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Introduction and Research Design  

 E-business has received much attention from entrepreneurs, executives, investors, and 

industry observers recently. As information technologies (IT) develop, novel ways of business 

process redesign (BPR) emerged, creating turmoil in the industry. Organizations today 

frequently integrate Internet technology to redesign processes in ways that strengthen their 

competitive advantages. Success breeds imitation and invites more entries. The rapid 

expansion of e-commerce values in the past few years convinced many people that a new 

economy has emerged.  

 According to reports published by International Monetary Fund (IMF) and Central 

Statistics Office (CSO), India is among the fastest growing economies of the world. Among 

several factors, a conscious patronization of online commerce, and an emergence of retail as a 

dominant market segment have contributed to the unprecedented growth of ecommerce in 

India. For the financial year 2016-17, ecommerce sales reached the US $16 billion with a 

projection of a seven fold growth within the next two fiscals as estimated by Morgan Stanley. 

By 2020 online commerce sales is expected to cross $120 billion. The e-commerce has 

transformed the way business is done in India. The Indian e-commerce market is expected to 

grow to US$ 200 billion by 2026 from US$ 38.5 billion as of 2017. The value of e-commerce 

market is expected to cross US$ 50 billion by 2018. 

 Descriptive research design is undertaken to present the strategies adopted by e-commerce 

companies India. The secondary data has been used for the study. Secondary data will be 

collected from various government publications, books, journals, magazines, newspapers and 

internet sources. 

 

Statement of the Problem  

 India is the fastest growing market for the ecommerce sector. Being driven by a young 

demographic profile, increasing internet penetration and relative better economic performance, 

India‘s E-commerce revenue is expected to jump from US$ 30 billion in 2016 to US$ 120 billion 

in 2020, growing at an annual rate of 51 per cent, the highest in the world. Ecommerce has 

great potent and definitely in coming years, Indian ecommerce will not be limited to urban 

regions. Once ecommerce is able to penetrate into the semi-urban and rural India, the impact of 

ecommerce in India would be more than what we can even guess in today's time. And it is not 

just an assumption, but its the actual credentials of it, which makes it game in coming years.  
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 There is lot of challenges and paradigm shift are take place in market, which seller would 

realize and gradually shift to their business operations from traditional way into digital 

platform. In order to sustain in the present competitive world, a seller has to know and 

innovative lot of strategies like trend setting, adopting digital marketing and various  

e-promotional measures. This research paper has focus on what are the various competitive 

strategies needed for successful e-business operations. 

  

Review of Literature 

 Siamak Azadi (2011)1 in his study on ―Strategies For Competitive Advantage In Electronic 

Commerce‖ Despite rapid and sustained development of electronic commerce, many companies 

doing e-business are still in the investment and brand-building phase and have yet to show a 

profit. However, as e-businesses shift their focus from building a customer base to increasing 

revenue growth and profitability, they should revaluate their current business strategies, if 

any, and develop strategies that provide a clear path to profitability. This study uses 

McCarthys four marketing mix model and Porter’s five competitive forces model to identify 

strategies for Internet companies that respond to the five competitive forces and thereby 

achieve a competitive advantage.  

 Vaida Pilinkiene, Ralph-JörnKurschus, GodaAuskalnyte (2013)2 in their article on  

―E-Business as a Source of Competitive Advantage presents the analysis of the relationship 

between e-business benefits and competitive advantage. Different approaches of authors 

towards e-business and competitive advantages have been analyzed and summed up, the 

analysis of the e-business impact on usual business processes has been outlined, resource-based 

as well as M.Porter‘s approaches to competitive advantage were compared.  

 

Objectives of the Study  

 To overview the current scenario of e-business industry in India 

 To present the strategies adopted by e-commerce companies in India 

 

Conceptual Clarification  

 Electronic business (e-business) refers to the use of the Web, Internet, intranets, extranets 

or some combination thereof to conduct business. E-business is similar to e-commerce, but it 

goes beyond the simple buying and selling of products and services online.  

 Competitive Strategy is defined as the long term plan of a particular company in order to 

gain competitive advantage over its competitors in the industry. It is aimed at creating 

defensive position in an industry and generating a superior ROI (Return on Investment).  

 

Strategies Adopted by E-Commerce Providers 

 Various strategies like product strategies, pricing strategies, promotional strategies and 

place& distribution strategies are presented below: 

 

Effective Product Strategy  

 The digital aspect of the customer experience is only one of many different touch points the 

brand has with its customers. Every successful ecommerce firm has a brilliant underlying 

product strategy. So today, let‘s discuss about the importance of Product from the marketing 

mix strategy. A product is the item offered for sale. A product can be a service or an item. 



Vol. 6     Special Issue 1    April 2018   ISSN: 2320 – 4168
  

Shanlax International Journal of Commerce Page 3 

Whatever the nature of the product, it will follow a lifecycle and through reasonable predictions 

of this lifecycle, a company can increase its competitive edge. A brand can be revamped or re-

launched to remain relevant in a changing market or at the end of its lifecycle. 

 

Features and Value Creation 

 Every product should have certain characteristics that separate it from its competitors. 

These characteristics are the standout an input to the product‘s marketing. It determines all 

subsequent actions such as pricing, communication strategy and additional features or add-ons. 

So, it is vital to try to create a unique set of characteristics for any product. 

 

Unique Selling Proposition 

 A factor that is shown to be the basis of why one product is better than its competitors is 

called a unique selling proposition or a USP. This characteristic or set of characteristics helps 

solidify a company‘s market position and allows them to stand apart from competition. The 

company needs not only to identify an USP but also to clearly communicate this to the potential 

audience so that it is understood why the product is superior or different to similar products. 

  

Levels of Product: A product can be looked at three different levels. 

 a. Core – This is the first level to be defined and explored. What is the main or core benefit 

that a product offers to its consumers? In the case of a camera, they are able to capture 

memories forever through the purchase of a product. 

 b. Actual – Here, any additional benefits are added on to differentiate the product and 

highlight its USP. In the example, all cameras offer the same core benefit. But any additional 

features or strong branding can offer a better product. 

 c. Augmented – Finally, there needs to be an assessment of what further benefits can be 

offered to the customer to ensure a loyal purchasing customer. In our example, these can be 

after sales service, extended warranties or product support blogs. 

 

Pricing Strategies 

 Pricing products and services online is one of the most exciting and complex exercises you 

will take as a business general manager. Utilizing an effective online pricing strategy requires 

both a test-and-learn mentality paired with an intuitive feel for how you would like your brand 

and products to be perceived. An online pricing strategy can pave the way to omni-channel 

selling success. In an online marketplace, the price of a product can captivate the interest of a 

customer or make them exit to another website. Whether you are a B2B e-commerce site or a 

B2C online store, a pricing strategy is an effective driver of growing profits and influencing 

inventory turnover. There are five different eCommerce pricing strategies that can be 

implemented for online pricing: Cost-Plus Pricing, Target Return Pricing, Value-Based Pricing, 

Competitive Pricing and a Lead Generation Model. 

 

Cost-Plus Pricing 

 This strategy entails the retailer placing a mark-up on top of the wholesale cost of the 

product that they paid for. This is also known as Keystone Pricing.  

 

 

https://apttus.com/resources/selling-in-omnichannel-world/
https://apttus.com/resources/selling-in-omnichannel-world/
https://apttus.com/solutions/e-commerce/
http://retail.about.com/od/glossary/g/keystone.htm
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Target Return Pricing 

 This price strategy includes a goal for a return on cost. it can determine a price that yields 

its target rate of return on investment. The product of desired rate of return and the capital 

invested provides the required total return, and hence the desired return on investment 

 

Value-Based Pricing 

 The pricing strategy entails pricing a product or service to appeal to customers over 

alternative products or competing prices. It takes into account a very deep understanding of 

customer value. Value-Based Pricing establishes prices for products and services largely on 

perceived value.  

 

Competitive Pricing 

 This pricing strategy is the practice of setting a price based on what the rate of competition 

charges for similar goods or services. It results in a narrow gap between cost and profit.  

 

Lead Generation Model 

 This strategy is the practice of engaging users to actively request additional information 

online. As pricing is contingent upon terms and conditions stipulated in pre-determined 

contracts, this strategy ensures that the visitor does take action and click to request 

information expecting to hear back from a sales representative in regards to product details and 

pricing terms. Users can adopt this strategy online if they require a portal login for their 

customized pricing needs 

 

Successful Online Pricing Strategy 

 There are a few pros and cons for each pricing strategy depending on business. 

Nevertheless, include how the price the products in mind when running online web store. 

 

Promotional Strategies 

 Affiliate Programs: Affiliate marketing programs can be found in many websites. These 

sites pay their affiliates referral fees to help drive traffic to the affiliate sponsor, just as 

manufacturers pay commissions to selling agents. Affiliate marketing is a proven cost effective 

channel for customer acquisition.  

 Targeted Advertising: it means directing the advertising efforts towards an identified 

market segment. In case of eLegalDoc, the first online segment to target will be Small Business 

Center customers. 

 Banner Advertising: To make targeted advertising easier for the marketers, some 

companies are offering specialized services to target ads based on users' web browsing patterns. 

Double-click (www.doubleclick.com) offers this type of service, by following each user from 

website to website around the Internet and targeting adverts accordingly. They also specialize 

in serving banner ads and closed loop marketing. 

 

Place and Distribution Strategies 

Important Distribution Strategies are  

 Intensive Distribution: Used commonly to distribute low priced products or impulse 

purchases. For example snacks such as chocolates, soft drinks and crisps 

http://www.priceintelligently.com/blog/bid/162160/Value-Based-Pricing-101-The-Necessities-and-Your-Pricing-Strategy
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 Exclusive Distribution: Involves limiting distribution to a single outlet. The product is 

usually highly priced, and requires the intermediary to place much detail in its sell. An 

example of would be the sale of vehicles through exclusive dealers. 

 Selective Distribution: A small number of retail outlets are chosen to distribute the 

product. Selective distribution is common with products such as computers, televisions 

household appliances, where consumers are willing to shop around and where manufacturers 

want a large geographical spread. 

 

Other Strategies 

 Expansion: E-commerce companies are gradually expanding to different cities, regions and 

even countries. They are also expanding their product range to cater to a larger amount of 

people. In May 2017, Uber launched UberEats, an on-demand food delivery app in India. As of 

July 29, Amazon India has pledged US$ 500 million for the expansion of its food retail business 

in India. 

 Ancillary Services: One of the biggest advantages of E-commerce is that along with the 

core product or service it can also provide numerous ancillary services without having to invest 

a lot. Amazon India introduced one day delivery guarantee on purchases for a nominal fee. E-

commerce websites are also introducing e-Wallet services; for example - Amazon‘s Pay Balance 

 Personalised Experience: Site visitors demand one-of-a-kind experiences that cater to 

their needs and interests. Technology is available, even to smaller players, to capture individual 

shoppers‘ interests and preferences and generate a product selection and shopping experience 

led by individualised promotions tailored to them. This strategy has helped companies to know 

customers‘ demands better and serve them accordingly. 

 Subscription for E-Commerce: E-commerce companies are increasingly adopting 

subscription model to provide extra benefits and tailored services to customers to suit their 

needs. Amazon introduced Amazon Prime, a subscription based service for Amazon customers, 

in 2016. Members of Amazon Prime could avail early access to selected deals, free one day 

delivery and other benefits.  

 Micro-Target an Online Audience: E-commerce is basically about establishing a 

―territory‖: defining and designing a site to reach an audience with a common interest or 

characteristic. Whatever your product or service, define your company‘s niche markets that you 

can penetrate online with specialized offerings. 

 Create Content to Build Stickiness: Winning e-commerce deploys crowd-sourced content 

to make a site ―sticky‖ for potential buyers. Amazon attracted millions of consumers by 

encouraging them to share their opinions of items like books and CDs. What is your strategy to 

help potential customers for your products or services find you via Google? Use keywords and 

meta tags to raise your ranking in search results. 

 Tailor the Browsing Experience to target segments: Brand-appropriate site design 

and well-structured navigation remain key ingredients for attracting an audience and getting 

them to come back. Provide an enticing browsing experience across online platforms. If you 

want to sell backpacks to college students, for example, use vibrant colors with a flashy design 

to evoke a sense of youth and adventure. 

 Integrate across Channels: Create multi-channel offerings, enabling your consumers to 

experience your brand consistently, whatever their shopping method of choice. But be sure that 



National Level Seminar on “ROLE OF E-COMMERCE IN BUSINESS AND ENTREPRENEURIAL DEVELOPMENT” 

 

Page 6                         Vivekanandha Arts and Science College for Women, Veerachipalayam 

products you are selling via different channels are sufficiently differentiated to account for price 

differences. 

 Invest in Mobile: Mobile commerce is growing at a rate of over 130 percent annually. If 

you lack a robust mobile commerce platform, you will see a dramatic drop off in revenue over 

the next several years. To stay competitive, you need to offer mobile-accessible services such as 

delivery status, real-time notifications, click-to-call, maps, and product information. 

 Tap into Logistics: To accommodate growth, you may need to tap the capabilities of third-

party logistics providers (3PLs) to manage a high volume of complex orders. Reverse logistics, 

the ability to handle returns and exchanges quickly and economically, is becoming a key 

differentiator. Same-day delivery and innovative fulfillment networks can be competitive 

advantages. 

 Bypass the Middlemen: The Internet is enabling small companies to reach lots of 

consumers quickly. Manufacturers, including factories in China, are increasingly willing to 

work with small brands. They have discovered that small brands are more likely to introduce 

new products to market because they are less constrained by shelf space limitations and 

complex supply chains. 

 Offer a Seamless Experience across Channels: Your sales will grow if you ensure that 

product availability, promotional strategies, and brand experience are consistent across all 

channels -- whether online, in-store, or on a mobile device. Implement cloud-based supply chain 

technology to gain visibility into your performance across all channels 

 

Conclusion 

 Without technology, the business cannot survive for a long run. In the competitive digital 

era, every prospective businessman have to identify and adopt the various strategies based on 

their business prospective which leads to success and profitability of the business. 
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Introduction 

 The e-commerce market in India is estimated to grow at 30 percent year-on-year.  

E-retailing comes under e-commerce. E-tailing helps retailers build loyal customers and is 

aimed at selling in areas where they don‘t have a physical presence. The penetration of e-

commerce is low compared to markets like the United States and the United Kingdom but is 

growing at a much faster rate with a large number of new entrants. The industry consensus is 

that growth is at an inflection point. The online retail market has evolved and grown 

significantly over the past few years. Asia Pacific is emerging as the fastest growing region for 

online retail with China showing tremendous potential.  

 

E-Tailing in India 

 According to a recent e-commerce survey by Visa, the credit card company, eighty per cent 

of Internet users in the Asia Pacific made an online transaction, and spent an average of over 

US$ 3,000 each in the past 12 months. The survey revealed that, in India, digital downloads 

were the most popular form of consumer ecommerce. Seventy-six percent of respondents from 

India, the highest among Asia Pacific countries (including Hong Kong, Singapore, 

 Japan, Korea and Australia), have bought some form of digital entertainment over the 

Internet in the last year; music downloads (63 percent) emerged as the most popular digital 

entertainment purchase. Indian consumers recognise the convenience of online shopping as 

reflected in the high percentage of Internet users who buy a wide range of products online—

from those for everyday use to the occasional high value item. According to the Visa report, the 

top draws for shopping online were airline tickets, online travel agents, and travel 

accommodation. Clothes and shoes grabbed the fourth spot. However, the food and groceries 

segment was positioned seventh in this survey.  

 

Top Indian E-Tailers in India 

 Flipkart.com: Books, mobile phones, digital cameras, laptops, watches, clothing andother 

products 

 Snapdeal.com: Mobiles, laptops, appliances, clothes, shoes 

 Fashion and you.com: Branded clothing, shoes, hand bags, watches, home décor, 

accessories for men and women 

 Myntra.com: Apparel, branded footwear, accessories 

 eBay: Consumer electronics products, fashion apparel, collectibles, sporting goods, digital 

cameras, baby items, watches, coupons, etc 

 Homeshop18: Mobiles, cameras, home and kitchen appliances, jewellery, fashion products, 

health and beauty products 

 Rediff Shopping: Gifts, mobiles, electronics, clothes and shoes 
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The Link between E-Tailing and Technology 

 In India, e-tailing has the potential to grow to US$ 76 billion dollars by 2021. This would be 

possible if a large part of India‘s rural population is also brought under the fold of the Internet, 

and has access to online shopping. E-retailers also need to instil confidence in online customers 

with prompt delivery of goods, discounts for bulk purchases, delivery of quality goods, etc. The 

Indian consumer market is set to attain a different look. Technologies that aid in managing 

inventory, capturing sales data, forecasting demand and generating automatic replenishment 

to reduce time-to market are likely to gain prominence. Inventory tracking technologies, such 

as RFID (Radio Frequency Identification), which have been so successful in developed 

countries, will see greater adoption in India. Meanwhile, Quick Response codes too, are 

expected to be in widespread use in the country with the growing use of smart phones. With 

sustainability becoming integral to corporate strategies, the adoption of cost-effective green 

technologies—that reduce energy consumption, emission levels and wastage—is also expected 

to increase. The next battle for the consumer market will be fought on the back of technology. 

Companies that are able to use technology to their benefit will move far ahead of those that do 

not. 

 

Union Budget 2018  

 The Union Budget re-enforces the Government‘s strong commitment to a less cash economy, 

and highlights the role and potential of fin tech companies in India‘s growth. Indian 

Government welcomes an increased investments in Digital India. Digitizing toll payments will 

further pave the way for digital adoption. Initiatives supporting the development and adoption 

of new technologies such as block chain, artificial intelligence and machine learning will be 

game changing for the digital payments sector. A commitment towards assigning a unique ID 

for businesses will help build a trusted eco-system for digital payments.  

 With a focus on technology, the Finance Minister has provided great support to the digital 

industry. The government's decision to create 500,000 wifi hotspots in rural India will enable 

broadband access to those with no or little access to the realm of the internet. This will help 

grow the digital commerce industry and encourage more people to adopt cashless economy.. It 

does, however, encompass e-tail activities, which mean selling goods and services ordered 

online.  

 In case of a foreign company engaged in selling goods and services in India, so far, the 

position has been that it would be taxed in India on this business income provided the company 

either had a dependent agent in India who habitually concluded contracts for it in India and/ or 

the foreign company had a physical presence in the form of an office or place of business 

through which the business was carried out. In case of online business, where goods are ordered 

on the internet without the foreign company having any presence in India or having an agent 

who concluded the contracts in India, there would not be a business connection in India and the 

foreign company‘s income would not be taxable in India. 
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E-Retailing prospects in India 

 This statistic provides the retail e-

commerce volume in India from 2016 to 

2022. In 2016, the sale of physical goods 

via digital channels in India amounted to 

16.07 billion U.S. dollars in revenues. 

India is one of the fastest-growing e-

commerce markets worldwide, with 

millions of new internet users taking 

advantage of cheap mobile connections to 

send mobile messages, watch online 

videos, use mobile services, and of course, 

to shop. As of 2015, only 26 percent of the 

local population was using the internet; 

almost ten times the audience size from a decade prior. According to recent market 

research, mobile phone internet user penetration in India is projected to reach 37.36 percent of 

the population in 2021, representing a huge potential in terms of digital and mobile buyer 

audience. Total internet audiences in India are estimated to surpass 635 million online users in 

2021.  

 E-Retailing can provide employment to ~1.45 million people by 2021. Its growth will spur 

the creation of new capabilities and human skills in the areas of logistics, packaging, and 

technology. Additionally, such growth will promote the rise of service entrepreneurs who will 

have the potential to earn ~USD 7.5 billion, annually, by 2021.It will open up international 

markets for the SME sector and can become an important facilitator for the growth of the 

telecom and domestic air cargo industries. 

 

Conclusion 

 The formalization and growth of E-tailing will play a pivotal role in bringing sustainability 

and economic viability to many facets of the economy. The growth of E-tailing in India will be 

complementary to the growth of traditional retail, and in no way be at cross purposes. On the 

contrary, it will improve efficiencies and reduce transaction costs in retailing and thereby boost 

the productivity of manufacturers (SMEs) and service providers. In India, E-tailing has the 

potential to grow more than hundred-fold in the next eight years to reach a value of 76 billion 

dollars by 2021. This would be possible if more number of rural people brought under the fold of 

internet accessing and trained to use the sophisticated way of shopping and if the E-tailers 

change their business models and understand their consumers more because consumers are the 

real Kings. 
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https://www.statista.com/statistics/309867/mobile-phone-activities-india/
https://www.statista.com/statistics/255135/internet-penetration-in-india/
https://www.statista.com/statistics/255135/internet-penetration-in-india/
https://www.statista.com/statistics/309019/india-mobile-phone-internet-user-penetration/
https://www.statista.com/statistics/255146/number-of-internet-users-in-india/
https://www.statista.com/statistics/255146/number-of-internet-users-in-india/
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Introduction 

 The online shopping environment still represents a comparatively new, and largely 

unexplored, marketing channel. Not surprisingly, little is understood regarding the nature of 

and influences on impulsive consumer purchases during online marketing exchanges. This 

paper investigates these and related issues. Associated results tentatively suggest that 

significant relationships may exist between gender, subjective norms, consumer impulsivity, 

purchase intention, and actual purchase behaviour in online marketing environments. 

Companies love digital advertising‘s ability to reach specific audiences. On Facebook, for 

example, an advertiser can target women between the ages of 30 and 40 who live in a particular 

zip code and buy organic produce. Thus, the competition is booming, it takes lot of time and 

effort to develop and maintain marketing campaign to beat the competition. 

 

E-Commerce Marketing 

 Ecommerce marketing is the process of driving sales by raising awareness about an online 

store's brand and product offerings. Digital marketing for ecommerce applies traditional 

marketing principles to a multichannel, data-driven environment. 

 

Ecommerce Marketing Channels 

Pay-Per-Click Advertising (PPC) 

 Running an effective PPC campaign involves strategic bidding on the keywords or phrases 

used in the ads you create. Your ads will appear above or below non-paid organic search results, 

with higher bids earning the #1 position. Search engines earn revenue on a per-click basis, 

while impressions are determined by user search query. 

 

Search Engine Marketing (SEM) 

 Often used as a synonym for PPC, SEM refers to paid advertising campaigns. This 

multifaceted term is used by many marketers to describe all paid and organic efforts. It‘s also 

used to describe efforts on Google‘s AdWords platform and paid platforms on other search 

engines, such as Bing. 

 

Search Engine Optimization (SEO) 

 Unlike the paid advertising methods described above, SEO traffic generates unpaid, 

―organic‖ results across search engines like Google and Yahoo. Successful SEO combines 

adherence to best practices on a product level in tandem with content creation, inbound links, 

social media engagement and many other factors taken into consideration by search engine 

algorithms 

https://www.bigcommerce.com/blog/increase-ecommerce-sales/
http://www.bigcommerce.com/ecommerce-answers/what-is-sem-search-engine-marketing
https://www.bigcommerce.com/ecommerce-answers/how-leverage-seo-content-marketing-and-pay-click-advertising-grow-your-online/
https://www.bigcommerce.com/ecommerce-answers/how-does-search-engine-work/
https://www.bigcommerce.com/ecommerce-answers/how-does-search-engine-work/
https://www.bigcommerce.com/ecommerce-answers/how-does-search-engine-work/
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Display Advertising 

 Display advertising refers to banners, sidebars and other predominantly-visual 

advertisements that appear on other websites. Display ads are facilitated by ad networks such 

as Google Display Network. 

 

Affiliate Marketing 

 Affiliate marketing leverages product-focused referrals such as reviews, comparisons and 

testimonials, to drive traffic to an online retailer‘s website. Receiving a set commission for 

referred sales, affiliate marketers typically have a loyal following or receive traffic from some of 

the above channels. 

 

Email Marketing 

 Email marketing is used to target current, potential and past customers with 

newsletters, abandoned cart notifications and remarketing. 

 

Urban Living Consumers Choice towards Organic Foods 

 Organic food products are less harmful but often more expensive than their non-organic 

equivalents. Cost-conscious consumers would prefer cheaper alternatives. Over the last 

decades, consumers‘ health consciousness is driving the organic food industry. Healthier food 

products have entered the global markets rapidly gaining market share. Due to environmental 

concern, some consumers may favour organic food due to its environmentally-friendly supply 

chain.  

Organic farming methods adhere to standards requiring organic products bearing the 

organic label grown without the use of toxic and persistent pesticides. Innovations in digital 

technologies such as advanced data analytics, 

predictive modelling, and robotics are making 

farms more efficient. Biotechnology advances 

helps to create better and more abundant food. 

This study examines four factors (health 

consciousness, environmental concern, 

perceived value and social lifestyle) influence 

towards urban consumers‘ patronage towards 

of organic produce. 

 Organic producers and marketers are 

facing dilemma of not knowing factors that 

influence urban consumers‘ patronage towards organic produce. Urban consumers would be 

more accepting towards innovation. Innovation adoption sets as a catalyst for our independent 

and dependent variables. This study aims to further improve strategies to enhance patronage of 

organic food produce among urban consumers in Pollachi. 

 

Objectives of the Study 

 To understand the behaviour of ecological consumers and the impact of e-commerce on 

organic food marketing. 

 To identifies the level of awareness and satisfaction of consumers buying organic foods 

online 

http://www.bigcommerce.com/ecommerce-answers/what-are-abandoned-cart-emails-and-when-best-time-send-them/
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 To determine the factors influencing consumer behaviour in buying organic foods through 

online. 

 

Limitation of the Study 

 This study is conducted among urban living people in Pollachi, who buy organic foods 

online. Hence, the findings do not imply universally. 

 Time limit is a main constrain to cover many digital users in pollachi 

 

Research Methodology 

 The method used for the data collection was using a structured questionnaire, with 

closed‐ended questions. In total, 178 respondents participated in Pollachi taluk. It was decided 

to use various multivariate analyses like multiple regressions and factor analysis.  

 

Conclusion 

 The main concern of the respondents happens to be security of e-commerce websites and 

payment methods. If e-retailing should flourish these two reasons have to be addressed by the 

e-retailers. The present study has made an attempt to assess the reasons for Internet shopping, 

to find the type of goods people buy on the internet, payment method used and consumer 

perception in pollachi. The present study is an initial attempt to build and test a conceptual 

framework for consumer behaviour towards online retailing. With more research, it is expected 

that a more comprehensive conceptual framework related to consumer behaviour towards 

online retailing can be developed. The results indicate that source of awareness, availability 

and education from demographic factors positively influence the consumer‘s. Overall 

satisfaction of consumers for organic food is more than inorganic food but the satisfaction level 

varies due to different factors. Hence, the impact of e-commerce plays a vital role in organic 

food marketing. 
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Abstract 
 Electronic Business (e-Business) is revolutionizing the way of communication between internal and 

external stakeholders in an organization. E-business can lead to competitive advantage and at the same 

time, increase profitability. There are several factors resulting on the success of e-business. One of the most 

important factors is trust. Acquiring customers’ trust depends on many things that an e-business controls. 

Some relating factors for gaining customers’ trust are: appeal of the website, product/service offering, 

branding, quality of service, and trusted seals. India is showing tremendous growth in the E-business. 

India has an internet user base of over 100 million users. The e-commerce industry is growing at a rapid 

pace and changing the dynamics of the retail industry. In the coming years, e-commerce is expected to 

contribute close to 8-10% of the total retail segment in India. This growth is bound to continue provided e-

commerce companies focus on innovating, building strong technology infrastructure and delivering the best 

customer experience. This paper presents current position and future position of E-Business in India, the 

advantages of E-Business and challenges faced by E-Business players in India. 

 

Introduction 

 Electronic business processes include buying and selling products, supplies services; 

servicing customers; processing payments; managing production control; collaborating with 

business partners; sharing information; running automated employee services; and more. The 

objective is to improve a business’s efficiency, competitiveness and profitability through the use 

of technology. E Commerce is ‘Using Electronic Platform for Business Transactions’. It is also 

called a ‘Virtual Market Place’. Every minute millions of people from all over the world are 

logging into the Internet looking for some information, for product, services, to look for news, 

download music, for online shopping and so on. Every individual is looking for something that 

he would like to obtain or buy online instead of having to go through a physical transaction. E-

commerce is a sub-set of e-business which uses the internet as a medium for transactions – the 

purchase, transfer or exchange of goods, services and/or information over the internet. 

 

Present & Future Position of E-Business 

 Cash on delivery is a unique thing to India and is a preferred payment method. India has a 

vibrant cash economy as a result of which around 80% of Indian e-business tends to be Cash on 

Delivery. 

 E-business in India is still in the burgeoning stage, but it offers extensive opportunity in 

developing countries like India. Highly in tensed urban areas with very high literacy rates, 

enormous rural population with fast increasing literacy rate, a rapidly growing internet user 

base, technology advancement and adoption and such other factors make India a dream 

destination for e-business players. Moreover, squat cost of personal computers, an emergent 

installed base for Internet use and a progressively more competitive Internet Service Provider 
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(ISP) market has added fuel to the fire in augmenting e-commerce growth in Asia’s second most 

populous nation.  

 The e-commerce has transformed the way business is done in India. The Indian e-commerce 

market is expected to grow to US$ 200 billion by 2026 from US$ 38.5 billion as of 2017. The 

value of e-commerce market is expected to cross US$ 50 billion by 2018. Much growth of the 

industry has been triggered by increasing internet and smart phone penetration. The ongoing 

digital transformation in the country is expected to increase India’s total internet user base to 

829 million by 2021 (59 per cent of total population), from 373 million (28 per cent of 

population) in 2016, while total number of networked devices in the country are expected to 

grow to two billion by 2021, from 1.4 billion in 2016. Total online spending, inclusive of 

domestic and cross-border shopping, is expected to increase by 31 per cent year-on-year to Rs 

8.76 trillion (US$ 135.8 billion) by 2018. Cross-border shopping by Indians touched Rs.58, 

370crore (US$ 9.1 billion) in 2016. The top three countries preferred by Indian for cross-border 

shopping in 2016 were USA (14%), UK (6%), and China (5%).  

 Technology enabled innovations like digital payments, hyper-local logistics, analytics driven 

customer engagement and digital advertisements will likely support the growth in the sector. 

With the increase in the number of electronic payment gateways and mobile wallets, it is 

expected that by the year 2020, cashless transaction will constitute 55 per cent of the online 

sales. The growth in e-commerce sector will also boost employment, increase revenues from 

export, increase tax collection by exchequers, and provide better products and services to 

customers in the long-term. 

 The e-commerce is growing at a rapid pace and changing the dynamics of the retail 

industry. In the coming years, e-commerce is expected to contribute close to 8-10% of the total 

retail segment in India. This growth is bound to continue provided e-commerce companies focus 

on innovating, building powerful technology infrastructure and delivering the best customer 

experience. 

 

Advantages of E - Business in India 

 There is a rising awareness among the businesses in India about the opportunities offered 

by e-commerce. Ease of Internet access is the critical factor that will result in rapid adoption of 

Net commerce. Safe and secure payment modes are fundamental along with the need to invent 

and popularize innovations such as Mobile Commerce. 

 E-commerce provides a new place for connecting with consumers and conducting 

transactions. Virtual stores operate 24 hours a day, 7 days a week. Many virtual retailers 

represent a single company while others, such as Top Online Shopping (toponline 

shopping.com), represent an association of companies. 

 

Global Trade 

This is the biggest advantage of conducting business online. A firm engaging in e-business 

can have a nationwide or a worldwide presence. IBM was one of the first companies to use the 

term e-business to refer to servicing customers and collaborating with business partners from 

all over the world.  
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Virtual Businesses 

As a result of e-business, business firms can become virtual businesses. Virtual business 

uses electronic means to transact business as opposed to the traditional face to face transaction. 

 

Lower Costs 

A virtual store requires relatively less investment rather than to establish a physical store. 

With the increasing cost of property (land and building) and real estate, the dream of being 

there at the door step of the customer at the time of requirement is becoming a harsh reality. 

 

Round the Clock 

Customers can do transactions for the product or request information about any 

product/services provided by a company anytime, anywhere from any location. 

 

Enhanced Customer Service 

 Database management, Customer Relationship Management (CRM), data mining and data 

warehousing and automated systems are not only helping the customer rather these are in a 

way providing an opportunity to the sellers to handle or deal with the customer better 

 

Challenges and Solutions 

 While the benefits are numerous, there are some challenges as well. This section describes 

Challenges and Solutions. 

 

Infrastructural Problems 

 Internet is the backbone of e-commerce. Internet penetration in India is still very low 

(34.8%) compared to other countries. The quality of connectivity is poor in several regions. But 

both these are real threats for the growth of e-commerce market in India 

 

Solution 

 The internet providers should take effort to overcome the connectivity problems. The day is 

not far when connectivity issues would not feature in a list of challenges to e-business in India. 

 

Poor Knowledge and Awareness 

 When it comes to ratio of internet consumers, scenario is not so admirable one. Majority of 

Indian rural population are unaware of internet and it uses. Surprisingly, most of internet 

savvies or urban populations are also suffering from poor knowledge on online business and its 

functionalities so they prefer traditional approach of buying and selling. 

 

Solution 

 Initially, new Internet users would be reluctant to conduct any kind of business online, 

citing security reasons as their main concern. Education– the awareness and knowledge among 

the consumers regarding the e-commerce security should be taken into consideration. In order 

to increase consumer adoption of e-services, the sources of consumer confusion, apprehension 

and risk need to be identified, understood and alleviated.  
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Lack of Trust 

 Failure to deliver on any one aspect of customers' demands would lead to failure in 

retaining them. 60% of the users do not trust the web as a payment channel. Web transaction 

takes place with credit card, but credit card itself is not safe. Anyone who transfers the data of 

the credit card on the web is not sure about the salesman identity. 

 

Solution 

 To earn the customer loyalty, E-Commerce companies must provide excellent customer 

service. There are plenty of online retailers that might be selling the same product, so the 

companies might identify competitive advantage and nurture the customers accordingly. 

Developing countries can offer their e-business users alternatives to e-payment and e-logistics 

by using already available infrastructures such as the national post which provides mail and 

courier delivery as well as money order services. The companies can increase trust by display 

address, phone number and picture of staff, customer testimonials, and credibility badges in the 

website. 

 

Return the Merchandise 

 E- Commerce in India has many first time buyers. This means that they have not yet made 

up their mind about what to expect from e-commerce websites. As a result, buyers sometimes 

fall prey to hard sell. But by the time the product is delivered, they demonstrate remorse and 

return the goods. Though consumer remorse is global problem, it is all the more prevalent in 

country like India, where much growth comes from new buyers. Returns are expensive for 

ecommerce players, as reverse logistics presents unique challenges. 

 

Solution 

 By offering a transparent return policy, the companies can minimize the return of goods 

and develop trust in business. By creating accurate product descriptions and photography they 

can reduce the return. An automated system eliminates the possibility of errors due to manual 

intervention and miscommunications. It is normal to give a specific time frame to accept 

returns.  

 

Personalization 

 Modern e-Commerce thrives on delivering the best personalized experience to their 

consumers. Managing a repository of customer data is a challenge in itself, added to that e-

Commerce companies have to understand how to use that data.  

Solution  

 To properly collect, manage and utilize marketing data, investing in an automated solution 

is necessary. Marketing automation allows gathering high-quality data, personalizing the user 

experience and measuring the performance along the way. The companies can grow their 

business and position the brand for long-term success, technology is a key investment. 

 

Logistics and Shipment Services 

 In India, logistics and courier services required lots of improvement. While, perfect and 

strong logistics service is one of the key reasons behind the success of any online company, 

India is lagging far behind in this sector as most of the town and small villages are still not 
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covered under serviceable area of many of the courier and logistic companies. A high percentage 

of respondents still use local delivery where they use a third party delivery entity to receive the 

product and deliver it to the final consumer. 

 

Solution 

 The companies can overcome these barriers by building a local network of employees to 

handle logistics on the ground. Strict inventory management and education of employees, can 

give a good start to avoiding delivery troubles and high inventory costs. International shippers 

find an excellent opportunity in the global economy. The local post office services need much 

improvement to participate in the e-commerce environment.  

 Retailers must implement tactics to help them get the most out of their customer base in 

increase customer lifetime value. While many companies, organizations, and communities in 

India are beginning to take advantage of the potential of e-commerce, critical challenges remain 

to be overcome before e-commerce would become an asset for common people. 

 

Conclusion 

 E- Commerce allows consumers electronically exchange goods or services with no barriers of 

time or distance. Electronic commerce has expanded rapidly over the past five years and is 

predicted to continue at this rate, or even accelerate. Insights into increasing demand for 

broadband services, rising standards of living, availability of wider product ranges, reduced 

prices and busy lifestyles reveal this fact more prominently thereby giving way to online deals. 
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Introduction 

 E-business relates to the use of information networks to gain a competitive advantage and 

is much more than just having a website for the business. It is often used to describe the use of 

technology to improve the business processes. It can also relate to a business that is run on the 

internet or uses internet technologies to improve its productivity or profitability. Launching an 

e-business is a good way to extend the market reach beyond the local community. It's not 

difficult to get a domain name and Web hosting space. Online commerce has been growing 

rapidly since the 1990s, and nearly every retail operation of any size has a website for the sale 

of its goods 

 The term "E-Business" therefore refers to the integration, within the company, of tools 

based on information and communication technologies (generally referred to as business 

software) to improve their functioning in order to create value for the enterprise, its clients, 

and its partners.  

 

Transactions relates to e-business: 

 accepting credit cards for commercial online sales 

 generating online advertising revenue 

 trading stock in an online brokerage account 

 driving information through a company via its intranet 

 driving manufacturing and distribution through a value chain with partners on an extranet 

 selling to consumers on a pay-per-download basis, through a Web site 

 

Advantages of E-Commerce 

Lower Cost  

 Doing e-business is practical; it diminishes calculated issues and puts a private venture on 

a standard with monsters, for example, Amazon.com or General Motors. In a business bank, for 

instance an essential over-the-counter exchange costs Re. 0.50 to handle; over the Internet, a 

similar exchange costs about Re. 0.01. Each budgetary exchange in the long run transforms into 

an electronic procedure. The sooner it makes the change, the more financially savvy the 

exchange gets to be. 
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Economy 

 Not at all like the brick–and–mortar is environment, in e–commerce there no physical store 

space, protection, or framework ventures. All you need is a thought, a one of a kind item, and a 

well– composed web retail facade to achieve your clients, in addition to an accomplice to do 

satisfaction. This makes e–commerce significantly more conservative. 

 

Higher Margins 

 E–commerce implies higher edges. For instance, the cost of handling a carrier ticket is Rs. 

5. As per one travel office, preparing a similar ticket online costs Re. 1. Alongside higher edges, 

organizations can acquire control and adaptability and can spare time when manual exchanges 

are done electronically.  

 

Better Customer Service 

 E–commerce implies better and snappier client service. Online client benefit makes clients 

more joyful. Rather than calling your organization on the telephone, the web trader gives 

clients direct to their own record on the web. This spares time and cash. For organizations that 

work with different organizations, including client benefit online is an upper hand. The 

overnight bundle conveyance benefit, where following numbers permit clients to check the 

whereabouts of a bundle on the web, is one great illustration. 

 

Quick Comparison Shopping 

 E–commerce helps customers to examination shop. Auto mated internet shopping aides 

called bounce bots scour online stores and discover bargains on everything from apples to 

printer strips.  

 

Productivity Gains 

 Weaving the web all through an association implies enhanced efficiency. For instance IBM 

joined the web into each side of the firm – items, promoting, and hones.  

 

Team Work  

 E–mail is one case of how individuals team up to trade data and work on arrangements. It 

has changed the way associations cooperate with providers, merchants, business accomplices, 

and clients. More communications mean better results. 

 

Knowledge Markets 

 E–commerce makes information markets. Little groups inside enormous firms can be 

financed with seed cash to grow new thoughts. For instance, DaimlerChrysler has made little 

groups to search for new patterns and items. A Silicon Valley group is doing shopper inquire 

about on electric autos and exhorting auto creators. 

 

Information Sharing, Convenience and Control  

 Electronic commercial centers enhance data sharing amongst shippers and clients and 

advance snappy, just–in–time conveyances. Comfort for the buyer is a noteworthy driver for 

changes in different businesses. Clients and shippers spare cash; are online 24 hours a day, 7 
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days a week; experience no congested driving conditions, no group, and don't need to convey 

substantial shopping sacks.  

 

Limitations of E–Commerce 

 In spite of the fact that India speaks to vast unexplored market for internet business the 

present share of web based business in India is peripheral limited to fewer than 2 percent. As 

indicated by sensible assessed it won't surpass even 5 percent in the following two decades on 

account of a few constraints of web based business described beneath 

 

Security 

 Security keeps on being an issue for online organizations. Clients need to feel sure about 

the uprightness of e-merchants and the installment procedure before they focus on the buy. 

There are dangers of hackings and cybercrimes as well. 

 

System and Data Integrity  

 Information insurance and the trustworthiness of the framework that handles the 

information are not kidding concerns. PC infections are widespread, with new infections found 

each day. Infections cause pointless postponements, record reinforcements, stockpiling issues, 

and other comparable troubles. The threat of programmers getting to records and tainting 

accounts adds more worry to an officially complex operation. 

 

E–Commerce–not Free  

 As such, examples of overcoming adversity in e–commerce have constrained large business 

with profound pockets and great financing. As per a report, little retailers that run head–to–

head with e–commerce mammoths are battling losing fight. Mark devotion is identified with 

this issue, which should be less imperative for online firms. Brands are relied upon to lower 

look costs, fabricate trust, and convey quality.  

 

Customer relation Problems 

 Relatively few organizations understand that even e–business cannot get by over the long 

haul without faithful clients. Web based business does not have human face. It is an indifferent 

method for managing the general population. Also clients have wide decision each time they are 

in the market. Consequently it is tough errand to keep up the brand steadfastness with the 

clients. Cost of getting another client is constantly higher than the cost of keeping up the 

current client. In this manner the e-business has work out the procedures of keeping up the 

client unwaveringness. 

 

Corporate Vulnerability 

 The accessibility of item points of interest, lists, and other data about a business through its 

site makes it defenseless against access by the opposition. Extracting business insight from the 

site is called web encircling.  

 

High Risk of Internet Start Up  

 Numerous stories unfurled lately about fruitful officials in set up firms leaving for Internet 

start–ups, just to discover that their get–rich dream with a dot.com was only that – a fantasy. 
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Precautions While Using E-Commerce  

 Here are a couple tips to keep PC and financial balance ensured while shop on the web.  

 Do not Give Your Personal Information: Legitimate online retailers will never request 

your government managed savings number whenever. Try not to offer it to retailers. In the 

event that somebody demands it, contact the organization.  

 Arm Your Computer: To ensure introducing some essential security programs on your 

PC, including hostile to spyware, against infection and appear blocker programs. These product 

will protect the money related data and passwords and out of the site of digital hoodlums and 

programmers.  

 Utilize Credit Card: Credit cards are anything but difficult to utilize on the web. Simply 

enter the charge card name, number and expiry date. There is another imperative motivation to 

utilize a Visa; if extortion happens or on the off chance that don't get the item that obtained, the 

question the charges 

 Perused the Fine Print: Whenever shop on the web, read the fine print precisely; so there 

are no curve balls. Ensure to know about transportation charges, conveyance time, and 

cancelation and merchandise exchanges, and additionally the vender's security approach.  

 Guarantee the Connection is Secure: When you snap to buy a thing on the web, your 

program association ought to wind up secure. Search for two signs – the site address ought to 

peruse https or http rather than http, showing a safe association, and little secure ought to 

show up in the program toolbar.  

 Inquire About Unknown Retailer: If you are not acquainted with the retailer, does some 

exploration before entrusting them with the MasterCard. Ensure they have a telephone number 

and postage information. It needs to call them before making a buy.  

 On The Off Chance That It Appears Too Good To Be True, It Probably Is: Use your 

instinct. In the event that run over a retailer that has an item estimated generously lower than 

different retailers or offers an online coupon that gives an extraordinary rebate, utilize alert. 

Site retailers need to profit by one means or another. Perused their protection approach, ensure 

they are not offering your own data and find a way to guarantee that the organization and item 

are legitimate.  

  

Challenges before E- Commerce  

Initial Investments and Technological Issues 

 To begin a web shop requires PC, modem and a membership to a Value Added Network 

(VAN). It likewise requires redesigning of current innovation and systems. These are exorbitant 

undertakings.  

 

Costly Consumer Search 

 Hunt down entire database on a web acquires some measure of cost to buyer. Time required 

for inquiry is progressively and it is expensive as well. Numerous dealers don't give all essential 

or required data.  

 

Legal Hassel 

 While advertising on web, some legitimate bothers emerges, for example, legitimacy of an 

electronic mark, non-reputability of a few shops on the web, lawful part of electronic contract, 

copyright infringement and so forth. 
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Privacy and Security Problems 

  Web exchange happens with Master card; however charge card itself is not sheltered. Any 

individual who exchanges the information of the Visa on the web is not certain about the sales 

representative character. Purchaser is likewise not certain that his Visa is not utilized for some 

malignant purposes.  

 

Conclusion 

 E-trade is a developing pattern in Indian economy in the post monetary changes time. The 

transformation in the IT area in the later past has been instrumental being developed of online 

business. Internet business offers many advantages to the different partners. These advantages 

are cost viability, fast examination shopping, better client benefit, higher business edges 

coming about shape economy in business operations, data sparing and learning market 

improvement and so forth. At present there are a few hindrances in the advancement of web 

based business, for example, PC introductory venture, innovative issues, PC sick education, 

lawful bothers, and unfriendly outlook of customers, protection and security issues. Be that as 

it may, these hindrances to online business should be dealt with at the appointed time and 

henceforth internet business has brilliant prospects in India. We have to redesign ourselves to 

welcome web based business and receive its rewards. 
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Abstract 
 The emergence of e-commerce has created new financial needs that in many cases cannot be effectively 

fulfilled by the traditional payment systems. The electronic payment system has grown increasingly over the 

last decades due to the growing spread of internet-based banking and shopping. As the world advances 

more with technology development, there is a rise of electronic payment systems and payment processing 

devices. In an e-commerce environment, payments take the form of money exchange in an electronic form, 

and are therefore called Electronic Payment. E-Payment system is secure that there should be no threat to 

the users’ credit card number, smart card or other personal detail and payment can be carried out without 

involvement of third party. It makes E payment at any time through the internet, directly to the transfer 

settlement and thus form E-business environment. Broadly, electronic payment systems can be classified 

into four categories: Online Credit Card Payment System, Online Electronic Cash System, Electronic 

Cheque System and Smart Cards based Electronic Payment System. Each payment system has its 

advantages and disadvantages for the customers and merchants. These payment systems have number of 

requirements: e.g. security, acceptability, convenience, cost, anonymity, control, and traceability. In this 

aspect, the present paper brings out the features and mechanism of Electronic Payment System. 

Keywords: Credit Cards, Debit Cards, E-Commerce, Internet, Payment  

 

Introduction 

 Electronic Payment represents an exchange of finance that takes place through online 

between the buyers and sellers electronically without the use of actual cash or money. 

Electronic medium is used to make payment when goods and services are purchased online. 

This mode of payment is called an e-commerce payment system and is also known as online or 

electronic payment system. The growing use of internet-based banking and shopping has seen 

the growth of various e-commerce payment systems and technology has been developed to 

increase, improve and provide secure e-payment transactions. Paperless e-commerce payments 

have revolutionized the payment processing by reducing manual work, transaction costs, and 

personnel cost. The systems are user-friendly and consume less time than traditional method 

and help businesses to extend their market reach. The spread of e-payment usage varies 

unevenly between countries partly due to differences in factors such as quality of regulatory 

framework and readiness of telecommunication infrastructure. E-payment systems are made to 

facilitate the acceptance of electronic payments for online transactions. With the growing 

popularity of online shopping, e-payment systems became a must for online consumers to make 

shopping and banking more convenient. 

 

Electronic Payment Systems 

 Electronic payment systems have been in operations since the 1960s and have been 

expanding rapidly as well as growing in complexity. After the development of conventional 

payment system, EFT (Electronic Fund Transfer) based payment system came into existence. 
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The first electronic-based payment system does not depend on a central processing 

intermediary. An electronic fund transfer is a financial application of EDI (Electronic Data 

Interchange), which sends credit card numbers or electronic cheques via secured private 

networks between banks and major corporations. In order to use EFT to clear and settle 

payments, an online payment service will need to add capabilities to process orders, accounts, 

and receipts. But, a landmark came in this direction with the development of digital currency. 

The nature of digital currency or electronic money mirrors that of paper money as a means of 

payment. As such, digital currency payment systems have the same advantages as paper 

currency payment, namely anonymity and convenience. As in other electronic payment systems, 

here too security during the transaction and storage is a concern, although from the different 

perspective, for digital currency systems double spending, counterfeiting, and storage become 

critical consideration. When charges are made without authorization, eavesdropping and the 

issue of liability is essential for the funds transfer.  

 

Types of Electronic Payment Systems 

 There are several payment methods (and 

organization) supporting electronic payments and 

e-commerce over the internet: 

 Electronic payment cards (credit, debit, charge) 

 Virtual credit cards 

 E-wallets (or e-purses) 

 Smart cards 

 Electronic cash (several variations) 

 Wireless payments 

 Stored-value card payments 

 Loyalty cards 

 Person-to-person payment methods 

 Payments made electronically at kiosks 

 

Credit Cards 

 A Credit card is a piece of plastic, 3-1/8inches by 2-1/8 inches in size that carries 

information that allow the user to make purchase now and pay for them later. Credit cards 

with visa maser card or any other network permits paying for the purchase or services by 

borrowing from the credit card company. To buy goods from merchant who accept credit card 

such as the merchant has credit card reader to purchase the payment transaction to withdraw 

cash from ATM. You then repay by making a monthly payment toward the amount borrowed, 

that is you don‘t have to repay the whole borrowed amount in full at one go. 

 

Debit Card 

 A Debit card is a prepaid card and also known as ATM card. An individual has to open an 

account with the issuing bank which gives a debit card with a personal id number. When one 

makes a purchase he enters his pin number on shop pin pad. When the card is slurped through 

the electronic terminal, it dials and acquire a banking system either master card or visa card 

that validate the pin and finds out from the issuing bank whether to accept or decline the 

transaction. The customer can never overspend because the system reject any transaction 

which exceeds the balance in the account the bank never face a default because the amount 
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spent is debited immediately from the customer account. With almost every bank account, a 

debit card is issued to the customers.  

 

Smart Card 

 Smart card was first introduced in Europe most of these methods are known as stored value 

card. A smart card is about the size of a credit card, made of plastic with an embedded 

microprocessor chip that holds key financial and personal information. The microprocessor chip 

is loaded with the relevant information and periodically recharged. In addition to these pieces 

of information, systems have been developed to store cash onto it. The money on the card is 

saved in an encrypted form and is protected by a password to ensure the security of the smart 

card solution. To pay via smart card, it is necessary to introduce the card into a hardware 

terminal. The device requires a unique key from the issuing bank to start a money transfer in 

either direction. Smart cards can be disposable or rechargeable.  

 

Digital Wallet (Electronic wallet) 

 Electronic wallets being very useful for frequent online shoppers are commercially available 

for pocket, palm-sized, handheld, and desktop PCs. They offer a secure, convenient, and 

portable tool for online shopping. They store personal and financial information such as credit 

cards, passwords, PINs, and much more. Many companies are introducing electronic wallet 

services to facilitate the credit-card order process. Wallets allow the user to keep track of billing 

and shipping information so that it can be entered with one click at participating merchants' 

sites. E-wallets can also store e-checks, e-cash and credit-card information for multiple cards.  

 

Electronic Cheque 

 An Electronic cheque is a message that contains all the information that is found on an 

ordinary cheque, but it uses a digital signature for signing and endorsing. It has a digital 

certificate to authenticate bank account. There are many websites that accept electronic 

cheque. An electronic payment process that resembles the function of paper cheques, but offers 

an immense security and more features. The laws that apply to paper checks also govern 

electronic checks and are typically used in orders processed online. Electronic checks offer 

protective measures such as authentication and digital signatures to safeguard digital 

transactions. 

 

Electronic Cash 

 E-cash enables transactions between customers without the need for banks or other third 

parties. When used, e-cash is transferred directly and immediately to the participating 

merchants and vending machines. Electronic cash is a secure and convenient alternative to bills 

and coins. E-cash usually operates on a smart card, which includes an embedded 

microprocessor chip. The microprocessor chip stores the cash value and the security features 

that make electronic transactions secure. The reconciliation must occur without any problem 

when e-cash created by one bank is accepted by other and the cash must be storable and 

receivable. Most e-cash is transferred directly from the customer's desktop to the merchant's 

site. Therefore, e-cash transactions usually require no remote authorization or personal 

identification number (PIN) at the point of sale. 
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Components of Effective Electronic Payment System 

Consumer and Browser 

 A consumer interacts with the online commerce system through a web browser typically a 

consumer first accessing a shopping mall and then uses the hyperlink from the mall to access 

the merchant home page.  

 

Shopping Mall 

 A shopping mall is where most consumer first visit for shipping free there will be several 

shopping malls and it may pay to enlist with one or more well-known mall.  

 

Merchant Systems 

 It consists of the home page and related software to manage the business.  

 

Banking Network 

 It consists of several components where bank processes the online financial transaction for 

the given merchant. The bank maintains the account for the merchant, authorizes and 

processes the payment. The merchant bank also maintains a link with the consumer bank for 

verifying the transactions. 

 

Pros and Cons of Electronic Payment Systems 

Pros 

 Reaching more clients from all over the world, which results in more sales. 

 More effective and efficient transactions — It is because transactions are completed in 

seconds, without wasting customer‘s time. It comes with speed and simplicity. 

 Convenience. Online payment systems facilitate the task of buying products online for 

customers. The lack of a convenient electronic payment system can force the customers to 

abandon a transaction and go to another online payment service provider. Customers can 

pay for items on an e-commerce website at any time and anywhere. They need an internet 

connected device.  

 Some payment processes allow you to include custom loyalty programs and gift cards 

instantly making your business more attractive to shoppers. 

 The user can choose a system that allows you to design customized e-commerce sites. 

Depending on the type of products and services you sell online, you may not need to hire a 

third party to build you an e-commerce store. 

 Some electronic payment systems are integrated with accounting software. Getting such 

services makes it easier to manage money and inventory. 

 Lower transaction cost and decreased technology costs. 

 Expenses control for customers, as they can always check their virtual account where they 

can find the transaction history. 

 Today it‘s easy to add payments to a website, so even a non-technical person may 

implement it in minutes and start processing online payments. 

 Payment gateways and payment providers offer highly effective security and anti-fraud 

tools to make transactions reliable. 
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Cons 

 E-commerce fraud is growing at 30% per year. If the security rules are followed there will 

not be such problems, but when a merchant chooses a payment system which is not highly 

secure, there is a risk of sensitive data breach which may cause identity theft.  

 A processing fee is charged for accepting card payments. Sometimes Monthly Compliance 

and Statement Fees are also added along with processing fee. 

 There is a risk of entering into contracts that are difficult to terminate. It occurs commonly 

with traditional credit card terminals. 

 Many electronic payment systems require the user to have a merchant account to accept 

credit cards. A merchant account is usually a bank account where payments are deposited. 

 The lack of anonymity - For most, it‘s not a problem at all, but user has to remember that 

some of the personal data is stored in the database of the payment system. 

 The need for internet access - if the internet connection fails, it‘s impossible to complete a 

transaction, get to an online account, etc. 

 

Conclusion 

 Technology has inarguably made our lives easier. It has cut across distance, space and even 

time. One of the technological innovations in banking, finance and commerce is the Electronic 

Payments. Electronic Payments (e-payments) refers to the technological breakthrough that 

enables us to perform financial transactions electronically, thus avoiding long lines and other 

hassles. Electronic Payments provides greater freedom to individuals in paying their taxes, 

licenses, fees, fines, and purchases at unconventional store and at whichever time of the day, 

365 days of the year. The electronic payment systems are crucial to the success of electronic 

commerce. The existence of a variety of e-commerce payment systems, credit cards are the most 

dominant payment system. This is consequences of advantageous characteristics, most 

importantly the long-established networks and very wide users‘ base. The smart card based e-

commerce payment system is best, and it is expected that in the future smart cards will 

eventually replace the other electronic payment systems. There are a number of factors which 

affect the usage of e-commerce payment systems. Among all these user base is most important. 

Added to this, the success of e-commerce payment systems also depends on consumer 

preferences, ease of use, cost, industry agreement, authorization, security, authentication, non-

refutability, accessibility and reliability and anonymity and public policy. 
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Introduction 

 E-commerce provides the capability of buying and selling products, information and 

services on the Internet and other online environments. E-Payment system is an integral part 

of electronic commerce. E-Payment system is secure there should be no threat to the user credit 

card number, smart card or other personal detail, payment can be carried out without 

involvement of third party. An efficient payments system reduces the cost of exchanging goods 

and services, and is indispensable to the functioning of the interbank, money, and capital 

markets. A success of e-commerce payment systems also depends on consumer preferences, ease 

of use, cost, industry agreement, authorization, security, authentication, non-refutability, 

accessibility and reliability and anonymity and public policy. All interested parties are 

exploring various types of electronic payment system and issues surrounding electronic 

payment system and digital currency. Electronic Payment System model with emphasis on the 

discussion of the electronic credit card and its advantages, disadvantages for the customers and 

the merchants. 

 

Concept and Methods of E- Payment System 

 The electronic payment system has grown increasingly over the last decades due to the 

growing spread of internet-based banking and shopping. As the world advances more with 

technology development, we can see the rise of electronic payment systems and payment 

processing devices. As this increase, improve, and provide ever more secure online payment 

transactions the percentage of check and cash transactions will decrease. 

 E-payment methods could be classified into two areas, credit payment systems and cash 

payment systems. 

 

Credit Payment System 

 Credit Card: A form of the e-payment system which requires the use of the card issued by 

a financial institute to the cardholder for making payments online or through an electronic 

device, without the use of cash. 

 Wallet: A form of prepaid account that stores user‘s financial data, like debit and credit 

card information to make an online transaction easier. 

 Smart Card: a plastic card with a microprocessor that can be loaded with funds to make 

transactions; also known as a chip card. 

 

Cash Payment System 

 Direct Debit: A financial transaction in which the account holder instructs the bank to 

collect a specific amount of money from his account electronically to pay for goods or services. 
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 E-Check: A digital version of an old paper check is an electronic transfer of money from a 

bank account, usually checking account without the use of the paper check. 

 E-Cash: E-Cash is a form of an electronic payment system, where a certain amount of 

money is stored on a client‘s device and made accessible for online transactions. 

 Stored-Value Card: a card with a certain amount of money that can be used to perform 

the transaction in the issuer store. A typical example of stored-value cards are gift cards. 

 

Online Payment Process 

 The following are the example of a credit card transaction as this is most commonly use 

when making payments for the purchases made online.  

 

Online Credit Card Payment Process  

 In the processing of a credit card payment, there are several entities that play important 

roles to make the online payment possible. For the payment to be successful, merchants must 

connect to a network of banks (both acquiring and issuing banks), processors, and other 

financial institutions so that the information provided by the customer can be routed securely.  

 

Cardholder 

 The individual or the entity or simply the customer that uses his credit card to pay the 

purchases made online.  

 

Issuing Bank 

 The financial institution issues a credit card to the cardholder. The issuing bank establishes 

and verifies the cardholders‘ credit line to see if he has available credit to purchase a 

product/service and it provides the cardholder with the monthly billing statements, etc.  

 

Credit Card Issuer/Association 

 A financial institution provides credit cards and other products for banks who privately 

brand the products such as Visa International or MasterCard International. They often set up 

programs for merchants to accept the cards and they are involved in operating and managing 

the authorization and settlement systems worldwide.  

 

Merchant 

 An entity or an individual‘s selling the products or services. Goods can be either hard goods 

(tangibles) such as apparel, computer hardware any kinds of goods that is possible to sell over 

the Internet or soft goods (intangibles) such as service contracts or pay-per-view content.  

 

Acquiring Bank 

 An entity often referred to the merchant bank or an acquirer. It is the financial institution 

that enables merchants to accept credit card payments. The acquiring bank often works with 

the third-party processor to accept or decline the cardholder‘s credit card purchase or request, 

deposits funds into the merchant‘s bank account, provides the merchant with the periodic 

deposit statements, etc.  

 

Payment Application 

 The application used by the merchant to request credit card authorization and settlement of 

funds between the merchant acquiring banks. This application can either be self-managed 

application or can be an outsourced service.  
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Third-party Processor 

 It also known as payment processing networks, frontend processors, or just processors, the 

organization that works with an acquiring bank (merchant bank) to process credit card 

transactions via the card issuers/associations. The third-party processor communicates to the 

card associations/issuers to obtain authorizations and execute fund transfers.  

 

Independent Sales Organization (ISO)  

 An independent agent that solicits prospective merchants for merchant banks, ISOs are 

also referred to as merchant account providers. ISOs assist merchants in setting up merchant 

accounts and ensure that the accounts connect to the third-party processors. ISOs may either 

assume partial or shared financial liability for merchant activity.  

 

Advantages of Electronic Payment System  

 Time Savings: Money transfer between virtual accounts usually takes a few minutes, 

while a wire transfer or a postal one may take several days. Also, we will not waste your time 

waiting in lines at a bank or post office.  

 Expenses Control: Even if someone is eager to bring his disbursements under control, it is 

necessary to be patient enough to write down all the petty expenses, which often takes a large 

part of the total amount of disbursements. The virtual account contains the history of all 

Transactions indicating the store and the amount we spent. 

 Reduced Risk of Loss and Theft: We cannot forget our virtual wallet somewhere and it 

cannot be taken away by robbers. Although in cyberspace there are many scammers, in one of 

the previous articles we described in detail how to make your e-currency account secure. 

 Low Commissions: If we pay for internet service provider or a mobile account 

replenishment through the UPT (unattended payment terminal), we will encounter high fees. 

As for the electronic payment system: a fee of this kind of operations consists of 1% of the total 

amount, and this is a considerable advantage.  

 User-Friendly: Usually every service is designed to reach the widest possible audience, so 

it has the intuitively understandable user interface. In addition, there is always the 

opportunity to submit a question to a support team, which often works 24/7. 

 Convenience: All the transfers can be performed at anytime, anywhere 

 

Disadvantages of Electronic Payment System  

 Restrictions: Each payment system has its limits regarding the maximum amount in the 

account, the number of transactions per day and the amount of output.  

 The Risk of being Hacked: If we follow the security rules the threat is minimal, it can be 

compared to the risk of something like a robbery. The worse situation when the system of 

processing company has been broken, because it leads to the leak of personal data on cards and 

its owners. Even if the electronic payment system does not launch plastic cards, it can be 

involved in scandals regarding the Identity theft. 

 The Problem of Transferring Money between different Payment Systems: Usually 

the majority of electronic payment systems do not cooperate with each other. In this case, you 

have to use the services of e-currency exchange, and it can be time-consuming if you still do not 

have a trusted service for this purpose.  

https://unichange.me/security
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 The Lack of Anonymity: The information about all the transactions, including the 

amount, time and recipient are stored in the database of the payment system. And it means the 

intelligence agency has an access to this information. We should decide whether it's bad or 

good.  

 The Necessity of Internet Access: If Internet connection fails, we cannot get to your 

online account. In general, the advantages of electronic payment system outweigh its 

disadvantages and they have bigger opportunities comparing with ones of traditional wire 

transfers.  

 

Conclusion 

 The system that enjoys the most success are clearly those that don‘t force the consumer to 

make drastic changes leaving credit card based transactions as the most viable alternative to 

physical cash at the moment. But with technology continuing to evolve one thing is for sure, it 

is clear that there will be a continued movement towards the elimination of physical cash. Still, 

one of the most popular payment methods are credit and debit card payments, but people also 

choose some alternatives or local payment methods. When an online business, find out the 

target audience needs and provide the most convenient and relevant e-payment system. 
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Abstract 
 E-commerce provides the capability of buying and selling products, information and services on the 

Internet and other online environments. In an e-commerce environment, payments take the form of money 

exchange in an electronic form, and are therefore called Electronic Payment. E-Payment system is secure 

there should be no threat to the user credit card number, smart card or other personal detail, payment can 

be carried out without involvement of third party, It makes E payment at any time through the internet 

directly to the transfer settlement and form E-business environment. E-Payment system is an integral part 

of electronic commerce. An efficient payments system reduces the cost of exchanging goods and services, and 

is indispensable to the functioning of the interbank, money, and capital markets. This articles focused on 

an e- payment system India & in its issues & prospects. [1] 

Keywords: E-Commerce, Payment, Debit Cards, Credit Cards, Internet. 

 

Introduction  

 Payment and Settlement Systems constitute a major aspect of a country’s financial and 

economic structure. A payment system is a system which enables payment between two entities 

i.e. a payer and payee and constitutes clearing, settlement or payment service. Humphrey and 

Setsuya argued that there is a need to modernize the payment system and move away from 

paper-based to electronic mode of payment system to improve efficiency and save cost. 

According to the estimate of the authors, the cost of any nation’s payment system may be 

equivalent to about 3 percent of its Gross Domestic Product (GDP). An efficient payment system 

acts as an enabler for speeding up liquidity flow in the economy, apart from ensuring proper 

utilization of limited resources it also eliminates systemic risks. Like in any ambitious economy, 

in India too, the fast advances in information technology, changes in regulatory framework, 

setting up of new institutions have aided to the rise of new payment practices, products and 

delivery channels for small as well as large value, and urgent payments. Numerous major 

changes in the payment system would take place at a quicker pace as e-commerce becomes 

more prevalent in the economic activities in the country. The payment system of any country, 

though advanced and sophisticated, does face various risks, viz. bank failures, frauds, counter-

party failures, etc. Such aberrations could trigger a chain-reaction that might ultimately result 

in disruption and distrust of the payment system. For example, if one large payment 

transaction cannot be settled, it disturbs other transactions leading to failure of the institutions 

involved in the process ultimately upsetting the entire payment system in the country. Such 

systematic and cascading breakdown of the payment system can hinder efficacy of monetary 

policy and badly impact confidence in the financial system. Minimization of systemic risk is 

therefore a critical challenge facing the regulators. The central bank in any country is therefore 
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taking suitable actions to reduce systemic risks and is continuously engaged in promoting a 

sound and efficient payment system. [2] 

  

Online Payment Process  

 The payment procedure is initiated by the applicant. The applicant selects a bank.  

 A payment request is sent to the bank that contains an XML message with a redirection 

URL that points to the government application. In response, the bank opens a session and 

forwards the user to the given URL.  

  Before the transaction is carried out, the bank checks if there is still a connection open 

between the bank and the authority.  

 After the connection is confirmed by the authority, the bank carries out the money transfer 

payment was successful or not. [3]  

  

Types of E-payment system 

Credit Card  

 A credit card is part of a system of payments. It is a small plastic card issued to customers. 

The most point is that the banker who issues card grants a line of credit – a sanctioned limit, 

up to which the customer can use the card. It is also known as a debt instrument. Its operation 

is through electronic fund transfer (EFT) installations and interbank network. The objective is 

to provide convenience and security to eliminate cumbersome cash transactions and protects 

the holder from the danger of theft of cash. [4] 

 

Debit Card 

 A debit card is basically a better way of carrying cash or a cheque book. It is an electronic 

card that one can use as a convenient payment mechanism. The card is generally issued by the 

bank and is connected through the ATM. Debit cards allow the holder to spend only what is in 

his account and purchases should be kept track of just as if one is writing a cheque. [5] 

Types of debit cards  

 Direct debit cards 

 Deferred debit cards. 

 

Credit Card  

 A credit card is part of a system of payments. It is a small plastic card issued to customers. 

The most point is that the banker who issues card grants a line of credit – a sanctioned limit, 

up to which the customer can use the card. It is also known as a debt instrument. Its operation 

is through electronic fund transfer (EFT) installations and interbank network. The objective is 

to provide convenience and security to eliminate cumbersome cash transactions and protects 

the holder from the danger of theft of cash. 3.5.3. Smart Card Smart card is an electronic 

information carrier system that uses plastic cards, about the size of a credit card, with an 

embedded integrated circuit that stores and process information. It can be used to store 

personal identification, medical history and insurance information because it has its own micro 

processing chip; a smart card can store more bits information than a magnetic stripe card, 

although it requires a special card – reading device. [6] 
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Digital Wallet (Electronic Wallet) 

 Electronic wallets being very useful for frequent online shoppers are commercially available 

for pocket, palm-sized, handheld, and desktop PCs. They offer a secure, convenient, and 

portable tool for online shopping. They store personal and financial information such as credit 

cards, passwords, PINs, and much more . E-wallets allow you to keep track of your billing and 

shipping information so that it can be entered with one click at participating merchants' sites. 

E-wallets can also store e checks, e-cash and your credit-card information for multiple cards. [7]  

 

Electronic Cheque 

 Electronic cheque is messages that contain all the information that is found on an ordinary 

cheque but it uses digital signature for signing and endorsing and has digital certificate to 

authenticate bank account. There are many websites that accept Electronic Cheque. Electronic 

checks are typically used in orders processed online and are governed by the same laws that 

apply to paper checks. Electronic checks offer protective measures such as aunthentification 

and digital signatures to safeguard digital transactions.[8] 

 

Electronic Cash 

 Similar to regular cash, e-cash enables transactions between customers without the need 

for banks or other third parties. When used, e-cash is transferred directly and immediately to 

the participating merchants and vending machines. Electronic cashes a secure and convenient 

alternative to bills and coins. The microprocessor chip stores cash value and the security 

features that make electronic transactions secure. when e cash created by one bank is accepted 

by other reconciliation must occur without any problem cash must be storable and receivable. 

Most E-cash is transferred directly from the customer's desktop to the merchant's site. 

Therefore, e-cash transactions usually require no remote authorization or personal 

identification number (PIN) codes at the point of sales. [9]  

 

Importance of E-payment Systems 

 With the advancement in telecommunication, electronic payment systems are rapidly 

replacing the traditional modes of payment that involved personal contact between buyers and 

sellers. Electronic payment systems entail online financial transactions that utilize some form 

of a digital financial device, e-cash and checks. E-payment systems present a number of 

benefits to both individuals and businesses.[10] 

 

Variety of Choice 

 Electronic payment systems allow financial institutions, businesses and the government to 

offer a variety of payment options to their customers. These systems include automated teller 

machines, debit cards, credit cards, mobile banking and payment of bills through the phone. 

Traditional business payments systems depends mainly on a limited number of the business 

outlets situated in different locations. Through Internet services, e-payment systems are 

available to a large number of clients. [11] 

 

Reduced Costs 

 E-payments systems result in reduced costs for both businesses and individuals. Businesses 

save on operational and processing expenses mainly due to reduction in technological costs - for 
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example, the use of the Internet and the acquisition of computers and other machines. 

Expenditures in paper and postage is cut down along with time spent in executing personal 

transactions. Customers also save on time spent in dealing with personal transactions as in 

traditional payment systems. [12] 

 

Reliability 

 The use of e-payments cancels out the use of drafting checks, transmitting cash and 

invoices for both businesses and customers. This allows for faster execution of transactions -- 

for example, you do not have to wait for the 30 days required in invoicing transactions. Credit 

cards also allow for customers to partake in transactions without immediate cash. [13] 

 

Security 

 The traditional payment systems mainly involved clients sending their confidential 

information via post or physically visiting the transaction site. This presented a number of 

security risks -- for example, your mail may get lost or fall into the wrong hands. Additionally, 

places where financial transactions take place are targets for criminal attacks. E-payment 

systems offer encrypted services which protects the clients‘ private information. [14] 

 

Drawbacks of E-Payment Systems 

Password Threats 

 In case of e-banking or online financial transactions, us need to be a registered user with 

the respective website. Though most transactions involve the use of one-time passwords thus 

ensuring safety to a considerable extent, some parts of a transaction, or our personal details 

and bank account information is accessible through our credentials for the online portal. This 

gives rise to the need of password protection when handling financial accounts online. Also, if 

we are transacting with multiple financial institutions or have accounts with multiple banks, 

the risk of privacy breach is multiplied. For some, maintaining multiple accounts online feels 

tedious. [15] 

 

Limitations on Amount and Time 

 For withdrawal or fund transfer, certain banks may impose limits on the amount or the 

number of daily transactions, whereby an amount exceeding a certain figure cannot be 

withdrawn at once, or only a certain number of transactions are allowed per day. While this is 

taken as a safety measure, some may find it inconvenient. The access to money may be delayed 

in case of electronic modes as against having physical access to money. [16] 

 

Risk of Being Hacked 

 When transacting online, our personal or account information and credit card number is 

exposed over the Internet. This leads to the risk of our account being hacked. Hackers may use 

your identity for fraudulent activities or make huge fund transfers from your account, which 

could mean financial losses. [17] 

 

False Identity 

 There are no means to verify if the person entering information online is the same person 

he claims to be. This is because unlike physical transactions, the individual is not present in 
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person, and one's identity is not verified using a photograph or a physical signature. Mostly, 

electronic cash transactions are based on cryptographic systems. Information being transferred 

is encoded by means of numeric keys when the transaction details travel across the web. 

Though electronic payments carry less risk of forgery, the keys are vulnerable to attack. [18] 

 

Anonymity and Privacy Concerns 

 All the transaction and user details are recorded by the payment systems we are using, and 

stored in their database. This leads to lack of anonymity. Cases of identity theft have raised 

privacy concerns in electronic payments. If credit card details are not sent over a secure server, 

if online transactions are not carried out over a secure Internet connection, if virus protection 

software or firewalls are not in place, or if data encryption techniques are not used, there is a 

serious risk of privacy breach. In the absence of proper security measures, sensitive information 

may be exposed to hackers, leading to illegitimate use of our identity or money. [19] 

 

Additional Cost and Effort 

 Some electronic transaction services may require us to pay processing fees and the like, 

thus leading to increased costs. Some systems require setup fees, while some others enforce a 

certain number of transactions every month. Electronic payment systems need Internet access, 

which may invite additional costs. Setting up the account, accessing the Internet, familiarizing 

oneself with the interface and operating it efficiently, involves additional effort, and may be 

cumbersome for some. [20] 

 

Loss of Smart Cards 

 Electronic payments involve the use of smart cards (credit and debit cards, ATM cards, 

identity cards, etc.) and this involves the risk of their theft or loss. In case a lost smart card 

falls in the wrong hands or if it is stolen, our identity is at the risk of theft and the money in the 

account that the card is linked to, may be spent by fraudulent users. There are measures to 

inform the bank about the loss of our card and get it blocked. But the time between losing the 

card and blocking it, is critical. Unauthorized users may carry out transactions in our name 

during that period. 

 This was an overview of the disadvantages of electronic payment systems. While their 

advantages outweigh the risks involved in their use, we should be aware of these potential 

threats and take the safety measures needed. [21] 

 

Conclusion  

 Technology has arguably made our lives easier. One of the technological innovations in 

banking, finance and commerce is the Electronic Payments. Electronic Payments (e-payments) 

refers to the technological breakthrough that enables us to perform financial transactions 

electronically, thus avoiding long lines and other hassles. Electronic Payments provides greater 

freedom to individuals in paying their taxes, licenses, fees, fines and purchases at 

unconventional locations and at whichever time of the day, 365 days of the year. The Reliable 

and Cashless payment system offers immunity against theft of paper and e-money, and 

adopting e-payment solutions or systems for different reasons. Increasing computation has 

become a challenge for Indian banks but it also provides thoughtful opportunities to develop the 

banking business as per international standards. It is important to recognize that banks in 
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India are not large enough to function efficiency under the emerging environment to undertake 

sufficient investment in skill formation and to come up and experiment with innovative ways to 

exploiting the opportunities and meeting the challenges thrown up under a capacity changing 

economics scenario. [22] 
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Introduction 

 In recent years, the amount of the online transaction in China maintains a stable growth. 

According to the statistics by Research and the latest data from ―30th China Internet 

Development Statistics Report‖, 2012, second quarter, the overall deal size of Chinese e-

commerce market was 1.88 trillion RMB, grew at the rate of 25.0% year-on-year and 7.3% 

quarter-on-quarter. More than 90 % of the volume of transactions from the online payment, 

online payment is visibly the mainstream of electronic payment. As a huge contributor to the 

transaction size and core of e-commerce, online payment allows users to access to banking 

services in all over the world with conveniently and timely. At present, there are two main 

basic patterns of online payment, one the bank for Business payments, namely online bank, the 

other is the third payment platform for business payment, such as ‗Alipay‘. While with the 

growth and expansion of online transactions in business. We are also deeply aware of online 

payment security issues which is a major bottleneck in e-commerce 

 

Payment and Settlement Systems in India 

 Payment and settlement systems in India are helps for financial transactions. They are 

covered by the Payment and Settlement Systems Act, 2007 (PSS Act), legislated in December 

2007 and regulated by the Reserve Bank of India and the Board for Regulation and supervision 

of payments and settlement system.  

 India has multiple payments and settlement systems, both gross and net settlement 

systems. For gross settlement India has a Real Time Gross Settlement (RTGS) system called by 

the same name and net settlement systems include Electronic Clearing Services (ECS Credit), 

Electronic Clearing Services (ECS Debit), credit cards, debit cards, the National Electronic 

Fund Transfer (NEFT) system and Immediate Payment Service. 

 

Preferred Digital Payment Methods in India in 2015 and 2020 

 The statistic gives information on the most popular digital payment methods in India in 

2015 with forecast regarding 2020. In 2015, cash on delivery accounted for 57 percent of all 

digital shopping transactions. Mobile wallet is set to increase from 8 to 15 percent of payments 

in 2020. As per google statistical report the most successful online store in India in 2016 was 

Amazon with an approximate 438 million U.S. dollars in net e-commerce sales. Flip kart was 

ranked second with close to 399 million U.S. dollars in net sales. That year, the average e-retail 

revenue per user in India 

https://en.wikipedia.org/wiki/Real_Time_Gross_Settlement
https://en.wikipedia.org/wiki/Credit_cards
https://en.wikipedia.org/wiki/Debit_cards
https://en.wikipedia.org/wiki/National_Electronic_Fund_Transfer
https://en.wikipedia.org/wiki/National_Electronic_Fund_Transfer
https://en.wikipedia.org/wiki/National_Electronic_Fund_Transfer
https://en.wikipedia.org/wiki/Immediate_Payment_Service
https://www.statista.com/statistics/297355/leading-e-retailers-in-india-ranked-by-annual-web-e-commerce-sales/
https://www.statista.com/statistics/226160/average-b2c-e-commerce-spending-per-user-in-india/
https://www.statista.com/statistics/226160/average-b2c-e-commerce-spending-per-user-in-india/
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Online Payment and Security of E Commerce Information Technology  

 With the era of information technological advancement, electronic commerce is gradually 

leading the distribution of the business areas. Online electronic payments are an important 

part of e-commerce, and also the basis for electronic commerce which able to successfully 

develop. Without the corresponding real-time coordination of electronic payment, e-commerce is 

just only practical significance of the "virtual business", it cannot achieve a true network 

transactions. Online payment is the core of e-commerce development, is an important step to 

complete the transaction on internet, and also the bottleneck of the domestic network 

application development. Every firms or companies which run the business on internet must 

provide the online payment method to maintain their company flow. 

 

Online Payment Security Issues 

 Online payment is not only a kind of payment and settlement behaviour based on Internet, 

but also the important basis of Internet economic activity. However, due to the openness of the 

network itself, as well as the limitations of the current network technology, online payment 

faces with various security threats, and they also raise a variety of security issues in the 

transaction process, including payment information leakage, transaction fraud, network system 

risks and so on. 

 

The Leakage of Customer Information 

 Online payment and social network information coexist on the Internet; the Internet 

activities in all links may lead to a lot of unnecessary loss, because the absence of safekeeping 

and privacy information, password interception, leakage, risk etc. 

 

The Trade Fraud Problems 

 Transaction fraud which mainly refers to the fact that the identification of both sides of the 

payment is not enough, providing the chance for dishonest transaction fraud, including 

"phishing" fraud risk, businesses disappearing after receivables and other fraud behaviors. It 

becomes apparent that the profit-driven feature of illegal network acts, large electronic 

business, financial institutions, the third party payment online website a phishing main 

imitation object, large-scale e-commerce, financial institutions, third-party online payment site 

are regarded as the imitate object by phishing. RISING Co. Ltd. released related alarm about 

the new varietal virus in 29th August 2008, for the impactive virus named Net super Trojan 

came back again since it had been terminated two years ago. Payment security companies 

experience these troubles repeatedly and are facing a huge challenge to overcome them. 

 

The Online Payment System Risk  

 Due to improper maintenance or technical support for the payment processes information 

systems, the system can be paralyzed and important user information can be lost because of the 

error in a transaction. For instance, the problems of the web server cause the termination and 

delaying of payment. 

 

Causes of Online Payment Security Issues 

The Lack of Safety Awareness and Poor Operating Habits 

 The different degree of fluke mind, covet petty gain, and not carefully identify the 

authenticity of a web site are the performance of the lack of safe aware. .Online payment with 

its flexibility and speed to avoid the traditional payment that has the inconvenience from space 
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and time has great advantages: people who are familiar with online payment should know that 

its operation is simply to acquire. 

 

Consecutive Malicious Activity, Disrupting the Market Order 

 Online exchange with the great opportunities and great profits don‘t fail to attract those 

network invaders who are speculate. As the number of the "online robber" boosts, the black 

industry is in the constant development and is becoming a complete industrial chain form. As 

the monitoring data of 360 Security Center, the whole underground Trojan industry 

professionals already close to millions of scale. If hackers have massive manipulation, they will 

not only become a major threat to online payment security, but will also do significantly harm 

to society. 

 

Random Causes  

Imperfect Security Protocol 

 Security protocol is the hot spot in Online Payment technical security issues. So SSL and 

SET become the focus. Though SSL applied to a wide range, security is not as good as the latter 

one which has high cost, complicate operation and difficulty in spreading. In a word, No matter 

which kind of security protocol used, both are unsatisfactory. 

 

Browser Spy on User Privacy 

 The 360Safety Browser, usage rate is less than Internet Explorer. It was discovered that 

there was spying on user‘s private information and data was obtained without permission. 

From a security point of view, a lot of netizen refuse to use this dangerous browser.  

 

What Results in the Derivative Problem is Online Payment Platform Itself 

 However online bank and Third-party payment, as the payment platform, are faced it 

numerous consumers. Neither can provide personalized service in one-to-one. That is 

unavoidable issues. 

 

Counter Measure For Online Payment Security Issues  

 The Correct guide customers to problem of cognition, culture their confidence The data and 

phenomena in the customers' own cause analysis shows, in fact, the overall online payment 

security environment is much better than that the customer concerns about. 

 The customers who accounted for the two largest proportion of viewpoints are hovering at 

the edge of the crowd which use the online payment, as long as they try to guide correctly, help 

them construct a positive understanding of online payment, strengthen the confidence of 

customers and potential customers of online payment, then laid a good market foundation for 

the healthy development of the entire online payment. 

 Primarily, the customer should be "settle the heart", by the way of authoritative opinion 

and reports through the mass communication, and the primary purpose must be stuck to 

making the users understand the real pay online. The report content can be offered by a few big 

online bank and the third party payment platform, e-business enterprise, online payment 

supervision department. It be carved and disseminated by the mass media, and attract the 

attention. On the one hand is to guide the user's cognitive direction, the other hand is to realize 

information symmetry. This has a relatively comprehensive, correct and true understanding 

and knowledge of the online payment.  
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 The contents are supposed to be related to these detailed suggestions for the customers: to 

heighten the vigilance, and it is recommended to type the address of the e-commerce websites 

and don‘t logged in the unfamiliar site, especially the websites which through the other URLs 

should be carefully checked of the domain name, then identify the authenticity; don‘t be 

credulous of the URLs sent by others; to install anti-virus software and upgrade virus database 

in time; be careful if the sellers claim that they didn‘t receive the transaction amount, then 

make sure its reality by contacting the customer service immediately and do not believe the 

rhetoric which is said by the lawbreakers to pay again, to prevent a further loss; to choose the 

browser which could identify the authenticity of the website assists you to recognize the 

phishing website; besides, customers should pull out the U aegis of online bank as soon as they 

finish the online transaction. 

 

Improve Laws and Regulations, Strict the Implementation of a System of Penalties to 

Keep a Norm Order 

 In order to provide online payment with a good legal environment, the government is 

supposed to speed up formulation and improve relevant online payment measures, making 

specific provision in term of the legislation purpose, scope, basic principles, definition, type, 

subject of the online payment, the supervision and management department, the online 

payment for examination and approval and the authentication etc. 

 

The Browser Company Should Balance its Interests and Social Responsibility 

 Informational search rules can ensure the security of user‘s information. Moreover, it‘s so 

necessary to strengthen the supervision of public opinion for the individuals and mighty the 

media. 

 

To Strengthen Consumer Protection by Insurance Companies 

 The online payment platform can come up with the type which can match the online 

payment in order to collaborate with the property insurance companies, like The Taobao return 

freight insurance. Both the seller and buyer can purchase the insurance in order to ensure their 

respective interests. Consumers can also purchase the insurance provided by the insurance 

company, in order to ensure their property. 

 

Conclusion 

 Online payment, as a newly developing, convenient, fast and real-time mode, plays an 

increasingly irreplaceable role in E-commerce. Security issues should be paid more attention. 

As Visa said, The security of Entire online payment industry isn‘t measured by the security 

measures taken; however, it depends on the weakest link. In other words, to improve risk 

resistance capacity in every weak link is the best way to effectively ensure whole payment 

industry security. 
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Introduction 

 Organizations are creating a new opportunities by conducting trendy business in the world. 

E-business plays a vital role in this present economy. E-business is differing from e-commerce. 

E-business relates to the use of information networks to gain the competitive advantage for the 

business. Today there is demand for a business which is flexible enough to respond to any 

fluctuations in the running of the business.  

 

E-Business Different to a Traditional Business 

 Traditionally the business developed by step by step. The owners and vendors have clear 

idea, definition and deal with little changes in business environment. But the e-business 

journey is less predictable due to technological environment. The major factors in e-business are 

demand and fast adaption. The tools can be used. 

1. To trade goods and services online 

2. To conduct electronic retailing  

3. To create intranets or extranets to conduct research and manage business activities 

4. For website marketing and online communications such as email 

5. As online training for staff  

 This paper briefly presenting the current E-Business situation in India, analyses the scope, 

performance and problems of E-Business in India.  

 

Objectives of this Paper are 

 To study the current position and future use of E-business. 

 To study the challenges faced by E-Business players. 

 Electronic Business is more than just buying and selling products online. It also includes 

the entire online process of developing, marketing, selling, delivering, servicing and paying for 

products and services. India is showing tremendous growth in the E-business. India has an 

internet user base of over 100 million users. India is yet to witness a breakthrough E-commerce 

success story, particularly in online retail. E-commerce creates new opportunities for business; 

it also creates new opportunities for education and academics line. It raises key challenges that 

are being faced by consumers relating to e-commerce viz., Ethical issues, Perceptions of risk in 

e-service encounters, challenges for e-business education and legal system. 

 E-commerce is anything that involves an online transaction. This can range from ordering 

online, through online delivery of paid content, to financial transactions such as movement of 

money between bank accounts. 

 The e-business is one of the biggest things that have taken the Indian business by storm. It 

is creating an entire new economy, which has a huge potential and is fundamentally changing 
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the way businesses are done. It has advantages for both buyers as well as sellers and this win-

win situation is at the core of its phenomenal rise. 

 Rising incomes and a greater variety of goods and services that can be bought over the 

internet is making buying online more attractive and convenient for consumers all over the 

country. 

 Electronic commerce is presently an essential ingredient of India‘s trade facilitation policy. 

Since 1991, after economic reforms explicitly took place in India as a result of opening of the 

economy to integrating itself with the worldwide economy, the need to facilitate international 

trade both through policy and procedure reforms has become the foundation stone of India‘s 

trade and fiscal policies. Resultantly, last few years have witnessed a technological revolution 

accompanied by the wide spread use of the Internet, web technologies and their applications. 

Electronic Business (e-commerce) as part of the information technology revolution became 

widely used in the world trade in a general and Indian economy in particular. 

 As a symbol of globalization, e-business represents the cutting edge of success in this digital 

age and it has changed and is still changing the way business is conducted around the world. 

The commercialization of the Internet has driven electronic commerce to become one of the 

most capable channels for inter-organizational business processes. 

 

Advantages of E-Commerce to Businesses in India 

 There is a rising awareness among the businesses in India about the opportunities offered 

by e-commerce. Ease of Internet access is the critical factor that will result in rapid adoption of 

Net commerce. Safe and secure payment modes are fundamental along with the need to invent 

and popularize innovations such as Mobile Commerce. 

 E-commerce provides a new place for connecting with consumers and conducting 

transactions. Virtual stores operate 24 hours a day, seven days a week. Many virtual retailers 

represent a single company while others, such as Top Online Shopping, represent an 

association of companies. 

 

Global Trade 

 E-business is one of the major factors in the globalization of business. Other factors include 

decreases in trade barriers, globalization of capital markets.  

 

Virtual Businesses 

 As a result of e-business, business firms now can become virtual businesses. Virtual 

business uses electronic means to transact business as opposed to the traditional means of face 

to face transaction. 

 

Lower Search Costs 

 The Internet brings low search costs and high price lucidity. E-business has proved to be 

highly cost - effective for business concerns as it cuts down the cost of marketing, processing, 

inventory management, customer care etc. It also reduces the load of infrastructure required for 

conducting business. 
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Round the Clock 

 Customers can do transactions for the product or inquiry about any product/services 

provided by a company anytime, anywhere from any location. 

 

Greater Economic Efficiency 

 We have achieved greater economic efficiency (lower cost) and more rapid exchange (high 

speed, accelerated, or real-time interaction) with the help of electronic business. 

Key drivers in Indian e-commerce are: 

1. Increasing broadband Internet (growing at 20%) and 3G penetration. 

2. Rising living standards and a growing, an upwardly mobile middle class with high 

disposable incomes. 

3. Availability of much wider product range compared to what is available at brick and mortar 

retailers. 

4. Busy lifestyles, urban traffic congestion and lack of time for offline shopping. 

5. Lower prices compared to brick and mortar retail driven by disintermediation and reduced 

inventory and real estate costs. 

6. Increased usage of online classified sites, with more consumers buying and selling second-

hand goods. 

7. Evolution of the online marketplace model with sites like eBay, Flip kart, 

 

Challenges Faced by E-Commerce 

Indian Customers Return much of the Commodities they Purchase Online 

 E-Business in India has many first time buyers. This means that they have not yet made up 

their mind about what to expect from e-business websites. As a result, buyers sometimes fall 

prey to hard sell. But by the time the product is actually delivered, they reveal remorse and 

return the goods. Though consumer remorse is a global problem, but it is all the more prevalent 

in a country like India, where much of the growth comes from new buyers. Returns are 

expensive for e-business companies, as reverse logistics presents unique challenges. This 

becomes all the more complex in cross - border e-business. 

 

Cash on Delivery is the Preferred Payment Mode 

 Low credit card access and low trust in online transactions have led to cash on delivery is 

the preferred payment choice in India. Unlike electronic payments, manual cash collection is 

painstaking, risky, and expensive. 

 

Payment Gateways have a High Failure RATE 

 As if the preference for cash on delivery was not bad enough, Indian payment gateways 

have an unusually high failure rate by global standards. E-business companies using Indian 

payment gateways are losing out on business, as several customers do not attempt making 

payment again after a transaction fails. 

 

Internet Penetration is Low 

 Internet penetration in India is still a small fraction of what is there in a number of western 

countries. On top of that, the quality of connectivity is poor in several regions. But both these 
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problems are on their last legs. The day is not far when connectivity issues would not feature in 

a list of challenges to e-business in India. 

 

Feature Phones still Rule the Roost 

 Though the total some mobile phone users in India is very high, a significant majority still 

use feature phones, and not smart phones. As a result, this consumer group is unable to make 

e-business purchases on the move. Though India is still a couple of years away from the scales 

tipping in favour of smart phones, the rapid downward spiral in the price of entry-level smart 

phones is an encouraging indication.  

 

Conclusion 

 The e-commerce market in India has grown by 34 percent in the last seven years. Now –a- 

day‘s many people are using internet for purchase of product and services .But many traditional 

vendors and owners are worry about risk of E-business. Those who want get success in the 

business face the real risk and Come up with an e-business idea to compete with the existing 

competitors, look into a web design package and also know about the E-payment methods. 
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Introduction  

 Housing is regarded as a basic human need along with food and clothing. Housing condition 

is an important indicator of the level of living of the people. It has been rightly observed in the 

National Sample Survey Report on Housing Conditions that housing conditions and related 

facilities determine the immediate environment of man. The development of physical and 

mental potentialities is in turn influenced by the environment he lives. Housing condition is, 

therefore, recognized as an important indicator of the level of living. Adequate housing 

contributes directly to the individual health and productivity which are essential for national 

economic growth. Investment in housing has a multiplier effect on the economy through the 

concurrent development of allied industries 

 

Statement of the Problem 

 It was the motto and policy of the Government to provide a house for each family in Tamil 

Nadu. The Co-operative Housing Societies play an important role in achieving the above object. 

In Tamil Nadu State, there were 834 Urban Co-operative Housing Societies and 196 Taluk 

Rural Co-operative Housing Societies and along with a state level Apex Body namely Tamil 

Nadu Co-operative Housing Federation Limited functioning to cater the Housing needs of the 

members in urban and rural areas. In Erode district in 2012-13, there were 24 housing Co-

operatives with a membership of Rs.4.3 lakhs and the working capital of Rs.27.23crores. As 

Housing Co-operatives have made appreciable progress in India, the study was designed to 

study the performance of Primary Co-operative Housing Societies in Erode District wherein 

eight Co-operative Housing Societies are functioning at the grass root level. In this juncture, it 

is imperative to examine the number of members in Co-operative Housing societies, 

mobilization and utilisation of resources, lending activities, problems faced by Co-operative 

Housing Societies and the satisfaction of the beneficiaries. 

 

Scope for the Study  

 Now a days shelter is one of the common need for any individual. Therefore, there is a 

Significant scope to examine the need for housing loan, utilization level, financial performance 
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of Co-operative Housing Societies, extent of overdue, problems faced by the Co-operative 

Housing Societies and its beneficiaries. To assess the performance level, eight sample societies 

are taken and compared. The study is made to analyse the extent of utilization level of 

members of sample Co-operative Housing Societies at Erode district. The study is confined only 

to the individuals who are the members of the Erode Co-operative Housing Society. The study is 

individual oriented and so the concept of utilization has been considered from the point of view 

of the members of sample Societies in Erode District and not from the point of view of the 

society. 

  

Objectives of the Study  

 To study the profile of Co-operative Housing Societies in Erode District. 

 To analyze the financial performance of Co-operative Housing Societies in Erode District. 

 To examine the extent of over dues in Co-operative Housing Societies in Erode District. 

 To analyze members perception about the services offered by Co-operative Housing 

Societies in Erode District. 

 To examine the problems of sample Co-operative Housing Societies and its beneficiaries and 

to offer suggestions. 

 

Hypothesis of the Study  

1. There is no significant relation between the type of house and demographic profile of the 

respondents. 

2. There is no significant association between demographic variables and motivational factors. 

3. There is no significant association between the level of satisfaction and the services 

provided by the Co-operative Housing Societies. 

 

Research Methodology  

 The present study is an empirical one. Field survey method and personal interview 

technique have been adopted for the collection of the required data from the selected Co-

operative Housing Societies and its members. The secondary data have been gathered from the 

institutions and primary data have been collected from the selected respondents by using 

schedules constructed for the purpose 

 

Sampling Procedure  

 Random sampling technique has been adopted for the study. Erode Revenue District has 

been selected purposively because of its unique characteristics. Erode district has been one of 

the industrially, Co-operatively and educationally developed district of Tamil Nadu state. The 

other considerations like proximity, financial and time factors have also contributed to select 

the particular district for an in-depth study. In Erode Revenue District, 8 Co-operative Housing 

Societies have been selected out of 24 by using simple random sampling method. The sample 

societies are listed below: 

 The Erode Co-operative Housing Society Ltd. 

 Perundurai Taluk Co-operative Housing Society Ltd., 

 Gobichettipalayam Co-operative Housing Society Ltd., 

 Tamil Nadu Transport Employees Co-operative Building Society 

 Erode Co-operative Building Society 
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 Southern Railway Employees Co-operative House Building Society Ltd., 

 Perundurai Teachers and Staff of Education Department., Co-operative Housing Society 

Ltd., 

 Bhavani Cooperative Building Society Ltd., 

 The main focus of the study was on the financial performance of Cooperatives Housing 

Societies in the study area. However, it is felt that any study on the performance of the housing 

Societies would not be completed without studying the satisfaction of its members. Therefore, 

the members‘ perception about the services offered by the sample societies has been included as 

another dimension which would help to vouch the result of the study. Totally 376 members 

have been selected for study. 

 

Pilot Study 

 A pilot study was conducted among 40 respondents, which constituted 10 percent of the 

total sample. Based on the results of this study and personal observation, the requisite factors 

influencing the level of satisfaction of the respondents have been identified. Due to this, the 

scope of the present study has been widened. Accordingly, the schedules have been restructured 

and finalized to conduct the research.  

 

Field Work 

 The officials of the institutions were contacted according to their convenient places and 

timings and required data have been gathered from the records and registers and also from 

their perceptions. The members were directly contacted and interviews are carried out in the 

convenient timings and places. After creating a good rapport by explaining the purpose of the 

study, a good response has been received from each and every member. Secondary data from 

the institutions and primary data from the selected respondents have been gathered without 

any complexity.  

 

Tools Used  

Chi-Square Analysis 

 The chi-square analysis has been used to test the significance of the influence of 

demographic characters over the opinions of the borrowers. The chi-square statistic is  

 





E

EO
2

2
 

Here O: Observed frequency E: Expected frequency 

 

Average Score Analysis 

 After converting the qualitative information into a quantitative one using a five point scale, 

the average scores were obtained on various issues to determine the mean scores regarding 

satisfaction regarding services. Parametric test of two sample t-Test and One way analysis of 

variance for more than two groups are applied to for judging the significance of the difference 

between means scores after testing the normality by Q-Q plot.  
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Garrett Ranking 

 Garrett ranking has been used to find out the most influential factor in motivating the 

borrowers to approach Cooperative Housing Societies for loan. As per this method, respondents 

have been asked to assign the rank for all factors and the outcomes of such ranking have been 

converted into score value with the help of the following formula:  

 Percent Position = 100 (Rij – 0.5) / Nj 

 Where Rij = Rank given for the ith variable by jth respondents 

 Nj = Number of variable ranked by jth respondents 

 With the help of Garrett‘s Table, the percent position estimated is converted into scores. 

Then for each factor, the scores of each individual are added and then total value of scores and 

mean values of score is calculated. The factors having highest mean value is considered to be 

the most important factor. 

 

Period of Study 

 The primary data required for the study have been collected from the respondents during 

the year 2013 – 2014 and the secondary data from 2004 – 2014. 

 

Profile of the Study Area  

 In Erode District, there are 24 Housing Cooperatives effectively extending their services to 

the members. Among these cooperatives, Erode Cooperative Housing Society Limited was the 

age old society. It was registered on 24.03.1924. Next to this, Bhavani Cooperative Building 

Society and Gobi Cooperative Building Society were 65 years old cooperative institutions. 

Gobichettipalayam Cooperative Housing Society Limited was registered before 61 years. There 

were 7 societies come across with more than 50 years of registration. It was also observed that 

these societies have crossed above 40 years of age and the rest of the societies were below 40 

years old. Olagadam Cooperative Housing Society was of recent origin than compared to other 

housing societies. This society has been rendering effective services to its members for the past 

17 years in Olagadam.  

 

Type of House  

Table 1.1 reveals the type of house in which they lived earlier. 

 

Table 1.1 Type of House 

Factors 

Type of House had Earlier Total 

No house Rental 
Kutcha 

house 

Any 

other N % 

N % N % N % N % 

Co-

operative 

Housing 

Society 

The Erode Co-

operative Housing 

Society Ltd. 

11 2.93 94 25.00 11 2.93 10 2.66 126 33.51 

Perundurai Taluk 

Co-operative 

Housing Society 

Ltd., 

6 1.60 90 23.94 2 0.53 9 2.39 107 28.46 

Gobichettipalayam 

Co-operative 

Housing Society 

Ltd., 

1 0.27 34 9.04 - - 2 0.53 37 9.84 

Tamil Nadu 9 2.39 24 6.38 2 0.53 2 0.53 37 9.84 
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Transport 

Employees Co-

operative Building 

Society 

Erode Co-operative 

Building Society 
3 0.80 17 4.52 2 0.53 3 0.80 25 6.65 

Southern Railway 

Employees Co-

operative House 

Building Socie 

1 0.27 16 4.26 - - 1 0.27 18 4.79 

Perundurai Teachers 

and Staff of 

Education 

Department., Co-o 

- - 15 3.99 1 0.27 1 0.27 17 4.52 

Bhavani Cooperative 

Building Society 

Ltd., 

1 0.27 7 1.86 - - 1 0.27 9 2.39 

Sex 
Male 20 5.32 141 37.50 12 3.19 18 4.79 191 50.80 

Female 12 3.19 156 41.49 6 1.60 11 2.93 185 49.20 

Total 32 8.51 297 78.99 18 4.79 29 7.72 376 100.00 

Age 

26-30 8 2.13 73 19.41 2 0.53 5 1.33 88 23.40 

31-35 7 1.86 74 19.68 3 0.80 5 1.33 89 23.67 

36-40 9 2.39 71 18.88 5 1.33 11 2.93 96 25.53 

41-45 5 1.33 42 11.17 2 0.53 5 1.33 54 14.36 

Above 45 3 0.80 37 9.84 6 1.60 3 0.80 49 13.03 

Total 32 8.51 297 78.98 18 4.79 29 7.72 376 100.00 

Community 

BC 11 2.93 109 28.99 6 1.60 11 2.93 137 36.44 

MBC 12 3.19 107 28.46 11 2.93 10 2.66 140 37.23 

SC 4 1.06 54 14.36 1 0.27 4 1.06 63 16.76 

Others 5 1.33 27 7.18 - - 4 1.06 36 9.57 

Total 32 8.51 297 78.99 18 4.8 29 7.71 376 100.00 

Education 

No formal education 9 2.39 55 14.63 1 0.27 4 1.06 69 18.35 

Primary 6 1.60 74 19.68 6 1.60 5 1.33 91 24.20 

Secondary 10 2.66 75 19.95 6 1.60 7 1.86 98 26.06 

Higher Secondary 4 1.06 56 14.89 5 1.33 9 2.39 74 19.68 

Degree 3 0.80 37 9.84 - - 4 1.06 44 11.70 

Total 32 8.51 297 78.99 18 4.8 29 7.7 376 100.00 

Marital 

Status 

Married 28 7.45 284 75.53 17 4.52 29 7.71 358 95.21 

Widowed 4 1.06 13 3.46 1 0.27 - - 18 4.79 

Total 32 8.51 297 78.99 18 4.79 29 7.71 376 100.00 

Type of 

family 

Joint 14 3.72 133 35.37 13 3.46 17 4.52 177 47.07 

Nuclear 18 4.79 164 43.62 5 1.33 12 3.19 199 52.93 

Total 32 8.51 297 78.99 18 4.79 29 7.71 376 100.00 

Size of 

family 

Up to 2 5 1.33 36 9.57 3 0.80 5 1.33 49 13.03 

3 - 4 5 1.33 100 26.60 8 2.13 10 2.66 123 32.71 

Above 4 22 5.85 161 42.82 7 1.86 14 3.72 204 54.26 

Total 32 8.51 297 78.99 18 4.79 29 7.71 376 100.00 

No. of 

earning 

members in 

the family 

1 - - 28 7.45 3 0.80 1 0.27 32 8.51 

2 4 1.06 17 4.52 - - 3 0.80 24 6.38 

3 12 3.19 137 36.44 8 2.13 14 3.72 171 45.48 

4 16 4.26 115 30.59 7 1.86 11 2.93 149 39.63 

Total 32 8.51 297 78.99 18 4.79 29 7.71 376 100 

Source: Computed by the researcher 

 Out of 126 borrowers in ECHS, 25 percent lived in rented houses, 2.93 percent in kutcha 

houses and 2.93 percent had no houses at all. They may perhaps live in houses constructed by 

slum clearance board. Similarly, in all the other societies also majority of the borrowers have 
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lived in rental houses. Majority of males (141) and females (156) lived in rental houses. 

Majority of the people in all the age groups live in rented houses. Most of the respondents who 

live in rental houses are married and belong to backward communities. It is surprising to note 

that all educated people live in rental houses. 164 respondents who live in rental houses are 

from nuclear family. 161 respondents with more than 4 members live in rental houses. 

Similarly, 137 respondents with three earning members live in rental houses.  

 In order to find the association between the Opinions about type of house they had earlier 

and the profile of the respondent, chi-square test has been used and result of the test is shown 

in Table 1.1a 

 

Table 1.1 (a) Results of Chi Square Test 

Profile of the Respondent Chi Square Value df p Sig. 

Co-operative Housing Society 29.80 21 0.096 Not Significant 

Sex 6.35 3 0.096 Not Significant 

Age 11.74 12 0.467 Not Significant 

Community 8.80 9 0.455 Not Significant 

Education 12.02 12 0.444 Not Significant 

Marital Status 5.77 3 0.123 Not Significant 

Type of family 6.89 3 0.075 Not Significant 

Size of family 6.87 6 0.333 Not Significant 

No. of earning members in the family 10.72 9 0.295 Not Significant 

 It is evident from the Table 1.1a that as the p value is greater than 0.05 for all the 

variables, the results are not significant at 5 percent level.  

 

Preference for Co-operative Housing Loan 

 The respondents have been asked about their preference for Co-operative Housing Societies 

for getting housing loan. Their reasons for preferring the co-operative housing society to get 

housing loan is presented in Table 1.2. 

 

Table 1.2 Preference for Co-Operative Housing Societies 

Reasons No. of Respondents Percentage 

Easy access 123 32.7 

Low interests 80 21.3 

Subsidy/Govt. assistance 16 4.2 

Simple procedures 142 37.8 

Reluctance of other institutions 15 4.0 

Others 376 100.00 

Source: Computed by the researcher 

 Simple procedure has been ranked as first by 142 respondents accounting for 37.8 percent 

and 123 respondents with 32.7 percent has ranked easy access as second. Only 80 respondents 

have ranked low rate of interest as third. Subsidies from government and reluctance of other 

financial institutions to give loan have been ranked as fourth and fifth respectively by the 

respondents. 

 In order to identify the most influential factor Garrett rank analysis has been used and the 

results are given in Table 1.2a. 
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Table 1.2 (a) Garrett Rank 

Factors Mean Std. Deviation Garrett score Garrett Rank 

Easy access 2.03 1.10 64.67 I 

Low interests 5.73 0.83 25.88 VI 

Subsidy/Govt. assistance 4.22 1.16 43.82 V 

Simple procedures 2.32 1.45 62.27 II 

Reluctance of other institutions 3.28 1.30 52.16 III 

Others 3.42 1.19 51.20 IV 

 It could be noted from the above Table that among the six factors ―Easy access‖ has been 

ranked first. It is followed by the ―Simple procedures‖ and ―Reluctance of other institutions‖. 

Subsidy/Government assistance has been given fifth rank which is followed by low rate of 

interest. 

 

Findings  

 Majority of the people in all the age groups live in rented houses. Most of the respondents 

who live in rental houses are married and belong to backward communities. It is surprising 

to note that all educated people live in rental houses. 164 respondents who live in rental 

houses are from nuclear family. 161 respondents with more than 4 members live in rental 

houses. Similarly, 137 respondents with three earning members live in rental houses.  

 Among the five factors ―Easy access‖ has been ranked first. It is followed by the ―Simple 

procedures‖ and ―Reluctance of other institutions‖. Low rate of interest has been given 

fourth rank which is followed by Subsidy/Government assistance.  

 Overall level of satisfaction for all the selected Co-operative Housing Societies ranged 

between 63 percent to 100 percent.  

 

Suggestions 

 The loan amount sanctioned for the members are from Rs.5 lakhs to Rs.10 lakhs. The 

amount so discharged is not sufficient for their construction. The period of the loan can be 

from 10 to 20 years. 

 The loan formalities can be minimized by the bye-laws of the society. The share base can be 

reduced to 3 percent instead of 7 percent. The members do not know the importance of 

share capital base. This indeed is a pattern of savings. But this is not possible by all the 

members. Hence, the members who have the intension to increase the savings can go for 

deposit schemes of the society. 

 The process of the loan gets delayed since the proceedings for the loan is partly automated 

and partly manual. To fasten the proceedings of the loan, proper training should be given 

for the employees. The employees should take active part in the systemization of the 

records, publishing of reports, reduce duplication and fasten the flow of work for the speedy 

action. 
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Introduction 

 The status of women in India has been changing due to growing industrialization, 

globalization, and social legislation. With the spread of education and awareness, women have 

shifted from kitchen to higher level of professional activities. Entrepreneurship has been a 

male-dominated phenomenon from the very early age, but time has changed the situation and 

brought women as today‘s most memorable and inspirational entrepreneurs. In almost all the 

developed countries in the world women are putting their steps at par with the men in the field 

of business. The role of Women entrepreneur in economic development is in inevitable. Now-a-

days women enter not only in selected professions but also in professions like trade, industry 

and engineering. Women are willing to take up business and contribute to the Nation‘s growth. 

Women entrepreneurship must be molded properly with entrepreneurial traits and skills to 

meet the changes in trends, challenges global markets and also be competent enough to sustain 

and strive for excellence in the entrepreneurial arena. Women are doing a wonderful job 

striking a balance between their skill training, vocational education, entrepreneurs, 

stakeholders, entrepreneurship development house and career. Women entrepreneurs are key 

players in any developing country particularly in terms of their contribution to economic 

development. In recent years, even among the developed countries like USA and Canada, 

Women‘s role in terms of their share in small business has been increasing. 

 

Women Entrepreneurs in India 

 Women entrepreneurs is relatively a recent phenomenon which came into prominence in 

the late 1970s. Due to the spread of education, favourable government policies towards 

development of women, entrepreneurship awareness and new kind of avenues, more and more 

women are venturing as entrepreneurs in all kinds of business, economic and other useful 

activities. Women entrepreneurship in India has come a long way from papads and pickles to 

engineering and electronics. Nowadays, elite women in cities are making a mark in non-

conventional fields such as consultancy, garments exporting, interior designing, textile printing, 

food processing, chemicals, pharmaceuticals, etc. 

 The women entrepreneurs in India can be classified into three categories: 

 Women with adequate education and professional qualification and a majority of them live 

in cities. Such women entrepreneurs are engaged in medium and large industrial units and 

non-traditional establishments. They are not confined to commercial activities but venture 

into fields such as electronics, engineering and services. This class of entrepreneurs is 
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endowed with high drive, creativity and innovation for taking on the challenging role of 

entrepreneurship. 

 The second category consists of middle class women who have education but lack training. 

They are mostly engaged in handicrafts and cottage industries and produce low value. 

added items such as knitting, garments, doll and toy-making, etc. These women have 

turned entrepreneurs due to pull and push of traditional and changing values. 

 Woman take up business enterprise to tide over financial difficulties when responsibility is 

thrust upon them due to family circumstances. This group of women entrepreneurs are 

illiterates, financially weak and are engaged mostly in family business such as horticulture, 

fisheries, nursery, handlooms, etc. 

 

Types of Women Entrepreneurs in India 

 Women entrepreneurs can be classified into the following categories: 

 Chance Entrepreneurs: These entrepreneurs start business without any preparation, 

clear goals or plans and they happen to grab the opportunities which they come across. 

 Natural Entrepreneurs:  The entrepreneurs take business as a profession on their own by 

self-planning or motivated through profit factor and also keeping themselves busy.  

 Created Entrepreneurs: These entrepreneurs are encouraged and trained through 

specialised training programmes such as entrepreneurship development programme to set up 

their own industrial units. 

 Forced Entrepreneurs: The women who are compelled by circumstances such as the 

death of father or husband to take over the existing business are called forced entrepreneurs. 

 Benami Entrepreneurs: Those who act as facade for business of their husband or 

brother. 

 

Factors Influencing the Women Entrepreneurs in India 

Pull Factors 

 Pull factors are those which encourage women to become entrepreneurs. These include 

desire to do something new in life, need for independence, availability of finance, concessions 

and subsidies. 

 

Push Factors 

 Push factors are those which compel women to become entrepreneurs. These include 

unfortunate family circumstances like death of husband or father, financial difficulties, 

responsibility in the family, etc. 

 

Characteristics  

 Positive attitude 

 Overcoming the obstacles 

 High self-confidence 

 The sense of being helpful to others 

 Honesty 

 Balancing between life and work 

 Goal-directedness 

 Precision 

 Training 

 Long-term vision 
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Challenges Faced by Women Entrepreneurs in India  

 Some important problems faced by women entrepreneurs are: 

 

No Independence  

 The primary problem of a woman entrepreneur is that of her being woman. She is 

considered subordinate to male in all walks of life. The basic ingredients such as independence 

and authority required for a successful entrepreneur are not adequate for women in India. 

 

Lack of Confidence 

 Women generally lack confidence in their own capabilities. Even at home, the members of 

their families do not seem to have total confidence in their abilities. Society in general also 

lacks confidence in women‘s strength, traits and competence. This is quite apparent in the 

family‘s reluctance to finance a women‘s venture, bankers are not prepared to take risk on 

projects set by women and individuals are not willing to stand guarantee for loans to women. 

 

Social Attitude 

 Social attitudes are equally responsible for keeping women away from training and skill in 

rural areas, overbearing presence of elders restricts the young girls from venturing out and very 

strict boundaries are drawn around their mobility. 

 

Low Literacy 

 Low literacy level hinders women in carrying out their activities as entrepreneurs. Female 

literacy percentage is 18.5% for India as a whole. Lack of education handicaps their grasps of 

technological and marketing knowledge. 

 

Low Risk Bearing Capacity 

 Risk bearing capacity which is a crucial factor in running an enterprise is low among 

women. Moreover, the impact of losses are more severe on women since they lack sufficient 

social support. 

 

Dual Responsibility 

 A woman has to perform responsibilities towards family, society and work simultaneously. 

Consequently, a serious conflict emerges between home and work resulting in high stress level 

inhibiting her success, independence and progress. 

 

Financial Constraints 

 The problem of finance for women entrepreneurs still remains a challenge. They lack access 

to external funds due to their inability to provide tangible security. Very few women have 

property in their name banks also take a negative attitude while providing finance to women 

entrepreneurs. As a result, they rely on their own funds and loans from family friends, which is 

inadequate to run the business. 

 

Marketing Problem 

 Marketing is a serious problem encountered by women entrepreneurs due to the low level 

technology. 

 Due to lack of storage facilities 
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 The rural women entrepreneurs do not know as how to synchronise their products with 

market requirements.  

 The competition from multinational companies poses the greatest danger to women 

entrepreneurs.  

 Sufficient arrangements are not made to market the products of women entrepreneurs. 

 

Limited Mobility 

 Women entrepreneurs are handicapped by their inability to travel from one place to 

another for business reasons. Further, the humiliating attitude of government officials, i.e., 

licensing authorities, labour officers, sales-tax officials, etc., make life miserable for women and 

force them to get out of the business in certain cases. 

 

Remedial Measures 

 In order to promote women entrepreneurship, the following measures have to be made at 

different levels of the economy. 

 

Vocational Education  

 The first measure would be to provide education, particularly vocational and technical 

education to girls. The curriculum should be restructured to include accountancy, management, 

computer science, small industry, entrepreneurial development, etc. 

 

Entrepreneurship Motivation at School Level 

 The girls at the school level should be inspired to adopt entrepreneurship. Generally, 

women dream to become job-seekers rather than job makers. To motivative the women, a 

coordinated effort should be made among the educational institutions, government departments 

and the business world. 

 

Accessibility to Information 

 All possible access to information should be provided for women entrepreneurs. 

Government agencies, Association of women entrepreneurs, NGOs and Universities should 

assume responsibilities in this regard. 

 

Separate Publication 

 Separate publication should be brought out and distributed to women entrepreneurs on 

subsidised rate in order to create awareness and encourage them to avail of the benefits offered 

to them. Media should be used to give maximum information of promoting the cause of women 

entrepreneurs. 

 

Finance 

 Banks and financial institutions should offer 100% loans without collateral security to 

qualified technocrats. Similarly, term-loans and working capital loans should be sanctioned 

liberally on differential terms. It is also suggested that a certain percentage be reserved for 

women in the various self-employment schemes launched by the government. 
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Access to Technology 

 Access to technology is low for women entrepreneurs. Due to lack of finance and 

information, they cannot have proper tools and equipment to improve the product. Setting up of 

Special Institutions at the State level would help to upgrade their skill and acquire new techno-

managerial knowledge so that they could go in for innovative technologies of production. 

 

Simple Formalities 

 Efforts should be made to simplify the procedures, formalities, rules and regulations, etc., in 

matters regarding registration and getting assistance from different departments and 

government agencies. 

 

Women Cooperatives 

 To meet the severe competition held out by big and small business, women cooperatives 

may be formed to market the products. Rural market that cater to nearly here-fourth of the 

total consumers in India offer a vast scope for women entrepreneurs. Rural tourism is another 

area which can be marketed by rural women entrepreneurs. 

 

Opportunities  

 Computer Maintenance 

 Beauty Parlours 

 Trading in Computer Stationery 

 Screen Printing 

 Distribution of Household Articles, Dress Material, etc. 

 Cyber cafe 

 Photocopying 

 Toy-making 

 The women entrepreneurs have great scope to set-up industries in the following areas 

 Readymade Garments  

 Nursery Classes 

 Manufacturing of Leather Goods 

 Training and Coaching Classes 

 Food Processing  

 

Institutions Supporting Women in Entrepreneurship Development in India 

Federation of Indian Women Entrepreneurs (FIWE) 

The Main Objectives 

 To provide training in export marketing, quality control and standardisation, laws, 

regulation procedures and systems for running small and medium enterprises. 

 To provide greater access to latest technologies. 

 To facilitate enterprise to enterprise cooperation within the country and women 

entrepreneur counterparts in 96 countries of the world. 

 Assisting in identification of investment opportunities. 

 To effectively articulate the problems and constraint faced by women entrepreneurs. 

 To facilitate participation in international and regional exhibitions, buyer-seller meet, 

seminars and symposia and help women entrepreneurs to get greater exposure to regional 

and global business environment and opportunities. 
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Consortium of Women Entrepreneurs of India (CWEI) 

 The consortium of Women Entrepreneurs of India started in the year 2000 provides a 

common platform to women entrepreneurs to find innovative techniques in the areas of 

production, marketing and finance. It consists of NGOs, voluntary organisations, Self Help 

Groups, institutions and individual enterprises. CWEI takes up integrated activity linked with 

product development and man power training. It also acts as intermediary between Indian 

entrepreneurs and overseas agencies for exports. 

 

Federation of Ladies’ Organisation (FLO) 

 The federation of Ladies‘ Organisation the woman‘s wing of Indian Chamber of Commerce 

and Industry was formed in 1983. The primary objective of FLO is to promote entrepreneurship 

and professional excellence in women. At the basic level, it conducts entrepreneur development 

programmes for women at low income levels. These programmes creates awareness about 

becoming entrepreneurs, advises on how to start a business venture and also provides 

vocational training. At the middle level, the FLO holds workshops and seminars for women 

entrepreneurs who run small scale businesses on computerisation and financial management. 

At the service level, advanced programmes in areas such as marketing and finance are 

conducted by FLO. 

 

Development of Women and Children in Rural Areas (DWCRA) 

 The DWCRA programme was started in 1982-83 for organising women in groups and 

providing them opportunities for self-employment on a sustainable basis. 

 The objectives of the schemes are: 

 To promote self employment among rural women by providing skill training and 

introducing new activities hitherto not undertaken. 

 To organise beneficiaries in groups, activity-wise and promote economic and social self-

reliance. 

 Creating avenues for production of goods and services. 

 To organise production-enhancing programmes in rural areas. 

 

Small Industries Development Bank of India (SIDBI) 

 SIDBI offers two women specific schemes, viz., Mahila Vikas Nidhi and Mahila Udhyam 

Nidhi 

 

Mahila Vikas Nidhi  

 It is a specially designed fund for economic development of women by providing them 

training and employment opportunities. NGOs with good track record and linkage with 

financial institutions are eligible to borrow under this schemes. 

 

Mahila Udhyam Nidhi 

 This scheme is for women entrepreneurs to set up new projects in the tiny and small scale 

industry sector. The scheme is operated through SFC‘s Industrial Development Corporations 

banks and urban cooperative banks. Women entrepreneurs who can start an enterprise with 

51% of the equity are eligible for assistance provided the project cost excluding working capital 

is less than Rs.10 lakhs. 
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State Bank of India: Shree Shakti Package 

 Under this scheme, introduced in 1989, Entrepreneurship Development Programmes 

exclusively designed for women entrepreneurs are conducted and financial assistance upto 

Rs.25,000 are provided to women entrepreneurs without collateral security and guarantee. 

Further, a discount of half per cent is allowed on the interest charged on the loan. Loan 

proposals are scrutinised and loans are sanctioned within 30 days of receipt of the application. 

 

Bank of India: Priyadarshini Yojana 

 The scheme aims at providing financial assistance to women entrepreneurs for undertaking 

small business and retail trade. A maximum of Rs.2 lakhs for term-loans and Rs.1 lakh for 

working capital is sanctioned under this scheme. 

 

IOB-SME Mahila Plus 

 The Government of India has been taking several steps to develop women entrepreneurs 

and it is an exclusive credit scheme for women entrepreneurs. The New Industrial Policy of the 

Government of India has stressed the need for conducting special entrepreneurship 

programmes for women with a view to develop women entrepreneurship. The policy has 

recommended that product and process- oriented courses may be conducted to enable women to 

start small-scale industries. 

 

FICCI 

 The Ladies Organisation of Federation of Indian Chamber of Commerce and Industry 

(FICCI) has launched SWAYAM, a support cell to encourage and support women 

entrepreneurs. It is launched in New Delhi and it focuses on first generation entrepreneurs. 

The selected candidates are mentored by a set of panelist who will assist women in establishing 

their businesses, branding and marketing strategies and connect with MSMEs. 

 

Conclusion 

 Women being the vital gender of the overall population have great capacity and potential to 

be the contributor in the overall economic development of any nation. Media has the potential 

to play the most vital role in entrepreneurial development by creating and highlighting all such 

platforms which can bring out the creativity and innovation among the women and men to grow 

entrepreneurship culture in society. Women entrepreneurs must be moulded properly with 

entrepreneurial traits and skills to meet changing trends and challenging global markets, and 

also be competent enough to sustain and strive in the local economic arena. 
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Introduction 

 Agricultural Entrepreneurship as being primarily related to the marketing and production 

of various agricultural products the perceived inability of agriculture to meet growing food 

needs has been a major cause of policy concern over the last two decades Number of analysis 

has made by many authors that treat farmers as recipients of new technology in macroeconomic 

settings. The Agribusiness Entrepreneurship Program supports the growth of competitive agro-

processing enterprises by advancing innovation in products, processes, and business models. It 

is expected that public funding will increasingly be limited to functions of general public 

interest. To achieve independence farmers should be willing to expose them to entrepreneur 

development 

 

The Importance of Agricultural Entrepreneurship 

 The word ―entrepreneurship is the activity of setting up a business or businesses, taking on 

financial risks in the hope of profit.‖ To be an agricultural entrepreneur, is to find the ways to 

not just farm, but to profit from the farming. 

 An Agricultural Entrepreneur Watches out for Market Trends: an ‗entrepreneur‘ in 

the agric space doesn‘t plant blindly. They have to plant according to local market, consider 

in-demand for export, kind of customers and type of crop. 

 It Yields more Profit: The farmer are trying only for break even and not willing to take a 

risk. Agricultural entrepreneurs are risk takers, and trying to make more profit. 

 The Development of a Nation: The signs of a developing nation are to think faster and 

easier way to do things. In present era technology is shaping the future of agriculture, find 

ways to make farming easier and faster, an agricultural entrepreneur will invest in 

advanced tools or develop tools and sell to other farmers. 

 Exploration: In exploring there would be need for innovative thinking, partnership, 

agricultural research which can lead to a breakthrough in seed technology, and so on 

 

The Agricultural Value Chain 

 Input Producers: There can be no agricultural revolution without input producers. These 

inputs can come in the form of improved seed technology, fertilizers and machinery used on 

the farm. Farmers are able to realize more yield from a farming season when they adopt 

these inputs 
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 Farmers: Farmers are the centrepiece of agriculture because they are responsible for 

locating a land that is viable for 

farming, identifying the right soil 

texture, tilling the land, planting 

the seeds and monitoring until 

harvest time. 

 Agro Dealers/Storage: It is very 

important to the farmers before 

harvest, and also properly store 

crops after harvest. An agro-dealer 

is an individual or a business that 

deals in the sale and purchase of 

agricultural produce. They will store agric produce under the right conditions until it is 

ready to be distributed to the wholesaler, retailer or final consumer. An agro-dealer may 

also purchase agricultural inputs like fertilizers, pesticides, herbicides and farm 

implements, and sell to farmers. 

 Agro Processors: after crops are harvested, they need to be processed for human 

consumption. More profit can be made after crops are harvested and sell processed. 

 Industrial Manufacturers: are responsible for manufacturing, designing and repairing 

farm equipment such as pruning machines, harvesters, trimmers, hydraulic components, 

etc. 

 Distribution and Exports: this is more focused on logistics; properly stacking the farm 

produce and distributing to the wholesalers, retailers or consumers in different parts of the 

country or in the case of export, moving the produce to the point where it can be transported 

either by air or sea to different countries of the world. 

 

To be a Successful Entrepreneur in Agriculture 

Barriers to farmers 

 To highlight the barriers on farmers and the 

strategies that farmers use in order to overcome 

these barriers (e.g., change of strategic business 

direction, diversification, specialization or other 

strategies such as merger).  

 A barrier can be defined as a phenomenon 

— political, social, economic, technical or 

personal — that places a restriction, either 

permanently or temporarily, on the potential of 

the farmer to develop the farm business 

(McElwee and Robson, 2005). 

 There are particular barriers for farmers who are rethinking their business strategy in 

order to take advantage of new opportunities. Similarly, there are barriers to diversification for 

any small business. A typical study by DGII of the European Commission (1996) lists the 

following barriers to diversification for small businesses: 

 Uncertainties about appropriate business frameworks; 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Know the Big 

(Easier to know hurdles help to put hard work and get success) 

Understand the Sector 

(Understand value chain to proceed to success) 

Get a Mentor 

(Can get a guide in every step of way in network) 

Learning 

(Of community, identity, meaning and practice) 
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 Concerns over total costs, equipment and training; 

 Security; 

 Interoperability of system 

 Legal issues 

 

The role of Agricultural-entrepreneurship and farming innovations for youth in 

agriculture engagement 

 The need of youth employment creation  

 The potential of patience and young boards within cooperatives 

 Stigmatization of youth 

 ICT as a fertile opportunity 

 Inclusive policy on agro ecology or agribusiness: the importance of networks 

 

Agricultural Funding Resources 

Grants and Loans for Farmers 

 Financial support for small farms and farm-related businesses is available from a variety of 

Federal, state and local agencies and from non-governmental organizations. 

 

Small Farm Funding Resources 

 Information about to start a farming operation with guides to start a farm business and 

develop business and marketing plans. It provides funding programs for beginning and 

experienced farmers, technical assistance contacts, disaster assistance, and organizations with 

resources. Funding and Program Assistance, State Programs ,Farm Banks, Farm Credit 

System (FCS). 

 

A Guide to Funding Resources 

 Federal Funding: The Federal government is the largest of all the grant makers for 

research grants, demonstration grants, project grants, block grants, formula grants  

 Private Funding: Private funding can be obtained from a variety of sources, such as private 

foundations, corporate foundations, community foundations, community foundations, direct 

giving programs, voluntary agencies, community groups. 

 

Sustainable Agriculture Research Funding Resources 

Agricultural Finance Programs 

Conclusion  

 Agricultural companies increasingly have to adapt to the vagaries of the market, changing 

consumer habits, enhanced environmental regulations, new requirements for product quality, 

chain management, food safety, sustainability, and so on. These changes have cleared the way 

for new entrants, innovation, and portfolio entrepreneurship. It argues, contrary to popular 

perceptions, that farmers are not just users of technologies developed elsewhere but they 

perform entrepreneurial functions that involve the transformation of knowledge into goods and 

services. It concludes by making the case for improved support systems, incentives, and the 

overall policy environment needed to help upgrade the entrepreneurial capabilities of farmers. 
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Introduction 

 The small scale industrial sector plays a pivotal role in the Indian economy in terms of 

employments and growth. A small scale industry is defined as ―a unit having investment up to 

5 crores in plant and machinery‖, small scale industries may be classified into three categories: 

 Cottage industries; 

 Agro-based industries; 

 Small-industries. 

 In developed nations also the employment potential of small scale industries (SSI sector has 

gained universal recognition). The bulk 68% of new jobs created in the United States during the 

last two decades were in the small-scale in Great Britain creates more than 2.8 lakh jobs every 

year. In Germany, Spain and the Netherland the S.S.Es sector s equally important. 

 In India S.S.I. sector is used as an efficient tool of progress. The recent data available 

indicate that the S.S.I. sector if India that ac-counts for 96% of the country‘s industrial units 

with 60% value addition in the manufacturing sector, shares 36% of the country‘s total export, 

contributes 9.54% GDP., employs nearly 10 lakhs per an-num, registering a sectored growth 

rate of 9.24% as against 8.7 percent of the country‘s overall industrial growth rate during 2012-

17. During the 12th plan 6.7 million new jobs were created by the sec-tor, while 8.6 million 

additional jobs are expected to be creating by the 13th plan. 

 The government is making all efforts to provide conducive atmosphere, level playing ground 

and policy support to enable the SSIs sector to achieve higher levels of production, exports and 

employment. The small-scale industry evokes different meanings for different agencies and the 

financial institutions. However, the definition of small industry is an important aspect of 

government policy as it identifies the target groups. The Micro, Small and Medium Enterprises 

Development Act, 2006 was enacted on 16th June 2006. The Act has empowered the 

government to establish a National Board for micro, Small and Medium Enterprise. The small-

scale sector has been assigned an important role in the industrial economy of the country on 

account of some of its inherent advantages like low capital intensity, high employment 

generation capacity, regionally balanced development and even distribution of wealth and 

income. There are two types of small-scale industries for which registration certificates are 

issued by the Department of Industries and Commerce as per the guidelines issued by 

Development Commissioner, Government of Indi, and New Delhi. The Industrial Policy 

Resolution, Five Year Plans and recommendation of different committees on SSIs focus on the 
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need for adequate and timely delivery of credit to the SSIs sector by commercial banks. The 

increase in the working capital limits, as suggested by different committees on the financing of 

SSI units, would ease the flow of bank credit to the small-scale industry. 

 

Concept of Micro, Small and Medium Enterprises in India 

 Micro, small and medium enterprises as per MSMED Act, 2006 are clear based on their 

investment in plant and machinery (for manufacturing enterprise) and on equipment for 

enterprises providing or rendering services. 

  The small-scale industry evokes different meanings for different agencies and the financial 

institutions. However, the definition of small industry is an important aspect of government 

policy as it identifies the target groups. The first official criterion for small-scale industry dates 

back to the second Five Year Plan when it was in terms of gross investments in land, building, 

plant and machinery and the strength of the labour force. Subsequently, on the 

recommendation of the of the Federation of Association of Small Industry of India (FASSII), an 

apex level organization of small-scale industry, set up under the aegis of the Ford Foundation 

team. Only the investment in fixed assets in plant and machinery, whether held in ownership 

terms or by lease or by hire-purchase instead of fixing the limit on overall investment, was 

considered for granting the status of a SSIs unit. 

 

Table 1 Category-Wise Definition of SSIS in India 

Classification Manufacturing Enterprises Service Enterprises 

Micro 2.6 million / 25 lakh 1.5 million / 10 lakh 

Small 55 million / 5 crore 25 million / 2 crore 

Medium 100 million / 10 crore 55 million / 5 crore 

Source: Annual Reports, SSI Development Board (20012-2017)  

 The defined limit on investment for enterprises to be classified as Micro, Small and Medium 

enterprises is as shown in [Table-1]. 

 

Small-Scale Industry and Five Year Plans 

 The small-scale sector has been assigned an important role in the industrial economy of the 

country on account of some of its inherent advantages like low capital intensity, high 

employment generation capacity, regionally balanced development and even distribution of 

wealth and income. Special emphasis has been laid on the promotion and development of small-

scale sector during the various plan periods. Various measures taken by the government to 

promote small scale sector under Five Year Plans are described as under. 

 

Small-Scale Industries in Five Years Plan 

 The plan outlay for the development of the small-scale industries from the first five year 

plan to the Twelfth five year plan is presented in Table 2. 
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Table 2 Plan Outlay for Village and Small Scale Industries over the Plan Periods (VSSI) 

Five Year Plan 

Total Plan 

Outlay (Rs.  

In Crores) 

Outlay for 

Industrial  

Sector 

(Rs.InCrore) 

Outlay and 

VSSI for  

(Rs.In crores) 

Percentage 

VSSI  

of Industrial  

Sector Outlay 

Percentage 

VSSI  

of Total  

Plan outlay 

I Plan (1951-1956) 1960 97 42.00 43.30 2.14 

II Plan (1956-1961) 4672 1121 187.00 16.68 4.00 

III Plan (1961-1966) 8577 1726 241.00 13.96 2.81 

IV Plan (1969-1974) 15779 3107 243.00 7.82 1.54 

V Plan (1974-1979) 39426 9581 592.60 6.19 1.50 

VI Plan (1980-1985) 109292 16948 1829.90 10.80 1.67 

VII Plan (1985-1990) 218730 29220 2752.70 9.42 1.26 

VIII Plan (1992-1997) 434100 46922 6334.20 13.50 1.46 

IX Plan (1997-2002) 859200 69972 12467.50 17.82 1.45 

X Plan (2002-2007) 1525639 88939 23489.20 26.41 1.54 

XI Plan (2007-2012) 2192078 107906 45196.40 41.88 2.06 

XII Plan (2012-2017) 2684095 149675 65185.20 43.55 2.43 

Source: Annual Reports, SSI Development Board (2012-2017)  

 [Table 2] reveals that The Percentage VSSI of Industrial Sector Outlay has steadily 

increased from 43.30% in the I Plan (1951-1956) to 43.55 % by the XII Plan (2012-2017). 

Similarly, there was tremendous Increase it the Percentage VSSI of Total Plan outlay 2.14 % in 

the I Plan (1951-1956) to 2.43% by the XII Plan (2012-2017). It is very clear that the Total Plan 

Outlay Rs. 1960 Crores in I Plan (1951-1956) and it Consistently growth up to 2684095 Crores 

the XII Plan (2012-2017). 

 

Growth of the SSI Sector in India 

 The contribution of small scale industries to the field of employments and productions is 

highly notable. [Table-3] presents the overall performance and augmentation of the S.S.I. 

segment in India. 

 

Table 3 Overall Performance and Growth of the SSI Sector in India 

Year 
No. of Units (In 

Lakhs) 

Production (In 

Corers) 

Employment (In 

Lakhs) 

2012-2013 272.79 (4.47%) 7,09,398 (42.49%) 626.34 (5.15%) 

2013-2014 285 (4.53%) 880805 (11.39%) 659.38 (5.27%) 

2014-2015 298.08 (4.53%) 9,82,919 (11.59%) 695.38 (5.46%) 

2015-2016 311.52 (4.51%) 10,95,758 (11.48%) 732.17 (5.29%) 

2016-2017 332.12 (2.21%) 11,27,352 (8.25%) 763 (3.21%) 

Average Growth Rate 8.76% 27.21% 5.35% 

 Source: Annual Reports, SSI Development Board (2012-2017)  

 [Table 3] reveals that the value of output produced by the SSI has steadily increased from 

7,09,398 crores in the 2012-2013 to 11,27,352 crores by the end of the end of March 1016-17. 

Similarly, there was tremendous Increase it the level of employment (70 lakh to 172 lakh). It is 

very clear that overall performance of SSI is quite satisfactory after introduction of the new 

economic policy in India. The growth of SSI is 272.79 lakhs in 2012-2013 and it consistently 

growth up to 332.12 lakhs in end of March 2016-2017. 

 [Table 3] reveals that the Average Growth of Units is 8.76% and the production is 27.21% 

and the Employment is 5.35% in the year of 2012 – 2017. 
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Organizational Help for Small Scale Industries 

 It is help to SSI sector by the Government in terms of infrastructure development, fiscal 

and monetary policies have helped this sector to emerge as dynamic and vibrant sector of 

Indian economy. 

 Small Industries Development Organisation (SIDO) 

 National Small Industries Corporation (NSIC) 

 SSI Board 

 National Research Development Corporation (NRDC) 

 Small Industrial Bank of India (SIDBI) 

 In present-day world is confronted by small scale industries amongst which industrial 

sickness is of paramount importance. The magnitude of industrial sickness is depicted in the 

[Table 4]. 

 

Table 4 Position of Sick SSI Units Financed By SCBS 

Year No. of Sick SSI Outstanding (In Corers) 

2012-2013 3,06,221 431.58 

2013-2014 3,04,235 460.93 

2014-2015 2,49,630 475.64 

2015-2016 1,77,336 481.82 

2016-2017 1,67,980 5,70.65 

 Source: Annual Reports, SSI Development Board (2012-2017) 

 There were 3,06,221 small industries which were affected by industrial sickness, whereas 

2,49,630 numbers of small units became sick in 2014-2015, thus compared to both years sick 

SSI decreases, the problem of industrial sickness is more concentrated in small-scale industries. 

Further, it is revealed that the magnitude of industrial sickness, particularly to small scale 

industries outstanding has raised from 431.58 Corers to 570.65 Corers units in 2012 to 2017. 

 There were 1,67,980 no. of small industries which have obtained loans from Bank. Their no. 

has further increased to 570.65 Corers units in the year 2017. Further, the [Table-3] shows that 

the problem of industrial sickness of SSI. Is gradually decreased from 570.65 Corers Units to 1, 

67,980 units due to outstanding bank credit. But, the industrial sickness has not been 

completed to desirable extent. 

 

Causes and Consequence of Industrial Sickness in SSIS 

 Government policy pertaining to production, distribution and price change in the outlay 

blueprint, subsequent new priorities in the strategy, scarcity of power, transport, raw material 

and deterioration of industrial relations etc., can result industrial sickness. Indigenous factor 

such as mismanagement, diversion of funds, wrong dividend policies, excessive overheads, lack 

of fully responsible for aggravating the situation of industrial sickness in a serve manner. 

Further, the government policies regarding price distribution, export, import, licensing and 

taxation are the major factors for industrial sickness. 

 

Industrial Sickness has brought disastrous Consequence 

 The closure of industrial units leads to aggravation of the problem of unemployment. 

 Wastage of huge resources invested in the industrial units 

 The closure also leads to wide spread labor unrest, threatening, disturbance in the 

industrial environment. 
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 Industrial sicknesses result in huge financial losses for banks and other terms lending 

financial institutions. 

 The closure of industrial units will have adverse impact on the other related units through 

backward linkages. 

 In incurs heavy loss of revenue to center, state and local government. 

 Foreign trade is also affected because of such industrial sickness. 

 The implementation of certain agreements under the ―World Trade Organization‖ (WTO) 

has jeopardized the existence of many SSIs. The most important aspect is the complete 

reservation of SSIs list by 2010. There is an anomaly in the price of raw materials. Steel is sold 

to the local industries in higher price is much lower. As a result, China buys Indian steel at a 

cheaper rate and dumps the finished products in the India at higher price, which is quite less 

than the price of Indian finished goods. The result is very simple, SSIs would be like dinosaurs. 

 The sickness of SSIs is mainly confined to the north-east and the state like West Bengal, 

Bihar, Orissa, Madhya Pradesh an Uttar Pradesh. One of the important reasons is lack of 

credit facility. The overall credit to SSIs has decline from 19.6% in 2008-2009 to 13.2% in 2013-

2014. The other reasons are the marketing and location. 

 The survey conducted by all India Management Association (AIMA) indicates a fall of 6.2% 

in the sale growth of SSI units in 2008-2014. This was primarily concentrated in North India 

where sales decline by 19.5% as a contrast, SSIs sale in South India grew 27.8%. 

 

Policy Measurements 

 In order to compete with the MNCs and large scale Industries SSIs must concentrate hard 

on marketing. 

 The Finance Minister must ensure that the Loans are extended to SSIs at lower rates of 

interest as on other countries. 

 A certain ear-marked fund for credit must be maintained for SSIs. 

 The modernizations and technological up gradation of the SSIs is a must. The government 

is trying to help SSIs with incentives like subsidies for upgrading technology. 

 The must bring legislation to ensure that the government department buy SSIs products. 

 The of protection are over but before withdrawing the protection the measures to promote 

them have to be found out. 

 The SSIs must diversify their range of products. 

 The government must initiate to launch an awareness programme so that the owners of 

SSIs can know the implication of WTO and can prepare to prevent the sickness of these 

SSIs. Therefore, WTO reality for SSIs has its own relevance in terms if their role in export 

and employment. 

 SSIs should concentrate more in internal and specific environment. This means giving 

attention for improving accounting procedures, technology up gradation, product 

improvement work culture etc. 

 Government should buy minimum of 15% of its requirement from SSIs sector. 

 Reinvest government agencies like SCIDO, TIIC, SIDBI etc. By reediting their roles. 

 Technology support for SSI should be strengthened and government assistance for export 

marketing should be stepped up. 

 All rules and regulations relating to SSI should be simplified and comprehensive law should 

be enacted. 
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 In order to disseminate information on technology, market, product etc., a technology 

information forecasting council has been set up. Efforts should be channelized to leverage 

maxi-mum benefit out of this exercise. 

 Packing of export products is one problem area generating a lot of grievances from 

exporters. This problem should be ad-dressed by fine-tuning our packaging industry. 

 

Conclusion 

 Although the several policies have been launched to protect the unhealthy competition of 

large scale industries with the SSIs, the policy makers as well as the planners are still 

grappling for the World Trade Organization. Under the reign of World Trade Organization, the 

integration of Indian Economy with the global economy has brought much confusion over a 

number of emerging issues like the gap on capital investment Foreign Direct Investment (FDI) 

ceiling, interest subsidy, de-reservation of items, relations a technology up gradation fund and 

so on. The Industrial Policy Resolution, Five Year Plans and recommendation of different 

committees on SSIs focus on the need for adequate and timely delivery of credit to the SSIs 

sector by commercial banks. The increase in the working capital limits, as suggested by 

different committees on the financing of SSI units, would ease the flow of bank credit to the 

small-scale industry. The Bank may have specialized branches in each district to the loan 

requirements of the small-scale industries. The lead banks in all districts may have periodical 

meetings with the DICs and the Association of the SSI units to assess the nature, type and 

amount of loans required by SSI units. For the healthier growth of the small-scale industries 

(SSIs) sector, top priority should be given to financial support just like the mother protects her 

children. Similarly India should protect her small scale sector; otherwise the current stalemate 

of rural employment cannot be tackled. 
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Introduction 

 Women entrepreneurs may be defined as a ―Woman or a group of women who initiate, 

organize and run a business enterprise‖. The Government of India has defined women 

entrepreneurs based on women participation in equity and employment of a business 

enterprise. Accordingly, a woman runs an enterprise is defined as ―an enterprise owned and 

controlled by women having a minimum financial interest of 51% of the capital and giving at 

least 51%of the employment generated in the enterprise to women‖. Women entrepreneur 

constitutes 10 % of the number of an entrepreneur in the country. This has been significant 

growth in self-employment of women with women now starting new ventures at three times the 

rate of men. They constitute 50% of the population of our country with a lower literacy rate 

than men. This statistical fact indicates that for the economic growth of the nation, women 

should not be encouraged to make their share of economic contribution towards the country. 

One way of achieving is by making women come out and become entrepreneurs. In the 

traditional society, they were confined to the four walls, playing household roles, but in the 

modern society, they are coming out to participate in all sorts of activities. Few of them venture 

into services industry relating to hospitality, catering, educational services, consultation or 

public relations, beauty clinics, etc. Women enter entrepreneurship due to economic factors 

which pushed them to be on their own and urge them to do something independently. Women 

prefer to work from their work residence, difficulty in getting suitable jobs and desire for social 

recognition motivate them towards self-employment. We see a lot of women professionals in 

engineering, medicine, law etc. They are also setting up hospitals, training centres, etc. 

 

Growth of Women Entrepreneurs in India 

 If the society is a vehicle, both men and women are its two wheels. Contributions of both 

women and men are required to the activities of building a nation. India has about seven lakh 

villages, in which more than 70 per cent of its population lives. The labour force in the rural 

sector is formed by 56 per cent of the male and 33 per cent of the female. Women struggle in 

India for entrepreneurial freedom though more than 60 years have completed after the 

independence. They still face various socio-economic problems.  

 Women entrepreneurs in India comprise a small proportion of the total entrepreneurs. The 

emergence of women entrepreneurs has been hampered by attitudinal constraints, social 

traditions and kinship system. Due to the lack of technical knowledge and little competition 

from men, Indian women have contributed for the most part to household industries. The 
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spread of education and growing awareness among women have motivated women to enter the 

fields of engineering, electronics, energy and such other industries. 

 In spite of the small number of such units, women start units for manufacturing solar 

cookers, TV, capacitors, electronic ancillaries, and small foundries. The growth of women 

entrepreneurs in the country has been accelerated by several government agencies and 

voluntary organizations like Mahilamandals, and so on. Indian women have become more 

career-minded, economically independent and more achievement-oriented. They would like to 

widen their scope of work and taste the fruit of achievement. But now, the scenario is changing 

fast with modernization, urbanization and development of education and business. Thus, the 

opportunities for employment for women have increased drastically.  

 

Problems Faced by Women Entrepreneur in India 

 Women entrepreneurs face a series of problems right from the beginning till the enterprise 

functions. Being a woman itself poses various problems to a woman entrepreneur, the problems 

of Indian women pertain to her responsibility towards family, society, and work. 

 The tradition, customs, socio-cultural values, ethics, motherhood subordinates to husband 

and men, physically weak, hard work areas, feeling for insecurity, cannot be tough etc are some 

peculiar problems that the Indian women are coming across while they jump into 

entrepreneurship. Women in rural areas have to suffer still further. They face tough resistance 

from men. They are considered as helpers. The attitude for society towards her, and constraints 

in which she has to live and work are not very conducive. Besides the above basic problems the 

other problems faced by women entrepreneurs are as follows: 

 

Family Ties 

 Women in India are very emotionally attached to their families. They are supposed to 

attend to all the domestic work, to look after the children and other members of the family. 

They are over burden with family responsibilities like extra attention to husband, children and 

in-laws which take away a lot of their time and energy. In such situation, it will be very difficult 

to concentrate and run the enterprise successfully. 

 

Male- Dominated Society 

 Even though our constitution speaks of equality between sexes, male chauvinism is still the 

order of the day. Women are not treated equal to men. Their entry to business requires the 

approval of the head of the family. Entrepreneurship has traditionally been seen as a male 

preserve. All these put a break in the growth of women entrepreneurs. 

 

Lack of Education 

 Women in India are lagging far behind in the field of education. Most of the women (around 

sixty per cent of total women) are illiterate. Those who are educated are provided either less or 

inadequate education than their male counterpart partly due to early marriage, partly due to 

son's higher education and partly due to poverty. Due to lack of proper education, women 

entrepreneurs remain in dark about the development of new technology, new methods of 

production, marketing and other governmental support which will encourage them to flourish. 
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Social Barriers 

 The traditions and customs prevailed in Indian societies towards women sometimes stand 

as an obstacle before them to grow and prosper. Castes and religions dominate with one 

another and hinder women entrepreneurs too. In rural areas, they face more social barriers. 

They are always seen with suspicious eyes. 

 

Shortage of raw Materials 

 The scarcity of raw materials, sometimes nor, availability of proper and adequate raw 

materials sounds the death-knell of the enterprises run by women entrepreneurs. Women 

entrepreneurs really face a tough task in getting the required raw material and other necessary 

inputs for the enterprises when the prices are very high. 

 

Problem of Finance 

 Women entrepreneurs stiffer a lot in raising and meeting the financial needs of the 

business. Bankers, creditors and financial institutes are not coming forward to provide financial 

assistance to women borrowers on the ground of their less credit worthiness and more chances 

of business failure. They also face financial problem due to blockage of funds in raw materials, 

work-in-progress finished goods and non-receipt of payment from customers in time. 

 

Tough Competition 

 Usually women entrepreneurs employ low technology in the process of production. In a 

market where the competition is too high, they have to fight hard to survive in the market 

against the organized sector and their male counterpart who have vast experience and capacity 

to adopt advanced technology in managing enterprises. 

 

High Cost of Production 

 Several factors including inefficient management contribute to the high cost of production 

which stands as a stumbling block before women entrepreneurs. . Women entrepreneurs face 

technology obsolescence due to non-adoption or slow adoption to changing technology which is a 

major factor of high cost of production. 

 

Low Risk-Bearing Capacity 

 Women in India are by nature weak, shy and mild. They cannot bear the amount risk which 

is essential for running an enterprise. Lack of education, training and financial support from 

outsides also reduce their ability to bear the risk involved in an enterprise. 

 

Limited Mobility 

 Women mobility in India is highly limited and has become a problem due to traditional 

values and inability to drive vehicles. Moving alone and asking for a room to stay out in the 

night for business purposes are still looked upon with suspicious eyes. Sometimes, younger 

women feel uncomfortable in dealing with men who show extra interest in them than work- 

related aspects. 

 

Lack of Entrepreneurial Aptitude 

 Lack of entrepreneurial aptitude is a matter of concern for women entrepreneurs. They 

have no entrepreneurial bent of mind. Even after attending various training programs on 
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entrepreneurship, women entrepreneurs fail to tide over the risks and troubles that may come 

up in an organizational working. 

 

Limited Managerial Ability 

 Management has become a specialized job which only efficient managers perform. Women 

entrepreneurs are not efficient in managerial functions like planning, organizing, controlling, 

coordinating, staffing, directing, motivating, etc. of an enterprise. Therefore, less and limited 

managerial ability of women has become a problem for them to run the enterprise successfully. 

 

Legal Formalities 

 Fulfilling the legal formalities required for running an enterprise becomes an upheaval task 

on the part of a women entrepreneur because of the prevalence of corrupt practices in 

government offices and procedural delays for various licenses, electricity, water and shed 

allotments. In such situations, women entrepreneurs find it hard to concentrate on the smooth 

working of the enterprise. 

 

Exploitation by middle Men 

 Since women cannot run around for marketing, distribution and money collection, they 

have to depend on middle men for the above activities. Middle men tend to exploit them in the 

guise of helping. They add their profit margin which results in fewer sales and lesser profit. 

 

Lack of Self- Confidence  

 Women entrepreneurs because of their inherent nature, lack of self-confidence which is 

essentially a motivating factor in running an enterprise successfully. They have to strive hard 

to strike a balance between managing a family and managing an enterprise. Sometimes she has 

to sacrifice her entrepreneurial urge to strike a balance between the two. 

 

Conclusion 

 India is a male-dominated society and women are assumed to be economically as well as 

socially dependent on male members. Women entrepreneurs faced lots of problems like lack of 

education, social barriers, Shortage of raw materials, legal formalities, the high cost of 

production, Lack of entrepreneurial aptitude, limited managerial ability, lack of self- 

confidence, etc. Various factors like Pull and Push factors influencing women entrepreneurs. 

Successful leading business women in India. The Government takes various steps for the 

upliftment of women entrepreneurs in 7th five - year plan, 8th five- year plan and in 9th five- year 

plan. Women have the potential and determination to setup, uphold and supervise their 

enterprise in a very systematic manner, appropriate support and encouragement from the 

society, family, the government can make these women entrepreneur a part of the mainstream 

of national economy and they can contribute to the economy progress of India. 
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Introduction 

 There has never been a definite answer to the question of whether entrepreneurship can be 

taught (Harrison, 2014). Although many would argue that the entrepreneurial spirit is innate, 

the credence on effective entrepreneurial education to foster the right entrepreneurial attitude 

with requisite training is gaining ground (Drucker, 1985; Trivedi, 2014). The development of 

entrepreneurship as a field of study in business courses has been largely inspired by the 

acceptance of entrepreneurship as a legitimate tool for economic growth (Arthur et al., 2012). 

The growth of corporate entrepreneurship as a valuable antecedent to the revitalization and 

enhanced performance of corporations, especially those in the developed markets, add to its 

merit (Bhard- waj & Sushil, 2012). Nevertheless, the effectiveness of entrepreneurship 

education is largely driven by the type and design of such education, as defined by the 

materials and modes of rendering the programs (Arthur et al., 2012). Considering the 

importance of the right entrepreneur-ship culture and education for the growth and 

development of an emerging economy such as India (Todd & Javalgi, 2007), the present article 

aims to comprehend the nature of entrepreneurship as a field of study in comparison to a more 

fundamental business management subject such as marketing. The article also explores and 

assimilates various qualitative evidences to assess the prevalent status of imparting 

entrepreneur-ship education in India. The article culminates in the Development of a proposed 

working framework for an effective entrepreneurship education ecosystem in In-dia. More 

specifically, the article is structured to systematically explore the evidence base of concurrent 

practices in the country to map out a thematic system for fostering and promoting a sustainable 

entrepreneurial education system that can serve as a solid foundation for relevant business 

education in modern times.  

 

Objective 

 To study the evolution of entrepreneurship education in India. 

 To study the importance and role of entrepreneurs in Indian economy. 

 To study the importance of entrepreneurship education for budding entrepreneurs. 

 To study the challenges faced by entrepreneurship education in India. 

 To discuss the role of B-schools in development and promotion of entrepreneurship 

 education. 

 To suggest measures for developing entrepreneurship education in India. 
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Entrepreneurship as a Field of Business Study 

Synergies and Topical Relevance 

 At the outset, it is important to note that, within the definition of entrepreneurship 

education, the focus is largely on the premise of higher education rather than that on educating 

entrepreneurs (Pittaway & Cope, 2007). Entrepreneurship as a domain of business education 

has an eclectic nature where the content is derived from diverse disciplines including those of 

strategy, fin-ance, or marketing (Albornoz-Pardo, 2013). Given its cross-functional and cross-

sector orientation (Ven-katachalam & Waqif, 2005), the structure and content of the course is 

often faculty driven and is primarily aimed at the twin objectives of increasing the awareness of 

entrepreneurship as a career option and developing the understanding of the process of creating 

new business. 

 

A Contemporary Review 

 Indeed, entrepreneurship education has truly earned a global status for itself, given that it 

now pursued with equal passion even in the developing countries (Arthur et al., 2012). Having 

established the idea of entrepreneurship as basic to business education and its synergies with 

the core curricula, it becomes imperative to delve into the reality of how entrepreneurship is 

taught specifically in an emerging economy such as India. 

 

Methodology 

 Owing to the dearth of data available on entrepreneur-ship education in Asia and more 

specifically in India, a qualitative case-based methodology was adopted to ex-pore the prevalent 

regime of entrepreneurship education in the country.  

 

The Purpose was Two-Fold 

 To understand how entrepreneurship is integrated in the business school curricula of the 

top business schools in India 

 To understand the popularity of entrepreneurship as a field of study among students in 

Indian business schools 

 

Unstructured Telephone Interviews were Carried out, Al-Lowing Open-Ended 

Responses to Questions such as 

 Does entrepreneurship feature in your business-education curriculum as a course? 

 How is it incorporated in the curriculum? (e.g., Single course or not? Offered as a core or 

elective course? In which term is it offered?) 

 Approximately how many students opt for entrepreneurship as an elective course? 

 What is the basic pedagogy that is followed for the course? 

 

Qualitative Findings and Insights  

 The qualitative responses from the 10 cases suggested a largely uniform approach to 

incorporating and approaching entrepreneurship education across reputed business schools in 

India. An entrepreneurship course is currently offered in all but one of the schools. Out of these 

nine schools offering entrepreneurship as a course, eight are offering it as an elective meant for 

the final year students. The instance of an emerging business school offering it as a compulsory 

core course for its final year students was a notable departure. 
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 Although one of the three emerging business schools is offering entrepreneurship as a 

compulsory core course for their final year students at present, one of the other two had already 

tried the same approach in the initial two years of its operation before later making the course 

an elective. While two of the top-league schools are offering two or more elective courses on 

entrepreneurships (e.g., "Entrepreneurship", "Entrepreneurial Finance", "Entrepreneurial 

Strategy", "Entrepreneurship and HR". or even an unconventional "Entrepreneurial Motivation 

Laboratory"), the rest of the lot chose to only one elective along the lines of "Entrepreneur-ship" 

or "Entrepreneurship and New Ventures". 

 

The Entrepreneurship Education Ecosystem 

A Conceptual Framework 

 The literature indicates that, although the inclination to pursue entrepreneurship is 

comparatively strong in India, the educational support for its development is still a far cry from 

the agenda (Raichaudhuri, 2005). Entre-premiership still has a long way to go in terms of 

earning the status of a preferred course among management students in India. Perhaps, this 

status acts as reason enough to only offer entrepreneurship as an extra-curricular or co-

curricular program in the majority of the colleges and universities in India (Shankar, 2012). 

 

Classifies Six Primary Obstacles to Teaching Entrepreneurship in India as 

1. Lack of institutionalization 

2. Lack of indigenous experience 

3. Lack of trained teachers 

4. Short-term focus on results 

5. Limitations with pedagogy 

6. Subject not considered as core 

 

Conclusion 

 The growing reliance on entrepreneurship as an antecedent to sustainable economic growth 

in developing nations seems to have passed the test of time. Historic-ally, the many cases of 

failure scoring over the relatively few success stories concerning the practice of 

entrepreneurship across the globe establish that, at a micro level, simply motivating the spirit 

of entrepreneurship is just not enough. Sound knowledge on the ways and means of doing 

business coupled with the right perspectives on the practice of innovation and cutting-edge 

ideas increases the probability that we will hear more success stories about business ventures 

in this fiercely competitive domain. In emerging economies such as India, there is an urgent call 

for the development and promotion of effective indigenous entrepreneurship education systems. 

Although entrepreneurship is a practice-driven subject, the need to supplement it with 

contemporary theoretical know-ledge is of paramount importance. Furthermore, the synergies 

of entrepreneurship as a field of study with other fundamental business management courses, 

such as marketing, necessitate a framework for developing entrepreneurship as a core course 

for students of business management to ensure an integrated learning plat-form. The need to 

develop such a course with the purpose of introducing this platform at foundation levels 

becomes imperative under such circumstances. A framework for building this effective 

entrepreneurship education ecosystem is surely the need of the hour and it requires a greater 

focus on knowledge creation to sup-port the framework.  
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Abstract 
 In today’s world, women entrepreneurs are playing a very vital role and they have become an important 

part of the global business environment and it’s really important for the sustained economic development 

and social progress. In India, though women are playing a key role in the society, but still their 

entrepreneurial ability has not been properly tapped due to the lower status of women in the society. The 

main purpose of this paper is to find out the status of women entrepreneurs in India. This paper includes 

rationale grounds behind the women entrepreneurship. Another purpose of this paper is to analyze policies 

of Indian government for women and also to analyze that are those policies adequate for the growth of 

women entrepreneurship. The reasons for women to become an entrepreneur, the institutions that are 

serving the women to put their views into action are also included in this study. On the basis of this study 

some suggestions are given to encourage the spirit of women entrepreneurship to become a successful 

entrepreneur. 
 

Introduction  

 The 20th century, female operated small businesses as a way of supplementing their 

income. In many cases, they were trying to avoid poverty or were replacing the income from the 

loss of a spouse. At that time, the ventures that these women undertook were not thought of as 

entrepreneurial. Many of them had to focus on their domestic responsibilities. The 

term entrepreneur is used to describe individuals who have ideas for products and/or services 

that they turn into a working business. In earlier times, this term was reserved for men. 

 Women Entrepreneurs may be defined as the women or a group of women who commence 

and operate a business venture. . Like a male entrepreneurs a women entrepreneur has many 

functions. They should explore the prospects of starting new enterprise; undertake risks, 

introduction of new innovations, coordination, administration and control of business and 

providing effective leadership in all aspects of the business. The Government of India has 

described women entrepreneurs as an enterprise/venture owned and controlled by women 

having at least financial interest of 51% of the capital and giving at least 51% of employment 

generated in the organization to women. 

 

Entrepreneur 

 An entrepreneur is someone who is a risk taker and it‘s ready to take challenges. 

 

Definition 

 ―Women who innovate initiate or adopt business actively are called women entrepreneurs.‖ 

- J. Schumpeter 

 ―Women entrepreneurship is based on women participation is equity and employment of a 

business enterprise‖ 

- Ruhani j. Alice 

 



National Level Seminar on “ROLE OF E-COMMERCE IN BUSINESS AND ENTREPRENEURIAL DEVELOPMENT” 

 

Page 80                         Vivekanandha Arts and Science College for Women, Veerachipalayam 

Characteristics of Women Entrepreneurs 

 Imaginative 

 Attribute to work hard 

 Persistence 

 Ability and desire to take risk 

 

Women Entrepreneur Associations 

 The efforts of government and its different agencies are supplemented by NGOs and 

associations that are playing an equally important role in facilitating women empowerment. 

List of various women associations in India is provided in the table below. 

 
S.No. Association Name 

1 Federation of Indian Women Entrepreneurs (FIWE) 

2 A Consortium of Women Entrepreneurs(CWEI) 

3 Association of Lady Entrepreneurs of Andhra Pradesh 

4 Association of Women Entrepreneurs of Karnataka (AWAKE) 

5 Self-Employed Women's Association (SEWA) 

6 Women Entrepreneurs Promotion Association (WEPA) 

7 The Marketing Organisation of Women Enterprises (MOOWES) 

8 Bihar Mahila Udyog SanghBihar Mahila Udyog Sangh 

9 Mahakaushal Association of Woman Entrepreneurs (MAWE) 

10 SAARC Chamber Women Entrepreneurship Council 

11 Women Entrepreneurs Association of Tamil Nadu (WEAT) 

12 TiE Stree Shakti (TSS) 

13 Women Empowerment Corporation 

 

Tips for Women Entrepreneurs 

 Start a business that works for you and personal life 

 Research the product/ service 

 Assess the market 

 Start a business with adequate funds 

 Do networking 

 Consult with professionals 

 

Problems of Women Entrepreneurs 

Personal Problems 

 Among the personal constraints absence of need for achievement, economic independence 

and autonomy of women in India are the dominating factors. She is confined to role as 

homemaker which acts as inhibition in her life. Poor risk bearing ability, less change prone lack 

of emotional maturity, incompetent in handling technical, financial, sale, production, public 

relations and other managerial activities, physical and mental stress and strain, health 

problems, lack of confidence in handling managerial task i.e. financial, technical, managerial, 

lack of information and experience pose hurdles in their entrepreneurial activities. 

 

Educational Problems 

 Educational constraints are quite prevalent among the women. Lack of knowledge about 

financial, technical and managerial aspects of business, mainly lack of information about 

various Government Schemes, improved technology, agencies and institutions supporting 
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entrepreneurial activity, availability of raw material, marketing, law and legal procedure 

pertaining to business, loan schemes and procedure of availing loan, which again generates 

obstacles in their advancement.  

 

Technological Problems 

 Lack of technical know-how, lack of specialized skills, non availability of modern 

technology, difficulties in maintenance of machinery are some of the technological related 

constraints, or rather major constraints in running the enterprise. This is one of the vital 

factors in success of any business. 

 

Financial Problems 

 For any economic activity finance is the back-bone. Lack of financial support and 

availability of resources at the initial stages of advancement may discourage women, de-

motivated them in entering into business decisions, may cause loss and sometimes compel them 

to discontinue business. Further limited working capital, lack of financial assistance from 

institutions, inadequate incentive schemes by Government, cumbersome and complex 

procedure of availing loan, low profit, less income, repayment of loan. Economic incredibility of 

women, lack of collateral security, aggravates the problems in enterprise. 

 

Family Problems 

 The biggest problem or constraint of women entrepreneur is surrounded by family and 

work. Traditionally the women confined to the role of home-maker, wife and mother. Women 

have been confronted with the dilemma of dual role, double burden of working women or the 

triple burden of working mother ever since they started leaving home for the work. Unwept of 

constitutional and legal equality she is still striving to get role in decision making, freedom, 

independence, autonomy in her role and capabilities. In case of absence of support from 

husband in-laws and other family members entering into any economic activity could be a 

dream and unimaginable for women. 

 

Suggestions  

 To resolve the above problems faced by the women entrepreneurs the following suggestions 

are recommended. 

1. Most of the women entrepreneurs are started their business under sole proprietor ship & 

small scale. So that government has to aid their business and help those to start large-scale 

business like company form of organization.  

2. Most of the Women Entrepreneurs are getting their finance from banking and Financial 

Institutions .So that government has to take initiative and supportive role for both banks 

and women entrepreneurs.  

3. The Government has to conduct special training programs, entrepreneurial development 

programmes, and improvement programs to Women Entrepreneurs as well as their 

employees to enhance their productivity. 

4. Women entrepreneurs and women employees have to play dual roles as a family organizer 

and manager of the women enterprise. So that government has to preview the extension of 

labour laws and benefits to their organizations.  
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Conclusion 

 Women constitute almost half of the total population in India but they are not enjoying 

their freedoms, equalities, privileges, on par with their male counterparts. Since 

implementation of planning in India, several policies and approaches were made to reduce 

inequalities between women and men. As a result a shift from ‗welfare‘ to ‗development‘ to 

‗empowerment‘ to ‗human development‘ 267 approaches has taken place to change the position 

and status of women. Both government and NGO‘s sectors were intervening to empower the 

women. The National Empowerment Policy, 2001 also emphasized that women‘s economic 

empowerment may be visualized only with the development of women entrepreneurship.  

 The Government of India has defined women entrepreneurs based on women participation 

in equity and employment of a business enterprise. Accordingly, a woman entrepreneur is 

defined as an enterprise owned and controlled by a woman having a minimum financial interest 

of 51% of the capital and giving at least 51% of the employment generated in the enterprise to a 

women.  

 

 

 

 

 

 

 

 

 


