shopping coupons and discounts that will are bound to 

make their shopping experiences better and attractive. There is a cash back on some purchases 

too, making the Jabong website a great place to shop from. 

 

The market place model 

 Jabong has strengthened its market place model which has yielded profits for the company. 

This model aims at getting the best buyers on board and integrating the best brands with the 

website. 

Top 10 Indian cities with online shoppers 

City Share 

Bangalore 15% 

Delhi 13% 

Mumbai 9.50% 

Hyderabad 7.50% 

Chennai 6.75% 

Pune 5.40% 

Kolkata 3.95% 

Ahmedabad 2.30% 

Noida 2.27% 

Chandigarh 1.80% 

                        Source: couponzguru.com 

 India’s Silicon Valley Bangalore leads the pack and as the data shows, it surely does 

with 15% of the traffic coming from the City. Being inhabited by the most number of techies 

and being home to several top players in Indian online retail segment contributes in making 

Bangalore as the city with most online shoppers. Right behind Bangalore is Delhi (to be 

accurate Delhi + Gurgaon) with a traffic share of 13%.Gurgaon is also home to some of the 

major online shopping portals and has a sizeable number of techie’s population, these factors 
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combined with the population helps Delhi in achieving the no. spot. Mumbai comes at the 

third position in the list, having a traffic share of 9.5%. Mumbai is a city which never has time 

so it’s natural for Mumbaikaars to shop online and the kind of population the city has 

contributes to its traffic share. 

 

South Indian online shopping trends  

 Online shopping stores and the discount coupon code system has emerged as a new trend 

in India. Virtual stores in India are not limited to any one product but they sell all kinds of 

material, raw or complete, ranging from home decor, designer clothes to grocery etc. Quality, 

price, discounts, availability of products across various categories and express checkouts are 

some of the few aspects of a complete customer experience, and Online shopping in its present 

form fulfils every aspect of it.  Online shopping has become a fast–rising and popular trend 

especially in the South of India. Initially it was the youth customer segment that was attracted 

towards this worldwide popular trend, but today, the adults and the veterans, the middle class 

and the rich folk of the city have also fallen for this new trend and love it to the core.  

 The trends also indicate that South Indians tops the list when it comes to a comparative 

analysis of cities, with small towns such as Coimbatore, Vishakhapatnam, 

Thiruvananthapuram and Thrissur leading the list. Analysts at Google suggest that online 

shopping websites have become a boon to people living in remotest locations, who otherwise 

had to travel to cities nearby, to shop any kind of luxury. The IT Hubs of Tamil Nadu, 

Maharashtra, Andhra Pradesh, Kerala and Karnataka are the most wired states in India, with 

the most cities where E-Commerce originates. India’s top 5 rural hubs are Ambalapuzha 

(Kerala), Sajiyavadar (Gujarat), Adala (Gujarat), Abdalipur (West Bengal) & 

Kangayampalayam (Tamil Nadu).Some of the major online shopping segments where South 

India loves to ‘Shop till they drop’ are Food and Groceries South India shoppers have altered 

the way they shop for food and groceries. Food and Grocery retail is becoming the most sought 

after shopping trend. South India buys more than the North. As would be expected, the 5 

metros in the country are also the top 5 spenders in the country. And from this, we can see that 

the top amongst these is South India (Bangalore, Hyderabad and Chennai) as compared to the 

North. 

Top Five Online Spenders in India 

City State % of total order 

Bangalore Karnataka 14.12% 

Delhi Delhi 11.65% 

Mumbai Maharashtra 6.98% 

Hyderabad AndhraPradesh 5.73% 

Chennai Tamil Nadu 4.12% 

Source: Couponzguru.com 
 

Region-wise contribution to over all e-commerce sales in India 

Region Percentage to total sales 

South 14% 

North 32% 

West 21% 

East, northeast 6% 

Source: Couponzguru.com 
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Analysis and Interpretation of Primary Data 

 Number of respondent’s distribution shows the number of frequencies in various classes, 

which helps to get some preliminary ideas with respect to the objectives under study. Therefore, 

as a first step number of distribution with respondents for various variables. To interpret the 

result comprehensively percentage value are computed. The percentage method was 

extensively used for analysis and interpretation. 

 

Respondents Using Internet for Searching Product Information 

Source: Primary data 

 From Table, it is obvious that 57% of the 

respondent are using internet for searching 

product information and 22% never used it for 

searching product information.                           

 

 

 

 

Favourite Online Site 

Source: Primary data 

 It is understood from Table 4.15that Flip kart 

is the Favourite site of 37% of the respondents. 

Amazon stands as the Favourite site for 29% of 

the respondents 18% of the respondents are doing 

their purchase through snap deal followed by E 

bay with 11% of the respondents and 5% of the 

respondents Favour shopclues. 

 

Chi Square Test 

 Flip kart Amazon Snap deal E bay Total 

Very often 14 4 - 1 19 

Often 9 11 10 8 38 

Occianally 10 4 5 2 21 

Never 4 10 3 5 22 

Total 37 29 18 16 100 

Source: Primary data 

 H0: There is no association between frequency of search and the favorite online sites 

 

Hypothesis testing 

S.No H0 

Table 

value 

Calculated 

value 

Significance 

Level 
Remark 

1. There is no association between 
frequency of search and Favorite 
online sites. 

2.262 1.52 5% Accepted 

 

 

 

S.No 
Frequency of 

 Search 

No. of  

Respondents 

1 Very often 19 

2 Often 38 

3 Occasionally 21 

4 Never 22 

 Total 100 

S.No 
Favourite  

Online Site 

No. of 

Respondents 

1 Flip kart 37 

2 Amazon 29 

3 Snap deal 18 

4 E bay 16 

 Total 100 
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Findings  

• 81% of respondents are Male and 19% are Female. 

• 81% of the respondents are in the age group of 18 - 25 years followed by age group of 25-30 

with 15% 

• 75% of the respondents are students, 20% are employed and 4% are unemployed 

respondents. 

• Majority of the respondents are earning income between 10000 and 20000. 8% of the 

respondents are earning income of above Rs.20000. 

• Majority of the respondents 81% are using internet and 19% of the respondents are not 

using the internet. 

• Flip kart is the favourite site of 37% of the respondents .Amazon   stands as the favourite 

site for 29% of the respondents .18% of the respondents are doing their purchase through 

snap deal followed by E-bay with 16% of the respondents. 

• Majority of respondents are doing online shopping to save time (54%) followed by 31% of 

the respondents who favour for much easier shopping (31%). 

• 74% of the respondents are willing to continue online shopping in future only 26% of the 

respondents are not willing to continue online shopping the near future. 

• 80% of respondents face problem in conducting online purchase and only 20%.stated that 

they do not face problem. 

• 40% of the respondents have faced delay in delivery followed by the 30% of the respondents 

with the problem of cheap quality of product .25% of the respondents have reported 

product damage and 5% have faced non-delivery of the product ordered. 

 

Suggestions     

• It is suggested to the online shoppers to use E-commerce sites that use SSL(Secure Sockets 

Layers ). 

• Shoppers should use authentic sites with SSL certificates which are essential components of 

secure e-commerce sites. 

• Shoppers should compare product information database of two or more similar sites before 

making online purchase. 

• It is suggested to use secure payment system while making payment. 

• Online consumers should shop only at reputable store. Otherwise, they may be likely to 

lose their private information. 

• The online shoppers making lot of online purchases in the future are suggested to use a 

separate credit card exclusively for online shopping. 

• To save money, the consumers are suggested to use coupon codes which are easily found 

online by entering the words  “Coupon code”ssss       

• Consumers are asked to put a password on their smart phones and tables devices  

• Compare the product costs along with shipping prices and their return policy. 

• When shopping online for multiple items, consumers are suggested to use one online 

retailer rather items multiple retailers.           
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Conclusion 

 The trend of online shopping in our country is fast picking up. The study reveals the fact 

that majority of online consumers are satisfied with the available online shopping web sites. 

The minority also has raised issue relating to safety aspect of online Transactions. It is 

concluded that the cyber security issuers of e-commerce business in India must be managed by 

both e-commerce entrepreneur and Indian Government by making cyber security infrastructure 

Robust and resilient.  
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INFORMATION AND COMMUNICATION TECHNOLOGY IN LIBRARY 

 

  

 
 

 

 
Abstract 
 The use of information and communication technology (ICT) using the library has to the penetration of ict tools and 
techniques in the information. Various components of ICT which are used in library and information systmes. the identifies exact 

the use of computers and related communication and technology in libraries it also delinates the function impact and challenges of 
ict based library system, information and technology it denotes not only a single unit of technology but an assemble of technologies 

like telecommunication equipments data processing equipment, semi conductors, consumer electronics, etc. the concept has brought 
a extradinary change in information collection, preservation and dissemination scene of the world. 

Keywords: Information communication technology, Reproduction technology, functions of ict, impact of ict in libraries. 

 

Introduction 

 Information and communication technology(ICT) is a inclusive concept and parallel 

concept with information technology it denotes not only a single unit of technology but an 

assemble of technologies like telecommunication equipments, data processing equipment, semi 

conductors, consumer electronics, etc. the concept has brought a phenomenal change in the 

information collection, preservation and dissemination scene of the world. 

 

ICT Concept 

 This resource is designed for teachers who are just starting out using ICT (Information 

Communication Technology) in their working practices - in the classroom and in the staffroom 

and on the VLE (Virtual Learning Environment). That being said, there is no instruction within 

this resource that is limited to use by a teacher, this could be a useful resource for covering the 

basics of ICT with your students too -or, and here’s a radical thought - why not go through it 

together? Some of the instruction within this resource may be too simple for you - skip over 

those parts and dip into the bits that are useful; guide your own learning. As a teacher in the 

21st Century classroom you are often going to come across students who know a good deal 

more about ICT than you do - and not just you but any average teacher. The children today are 

growing up immersed in technology, they are the Digital Natives, so don’t be afraid to let them 

teach you or to learn together. 

 

Components of It 

The components of information technology are frequently used in the library and information 

are: 

• Computer Technology 

• Communication Technology 

• Reproduction Technology 
 

 

Computer Technology 

 Virtually unknown 50 years ago, computers literally surround most Americans in their 

daily lives today. In their most easily recognized form, mainframe and minicomputers can be 

found in most businesses, government offices, and schools. 

Dr.K.Senkodi 

Librarian, Seethalakshmi Achi College for Women, Pallathoor 
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� Computer Hardware  

Computers use a binary base. By setting electrical switches to “on” (electrical current is 

flowing) or “off” (current is not flowing), early computers could create a single “bit” of 

information. That piece of information is read as either a 1 (“on”) or a 0 (“off ”). By translating 

information into a series of such 1s and 0s, computers could perform mathematical operations. 

� Computer Software 

 Computer programs are the instructions that allow general-purpose computers to be many 

different types of machines. When a computer is running a video game, the computer is a video 

game machine. When it executes program instructions to enable users to write letters or 

reports, the computer is a word processing machine. When it carries out a programmed search 

for data in a large repository of information, the computer is an information retrieval machine. 

Programs can also be written for special-purpose hardware 

� Computer Networks 

Early computers were self-contained machines. Data could be input into them (usually    

laboriously by punch card), and after the computer processed the data, output would be 

produced. But the data never left the physical environs of the single computer. To move data 

from one computer to another, one had to take the output of one computer and transport it 

physically to and then input it into the new computer. 

 

Communication Technology 

� Audio technology 

� Audio visual technology 

� Motion picture 

� CATV(cable television) 

� Telephone 

� Email 

� Fax 

� Voice mail 

� Tele conference 

� Internet 

 

Reproduction Technology 

� Reprographic technology 

� Micrographic technology 

� Printing technology 

 

Reprographic technology Reprography 

 Reprographic technology Reprography is the reproduction of graphics through mechanical 

or electrical means, such as photography or xerography. Reprography is commonly used in 

catalogs and archives, as well as in the architectural, engineering, and construction industries. 

In the United States, the industry is a relatively small industry, with approximately 3000 firms. 

It comprises entrepreneurial businesses serving predominately the large- and wide-format 

reproduction needs of the legal, architectural, engineering, manufacturing, retail, and 

advertising industries. Average sales volume is about $1.5 million and average employee counts 

are 20–25 people. Large-format reproductions are produced with a variety of technologies 
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dependent, in part, on the application of the final product and quantity needed. Examples of 

typical production methods include: diazo (blueline), electrostatic (xerographic), photographic, 

laser, and ink jet. Reproductions can be made from the same size or smaller/larger hard copy 

originals. Prints can also be computer generated from CADD (computer aided design and 

drafting) files or from a growing variety of desktop publishing and design software packages. 

 

Micrographic Technology 

 Micro Graphic Image was founded by former employees of a company called Games by 

Apollo. Games by Apollo had been among the companies that had overproduced games for 

the Atari 2600, creating a glut of cheap games. In the pre-Christmas market of 1983, the 

company became insolvent. At the time, they had a lot of games in the works for a number of 

platforms, including the Atari 400/800. Three former programmers from Games by Apollo 

would go on to form Micro Graphic Image: Tim Martin, Robert Barber, and Cash Foley. 

Martin had been one of the lead developers on the Atari 2600 platform and Foley had been on 

the Atari 800. When Games by Apollo went broke, Martin and another former employee, 

Robert Barber, developed a game entitled Halloween based on the infamous movie The 

'Halloween' game was innovative for the time, both in content and usage of the Halloween 

theme music. The contract funded the founding of Micro Graphic Image. The game was 

released by Wizard Video Games during the video game crash of 1983-84, resulting in poor 

sales. 

 

Printing technology 

 Printing is a process for reproducing text and images using a master form or template. The 

earliest non-paper products involving printing include cylinder seals and objects such as 

the Cyrus Cylinder and the Cylinders of Nabonidus. The earliest known form of printing as 

applied to paper was woodblock printing, which appeared in China before 220 A.D.[1]Later 

developments in printing technology include the movable type invented by Bi Sheng around 

1040 AD and the printing press invented by Johannes Gutenberg in the 15th century. The 

technology of printing played a key role in the development of the Renaissance and 

the scientific revolution, and laid the material basis for the modern knowledge-based economy 

and the spread of learning to the masses 

 

Functions of ICT 

Traditionally computers in libraries have been used in most case 

• Acquisition and budget 

• Cataloguing and short loans 

• Serial control 

• Provision of access to online catalogue. 

 

Benefits of ICT in libraries 

• Improving the efficiency of internal four stages. 

• Improving access to local library resources. 

• Providing access to resources outside the library. 

• Interoperability of information system 
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Impact of ICT in libraries 

 Computer has brought in a new impact to the library and information usage information 

technology has assisted library professionals to provide value added quality information remote 

access to the inter nationality available information resources recently technologies are 

dramatically changed the mode of library operations and services. Modern ICT is depending of 

libraries and the profession. Advancement in ICT and the wide spread use of ICT information 

sources and digital media replacing and becoming the leading form of retrieval 
 

ICT in libraries 

The use of ICT in libraries has raised a number of challenges these include 

• Changing role of libraries and librarians  

• Funding of libraries 

• Copyright management 

• Information access 

• Preservation of digital information resources 

• Legal deposit 

 

Conclusion 

 Computer and related technologies has brought revolutionary changes, this revolutionary 

change is also true in the case of libraries and information centers library centers can hardly 

function today without computers and information technologies. Libraries and information 

professions have been changed and adopted itself to the development of information.  
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A STUDY ON TREND OF SMARTPHONE APPLICATION AND ITS USAGE 

BEHAVIOUR IN TIRUCHIRAPPALLI TOWN 

 

  

 
 

 

 

  

 

 

 

 
Abstract 

 Smart phones are increasingly becoming the ever-present penetration and transformation of everyday social practices and 

space. A Smartphone is a mobile phone, generally built on with a mobile operating system that has more advance computing 
capability and connectivity than a feature phone. The very first smart phones were combined with Personal Digital Assistant 

(PDA) but later cameras, music players, GPS navigation and lots of other features were added in Smartphones to optimize them as 
multi use devices. A Smartphone allows the users to download and install third-party applications from application store. There 

are lots of applications regarding internet browsing, email, navigation, social media, listening music, reading news, games, finance, 
health and fitness, taking notes, calendar, weather forecast and lots of other things that people can install in Smartphone. 
Generally, Smartphone are computed with an operating system that allows installing applications. Apple’s IOS, Microsoft’s 

Windows, Google’s Android, Nokia’s Symbian are some examples of operating system used in Smartphone. The aim of the study 
is to know the usage of Smartphone applications. This paper aims to focus on factors influencing to purchase Smartphone, level of 

usage factors affecting to download Smartphone apps. 

Keywords: Smartphone, Personal Digital Assistant, Internet access. 

 

Introduction 

 Smart phone is a term for distinguishing mobile phones with advanced features from basic 

feature phones. Early smart phones typically combined the features of a mobile phone with 

those of another popular consumer device, such as a Personal Digital Assistant (PDA), a media 

player, a digital camera, and GPS navigation unit. Modern smart phones include all of those 

features plus the features of a laptop, including web browsing, Wi-Fi, and 3rd-party apps and 

accessories. Most of the mobile phones nowadays are addressed as “smart phone”, as they offer 

more advanced computing power and connectivity than a contemporary mobile phone. 

Literately, a smart phone is a handheld computer, as it is powerful enough to deliver various 

functionalities comparable to a computer. The releases of dual-core processors smart phone 

recently have further reaffirmed this assertion. Along with the smart phone fundamental 

capabilities to make voice call, video call, SMS and MMS, smart phones have been 

repositioned as a “new information medium”. In other words, smart phones have extended list 

of information processing functionalities such as managing personal time schedule, accessing 

Internet contents, editing documents, utilizing location- awareness function, and many other 

exciting applications. All these functionalities are delivered through the software installed on 

the smart phone. It is also true that the ever increasing importance of mobile software and other 

mobile contents are solicited by the prevalent of smart phone. Customer satisfaction is a term 

frequently used in marketing. It is a measure of how products and services supplied by a 

company meet or surpass customer expectation. Customer satisfaction is defined as “the 

number of customers, or percentage of total customers, whose reported experience with a firm, 

its products, or its services exceeds specified satisfaction goals.”  
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Review of Literature 

 Vipan Bansal and Bindu Bansal (2013) “Have studied the Customer satisfaction of mobile 

phone service users operating in Malwa Punjab” This paper is used to trace the reason for 

purchasing mobile phones and usages of mobile phone applications. This study revealed that 

SMS is the most widely used Valued Added Service. The results revealed that most of the 

respondents were satisfied with their current service provider show maximum willingness for 

shifting to Airtel. 

 Dr. T. N. R. kavitha and Mr. R. Mohana Sundaram (2014) their study entitled “A Study 

on Customer Satisfaction towards Samsung Mobile Phone in Erode City”. This paper carried 

out with an objective to determine the consumer preference and satisfaction. This paper 

concentrated on one particular mobile phone brand called Samsung and its price, quality, 

colour, and satisfaction level. 

 Uchin Lee, et al. have studied the negative aspects of smarphone overuse on young adults, 

such as sleep deprivation and attention deficits, are being increasingly recognized recently. This 

emerging issue motivated us to analyse the usage pattern related to smartphone overuse. The 

paper is also analysed the usage data of identify between group usage differences, which range 

from the overall usage patterns to app-specific usage pattern. 

 

Objectives of the Study 

1. To know the awareness level towards smart phones in terms of features, applications and 

services etc.., 

2. To study the usage pattern of the Smartphone users. 

3. To identify satisfaction level of customers in the usage of Smartphone applications. 

4. To offer suggestions to improve the quality of Samsung smart phones. 

 

Scope of the Study 

 From this study, the performance and problems of the customer can be analyzed. The study 

helps to know the factors that influence the customer to prefer the product. This study helps to 

know the necessary change in product features and customer feeling about the smart phones. 

The study will be useful for the adoption and usage behavior and which application is mostly 

adopted by customer as discussed. 

 

Methodology 

 The present study is based on both primary and secondary source of information. The 

primary data were collected from the respondents on simple random sampling method. An 

attempt is made in this paper to analyze the usage of Smartphone application. Secondary data 

were collected from different websites, books, journals and news papers. Appropriate statistical 

tools also been used to analyze the brand effectiveness. 

 

Factors influencing usage of Smartphone Applications 

 There are number of factors affecting the use of Smartphone application. Strongly 

influencing factor behind the use of Smartphone application can be listed as follows: 

Credibility, Personalization, Performance expectancy, Effort expectancy, Social influence, 

Flow facilitating conditions, Usage intention, Recommendation intention, App type, etc 
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Factors Influencing for Using Smart Phone Application 

Factor Operational Definitions 

Credibility 
The degree of trust by users for the capability and security which 
enterprises can perform services which are promised with 
consumer. 

Personalization 
The degree of customized product, information, and service 
provision as per the requirements by users. 

Performance expectancy 
The degree of belief by users to get help in improving work 
performance by using Smartphone app service. 

Effort expectancy 
The degree of usefulness feeling by user while using Smartphone 
apps service. 

Social influence 
The perception degree of user that important person near him 
should use Smartphone app. 

Flow 
The degree of feeling fun and immersed while using Smartphone 
apps. 

Facilitating conditions 
The degree of belief by users that organizational or technological 
bases to support use of Smartphone apps are existed. 

Usage intention 
The intention of continuous and regular use of Smartphone app in 
future. 

Recommendation 
intention 

The degree of recommendation willingness of Smartphone app 
which is being used by user himself. 

App type 
As per the service type of app, it is classified as practical apps and 
entertainment apps. 

 Thus there would be many more factors affecting the use of Smartphone applications but 

the major factors been encountered while research are as above. 

 

Recent Trends in Smartphone 

 Recently many studies have done on Smartphone applications such as the examination of 

information services in the travel and health care industry, use of Smartphone applications as 

learning and assessment tool, independent mobile user-learning and motivation, Smartphone 

addiction, how Smartphone hurts sleep, App vs. Web for Surveys of Smartphone Users, Impact 

of Smartphone's on Society, The Smartphone’s Dramatic Impact on Survey Research, Current 

research and trends in the use of Smartphone applications for mood disorders, Opportunities 

and Challenges for Smartphone Applications in Supporting Health Behaviour Change: 

Qualitative Study, Identifying Diverse Usage Behaviors’ of Smartphone Apps, The Difference 

Between a Mobile App and a Mobile Website, etc. As in today’s market Smartphone is the 

maximum demanded product and thus number of research is been carried out on Smartphone 

and Smartphone’s applications. 

 

Impact of Smartphone on Indian Market 

 “A 10% increase in mobile and broadband penetration increases the per capita GDP by 

0.81% and 1.38% respectively in the developing countries.”- World Bank. Smartphone has 

created new dimensions for business in Indian market. It is not only the Smartphone sellers 

enjoying the business but it also created a new area for mobile application developing 

companies in India, Internet services provider and other different sectors also utilize the 

Smartphone to gain competitive advantages. There has been an extreme growth in broadband 

and Internet service providers business in past few years and one of the main reasons for this 
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drastic increase in their business is the ever increasing use of Smartphone‘s and growth of 

Smartphone applications.  

 In a very small duration a huge number of Smartphone have been sold that provided an 

opportunity to businesses to invest in mobile application development and allowed to introduce 

new business dimensions in market space. As it is easy to change settings and make 

customizations on Smartphone, therefore there are several programs for Smartphone‘s from 

different sellers including Blackberry, Android, iPhone and Microsoft etc. Smartphone 

Application Market is another business sector introduced by Smartphone‘s. Different mobile 

operating system vendors have their own mobile application technology hence having a 

different market for Smartphone Applications. Smartphone‘s also impacted advertising 

business sector as well. Advertising is an old concept but the features of Smartphone have made 

it more effective and no doubt it is an additional positive impact of Smartphone application for 

business.  

 There are some negative impacts of smartphones. The major impact of Smartphone is on 

PC market. Web analytics firms, a large number of people almost up to 65% are using their 

smart phones to read news feeds, post status updates, read & reply to messages and post 

photos. This shows that now people are leaving PCs and moving towards Smartphone‘s. 

Smartphone features like, text to speech, GPS and social Websites are helping people to easily 

remain integrated with society. Using these services and many more features, People can easily 

communicate to their needs, seek assistance from others and remain connected to society. 

 

Analysis and Interpretation 

 Number of respondent’s distribution shows the number of frequencies in various classes, 

which helps to get some preliminary ideas with respect to the objectives under study. Therefore, 

as a first step number of distribution with respondents for various variables. To interpret the 

result comprehensively percentage value are computed. The percentage method was 

extensively used for analysis and interpretation. 

 

Personal factors of the sample respondents 

• 62% of the respondents are male and 38% of the respondents are female. 

• 48% of the respondents belong to the age group of 15-25 and 32% of the respondents belong 

to 25-35. 

• 40% of the respondents who utilize Smartphone are students and next 32% of the 

respondents are private employee. 

• 36% of the respondents having income < Rs.20,000 and 24% of the respondents level of   

income between Rs.20,000 –Rs. 35,000. 

• 72% of the respondents own a Smartphone. 

• 83% of the respondents are satisfied with their Smartphone features. 

• 44% of the respondents prefer Samsung brand and 52% of the respondents using Airtel   

service provider because of fast internet facility. 
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Smartphone Usage Pattern 

Table 1 Usage of Smartphone 

Area of Usage Percentage 

Personal 50 

Official 28 

Both 22 

 

Table 2 Reason for the preference towards model 

Reason Percentage 

Physical Appearance 32 

Prestige issue 20 

Unique features 48 

 

Application mostly used through Smartphone 

 

 
    Source: Primary data 

 As evident from the above diagram indicates that the application mostly used by the 

respondents for usage of smartphone. Majority of 28% of the using communication apps it 

shows social, messaging, calling and blogging etc., next 20% of the respondents using 

entertainment apps like media, video, music and audio etc., 16% of the respondents read books, 

references and library through education apps,12% of the respondents spent time to play games.   

 

Factors affecting downloading applications 

 
    Source: Primary data 

 The above diagram indicates that factors which affects for downloading apps, majority of 

32% of the respondents has motive through friends, next 24% of the respondents having 

inspired through internet, 20% of the respondents affected by family members, while reading 

newspaper 12% of respondents inspire to download various apps. 
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Factors influencing to purchase Smartphone 

 

 
    Source: Primary data 

 The above diagram depicts that factor influencing to purchase Smartphone 47% of 

respondents strongly agree through family and friends suggestion. However 40% through 

financing and 38% well known brand has strongly affirmed. Merely 50% of respondents having 

position within society and quality of product to influence to purchase. Next 30% of 

respondents have strongly agreed to after sales service and festival season to purchase mobiles 

and schedule as an advertisement influenced respondents while 24% indifferent.  

Hypothesis testing 

S.No Ho 

Table 

value 

Calculated 

value 

Significance 

Level 
Remark 

1 
There is no association between 
age and satisfaction of 
Smartphone 

9.488 3.421 5% Accepted 

2 
There is no association between 
gender and factors affecting to 
download apps 

11.070 4.528 5% Accepted 

1. As calculated value is lower than the table value, the hypothesis is accepted and proven that 

there is no relationship between age and satisfaction of purchase Smartphone. 

2. As calculated value is lower than the table value, the hypothesis is accepted and proves that 

there is no relationship between gender and factors affecting to download apps through 

Smartphone. 

 

Suggestions 

• Advertisement in apps to promote their own business/product should be focused on top 

four apps category such as “communication”, “entertainment”, “education” and “games” 

to promote their business, according to the study. 

• Majority of respondents were using android operating system, thus individual Smartphone 

apps by entrepreneurs should first focus on android platform compatibility followed by rest 

of others. 

• Companies are getting advantage of word-of-mouth because of high rate usage of these 

apps and can have competitive advantage of having volunteer marketer of their business, 

particularly when they indulge into marketing through Smartphone apps. Hence, the 

companies should initiate to make their own business apps. 

 



Strategic Growth of Business in New India-Prospects and Challenges 

 

Page 174               JAMAL MOHAMED COLLEGE (AUTONOMOUS) 

• For T.V. promotional of apps peer group “friends” shall be highlight, as “friends” is the 

most influencing factor to download an app. 

• Apps shall be engineered in a user friendly way by apps provider because word of  mouth 

plays an important role here, as positive and negative reviews are posted for apps on 

internet, where from one can see the reviews easily given by other users 

 

Conclusion 

 The consumers considered usage ease and processing speed as major factors building 

preference followed closely by technological needs and applications. Thus, Smartphone 

companies must focus mainly on usage ease, processing speed, applications and technological 

needs so as to build strong preference for Smartphone and give an edge to a particular brand. 

The consumers mainly use their Smartphone for making calls, messaging (e.g. SMS, Whatsapp 

etc.) and internet browsing. This observation was closely followed by using Smartphone for 

email and social networking (e.g. face book, twitter etc.). Thus, Smartphone companies must 

emphasize on enhancing calling, messaging and internet browsing features by focusing on 

hardware compatibilities and thus providing a competitive edge. 

 Most of the consumers considered relative advantage to be a major influence followed 

closely by compatibility and social influence. Thus, relative advantage of a Smartphone should 

be attributed to attract consumers and stakeholders. The consumers considered internet and 

mass media as important information sources generating consumer awareness followed closely 

by peers and family. Thus, the Smartphone companies must focus mainly on providing more 

information about their product through internet and mass media. Even emphasis on 

improvising retailer and company sources should be made for generating more awareness 

among consumers. The consumers ranked convenience and multitasking as most important 

benefits derived by Smartphone users.  
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