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A STUDY ON CONSUMER BEHAVIOR TOWARDS
PURCHASE OF TWO WHEELER

C.A. Ramalakshmi
Asst. Professor, PG and Research Dept. of Commerce

Sriram College of Arts and Science, Tiruvallur Dt.

Abstract
Marketing concept starts with consumer needs and behaviour in meeting the needs. Every action of a person is

based on needs. Consumer behaviour is the process whereby individuals decide what, when, where, how and from
whom to purchase goods and services The wealth of products and service produced in a country make our economy
strong. Majority of respondents are male ,especially young generation prefer recent stylish model .Majority of
respondents are middle income people influenced through advertisement. To increase sales of two wheelers, the
company has to build strong awareness among the respondents.
Keywords: Consumer, Major Brands, Purchase Decision, Motorcycles, Product Preference

Introduction
The main aim of marketing is meet and satisfy target customers need and wants buyer

behaviour refers to the peoples or organization conduct activities and together with the impact
of various influences on them towards making decision on purchase of product and service in a
market The behaviour of human being during the purchase is being termed as “Buyer
Behaviour”. Customer says one thing but do another. They may not be in touch with their
deeper motivations. They are responding to influences that change their mind at the last
minute. A buyer makes take a decision whether save or spend the money. The field of
consumer behaviour studies how individuals, groups and organization select, buy, use and
dispose of goods, service, ideas, or experience to satisfy their needs and desires understanding
consumer behaviour and knowing customer are never simple. Consumer behaviour is the
process whereby individuals decide what, when, where, how and from whom to purchase
goods and services. Buying behaviour may be viewed as an orderly process here by individual
interacts with his environment for the purpose of making market decision on product and
service.
Objectives of the Study

 To study consumer behaviour and increase market share and create distance from
Competition.

 To study the advertisement on the purchasing decision of the consumer.

Sample Size: The sample size is 100
Sample design: Sample design chosen is simple random sampling.
Statistical Tools Used: Simple percentage method
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Data Collection Method
It is original data, first hand and for the specific purpose of common research instrument:

Questionnaire development is the critical part of primary data collection job. For this I have
prepared a questionnaire in such a way that it is able to collect all relevant information
regarding the project. In this questionnaire, I have used mostly close-ended questions that are
easier to be answered by respondents (consumers) and also easier for interpretation and
tabulation & one open-ended question to take the opinion of the respondents in their own
words. The questions were asked to the consumers covering perception towards their purchase,
price of the product, purpose for using the product, characteristic of the product, brand image,
effectiveness of the advertisements, sales promotional activities, overall opinion about the
product, etc.

Simple Percentage Method
In this project simple percentage method test was used. The simple percentage method is

used to know the accurate percentage of the data we took, it is easy to graph out through the
percentages. The following are the formula

100
Re.

Re.
Re x

spondenttheofNoTotal

spondenttheofNo
spondentofPercentage 

From the above formula, we can get percentage of the data give by the respondents.

Data Analysis and Interpretation
Gender

We have taken samples from both male and female. When compared to female customers
male customers are more.

Table 1
Interpretation

The above table it is clear that 68% of
the respondents are male out of 100
respondents and 32% of the respondents

are female. Because the majority of the respondents are male.
Age Group of the Customers

In fact the age of the customer influence the buying decision of the product.
Table 2

Interpretation
The above table it is clear that 31

% of the respondents comes under
the age group of 20-25, 23% of the
respondents comes under the age
group of 25-30 and 17 % of the
respondents comes under the age
group of 30 -35, remaining 14% of

S. No Gender No. of respondent Percentage
1 Male 68 68
2 Female 32 32

Total 100 100

S. No Age No. of Respondent Percentage
1 18 to 20 8 8
2 20 to 25 31 31
3 25 to 30 23 23
4 30 to 35 17 17
5 35 to 40 7 7
6 40 & above 14 14

Total 100 100
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the respondents comes under the age group of 40& above. The dominators of buying bike are
the other two groups are 18-20 are 8% and 35-40 are 7%. Because many of the respondents are
belongs to the age group of 20 t0 25 year, youth and young generation are prefer bike.

Income Level of the Respondents
The level of income of the customer is a dominant factor influencing the buying decision of

the respondents. We see different levels of income existing in our society
Table 3

Interpretation
The above table it is clear

that 34 % of the respondents
are said that they are belongs
to the income level of 10000 -
20000, 26 % of the respondents
are said that they are belongs

to the income level of 30000 & above and 22 % of the respondents are said that they are belongs
to the income level of 20,000-30,000, remaining 18 % of the respondents are said that they are
belongs to the income level of 5000 -10000 of income level. Because the middle class income
people are mostly using the bike compare to other class income people. Because many
respondents are belongs to the salary group between 20000 – 30000 they are middle class
family.

Advertisement
The advertisement plays a huge role in the product promotion without the advertisement

we cannot able t o know the product. The promotional activity includes advertisement also.
Table 5

Interpretation
The above table it is clear that 58 %

of the respondents are influenced by
advertisement for choosing their bike
and 42 % respondents are not influenced

by advertisement. Because the majority of the respondents are influenced through
advertisement.

Summary of Findings
The study shows the following findings majority of the respondents are male, many

respondents are belongs to the age group of 20 t0 25 year, many respondents are belongs to the
salary group between 20000 – 30000, majority of the respondents are influenced through
advertisement, the Majority of the respondents are having the full knowledge about bike before
buying it, people are mostly influenced by availability.

S. No Monthly Income No. of Respondent Percentage

1 5000-10000 18 18

2 10000-20000 34 34

3 20000-30000 22 22

4 30000 & Above 26 26

Total 100 100

S. No Attitude No of Respondent Percentage

1 Yes 58 58

2 No 42 42

Total 100 100
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Conclusion
The two wheeler industry is passing through a very interesting phase. Development such as

the entry for motorcycles segment by a more number of players into the market. Most of the
TVS, Bajaj, Suzuki company bikes are purchased by young generation because they prefer
stylish look and rest of the models are purchased more by daily users who needs more average
of bikes than looks. Consumer satisfaction is the one of the most major part of the buying
behavior. Try to produces such vehicles that attract the respondents. Company has to build
strong brand awareness credibility among its respondents.
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A STUDY ON TOTAL QUALITY MANAGEMENT
IN PRIVATE HOSPITALS IN VELLORE

Dr. G. Bhavani
Assistant Professor in Commerce,

D.K.M. College for Women, Vellore

Abstract
Today, healthcare sector faces a new era of development and rapid changes in economical, technical, medical,

epidemiological, social and managerial paradigm shift to TQM. TQM is defined as a strategy that essentially aimed
to establish and deliver high quality products and services that cover all customer demands and customer satisfaction.
This paper aims to bring out objectives of this study, findings, suggestions and conclusion of existing TQM practices
which is adopted in Private Hospitals at Vellore.
Keywords: TQM, Continuous improvement, customer satisfaction

Introduction
Today, healthcare sector faces a new era of development and rapid changes in economical,

technical, medical, epidemiological, social and managerial paradigm shift which have brought
the key challenges of high competition and new technology firmly into focus for all health
services organizations.In the recent years, many health care institutions have applied the
principles and practices of Total quality management to face this competition and to get
success. To realize that, they will have to provide quality products and services in order to
compete success in the market place. To meet challenge of this global revolution, many
businesses have invested substantial resources in adapting and implementing Total Quality
Management (TQM) strategies (Fasil and Osada, 2011).

Definition of Quality
“Quality is the total composite product and service characteristics of marketing,
engineering, manufacturing and maintenance through which the product and services in
use will meet the expectations by the customers”. - Armand Feigenbaum

Definition of TQM
Total Quality Management is an enhancement to the traditional way of doing business.
(Dale H. Besterfield,et.al, revised 4th edition,2012). It is a technique of survival in the global
competition .When we analyze this concept, we have 3 important words.They are
Total - Made up of the whole
Quality - Degree of excellence provide by a product or a service
Management - Act,art,managing, controlling,directing like the same.
Goal of Total Quality Management is customer satisfaction through an integrated system of

process, tools, techniques and training. The globalization era and tremendous growth of market
economies has created a necessity in all sectors to concentrate on creating and maintaining a
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sustainable competitive edge. However such sustainable competitive scenario is directly related
to upkeep the quality of production and services. Total Quality Management is a strategic
management approach, the whole organization involves ensuring customer satisfaction through
continuous improvement in quality of products and services.

Historical Evolution of TQM
The Historical Evolution of Total Quality Management has taken place in four stages. They
are,

Quality inspection Quality control
Quality assurance and Total Quality Management

Significance of the Study

 Patient service is an area of direct contact.

 Services play a major role in overall patients’ satisfaction.

 Small improvement in hospital service can boost patient perception of quality.

 Quality improvement leads to the better use of limited resources and increase in revenues.

 Increasing the awareness of the community for quality improvement in health and medical
care leads to higher utilization.

Objectives of the Study
1. To understand the concept of Total Quality Management and private hospital services in

general.
2. To find out the Total Quality Management principles and healthcare sector in Private

Hospitals.
3. To offer suggestions for improving the Total Quality Management practices for building a

strong image of these hospitals which in turn makes patients to be delighted.

Review of Literature
Fakhrieh Hamidianpour, et al., (2014) explains that the health care system has a dynamic

environment and attending to the factors related to quality, plays the key role in its success.
Due to it, health care is receiving much attention around the world. To survive in such
conditions, performance evaluation can have an effective role in satisfying proper quality for
services.

Ziad Lutfi Altahayneh (2014) investigates the perceptions of physical education faculty
members regarding the application of TQM principles to colleges of physical education in
Jordan. The findings of this study indicated that TQM principles were poorly implemented in
Jordanian colleges of physical education. In addition, the findings revealed that academic rank,
years of experience, and education level did not significantly affect the faculty members'
perceptions of TQM implementation.
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Data Analysis and Interpretation
Table: Total quality management principles and health care sector

Description N Mean
Std.

Deviation
Std. Error

Mean
t-

values
Sig.

Patient relationship management is
given more importance

100 4.6100 .63142 .02824 67.982 .000

Continuous improvement lays out
the strong foundation for the
hospital aspiring to be world class
hospitals.

100 4.4900 .71479 .03197 57.015 .000

The hospital has quality circle to
discuss operational problems.

100 4.3300 .66482 .02973 46.612 .000

The implementation of “Kaizen”
culture of small improvement in the
day to day work environment
ensures patients’ satisfaction.

100 4.2600 .74398 .03327 44.734 .000

The strategic quality plan bridges the
gap between where the hospital is
and where it wants to reach in long
run.

100 4.4000 .67891 .03036 37.870 .000

The visions are SMART (Specific,
Measureable, Attainable, Realistic
and Time bound).

100 4.3100 .59549 .02663 46.110 .000

Top management commitment is
the principal driver of success of
TQM in private hospitals.

100 4.4500 .57285 .02562 49.191 .000

Infrastructure builds up a solid
foundation to survive in the global
medical scenario.

100 4.3400 .58744 .02627 56.600 .000

Because of TQM practices, patients
are delighted.

100 4.4000 .66399 .02969 51.006 .000

TQM assures all round performance
excellence.

100 4.5000 .64095 .02866 47.147 .000

Leaders in the hospital are positive
role models.

100 4.4000 .74908 .03350 52.330 .000

Employees are kept well informed
about work plans and progress.

100 4.2000 .60060 .02686 41.791 .000

The psychological climate for
acquiring new knowledge and skills
is very conducive.

100 4.2400 .63499 .02840 42.544 .000

System of employees’ feedback is
followed in the hospitals.

100 4.2600 .80852 .03616 44.677 .000

Source: Primary Data
From the above table it is found that the mean value of all the variables on TQM principles

and health care sector ranges from 4.20 to 4.61, similarly the standard deviation also ranges
from 0.60 to 0.80, the standard error mean the derived out of mean and standard deviation also
ranged from 0.025 to 0.036 this implies the mean values are above the test value three this leads
to the computation of t statistics as shown in the table below.



National Conference on Contemporary Issues in Commerce and Management Sciences

pg. 8 Sriram College of Arts and Science, Thiruvallur

The t value are ordered as per the descending order of the magnitude t value are enumerate
in the following order. This is ranking of t value clearly indicates the perception preferred by
the employees working in private hospitals in Vellore .

Suggestions

 Top management of the hospitals must trust in the success of TQM implementation. This
trust must be transferred to the employees by explaining the reasons behind the adoption of
TQM.

 More meeting shall be arranged by the top management of these hospitals keeping quality
as the core of the meetings and thereby to install new concept of quality.

 It is suggested to the top management to understand the need and requirement of their
employees well in advance and to satisfy these needs on time, so as to retain the skilled
doctors and paramedical staff.

 Comparative study shall be done among these hospitals to find out the strength and
weakness of each hospitals and to plan accordingly for future success.

Conclusion
Total quality management in private hospital services and healthcare system is essential to

research the perception in the service. Any service industry replied with best service quality
reaches the customer satisfaction index in the stipulated short span of time. Hospitals today are
entering the stage of systematic quality improvement as feedback loops are established at
organizational level. In adoptation of total quality management principles, technology plays an
important role in private hospitals for managing the patients and employees relationship to
guarantee the best service and reduce errors.

References
1. Dale. H. Besterfield, et al (2012) Carol Besterfield, Michna Glen H. Besterfied, Mary

Besterfield-Scare, Hemant Urdhwareshe Rashmi Urdhwareshe. 1st edition, 2012, Published
by Darling Kindersley (India) Pvt. Ltd, New Delhi-110017.

2. Fasil and Osada, (2011) Multiple dimension of TQM success, International Journal of
innovation and learing, Vol.9 (2), pp. 184-203.

3. Fakhrich Hanidianpour, Majid Esmacilpour, Aiyeh Dorgoee (2014), Journal of Economics
and Management, Vol. 3, (2) Pp. 179.

4. Ziad Lutfi Altahayneh (2014), Implementation of Total Quality Management in Colleges of
Physical Education in Jordan, International Journal of Business and Social Science, Vol. 5
(3), pp. 109-177.



Vol. 5 Special Issue 1 August 2017 ISSN: 2320-4168

Shanlax International Journal of Commerce pg. 9

AN EMPHERICAL STUDY ON CHANGE IN CONSUMER’S BUYING
BEHAVIOUR FROM OFFLINE TO ONLINE

S. Sathish Kumar
Research Scholar, Government Arts College for Men, Chennai

Dr. R. Seenivasagalu
Head, Department Commerce,

Government Arts College for Men, Chennai

Abstract
The study deals with changes in buying behaviour of consumers from offline (store shopping) to online (Internet

shopping) shopping. In modern society the consumer have no time to visit many shops for particular product rather
they use online shopping. With that they have many chocies to select products with comparing their price,quality etc,
in their own time.online shopping is still at its budding stage in india, but economist are forecasting a very significant
growth in this field in the coming years.some online companies have more generous return policies to compensate for
the traditional advantage of physical stores. The study is carried out with structured questonnaire and collected 200
samples. There are both positive and negative preception about online shopping in general among the consumer. Most
of the consumers are chaning there buying behaviour to online shopping because online stores are usually available
24/7 and many consumer have internet access at work, home and also in their hands (Mobile Phones). For the
convinience of consumer the online shoppers developed applications (APP) to use easily.The study reveals that the
consumers are preferred online shopping rather than In – store shopping.online shopping has been emerged drastcally
that beats the In – store shopping as well as intresting bargin system.
Keywords: Shopping, Bargain system, Respondents, Consumer, erstwhile, Industrial Revolution, Store, Online
Shopping, Retailer, App, Preception and e-shopping.

Introduction
Online shopping (sometimes known as e-tail from “electronic retail" or e-shopping) is a

form of electronic commerce which allows consumers to directly buy goods or services from a
seller over the Internet using a web browser. Alternative names are: e-web-store, e-shop, e-
store, Internet shop, web-shop, web-store, online store, online storefront and virtual store.
Mobile commerce (or m-commerce) describes purchasing from an online retailer's mobile
optimized online site or app. An online shop evokes the physical analogy of buying products or
services at a bricks-and-mortar retailer or shopping center; the process is called business-
to-consumer (B2C) online shopping. In the case where a business buys from another business,
the process is called business-to-business (B2B) online shopping. The largest of these online
retailing corporations are Alibaba, Amazon.com, and eBay. English entrepreneur Michael
Aldrich invented online shopping in 1979. His system connected a modified domestic TV to a
real-time transaction processing computer via a domestic telephone line. He believed that video
tex, the modified domestic TV technology with a simple menu-driven human–computer
interface, was a 'new, universally applicable, participative communication medium — the first
since the invention of the telephone.' This enabled 'closed' corporate information systems to be
opened to 'outside' correspondents not just for transaction processing but also for e-messaging
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and information retrieval and dissemination, later known as e-business. His definition of the
new mass communications medium as 'participative' [interactive, many-to-many] was
fundamentally different from the traditional definitions of mass communication and mass
media and a precursor to the social networking on the Internet 25 years later.

In March 1980 he went on to launch Redifon's Office Revolution, which allowed
consumers, customers, agents, distributors, suppliers and service companies to be connected
on-line to the corporate systems and allow business transactions to be completed electronically
in real-time. The first World Wide Web server and browser, created by Tim Berners-Lee in
1990, opened for commercial use in 1991. Thereafter, subsequent technological innovations
emerged in 1994: online banking, the opening of an online pizza shop by Pizza Hut,
Netscape's SSL v2 encryption standard for secure data transfer, and Inters hop’s first online
shopping system. Online stores must describe products for sale with text, photos, and
multimedia files, whereas in a physical retail store, the actual product and the manufacturer's
packaging will be available for direct inspection (which might involve a test drive, fitting, or
other experimentation).

Objective of the Study
Overall Objective

The overall objective of this survey was to conduct a detailed investigation on the change in
customer buying behaviour towards online shopping over in-store shopping(offline), their
preference, unmet needs, desirable product features and how the change occurred..
Specific Objectives

 Investigating how the customer preferring online shopping.

 Establish if the consumer are already using online or offline services.

 Investigating the gaps in change in customer buying behaviour towards online shopping
over in-store Shopping (offline),

 Establishing the main challenges/obstacles for change over the buying behaviour among
customers.

 Make recommendations for strategies that the in-store retailers can use in developing their
business.

Information Areas
The survey revolved around but was not limited to the following key areas;

 Detailed demographic profile of respondents

 Awareness of consumer using online and offline services

 Satisfaction level of erstwhile offline and online buyer

 Service quality of online seller.
Research Methodology
Target

The study targeted people aged between 20 - 40 years. Key informants/ industry experts
were also interviewed to gather their insights on the issue.
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Data Collection Method
The present study is based on primary data collected from purposive random sample of 200

respondents who are previously consumers of online and erstwhile offline buyers in Chennai
city using a questionnaire.

Statistical Tools
The following tools of statistical analysis have been used to study the sample data.
1. Percentage analysis has been used to examine characteristics of the respondents and their

preference towards online and offline shopping pattern.
2. Factor analysis has been applied to understand the important dimension of the consumer

buying behaviour and to identify the important dimension of the variable of analysing the
respondent perception influencing factors.

3. Multiple regression analysis has been used to study the relationship between characteristics
of the respondents and consumer buying behaviour.

4. IV Chi-square test has been used to study association between opinion on recommendation
and satisfaction on online shopping.

Need of the Study
The study is done to know the change in consumer buying behaviour towards online over

offline shopping. Shopping plays a major role in human’s day to day life.Online shopping has
drastically emerged and most of them are fond on that and using it for purchasing every goods
(e.g. a pin to platinum) by its appearance. Offline shopping is going down consumer have no
time to spend their valuable time in stores to buy goods. Persons from 18 – 25 have good
knowledge in buying goods through online but to know persons above 35 prefer online or
offline shopping. So, this study has emerged to know the “AN EMPHERICAL STUDY ON
CHANGE IN CONSUMER’S BUYING BEHAVIOUR FROM OFFLINE TO ONLINE”.

Data Analysis
Data gathered through questionnaires was analysed through percentages and factor analysis

using The Statistical Package for Social Sciences (SPSS) analysis package. Data is summarized
to provide the scores needed to answer the study objectives and data is presented in tables,
charts and narratives in this report. Data on various age groups was analysed to extract
learning’s on best strategies to target the change in buying behaviour.

Limitation of the Study
The study confined to the consumers residing in Chennai. Hence, the finding cannot be

generalized to each and every city of the country. The sample stage size is not so big as to
represent all locality communities, religion etc. Hence, this might have affected the result to
some extent. It is difficult to approach a wide variety of respondents. This is due to limitation
and financial constraints. For further research, the researcher needs to increase the number of
respondents involved in the research study.

Respondents became extra cautious when they were asked to provide their personal
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information in relation to their occupation, income etc. and they might have provided mis-
leading information in affecting the quality of research. Further study may use random sample
with larger population to increase the reliability of the result.

Data Analysis & Interpretaton
Personal Profiles of the Consumer’s Buying Behaviours

The personal profile of the respondents clearly drafts the important categories under which
respondents are grouped nominally. It includes their gender, occupation, age, experience of
shopping, website visited, frequency of shopping, product preferred, factor for purchase.
These profiles may have some positive influence or some negative influence on Consumer
buying behaviour (online vs. offline). The objectives of this section are as follows:
1. To determine frequency of respondent under various profiles.
2. To determine percentage of respondents
3. To present graphically various profiles of the respondent.

Descriptive Statistics
Gender Profile of Respondent

Inference
Table shows the response from

both male (60%) and female (40%).

Fig. 1: Gender profile of Respondent Age profile of Respondent

Inference
Table reveals majority of consumers are between 18 to 25 years (48%) followed by (24.5%).

Gender Frequency Percent
Male 120 60

Female 80 40
Total 200 100
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Fig. 2: Age profile of Respondent Frequency of Online Shopping

Inference
Table shows majority of respondent do

online shopping for at time of offer available on
website.

Fig. 3: Frequency of Online Shopping

Factor Analysis
Descriptive Statistics of Consumer Buying Behaviour variables

S. No Consumer Buying Behavior variables N Mean Std. Deviation
1 Reliable and trustworthy 200 3.34 1.149
2 Real value of money 200 3.5 1.199
3 Delivery at time 200 3.59 1.139
4 Packed safely 200 3.53 1.295
5 Better products 200 3.17 1.231
6 Compare price 200 3.58 1.241
7 Warranty and guarantee are satisfactory 200 3.31 1.254
8 Good customer care 200 3.4 1.244
9 Availability of products/stock 200 3.49 1.272
10 App facility provided 200 3.43 1.405

Inference
The table shows that with lower standard deviation values, the mean values of CBB

(Consumer buying behaviour) variables are the robust measures of them.

Frequency Frequency Percent

Once a week 33 16.5

Once a month 43 21.5

Every 3 month 35 17.5

Every 6 month 23 11.5

At time of offer 66 33

Total 200 100
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Communalities and MSA of Consumer buying behaviour variables
The table reveals that CBB variables

have Communalities ranging from 0.429 to
0.800 and MSA values ranging from 0.525
to 0.795. Therefore, those CBB variables
are fit for factorization.
KMO and Bartlett’s Test for
Factorization
Consumer Buying behaviour variable

Inference
The Table shows that KMO-MSA test and Barlett’s Test of Sphericity indicates that factor

analysis can be applied to 6 CBB variables.

Chi Square Test
Association between Opinion on Recommendation and Satisfaction on Online Shopping

Hypothesis
Null Hypothesis (H0)

There is no significance association between opinion on recommendation and satisfaction
on online shopping.
Alternative Hypothesis (H1)

There is significance association between opinion on recommendation and satisfaction on
online shopping.

Level of Significance
0.5 % level of significance.

Inference
Table shows cross tabulation of

opinion on recommendation and
satisfaction of customer with online
shopping experience. It reveals
customer have recommendation on
online shopping have higher

satisfaction level. On the other hand customer have recommendation on online shopping have
higher satisfaction level.
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Chi-Square Table Inference

Table significance value of 0.031 implies that
there is a significance association between
opinion on recommendation and satisfaction on
online shopping.

Findings
Profile of Respondents

The respondents were young to adults aged 20 – 40 years. The sample was also
representative of Youths and adults in different employment status in order to get a feel across
the board.

Frequency of Online Shopping
In carrying out this assignment, we started by understanding the consumers who were the

target for the survey. We sought to understand their values and their shopping patterns in order
to establish what drives them. The respondents were asked to state the frequency of online
shopping which they consider important to them. The things that topped their priority list were;

 Once a week

 Once a month

 Every 3 month

 Every 6 month

 At time of offer
Findings shows that consumers frequently purchase only at the time of offer.

Product Preferred at Online Shopping
Respondents were asked to state the products they prefer while shopping online. Findings

show that this segment shows the online shopper prefer electronics followed by household’s
products.
How the Consumer Perceive Online Shopping in General

There are both positive and negative perceptions about online shopping in general among
the consumers. The positive perceptions are;

 Online shopping help the consumer to get goods anytime

 In online the cash on delivery attracts most of the consumers

 Most of the goods are bought lesser cost than in store shopping.
The negative associations with insurance are;

 Failure of payment may happen.

 Sometimes goods may wrongly delivered.

 In many cases the goods are get damaged in transit and same will be delivered.
Change in Consumer Buying Behaviour

The shopping became the important thing in day to day life. Online shopping has been
emerged drastically that beats the in store shopping business. The consumers are preferred
online shopping rather than in store shopping. The benefits given by the online shopper has

Value df P Value

Pearson Chi-Square 6.954
2

0.031

Crammer’s V 0.186 0.031
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made more consumer to change their buying behaviour. The study prevails that most of
consumer has changed their buying behaviour from offline to online.

Conclusion
In ancient Greece, the agora served as a marketplace where merchants kept stalls or shops

to sell their goods. Ancient Rome utilized a similar marketplace known as the forum. For
example, there was Trajan's Market with tabernae that served as retailing units.

The next stage in shopping was the transition from 'single-function' shops selling one type
of good, to the department store where a large variety of goods were sold, ordered by
department. As economic growth, fuelled by the Industrial Revolution at the turn of the 19th-
century, steadily expanded, the affluent bourgeois middle-class grew in size and wealth. This
urbanized social group was the catalyst for the emergence of the retail revolution of the period.
The first reliably dated department store to be established, was Harding, Howell & Co, which
opened in 1796 on Pall Mall, London.

Online shopping is still at its budding stage in India, but economists are forecasting a very
significant growth in this field in the coming years. It is estimated that online shopping industry
will probably touch USD 34.2 billion by 2015. It is also expected that by 2015 number of
mobile phone users in India will reach to 1200 million. At present, people shop online not only
through laptops and desktops but use their mobile phones as well for the same and the coming
years will see a huge consumer base in this category.
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A STUDY ON SAVINGS PATTERN OF RURAL INVESTORS WITH
SPECIAL REFERENCE TO CHEYYAR TALUK,

THIRUVANNAMALAI DISTRICT
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Abstract
Recent days rural investments gradually improved in the ways of savings pattern of rural people. Present study

aims at investigating the savings pattern of the rural investors. Four factors ie savings reason, savings pattern,
investment avenues, sources of information have been taken into account as determinants of investment decisions of
rural people. Being the population large constructs have been scaled down and validated with the help of principal
component analysis. Data has been analyzed using simple percentage. Study reveals that all of the rural investors
consider the liquidity, safety, and higher return on investment.
Keywords: savings, investment and rural investors

Intoduction
“Money makes many thinks” these statement behind it only savings. Savings habits differ

from person to person, place to place, country to country, In this same way rural people
thinking has narrowly differ from city atmosphere. Generally savings source are high income
group and low in lower income group. So, saving pattern of style depend upon their mind set
up. If a person interested in Hi-fy level they will go to invest share market, bond paper
investment, etc...But when as Illiterate rural people thoughts are chose only for self saving
attitude like live stock investment, Bank, post office, chit fund, hunddies etc…

Statement of the Problems
Every one thinking about has to become a good position in life. Generally People are

contribute one small portion of money have been savings to earned amount. These amounts are
invested scatter at different style in the convenient manners. In this reasons, problems of title
emerged savings pattern of rural investors with special reference to cheyyar taluk,
thiruvannamalai district

Objectives of the Study
1. To study the socio economic background of rural investments
2. To examine the determining factors which influenced for their rural investors savings.
3. To evaluate the savings preference of the rural investors.

Methodology
The study has been conducted with the help of opinion from the investors in cheyyar taluk,

Thiruvannamalai District. The data’s are collected as primary and secondary data. Total
number of samples used is 100 and convenient sampling is used to collect data.
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Reason for Savings
Source: Primary Data

The above table
indicates the majority of the
sample save money
respondent for the purpose
of their future contingencies.
The next purpose goes to the
marriage purpose. The third

stage of the respondent of the reason of children education. The last stage is safe way to keep
money.
Savings Pattern
Source: Primary Data

Saving pattern of the
respondent are shows in the
above table. It indicates the
most of the and also
majority of the sample
respondent preferred to
invest their money only in
to shelf help group next

preference go to chit fund, bank, gold, land, animals, post office, others
Reasons for Investment in Particular Avenue

S. No Sources Low formality Higher return Safety Liquidity Total
1 Savings in bank Nil 2 3 5 8
2 Savings in post office 1 2 2 4 9
3 Savings in chit fund 2 15 5 6 28
4 Savings in animals Nil 4 3 1 8
5 Savings in gold 1 2 4 10 17
6 Savings in land Nil 1 2 Nil 3
7 Savings in self help group 1 2 15 7 25
8 Others - insurance Nil Nil 2 Nil 2

Total 5 28 36 33 100

Source: Primary data
From the above clearly state the reason for investment made by the respondent in a

particular avenue. Most of the respondents are given the preference for safety level savings
followed by the liquidity, higher return and final stage is low formality. The least take place in
others – insurance because it had a drawback of people awareness about the various insurance
schemes.
Sources of Information

The below table tells that factors influencing the respondents for making investment. Most
of the respondents are take an investment decision by way of getting information from its
friends and relatives; next they are influenced by news paper, television, Phamplets.

S. No. Savings Reason No. of Respondent Percentage
1 Safe way to keep money 7 7
2 For future purpose 58 58
3 To build a house 9 9
4 For marriage purpose 16 16
5 Children education 10 10

Total 100 100

S. No Sources No. of Respondent Percentage
1 Savings in bank 15 15
2 Savings in post office 4 4
3 Savings in chit fund 24 24
4 Savings in animals 6 6
5 Savings in gold 10 10
6 Savings in land 8 8
7 Savings in self help group 30 30
8 Others - insuranace 3 3

Total 100 100
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Source: Primary data
Findings
1. Above study income is vital

factor for money invest in
different avenue.

2. The above study indicates the
most of the sample respondent invest their money for future purpose and Last stage is safe
way to keep money.

3. If could be informed that most of the respondents are take an investment decision by way of
setting information from the friends and relatives.

Suggestions
1. The government should arrange some awareness meetings to popularize their investment

schemes and also the benefits of investment among the rural people.
2. The people are concentrated only self help group so the banks and other institution are

induced and encouraged to people for the savings.
3. Rural people maintain a proper family budget it helps to people knows how much amount

he / she earn and spent. It leads to motivate people to make a good investment.
4. The government agencies must to give an importance to the rural people for making

investment effective.

Conclusion
Our national growth has depended upon each individual savings of our country. Whereas

our country does not give an awareness of rural people due to the individual savings. These
habits will reflects affect the saving pattern, because most of the village people do not have
sufficient educational qualification. Hence our government of India and Tamil Nadu state
government will provide minimum awareness to the rural people about various investment
scheme and plans. If government has well implemented of rural based scheme of saving,
definitely our country will bright the economic strength in world.
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S. No Sources No. of Respondent Percentage
1 Friends and relative 54 54
2 Television 17 17
3 News paper 20 20
4 Phamplets 09 09

Total 100 100
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A STUDY OF CUSTOMER’S ATTITUDE TOWARDS CELL PHONE
SERVICES IN TIRUCHENDUR
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Abstract
Mobile phones are most important innovation for humans. This technology can be used for many fields like

business, day to day communication etc., mobile phones compresses of calculator, torch, music player, watch and
radio. Mobile phones can do all these tasks easily. Mobile phones are certainly the most useful tools for us in current
scenario. In this study the researcher have been applied percentage analyses, chi-square test for analysis. On the basis
of this study the researcher has given some recommendations for further development in mobile world.
Keywords: Cell phone services, customer’s attitude, smart phones, market, telecommunication.

Introduction
Cellular telephone is a type of shortwave analog or digital telecommunication in which a

subscriber has a wireless connection from a mobile phone to a relatively nearby transmitter.
The transmitter’s span of coverage is called a cell. There has come a new and modern form of
mobile phones called “smart phones” in the market which has gained popularity among
people. The majority of mobile phones made after 2010 are “smart phones”. They can be used
as computers as well as making voice calls. These phones can be used for email browsing the
internet, playing music, games and many other functions that can perform. This is because
mobile phones basically are small computers. Older phones also used computer technology, but
lacked many of the parts of a computer that were too big to fit into a phone. Modern phone
makers have been able to use smaller parts. Most smart phones are also GPS receivers and
digital cameras.

Statement of the Problem
Cell phone is a modern communication media between the people. The people prefer it

because it is point to point communication in a very quick way. By using this facility we can
save large amount by eliminating travelling cost, time etc. cell phones are now used all over the
civilized world and particularly by the business community. But the effective and efficient,
usage of this media of communication largely depends upon the behavior of the cell phone
subscribers. By and large, it is heard from each corner that the cellphone subscribers face many
problems too. It, therefore, calls for a critical study of the role of cellphone communication in
business. Hence this study has been undertaken to throw light on the role of cell phone,
behavior of cell phone subscribers in the usage of this media and problems accounted by them
in the study area namely Tiruchendur.



Vol. 5 Special Issue 1 August 2017 ISSN: 2320-4168

Shanlax International Journal of Commerce pg. 21

Review of Literature
A study on “factors influencing the purchase decision of cell phone and to avail the cell

phone services” by Dr.S.Banumathy and S.Kalaivani, stated that status is the most important
that induces the people to have a cell phone.

Scope of the Study
Since it was intended to study in depth, Tiruchendur alone has been selected. The study has

been undertaken from the point of view of the cell phone subscribers residing in Tiruchendur
limit only. Hence the present study deals with “An attitude of customers towards cell phone
services in Tiruchendur”.

Objectives of the Study
The following are the main objectives of the study

 To trace the growth and development of the cell phones and
 To study the attitude of the customers towards cell phone services.
 To study the relationship between socioeconomic condition and level of attitude of the

sample respondents.
 To offer suitable suggestions on the basis of the findings of the study.

Hypotheses
 On the basis of the foregoing research objectives, the following hypotheses were developed

for the purpose of the present study:
 The sex of the customer does not influence the level of attitude of the customer toward cell

phone services.
 The age of the customer does not influence the level of attitude of the customer toward cell

phone services.
 The qualification of the customer does not influence the level of attitude of the customer

toward cell phone services.
 The occupation of the customer does not influence the level of attitude of the customer

toward cell phone services.
 The income of the customer does not influence the level of attitude of the customer toward

cell phone services.
 The period of usage does not influence the level of attitude of the customer toward cell

phone services.
 The selection of scheme does not influence the level of attitude of the customer toward cell

phone services.
 The brand preference of cell phone does not influence the level of attitude of the customer

toward cell phone services.

Methodology
The present study is based on both primary and secondary data. The primary data were

collected from the respondents through questionnaire schedule in Tiruchendur. An interview
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schedule has been prepared after pretesting. The secondary data were collected from journals,
magazines, newspaper, reports and websites.

Sampling Design
Since the study was concerned with the customer’s attitude towards cell phone services in

Tiruchendur, the data were collected from 110 respondents, by using the convenience
sampling. Out of 110 respondents 100 respondents have been taken for the study as 10 were
incomplete.

The analysis is based on the responses shown in the form of frequency tables. Simple tables
were prepared for understanding the general profile of the respondents and simple statistical
techniques such as percentages and chi-square test were used for analyzing the data.

Demographic Profile of the Respondents
Table 1

S. No Demographic factors No. of Respondents

1. Gender

Male 70

Female 30

Total 100

2. Age

Less than 25 years 20

26 years to 50 years 54

51 years to 60 years 26

Total 100

3. Educational Qualification

Upto 10th 18

HSC 20

Graduate 28

Post graduate 34

Total 100

4. Occupation

Services in private sector 36

Services in govt sector 22

Business 35

Students 07

Total 100

5. Income

Rs.6000 to Rs.12,000 34

Rs.12,001 to Rs.18,000 20

Rs.18,001 to Rs. 24,000 28
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More than Rs.24, 000 18

Total 100

6. Period of Usage

Below 1 year 20

1 year to 2 years 30

2 years to 3 years 40

More than 3 years 10

Total 100

7. Selection of Scheme

Prepaid 76

Post paid 24

Total 100

8. Brand Preference

Sony 86

LG 04

Samsung 08

Other brand 02

Total 100

Source: primary data

Inference
The above table reveals that out of the 100 respondents, 70 percent are male and remaining

30 percent are female. With respect to age 54 percent are lies in the age group of 26-50 years, 26
percent are lies in the age group of 51-60 years, and remaining 20 percent are lies in the age
group of less than 25 years.

With regard to education, 34 percent of the respondents have completed their post
graduation, 28 percent of the respondents have completed graduation, 20 percent of the
respondents have completed HSC and remaining 18 percent of the respondents have studied up
to 10th. In respect of the status of the respondents, 36 percent respondents are working in private
sector, 35 percent respondents are engaged in business, 22 percent respondents are working in
government sector and remaining 7 percent of the respondents are students.

In terms of annual income, 34 percent of the respondents income is between Rs.6,000 to
Rs.12,000, 28 percent of the respondents income is between Rs.18,001 to Rs.24,000, 20 percent
of the respondents income is between Rs12,001 to Rs.18,000 and remaining percent of the
respondents income is more than Rs.24,000. It is noted from the above table, out of the 100
respondents, 40percent are using the cell phones 2 to 3 years, 30 percent are using cell phones 1
to 2 years, 20 percent are using cell phones below 1 year and remaining 10 percent are using the
cell phones for more than 3 years. It reveals that 76 percent of the respondents have selected
prepaid schemes and remaining 24 percent of the respondents have selected postpaid scheme.
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It could be noted that the 86 percent of the customers are having Sony sets; 8 percent of the
respondents are having Samsung brand; 4 percent of the respondents are having LG brand and
remaining 2 percent of the respondents are having other brands.

Table 2: Consolidated result of chi-square test

S. No Factor D.F
Calculated

value
Table value @

5% level
Result

1. Gender 2 2.343 5.99 Not significant

2. Age 4 1.455 9.49 Not significant

3. Education 6 1.386 12.6 Not significant

4. Occupation 6 2.102 12.6 Not significant

5. Income 6 6.201 12.6 Not significant

6. Period of usage 6 1.712 12.59 Not significant

7. Scheme 2 2.458 5.99 Not significant

8. Brand preference 6 7.638 12.6 Not significant

Source: Primary Data
From the above table it is clear that the demographic factors gender, age, education,

occupation, income, period of usage, scheme and brand preference of the respondents are not
significantly related to the level of attitude and thus the null hypothesis is accepted.

Suggestions

 Most of the respondents have the problem of not getting their link properly at peak hours.
So the capacity of the network must be improved.

 The cell phone subscribers feel that the network coverage area is less. To overcome this
problem, the SIM card provider must install more towers where they are not having their
services.

 Government should insist on the service provider to follow uniform tariff rate.

 Cellular companies should generate the cells with finding the location of the wrong calls
and messages even low budget cells.

 Cellular companies should increase the awareness about the 4G services.

 Cellular companies should concentrate on T.Q.M(total quality management)

 New strategy of promotion is required to create awareness about the entire brands.

 Technology has been updated from day by day. Mobile companies should eradicate the
technology barriers for the consumers.

 Most of the respondents are not getting their link properly at peak hours. Globalization and
liberalization have established a deep impact so that the activities of the business should be
up to date and should be in time with what the consumer thinks about the product and
services.
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Conclusion
In the present world, even lower middle class people are using cell phone to replace the

postal, telephone and telegram services. By considering this situation cellular service providers
have come up with different names. But users prefer to avail themselves of services from the
favourite service providers due to various reasons. It is obvious that the coverage of area, billing
system, plans offered and lower service charge more than department of telecommunication
service, decide the use of cellular service. Cellular service should pay special attention to the
above factors and to the problem revealed by users. If these things have been seriously
considered, their business will grow up and they can compete with others in the global market.
In Tiruchendur, the cell phone subscribers are not influenced by the service providers.
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Introduction
Technology in education is a boon to the teacher and learner in the present scenario.

Educational technology is the watch word that has contributed a lot towards the field of
education. There are a number of innovations in educational process based on Educational
Technology. Education through technology has reached every nook and corner and this come
to light with the efforts of various educational institutions introducing technology in education.
Information Communication Technology plays a vital role in delivering the instruction, process
of learning and in the process of evaluation. When considering the process of instruction
various technological aids such as smart boards, interactive white boards, instructional
packages are being utilized by the instructor. In the process of learning, the learner utilizes the
internet, web, packages for references. Video conferences also play an important role in the
process of instruction and learning. As far as the evaluation process is considered, the
performance of the student is evaluated through computer adaptive tests and online exams. It is
very clear that in the current trend of education imparted through technology has its strong root
in developing the quality and pattern of education.

Recent Innovation in Teaching and Learning
Technology in education when taken into consideration has various facets. There are a

number of entities that spell technology for us. Educational technology includes instruction
through computer and other electrical devices. Simple PowerPoint presentations to animated
videos come under technology in education. But, introducing innovations in Educational
Technology is much essential since the world of education doesn’t end with presentations and
animated videos. Cloud computing has been introduced as a new innovation in the process of
education which includes both – delivering instructions and learning. In this technological era,
the way of viewing Education and ICT(Information Communication Technology) has got its
own differentiations. Educational processes such as openness, sharing, interpersonal
relationships, discourse, personal motivation, tacit over explicit knowledge, as well as the
sharing and reusability of learning resources on the web cannot be addressed in the traditional
ways now in place. These process cannot be dealt with unless the need of a new ICT
technology in the form of Cloud computing is accepted.
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Cloud Computing - Meaning
Cloud Computing is a type of Internet-based computing, where different services — such as

servers, storage and applications —are delivered to an organization's computers and devices
through the Internet. It can be defined as a model for delivering services in which resources are
retrieved from the internet through web-based tools and applications, rather than a direct
connection to a server.

Clouds in Cloud Computing
A cloud refers to a public or semi-public or private space on transmission lines that exists

between the end points (Source and Destination) of a transmission. A cloud consists of a
collection of multiple distributed and connected resources responsible for storing and managing
data online

Types of Clouds in Cloud Computing
Clouds in Cloud Computing can be categorized as follows.

1. Public Cloud: It is mainly used by the general public cloud consumer and it is the most
used model. The policies, value and costing are defined by the service provider.
2. Private Cloud: This is a cloud model for a single organization and managed by
organization or a third party. This model is used by most academic institutions who build
private cloud for research and teaching purpose.
3. Community Cloud: Several organization of same group shares their cloud resources and
jointly constructs the policies and requirements. The infrastructure of the cloud can be hosted
by a third-party vendor or within one of the organizations in the community.
4. Hybrid Cloud: It is a combination of two or more clouds viz., private, community or
public.

Cloud Computing Services and Education
There are three different models of services provided through Cloud Computing. They are

namely,
IaaS – Infrastructure as a Service: Infrastructures like processing, storage, networks and

other fundamental computing resources are provided through this service and those services
can be used by the consumers. Amazon EC2 is an example for IaaS service provider.

PaaS – Platform as a Service: PaaS provides a development platform supporting the full
“Software Lifecycle” to develop cloud services and applications. This service requires
programming environment, tools, configuration management etc., to support the application
hosting environment. Google App Engine is an example for PaaS service provider.

SaaS – Software as a Service: The Software usage is provided to a consumer as a Service.
The service is based on the demand of the consumer. Applications are released on a hosting
environment, which can be accessed through networks from various clients like web browser,
PDA, etc., by the application users. Salesforce.com, Google Docs are examples for SaaS
service providers.
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Strategies of Implementing Cloud Computing

1. It is very essential for the clients to have enough knowledge and awareness about the new
system that has to be implemented in the system.

2. There should be proper monitoring about the present condition and the requirements for
the new system has to be upgraded.

3. The proposed system has to be implemented and has to be experimented to check for errors
and rectifications.

Implementing Cloud Computing in Education
In the present scenario, the role of technology is partially implemented in schools and most

of the records are maintained handwritten. Attendance registers, fee collection receipts are well
known examples. Cloud computing technology promises to provide solutions for these desired
problems. Reaching the world is in the finger tip with just a switch on button. The computers in
the institution are connected to a server. When the user log in a system, whole
institution(teachers, students and management) is connected to the cloud.

Each member of the institution is provided with a separate login is through which they
interact with the cloud. The teacher can upload lessons, live video streaming, post live video
streaming, test questions etc., Students will be able to access the cloud to download lessons and
other instructional materials. The students can also be able to participate in video conferences
and other video lessons. As a new innovative measure, online computer adaptive tests are
constructed and are organized for the students to measure the performance. These online
exams can be objective or descriptive.

Apart from the teaching learning process, the management can maintain online attendance,
parent teacher associations, online data updation with regard to the marks obtained by the
students. Sending sms and mail alerts to parents. There exists a transparency with the parents
who can be able to view their wards performance at school. Some schools provide login id for
the parents so that the parents can periodically monitor the performance of their wards. All
these services happen below one roof and the cloud serves as a roof.

Advantages

 Elasticity of services

 Quality of service

 Availability

 Reduction of cost

 Going green

 User Friendly and Management of data

 No boundary

 Data Security
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Cloud Computing Providers
There are a number of Cloud Computing service providers and listed are a few service

providers in the field of Education.

 Microsoft Live@edu for education

 Google Apps for Education

 Amazon Web Services for Education (AWS)

Conclusion
Educational institutions gain a lot from IaaS, PaaS and SaaS services. The benefits are for

the students, teachers, management and institution. The students’ expectations can be satisfied
with the rising demand for the latest technology on the campus. Sharing content is as simple as
granting someone access, which facilitates collaboration without having to transfer files or
worry about software compatibility. The functionality available through Cloud Services is
sufficient for the needs of most users, who have access to their files and related software any
place they have a computer and an Internet connection. In addition, Cloud Services can work
with existing single sign-on programs, and a hardware failure becomes less of a concern. It
becomes very simple to impart knowledge to the students using the new innovation in the field
of Education. Cloud Computing serves as the new innovation where it allows the teacher,
student, management and the institution to work below one roof and the world is just a peep
through the window of technology.
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Abstract
A smart village knows about its citizens, available resources, applicable services and schemes. It knows what it

needs and when it needs. Smart village initiative focuses on improved resource-use efficiency, empowered local self-
governance, access to assured basic amenities and responsible individual and community behaviour to build a vibrant
and happy society. The present research paper discusses about rural development in developing world for the up-
liftman of livelihood of the rural masses. The driving motivation behind the concept on “Smart Village” is that the
technology should acts as a means for development, enabling education and local business opportunities, improving
health and welfare, enhancing democratic engagement and overall enhancement of rural village dwellers. Now it's
need of the hour is - strategy, integrated planning and above all monitoring and execution of the activities using
appropriate governance models. The present era is increased on Information and Communication Technology. This
technology has proved its potential in various sectors of development in urban and rural areas. Researcher has made
an attempt to correlate the different factors of the smart village and its implications.
Keywords: Smart Village, Sustainable Development.

Introduction
As per statistics there are 676 districts in 29 states and 7 Union territories in India with a

total number of 6, 38,000 villages. All areas which are not categorized as urban area are
considered as rural area. Numbers of villages in India are approximately 6, 38,588. According
to 2011 census, rural area has population of 68.84%, whereas urban area has population of
31.16% only. A rural area is a geographic area that is located outside cities and towns are also
known as 'village' in India. The population inhibit in the rural area needs the same calibre and
status of life as enjoyed by people living in sub urban and urban areas. The government has
already accepted this consequence and has put solemn endeavour through diverse schemes for
enhancing livelihood of rural masses. Such rural progressive growth and development not only
amend livelihood in rural area, but also may abridge the migration of flyaway rural population
in urban areas. The current modern era of human development is quit ahead and familiarly
known as “Smart age”. Human beings are using smart phones, smart TVs and live in smart
homes. The concept of smartness is popular in respect and honour of human development
regardless of rural or urban area, literate or illiterate in all the countries and India is not
omission to it. Like many developing countries, India too is a rural dominated country. The
idea of “Smart Village” will also attention to multiple challenges such as unplanned
urbanization, under-development of villages, migration for economic pursuance, improved
standard of living etc.

Smart Village
Mahatma Gandhi defined smart village in various ways some of which are:

1. It will have wells according to its needs and accessible to all
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2. It will produce its own grains, vegetables and fruit, and its own khadi
3. There is harmony among the different communities, and untouchability is completely

absent
After the launch of 100 smart cities Indian government is now launching smart villages

mission and is preparing its plan for 2500 smart villages by 2019 starting with Chhattisgarh. For
a village to be smart not only the Indian government need to take an initiative but also the
people need to cooperate and work upon it. Computing, communication and information
technologies play a major role in design, delivery and monitoring of the services. All the
techniques and technologies needed to build a smart village are available now and some of
them are being used in villages in India but these are disparate, fragmented and piecemeal
efforts. The need of the hour is: strategy, integrated planning, and above all monitoring and
execution of the activities using appropriate governance models.

Need for Smart Villages
The village communities are little republics, having nearly everything that they want within

themselves, and almost independent of any foreign relations . In the development process, there
will be many changes in the demand and supply of various needs, as rural population will pass
through the process of change. At present, one of the major challenges in India is growing
population and rapid urbanization. This urban growth to certain extent is unavoidable as the
economic pursuits and aspirations of the population do change and evolve. This needs to be
reversed and suitably managed through a balance between rural and urban quality of life. The
concept of “Smart Village” will address the multiple challenges faced for sustainable
development of rural India.

A “Smart Village” will provide long-term social, economic, and environmental welfare
activity for village community, which will enable and empower enhanced participation in local
governance processes, promote entrepreneurship and build more resilient communities. At the
same time, a “Smart Village” will ensure proper sanitation facility, good education, better
infrastructure, clean drinking water, health facilities, environment protection, resource use
efficiency, waste management, renewable energy etc. There is an urgent need for designing and
developing “Smart Village”, which are independent in providing the services and employment
and yet well connected to the rest of the world. Based on various programs undertaken taken by
Central and state governments along with further technological initiatives, the Smart Village
can achieve SMART infrastructure, SMART service delivery, SMART technology and
innovation, SMART institutions along with optimal mobilization and utilization of available
resources, leading to faster and more inclusive growth. A ‘Smart Village’ will encompass a
sustainable and inclusive development of all sections of the village community, so as they enjoy
a high standard of living.

Towards Development of Smart Villages
The idea of smart village in the present day context seems more reasonable as there is a

limit of growth of cities which is leading to creation of urban jungles, where the population
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ratio per km of land is way above the desired norms. To take baby steps initially would lead to
a campaign at National level once the fruits of this effort start bearing fruits, which surely
would be visible for all to see sooner than expected.

Just like smart cities, a smart village should be interactive and multi-functional; there
should be active participation of people in various activities. A smart village is one which will
automatically link local production with local procurement and local distribution. A smart
village will also have power, knowledge, healthcare, technology, entrepreneurship and internet
connectivity. A smart village will not only bring Internet connection to the rural lands, but will
also provide support to sustainable agricultural practices. A network of small scale industries
linked to agriculture, and a strong network of rail and road corridors with civic amenities such
as education and health for all, including farmers, will transform the face of real India.

The National Sample Survey 61st Round results show that among persons of age 15–29
years, only about 2% are reported to have received formal vocational training and another 8%
reported to have received non-formal vocational training indicating that very few young people
actually enter the world of work with any kind of formal vocational training. This proportion of
trained youth is one of the lowest in the world. The corresponding figures for industrialized
countries are much higher, varying between 60% and 96% of the youth in the age group of 20–
24 years.

Aims of Smart Village
1. Homes with access to toilet, safe drinking water and regular power.
2. A Smart Village knows all information about its citizens, available resources, applicable

services and schemes
3. Every household has diversified livelihood opportunities and/or micro enterprise.

Microenterprise a business operating on a very small scale, esp. one with a sole proprietor
and fewer than six employees.

4. Maintain its Identity, culture and Heritage
5. Plans for development based on People, Assets and Service Centric information and tracks

its progress
6. It works towards Revenue generation.
7. Has functional solid/liquid waste management system.
8. End all preventable maternal deaths and infant deaths which means proving good basic

health facilities in Health care centred
9. 100% institutional deliveries
10. Interacts with Government, NGO’s, Social Entrepreneurs, Experts for its needs
11. Functional toilet, potable water electricity available in schools, health centres
12. Awareness on new technologies that can be implemented in villages, farms and nearby

places. e.g. Drip Irrigation, Solar Panels Lighting Systems on streetlights etc.
13. Good facilities for Domestic animals like dogs and cattle: dispensaries, pond for cattle,

veterinary hospitals and vets.
The main challenges faced by the villages in India are
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1. Electricity
2. Sanitation
3. Health
4. Education
5. Child labour

For the government to make the village smart the steps taken can be
1. Mass education should be spread by establishing more primary and secondary schools. It

must be made both compulsory and free.
2. Roads and other means of communication in the village can be improved.
3. Villages should be electrified to remove the depressing darkness of rural night.
4. Every Block should have a hospital or a primary health centre for priding medical aids to

the villagers.
5. Rural banking should be set up for financial assistance to the village people.

The steps taken by the village people to make a village smart can be
1. Villagers should teach their children elementary hygiene.
2. Send their children to school and encourage others to do the same.
3. Promote gender equality and women empowerment and give education to the female child.
4. Use natural sources of energy such as solar energy, biogas, etc.

Improvement in village is not building it like a metro but taking small steps to bring big
changes.

Conclusion
Smart Villages are the need of the hour as development is needed for both rural and urban

areas for better livelihood and technology will offer effective solution. The technological
support already exists at the urban side and there is a tremendous pressure on urban landscapes
due to migration of rural people for livelihood. Smart Villages will not only reduce this
migration but also irrigate the population flow from urban to rural area as well.

Taking education, skill for vocations etc to villages can well channelize the energies of the
youth as a powerful tool for the nation. An educated rural youth will be an asset to the country
and even if he shifts to a city he shall prove to be an asset rather than a burden as is happening
now. And at most the overall development of the country can be possible with the development
of the villages only.
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Abstract
Banana and plantain (Musa sp.) are widely grown in India and are associated with the historical, economic and

social fabric of Indian sub-continent. Banana is one of the oldest and the world’s most important fruit crops.
Marketing efficiency is a measure of market performance. The movement of goods from producers to the ultimate
consumers at the lowest possible cost consistent with the provision of service desired by the consumers is termed as
efficient marketing. In order to assess the marketing efficiency in the marketing of banana, Marketing Efficiency Index
Method, Shepherd’s method, Acharya and Agarwal’s Method and Composite Index Method is used to get the final
ranks which provide indication of marketing efficiency in various channels. The analysis of the marketing efficiency is
relatively more in channel - II when compared to channel - I. The results further revealed that channel - II (Producer –
Pre-harvest Contractor – Wholesaler – Retailer – Consumer) has been considered as the most preferable channel.
Keywords: Banana, Marketing efficiency, Shepherd’s method, Acharya and Agarwal’s method and Composite Index
method.

Banana and plantain (Musa sp.) are widely grown in India and are associated with the
historical, economic and social fabric of Indian sub-continent. Banana is one of the oldest and
the world’s most important fruit crops. It is a very popular fruit due to its low price and high
nutritive value with rich source of carbohydrate and vitamins. It helps in reducing risk of heart
diseases. So, banana has honourable place on the dining table of any common household. It is
a very good natural preservative and indispensable ingredient of Indian medicine system, like
Ayurveda. All the parts of the plant are used hence; banana is named as plant of virtues
(Kalpataru). Modern edible banana varieties have been evolved from the two species Musa
accuminata and balbisiana. Marketing cost would measure the extent of market services
performed. If the services are numerous and varied, the cost will also be higher. Since,
marketing margin is a measure of the market power of the intermediaries, the larger their
number and strength, the larger would be their margin.

Like every other product, banana marketing also requires an efficient distribution system to
facilitate easy and quick delivery to the consumer. Depending on the distance between place of
demand and of production the channels used for marketing of banana may differ. If the
demand is in the every place of production, number of middlemen involved would be
minimum. If the demand is in nearby towns, services of auctioneers may be required in
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addition to the services of wholesalers and retailers. Whenever the product is to be sent to far
off markets the number of intermediaries involved in the channel is increased. The Pre-harvest
contractors are playing a significant role in marketing of banana in Theni District. There is no
institutional agency like marketing society or regulated market in the distribution process of
banana. Persons involved in marketing of banana in the study area are growers, pre-harvest
contractors, commission agents, wholesalers, retailers and consumers.

Channel I : Producer – Wholesaler – Retailer – Consumer
Channel II : Producer – Pre-harvest Contractor – Wholesaler – Retailer – Consumer

Marketing Efficiency
Marketing efficiency is a measure of market performance. The movement of goods from

producers to the ultimate consumers at the lowest possible cost consistent with the provision of
service desired by the consumers is termed as efficient marketing. In order to assess the
marketing efficiency in the marketing of banana, Marketing Efficiency Index Method,
Shepherd’s method, Acharya and Agarwal’s Method and Composite Index Method is used to
get the final ranks which provide indication of marketing efficiency in various channels.

Shepherd’s Method
Shepherd has suggested that the ratio of total value of goods sold in the market to the total

marketing cost is to be used as a measure of marketing efficiency. According to him, the greater
the ratio, the higher the efficiency and vice versa. Shepherd’s formula for marketing efficiency
is

1
CostMarketingTotal

Price)s(Consumer'soldgoodsofValue
EfficiencyMarketing 

Symbolically,

1
I

V
ME 

Where,
ME= Index of Marketing Efficiency
V = Value of goods sold or consumer price and
I = Total marketing cost or marketing cost per unit

Acharya and Agarwal’s Method
According to Acharya and Agarwal, the formula for computing the marketing efficiency is

100X
riesintermediaofmarginincludingmarketingofCost

SystemMarketing theofOutput
EfficiencyMarketing

(or)
Net price received by the farmers = Marketing cost + Marketing margin

Symbolically,

100X
I

O
E 
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Where,
E = Marketing Efficiency
O = Output of the marketing system (Value added, that is, difference between consumer’s

price and producer’s price) and
I = Inputs used in the marketing process (Marketing cost)

Composite Index Method
The marketing efficiency was also analyzed by using composite index method. The

percentages of producer’s price, marketing cost and marketing margin to the consumer’s price
per quintal were calculated and these were assigned ranks. Total scores were found by adding
the respective ranks in each channel. The mean scores were calculated for each channel. Where
the mean score is less, it showed the real marketing efficiency of the channel.

As per composite index, marketing efficiency is to be calculated by using the following
formula.

indicatorsePerformancofNumber

channeleachinrankofSum
IndexEfficiencyMarketing 

(or)
MEI = Rj/Nj

Where,
R = Composite Index
Rj = Sum of rank in each channel and
Nj = Number of performance indicators

Review of Literature
Senthilnathan and Srinivasan (1994) conducted a study on “Production and Marketing of

Poovan Banana in Trichirappalli District”. Researchers suggested that the introduction of
transport facility in the services of regulated market and prompt payment for sales through
regulated market would motivate the farmers to market their banana through regulated market.
Guled Gudda et al. (2002) made an attempt to analyze the price spread and marketing
efficiency of banana. Researchers concluded that the Channel – III was the efficient as less
number of intermediaries were involved. Farmers share in consumer rupee was 54.71 in
Channel – III whereas it was 41.54 and 49.88 in case of Channel – I and Channel – II
respectively. Rane and Bagade (2006) studied economics of production and marketing of
banana in Sindhudurg district of Maharashtra. The study reveals that the Channel – II i.e.
Producer - City wholesaler - Retailer - Consumer was the major channel of banana marketing,
and about 71 per cent of the produce was routed through this, Producer - Village Retailer -
Consumer was the other major channel of banana marketing and about 29 per cent of total
produce was routed through this channel. Total marketing cost per bunch of banana incurred
by the producer in Dodamarg tahsil was Rs.59.79 and in Sawantwadi tahsil it was Rs.40.33.
The average cost per bunch of banana marketing incurred by the producer in Sindhdurg district
was Rs.50.06.
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Results and Discussions
It is observed from table 1 that the marketing efficiency under channel – I for Red banana

7.68, for Robusta 6.33 and for Poovan 5.50 and in channel – II for Red banana 3.14, for
Poovan 2.92 and for Robusta 2.90. From this efficiency index, it could be observed that the
channel – I for Poovan is efficient and channel – II for Robusta is efficient. This is because of
the fact that channel – I involved fewer intermediaries and hence this channel is more efficient.
In channel – II involved more intermediaries and hence this channel is inefficient.

Table 2 shows that the marketing efficiency of channel – I for Red banana 15.16, for
Robusta 12.85 and for Poovan 11.60. In channel – II, the marketing efficiency for Red banana
4.80, for Poovan 4.27 and for Robusta 4.22. Hence, the channel – I for Red banana identified
as most efficient channel because the total marketing cost is comparatively low then the other
varieties of banana. Channel – I for Poovan is identified as most inefficient channel and it is
because of involvement of less intermediaries. Among channel – II, the channel for Red banana
is identified as most efficient channel because the total marketing cost is comparatively low
then the other varieties of banana like Poovan and Robusta. Channel - II for Robusta is
identified as most inefficient channel and it is because of involvement of more intermediaries.

It is observed from the table 3 that the marketing efficiency index of channel – I for Poovan
is greater than that of Robusta and Red banana. The marketing efficiency of channel – I for
Poovan (0.16) is also greater than that of Robusta and Red banana Channel (0.14 and 0.12). In
channel II, the marketing efficiency index of channel Robusta is greater than that of Poovan
and Red banana. The marketing efficiency of channel II for Robusta (0.35) is also greater than
that of Poovan (0.34) and Red banana (0.32).

The channel obtaining the least score is considered to be efficient under the composite
index method and thus, as evidenced from table 4 channel – I for Red banana which has the
least score is considered the most efficient channel followed by Robusta and Poovan channel.
The inefficient channel for Poovan is the mean score of which is greater than the channel of
Red banana. In channel – II, the Red banana channel which has the least score is considered
the most efficient channel followed Robusta and Poovan channel. The inefficient channel for
Poovan is the mean score of which is greater than the channel of Red banana.

Table 1: Marketing Efficiency Index Method (Rs./Tonne)

S. No. Particulars
Channel - I

Robusta Red Poovan
1 Marketing Cost (M.C) 400.75 399.50 382.75
2 Marketing Margin (M.M) 2134.25 2670.00 1721.00
3 Marketing Efficiency Index (1+M.M/M.C) 6.33 7.68 5.50

Sl. No. Particulars
Channel – II

Robusta Red Poovan
1 Marketing Cost (M.C) 1179.75 1161.87 1049.75
2 Marketing Margin (M.M) 2239.25 2491.25 2017.00
3 Marketing Efficiency (1+M.M/M.C) 2.90 3.14 2.92

Source: Primary Data
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Table 2: Marketing Efficiency under Shepherd’s Method (Rs./Tonne)

Sl. No. Particulars
Channel – I

Robusta Red Poovan
1 Consumer's Price (V) 5549.04 6454.70 4821.76
2 Marketing Cost (I) 400.75 399.50 382.75
3 Marketing Efficiency (ME) 12.85 15.16 11.60

Sl. No. Particulars
Channel – II

Robusta Red Poovan
1 Consumer's Price (V) 6153.75 6738.62 5535.00
2 Marketing Cost (I) 1179.75 1161.87 1049.75
3 Marketing Efficiency (ME) 4.22 4.80 4.27

Source: Primary Data

Table 3: Marketing Efficiency under Acharya and Agarwal’s Method (Rs./Tonne)

Sl. No. Particulars
Channel – I

Robusta Red Poovan
1 Total Marketing Cost (I) 400.75 399.50 382.75

2
Value added (O)
(Consumer’s Price – Producer’s Price)

2870.75 3383.75 2430.75

3
Marketing Efficiency
ME = (O÷I)

0.14 0.12 0.16

4 Marketing Efficiency Index (E×100) 14 12 16

Sl. No. Particulars
Channel – II

Robusta Red Poovan

1 Total Marketing Cost (O) 1179.75 1161.87 1049.75

2 Value added (V) (Consumer’s Price – Producer’s Price) 3419.00 3653.12 3066.75

3 Marketing Efficiency ME = (O÷I) 0.35 0.32 0.34

4 Marketing Efficiency Index (E×100) 35 32 34

Source: Primary Data

Table 4: Marketing Efficiency under Composite Index Method (Rs./Tonne)

Sl. No. Particulars
Channel-I

Robusta Red Poovan
1 Producer's Share 48.27 47.58 49.59

(Rank – Highest is the First) 2 3 1
2 Marketing cost 400.75 399.50 382.75

Rank – Lowest is the First 3 2 1
3 Marketing Margin 2134.25 2670.00 1721.00

(Rank – Lowest is the First) 2 3 1
4 Total Score of Ranks 7 8 3
5 Mean Score 2 3 1
6 Rank II I III
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Sl. No. Particulars
Channel - II

Robusta Red Poovan
1 Producer's Share 61.32 61.02 60.56

(Rank – Highest is the First) 1 2 3
2 Marketing cost 1179.75 1161.87 1049.75

Rank – Lowest is the First 3 2 1
3 Marketing Margin 2239.25 2491.25 2017.00

(Rank– Lowest is the First) 2 3 1
4 Total Score of Ranks 6.00 7.00 5.00
5 Mean Score 2 3 1
6 Rank II I III

Source: Primary Data

Conclusion
The present study focused on assessing the marketing efficiency in the marketing of banana

in Theni district of Tamil Nadu. As evidence from the Marketing Efficiency Index method,
Shepherd’s method, Acharya and Agarwal’s method and Composite Index method, channel -
II (Producer – Pre-harvest Contractor – Wholesaler – Retailer – Consumer) has been
considered as the most efficient channel in the study area. The rules of existing regulated
markets may be so amended as to include fruits like banana. Establishing a co-operative
marketing society exclusively for banana trade will replace the domination like pre-harvest
contractors in this trade. Introduction of a chain of cold storage and transportation facilities will
solve the problem of distress sale of banana.
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Abstract
Organizational behaviour is currently a growing field. The field is highly influential in the business world with

the practitioners like Peter Drucker and Peter Senge, who turned the academic research in to business practices.
Organizational behaviour is becoming more important in the global economy as people with diverse backgrounds and
cultural values have to work together effectively and efficiently. During last 20 years organizational behaviour studies
and practice has developed and expanded through creating integration with other domains such as anthropology
leadership and ethics.

Introduction
There are main contributors to the organization field of human behaviour such as
Frederick Winslow Taylor: Taylor was the first person who attempted to study human

behaviour at work using a systematic approach. Taylor study human characteristic, social
environment, task, physical environment, capacity, speed, durability, cost and their interaction
with each other. His overall objective was to reduce and/or remove human variability. Taylor
worked to achieve his goal of making work behaviours stable and predictable so that maximum
output could be achieved. He relied strongly upon monitory incentive systems, believing that
humans are primarily motivated by money.

Elton Mayo: Elton Mayo, an Australian national, headed the Hawthorne Studies at
Harvard. In his classic writing in 1931, human problems of an industrial civilization, he advised
managers to deal with emotional needs of employees at work.

Mary Parker Follett: Mary Parker Follett was pioneer management consultant in the
industrial world. As a writer he provided analysis on workers as having complex combinations
of attitude, beliefs, and needs. She told managers to motivate employees on their job
performance, a pull rather than a push strategy.

Objectives of Organizational Behaviour in HDFC Bank
Organizational Culture: Organizational culture is a concept in the field of organizational

studies and management which describes the attitudes, experiences, beliefs and values of an
organization. It has been defined as the specific collection of values and norms that are shared
by people and groups in an organization and that control the way they interact with each other
and with stakeholders outside the organization.

Organizational effectiveness: Organizational effectiveness is the concept of how effective
an organization is in achieving the outcomes the organization intends to produce. The idea of
organizational effectiveness id especially important for non-profit organizations as most people
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who donate money to non-profit organizations and charities are interested in knowing whether
the organization is effective in accomplishing its goals.

Employee engagement: Employee engagement is a concept that is generally viewed as
managing discretionary effort that is, when employees have choices, they will act in a way that
furthers their organizations interests. An engaged employee is a person who is fully involved in,
and enthusiastic about his or her work.

Methodology of the Study
Methodology refers to more than a simple set of methods; rather it refers to the rationale

and the philosophical assumptions that underlie a particular study. This is why scholarly
literature often includes a section on the methodology of the researchers.

For the purpose of this study, the type of research undertaken was primary research, which
comprised of collecting information through questionnaires from the selected sample. Primary
research is more detailed and it involves getting close information from the sample directly.
Procedure of the Study

The study was conducted by getting questionnaires filled by HDFC Bank employees. Then
the data collected was tabulated and various tools like SPSS and Microsoft Excelwere used for
the qualification of the data collected.
Instructions given to Sample Individuals

The employees of the HDFC Bank, who were selected as a part of the sample, were told to
fill the questionnaires with legitimate details in the questionnaire. The sample individuals were
also requested to give the true and fair picture of the organization and the working environment
of the organization, as this would help us in getting a fair picture of the organization and help
us get the true findings from the study.

Analysis of Data
Table 1: Does your work group plan together and coordinate its efforts?

Options Frequency Percent Valid Percent Cumulative Percent

Indifferent 1 10.0 10.0 10.0

Agree 8 80.0 80,0 90.0

Strongly agree 1 10.0 10.0 100.0

Total 10 100.0 100.0

Cumulative percentage

Indifferent

Agree
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Table 2: Does your work group make good decisions and solve problems well?

Options Frequency Percent Valid Percent Cumulative Percent

Indifferent 1 10.0 10.0 10.0

Agree 6 60.0 60.0 70.0

Strongly agree 3 30.0 30.0 100.0

Total 10 100.0 100.0

cumulative percentage

Indifferent

Agree

Table 3: At work do you have the opportunity to do what you do best every day?

Options Frequency Percent Valid percent Cumulative percent

Very much 2 20.0 20.0 20.0

Much 5 50.0 50.0 70.0

Somewhat 3 30.0 30.0 100.0

Total 10 100.0 100.0

cumulative percentage

very much

much

somewhat

Table 4: In the lost days have you received praise or recognition for doing good work?

Options Frequency Percent Valid percent Cumulative percent

Very much 1 10.0 10.0 10.0

Much 5 50.0 50.0 60.0

Somewhat 3 30.0 30.0 90.0

Little 1 10.0 10.0 100.0

Total 10 100.0 100.0
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cumulative percentage

very much

much

some what

little

Table 5: Do you have the materials and equipment you need to do your work in right way?

Options Frequency percent Valid percent Cumulative percent

Very much 2 20.0 20.0 20.0

Much 6 60.0 60.0 80.0

Somewhat 1 10.0 10.0 90.0

Little 1 10.0 10.0 100.0

Total 10 100.0 100.0

cumulative percentage

very much

much

some what

little

Table 6: Does your supervisor or someone at work seems to care about you as a person?

Options Frequency Percent Valid percent Cumulative percent

Very much 3 30.0 30.0 30.0

Much 3 30.0 30.0 60.0

Somewhat 3 30.0 30.0 90.0

Little 1 10.0 10.0 100.0

Total 10 100.0 100.0
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cumulative percentage

very much

much

some what

little

Findings and Suggestions

 Most of the employees think or consider that there is planning and co-ordination among the
various work groups of the organization. 80% of the total sample agree that there is
planning and co-ordination among the various work groups in an organization.

 60% of the employees feel that their work group makes good decisions and solves problems
well. But there is no one who is against this statement.

 Not very much employee feels that they get the opportunity to deliver their best (20%)
Majority of population feels that they get enough opportunity, but still a bunch of people
does not feel like that.

 When coming to praise we got a very mixed reaction as not very employee agree that they
get the proper recognition of their work, only 10% people feel that they get praise and
appreciation of what they think they must get, 50% think they get it but not it up to their
mark, and a big group feels that they get very little or no appreciation for their work.

 Most of the employees are fully satisfied with the availability of the materials and
equipment, most of the employee are not fully but still satisfied and rare of them think that
materials and equipment are not up to the mark.

 We got very mix reaction almost equal in every respect. 30% of the employee feel that they
get full support and help from their superior, 30% of the employee feel that they get enough
support, 40% (30%+10%) feel they get little or no support.

Conclusion
We see that nearly all employees of the firm feel that there is employee engagement,

organization effectiveness and organization culture. This means that the employees feel that
they have a shared set of values, beliefs and thought. Apart from this we even see that the
employees feel that there is good team sprit among themselves.
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Abstract
The rate of change that companies face has continued at an increasing pave over the last 50 years through

advance in technology since the 1960s and more recently through the globalization of supply chain. The underlying
principle is that change does not happen in isolation. It impacts the whole organization around it and all the people
touched by it. This article discusses the issues relating to changes at the organizational level.
Keywords:Managing Change, Change Plan, Change Impact, Change & Reorganization.

Introduction
Change management is the discipline that guides how we prepare, equip and support

individuals to successfully adopt change in order to drive organizational success and outcomes.
While all changes are unique and all individuals are unique, decades of research shows there
are actions we can take to influence people in their individual transitions. Change management
provides a structured approach for supporting the individuals in an organization to move from
their own current states to their own future states.

Review of Literature
Change management is a structured approach for ensuring that changes are thoroughly and

smoothly implemented and for achieving lasting benefits of change. The change management
focus is on the wider impacts of change, particularly on people and how they, as individuals
and teams, move from the current state to the future. The change could range from a simple
process change to a major system change to achieve the organization’s potential.

Korir, Mukotive, Loice and Kimeli (2012) defined change management as the effective
management of a business change such that Executive leaders, Managers and frontline
employers work in concert to successfully implement the needed process technology or
organizational changes. Moran and Brighton (2011) defined change management as the process
of continually renewing an organization direction structure and capabilities to serve the ever
changing needs of external and internal customers. Dr.Olajide Olubayo Thomas (2014)
examined change management and its effect on organizational performance among the 300
Airtel employees of Nigerian Telecoms Industries. The result of the study proved that changes
in technology have a significant effect on performance and the changes in customer taste have a
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significant effect on customer’s patronage. M. Radaic – Markovic (2008) investigated to know
the reason for why the attempt to “manage” organizational change frequently failed. It was
found that most companies’ operational strategies and structures reflect past business realities
making organizational inertia one of the most significant obstacles to change and also
concluded that leadership and management skills are key factors to any successful change
initiative.
Levels of change management

Change management can take place at three levels
Individual Change Management

Individual change management requires understanding how people experience change and
what they need to change successfully. It also requires knowing people that what will help
people make a successful transition what messages do people need to hear when and from
whom, when the optimal time to teach someone a new skill is how to coach people to
demonstrate new behaviours, and what make changes “stick” in someone’s work. Individual
management draws on disciplines like psychology and neuroscience to apply actionable
frameworks to individual change.
Organizational Change Management

Organizational change management involves first identifying the groups and people who
will need to change as the result of the project, and in what ways they will need to change.
Organizational change management then involves creating a customized plan for ensuing
impacted employees receive the awareness leadership, coaching, and training they need in
order to change successfully. Driving successful individual transitions should be the central
focus of the activities in organizational change management.
Enterprise Change Management

An enterprise change management means effective change management is embedded into
organization’s roles, structures, processes, projects and leadership competencies. Change
management process are consistently and effectively applied to initiatives leaders have the skills
to guide their teams through change and employees know what to ask for in order to be
successful.
Change Management Application

Applying change management activities can be
instrumental in realizing goals for planned and unplanned
changes both internally and externally. It also helps
diagnose problems associated with the transition before
they become a crisis. Therefore, it is essential to first
understand some of the theories and methodologies
pertaining to change management.The change management
model consists of four stages

 Determine need for change

 Prepare and plan for change

 Implement the change
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 Sustain the change
Need for Organizational Change Management

 Crisis

 Performance gaps

 New technology

 Identification of opportunities

 Mergers and acquisitions

 Change for the sake of change
Planning for the Change
Choosing which changes to implement

When determining which of the latest techniques or innovations to adopt, there are four
major factors to be considers

 Levels, goals and strategies

 Measurement system

 Sequence of steps

 Implementation and organizational changes
Managing the Change Process

 Recognizing the changes in the broader business environment

 Developing the necessary adjustments for their company’s needs

 Training their employees on the appropriate changes

 Winning the support of the employees with the persuasiveness of the appropriate
adjustments.

Common benefits of the change management

 Assessment and motivation

 Alignment of existing resources

 Maintaining day to day operations

 Reducing risk and inefficiency

 Boost in morale

 Anticipation of challenges
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“It's only when you drop yesterday's assumptions that you can glimpse tomorrow's patterns
and possibilities.”

Examples for Successful Change Management
Facebook’s exclusivity to the “the more the merrier”

approach of other social networks. The problem was that
Facebook could only expand so much by catering to only
college students. So despite much protest and uproar,
Facebook founder Mark Zuckerberg decided to open
Facebook to high school students in 2005. By 2006, the
service had opened to anyone 13 years or older with a valid
e-mail address. By and large, the strategy change has worked. A 2009 study by Compete.com
found Facebook to be the most popular social network in terms if unique views and monthly
visits.

For much of its early life, Google had no business
model to speak of. After making marginally profitable
forays into selling search appliances to businesses and its
own search technology to other search engines, Google
radically changed course. In 2003, the company
launched its AdWords program which allowed
businesses to advertise to people searching for things on
Google.com. Almost overnight, Google took the leap
from popular search tool to advertising juggernaut. In
2008, Google reported to the SEC that it had generated $21 billion in advertising-driven
revenue alone. To this day, AdWords comprises the lion’s share of Google’s total revenue and
profits. AdWords also paved the way for other search engines, such as Yahoo’s Search
Marketing service and MSN’s Bing platform among
others.

From about 1993-1997, Apple found itself
struggling to find a consistently profitable source of
revenue, trying and failing to market everything from
digital cameras to portable CD players to TV
appliances. Instead of continuing to aimlessly follow
marginal product ideas down the rabbit hole, Apple
began to focus once more on creating beautiful
consumer electronics, starting with the iMac in 1998.
Apple also acquired several companies in the video editing and digital production space, which
comprises much of its customer base. The iPod was an even bigger success, selling over 100
million units within six years of its 2001 launch according to the BBC. The iPhone, another
smash hit, recently produced a 100% year-over-year rise in sales according to CNN Money.
None of this would have been possible without a drastic change in business models.
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British Airlines is the largest airline of UK.
It was created in 1974 from four other
companies — BEA, BOAC, Northeast
Airlines, and Cambrian Airlines — taking to
the sky with 215 aircraft supported by 50,000
employees, a level of staffing that was, even
then, viewed as precariously oversized. The oil
crises of the 1970s shrunk the airlines’
customer base, and its huge staff resulted in massive financial losses. The company soon
developed a reputation for terrible service as a result. In 1981, British Airways brought on a
new chairperson, Lord King, who noticed that the company was operating very inefficiently
and wasting valuable resources. What the reorganization was: To increase profits, King
decided to restructure the entire organization by reducing its workforce from 59,000 to 39,000,
eliminating unprofitable routes, and modernizing the fleet. He repaired the airline’s image by
bringing in a new marketing expert. Within 10 years, the airline reported the highest profits in
its industry: $284 million.

After the phenomenal and long-lived success of its
Windows operating system and suite of Office
products, Microsoft was struggling to write its second
act. In September 2016, merging of the Microsoft
Research Group with the Bing, Cortana, and
Information Platform Group teams to create a new AI
and Research Group. With about 5,000 engineers and
computer scientists, its goal is to innovate in artificial intelligence across the Microsoft product
line. Although Microsoft’s future does look brighter as a result of the still-ongoing reorg,
perhaps its greatest achievement has already been realized: to offer the company’s employees a
new sense that their work has real meaning

At the turn of the millennium, Nokia was one of the
world’s largest suppliers of mobile devices. This, of
course, was before smartphone mania swept the nation
(and the world). Because Apple beat Nokia to market with
its iPhone, the latter company missed its opportunity to
lead the smartphone revolution. Understanding this all too
well — Nokia has reinvented itself time and again in its
150-plus-year history — the Finland-based company hired
a new CEO to take the reins. Ultimately, Nokia’s new management team decided to sell the
company’s struggling phone division to Microsoft. Currently, the company is building network
and mapping technologies, among other initiatives.
Challenges and Suggestions

 One of the major factors which hinder the change management process is people’s natural
tendency for inertia. People are resistant to change in organizations because it can be
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uncomfortable. In this situation they must provide personal counseling to alleviate any
change related fears.

 Companies often make the mistake of assessing culture either too late or not at all.
Thorough can assess organizational readiness to change, bring major problems to the
surface, indentify conflicts, and define factors that can recognize and influence sources of
leadership resistance.

 Too often change leaders make the mistake of believing that others understand the issues,
feel the need to change, and see the new direction as clearly as they do. The best change
programmes reinforce core messages through regular, timely advice that is both
inspirational and practicable.

 No change programme goes completely according to plan. People react in unexpected

ways areas of anticipated resistance fall away and the external environment shifts.
Effectively managing change requires continual reassessment of its impact and the
organization’s willingness and ability to adopt the next wave of transformation.
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Abstract
Lack of awareness of the structured Financial System and an unregulated or disorganised Rural Banking

System, prevented most rural population from depositing their savings in banks. The introduction of Payment banks
in the rural, semi urban and interior pockets will change this scenario, usage of and access to the system will help
people understand it’s functioning and help in channelizing the saving of the people in these areas. It will also give
government access to funds for development activities. The Reserve Bank of India ‘s initiative of introducing ‘’
Payment Banks” finds resonance with Economist Adam Smith’s Theory of employing Division of labour to
exponentially increase productivity. The new business model Adopted will create a revolutionary trend in the Indian
Banking Industry and will accelerate Government‘s Mission of improving Financial Literacy and achieving Total
Financial Inclusion (TFI), both vital for a country’s Economic Development.

Introduction
India’s domestic remittance market is estimated to be about Rs. 800-900 billion and

growing. With money transfers made possible through mobile phones, a big chunk of it,
especially that of the migrant labour, could shift to this new platform. Payment banks can also
play a crucial role in implementing the government’s direct benefit transfer scheme, where
subsidies on healthcare, education and gas are paid directly to beneficiaries’ accounts.

It’s a step to redefine banking in India. The Reserve Bank expects payment banks to target
India’s migrant labourers, low-income households and small businesses, offering savings
accounts and remittance services with a low transaction cost. It hopes payments banks will
enable poorer citizens who transact only in cash to take their first step into formal banking. It
could be uneconomical for traditional banks to open branches in every village but the mobile
phones coverage is a promising low-cost platform for quickly taking basic banking services to
every rural citizen. The innovation is also expected to accelerate India’s journey into a cashless
economy.

Payment Banks
Payment banks are a new model of banks conceptualised by the reserve bank of India.

These banks can accept a restricted deposit which is currently limited to 1 lakh per customer
account. These banks cannot issue loans and credit cards. Both current account and savings
accounts can be operated by such banks. Payments banks can issue services like ATM cards,
debit cards online banking and mobile banking. The main idea behind the introduction of
Payment banks was financial inclusion of all sections of the society and the people living in the
remote and rural areas so that they can have access to the basic banking facilities. This idea was
initiated to increase the number of people in the banking system to include people like small
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business owners, low income groups including migrants and labourers in order to fulfil the
vacuum created in the financial system. Payment banks like any other commercial bank offers
the core banking services such as cash remittances and demand deposits to its customers. Apart
from that, the customers are also allowed to open both savings as well as current bank accounts
with the payment banks. It also offers basic payment services to migrant’s workers and lower-
income groups by having a widespread network in the rural areas as well as remote locations of
the country. The migrant’s workers or the labourers working far away from their home land
can easily transfer their money to their families in the remote and rural parts of the country
with the help of payment banks.

RBI’s Guidelines
1. Eligibility criteria of Applicants – prepaid payment instruments issuers, Professionals,

NBFCS, Telecom Companies, Supermarket Chains, Corporates etc.,
2. The Payment banks would be required to use the word ‘Payments’in tis name to

differentiate it from other banks.
3. The minimum capital requirement is Rs.100 crores
4. Payment banks can offer Deposits (Current/ Savings accounts), issue ATM/Debit Cards,

payments and remittances services and can also act as Distributor of Third party products
(can cross sell insurance, mutual funds etc.,)

5. They would initially be restricted to holding a maximum balance/ deposit of Rs.1,00,000
per customer. (Based on performance, the RBI could enhance this limit)

6. They cannot issue credit cards
7. Payment bank cannot undertake Lending activities. They should not offer loans.
8. A Payment banks will be required to invest 75% of its demand deposits balances in

Government Securities (G-Sec) and Treasury Bills.
9. They have to meet Cash Reserve Ratio (CRR) and Statutoty Liquidity Ratio requirements

set by RBI.
10. A maximum of 25% of its deposits will have to be held in current and fixed deposits with

other scheduled commercial banks.

History
Reserve Bank of India gave ‘in – principle’ licences to eleven entities to launch Payment

Banks based on the recommendations of the Nachiket Mor committee on 19th August , 2015.
The eleven entities are as follows:
1. Adiya Birla Nuvo
2. Airtel M Commerce Services
3. Cholamandalam Distribution Service
4. Department of Posts
5. FINO PayTech
6. National Securities Depository
7. Reliance Industries
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8. Dilip Shanghvi, Sun Pharmaceuticals
9. Vijay Shekhar Sharma, Paytm
10. Tech Mahindra
11. Vodafone M - Pesa

Out of these, three have surrendered their licences. First one being Cholamandalam
Distribution Services, then Dilip Shanghvi, Sun Pharmaceuticals and the latest Tech Mahindra.
The ‘in – principle’ licence is valid for 18 months within which the entities must fulfil the
requirements. They are not allowed to engage in banking activities within the period. The RBI
will consider grant full licences under Section 22 of the Banking Regulation Act, 1949, after it is
satisfied that the conditions have been fulfilled. The new payments banks will also make
people less dependent on cash, even for small sums, and since a mobile wallet could be a bank
account soon, this move could, over time, have a big impact on m- commerce

Importance of Payment Banks
Payment banks can accept deposits restricted to Rs.1,00,000 per customer, and are allowed

to pay customers interest on the money that is being deposited. They can be used for either
current accounts or savings account. A Payment bank cannot loan money to people or issue
credit cards, but they allow to invest money customers deposit into government securities. The
Payment banks can issue ATM and Debit Cards, it helps close the loop and makes it easier to
convert virtual mney into cash, vice versa. Payment banks can be integrated with our savings
bank account via IMPS and NEFT transfers.

Can and Can’t Do
1. They can’t offer loans but can raise deposits upto Rs.1,00,000 and pay interest on these

balances just like a savings bank account does.
2. They can enable transfers and remittances through a mobile phone.
3. They can offer services such as automatic payments of bills, and purchase in cashless,

cheque less transactions through a phone.
4. They can issue debit cards and ATM cards useable on ATM networks of all banks.
5. They can transfer money directly to bank accounts at nearly no cost being a part of the

gateway that connects banks.
6. They can provide forex cards to travellers, usable again as a debit or ATM card allover in

india.
7. They can offer forex services at charges lower than banks.
8. They can also offer card acceptance mechanism to third parties such as the ‘Apple Pay’.

Payment Banks make Banking Easy
Stop Looking for ATM

Mobile will soon became your wallet. No need to worry about bringing cash around.
Payments bank may reach to more rural and deeper parts of india. You may not have to look
around for an ATM or credit card merchant, if you are not carrying cash.
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Easy to Open Account
Opening an account in payments bank much easier than normal banks. Income level

restrictions will not be there to open an account in these banks. A payment bank customer can
use his account to make daily or monthly cash transactions through debit card or mobile. It eill
be safer option as you will have only smaller balance in the account.
Transfer Money Faster

Parents can easily transfer money to their children’s account to meet their needs like fees
and other expenses when they are living far away from home. Small firms can pay their salary
to employees through payments bank. This can avoid risk of paying out in cash.
Lower Fees

Lower transaction fees as compared to normal banks will encourage small businesses to
switch over their transactions from normal to payment banks.
Every One Benefits

In rural areas, where people do not have access to banks or other financial institutions, they
keep their hard earned money in boxes or clay pots. This kept at home money does not earn
tem any interest. Payment banks will change this scenario in rural areas with more and more
people opening up bank accounts.
Easy to deposit

Any one can able to deposit money to their savings account in payments bank through
nearest petrol bunk, grocery shop or even super markets. It will be easy as a mobile phone
recharge.

Conclusion
Financial inclusion is the main reason to introduce payment banks in Indian banking

industry by Reserve Bank of India. By the help of payment banks we can easily achieve
complete financial inclusion and can help to all the citizens of India to contribute in the main
stream of Indian economy.
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Abstract
This study is aimed at finding out thePerception Of Bank Employees On E-Banking Service Of NGPS Banks in

Cuddalore District. In order to find out the perception on E- banking services a survey of 120interview schedule were
designed and interviewed with the employees of NGPSbanks in cuddalore district. The results indicated the employees
of NGPSbanks in cuddalore district are strongly agree the statements of Increases the customer services of bank,
Enhance the customer services ,Reduces the transaction expenses, Banks survival, depends on the E-Banking services,
Get better efficiency in order to provide better service and Important to complete effectively in the near future. Thus,
the contribution of this study for academics and practitioners may addnew value as there is very limited empirical
studies that has been accomplished in the samearea.
Keywords: NGPS Bank, Cuddalore District, E-Banking, Perceptions and bank survival

Introduction
One of the most recent channels of distribution used in the financial services industry is

electronic banking, which was introduced in the late 1990s and is thereafter steadily becoming
more important. The term electronic banking refers to the provision of information or services
by a bank to its customers via electronic gadgets. A more developed service is one that provides
customers with the opportunity to gain access to their accounts and execute transactions or to
buy products online.1

Electronic Banking
In the world of banking, the developments in information technology have had an

enormous effect in development of more flexible payment methods and more user-friendly
banking services. Online banking and other electronic payment systems are new, and the
development and diffusion of these technologies by financial institutions is expected to result in
a more efficient banking system. This technology offers banks alternative or non-traditional
delivery channels through which banking products and services can be delivered to consumers
more conveniently and economically without diminishing the existing service levels.2

1 Lymperopoulos, C.and Chaniotakis I.E, (2004), ‘Branch employees perceptions towards implications of
E- Banking in Greece”, International journal of Retail & distribution management, 32,6, p.302-311.

2 Akinci, S., Aksoy, S. and Atilgan E., (2004), “Adoption of internet banking among sophisticated consumer
segments in an advanced developing country”, International journal of bank marketing, 22,3,p.212-232.
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E-Banking technology represent a variety of different services, ranging from the common
automatic teller machine (ATM) services and direct deposit to automatic bill payment (ABP),
electronic transfer of funds (EFT), and home banking (HB) often referred to as internet banking
(IB). Phone banking (PB), credit cards (CCs) and point-of-sale terminals (POS) are the other E-
Banking technologies.3 Similarly, five basic services associated with E-Banking are identified
bychou and chou. These are; view account balances and transaction histories, paying bills,
transferring funds between accounts, requesting credit card advances, and ordering checks.4

Given the current and likely future magnitude of E-Banking, all over the world, banks must
gain a comprehensive understanding of this consumer-based, electronic revolution. Among
other things, banks must understand who specifically is adopting and utilizing this new
commercial technology and why.5 Ultimately, banks should be in a position to predict who the
users of this new technology, understand important user perceptions and how these perceptions
interact with new E-Banking processes and procedures. Although the reasons behind this
electronic phenomenon are many and varied, there are likely consumer and employee
perceptions that can be identified and investigated in order to gain such an understanding.

Review of Literature on Implications of E-Banking
Implications of E-Banking issues become an area of interest to some researchers. In a study

of retail banks,6 have found reasons why banks have opted for the E-Banking to:
1. Enhance the organization’s reputation for innovation,
2. Attract new customers.

In other study of E-Banking, mentioned relative two advantages of E-Banking. These are;
advantage of time for customer and bank.7

On the other hand, mentioned on supply side and reduction of costs, increased customer
satisfaction, protection of reputation, competition advantage, market transparency have been
cited as implications of E-Banking.8

The following study of also, mentioned implications of E-Banking:
1. Improving the competitive position,
2. Improving bank’s reputation,
3. Improving bank’s image,

3 Kolodinksy J.M., Hogarth, J.M and Hilgert M., (2004), “The adoption of electronic banking technologies by US
consumers”, International Journal of Bank marketing, 22,4, p.238-259.

4 Chou, D. and Chou A.Y.,(2000), “A guide to the internet revolution in banking”, Information systems
management, 17,2,p.51-70.

5 Lassar, W.M., Manolis, C. and Lassar S., (2005), “The relationship between consumer innovativeness, personal
characteristics and online banking adoption”, International journal of bank marketing, 23, 5,p.176-199.

6 Daniel, E. and Storey C., (199), “Online banking: strategic and management challenges” Long range
planning, 30, 6.

7 Kolodinksy J.M., Hogarth, J.M and Hilgert M., (2004), “The adoption of electronic banking technologies by US
consumers”, International Journal of Bank marketing, 22,4, p.238-259.

8 Bradely, L. and Steward K., 2003, “A Delphi study of internet banking”, marketing intelligence & planning,
21, 5, p.272-281.
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4. Satisfying customer demand for the service,
5. Reducing costs.9

The presentation of the study, has offered the opportunity to identify the implications of E-
Banking:
1. Reduction of costs
2. Attract young customers
3. Increase competitive advantage
4. Differentiation of service.10

Mentioned E-Banking and offered implications of E-Banking and offered implications of E-
Baking like below:
1. Bank reputation
2. Fast and efficient service
3. Reduction of costs
4. Advantage of time for customers and bank.11

Likewise, in this study within the banking industry, based on the literature review,
identified 8 main implications that measure branch employees’ perceptions toward implications
of electronic banking. These are; cost reduction, improve image, innovator’s advantage, queue
minimization, increase of sales, customer satisfaction, service differentiation, and market
transparency.12

Statement of the Problem
Now the working culture is totally changed. The burden ofpaper work is reduced; database

management is improved with lesser strain of work load. Thebank employees feel free to
provide services through e-channels and can spend their saved time onother improvement
activities of the Bank. If the employees are satisfied from their job, working conditions, work
culture, management they can make the customers satisfied with better quality services. This
study analysis about the opinion of bank employees dealing with e-channels service of NGPS
Banks in Cuddalore District and to suggest ways to improve the services .

Objectives
To analysis about the opinionof bank employees dealing with e-channels service of NGPS

Banks in Cuddalore District.

9 Aladwani, A.M, 2001, “Online banking: A field study old drivers, development challenges and expectations”,
International journal of information management, 21, 3, p.213-225.

10 Curaau, C., (2002), “Online banking in transition economies: The implementation and development of online
banking system in Romania’, International journal of bank marketing, 20,6, p.285-296.

11 Paswan, A. and others, (2004), “Search quality in the financial services industry: A contingency perspective”,
Journal of services marketing, 18, 5, p.324-338.

12 Lymperopoulos, C.and Chaniotakis I.E, (2004), ‘Branch employees perceptions towards implications of E-
Banking in Greece”, International journal of Retail & distribution management, 32,6, p.302-311.
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Methodology
This study is based on primary and secondary data and the necessary data required for

thestudy were collected through structured Interview schedule method from bank
employeesworkingwith e-channels.

Statistical Tools and Techniques
In order to analyze the data and to get the required information tabular analysis, percentage

analysisand, descriptive statistic are used.

Sample Design
The opinion of the bank official connected with banking system are e-banking services as

been ascertained by means of questionnaires.All the respondents are contacted with structured
Interview schedule with respect to bank official the researcher adopted census method to collect
Primary Data through pre tested interview scheduled.

Table 1: Bank Employees Details

Designation AXIS HDFC ICICI Total

Manager 05 03 18 26

Deputy Manager/ Operational Head 05 03 17 25

Asst. Manager 42 12 67 121

Total 52 18 102 172

Source: Primary Data
The Researcher has applied slovin formula to identify the sample size for determining the

Bank employee’s response on “A Study on E – Banking services of New Generation Private
Sector Banks in Cuddalore District”

Sample size formula (Slovin formula)

N =
2)e(N1

N



=
2

100
5 )(1721

172



n =
43.1

172
= 120

n = 120
Therefore the sample size for the Bank employee’s response for the present study is 120.

Table 2: Sample Design for the Study

Designation AXIS HDFC ICICI Total

Manager 3 2 13 18

Deputy Manager 3 2 12 17

Assistance Manager 29 9 47 85

Total 35 13 72 120
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The sample size for Individual Bankers and Designation wise are computed by applying
Proportionate formula. The exact Sample size is determined and presented in the above
Table.The respondents are choosen by adopting convenience sampling method.

Analysis and research findings on the Opinion of Bank officials about E- Banking services
Table 3: Opinion of Bank officials about E- Banking services

S.
No

Opinion of Bank officials about E- Banking
services

S.
Agree

Agree Neutral Disagree
S.

Disagree
Total

1. Benefits outweigh the cost
38

(31.7)
73

(60.8)
7

(5.8)
2

(1.7)
120

2. Increases the customer services of bank
57

(47.5)
54

(45.0)
5

(4.2)
4

(3.3)
120

3. Enhance the customer services
60

(50.0)
50

(41.7)
8

(6.7)
1

(.8)
1

(.8)
120

4. Reduces the transaction expenses
59

(49.2)
47

(39.2)
7

(5.8)
5

(4.2)
2

(1.7)
120

5. Provides additional services to the customers
45

(37.5)
63

(52.5)
8

(6.7)
4

(3.3)
120

6. Reduces the accounts maintenance cost
41

(34.2)
65

(54.2)
9

(7.5)
5

(4.2)
120

7.
Needs more customer training and customer
education to operate

51
(42.5)

41
(34.2)

25
(20.8)

3
(2.5)

120

8. Improves the market competitive position
53

(44.2)
58

(48.3)
8

(6.7)
1

(.8)
120

9. Increase the degree of customer satisfaction
54

(45.0)
59

(49.2)
5

(4.2)
2

(1.7)
120

10.
Customer information security is better than
before

51
(42.5)

65
(54.2)

2
(1.7)

2
(1.7)

120

11.
Banks survival, depends on the E-Banking
services

58
(48.3)

51
(42.5)

11
(9.2)

120

12. Gives the impression of cutting edge bank
40

(33.3)
60

(50.0)
19

(15.8)
1

(.8)
120

13.
Important to complete effectively in the near
future

57
(47.5)

51
(42.5)

9
(7.5)

3
(2.5)

120

14.
E-Banking services are not provided banks
would lose the potential customers

54
(45.0)

49
(40.8)

10
(8.3)

5
(4.2)

2
(1.7)

120

15.
Get better efficiency in order to provide better
service

65
(54.2)

51
(42.5)

4
(3.3)

120

16.
E-Banking services has established your banks
suture strategic planning

55
(45.8)

57
(47.5)

8
(6.7)

120

Source: Primary Data, Figures in parentheses are percentages
The above table exhibits that 31.7 percent of bank officials strongly agree, 60.8 percent

agree, 1.7 per cent strongly disagree and 5.8 percent are neutral about E-Banking services
outweigh the cost benefits. From the above table it is clear that, E-Banking services increase the
customer services of bank. 47.5 percent of bank officials strongly agree it, 45 percent agree, 4.2
percent are neutral whereas 3.3 percent disagree the opinion.
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The above table shows the opinions of bank officials, 50 percent of officials strongly agree,
41.7 percent agree, 6.7 percent are neutral, 0.8 percent disagree, and 0.8 percent strongly
disagree that e-Banking services enhance the customer services. This table explains the opinion
of bank officials regarding transaction expenses. Among them 49.2 percent strongly agree, 39.2
percent agree, 5.8 percent are neutral, 4.2 percent disagree and 1.7 percent officials strongly
disagree that E-Banking services reduces the transaction expenses.

According to the above table 37.5 percent bank officials strongly agree, 52.5 percent agree,
6.7 percent are neutral and whereas 3.3 percent disagree that E-Banking service provide
additional services to the customers. The above table shows that 34.2 percent officials of bank
strongly agree, 54.2 percent agree 7.5 percent are neutral but 4.2 percent disagree that E-
Banking services reduce the accounts maintenance cost.

From the above table we can understand the opinion of bank officials regarding customers
training to operate E-Banking services, 42.5 percent respondents strongly agree 34.2 percent
agree, 20.8 percent neutral and 2.5 percent disagree that customers need more training to
operate E-Banking facilities. The above table exhibits that 44.2 percent of banks officials
strongly agree, 48.3 percent agree, 6.7 percent are neutral whereas 0.8 percent strongly disagree
that E-Banking services improve the market competition.

Above table shows the opinion of bank officials in customer satisfaction level. Among the
120 respondents 45 percent officials strongly agree 49.2 percent agree, 4.2 percent are neutral
and 1.7 percent disagree that E-Banking services increase the customer satisfaction level.

The above table exhibits that 42.5 percent of bank officials strongly agree, 54.2 percent
agree, 1.7 percent are neutral and 1.7 percent disagree that E-Banking services make customer
information security better than before. From the above table we come to know that 48.3
percent bank officials strongly agree 42.5 percent agree, 9.2 percent are neutral that bank
survival depends on the E-Banking services in future.

The above table exhibits that 33.3 percent of respondents strongly agree, 50.0 percent agree,
15.8 percent neutral and 0.8 percent disagree that E-Banking services give the impression of
cutting edge banking. From the above table 47.5 percent of bank officials there strongly agreed,
42.5 percent agree, 7.5 percent are neutral but 2.5 percent disagree that e banking is Important
to compete effectively in the near future.

According to the above table4.5 percent of bank customers strongly agree, 40.8 percent
agree, 8.3 percent are neutral, whereas 4.2 percent disagree and 1.7 percent strongly disagree
that if E-Banking services are not provided the banks would lose their potential customers.
From the above table it is clear that 54.2 percent strongly agree, 42.5 agree, 3.3 percent are
neutral that E-Banking services give better efficiency in order to provide better services.

The above table exhibits that 45.8 percent of respondents strongly agree, 47.5 percent agree
and 6.7 percent are neutral that E-Banking services has established their banks suture strategic
planning. The results indicated the employees of NGPSbanks in cuddalore district are strongly
agree the statements of Increases the customer services of bank, Enhance the customer services
,Reduces the transaction expenses, Banks survival, depends on the E-Banking services, Get



National Conference on Contemporary Issues in Commerce and Management Sciences

pg. 62 Sriram College of Arts and Science, Thiruvallur

better efficiency in order to provide better service and Important to complete effectively in the
near future.

Conclusion
Electronic banking services have improved and developed the financial services and

increasedthe banking efficiency by offering services to customers. Banks utilized
technologicaladvancements opportunities to help them improve efficiency and effectiveness,
lowering transaction costs and provide virtual banking services. E-banking has also facilitated
the movement of funds internally and across borders. The entity of electronic banking in the
Indian banking sector has enhanced the profitability of banks and promoted customers.
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Abstract
Performance related pay is a financial reward to employees whose work is considered to have reached a required

standard, and/or above average. Performance related pay is generally used where employee performance cannot be
appropriately measured in terms of output produced or sales achieved. Performance Related Pay (PRP) is a link of
financial rewards to the individual/group/company performance. The logic is to spread wages according to
performance linked to the objectives of the business. PRP allows managers to reinforce control over employees. The
single most important objective of PRP is to improve employee performance by:
 Specifying to all employees the objectives and targets of the business.
 Supporting a performance oriented culture by paying for results.
 Emphasising individual performance or teamwork through various schemes.
 Setting objectives and performance standards for employers to meet.
 Rewarding those whose performance is high.
 Motivating all staff.

If managers are able to achieve the above successfully, then they would be able to use PRP to work to their
advantage. Not only will the extra pay concept, help motivate the workforce to work harder, it will also help them to
become more aware of business objectives. PRP is important because of the following reasons:
 Pays the right people the right amounts.
 Weeds out lazy workers.
 Defines the clear objectives of the business.
 Retain skills, Employees are attracted and retained as the company recognises achievement through the pay

system.
 Increased efficiency through improved company performance.

Performance Related Pay an Introduction
Performance Related Pay is money paid to someone relating to how well one works. Car

salesmen, production line workers, for example, may be paid in this way, or through
commission. Business theorist Fredrick Winslow Taylor was a great supporter of this method
of payment, which is often referred to as PRP. He believed that money was the main incentive
for increased productivity and introducing the widely used concept of “piece work”. This
standard based system is used for evaluating employees and setting salaries by many
employers. Standards based methods have been in die facto use for centuries among
commission based sales staff: they are paid more for selling more, and low performers do not
earn enough to make keeping the job worthwhile even if they manage to keep the job.

Individual performance is reviewed regularly (usually once per year) against agreed
objectives or performance standards. This is the performance appraisal.
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 At the end of the appraisal, employees are categorised into performance groups which
determine what the reward will be (if any)

 The method of reward will vary, but traditionally it involves a cash bonus and/or increase
in wage rate or salary.

Performance Related Pay - Meaning
Performance related pay (PRP) is a method of remuneration that links pay progression to

an assessment of individual performance, usually measured against pre-agreed objectives
(classic PRP, also known as individual PRP or merit pay). Pay increases awarded through PRP
as defined here are normally consolidated into basic pay although sometimes they involve the
payment of non consolidated cash lump sums. According to the Q FINANCE DICTIONARY,
“A payment system in which the level of pay is dependent on the employee’s performance.
Performance related pay can be entirely dependent or only partly dependent on performance.”
There are usually three stages to a performance related pay system: determining the criteria by
which the employee is assessed, establishing whether the employee has met the criteria, and
linking the employee’s achievements to the pay structure. Performance measures can
incorporate skills, knowledge, and behavioural indicators. The system can be compared to
payment by results, which is based solely on quantitative productivity measures.
Objectives of Performance Related Pay

The objectives of PRP systems may be grouped under three main headings, although critics
of PRP believe that these are not necessarily achieved in practice
1. Encouraging high performance levels by linking performance to pay
2. Embedding an entrepreneurial or high performance culture across on organisation
3. The notion of equity or fairness
Development of Performance Related Pay

PRP has grown in prominence since the 1980s employers have increasingly sought effective
ways of driving high performance levels by linking employee reward to business objectives.
However, PRP has proved in some circumstances a rather crude instrument and the 1990s and
beyond witnessed a number of challenges to the theory. As some of the earlier schemes failed to
deliver the promised results, some employers brought in new or revised PRP schemes or moved
to new approaches altogether (for example, skills-based pay) while others have developed
hybrid schemes. In recent years, the notion of linking pay to a wider definition of employee’s
‘contribution’ rather than simple ‘performance’ has gained ground. This emphasizes not only
performance in the sense of the output (the result that is achieved) but also the input (what the
employee has contributed in a more holistic sense).
Components in Performance Related Pay

According the Equal Opportunities Commission, a well designed performance related pay
scheme would have the following Components:

 Objective setting.

 Communication and understanding of objectives.

 Consideration of performance against objectives.
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 Translation of evaluation into performance rating.

 A ling between ratings and the determination of pay.

 A separate appeals procedure.
Performance Pay Types

There are many different forms of performance pay, which may by used on their own or
side by side. Employers may move from one to another. Most common are:

Piecework: A price is paid for each unit of output; this is the oldest form of performance
pay.

Plant or Organisation Wide Incentives: Bonus earnings or pay levels are based on
measured quantities or values for the whole establishment.

Merit Pay: Bonus earnings or pay levels are usually based on a general assessment of an
employee’s contributions to performance; this is an earlier, less structured form of the next
system.

Performance Related Pay: Bonus earnings or pay levels are based on an assessment or
appraisal of an employee’s (or team’s) performance against previously set objectives, usually
part of a performance management system; this is a fair recent development, particularly in the
public sector, which has grown sharply in use since the 1980s

Competence Based Pay: Reward and training are linked to competency frameworks, based
on the worker demonstrating certain skills (eg. problem solving, decision making, leadership,
customer service, dealing with differing views) or achieving certain qualifications.

Profit Related Pay: Bonus or share options are based on the organisation’s profit
performance; this is wide spread in the private sector, where share options are often important
for senior managers. Profit related pay has become less common since the government phased
out tax relief on PRP schemes. The key to all performance pay systems is the measurement
required to determine the output on which to base payments. The main steps are:

 Setting objectives

 Appraisal results

 Linking achievements to pay (and deciding where the money comes from).

Causes to Introduce Performance Related Pay
The following are the various reasons for which the organisations go for the Performance

Related Pay Incentive:

 To clarify objectives and engage employees with the organisation’s goals;

 To motivate employees by linking pay to achievement of targets not length of service;

 To reward achievement and identify under performance; foster teamwork and fairness;

 To contribute to overall improvements in productivity;

 To introduce more flexible pay systems or deal with recruitment and retention problems;

 In the case of some employers, to give greater power to managers and weaken trade union
influence in bargaining and representation of staff
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Inherent Problems in Performance Related Pay
The effectiveness of any pay system depends on many factors. However, there are some

problems inherent in all performance related pay schemes:
Staff Motivation and Moral - A wide range of research has found schemes less effective

than expected. In the public sector this is frequently due to cash limits making rewards for high
performance ratings too small to motivate staff. (Dowling and Richardson, 1997, Marsden and
French, 1998).

Fairness - Because performance related pay systems are based on appraisal of the
individual worker, often by their line manager, bias and personal favouritism can influence the
result of pay reviews. Instead of motivating workers, performance pay can “undermine
performance of both the individual and the organisation by undermining team work,
encouraging a short term focus and leading people to believe that pay is not related to
performance, but to having the ‘right’ relationships and an ingratiating personality”. (Jeffrey
Pfeiffer, Harvard Business |Review, May/June 1998)

Discrimination - Recent research found that performance based pay systems often
discriminate against women because: the appraisal process is subject to gender bias and
stereotypes; women’s skills are often undervalued by their managers (and by women
themselves); (M.T.Strebler, M.Thompson, P.Herson, Skills, Competencies and Gender; Issues
for pay and training, IES Study 333, 1997).

Negotiablilty On Objective And Design - There should be trade union involvement from
the start, with input on who should be included/excluded from the scheme; the relationship
between employment and pay; how the scheme will operate, including joint monitoring and the
appeals procedure.

Transparency - The basis for appraisal and how rewards are arrived at should be
transparent at both the individual and collective level.

Piloting - The scheme should be piloted to ensure that it achieves its objectives and does
not operate unfairly.

Adequate Appraisal - Sufficient time should be available to managers to carry out any
appraisals. The workload implications can be considerable, especially for a complex scheme.

Training - Training should be available for all managers and staff.

Advantages of Performance Related Pay
There are various advantages with the performance related pay:

 Retains current staff.

 Increases company morale.

 Increases company loyalty.

 Boosts productivity

 Connects individual employees with their company performance.

 Encourages teamwork.

 Aid employees in reaching goals.

 Value is placed on achievements.
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 Encourages loyalty to company.

 Refocus employees on company goals.

 Motivates underperformers to improve their skills.

 Pays the right people the right amounts.

 Weeds out lazy workers.

 Defines the clear objectives of business.

 Employees are attracted and retained as the company recognises their achievements
through the pay system.

 Increases efficiency through improved company performance.

 Focuses efforts of employees where the business needs it.

 Provides a warning criteria, employers make clear performance criteria they require.
Employees seek to achieve these criteria in order to be rewarded with higher pay.

Disadvantages of Performance Related Pay
There are various disadvantages with the performance related pay form of incentive

 There may be disputes about how performance is measured and whether an employee has
done enough to be rewarded.

 Rewarding employees individually does very little to encourage teamwork.

 It may encourage unhealthy rivalry between managers.

 Conflict between employees competing each other.

 Performance being recognised and not effort

 High cost of implementation.

 Workers are being controlled with reward system.

 Needs commitment from employees.

 Difficult to measure level of performance.

 The managers become the judges too subjective.

 Translating appraisal into pay.
Significance of the Study

Performance pay systems are designed to reward individuals differently for doing the same
job so inequality in payments is therefore built into the system. Performance related pay is used
by employers to reward employees on an individual and team basis. It is used in parts of both
the public and private sectors where it is often perceived to be a way of giving an incentive to
those at the top of their pay band or as a means of progressing employees through the pay
system. Pay increases are generally linked to individual or team performance measures against
targets or objective criteria. This study will be a significant endeavour in having good reward
system for the performance and will try to motivate the employees.
Objectives of the Study

Following are the specific objectives of the trainee to do research:

 To study whether the performance of employees has gone up due to implementation of
performance related pay.
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 To study the factors affecting the performance of employees.

 To study whether the employees are satisfied with the implementation of performance
related pay.

 To identify the motivational level of employees due to implementation of PRP.

Research Design
The researcher is using the descriptive research design in his research and following is the

brief understanding about descriptive research design:

Universe & Sampling
In this study the executives of various IT sectors of Chennai city were taken as samples.

Sampling size of the study was 50 respondents and respondents were chosen using simple
random sample technique. The researcher felt that this is the best technique for representative
sample and all the choices are independent to one another.

Tools of Data Collection
The researcher used both primarily and secondarily sources of data. The primary data was

collected using questionnaire. Pre-test was conducted to validate the questionnaire and
necessary modifications were made. The questionnaire contains 30 questions of both open
ended and close ended questions.

Limitations of the Study
The sample size used in this research is small in number and does not in any way represent

the larger sample. Another important limitation of this research is the time constrain while
doing the study.

Analysis and Interpretation
The analysis and interpretation of data was done using the simple percentage method.

1. The Performance Related Pay fetches more incentives than Previous Incentive Systems

From the chart it clearly gives us the fact that fifty eight percent of employees do not accept
that the Performance Related Pay fetches them more incentives when compared to previous
incentive system. Only forty two percent of them accept that Performance Related Pay fetches
them more than the previous system of incentive.
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2. The company’s performance overshadows your Personal Performance in Determining
Performance Related Pay

The above chart fact fully depicts that eighty four percent of the executives strongly agree
that the company’s performance overshadows the individual’s performance. Only sixteen
percent of the executives disagree.
3. The Grading Standard Gets Affected Because of the Different Assessors on Different

Employees

Majority of them (60 percentage) agree that the grading standards gets affected because of
different assessors for different employees. The remaining 40 percent of the executives disagree
that the grading standards affected by different assessors of different employees.
4. Employees themselves are committed to the goal

Vast majority of the employees agreed
that they are committed to the goals. It is
the positive trend.

5. Performance Related Pay is an effective motivator

S. No Variable Frequency Percentage
1 Agree 20 40
2 Strongly Agree 24 48
3 Disagree 03 06
4 Strongly Disagree 03 06

Total 50 100
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The figure shows that the overwhelming majority (80 percent) of the executives agree that
the Performance Related Pay is an effective motivator. The remaining respondents answered
negatively.
6. The PRP method is the best way to assets the performance of employees

S. No Variable Frequency Percentage

1 Agree 02 04

2 Disagree 25 50

3 Strongly Disagree 23 46

Total 50 100

Almost 96 percentages of the executives have the opinion that PRP is not the best way for
assessing employee performance. A least majority that is 4 percent of the executives agree that
the PRP way of appraisal is the best way of assessment.
7. The co-employees should know the grades of your grading

S. No Variable Frequency Percentage

1 Agree 19 38

2 Strongly Agree 15 30

3 Disagree 03 26

4 Strongly Disagree 03 06

Total 50 100

From the table it clearly shows that 68 percent of the executives agree that the co employees
can be allowed to know that the grades of others. Only 32 percent of the executives disagree
that the co employees should not be allowed to see the grades of others.
8. Do you feel that your performance has gone up after PRP introduced?

S. No Variable Frequency Percentage

1 Yes 10 20

2 No 40 80

Total 50 100

A vast majority of the respondents had said their performance has not gone up after
introducing PRP. Twenty percent of the respondents have to the statement. The respondents
who did’nt agree for the statement has given suggestions like rewarding employees individually
does very little to encourage teamwork, it may encourage unhealthy rivalry between managers,
conflict between employees competing each other and performance being recognised and not
effort.
9. The tools used by the company are effective in determining the performance of employee:

S. No Variable Frequency Percentage

1 Yes 03 06

2 No 29 58

3 Not Sure 18 36

Total 50 100
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From the table it’s very clear 58% of the executives have said that the tool is not effective
and cannot determine their performance, 36 percent of them are not sure and just three of them
have said that yes to the statement.

Findings
These are the major findings of the research

1. 58 percent of the executives have the opinion that the Performance Related Pay does not
fetches more incentives than Previous Incentive Systems.

2. The vast majority (84%) have the opinion that the company’s performance overshadows
their personal performance in determining Performance Related Pay.

3. Sixty percent of the executives said that the Grading Standard gets affected because of
different assessors on different employees.

4. The overwhelming majority (88%) of the executives said that they are committed to the
goal and always work to achieve the goals.

5. 80 percent of the respondents have the opinion that the performance related pay is an
effective motivator and it should be implemented without favouritism.

6. 96 percent of the respondents said that the PRP method is not the best way to assess the
performance of employees because the conflict between the competing employees, difficult
to measure the level of performance and the managers become the judges too subjective.

7. 68 percent of the executives agree that the co employees can be allowed to know the grades
of others.

8. A vast majority (80%) of the respondents had said that their performance has not gone up
after introducing performance related pay due to several internal factors of the assessors.

9. 58 percent of the respondents felt that the tools used by the company are not effective in
determining the performance of employee.

Suggestion and Recommendations
The researcher wants to suggest certain measures to be taken by the management based on

the research:

 The respondents feel that the PRP fetches them a lesser incentive when compared to the
older system. The suggestion is to talk to the executives and change their mindset from
money to performance and making them to understand about the link.

 The respondents feel that PRP form of incentive is not just alone performance based and
the barriers had to be removed to make it performance based. Suggestion is to remove the
barrier and they are:

 The employees attached to lead.

 Company’s performance should not be linked to individual performance.

 Common assessor for all employees.

 The tool also had to be more effective in determining the performance which leads to
incentives.
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Conclusion
To conclude, the study shows that the Performance Related Pay is a better incentive system

when compared to other systems and it is really feasible and effective to follow this system
which is mutually a better system for both the management and employees. The Performance
Related Pay really motivates the employees and it is better also than the previous incentive
system but the drawbacks has to be removed and modified to make it a better incentive system.
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Abstract
Organizational performance is measured through different indicators. It guarantees the continuity of the

organization to be competitive in a global marketplace. Organizational performance is getting more and more
important, especially in a market with greater competition and dynamic. Normally, the implementation of
performance indicators achieved through human resources. Human resources are the key for keeping the organization
in the market so competitive. These human resources need to be managed effectively to achieve the required
performance of the organization. It is necessary to manage strategically the human resources and to adapt at its
strategy with organizational strategy. The aim of this study is focused on the impact of the strategic management of
human resource in achieving organizational performance. This study was conducted based on primary and secondary
sources. How much organizations appear competitive in the market through achieving the performance indicators?
How important is the management of human resources in achieving organizational performance? So, through the
skills, behaviors and attitudes would be expected by human resources to achieve the required performance in the
organization.
Keywords: strategic HRM, organizational performance, effective management, HR outcomes.

Introduction
Organizations are seeking to create much competition between them, taking more market,

more customers, more sales, etc. Rapid changes stemming from globalization, advancement of
information systems and other factors have caused higher competition. Many organizations are
driven by the market to set their goals in their performance. Some of the goals are: cost
reduction, achieving sales levels, increasing the number of customers, increasing the market
percentage, improving productivity and quality, innovative products. The realization of these
goals will be achieved through the human resources management in organizations. Workforce,
as the key to success, will enable the achievement of organizational performance.

Human resources are regarded as one of the most important sources of today's firms.
Human resources management is more important than other competitive sources because these
people use other assets in organization, create competitiveness and realize objectives. Thus
firstly, organizations must understand the expectations of their workforce in order to achieve
the desired performance. The realization of the expectations of employees will enable the
desired behavior of employees in the organization. Some of the desired outcomes of the
organization in managing their workforce are: competence, cooperation of employees with
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managers, cooperation of employees between them, showing the capabilities of employees;
motivation, commitment and satisfaction; attitude and presence; employee behaviors.

The overall goal of performance management is to create a culture as high performance in
which individuals and teams to take responsibility for the continuous improvement of business
processes and their skills and contribute in achieving the targets set by managers. In particular,
management performance can be expressed as the approximation of individual objectives of
employees with organizational objectives provided that employees support the culture of the
organization. It provides for expectations to be defined and agreed in terms of role
responsibilities and accountabilities (expected to do), skills (expected to have) and behaviors
(expected to be)(Armstrong, 2006).

The purpose of strategic human resource management is to improve business performance
through people management. The organizations need to manage their human resources
effectively and efficiently to achieve the desired goals and objectives. The achievement the
goals and objectives translate also in better performance. So, the issues raised for discussion are:
How should organizations manage their main source – human resources? Does strategic
human resource management help to meet the needs, the goals and objectives of the business?
As should be adapted strategic human resource management to realize the performance? How
should adapt strategic management of human resources to increase organizational
performance? The main objectives of the study are:

 To observe closely how applicable is in practice the theoretical aspect of strategic human
resource management for the achievement the organizational performance.

 To observe if organizations use the strategy of human resource management for the
achievement of their performance objectives.

 To observe the importance of these strategies in the organization and in their performance.
Literature Review

The achievements of organizational objectives can be different in different organizations.
The studies emphasize the impact of HRM on organizational performance. Basically, and other
studies in this area, point out that it is necessary to achieve organizational objectives and
management of human resources should be strategic. Also, the strategies of human resource
management should be integrated with the overall organizational strategy in the context of
achieving the required performance. There has been much research on strategic human
resource management that affects organizational performance. The discussions and definitions
will be divided in two parts of speech: the strategic management of human resources and
organizational performance.
Strategic HRM Concept

Strategic HRM is a process that involves the use of overarching approaches to the
development of HR strategies, which are integrated vertically with the business strategy and
horizontally with one another. These strategies define intentions and plans related to the overall
organizational considerations, such as organizational effectiveness, and to more specific aspects
of people management, such as; resourcing, learning and development, reward and employee
relations. Strategic HRM focuses on actions that differentiate the firm from its competitors
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(Purcell, 1999). It is suggested by Hendry and Pettigrew (1986) that it has seven meanings:
the use of planning;

 a coherent approach to the design and management of personnel;

 systems based on an employment policy and workforce strategy;

 often underpinned by a “philosophy”;

 matching HRM activities and policies to some explicit business strategy;

 seeing the people of the organization as a strategic resource;

 achievement of competitive advantage (Armstrong, 2006).
Strategic HRM has a clear focus on implementing strategic change and growing the skill

base of the organization to ensure that the organization can compete effectively in the future
(Holbeche, 2004). SHRM facilitates the development of a human capital that meets the
requirements of business competitive strategy, so that organizational goals and mission will be
achieved (Guest, 1987). Strategy of human resource management is an integral part of business
strategy. The main focus of this strategy is to achieve organizational objectives. So, strategy,
then, is a set of strategic choices, some of which may be formally planned. It is inevitable that
much, if not most, of a firm’s strategy emerges in a stream of action over time (Boxall and
Purcell, 2003).

Organizational Performance Concept
Campbell’s (1999) theory defines performance as behavior or action relevant to the

attainment of an organization’s goals that can be scaled, that is, measured. Moreover, job
performance is defined as what one is paid to do, or what one should be paid to do. The theory
states that the measurement options, be they ratings from a supervisor, peer, or self, a simulated
work sample, or hard criteria (e.g. tallying revenue generated, costs saved, customer
complaints, or some variant of a computerized performance assessment) besides being valid,
reliable, and not deficient should be free of contamination from sources of variation that are not
under the control of the individual (e.g. differences in technology impacting a person’s
performance). Situational enhancers or constraints, if not taken into account in an appraisal,
can contaminate the mean, variance, or both with regard to an individual’s performance.
Observation and interpretation hold the key to the establishment of effective criteria. Yet, an
ongoing problem in appraising people is the lack of reliability in the observation of their
behavior (Ronan and Prien 1971). This unreliability is largely attributed to well-known rating
errors such as “first impressions”, “halo”, and “similar-to-me”. Lifson (1953) found that up to
one-third of performance measurement variance is due to rater differences despite the fact that
the observers had considerable experience in observing and evaluating people in the workplace.
Lance (1994) corroborated this finding. Experience, however, is not a substitute for training. To
solve the problem regarding lack of reliability, an observer must be trained. In this section,
training programs that have been shown to be effective are described, and the necessity of
taking context into account is explained (Boxall, Purcell and Wright, 2007).

Organizational performance is one of the most broadly and extensively used dependent
variables in organizational studies today, and yet, at the same time, it remains one of the most
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imprecise and loosely-defined constructs (Rogers and Wright, 1998). In the strategy literature,
the focus of attention on this construct has been concerned almost entirely with financial
measures of performance. Conceptually, organizational performance has been defined as the
comparison of the value produced by a company with the value owners expected to receive
from the company (Alchian and Demsetz 1972). Venkatraman and. Ramanujam (1986)
indicate that a narrow definition of performance focus on the use of simple outcome-based
financial indicators that are assumed to reflect the fulfillment of the economic goals of the firm.

The literature reveals that studies into the HRM performance have not determined a
specific and precise meaning for the organizational performance construct. Some studies have
used subjective measures to evaluate firms’ performance, such as employee satisfaction,
customer satisfaction, executives’ perceptions about the company’s performance, absenteeism,
employee commitment, and other behavior aspects. Other studies reference various objective
measures for evaluating firms’ performance, such as financial and market indicators. As a
result, there is no common theory concerning organizational performance, and researchers
utilize different indicators or variables to measure this construct. For this reason, there is also a
call for a precise theory of organizational performance (Janssens and Steyaert, 2009) and HRM
researchers and professionals might give crucial and special consideration to filling such a gap
(Guest, 2011).

Another way, the concept of performance has been expressed by Brumbrach (1988) as
follows: performance means both behaviors and results. Behaviors emanate from the performer
and transform performance from abstraction to action. Not just the instruments for results,
behaviors are also outcomes in their own right – the product of mental and physical effort
applied to tasks – and can be judged apart from results. This definition of performance leads to
the conclusion that when managing performance both inputs (behavior) and outputs (results)
need to be considered. It is not a question of simply considering the achievement of targets, as
used to happen in ‘management by objectives’ schemes. Competency factors need to be
included in the process (Armstrong, 2006).

In short, a theory of performance is necessary to determine: relevant dimensions of
performance, performance standards or expectations related to performance levels, restrictions
on how the situation should be measured when assessing performance, the number of
performance levels or gradient and the extent to which performance should be based upon
absolute vs. relative comparison standards (Boxall, Purcell and Wright, 2007).

The Methodology
The aim of this study is focused on the impact that has strategic management of human

resources in achieving organizational performance. This study is based on two major sources of
research. This study was conducted through the collection and analysis of various publications
on this field. The secondary source, refer various publications that have been made in this area
about empirical studies, various academic debates and analyzes the different findings. These
publications have been published in various journals, conferences and books. The primary
source is based in the collection of data through questionnaires. The study is focused on the city
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of Durres. This is the second city in Albania for the importance in contributing to the Albanian
economy. Data collection is concentrated in two sectors, which are: the manufacturing sector
and the service sector. These questionnaires were completed by general manager and in some
cases even by human resource managers. I have analyzed 30 organizations, which are 16
organizations in the service sector and 14 other organizations are production sector.

Strategic HRM and Performance
Research between strategic HRM and business performance has dominated the academic

and practitioner debate for more than two decades. However, most studies and publications in
the field of HRM have defined the concept in terms of individual practices. According to Noe
et al. (2007), refers HRM practices and policies that influence behaviors, attitudes and
performance of employees. They are focused on several important practices which, in turn, can
positively impact organizational performance, such as human resource planning, recruitment,
selection, training and development, compensation, performance management and employee
relations. Pfeffer reshapes these practices into seven HRM practices; these practices are
expected to enhance organizational performance and enable the organization to gain a
competitive advantage (1998). Such practices are detailed as follows (Boxall, Purcell and
Wright, 2007):

 Employment security.

 Selective hiring of new personnel.

 Self-managed teams and decentralization of decision-making as the basic principles of
organizational design.

 Comparatively high compensation contingent on organizational performance.

 Reduce status distinctions and barriers, including dress, language, office arrangements, and
wage differences across levels.

 Extensive sharing of financial and performance in

 formation throughout the organization.
Figure 1 shows the pattern of connectivity between HRM and performance. Through this

model is reflected in detail the connection that exists from business strategies to organizational
performance measured by financial indicators. According to Michael Armstrong (2006), in the
center of this model is the performance as a function of the Ability + Motivation + Opportunity
(AMO). Development of human resources strategy comes after is crafted business strategy. But
before the drafting and formulation of business strategy should have analyzed competences of
the staff, the way how they motivate, the types of skills and knowledge employees. It is
precisely this workforce that will achieve the performance indicators. So, the realization of
business strategy comes through integration of workforce opportunities, their expectations and
other factors that influence inside and outside the organization. So, it is easier tracking of a
human resources strategy and adaptation strategies with previous practice and practice to be
followed for the implementation of performance. The performance will be implemented
successfully to achieve organizational performance satisfaction from reaching employees, their
motivation, effective management of HR by production high quality products.
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Fig. 1: The Relationship Between Strategic HRM and Performance

In HRM-performance research, the performance outcomes of HRM can be viewed in
different ways. HRM researchers have mostly referred to Dyer and Reeves’ (1995) classification
of performance outcomes as follows:

 HR-related outcomes, such as turnover, absenteeism, job satisfaction, commitment.

 Organizational outcomes, such as productivity, quality, service, efficiencies, customer
satisfaction

 Financial accounting outcomes, such as profits, sales, return on assets, return on
investment.

 Capital market outcomes, such as market share, stock price, growth (Boxall, Purcell and
Wright, 2007).

The Role of Strategic HRM on Performance
Strategic management of human resources represents a transformation that is relatively new

in the field of human resource management. An important role of strategic human resource
management is about focusing the management in employees as a tool to gain competitive
advantage. Now, organizations are made aware that successful human resources policies and
practices of appropriate can increase performance in various areas such as productivity, quality
and financial performance. Performance management is a planned process in which key
elements are different measurement, feedback, positive reinforcement and ongoing dialogue
between managers and employees. It has to do with measurement results in the form of
performance achieved in comparison with the expectations expressed as objectives. Also, it has
to do with the inputs and values. Inputs are the knowledge, skills and behaviors necessary to
produce the expected results. Needs are identified by defining these requirements and evaluate
the degree to which the expected levels of performance are achieved through effective use of
knowledge and skills, appropriate behavior. Performance management strategy has to do with
all the business and not just the managers. So managers are not only responsible for delivering
the required performance. Managers should have the confidence to distribute authority and
responsibility throughout the organization. In a sense, managers need to collaborate and
consider as part of their own people in order to report on achieving the required performance.
Managers and their teams are jointly responsible for the results and are both involved in
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agreeing what they should do and how they should do it. Performance management processes
are part of sweeping across the organization. Managers and other employees of the
organization should work together to jointly commit to achieving the performance.

Performance management strategy should focus on the development to a continuous and
flexible process involving managers and all the organization that operate as a single team. This
should determine how they can best work together to achieve the required results. This makes it
possible to focus on the planning of future performance and performance improvements
existing. HRM Strategy provides the basis for regular dialogue and frequent between managers
and other employees about performance needs and further development of the organization.
Strategic human resource management may bring a number of benefits to the organization
(Brewster et al., 2000):

 Contributing to the goal accomplishment and the survival of the company,

 Supporting and successfully implementing business strategies of the company, o Creating
and maintaining a competitive advantage for the company,

 Improving the responsiveness and innovation potential of the company,

 Increasing the number of feasible strategic options available to the company,

 Participating in strategic planning and influencing the strategic direction of the company as
an equally entitled member of top management.

Findings and Discussions
Performance management can be defined as a systematic process for improving

organizational performance by developing the performance of individuals and teams
(Armstrong, 2006). According to him, it is a means of getting better results from the
organization, teams and individuals by understanding and managing performance within an
agreed framework of planned goals, standard sand competence requirements. Previous studies
have emphasized the importance of human resource management in the organization. Human
resources play a key role in order to be competitive in the market. A proper management of
human resources will enable the achievement of the objectives required by the organization.
The potential use of skills, knowledge and competencies of employees in the organization
would make possible the realization of organizational performance. Basically, it is also
confirmed by other research that strategic management of human resources has an impact on
organizational performance. The study analyzed 30 organizations, which 16 organizations are
the service sector and 14 organizations are in the manufacturing sector. The structure of the
research, to give a better verification assumption or rejection it, is as follows:

 Organizations know the concepts of organizational performance and strategic management
of human resources. This theoretical knowledge translates in practical implementation in
these organizations.

 The organizational performance will have impacts from strategic management of human
resources. So, the study is focused on two sections. In the first section, study is focused on
the theoretical aspects of adoption in organizations. While in the second section, study
focuses on the impact that can provide strategic management of human resources in
organization performance.
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In first section, we will discuss knowledge and practical applicability of the principles /
concepts of SHRM and organizational performance. The concepts and search results based on
studies that made to these organizations. So, to have a clear survey in this study must first
analyze whether organizations are familiar with these concepts and their evolution. Application
of concepts and knowledge in organizations means that these organizations have formulated
and developed a general organizational strategy. Also, they have developed and follow an
assigned strategy for human resource management. Referring figure 2, from the study of 30
organizations emerged that 26 (87%) of them were familiar with the concepts and
implementation in their organization. In other words these organizations have a specific
strategy for managing human resources. While 4 (13%) of other organizations were not very
familiar with the implementation of organizational concepts. This means that these
organizations do not have a human resources strategy. These organizations do not implement
adequate strategies, which mean that the required performance can be hard to achieve. The
reason is simple. Organization lacks planning, orientation or foremost environmental study or
analysis. The organization operates without studying environment. So, the organization is “the
crossroads where they do not know which path will choose to go to the final destination in a
shorter time and at a lower cost”. There are two organizations in the production sector and two
organizations in the service sector were not familiar to apply the concepts in their
organizations.
Fig. 2: The Practical Implementation of Theoretical Knowledge

In the second section, Strategic Human Resource
Management is the planned pattern of human resource
deployment and activities intended to enable the
organization to meet organizational goals and objectives
(Noe et al. 2007). How valid is the strategic management
of human resources in the achievements of organizational
performance? Is important SHRM in terms of its impact
on organizational performance? Some of the goals are cost
reduction, achieving sales levels, increasing the number of

customers, increasing the market percentage, increasing product quality, innovative products,
improve productivity.
Fig. 3: The impact of SHRM on Organization Performance

Organizations choose one or several indicators to
measure their performance. For example, organizations
decide as a measure of performance enhancing product
quality and increasing the level of sales in the market. So,
improvement of product quality will enable increased sales by
increasing profit. The organizations must manage its inputs to
achieve their outputs. One of the vital inputs for the
organization is human resource. Good management of
human resources will make possible the achievement of
objectives. If we refer to the inputs of human resources would
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be the knowledge, skills, behaviors, competencies, etc. Referring figure 3, from the study, it
emerged that 21 (70%) organizations had proven significantly change their performance
through strategic management of human resources, while five (16.7%) organizations admitted
that the organization had been minor changes in their performance. These small changes are
due to a non- proper management. The development and implemented of human resources
strategies have not been in line with the strategy of the organization. The four (13.3%)
organizations did not have the impact on organizational performance by strategic human
resource management. These organizations do not have a genuine business strategy and human
resource management. These organizations to strategically manage their human resources pay
attention in:
 Recruitment and selection of appropriate staff;

 Career Management in the organization;

 Training and development of employees;

 Job satisfaction;

 Creating a dynamic environment;

 Motivating employees.
In short, organizational performance has changed through strategic management of human

resources management. This makes possible the achievement of organizational performance
objectives. It also enables the organization to be competitive. SHRM is a very important tool
that ensures the continuity of the organization.

Conclusions
Organizations are trying to create as much competitive in the market, reaching to manage

their human resources in achieving organizational performance required. Some of the goals are
cost reduction, achieving sales levels, increasing the number of customers, increasing the
market percentage, increasing product quality, innovative products, improve productivity.
Human resources are playing an important role in achieving these performance indicators. But
before that, organizations should realize the expectations required from employees and so the
employees show their skills, be motivated and behave in the manner required by the
organization to achieve performance. Strategic HRM is a detailed process for human resource
management throughout the organization that it’s integrated with the organization's overall
strategy. It enables the organization having employees with the right skills and putting them in
positions according to the level of their qualification and skills. Different authors have tried to
give different definitions for organizational performance. In general, organizational
performance is related to the achievement of the objectives required by the organization. The
achieving organizational performance is a result of the behavior of employees in the
organization. Policies and practices of organizations motivate employees and they give impact
on organizational performance. Some of these are: human resource planning, recruitment,
selection, training and development, compensation, performance management and employee
relations. A link between Strategic HRM and organizational performance has been developed
by author Michael Armstrong. According to him, the performance is a function of the Ability +
Motivation + Opportunity (AMO). By achieving the expectations of employees, it will be
reached the performance required by the organization. Organizations need to consider human
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resource as a tool to gain competitive advantage needed to create appropriate policies and
practices. Also, authority and responsibility must involve in the entire organization working as
a single team and not focus only managers. Performance management strategy should focus on
the development of a continuous and flexible process. The study analyzed 30 organizations,
which 16 are the service sector and 14 in the manufacturing sector. The structure of the
research is as follows:

 Organizations know the concepts of organizational performance and strategic management
of human resources. This theoretical knowledge translates in practical implementation in
these organizations. From 30 organizations emerged that 26 (87%) of them were familiar
with the concepts and implementation in their organization. These organizations have a
specific strategy for managing human resources. While 4 (13%) of other organizations were
not very familiar with the implementation of organizational concepts. These organizations
do not have a human resources strategy.

 The organizational performance will have impacts from strategic management of human
resources. From 30 organizations, 21 (70%) organizations had proven significantly change
their performance through strategic management of human resources, while five (16.7%)
organizations admitted that the organization had been minor changes in their performance.
The four (13.3%) organizations did not have the impact on organizational performance by
strategic human resource management.
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Abstract
Women empowerment is a process in which women challenge the existing norms and cultural, to effectively

promote their well-being. The participation of women in self-help group (SHGs) made a significant impact on their
empowerment both in social and economic aspects this study addresses women empowerment through self-help groups
in TamilNadu. The information required for the study has been collected from only secondary sources has been
followed full paper. The SHGs have had greater impact on both economic and social aspects of the beneficiaries.
Keywords:Woman empowerment, SHG Movement, Socio-economic development, Tamilnadu

Introduction
I make no distinction between man and woman, women should feel just as independent as
men. Bravery is not man’s monopoly. - M. K. Gandhi
Nowadays, the role of women is very important. In the industrialized countries, women

over the years have improved the role in the society since the 20th century. The scheme of
micro financing through SHGs has transferred the real economic power in the hands of women
and has made them independent. The performance of SHGs across several countries in
approaching towards the eradication of poverty in empowerment of women has been
moderately successful. In India, during the 9th five year plan the government had given due
recognition on the importance and the relevance of the Self-help group method to execute
developmental schemes at the grassroots level.

Concept of Women Empowerment
Empowerment is an active multidimensional process to enable women to realize their

identity, position and power in all spheres of life. Empowerment provides a greater access to
knowledge and resources, more autonomy in decision making, greater ability to plan lives,
more control over the circumstances which influence lives, and freedom from customs, belief
and practices. Empowerment demands a drastic and basic change in the system of marriage
and family, husband and wife relationship and attitude towards socialization and remarriage.
Empowerment is a process that gives a person freedom in decision making.

Women's empowerment is not a Northern concept. Women all over the world, including
countries in the South, have been challenging and changing gender inequalities since the
beginnings of history. These struggles have also been supported by many men who have been
outraged at injustice against women and there upon the consequences for the society. It would
be yet another instance of imperialism to say all these women and men did not have minds of
their own.
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Objectives of the Study

 To examine the demographic factors of the sample respondents

 To analyse women empowerment through SHGs

 To analyse the progress of SHG Bank linkage programme in the present scenario.

 To find out the effectiveness of SHG in women’s development.

Data Collection and Analysis
The present study is based on both primary as well as secondary data. In order to collect

and gather primary data questionnaires are prepared and presented personally to 200 women
members of SHGs. Secondary data gathered from the records of SHGs and NGOs and
government offices which were supplemented by the primary data collected from the group.
Besides, different books, newspapers, articles, journals, magazines and web sites were also
referred for the purpose. The sample members are selected from 20 SHGs from 10 villages of
KanchipuramDistrict. The collected data are analysed by classifying and tabulating. The
percentage tool is used to examine women empowerment through SHGs.

SHGs Current Position in India
The SHGs progress is steady in number since the launch. The SHG programme in India is

the world’s largest microfinance programme. SHG Bank Linkage Programme (SHG-BLP)
introduced by NABARD about two decades ago, started from a pilot of linking 500 SHGs of
rural poor has crossed 8 million groups. This programme claims group savings of 37,000
crores and credit outstanding of 51,545 crores. Thus this model has emerged as the most
successful model in the financial services. This saving model is a successful empowerment tool
which has covered almost 10 crore households in the country. About 86% of the groups are
exclusively women groups, which is a big impetus to women empowerment.

The SHG members have also learnt to become a good customer of banks with the training
given under this programme. As per the Socio Economic and Caste Census out of more than
1794 lakh households in rural area, about 1337 lakh households are having a monthly income
of the highest earning member of the households below 5,000. Which is about 75% of the
total households. All these households seem to be in the economically backward and
underprivileged category. These households constitute the potential segment of the SHG Bank
Linkage Programme. Table 1 gives the progress of SHGs from 2012-13 to 2014-15. During
2014-15 about 2.68 lakh new SHGs were added, and the number of SHGs saving has raised to
76.97 lakh. It is observed from the table that there is an increase of 3.59% in the number of
savings linked over the previous years, after a dip in 2012-13. The number of loan outstanding
has gone up by 20%, against a 6% decline in the previous year. Table 2 gives the progress of
Women SHGs from 2012-13 to 2014-15. The share of exclusive women SHGs in the total
number of SHGs linked to banks grew from 84% to 86% (NABARD Report 2014-15). Figure 1
represents that almost one half (48%) accounts to the Southern region, followed by 20% in
Eastern region.
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Table 1: Overall Progress Under SHG-Bank Linkage Programme (2012-2015)
(No. in Lakhs / Amt. in crore)

Particulars 2012-13 2013-14 2014-15
% Growth
(2013-14)

% Growth
(2014-15)

No. Amt. No. Amt. No. Amt. No. Amt. No. Amt.
Savings of
SHGs with
Bank

73.18 8217.25 74.30 9897.42 76.97 11059.84 1.53 20.45 3.59 11.74

Bank Loans
Disbursed

12.20 20585.36 13.66 24017.36 16.26 27582.31 12.02 16.67 19.03 14.84

Bank Loans
Outstanding

44.51 39375.30 41.97 42927.52 44.68 51545.46 5.71 9.02 6.46 20.06

Source: State of microfinance in India (2014-15), NABARD

Table 2: Progress of Women SHGs (2012-2015)
(No. in Lakhs / Amt. in crore)

Particulars 2012-13 2013-14 2014-15
% Growth
(2013-14)

% Growth
(2014-15)

No. Amt. No. Amt. No. Amt. No. Amt. No. Amt.
Savings of
SHGs with
Bank

59.38 6514.86 62.52 8012.89 66.51 9264.3 5.27 22.99 6.38 15.31

Bank Loans
Disbursed

10.37 17854.31 11.52 21037.97 14.48 24419.75 11.02 17.83 25.69 16.07

Bank Loans
Outstanding

37.57 32840.04 34.06 36151.58 38.58 45901.85 -9.34 10.08 13.27 26.97

Source: State of microfinance in India (2014-15), NABARD

Self Help Groups in Tamil Nadu
Sasikumar D. (2009) stated in his article that the Government of Tamil Nadu established

the Tamil Nadu Corporation for Development of Women Limited for the empowerment of
women in December 1983. Tamil Nadu Women Development Project, funded by the
International Fund for Agricultural Development, was started on an experimental basis during
1991-1992 in Dharmapuri district. It received its first growth thrust and was extended to all
other districts in a phased manner under the State Budget. It is more popularly known as
MahalirThittam. Government of Tamil Nadu initiated „MahalirThittam throughout the State
for the overall upliftment of women.

Table 3: Details of Self Help Groups

1
No. of SHGs 6.14 lakh
No. of SHG Members 92.84 lakh

2
No. of Rural SHGs 4.30 lakh
No. of Members 64.51 lakh

3
No. of Urban SHGs 1.84 lakh
No. of Members 28.33 lakh

4 Total Savings of SHGs Rs. 6004.53 crore
5 No. of SHGs given Revolving Fund / Seed Money 5.23 lakh
6 Cumulative credit availed by SHGs Rs.38,064.56 Crore
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Strategies
Adopted by Government of Tamil Nadu for Women Empowerment It was recognized that

the main obstacles to empowerment has been the low level of educational attainments as well
as poverty among women. Taking into account this fact, the Government of Tamil Nadu have
framed various policies, designed specific interventions and implemented many programmes to
eradicate poverty and to provide education to the vulnerable sections of the society.

Women Empowerment through SHGs
The empowerment of women through SHG provides benefit not only to individual women

but also for the family and community as a whole. The major focus of women empowerment
includes social empowerment, economic empowerment, political empowerment and gender
justice along with demographical justice. Even though many international agreements affirm
their human rights, women are still likely than men to be poor and illiterate.

Functions of Self Help Groups
In order to achieve the main objective, the self-help groups undertake various activities.

These activities are:
Savings howsoever small they may be should be made in order to mobilize financial

resource. The idea is to generate the habit of saving from whatever income is earned in the
household

Loaning and Repayment in smaller quantities but in time. As a micro-finance institution
the SHG should be able to provide credit to the members. It is also expected that the members
return the money borrowed in time, in full, and with interest so that other members also benefit

Member-oriented Action Programmes are conceived and implemented which are
recommended and demanded by the members. Most of these programmes are social and
economic and even cultural. Such programmes are also usually the agenda of the development
projects which promote SHGs.

Programmes can be educational, additional income generation, off-farm activities, labour-
intensive activities, watershed-related and public works construction activities, harnessing
water resources for drinking and irrigation, health, education, vocational training etc. etc.
Development programmes can be directed at women, youth or farmers

Liaison and Linkages with financial institutions (FIs)/Government Organisations (GOs)
and other agencies. The SHG considers developing relationship with the financial institutions
e.g., cooperative bank or the rural branch of a commercial bank, or others, and also
relationship with the governmental organizations and other development agencies

Training and Capacity Building Activities Self Help Groups need constant support,
assistance, guidance and advice from the promoters and other development agencies. They
need constant monitoring, training and education support in order to help them improve their
working capacities and capabilities. The members might need some exposure and interaction.
They might also need some equipment and technology support. Self help groups need to
continue improve their capacities.
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Analysis of Result
Analysis of the women empowerment through SHGs in this study is based on two

dimensions: analysis of demographic information and analysis of women empowerment. The
age, family system and number of dependents in the family etc., are analysed in demographic
information. The reason of joining SHGs, purpose of loan, repayment of loan, income, savings,
expenditure and powers in important decisions are analysed in women empowerment.

Table 1: Age-Wise Classification of Beneficiaries

Age Number of Beneficiaries %
Less than 20 20 10.0
20-30 59 29.5
30-40 61 30.5
40-50 36 18.0
Above 50 24 12.0
Total 200 100

Source: Computed data

Interpretation
It is evident from the Table – 1 that the 61% of sample respondents are between 30-40 years

of age and the 10.0% of sample respondents are less than 20 years. They constitute the highest
and the lowest respectively in total sample respondents. This shows that maximum adult
women in the age group of 30-40 prefer to join SHGs in the study area and this is more in
number as compared to younger and older age groups.

Table 2: Family System-wise Classification of Beneficiaries

Family System Number of Beneficiaries %
Individual 120 60
Joint 80 40
Total 200 100

Source: Computed data

Interpretation
Table – 2 shows that 60 % of the woman respondents have individual family system where

as 40 % have joint family system. This trend shows that joint family system has been losing its
importance even in rural areas due to changing socio cultural system. The joint family system is
the system that protects everyone in the family, irrespective of their age and income. However,
due to change in the family system, the future of elderly people seems uncertain.

Table 3: Numbers of Dependents of Beneficiaries

Number of Dependents Number of Beneficiaries %
1-2 75 37.5
3-4 55 27.5
5-6 41 20.5
Above 6 29 14.5
Total 200 100
Source: Computed data
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Interpretation
Table – 3 reveals that out of the total woman respondents 37.5% of the respondents have 1-

2 dependents, 27.5% have 3-4 dependents, 20.5% have 5-6 dependents and only 14.5% of
sample respondents have above 6 dependents. This signifies that the Indian rural people are
also moving towards one or two kids norm.

Table 4: Reason for Joining SHGs

Reason Number of Beneficiaries %
Getting Loan 87 43.5
Promoting Savings 56 28.0
Social Status 39 19.5
Others 18 09.0
Total 200 100
Source: Computed data

Interpretation
It is evident from the Table – 4 that 43.5% women have joined SHGs for getting loan,

28.0% to promote savings, and 19.5% for social status and the rest for miscellaneous reasons.
This signifies that majority of respondents have joined SHGs to avail loan facility as compared
to other reasons.

Table 5: Purpose of Loan of Beneficiaries

Purpose of Loan Number of Beneficiaries %
Personal 37 18.5
Agriculture 44 22.0
Business 67 33.5
Medical 30 15.0
House Improvement 22 11.0
Total 200 100
Source: Computed data

Interpretation
In Table – 5 classifications has been made to show the reasons for which the woman

respondents wish to avail loan. It is observed from the Table-5 that 18.5% of the sample
respondents have taken loan for personal use, 22.0% for agricultural development, 33.5% for
business reasons, 15% for medical purpose and 11% for housing improvements. This indicates
that loan has been primarily taken by respondents for productive purposes like business and
agriculture.

Table 6: Repayment of Loan by the Beneficiaries

Repayment Schedule Number of Beneficiaries %
In Advance 20 10
On Time 130 65
Late 50 25
Total 200 100
Source: Computed data
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Interpretation
In Table – 6 (Annexure) classifications has been made to show the repayment response of

the woman respondents who have availed loan through SHGs. Table-6 reveals that 65% of
sample respondents have repaid the loan on time, 10% in advance, while 25% have repaid the
loan at a later date. This signifies that women respondents are very prompt in repayment of
loan they borrowed through SHGs.

Table 7: Monthly Incomes of Beneficiaries
Income Level (Rs.) Number of Beneficiaries

Before Joining SHG % After Joining SHG %
Less than 1000 49 24.5 20 10.0
1000-2000 40 20.0 29 14.5
2000-3000 37 18.5 30 15.0
3000-4000 22 11.0 37 18.5
4000-5000 29 14.5 51 25.5
Above 5000 23 11.5 33 16.5
Total 200 100 200 100
Source: Computed data

Interpretation
It is evident from the Table – 7that income level of sample respondents have increased after

joining SHGs. The monthly income of majority of sample respondent (24.5%) was less than
Rs1,000 before joining SHGs, but this percentage of respondents is increased to 25.5% after
joining SHGs. This signifies that the SHGs helped the member in increasing their income by
taking up productive activities.
Conclusion

Impact of Self Help Groups on income and employment of tribal women can be studied
with reference to many factors such as socio-economic conditions of the respondents,
constitution and functioning dynamics, decision making, collective and organizational efforts
in resolving social issues and community problems, social empowerment, economic
empowerment and political empowerment of the Women. The Self help group members have
performed well in their business activities and also group activities and they have got
employment, self confidence, improvement of family welfare and socio economic development
of the members. Once the members attained the employment fulfilment they ultimately get the
economical and also social status.
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Abstract
With the increase in usage of Internet there is marked growth in popularity of Social Media websites which has

transformed the way employers and job seekers communicate and more recently, the way the recruitment process
works in general. Recruiters can tap into a global pool of potential candidates with just a few clicks of their mouse.
Whilst this evolution has benefited many employers with their hiring during a period of global downturn and job
shortage there is still a doubt about its sustainability and effectiveness. In recent years the way people advertise their
skills and the way they network with potential employers and other industry professionals has been very unique.
LinkedIn, the social media channel is developed specifically for professional networking. It has over 200 million
members from all over the globe. “What reads perfectly on paper doesn’t always translate the same way when you
meet and interview the candidate”. There will always be an element of risk for any organisation when opening up
social media communication channels for recruitment. Although social media websites have become powerful tools for
recruitment and hiring, employers that rely too heavily on these channels to attract and screen talent might expose
themselves to significant legal risks. This research paper is a theoretical analysis of the reviewed literature. It makes an
attempt to undermine that recruitment through social networking sites comes with potential risks which should not be
overlooked.

Introduction
Today, for most of us, social networking sites have become an integral part of our lives.

They have opened new avenues to connect with people from all walks of life across the globe.
Not just friendships but professional relationships on a wider canvas have become easy to
cultivate.

Employers too find it convenient to use social media extensively for hiring purposes.

Source: SHRM Survey- Using Social Media for Talent Acquisition- Recruitment &
Screening, 2016
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While LinkedIn is leading the way in professional communication and business
development, other social media giants like Facebook and Twitter are not far behind.
Some are also attracting talent through targeted and innovative social media campaigns to

engage and challenge
candidates and find the right fit
for the organisation. Social
media is also an important
promotional tool. For
example, the right company
profile on Facebook is a
powerful asset when attracting
graduates and shaping first
impressions of company
culture.

Source: SHRM Survey - Using Social Media for Talent Acquisition - Recruitment &
Screening, 2016

Research Objectives
Through a detailed literature survey to

 Study & develop an understanding about social media ‘s impact on recruitment

 Analyze the relevance & benefits of using social media in recruitment process

 Discuss the risks and challenges involved with social media in recruitment

 Suggestions for recruiters regarding usage of social media in recruitment

Benefits Attached with Social Media Recruitment

 Reach out passive candidates- Social media is a great tool for tapping into that sought-after
pool of potential candidates who aren’t actively seeking a new role but would be open to
change if the right opportunity came along.

 Effective way of showcasing company culture- through Twitter feed and LinkedIn
company page photos of the entire team can be shared, organizations can update their
followers with news and communicate their latest vacancies.

 Screen candidates- At the time of assessing a candidate’s application it is imperative to
review their skills, previous experience and personal qualities. Social media becomes handy
here.

 Facilitates open communication, leading to enhanced information discovery and delivery.

 Provides an opportunity to widen business contacts.

 Targets a wide audience, making it a useful and effective recruitment tool.

 Improves business reputation and client base with minimal use of advertising.

 Expands market research, implements marketing campaigns, delivers communications and
directs interested people to specific web sites.



National Conference on Contemporary Issues in Commerce and Management Sciences

pg. 94 Sriram College of Arts and Science, Thiruvallur

Challenges & Risks Involved
The use of social media for recruitment is on the rise as increasing numbers of employers

appreciate its benefits. But weighing against this are significant risks which experts advise
should be considered when creating a recruitment strategy.

Source: Sophos social security report 2010
The benefits and advantages attached with

the usage cannot be ignored however, ‘with
greater power comes greater responsibility’.
Recruiters should consider the potential issues
and think more strategically about the whole
recruitment process. It includes well defined
guidelines with respect to the extent to which it
is appropriate and relevant to seek information
about a potential employee's private life as part
of a fair process.

 Invasion of privacy

 Verification challenges

 Opens up the possibility for hackers to
commit fraud and launch spam and virus attacks.

 Increases the risk of people falling prey to online scams that seem genuine, resulting in data
or identity theft.

 Potentially results in negative comments from employees about the company or potential
legal consequences if employees use these sites to view objectionable, illicit or offensive
material.

 Potentially results in lost productivity, especially if employees are busy updating profiles,
etc.

 Spam issues

 On Facebook & LinkedIn- customers or disgruntled employees can create groups to defame
an organization & disperse sensitive and confidential information. Also recruiters can reject
or ignore a candidate over a profile which has certain information along with pictures. On
Twitter- some links to articles may be spam and malware for computer. Moreover there is
always a possibility of heated arguments & discussions damaging a company’s reputation
and brand name.
The Society for HRM in its recent survey on social media and recruitment depicted reasons

with regards to organizations not adopting social networking sites for recruitment. In the
analysis given below the highest percentage is for the apprehensions regarding the risks
involved with disclosure & intrusion of privacy.
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Another important usage of social media in recruitment is in screening of applicants. The
chart below explains that organizations which refrain from using this tool do so mainly because
of the threat with regards to discovering of information which is classified.

Research Recommendations

 Recruiters need to be very cautious because social networking sites are ‘sizeable pool of
information for hackers’. Sites like LinkedIn procvide hackers with what is effectively a
corporate directory, listing the staff’s name & positions. This makes it very easy for the
hackers to reverse engineer the e-mail address of potential victims.

 Protect the information from getting leaked through social networking sites. Implement
DLP i.e. Data leakeage prevention in order to track where & how data is moving. If an
online applicant or candidate happens to gain access because of sharing activities, it will be
easy to block data loss or at least know its happening.

 The organizations need to have a comprehensive social media policy which sets certain
guidelines for recruiters in order to incorporate social media platforms in their hiring
process.

 Every social networks has its own possible risks, hence be cautious while accessing them.
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 Recruiters shuld refrain from oversharing their company’s activities. Divulging intellectual
property regarding the compnay’s products & serives .

 Be aware of the objectives- regarding usage of social media. Its focus is required with
respect to the recruitment in the organization.

 Malware is easily send through links & applications- avoid clicking on them.

 Develop policies regarding appropriate and inappropriate uses of internet searching

 Base the use of internet screening media for selection purposes on recommendations from a
job analysis

 Conduct a risk benefit analysis to determine if the legal risks of using internet screening
media to assess applicants outweigh the potential benefits

 Standardize assessments of internet screening media and use multiple raters.

 Verify the accuracy of information obtained from internet screening media

 Disclose the potential use of internet screening media for selection decisions to applicants

Smart Solutions

 Be transparent- In mentioning that you belong to the company

 Never lie- or mislead- through statements- substantiate your information.

 Act meaningfully & respect others viewpoint

 Since its an open platform- when disgareeing with others be polite beacuse more than your
opinion the organization’s name is involved.

 Never comment on legal matters

Conclusion
There is no doubt that social media has improved the recruitment process by making it

more open and democratic; increasing the visible talent pool from which to engage and recrui.
It is changing the way we do business today. Additional benefits include the ability to enhance
our public image, improve interactions with customers, and promote employee engagement.
But it is not without internal and external risk. Social hiring has its own risk factors too like
revealing personal information to a stranger, ignorance of the person sitting on the other side.
All the advertisements by the companies may not be completely true.

However with the suggested recommendations recruiters would surely be able to manage
the challenges and continue to use social media as an effective tool for recruiting potential
candidates for their organization.
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Abstract
Green marketing is perceived as an opportunity by many organizations to achieve their long term goals. Green

marketing incorporates a broad range of activities, including product modifications, changes to the production
processes, packaging changes, as well as modifying advertising. This paper attempts to examine the concept of green
marketing, the various challenges and opportunities associated with it, as well as to study the various initiatives taken
in the Indian context by various organizations as well as by the Government. The discussion reveals that green
marketing is gaining importance in India for various issues concerning sustainable development. Green marketing is
the marketing of environmentally friendly products and services. It is becoming more popular as more people become
concerned with environmental issues and decide that they want to spend their money in a way that is kinder to the
planet.Green marketing can involve a number of different things, such as creating an eco-friendly product, using eco-
friendly packaging, adopting sustainable business practices, or focusing marketing efforts on messages that
communicate a product’s green benefits.
Keywords: Green marketing, opportunities, challenges, initiatives, eco friendly practices.

Introduction
Today, Environment issues are seen everywhere in the world and influence our daily life.

By this time many corporates are still hesitated to use green marketing practices even after
government compulsion. The main reason for this is that firm still thinks that green marketing
practice may increase their cost of production and reduce the profit. Green marketing is the
marketing of goods and services that are presumed to be sold for environment. It involves an
entire process of product manufacturing to supplying in market. According to the American
Marketing Association, green marketing is the marketing of products that are presumed to be
environmentally safe. Thus green marketing incorporates a broad range of activities, including
product modification, changes to the production process, change in packaging, as well as
modifying advertising .

Evolution of Green Marketing
The first wave of Green Marketing came into picture in 1980s. Corporate Social

Responsibility (CSR) Reports started with the ice cream seller Ben and Jerry's where the
financial report was supplemented by a greater view on the company's environmental impact.
In 1987 a document prepared by the World Commission on Environment and Development
defined sustainable development as meeting "the needs of the present without compromising
the ability of future generations to meet their own need", this became known as the Brundtland
Report and was another step towards widespread thinking on sustainability in everyday
activity.
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Two tangible milestones for wave of green marketing came in the form of published books,
both of which were called Green Marketing. They were by Kinnear in the United Kingdom and
by Jacquelyn Ottman in the United States of America. In the years after 2000 a second wave of
Green marketing emerged. By now CSR and the Triple Bottom Line (TBL) were widespread.
Such publications as a 2005 United Nations Report, then in 2006 a book by Al Gore and the
UK Stern Report brought scientific-environmental arguments to a wide public in an easy to
understand way.

Objectives of the Study

 To study the concept of green marketing.

 To identify the opportunity and challenges relating green marketing.

 To identify the initiatives taken by the government in green marketing.

 To create awareness about the ecological process and environmental sustainable green
marketing process.
Green, environmental and eco-marketing are part of the new marketing approaches which

do not just refocus, adjust or enhance existing marketing thinking and practice, but seek to
challenge those approaches and provide a substantially different perspective. In more detail
green, environmental and eco-marketing belong to the group of approaches which seek to
address the lack of fit between marketing as it is currently practiced and the ecological and
social realities of the wider marketing environment. Green Marketing Mix include: Product: A
producer should offer ecological products which not only must not contaminate the
environment but should protect it and even liquidate existing environmental damages. Price:
Prices for such products may be a little higher than conventional alternatives. But target groups
like for example LOHAS are willing to pay extra for green products. Place: A distribution
logistics is of crucial importance; main focus is on ecological packaging and CO2 emissions of
transport. Marketing local and seasonal products e.g. vegetables from regional farms is more
easy to be marketed “green” than products imported. Promotion: Communication should put
stress on environmental aspects, for example that the company possesses an ISO 14000
certified. This may be publicized to improve a firm’s image. Furthermore, the fact that a
company spends expenditures on environmental protection should be advertised. Third,
sponsoring the natural environment is also very important. And last but not least, ecological
products will probably require special sales promotions.
Advantages of Green Marketing
1. It ensures sustained long-term growth along with profitability.
2. It saves money in the long run, although initial cost is more.
3. It helps the companies to market their products and services keeping the environment

aspects in mind. It helps in accessing the new markets and enjoying competitive advantage.
4. Most of the employees also feel proud and responsible to be working for an

environmentally responsible company.
5. It promotes corporate social responsibility.
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Reasons for Adopting Green Marketing
1. Opportunities available and competitive advantage.
2. Corporate social responsibility on the part of companies.
3. Government regulations.
4. Competition with other responsible companies.
5. Goodwill of the company.
6. Environment conscious consumers.
7. For conserving scarce natural resources.
Green Marketing Mix

Every company has its own favorite marketing mix. Some have 4 P's and some have 7 P's
of marketing mix. The 4 P's of green marketing are that of a conventional marketing but the
challenge before marketers is to use 4 P's in an innovative manner .
Product

The ecological objectives in planning products are to reduce resource consumption
and pollution and to increase conservation of scarce resources .
Price

Price is a critical and important factor of green marketing mix. Most consumers will only be
prepared to pay additional value if there is a perception of extra product value. This value may
be improved performance, function, design, visual appeal, or taste. Green marketing should
take all these facts into consideration while charging a premium price.
Promotion
There are three types of green advertising:

 Ads that address a relationship between a product/service and the biophysical environment

 Those that promote a green lifestyle by highlighting a product or service

 Ads that present a corporate image of environmental responsibility
Place

The choice of where and when to make a product available will have significant impact on
the customers. Very few customers will go out of their way to buy green products.

Challenges of Green Marketing Ahead
Problems of Green Marketing

Many organizations want to turn to green, as an increasing number of consumers' want to
associate themselves with environmental friendly products. Alongside, one also witnesses
confusion among the consumers regarding the products. In particular, one often finds distrust
regarding the credibility of green products. Therefore, to ensure consumer confidence,
marketers of green products need to be much more transparent, and refrain from breaching any
law or standards relating to products or business practices .
Important Rules of Green Marketing

Marketers should grow their green marketing plan. How they can create new opportunities
for selling their products and face threats of competitors in market. The marketing firm should
know its strong and weak point also. Make plan how firm can make its customer life better and
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how can differentiate its offering from competitors. The firm should provide assurance to
customer that they are safe and environment should be kept in mind in all aspects from
production to supply of products . The firms should do the right thing and reassure customers
that they are doing the right things, they are making a good quality of product and service by
hard working and caring. Firm should consider people, profit and planet while taking
marketing decisions. If firm wants to supply a green product to customers. First of all it needs
to decide that the consumer is aware about the issues that product attempts to address. The
product should have some value added benefits. The firms should make sure that customers
feel delight when they use the particular product and is different from other alternative products
exist in market. Firm should consider pricing policies also, if they are charging more pricing
than competitor. Then make sure that product cost is more due to use of higher quality
ingredients and economies of scale. Always continue efforts to some improvement over existing
products and adopt new types of Eco-products do a great job of winning the trust of consumers,
it means that the producer should not only concentrate on functional benefits but they should
also think what they are making. Their products and services are green or not, if not then how
they can make products green and whom they are working with. To capture advantage of
opportunities that green marketing represents to engage customers on emotional level.

Suggestions

 Environmentally responsible organizations should attempt to minimize their waste

 Organization policy

 Employee Awareness Program

 Effective and transparent Communication

 Constantly Refine the Product and Processes

Conclusion
Green marketing should not neglect the economic aspect of marketing. Marketers need to

understand the implications of green marketing. If we think customers are not concerned about
environmental issues or will not pay a premium for products that are more eco-responsible,
think again. We must find an opportunity to enhance our product's performance and strengthen
our customer's loyalty and command a higher price. Nowadays, green marketing has become
necessary to save the world from environment pollution. From the marketing point of view, a
good marketer is not only satisfy the consumer needs but also produce and supply products
according to the choice of the consumers But the business firm should know the benefits of
selling green products . Consumers also ready to pay more amount to maintain a greener and
cleaner surroundings. Consumers are also aware about Initiatives Taken by Corporates about
the attributes and use of products that’s why they demand for green products. Making green
products have to be achieved through out the complete supply chain. The firms should work
constantly to find out the green material, methods of making green finished product which are
commercially viable.
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Abstract
Indian Textile industry plays a crucial role in the economic development of the nation. It occupies an important

place in the Indian economy in terms of industrial production, employment, exports and imports. It accounts for 14
per cent of industrial production, 4 per cent of GDP, Employs 45 million people (2 largest after agriculture) and 13 per
cent share in total exports basket. Exports of textiles and clothing products from India have increased steadily over the
last few years, particularly after 2004 when textiles exports quota stood discontinued. India is the third largest
producer of cotton, second largest producer of silk, fourth largest producer of jute and the fifth largest producer of man-
made fibres and yarn. In this paper, export and import figures of Indian textiles between 2004- 05 to 2010- 11, as well
as their global status are examined. It is understood that many exported textile products are imported as well, and
many imported textile products can also be produced in India. The review highlights that most of the studies have
been carried out on establishing the relationship between GDP, exchange rate, labor, capital (FDI) and technology
with export performance of textile industry. Most of the researchers found a positive relationship between the above
said variables and textile exports.
Keywords: Performance of textile industry, Exports, Imports

Introduction
The textile industry occupies a unique place in our country. One of the earliest to come into

existence in India, it accounts for 14 per cent of the total industrial production, contributes to
nearly 30 per cent of the total exports and is the second largest employment generator after
agriculture. The Indian textile industry is one of the largest in the world with a massive raw
material and textile-manufacturing base. Indian economy is largely dependent on the textile
manufacturing and trade in addition to other major industries about 27 per cent of the
exchange earning are on account of export of textiles and clothing alone. The textiles and
clothing sector contributes about 14 per cent to the industrial production and 3 per cent to the
gross domestic product of the country. Around eight per cent of the total excise revenue
collection is contributed by the textile industry. So much so, the textile industry accounts for as
large as 21 per cent total employment generated in the economy. Around 35 million people are
directly employed in the textile manufacturing activities. Indirect employment including the
manpower engaged in agricultural based raw material production like cotton and related trade
and handling can be stated to be around another 60 million. This Table shows the number of
textile mills in India in the year 2003-04 and 2004-05. In India organized textile mill sector has
increased from 1787 in 2003-04 to 1789 in 2004-05. During the year 2003-04 the production of
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yarn was 3051.07 million kg and it had increased to 3220.59 million kg in 2004-05. The number
of workers worked in textiles mills during the year 2003-04 was 9,28,000 and it have decreased
during the year 2004-05 was 9,18,000.
India’s Trade and Trade Relationship with SAFTA

India’s trade with the SAFTA members has not been very impressive, both in terms of
volume and as a percentage of its global trade. India’s trade with SAFTA countries is
approximately 2.6 percent of her total trade, with India’s exports to SAARC countries have
been below 5 percent of its total exports since 2008-2009 except 2012-13 which is 5.03 per cent.
The export share of India in the SAARC region has been 4.6 per cent from 2008-2009 to 2010-
2011, it further declined to 4.34 per cent in 2011-12 but rose to 5.03 per cent in 2012-13. It is
worth noting that the growth rate of India’s export in SAARC region had been in the negative
since 2008-2009.India’s imports from the SAARC countries have been only 0.8414, 0.5986,
0.5747, 0.5878, 0.516 &0.546 in percentage point for the years 2007-08, 08-09, 09-10, 10-11, 11-
12 & 12-13, respectively. Even the trade is much below the true potential. Given the size of the
Indian economy and its geographical positioning at the centre of the region, the success of trade
initiatives taken in the SAARC region greatly depends on India and therefore, India needs to
play a greater role in ensuring that the goals of SAFTA are achieved. India’s trade with the
SAARC countries is shown in Tables showing bilateral trade as evident from tables, while
India has a favorable balance of trade with all countries in the South Asian region; it has a huge
trade surplus with Bangladesh, Pakistan, Sri Lanka, and Nepal. However, it is important to
note here that official account of South Asia’s International trade statistics are followed by the
high incidence of informal trade between India and its neighbors. The data merely captures the
formal trade which takes place among the neighbouring countries
Statement of the Problem

Countries are facing stiff competition to stay afloat in the context of liberalization,
globalization and free market economy. The cotton textile industry in India is going through a
severe crisis following a slump in export and import of textile, yarn and garments to the
indication of recovery in the industry and the crisis had assumed some variables. Many more
mills may become sick resulting in loss in investment and reduced employment. The state
governments are under pressure from political parties and labour leader’s for reviving sick units
even if they are not viable. Since the textile industry will have to be in a position to meet fully
the requirement of the domestic and export markets and function on a reasonable profit a
satisfactory solution will have to be found by all parties concern after taking into account all
aspects. Creditable structural reforms to improve efficiency, productivity of resources are an
inescapable necessity. Hence, an attempt was made to study the performance of textile industry
in India.
Methodology

Various research literatures in the area of export and import performance textile industry
in Major countries are studied. Based on the reviews finding, suggestion for future research was
given. This is purely an attempt based on the available (secondary data and information)
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literatures in the above field of study. The following chapter discusses the various factors
influenced the export and import performance of textile industry in major countries.
Source of Data

The present study is based entirely on the secondary data for the period from 2004-05 to
2010-11. The data were collected from the Foreign Trade Statistics of India (Principal
Commodities and Countries) DGCIS, Kolkata. The Published by Central Statistical
Organization Government of India and Ministry of Textile in India.
Area of the Study

The present study analyzed the export and import performance of textile industry in major
countries. The data were collected from the Foreign Trade Statistics of India (Principal
Commodities & Countries) DGCI&S, Kolkata. The variables identified for the present studies
include Imports, Exports and target and achievements.
Tools Used in the Study

Mathematical and statistical tools like compound growth rate, instability index and
regression are appropriately used for the purpose of analyzing the data and to examine the
objectives proposed in the study.
Compound Growth Rate

The compound growth rate is the rate at which an initial sum would have to grow to
achieve the final sum over a set number of periods. To find the compound growth rate, three
data points are needed.
1. The initial sum, or the value of something at time t=0
2. The value of that same something at the end of the period concern
3. And, finally, the number of periods that are concerned with

The compound growth rate is
CGR = (Antilog b-1) *100
Y = abt
Y = Selected variable
T = Time period

Instability Analysis
The coefficient of variation was used as measure to study the variability in exports and

imports textile products in India. The coefficient of variation or index of instability were
computed by using the following formula.

100X
)X(Mean

)(DeviationdaradtanS
CV




Linear trend were fitted to the original data of exports and imports for the period for the
time series data of seven years from 2004-05 to 2010-11. The trend coefficients were tested for
their significance. The formula suggested by Cuddy and Della was used to compute the degree
of variation around the trend. That is Coefficient of variation was multiplied by the square root
of the difference between the unity and coefficient of multiple determinations (r2) in the cases
where r2 was significant to obtain the instability index.
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Where,
R2 = RSS/TSS = Goodness of fit
RSS = Regression Sum of Square
TSS = Total Sum of Square

Result and Discussion
Table 1: Exports of Textile to SAARC Countries (Value in Million US $)
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2004-
05

280.42
(55.8)

0.05
(0.009)

2.26
(0.4)

30.52 (6)
18.89
(3.7)

170.18
(30.8)

502.32
(100)

14348.18

2005-
06

383.89
(53.7)

0.32
(0.04)

2.35
(0.32)

29.25 (4)
78.53
(10.9)

219.68
(30.7)

714.02
(100)

17884.87

2006-
07

343.71
(42)

0.37
(0.04)

2.84
(0.34)

28.60
(3.4)

211.21
(25.8)

231.22
(28.2)

817.95
(100)

19437.26

2007-
08

729.54
(45.4)

0.42
(0.02)

3.41
(0.2)

116.37
(7.2)

491.98
(30.6)

264.53
(16.4)

1606.25
(100)

22412.57

2008-
09

515.19
(43.2)

0.61
(0.05)

3.71
(0.3)

61.41
(5.1)

296.30
(25)

305.33
(25.8)

1182.55
(100)

21450.79

2009-
10

597.64
(35.3)

0.21
(0.01)

3.16
(0.1)

78.87
(4.6)

685.45
(40.5)

323.97
(19.1)

1689.30
(100)

23420.00

2010-
11

1197.86
(50.1)

0.42
(0.01)

2.92
(0.1)

96.76 (4)
661.83
(27.6)

430.32
(18)

2390.11
(100)

28027.49

Total
4048.25
(45.3)

2.4
(0.02)

20.65
(0.2)

441.78
(4.9)

2444.19
(27.5)

1945.25
(21.9)

8902.5
(100)

146981.16

CGR 20.97 24.08 5.98 24.82 72.95 14.61 27.35 9.91

Source: Monthly Statistics of the Foreign Trade of India, DGCIS, Kolkata

Table 1.1: Exports of Textile to SAARC Countries in value terms of Instability Index,

Compound Growth Rate and Regression Results

Country Instability Index CGR R2 t- value
Bangladesh 0.93 3.25 0.78 4.23*
Bhutan 2.10 10.30 0.20 1.12NS

Maldives 3.93 6.04 0.51 2.2***
Nepal 1.04 5.85 0.64 3.02**
Pakistan 0.63 12.29 0.75 3.94*
Sri Lanka 0.52 2.48 0.96 11.99*
Notes: 1. *indicates significance at 1 % level. 2. **indicates significance at 5 % level

3. ***indicates significance at 10 % level. 4. NS indicates Non Significance
Table – 1.1 shows the results of regression analysis of computed using log values for textile

exports if SAARC counties. The instability index also known as coefficient of variation along
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with compound growth rate in the all textile products during the reference period is also given.
The instability index was the lowest with 0.52 in Sri Lanka followed by Pakistan 0.63 and .93
in Bangladesh. While the same highest with 3.93 in Maldives. The value of R2 was significant at
10 per cent level in SAARC countries.
Exports of Textile to SAARC Countries

Table -1 shows the exports of textile of SAARC countries, during 2004-05 to 2010-11. The
exports of textile from Bangladesh had increased from 280.42 US million in 2004-05 to 1197.86
US million in 2010-11 with compound growth rate 20.97. In case of Bhutan exports of textile
items has increased every year from 0.05 US million in 2004-05 to 0.42 US million in 2010-11
with compound growth rate of 24.08. In the case of textile exports from Maldives increased
from 2.26 US million in 2004-05 to 2.92 US million in 2010-11 with compound growth rate of
5.98. As for textile items exports of Nepal has been increased from 30.52 US million in 2004-05
to 96.76 US million in 2010-11 with compound growth rate of 24.82. In case of textile items
from Pakistan exports has been more increased from 18.89 US million in 2004-05 to 661.83 US
million in 2010-11 with compound growth rate of 72.95. In case of textile exports from Sri
Lanka has been more increased from 170.18 US million in 2004-05 to 430.32 US million in
2010-11 with the compound Growth Tate of 14.61. As for the SAARC countries has been
increased from 502.32 US million in 2004-05 to 2390.11 US million in 2010-11 with the
compound growth rate of 27.35. As far as the Indian exports of textiles item to SAARC
countries was concerned the major destination was Bangladesh with 45 per cent followed
Pakistan with 28 per cent and Sri Lanka with 22 per cent.

Table 2: Imports of Textile from SAARC Countries (Value in Million US $)
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2004-05
12.14
(9.5)

8.00
(6.2)

82.41 (64.8) 18.93 (14.8)
5.67
(4.4)

127.16 (100) 2239.41

2005-06
51.79
(29)

8.13
(4.5)

72.87 (40.9) 35.87 (20.1)
9.55
(5.3)

178.12 (100) 2678.96

2006-07 67.82 (32.8)
5.13
(2.4)

56.84 (27.5) 59.36 (28.7) 17.34 (8.3) 206.49 (100) 2756.78

2007-08 80.92 (27.9)
3.59
(1.2)

133.12 (69.7) 56.90 (19.5) 16.26 (5.5) 290.79 (100) 3245.08

2008-09
105.12

(36)
2.06
(0.7)

105.73 (36.2) 56.26 (19.3) 22.25 (7.6) 291.42 (100) 3439.79

2009-10 126.99 (41.5)
0.75
(0.2)

107.45 (35.1) 48.54 (15.8) 21.90 (7.1) 305.64 (100) 3358.81

2010-11 197.78 (50.1) 0.15 (0.04) 125.08 (31.7)
36.63
(9.2)

34.76 (8.8) 394.43 (100) 4088.03

Total 642.56 (35.8) 27.81 (1.5) 683.5 (38) 312.49 (17.4) 127.73 (7.1) 1794.05 (100) 21806.86

CGR 46.04 -46.68 9.92 9.46 30.01 18.78 9.25

Source: Monthly Statistics of the Foreign Trade of India, DGCIS, Kolkata
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Table 2.2: Imports of Textile from SAARC Countries in value terms of Instability Index,
Compound Growth Rate and Regression Results

Country Instability Index CGR R2 t- value

Bangladesh 0.77 10.35 0.75 3.93*

Bhutan 0.43 -46.68 0.87 -5.82*

Nepal 3.05 2.11 0.43 1.94NS

Pakistan 2.62 2.73 0.25 1.29NS

Sri Lanka 1.21 10.73 0.84 5.28*

Notes: 1. *indicates significance at 1 % level. 2. **indicates significance at 5 % level
3. ***indicates significance at 10 % level. 4. NS indicates Non Significance

Table 2.2 illustrate the results of regression analysis computed using log values for imports
of textile products in SAARC countries. The instability index also known as coefficient of
variation along with compound growth rate in the textile imports during the reference period is
also given. The imports of textile products recorded high instability index with 3.05 in Nepal
followed by Pakistan 2.62. The estimate compound growth rate on import of textile in India
was found to be the maximum in Sri Lanka with 10.73 followed by Bangladesh 10.35 while the
same recoded least growth rate in the country of Bhutan -46.64 followed by Nepal 2.11 and
Pakistan 2.73. The value of R2 was significant at one per cent level.

Imports of Textile from SAARC Countries
Table - 2 shows the imports of textile from South Asian Association for Regional Co-

operation (SAARC) countries, during 2004-05 to 2010-11. The imports of textile from
Bangladesh had increased from 12.14 US million in 2004-05 to 197.78 US million in 2010-11
with compound growth rate of 46.04. In case of Bhutan import of textile items has declined
every year from 8.00 US million in 2004-05 to 0.15 US million in 2010-11 with compound
growth rate -46.68. The imports from Nepal had increased from 82.41 US million in 2004-05 to
125.08 US million in 2010-11 with compound growth rate of 9.92. From Pakistan imports had
increased from 18.93 US million in 2004-05 to 36.63 US million in 2010-11 with compound
growth rate of 9.46. In the case of textile imports from Sri Lanka it had increased from 5.67 US
million in 2004-05 to 34.76 US million in 2010-11 with the compound growth rate of 30.01. As
far as the total imports from SAARC countries it had been increasing from 127.16 US million
in 2004-05 to 394.43 US million in 2010-11 with the compound growth rate of 18.78. Among
the SAARC countries, the imports from Nepal accounted for a major share of 38 per cent
closely followed by Bangladesh with 36 per cent which also registered a compound growth rate
of 46 during the reference period.

Conclusion
It was concluded that the textile of industry during the reference period was more than that

of textile exports from the country. The domestic demand for cotton textile was met with the
domestic production of cotton textile so that the imports of cotton textile during the study
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period were dramatically reduced. The production of cotton textile in the mill sector had shown
positive growth during the study period among the other sectors. Majority of the textile
products had been exported to Bangladesh and Bhutan when compared to other countries.
Moreover the exports of all most all textile products had shown positive growth and these may
be due to the higher inflow of FDI in this sector.
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Abstract
This study proposes a theoretical model linking the relatively new concept of work engagement to three major

domains of shoe companies employees’(Male & Female) lives—work, personal life, and society and demonstrates the
added value of engagement to each of these domains, above and beyond other well-known concepts in the employee–
organization relationship. Work engagement is the level of commitment and involvement an employee has towards
the organization and its values. An engaged employee is known of business context, and works with co-workers to
improve performance at the job for the benefit of the organization. It is a positive behaviour held by the employees
towards the organization and its values.We proposes that promoting work engagement among employees provides
organizations with a competitive advantage. Moreover, we maintain that work engagement also creates added value
beyond the boundaries of the workplace and has the potential to enrich other major areas in an employee’s life. When
compared with similar work-related attitudes such as job involvement and job satisfaction, the work engagement
concept also provides added value to organizations, their employees, and their society beyond these similar concepts.
The data was collected by interviewing the respondents with the help of a structured questionnaire. Convince sampling
technique was used in order to conduct the survey. A sample size of 50 shoe company workers were taken in order to
etiquette research.
Keywords:Work engagement, WLB Co-workers and Job satisfaction.

Introduction
There is a direct and much overlooked link between work-life balance and employee

engagement. People who feel they have some flexibility in how they do their tasks and take
care of their home and life responsibilities respond in a proactive way that mirrors the
engagement outcome every organization wants. They do more. At work here is something
called social exchange theory in the academic world. The organization offers something that
benefits the employee, and the employee reciprocates in the form of going beyond the call of
duty. Those behaviours are straight out of the employee engagement handbook, producing two
of the main domains of engagement—dedication (commitment) and vigor/energy (citizenship
behaviours), which drives the initiative of discretionary effort. Work-life programs that allow
flexibility in how tasks are done, where they are done, or when they are done give employees
that sense of value with the vote of confidence that comes with choice, options, and
responsibility. Given a choice in how they work, people can work at time of peak productivity
and alertness to maximize their productivity (Shepard et al, 1996), freeing up more time for
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other responsibilities and needs, or they can work more during the company’s crunch time,
with a payoff of schedule flexibility later.

Keys in Work Engagement for Shoe Companies
Time is the key: Effective time management involves making the best use of available time,

speeding up work, ensuring quality is very important in the shoe manufacturing units. It is
important to train employees to ensure timely delivery of work and avoid over-time as much as
possible. Because if there is any mistake (delay) happens in any one section (Shoe) it leads to
reject the whole order.

Self-management is the key: Along with time management, self-management is also
important. Employee work engagement initiatives need to provide opportunities for employees
to become the captain of their own ships, manage themselves, get time to enjoy their social and
personal lives and enjoy themselves at work.
When coming up with employee work engagement survey questions, we should keep three
elements in mind above all else. This will help us to frame the employee work engagement
survey questions to accomplish their ultimate objective – improving employee performance.
1. Understanding and connection to company goals: To succeed in their job, employees need
to understand how they fit within the rest of the organization. The successful implementation
of a meticulously formulated strategy depends upon employees’ alignment to corporate
goals.So it is crucial that the engagement survey shows whether employees understand the
firm’s goals and the link between their own work and these objectives.
2. A commitment to co-workers: One of the attributes that marks out high-performing
employees is that they learn from and teach each other. A changing and ever more global
working environment means that all employees must be as comfortable working with someone
on another continent as they are with the person in the cube or office next to them.The
importance of complementary competencies, values, and working styles requires a shift from
glorifying superstars to encouraging strong network performance as well as individual task
performance.
3. The right capabilities: Capability – which consists of an employee’s comprehension,
agility, network they work in, direction and their expectationsis the most impactful contributor
to high performance during periods of significant change.It alone has over three times the
impact of commitment to change itself, and CEB analysis shows that employees who have high
commitment and low capability are actually 18% more likely to suffer from change-related
stress, which leads to poor performance.

Literature Review
The literature on Work-life balance with different prospective are studied and available, in

recent years, there has been an increased interest in work family interface in the human
resource management literature, especially regarding the sources and outcomes of conflict
between these two spheres. A number of studies have addressed this issue from different
perspectives. Greenhaus and Beutell (1985) and Greenhaus et al. (1989) examined the
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antecedents of conflict between family and work, Goodstein (1994) and Ingram and Simons
(1995) presented an institutional perspective on organizations‘responses to work-family issues.
In addition, Campbell, Campbell and Kennard (1994) have studied the effects of family
responsibilities on the work commitment and job performance of women. The work-family
issue is even further expanded to address the relationship of business-marriage partners (Foley
& Powell, 1997). Whereas researcher Murphy and Doherty (2011) revealed that it is not
possible to measure work-life balance in an absolute way as there are personal circumstances
which influence the way that is perceived but establishing a harmony that reflects an
individual‘s priorities whereas employees must draw a firm line between their home and work
lives and be confident that the line is in the right place (Harvard Business Review, page184).
Hyman and Summers (2004) classified seven major problems which are associated with current
practices over work-life balance these are unevenness of adoption across different sectors and
organizations, lack of formalization of policies at organizational level, restricted employee
voice over the introduction and implementation of policies , policies are primarily to meet
business needs rather than those of employees, there is no evidence of reduction in working
hours, tangible and intangible work intrusions into domestic life , domestic responsibilities are
still conducted primarily by women irrespective of their employment status. Researcher
Vloeberghs (2002) revealed that there is a need for a practical instrument to measure the present
situation of work- life balance. However, as revealed by the researchers Eikhof et. al. (2007),
the current work-life balance policies are narrow-minded in terms of addressing the needs and
aspirations of employees but there is need for its realization as reflected in Emerald article,
Human Resource Management International Digest, Vol.12 Iss: 7 (2004) which emphasized
that the employers are realizing for its responsiveness and take inventive in trying to meet
employee expectations for flexible benefits that help with their work-life balance

Scope of the Study
Being busy is the in thing today. Everybody around is busy at work and not being busy is a

rare phenomenon. This is because increasing workload and too many goals make it difficult to
draw the line between work and life. The line seems blurry to most who are desperately looking
to create a balance between work and their personal lives and do not have much control over
the amount of time that they spend at work. How people structure their day varies from
profession to profession, some jobs are more demanding and time consuming than others.
Hence, what helps create a balance might differ from person to person or organization to
organization. However, it is very important to find the way out, else the work load overflowing
in personal space might negatively impact the overall performance of a company. It is very
important for an employee to feel engaged. An engaged employee, who feels valued at work,
feels that the game is fair, tends to be more productive(more output for less input) than the rest.
Importance of the Study

It is clear from this study and also various studies that if an employee is highly engaged and
well rewarded, he will go that extra mile to achieve a business goal. So, it is important for an
employer to care about his employee’s happiness and motivation level at work. HR managers



National Conference on Contemporary Issues in Commerce and Management Sciences

pg. 112 Sriram College of Arts and Science, Thiruvallur

should create employee engagement strategies that support and appreciate the extra effort that
employees put in to get things done at the workplace. Today, evidently there is much more
pressure on a worker, he is loaded with tasks and finds it difficult to deliver all in the given
time. However, rewards and recognitions are also very important but should not be the last
solution. Along with these, as a part of employee engagement initiative, employees must be
adequately compensated for the extra hours they spend and such compensations need not
always be monetary. It has been seen that non-monetary benefits have a deeper and long term
impact on the staff. To prevent that extra work does not take a toll on one’s mental and
physical health, companies must ensure that long working hours are curtailed to as much as
possible. Giving time off is appreciated by all and increases the productivity.
Objectives of the Study

The following are the various objectives of the study

 To measure the level of employees satisfaction at the organisation.

 To know the factors that influence for the effectiveness of Employees Engagement.
Research Methodology

Primary data is the data that is observed or collected by the from first-hand experience. The
primary data is collected directly from the source of study. Secondary data obtained from
published data or data collected in the past, through journals, magazines, texts books, articles,
websites and company records. Convenience sampling was used for this study. The data is
collected through the structured questionnaires provided to the 50 respondents of various shoe
companies at Vellore district and the data was analysis by simple percentage analysis and
graph.
Analysis and Interpretation
Table 1: Would you refer someone to work here? Chart 1

Inference
The table 1 and chart 1 repentant whether the

employees are referring their company to other company employees. labour turnover is
happened in all kind of organisation. Because the worker are wants to change their job for
salary, time, distance from their home, and other allowance etc., In this table the 88% of
employees are accepted that they are referring their company to outside employees to work
here. This represents us that they are very much engaged with present job.

No. of Respondents %
Always 44 88
some times 5 10
Never 1 2
Total 50 100
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Table 2: Employee’s Attitudes about their Present Job

My job inspire me
I forget everything
when I am working

Time flies, when I
am working

To me my job is
challenging

I am proud on the
work that I do

No.
Respondent

%
No.

Respondent
%

No.
Respondent

%
No.

Respondent
%

No.
Respondent

%

Yes 31 62 28 56 27 54 35 70 37 74

No 11 22 12 24 13 26 12 24 12 24

No
Comments

8 16 10 20 10 20 3 6 1 2

Total 50 100 50 100 50 100 50 100 50 100

Chart 2
Inference

The above table and chart
represents the attitude towards
job. The employees work
engagement related with mind
and attitude. In this table 62% of
the workers inspire the job, 56%
of workers are dedicated in their
job because while working they
forgetting everything, 54% of the
employees are said that when

they working time flies, this commend is very true because especially in the shoe company time
is neglected one.74% of them said that they are proud to do their work and 70% of the workers
accepted that their job is challenged one. Because in the shoe company the work was allocated
each employee should be finished it that specific time and good quality. Each employee work is
very important in overall quality of shoe.

Table 3: Do you Balancing your Work and Life through Work Engagement?

Chart 3

Inference
It is generally believed that when the employees

are engaged with their work they are well in
balancing their work and life. This above table and
graph represents 90% of the workers are accepted
that the work life balance is balanced through work
engagement only in their present job.

No. of Respondents Percentage

Yes 45 90

No 5 10

Total 50 100
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Conclusion
Employee happiness and employee work engagement have become major business issues

now. The study has discussed how issues like employee work engagement and workplace
culture actually impact business revenues specifically shoe companies. In this era, if shoe
companies do not ensure ways to balance their employee’s work and personal life, it might cost
them heavily. If shoe companies want to hire and retain their employees, it needs to give them
flexible options that suit their needs. Having a good balance between work and personal life not
only improves overall productivity, but also keeps employee morale and motivation levels up.
Employee work engagement efforts mainly aim towards achieving better output; managing
demands and making employees feel more valued. So Shoe Companyemployees are need work
engagement through a variety of means like trainings, on boarding, constant interactions and
feedback can drastically improve work-life balance and could be the most effective ways to keep
employees engaged, committed and productive.

References
1. Bakker, A.B., &Leiter, M.P. (Eds.) (2010). Work engagement: A handbook of essential

theory and research. New York: Psychology Press.
2. Greenhaus, J. H., Collins, K. M., & Shaw, J. D. (2002). The relation between work-family

balance and quality of life. Journal of Vocational Behaviour, 63(2003), pp. 510-531.
Elsevier Science (USA).

3. Goodstein, J.D. (1994). Institutional Pressures and Strategic Responsiveness: Employer
Involvement in Work-Family Issues. The Academy of Management Journal Vol. 37, No. 2
(Apr., 1994), pp. 350-382, Stable URL: http://www.jstor.org/stable/256833.

4. Campbell, D. J., Campbell, K. M. & Kennard, D.(1994). The Effects of Family
Responsibilities on the Work Commitment and Job Performance of Non professional
Women. Journal of Occupational and Organizational Psychology, 67,283-296.

5. Murphy, F., & Doherty, L. (2011). The experience of work life balance for Irish senior
Managers. Equality, Diversity and Inclusion: An International Journal, Vol.30 Iss:4,
pp.252-277, Emerald Group Publishing Limited.

6. Hyman, J., & Summers, J., (2004). Lacking balance?: Work-life employment practices in
the modern economy. Personal Review. Vol.33 Iss: 4, pp.418-429, DOI:
10.1108/00483480410539498.

7. Schaufeli, W.B., Salanova, M., González-Romá, V., & Bakker, A. B. (2002). The
measurement of Engagement and burnout: A confirmative analytic approach. Journal of
Happiness Studies, 3, 71-92.

8. International, Vol.21 Iss: 2, pp.25-57, DOI: 10.1108/02610150210787073
9. https://aplusclick.wordpress.com/2013/01/06/what-motivates-us-to-work-hard/



Vol. 5 Special Issue 1 August 2017 ISSN: 2320-4168

Shanlax International Journal of Commerce pg. 115

WORK LIFE BALANCE – AN EMPIRICAL STUDY WITH
REFERENCE TO IT SECTOR

Debjani Guha
Ph. D Scholar, Department of Management Studies,

Bharathiar University, Coimbatore

Dr. S. Srividhya
Assistant Professor, Dept. of Management Studies,

Anna University Regional Campus, Coimbatore

Abstract
Work life balance refers to the effective management of multiple responsibilities at work, at home, and in the

other aspects of life. In IT sector the pressures of work have been intensifying in recent decades, for both men and
women. Factors such as the advances in information technology demand for speedy response, existence of tight
deadlines, importance attached to quality customer service - demand the time of those in the labour force, which
frequently lead to tremendous stress and pressure. Work schedules are complicating the matter for many families,
especially in the BPOs where employees need to work at night. This is the sector which needs to be addressed and
researched. This present study of work life balance will thus help in better understanding of the issue of work life
balance of employees working in the IT industry. The objective of the study is to study the family and work life of the
IT professionals, to understand the relationship between demographic variables and work life balance of the
respondents and examine the job involvement of the IT professionals. Descriptive research design was used. Brett and
Stroh (2003) scale for work life balance was administered to collect the responses from the respondents. The data was
collected through Survey Monkey. A total of 90 responses were collected and analysed. The analyses were done and
the interpretations were given.
Keywords:Work Life Balance, Job Involvement, IT Industry, BPO

Introduction
Work life balance refers to the effective management of multiple responsibilities at work, at

home, and in the other aspects of life. It is about effectively managing the juggling act between
work and home. The topic of work-life balance connotes that work should not completely
crowd out the other things that matter to people like time with family, participation in
community activities, voluntary work, personal development, leisure and recreation.
In IT sector the pressures of work have been intensifying in recent decades, for both men and
women. Factors such as the advances in information technology demand for speedy response,
existence of tight deadlines, importance attached to quality customer service - demand the time
of those in the labour force, which frequently lead to tremendous stress and pressure.
The pressures and demands of work reflected both in longer hours, more exhaustion and the
growth of evening and weekend work leave less scope for ‘quality’ family time. The demand of
work is feared to contribute to a reduced participation in non-work activities resulting in
incongruity between the two roles. The dreaded consequences include unstable family life,
unhappy couples and unhappy children, less willingness to take responsibility for care of elderly
relatives as well as a reduction in community participation. In order to avoid such unpleasant
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outcome, working women necessarily adopt certain balancing acts. Therefore men / women
who want to be successful in both their roles, at home and in their work places, keep a balance -
an organization of the two. Their lives become disciplined and they follow a synchronized
path. They make a great level of accommodation and adjustment between the two roles of a
woman.

Statement of the Problem
Work-Life Balance has become a major issue in the world of work. Information technology

has been one of the promising sector for India and generating revenues both for the domestic as
well as the global market. India's IT potential has attracted many multinationals to grab a share
of the pie and cash in on the IT boom. India's domestic market has also become a force to
reckon with as the existing IT infrastructure has been evolving both in terms of technology and
depth of penetration. Work schedules are complicating the matter for many families, especially
in the BPOs where employees need to work at night. This is the sector which needs to be
addressed and researched. This present study of work life balance will thus help in better
understanding of the issue of work life balance of employees working in the IT industry. The
findings of this study will help to identify the individual, family, and work related variables
related to work life balance. The industry would be able to formulate policies for recruitment,
development and deployment of professionals, thus leading to better talent management and
reduction in costs.

Review of Literature
Hammer et al. (1997) collected the data from 399 dual-earner couples and found that work

family conflict had strong crossover effects for both males and females, indicating that
individual’s level of work family conflict was a significant predictor of their partner’s level of
work family conflict. Kinnunen and Mauno (2007) collected data from a sample of 501
employees working in four organizations, i.e., municipal and social healthcare, manufacturing
for exports, a bank and a supermarket. The results indicated that interference from work to
family was more prevalent than interference from family to work among both sexes. However,
there were no gender differences in experiencing either work to family or family to work
conflict. Baral (2010) in a study of 485 employees working in varied organizations in India
found that working men and women in India experience more work family enrichment than
the work family conflict. It was also found that there were no gender differences in the
employee perception of work family enrichment. Rajadhyaksha and Velgach (2009) also found
that women experienced significantly higher family interference with work as compared to
men. However there were no significant differences between men and women in the experience
of work interference with family. Hill et al. (2001) too reported that gender was not
significantly correlated to work family balance indicating that men and women report similar
levels of work family balance. Wesley and Muthuswamy (2005) also did not find any gender
differences in the experience of work to family or family to work conflict and argued that it was
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because the financial resources were now being used to pay for the household activities which
earlier women had to do and moreover, men had also started to share some work at home.

Fuß et al. (2008) found that socio demographic factor of age group was a significant
predictor of work interference in family. The younger was the participant, the higher was the
perceived work interference in family. Morrow (1993), in his study said that it is likely
employees’ perceptions of work and work organizations have changed. Unless organizations
are able to meet a range of employee’s needs, employees cannot be expected to be highly
involved in their jobs or organizations.

At the educational level, the number females pursuing Ph.D.’s has now exceeded that of
men (Hirakata and Daniluk, 2009). Women now make up fifty percent of the workforce,
however issues such as representation of women at the leadership level and equal pay are still
prevalent in the United States (Mitchell, 2012; Peterson, R., 2012). In the 1980’s, there was a
push for women to break through the glass ceiling by acting more like men in the workplace.
Today there is more of a shift for women to readily identify as both professional and caregiver
changing the perception of women in the workforce (Mitchell, 2012). While this new
perception could allow for women to take advantage of work-life balance policies, many
women fail to utilize these benefits out of fear of seeming less capable or dedicated to the job
(Mitchell, 2012). A lack of work-life balance has been shown to have a negative impact on
certain aspects of psychological well-being (Frone, 2000; Higgins et al., 2010). Working
overtime has been shown to correlate with higher levels of anxiety and depression (Kleppan,
Sanne & Tell, 2008) and with a lack of work-life balance. Jang (2009) found a positive
correlation between work-place flexibility and work-life balance, which was related to positive
well-being.
Objectives

 To study the family and work life of the IT professionals

 To understand the relationship between demographic variables and work life balance of the
respondents

 To examine the job involvement of the IT professionals
Research Methodology

Descriptive research design was used to describe the Work Life Balance and Job
Involvement of IT Professionals. The study was conducted in Pune City of Maharashtra.
Measure of Work Life Balance

Brett and Stroh (2003) developed a survey of Work-Life Balance that operationalizes the
construct from a situationalist perspective, which measures work-life balance according to the
respondents’ point of view and overall satisfaction with variables related to work-life balance.
The WLB was measured in five point rating scale ranging from Strongly Disagree – 1 to
Strongly Agree – 5. A total of 18 items were asked.

Measure of Job Involvement
The job involvement was measured using five-point likert scale ranging from Strongly

Disagree – 1 to Strongly Agree – 5. 20 questions were asked out of 20; last four questions were
reversely scored.
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The questionnaire was sent to 126 respondents through Survey Monkey website. Since IT
people are comfortable and access with computer with internet, the questionnaire was sent
through E-mail. 90 questionnaires which were complete in all the aspects were taken into final
consideration. The data was analysed using SPSS version 19. The results were presented with
interpretation.

Data Analysis
Table 1: Personal Profile of the Respondents

Profile Labels Frequency Percent

Age

18-25 9 10.0
26-35 57 63.3
36-45 21 23.3
Above 46 3 3.3

Total 90 100.0

Gender
Male 63 70.0
Female 27 30.0

Total 90 100.0

Educational
Qualification

UG 18 20.0
PG 63 70.0
Diploma / Others 9 10.0

Total 90 100.0

Marital Status
Single 27 30.0
Married 63 70.0

Total 90 100.0

Experience

0 - 5 Years 30 33.3
5 - 12 Years 33 36.7
12 - 20 Years 21 23.3
Above 20 Years 6 6.7

Total 90 100.0

Income

Upto 3 Lakhs 15 16.7
3 - 8 Lakhs 33 36.7
8 - 12 Lakhs 18 20.0
More than 12 Lakhs 24 26.7

Total 90 100.0

Age of the Respondents
Age is an important variable to understand the work life balance. The present study reveals

that 63.3 percent of the respondents were in the age group between 26 – 35 years, nearly one
fourth (23.3%) of them were between 36 – 45 years, only 10 percent and 3.3 percent of them
were in the age group between 18 – 25 years and above 45 years respectively. This shows that
more number of respondents between the age group of 26 – 35 years is working in IT industry.

Gender of the Respondents
Gender plays a crucial role in determining the work life balance. The result shows that two

third (70%) of the respondents were male and the nearly one third (30%) of them were female.
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Education of the Respondents
The education is classified as Under Graduate (UG), Post Graduate (PG) and Diploma

holders or Other qualifications. In the present study 70 percent of the respondents were studied
up to Post Graduate, only 20 percent of them were studied up to Under Graduate and the
remaining 10 percent of them were holding diploma / other qualifications in the IT Industry.
Marital Status

Marital Status is also determines the work life balance. Married person is having more
responsibilities than an unmarried person. He / she has to balance well the work and the
family. The result shows that majority (70%) of the respondents were married and the
remaining 30 percent of them were Single.
Experience

More than one third (36.7%) of the respondents were having 5 – 12 years of experience in
the IT sector, whereas, one third (33.3%) of them were having 0 – 5 years of experience, nearly
one fourth (23.3%) of them were having 12 – 20 years and only 6.7 percent of them were
having above 20 years of experience in IT industry.
Income

The result shows that 36.7 percent of the respondents were having income between 3 – 8
lakhs, more than one fourth (26.7%) of them were earning more than 12 lakhs per annum, one
fifth (20%) of them were getting an income between 8 – 12 lakhs and only 16.7 percent of them
were having an income up to 3 lakhs per annum. This shows that employees in the IT industry
were having good income.

Table 2: T - test between Genders of the Respondents with regard to
Work Life Balance and Job Involvement

S. No Label N Mean SD Statistical Inferences

1. Work Life Balance
Male 63 57.90 5.684 t = -0.054

p = 0.957
Not SignificantFemale 27 58.00 8.348

2. Job Involvement
Male 63 67.90 5.777 t = -1.838

p = 0.069
Not SignificantFemale 27 70.44 6.518

Independent sample t-test was conducted to know the significant difference between gender
and work life balance and job involvement. The result shows that there is no significant
difference between male and female with regard to work life balance (t = -0.054, p = 0.957) and
job involvement (t = -1.838, p = 0.069). This result is consistent with Hill et.al (2001).

Table 3: T – test between Marital Status of the Respondents with regard to
Work Life Balance and Job Involvement

S. No Label N Mean SD Statistical Inferences

1. Work Life Balance
Single 27 60.00 5.923 t = 1.993

p = 0.049
SignificantMarried 63 57.05 6.646

2. Job Involvement
Single 27 70.44 8.872 t = 1.838

p = 0.069
Not SignificantMarried 63 67.90 4.264
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Independent sample t-test was conducted to know the significant difference between marital
status and work life balance and job involvement. The result shows that there is a significant
difference between Single (M = 60.0, SD = 5.923) and Married (M = 57.05, SD = 6.646) with
regard to Work Life Balance (t = 1.993, p = 0.049), further the result reveals that the
respondents who are single were having better Work Life Balance when compared with
married respondents. But there is no significant difference between marital status and Job
Involvement (t = 1.838, p = 0.069).

Table 4: One way Analysis of Variance between various Demographic variables of
Respondents and Work Life Balance

S.
No

Variable SS DF MS Mean SD
Statistical
Inferences

1.

Age
Between
Groups
Within
Groups

347.134
3468.466

3
86

115.711
40.331

18-25
26-35
36-45

Above 46

61.67
57.42
58.86
50.00

9.579
6.012
5.961
.000

F = 2.869
P = 0.041
Significant

2.

Education
Between
Groups
Within
Groups

58.743
3756.857

2
87

29.371
43.182

UG
PG

Diploma /
Others

56.33
58.38
58.00

3.290
7.272
6.062

F = 0.680
P = 0.509

Not Significant

3.

Experience
Between
Groups
Within
Groups

463.283
3352.317

3
86

154.428
38.980

0 - 5 Years
5 - 12 Years
12 - 20 Years
> 20 Years

58.40
57.73
59.86
50.00

7.379
6.395
4.820
.000

F = 3.962
P = 0.011
Significant

4.

Income
Between
Groups
Within
Groups

825.473
2990.127

3
86

275.158
34.769

< 3 Lakhs
3 - 8 Lakhs
8 - 12 Lakhs
> 12 Lakhs

64.20
57.09
54.50
57.75

5.046
6.630
3.884
6.496

F = 7.914
P = 0.000
Significant

* The mean difference is significant at the 0.05 level
One way Analysis of Variance among various demographic variables with regard to Work

Life Balance was tested. It is inferred from the above result that there is a significant difference
between Work Life Balance with regard to age groups of the respondents (F = 2.869,
P = 0.041), Experience (F = 3.962, P = 0.011) and Income (F = 7.914, P = 0.000). Further the
mean score reveals that the respondent whose mean score is more is having more Work Life
Balance than others. The result reveals that the age group between 18 – 25 years (M = 61.67,
SD = 9.579) were having more Work Life Balance compared to other age groups, respondents
who were having experience of 12 – 20 years (M = 59.86, SD = 4.820) and respondents with
the income group of less than 3 lakhs per annum (M = 64.20, SD = 5.046) were having better
Work Life Balance than others. But there was no significant difference between Work Life
Balance and Educational Qualification (F = 0.680, P = 0.509) of the respondents.
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Table 5: One way Analysis of Variance between various Demographic variables of
Respondents and Job Involvement

S.No Variable SS DF MS Mean SD
Statistical
Inferences

1.

Age
Between
Groups
Within
Groups

379.534
2916.466

3
86

126.511
33.912

18-25
26-35
36-45

Above 46

74.33
68.58
66.86
66.00

12.619
4.551
4.912
.000

F = 3.731
P = 0.014

Significant

2.

Education
Between
Groups
Within
Groups

51.786
3244.214

2
87

25.893
37.290

UG
PG

Diploma /
Others

67.83
69.14
67.00

3.485
6.138
9.367

F = 0.694
P = 0.502

Not Significant

3.

Experience
Between
Groups
Within
Groups

394.618
2901.382

3
86

131.539
33.737

0 - 5 Years
5 - 12 Years
12 - 20 Years
> 20 Years

68.40
70.55
68.00
62.00

8.101
4.610
3.332
4.382

F = 3.899
P = 0.012

Significant

4.

Income
Between
Groups
Within
Groups

616.955
2679.045

3
86

205.652
31.152

< 3 Lakhs
3 - 8 Lakhs

8 - 12 Lakhs
> 12 Lakhs

74.00
66.27
68.83
68.50

8.460
4.584
6.600
3.388

F = 6.602
P = 0.000

Significant

*The mean difference is significant at the 0.05 level
One way Analysis of Variance among various demographic variables with regard to Job

Involvement was tested. It is inferred from the above result that there is a significant difference
between Job Involvement with regard to age groups of the respondents (F = 3.731, P = 0.014),
Experience (F = 3.899, P = 0.502) and Income (F = 6.602, P = 0.000). Further the mean score
reveals that the respondent whose mean score is more is having more Job Involvement than
others. The result reveals that the age group between 18 – 25 years (M = 74.33, SD = 12.619)
were having more Job Involvement compared to other age groups, respondents who were
having experience of 5 - 12 years (M = 70.55, SD = 4.610) and respondents with the income
group of less than 3 lakhs per annum (M = 74.00, SD = 8.460) were having better Job
Involvement than others. But there is no significant difference between Job Involvement and
Educational Qualification (F = 0.694, P = 0.502) of the respondents.

Findings

 More than half (63.3%) of the respondents are in the age group between 26 – 35 years.

 Majority of the respondents are male and married.

 Majority of the respondents are studied up to Post Graduate.

 More than one third (36.7%) of them are having 5 – 12 years of experience in the IT
industry.

 More than one third (36.7%) of them are earning between 3 – 8 lakhs per annum.

 There is no significant difference between male and female with regard to Work Life
Balance and Job Involvement.
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 There is a significant difference between Single and Married with regard to Work Life
Balance.

 There is no significant difference between Single and Married with regard to Job
Involvement.

 There is a significant difference in the mean score of Work Life Balance with regard to Age
group of the Respondents, Experience and Income.

 There is no significant difference in the mean score of Work Life Balance with regard to
Educational Qualification.

 There is a significant difference in the mean score of Job Involvement with regard to Age
group of the Respondents, Experience and Income.

 There is no significant difference in the mean score of Job Involvementwith regard to
Educational Qualification.

Suggestions
IT industry should provide for a variety of work life balance programmes in order to meet

diverse needs of IT professionals. The professionals need to be oriented towards the various
work life balance programmes being offered by the organization so as to motivate them to take
benefit of the programmes. The responsibility of creating awareness may be entrusted to the
human resource department of the organization. The organization should focus on the factors
influencing job involvement of the employees. Further research studies such as

 A comparative study of work life balance of workers working in different industries can be
studied.

 A comprehensive study of both antecedents and consequences of work life balance can be
undertaken.

 Impact of work life balance programmes on employees and organizations can be studied.

Conclusion
The concept of Work Life Balance and Job Involvement has attracted the attention of not

only different organizations but also researchers and HR practitioners. This mainly could be
attributed to ever increasing demands of work along with increased family demands owing to
the necessity of spouses to be employed and quest for personal achievements in personal life.
This paper is an attempt to compile together salient investigations on Work Life Balance and
Job Involvement of IT industry employees. Additionally, the paper also attempts to explore
possible scope for further research in the area for achieving better modelling and thereby enable
accurate estimations of WLB and Job Involvement among employees towards ensuring higher
performance deliverance.
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Abstract
Chemicals play a major role in our food. The preservatives, taste enhancers and flavours help the food to be

palatable and increase the shelf life. The chemical industry is critical for the economic development of any country,
providing products and enabling technical solutions in virtually all sectors of the economy. The chemical sector has
witnessed growth of 13-14% in the last 5 years while petrochemicals have registered a growth of 8-9% over the same
period. In 2015, India chemicals industry had a market size of USD144 billion. In terms of value and production
volume, Indian chemical industry is the 3 rd largest producer in Asia and 6th by output in the world. Indian chemical
industry could grow at 11 per cent p.a. to reach size of USD224 billion by 2017. By 2025, the Indian chemical
industry is projected to reach USD403 billion. The chemical industry in India is a key constituent of Indian economy,
accounting for about 2.11 per cent of the GDP. More than 70,000 commercial products such as petrochemicals and
basic chemicals are covered under chemical sector. Challenges: Today’s fast-paced technology landscape has changed
the way business is done, as well as the nature of many chemical industry challenges—and it is time to turn these
challenges into new opportunities. 1. Responding to unanticipated variations in commodity prices, handling the
increased scrutiny from recalls and quality audits, Managing operational and manufacturing data, Driving down
formula costs to create new efficiencies. Favorable demographics and strong economic growth are driving demand for
chemicals. India’s growing per capita consumption and demand for agriculture-related chemicals offers huge scope of
growth for the sector in the future. Hence, In This paper makes an attempt to Study on the Problems and Prospects of
Chemical Industries in India.
Keywords: Chemical, India, Technology, Export, Industry, Problems

Introduction
The chemical industry comprises the companies that produce industrial chemicals. Central

to the modern world economy, it converts raw materials (oil, natural gas, air, water, metals,
and minerals) into more than 70,000 different products. Demand for basic organic chemicals
has a potential to grow at 10% p.a. to reach 5 million tonnes by end of the XIIth plan period.
To cater to this demand and move towards self-sufficiency, the organic chemical industry must
target a growth of 10-12% p.a. during the XII th plan period Value exports of inorganic
chemicals from India is estimated at USD1.21 billion in FY16, with the organic chemical
market reaching USD11.51 billion in FY16. Exports of organic chemicals from India stood at
USD4.02 billion in FY16. Chemicals exports reach $ 9.76 billion in Apr-Dec 2017. The R&D
spending of chemical industry is estimated to increase to around USD12.4 billion by 2018.
India is currently the world’s third largest consumer of polymers and third largest producer of
agrochemicals. India specialty chemical market is expected to reach USD70 billion by 2020.
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Growth of Chemical Industry in India
The domestic chemical industry is expected to grow to $226 billion by 2020, said

Commerce Minister Nirmala Sitharaman here today. The global chemical industry is estimated
at $4.3 trillion, with Indian chemical industry accounting for $147 billion in 2015. The Indian
chemical industry is expected to grow to $226 billion by 2020, Sitharaman said, after presenting
awards to leading chemical exporters at a function here. “While exports have shown a decline
of 7.8 per cent from $12.66 billion in 2014-15 to $11.67 billion in 2015-16, that is in terms of
value, in terms of volume the exports have shown a remarkable growth of 7.51 per cent from
52.9 lakh tonnes in 2014-15 to 56.9 lakh tonnes in 2015-16, which is a positive sign,”
Sitharaman said.

The Budget 2017-18 focused on boosting the industry, and reduction in corporate tax for
MSMEs by 5 per cent and the new Trade Infrastructure Export Scheme will help exporters
reduce transaction costs and become globally competitive, she said. Also, initiatives such as
CBEC’s Single Window Interface for Facilitating Trade (SWIFT), Make in India, relaxation of
environmental norms for the chemical industry and the expected GST rollout would spur the
growth of chemical sector, Sitharaman added. The domestic chemical industry, third largest
producer in Asia and 12th in the world, is a key constituent of Indian economy, she said. The
Indian chemicals industry has a diversified manufacturing base that produces world-class
products. There is a substantial presence of downstream industries in all segments. Further, this
large and expanding domestic chemicals market also boasts of a large pool of highly-trained
scientific manpower. Chemicals constitute 5.4% of India’s total exports. India already has a
strong presence in the export market in the sub-segments of dyes, pharmaceuticals and agro
chemicals. India exports dyes to Germany, the UK, the US, Switzerland, Spain, Turkey,
Singapore and Japan.

The industry is primarily located in the western and southern regions of India, with
approximately half of the industry concentrated in Gujarat. Other significant areas of
production exist in Maharashtra, Rajasthan, Uttar Pradesh, Maharashtra, Punjab, Tamil Nadu,
Madhya Pradesh, Kerala, and Andhra Pradesh. Between the years 2005 and 2009, the Indian
chemicals market grew annually by an average of 11% to reach a value of USD 92.7 billion.
Table 1: Year Wise Total Production of Major Chemicals (000’ MT)
Source: Department of Chemicals and Petrochemicals, Government of India

From the above table reveals that the total
chemical production in India was 4794 MT in
2015-16 and reached to 5867 MT in 2016-17.
Favourable demographics and strong economic
growth are driving demand for chemicals
External demand and specialty chemicals have
also contributed strongly to the growth of the
industry India’s growing per capita consumption

and demand for agriculture-related chemicals offers huge scope of growth for the sector in the
future.

Year Production

2011 - 12 9107

2012 -13 9396

2013 -14 9440

2014 -15 9628

2015 -16 4794

2016 -17 5867
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Importance of Chemical Industry in India
Chemical Industries are the prime factors to convert the raw materials into desired products

that we use in our day-to-day life. This has brought a tremendous change in the way the things
operate. It is very important for us to understand the importance of the chemical industry
which has touched all our facets of life like Agriculture, Environment, Food, Hygiene, Décor,
and Transportation etc. It has also significantly used in re-cycling industries to curb the usage of
virgin products. Re-cycling helps a lot in utilizing the waste materials, and gives one more life-
cycle for the products.
• Chemicals play a major role in our food.
• Fertilizers, and pesticides aids in the agriculture and development.
• Pharma industries and life saving drugs are the fastest growing industry in India.
• Toiletries like soaps, scents, perfumes, and deodorant are personnel products that we use

every day.
• Advanced researches like bio-engineering, mutation, artificial human organ production and

genetic-reengineering are made possible in India, only with the help of the proper chemical
industries. India is taking a giant leap in research in these sectors. Chemicals are a part of
every aspect of human life, right from the food we eat to the clothes we wear to the cars we
drive. Chemical industry contributes significantly to improving the quality of life through
breakthrough innovations enabling pure drinking water, faster medical treatment, stronger
homes and greener fuels. The chemical industry is critical for the economic development of
any country, providing products and enabling technical solutions in virtually all sectors of
the economy. In order to emphasize the importance of the chemical industry in meeting the
key challenges for the future, the United Nations Organization has proclaimed 2011 as the
‘International Year of Chemistry’
The Indian chemical industry manufactures a wide spectrum of products spanning basic,

specialty and knowledge. As of now, basic segment leads with 57% but the knowledge segment
is growing at a much faster rate than basic or specialty. The major constituents of the Indian
chemical industry are: Petrochemicals, Inorganic Chemicals, Organic Chemicals, Paints and
Dyes, Agro-chemicals, Fine and Specialty Chemicals, Fertilizers

Overview of Indian and Global Chemical Industry
The government has announced a number of measures to improve competitiveness in the

sector. Share of manufacturing approved by the Cabinet as per the erstwhile Planning
Commission would contribute 25 per cent of the GDP by 2025. Approval is granted for FDI up
to 100 per cent in the chemicals sector, excise duty reduced from 14 per cent to 10%, strong
laws on anti-dumping to further promote the industry. Cumulative FDI inflows into chemical
industry reached USD11, 900.29 million, during April 2000-March 2016. Policies that have
been initiated to set up integrated Petroleum, Chemicals and Petrochemicals Investment. New
initiatives are likely to attract large investments, both domestic and foreign, with requisite
improvements in infrastructure and competition. Indian chemical industry – It is recommended
that a national steering committee be set up under the Ministry of Chemicals and Fertilizers to
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ensure successful implementation of the 10 point agenda. The committee should have
representatives from government (Ministry of Chemicals), industry (representatives from key
sectors) and academia. Possible members could be the Minister of Chemicals &
Petrochemicals, the Secretary of Chemicals & Petrochemicals, members from the Planning
Commission, managing directors from large-scale and small scale specialty chemical
companies, directors of chemical universities (like Institute of Chemical Technology or any
Indian Institute of Technology) and consultants

Top 20 Chemical Companies in India
United Phosphorous, Tata Chemicals, Pidilite, Nirma Limited, Hikal Limited, Gujarat,

Narmada Valley Fertilizer Company Limited, GHCL, Gujarat Alkalies and Chemicals Ltd,
Atul Limited, Aarti Industries Limited, India Glycols, Phillips Carbon, Vikas WSP, Solar
Industries Ltd, Himadri Chem, Linde India, Jayanti Agro Org, Thirumalai Chem, Nirma,
Pidilite. United Phosphorous

Common Problem of Chemical Industries
In the last two decades, tremendous efforts have been devoted towards the development

and design of new chemical processes. These people are recesses are required to be more
selective and energy efficient in order to reduce production costs, as well as reducing its impact
on the environment. Research towards this goal is still gaining momentum and there are still
many challenges ahead of the scientific community. In this special issue, published in
Challenges, we create a forum to publish research with respect to “Challenges in Chemical
Processes”. We envision manuscripts both with chemical and engineering focus, i.e.
highlighting recent, cutting-edge developments on chemical reactions, their processing and their
reactors/plants. In particular, this includes challenges in employing alternative energies in
chemical processes, hydrogen production for fuel cells, developing novel pathways for organic
synthesis and in particular for biofuels /biomass, devising new and improved reactor designs,
improving synthetic methodologies by means of micro reactor technology, flow chemistry,
process intensification, photochemistry, green chemistry, green processing, catalysis or bio
catalysis, and developing and using tunable and green solvents (e.g. ionic liquids, fluorous
solvents, etc.) for the chemical industry. We will consider any submissions associated with
novel and advanced Chemical Processes.

What is the Future of Chemical Industries in India?
In the world production of chemicals, Indian industry stands at 12th position. A decade of

economic reforms and recent demonetization has resulted in major changes in the way the
Indian chemical manufacturers work and operate. Due to its low cost infrastructure, the
country has huge export potential. According to a recent report, India's chemical exports have
the potential to raise US$ 600 billion by 2025. This defines an investment of US$ 350 billion in
chemical industry alone. In some categories of chemicals, India does have the advantage for
exports (dyes, pharmaceuticals and agrochemicals) by establishing strategic alliances with
countries like Russia. With the expertise and know-how available in the country, there is a
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tremendous export potential in dyestuff and agrochemical market. Availability and abundance
of raw materials for titanium dioxide and agro-based products, such as castor oil provide an
opportunity to yield significant value addition. The industry comprises both small-scale and
large units (including MNCs) and produces thousands of products and byproducts ranging
from plastics and petrochemicals to cosmetics and toiletries. The industry consumes a
significant share (around one-third) of its own production. The industry has a 14% weightage in
the overall Index of Industrial Production (IIP) which gives an indication of its importance in
the country’s industrial growth. The Indian advantage lies in the manufacturing of basic
chemicals that are also known as commodity chemicals that account for about 57% of the total
domestic chemical sector.

The licensing requirements have been removed except in the case of hazardous chemicals.
Entrepreneurs are now allowed to set up chemical industries through the Industrial
Entrepreneurs’ Memorandum (IEM) route. In order to develop the country as a major chemical
hub, the government set up petroleum, chemicals and petrochemical investment regions
(PCPIR). These regions directed investments for establishing manufacturing facilities for
domestic and export led production of petroleum, chemicals and petrochemicals. The PCPIR
may include one or more SEZs, industrial parks, free trade and warehousing zones, EOUs, or
growth centres, duly notified under the relevant central or state legislation or policy. All the
benefits available under the relevant legislation or policy will continue to remain available to
the said zones or parks, as the case may be, forming part of the PCPIR. The allied industries
such as leather, plastics, food processing, rubber, textiles offer huge growth opportunities in the
long term for the chemical industry. Besides, the government is also undertaking several
initiatives to sustain the growth of the industry. In the Union Budget, the Department of
Chemicals and Petrochemicals was granted an outlay of Rs 1239.7 billion. Likewise, the textile
sector, which is the most important consumer of the chemicals, was granted an outlay of Rs
1450 Billion to concomitantly sustain textile sector growth and boost demand for chemicals.
INDIAN CHEMICAL COUNCIL (ICC) is dedicated to the growth and promotion of the
Chemical Industry in India. We support and promote all branches of the industry through a
variety of events, trainings, awards & recognitions, policy adviser and other useful activities.
Chemical industry will grow to $ 226 billion by 2020 said our Honorable Union Minister of
State for Commerce and Industry Nirmala Sitaraman.

Conclusion
The Indian chemical industry comprises primarily of three key segments; basic chemicals

including petrochemicals, fertilizers, inorganic chemicals and other industrial chemicals,
specialty chemicals and knowledge chemicals including pharmaceuticals and agro-chemicals.
The large number and wide spectrum of chemical products can be classified into several
categories, including inorganic and organic (commodity) chemicals, plastics and
petrochemicals, dyes and pigments, fine and specialty chemicals, pesticides and agrochemicals,
and fertilizers. The chemical industry is one of the most diversified industrial sectors in India
and has come to form the backbone of India’s industrial and agricultural development by
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providing critical building blocks for downstream industries and end products for private
consumers. Technology up gradation is required essentially for improving efficiency. The
Government has taken various steps to improve the productivity and efficiency in the chemical
sector. The government policies such as 100% FDI and SEZ and industrial parks model of
development have also led to increase in the overall investment in the sector.
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Abstract
In the modern era of globalization, it has become a challenge to keep the customers as well as consumers in fold

and even keep our natural environment safe and that is the biggest need of the time. Consumers are also aware of the
environmental issues like:global warming and the Impact of environmental pollution. Green marketing is a
phenomenon which has developed particular important in the modern market and has emerged as an important
concept in India as in other parts of the developing and developed world, and is seen as an important strategy of
facilitating sustainable development. In this research paper, main emphasis has been made of concept, need and
importance of green marketing. Data has to be collected from multiple sources of evidence, in addition to books,
journals, websites, and newspapers. It explores the main issues in adoption of green marketing practices. The paper
describes the current Scenario of Indian market and explores the challenges and opportunities businesses have with
green marketing. The paper examines the notion of ‘green marketing’ and the challenges which are associated with
different aspects of green marketing in the present scenario. It also includes the strategies which are to be employed, so
that the green marketing can be expedited and pave the way to make the ‘green products’ more ‘ecological viable’ as
well as’ economical viable for the consumers belong to different hierarchy. Why companies are adopting it and future
of green marketing and concludes that green marketing is something that will continuously grow in both practice and
demand.
Keywords: Environmental pollution, Green Marketing, Globalization, Global Warming, Sustainable Development

Introduction
The term Green Marketing came in the late 1980s and early 1990s, began in Europe in the

early 1980s when certain products were found to be harmful to the environment and society as
a whole. Consequently new types of products were created, called “Green product” that would
cause less damage to the environment. According to the American Marketing Association,
green marketing is the marketing of products that are presumed to be environmentally safe.
Thus green marketing incorporates a broad range of activities, including product modification,
changes to the production process, packaging changes, as well as modifying advertising. It is a
complex combination which includes varying social, environmental and retail definitions
attached to this term. Thus “Green Marketing” refers to holistic marketing concept wherein the
production, marketing consumption that is detrimental to the environment with growing
awareness about the implication of global warming, non-biodegradable solid waste, harmful
pollutants etc.
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As resources are limited and human wants are unlimited, that is why, it’s an imperative to
make a judicious use of resources available, as well as to achieve the desired objectives of
organization. So green marketing is quite inevitable, so that may make the best use of available
natural and man-made resources. As a result, green marketing notion has been given a third
dimension to man and environment relationship. It includes sustainability and socially
responsible products and services, rendered for human being, living on this earth. That is why
green marketing has been widely adopted by the firms would wide and the following are the
reason for widely adoption of this conception. There are basically five reasons for which a
marketer should go for to adoption of green marketing-
1. Opportunities or Competitive advantage
2. Corporate social responsibility (CSR)
3. Government pressure
4. Competitive pressure
5. Cost or Profit issues

Definition of Green Marketing
The holistic management

process responsible for identifying,
anticipating and satisfying the
requirements of customers and
society, in a profitable and
sustainable way (Peattie, 1995).
Green marketing consists of all
activities designed to generate and
facilitate any exchanges intended

to satisfy human needs or wants, such that the satisfaction of these needs and wants
occurs, with minimal detrimental impact on the natural environment.

Literature Review
Prothero, A. (1998) introduces several papers discussed in the July 1998 issue of 'Journal of

Marketing Management' focusing on green marketing. This includes; a citation of the need to
review existing literature on green marketing, an empirical study of United States and
Australian marketing managers, a description of what a green alliance look like in practice in
Great Britain, ecotourism and definitions of green marketing. Oyewole, P. (2001). In his paper
presents a conceptual link among green marketing, environmental justice, and industrial
ecology. It argues for greater awareness of environmental justice in the practice for green
marketing. A research agenda is finally suggested to determine consumers' awareness of
environmental justice, and their willingness to bear the costs associated with it.

Kilbourne, W.E. (1998) discusses the failure of green marketing to move beyond the
limitations of the prevailing paradigm. The author identifies areas that must be examined for
their effect in the marketing/environment relationship, namely economic, political and
technological dimensions of the cultural frame of reference.
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Donaldson (2005) in his study realized in the Great Britain initially concluded that in
general the ecological attitude of consumers changed positively. This study reported the strong
faith of consumers in the known commercial brands and in the feeble behavior referring to the
"green" claims, which was the main cause behind the consuming failure to interpret their
concerns beyond the environment in their behavior. Brahma, M. & Dande, R. (2008), The
Economic Times, Mumbai, had an article which stated that, Green Ventures India is a
subsidiary of New York based asset management firm Green Ventures International. The latter
recently announced a $300 million India focused fund aimed at renewable energy products and
supporting trading in carbon credits. Sanjay K. Jain & Gurmeet Kaur (2004) in their study
environmentalism have fast emerged as a worldwide phenomenon. Business firms too have
risen to the occasion and have started responding to environmental challenges by practicing
green marketing strategies. Green consumerism has played a catalytic role in ushering
corporate environmentalism and making business firms green marketing oriented. Based on the
data collected through a field survey, the paper makes an assessment of the extent of
environmental awareness, attitudes and behaviour prevalent among consumers in India.
Objectives of the Study
1. Eliminate the concept of waste
2. Reinvent the concept of product
3. Make environmentalism profitable
4. Bringing out product modification
5. Changing in production processes
6. Packaging changes
7. Modifying advertising
Green Marketing Process

Fig. 2: The Green Marketing Process
Green marketing process comprises

with external and internal Ps. After
integrating external and internal Ps, green
success will automatically come through
four Ss. Here external 7 Ps consists of
Paying customers, Providers, Politicians,
Pressure groups, Problems, Predictions
and Partners; internal 7Ps consists of
Products, Promotion, Price, Place,
Providing information, Processes and
Policies. After integrating external and
internal 7Ps, we can find out the green
successes through 4 Ss such as Satisfaction
– of stakeholder needs, Safety – of
products and processes, Social
acceptability –of the company and
Sustainability – of its activities.
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Importance of Green Marketing
1. 1.Organizations perceives environmental marketing to be an opportunity that can be

used to achieve its objectives.
2. Organizations believe they have a moral obligation to be more socially responsible.
3. Governmental bodies are forcing firms to become more responsible.
4. Competitors' environmental activities pressure firms to change their environmental

marketing activities.
5. Cost factors associated with waste disposal, or reductions in material usage forces firms

to modify their behavior

Challenges in Green Marketing
There is sizable numerical strength of organizations which would like to turn green, as an

increasing number of consumers’ want to associate themselves with environment-friendly
products. There is wide spread confusion among the consumers regarding products. In
particular, where one often finds erosion of creditability of green product. Therefore, to ensure
consumer confidence, marketers of green products need to be much more transparent and
refrain from breaching any law or standards relating to products or business practices.
There is large number of challenges in the field of green marketing which Mary be sum up as
follows:

Need for standardization of the products: It has been observed that very loss proportionate
of the marketing message from “Green” campaigns is true to requisite standard and reflect the
authenticity which they claim. There is no ‘yard stick’ currently, from where we could certify
that the product as organic.

New notion: The consumers of different rural and urban hierarchy are gradually becoming
aware of the merits of green products. But it is still new notion or concept for the masses. It is
therefore, become imperative to educate the people about growing menace of deteriorating
environment.

Long gestation period require patience persevence: It has been observed that the inventers
and corporate need to view the environment as a long-term investment opportunity. It is
because of the projects related to ‘Green Marketing’ have a long-gestation period. It require a
lot of patience to get the desired results.

Avoiding green myopia: The first principle of green –marketing is focusing the customer
benefits. i.e that is why consumers buy particular goods and services in their first priority. Is it a
right approach and motivate the customers to buy particular brands or even pay a premium for
a ‘greener’ surrogative products. If green product not economical viable, as a result, it will
reduce the market acceptability. Other challenges, associated with ‘Green Marketing’ are green
products which require renewable and recyclable material at the cost effective. It require a
modern technology which again huge cost in Research and Development.
Strategies to be Executed for Green Marketing

1. Product Differentiation: It is a paramount need to make continuous efforts which can
be helpful to differentiate then products and services using green marketing practices. There is a
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wide range of markets which includes retailing etc. the manufactures have used eco-
performance to differentiate and to compete.

2. Value positioning of consumer: The organization can design environmental products to
perform as promoting and delivering the customer’s desired value of environmental products
and target relevant customer market segment can be proved conducive to organization to
differentiate.

3. Designing of bio-degrading prone packaging: It has been observed that promotion of
green products have been strongly influenced by the design making of the customers. Thus it
indicates that bio-degradable packing will affect in a strong and moderate on their decision
making.

4. Product strategy for green marketing: In order to promote marketing for green
marketing it is an urgent need to identify customer’s environmental necessities and develop the
products accordingly. It includes more environmentally responsible packages which ensure that
products meet or exceed the quality expectation of the consumers; so that the marketers may
charge higher price with highlighting the eco-logical viability of the products.

5. Distribution strategy of green marketing: In this strategy of green marketing, it is very
essential to take customer support. In this case, the location must be differentiated form the
competitors. It can be achieved by promoting the in-store activities like recycling of materials to
focusing the environmental and other related benefits.

6. Life cycle analysis of green marketing: Product brand is a vital aspects, which can help
to formulate plans for green marketing. It is a best tool for performing life cycle analysis
complex assessment which can make available the vital statistics on social, environmental and
economic impact of products through the supply chain production process and after the
purchase. Life cycle analysis can inform a brand requirement to go before it claims to be
sustainable.

Research Methodology
One of the biggest problems with the green marketing area is that there has been little

attempt to academically examine environmental or green marketing. While some literature
does exist, it comes from divergent perspectives. This paper attempts to throw light on the
conceptual issues associated with green marketing. The present study is exploratory in nature to
provide a clear guidance for empirical research. It is also descriptive where the focus is on
factfinding investigation with adequate interpretation. For this purpose secondary data were
collected. The secondary data were collected through newspapers, magazines, books, journals,
conference proceedings, Government reports and websites.

Conclusion
Now this is the right time to select - Green Marketing globally. It will come with drastic

change in the world of business if all nations will make strict roles because green marketing is
essential to save world from pollution. From the business point of view because a clever
marketer is one who not only convinces the consumer, but also involves the consumer in
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marketing his product. Green marketing should not be considered as just one more approach to
marketing, but has to be pursued with much greater vigor, as it has an environmental and social
dimension to it. Green marketing is relatively a new notion to the most of the consumers.
However, the green marketing is the marketing of product that are presumed to be
environmentally safe. Therefore, it become very essential to understand the dualism between
green marketing and the growing price of the green product, so that the green product can be
within the reach of the consumers of different hierarchy. It require a periodic review of the
‘green product’, so that the products may become ‘ecological viable’ as well as ‘economical
viable’ for the consumers, especially belong to middle and low income groups. Thus an
environmental committed organization may not only produce goods that have reduced their
detrimental impact on the environment, they may also be able to pressure their suppliers to
behave in a more environmentally "responsible" fashion. Final consumers and industrial buyers
also have the ability to pressure organizations to integrate the environment into their corporate
culture and thus ensure all organizations minimize the detrimental environmental impact of
their activities.
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Abstract
Marketing is one arena where technology and innovation can act as the catalyst to success. A marketing strategy

backed by high end technology provides the marketer with a competitive edge of tapping up the market potential by
stirring up an enthusiasm in the targeted market segment. To have a sustained connectivity with the customer is the
major objective of an effective digital marketing campaign. With the explosive growth of investment in the digital
marketing campaigns, there is a cut throat competition happening in the business environment to utilize high end
technology to arouse interest and zeal in the customer to indulge in buying behavior. Augmented Reality Marketing is
one such technological advancement which is making head ways in the marketing scenario recently. It is one of the
newest forms of marketing strategies adopted by companies to provide a delightful product experience for the customer.
Augmented reality is a digital technology that superimposes text, images, or video on any physical surface. It can
provide an enhanced value proposition to the customer due to its extent of personalization and novelty. Augmented
reality allows users to navigate through an augmented reality world, where videos, images etc are overlaid on a real-
time physical environment. The enhanced image created by Augmented Reality marketing induces a sense of fun filled
personalization resulting in high level of customer engagement. This paper aims to provide an understanding of
augmented reality marketing and how an effective augmented reality marketing strategy can transform the digital
marketing scenario.
Keywords: Augmented Reality Marketing, customer engagement, digital marketing

Introduction
Digital Marketing has raked up revolutionary changes and challenges in the marketing

scenario by offering tailor made innovative experiences to the customers that ensures
interactivity with the customers and hence aiming to enlighten, engage, entertain and
experience the product. A technology driven mindset is highly essential for today’s marketers
for customer acquisition, conversion, retention and thus leading to the overall growth and
development of an organization. The success of a digital marketing strategy to a greater extent
depends on target market segmentation and knowing the customer. In this era of tumultuous
changes in digital scenario, brands and channels are in a literal digital warfare in reaching out
to the customer. So knowing the customer is not enough, but knowing them well enough and
better than anybody else so as to communicate with them in ways and channels that can make
an impact on the customer. Innovation and personalized real time experience pays off in
having lucrative interactions with the customer and taking him to the next level of buying cycle.
Augmented Reality Marketing is one such venture by technocratic marketers to give his target
segment, a novel real time experience of the product. It is considered to be a powerful digital
marketing tool which can create brand loyalty and thus pushing up the sales volume.
Augmented Reality Marketing is able to arouse interest and grab the full attention of the
customer because of the potent mix of technology, visual effects, and entertainment to give a
fun filled experience of the product.
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Augmented Reality marketing can be defined as creating a live experience of the product
for the customer by superimposing graphics, audio and other sensory enhancements over a real-
world environment in real time. Augmented reality marketing can be considered as overlaying
the digital element on another environment, be it print, television, or real world. Augmented
Reality transforms static displays, point-of-purchase materials, print ads or marketing collateral
into real-word environments .It aids the integration of digital and real world and providing the
customer with a real time experience of the product. It helps the customer to have a
personalized experience of the product. It can be accessed both from a web and mobile
platform. It can reach out to the target audience more effectively and the customer will be able
to recall the brand at faster rate compared to the traditional marketing channels. Understanding
the tech savvy customer and his need for new and novel product experience can accelerate the
marketers to look beyond the horizon of conventional marketing strategies and see augmented
reality marketing as the rising star in the technology driven marketing campaigns.

Source: http://www.augmentedrealitytrends.com/
Even though augmented reality

marketing is mostly associated with
luxurious products, it can be used in
any sector to give a real time
experience to the customer. Major
brands like Audi, McDonalds, and
Lego have already entered the
realms of augmented reality
marketing, giving customers an
astonishing experience of their
products. The easy availability of
smart phones has boosted up the

opportunities for the customer to experience the product through their phones. Augmented
Reality (AR) allows smart phone users to focus their phones at print ads, physical objects or bill
board to have a 3D live experience. The originality of the experience can instill a passion for
the brand in the minds of the customer. As it takes customer engagement to a greater level,
augmented reality marketing has a positive impact on the buying behavior of the customer.
Any brand that is interested in having an innovative and interactive engagement with the
customer can consider augmented reality marketing as a powerful marketing tool. A customer
centric marketing strategy will seize the opportunity to give the customer a real time experience
of the product which will convey a persuasive message to the customer and hence invoking a
buying behavior.

How Augmented Reality is Used in the Marketing Scenario
Augmented Reality helps the customer to have an augmented or enhanced image of the

surroundings which can influence the customer. Augmented Reality is not an end but a strong
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way to interact with the customer. Brands can realign their marketing strategies to leverage the
immense potential of Augmented Reality Marketing and can take the digital marketing efforts
to greater heights. It can be used to replace the sales literature, to captivate the audience in
events and conferences, to add a new dimension for promotional campaigns and also to
enhance the point sole of displays. Augmented reality marketing is used in various levels of
marketing as discussed below.

Product Presentation
The way a product is introduced to the customer makes a great impact on the customer

perception and influences the customer buying behavior. The traditional way of presenting the
product to the target market segment through print or conventional visual media lacks
interactive communication and at the same time won’t be able to communicate the USP’s in an
effective and memorable manner. Unveiling or presenting the product with Augmented Reality
helps the customer to have a detailed and in depth product experience in a new and novel form.
There is always a feel good factor for the customer when he sees and experience the product
than reading through product description. Brands like Acer and Volkswagen have utilized
augmented reality for product presentation which gave the audience a marvelous experience
which in turn boasts of the technological advancements of the company. It gives an interactive
experience which increases the customer engagement.
Messaging Services

The potential of Augmented Reality marketing to great extent lies in the hand of marketer
who can come up with creative ways of deploying the technology to reach out to the customers.
It can be used to send messages based on the content developed by the providers to others.
Starbucks created a Valentine’s Day campaign by encouraging customers to point their smart
phones at their coffee cups to enjoy a Valentine’s themed animation and to send a message to
their loved ones.This strategy helped to increase the customer engagement as well as
interaction and also helps in tapping the target market segment.
Promotional Campaigns

An innovative promotional campaign using Augmented Reality can be a rich and
rewarding experience for the customer. The integrated digital and real world experience
elevates the effectiveness of a promotional campaign by influencing the customer’s perception
and buyer decision making process. KFC’s “WOW @ 25” is a perfect example of exploiting
Augmented Reality technology to communicate and interact with customer about the
availability of low cost products and promote the products across the masses. It used
Augmented Reality on Mobile Apps and on the web for the campaign.The app acquired 35,000
downloads while the site received 1.5Lakh hits.13 The app was also recommended on the
iTunes app store ‘What’s hot list’ and in India reached the number one spot in the food and
drinks category14. It shows the reach and engagement level of the promotional campaign.

13 http://blinksolution.com/projects/kfc-india-wow25-digital-campaign/
14 http://www.digitaltrainingacademy.com/casestudies/2014/11/kfc_augmented_reality_trickery_turns_money

_into_food.php
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Deals and Discounts
Deals and discounts can be presented to the customer in a unique manner capturing the

interest of the customer using Augmented Reality. It can connect with the customer and
provide a freewheeling experience of the new deals and discounts offered. Dominos Pizza has
inculcated Augmented Reality in its Digital Marketing campaigns to communicate the deals
and discounts. It encourages the people to use their smart phones to see the deals and discounts
on the bill boards and place an order for the pizza through the Mobile App. The campaign was
highly appealing to the customers. It is possible to have a proper tracking mechanism in place
to measure the traffic having an augmented reality experience and proceeding to opt for the
deals and discounts.

Content Marketing
Augmented Reality can give a new life to the expensive digital content by lifting it beyond

the digital realms and giving real live experience to the customers. It multiplies the audience
base by giving a 3D immersive experience of the content to the customers. Recently many
augmented reality providers helps the marketers to convert their product information content
using Augmented Reality to give a real time experience for the customers. It helps the content
to stand out and not to get lost in the clutter of the social media campaigning. It can give a
memorable feeling for the customer. Brand Nivea took this concept to a greater level by
offering exclusive content via Augmented Reality. Customers were delighted to see an
exclusive performance by pop star Rihanna by holding the Nivea tin to webcam. This improves
the affinity towards the brand.

Impact of Augmented Reality Marketing on Sales
Augmented Reality experience for the customer is not the ultimate goal of any Digital

Marketing Campaign. The Reach, Connectivity and Engagement Level should be able to
translate in to sales conversion and should be able to build up the customer portfolio and retain
the existing customers. The impact of Augmented Reality Marketing can result in an
immediate online purchase. The engagement level of customer can play a great role in the
selection process of customer, influencing the decision making and hence resulting in
conversion

The increased level of interaction and enjoyment customer receives from the experience can
influence the customer orientation towards the product resulting in brand loyalty as well as
greater scope of sharing their novel experience with others. It assists in creating product
differentiation with a unique technological edge. The time effectiveness and cost efficiency by
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Augmented Reality Applications can be of huge convenience to the customer. The time saved
in a physical trial of the object by experiencing the product via Augmented Reality can
influence the convenience factor. Even though it is considered as a marketing fad, it helps to
arouse curiosity in the minds of the people. It gives the combined experience of retail and
ecommerce segment and helps to be closely connected to the customer in a physical and virtual
manner. It plays a great role in online clothing segment in reducing the rate of returning the
products as it provides the customer an opportunity to have a virtual experience of the products
and check the suitability. It provides additional information to the customers with respect to the
product features. Augmented Reality technology can be used in marketing to enhance the
product in a catalogue, Print media, Poster or even the product in the shelf itself and let the
customer understand and feel the product. Customer’s gets a chance to even view the contents
inside a box kept in the shelf like Lego’s digital box. It also minimizes the cost of warehousing
and optimizes the warehousing capacity as it is easy to browse and experience the product
anywhere anytime. Customers show more inclination towards an Augmented Reality
experience than a regular advertisement. Researches show that customers who are engaged by
an Augmented Reality experience are willing to spend more money also to obtain the product.
Since the customer actually experiences the product, it gives better shopping opportunities. It
helps to have better understanding of the deals and discounts and easier access to avenues.
Better and interactive ad campaigns enhances the brand recognition and hence the rate of
conversions. Augmented reality marketing also comes with its own pitfalls. So an eye for detail
and meticulous planning is essential for the development and successful implementation of an
Augmented Reality strategy.

Devising an Effective Augmented Reality marketing Strategy
An effective Augmented Reality Marketing strategy should be able to proliferate among the

target market segment on its own. It should satisfy the basic elements of any successful
marketing strategy like lead generation,
lead qualification, propositioning and
delivery.

Acquiring new customers and
generating leads can be considered as
the fundamental objective of a
marketing strategy. The usage of
Augmented Reality marketing results
in an interactive campaign that can
increase the time a customer spends
with the brand which in turn generates
a need in the minds of the people. The

uniqueness of product presentation and experiencing the product can generate demand. So an
Augmented Reality Marketing strategy should not be just a marketing gimmick or
technological display but should be able to inculcate a desire for the product in the minds of the
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people. The amount of time and frequency with which customer is engaged with the brand
vouches for the interest level of the customer. It can play a great role in the lead qualification
process and can be used a mile stone to engage in reinforcing actions leading to conversion.
The propositioning should be appealing to the customers. Augmented Reality helps to break
the monotony of regular product propositions by bringing the products to life. The
propositioning should be need based and should be able to differentiate the products with
respect to their competitors in terms of their USP and cutting edge technology. It should be
focused on building a positive customer brand relationship which can influence the buying
decisions. An effective sales strategy sees beyond one time selling. It should focus on building
up a relationship with the customer.. Augmented Reality can be used to deliver various after
sales support functions as well staying connected with the customer and increasing brand
loyalty as well as assisting in repeat purchases.
Factors to be Considered While Opting for Augmented Reality Marketing Strategy

The sustained contribution of augmented reality marketing strategy towards the overall
profitability of the digital marketing campaign depends on the harmonious integration of all the
critical elements. A lot of thought and eye for detailing is essential for the success of an
Augmented Reality Marketing. The investment in the technological front should be able to
infuse everyday marketing materials like print, digital, multimedia etc to give the customer an
augmented reality experience. It should be able to raise the level from which conventional
marketing strategy has been operating. Certain factors to be considered in implementing an
effective Augmented Reality Marketing Strategy are
Be Present on a Compatible Mobile platform

The rapid shift in customer base accessing internet from web platform to mobile platform
shows the importance of being present on a compatible mobile platform. The easy access itself
will be a stepping stone to increase brand awareness and customer engagement level. Having an
augmented reality experience from their personal comfort zone can have a great impact on the
purchase decision. The Reach of an augmented reality Marketing strategy to a greater extent
depends on the platform from which it is operating. Leveraging the potential of smart phones
can open up a wide array of opportunities for Augmented Reality Marketing.
Know Your Audience

Understanding the target audience is the prime concern in developing an AR experience.
The content should be relevant for the audience. The past research patterns and posts of the
customers can offer cue to the interest level of the target audience. Market research can offer an
in depth understanding of the need and interest level of customers, based on which tailor made
Augmented Reality experience can be developed. An insight to customer demographic pattern
and level of engagement with the social media and digital campaign will play a crucial role in
the success of Augmented Reality Marketing strategy. The extent of connectivity should be
taken in to consideration while devising an augmented reality marketing strategy.
Engaging Content

Visualization and personalization play a major role in engaging the customers. Developing
a right content based on the target audience is highly essential. The novelty of the experience
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makes the customer hooked on to the content as well as makes him keep coming back for
more. Customer enjoyment at an augmented reality experience influences the customer
engagement. Grabbing the attention of customer alone is not the purpose of augmented reality
marketing, but the level of interaction and engagement should be able to build up a bonding
with the brand which in turn translates to brand loyalty. Integrating the augmented reality
experience with other marketing channels can open greater opportunities. Allowing the
customers to post their augmented reality experience in social media can ensure greater reach
and can deploy the potential of word of web.
ROI

ROI in augmented reality marketing can be in terms of branding, engagement, increased
awareness and sales volume. So a proper tracking mechanism should be in place to measure the
number of customers using the app and the level of engagement. Using the augmented reality
technology, brands can track how many people have experienced the product, the frequency
and duration and also the actions in which they were indulged in after their interaction with the
brand like a direct purchase or posting their experience in social media etc. The investment to
technology should be able to reap the benefit with a strong ROI in terms of increased brand
awareness, loyalty, word of web, engagement and convenience of the customers. So it should
focus on delivering more value to the customer and creating lasting interactions.
Conclusion

Augmented Reality marketing has come a long way from its infant stage where it was
considered as marketing gimmick to a powerful and sustainable marketing tool today. The
reach and engagement level of the customers proves that this technology is here to stay and its
integration with other marketing channels can add great value to the digital marketing
campaign. If the potential of this technology is leveraged effectively, it can enhance the
effectiveness of marketing campaigns across multiple platforms. So devising and implementing
an innovative augmented reality campaign can no longer be prolonged as a futuristic objective,
but it is the need of the hour to stay connected with the customer with an interactive and
engaging content.
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Abstract
Every business, maintaining their own code of conduct in their business. The code of conduct is otherwise known

as Business Ethics, there is some morale in their business. Ethics to be maintained to attract their employees,
customers, and also the stakeholders. The organization’s ethics are the platform for their longer survival of the business
and too strength to build the skills. Even the morality reduces the scandals and other type of malpractices in the
business.
Keywords: Business Ethics, morale

The National Human Rights Commission, in their April 2012 report states that ‘Corporate
or Business Ethics' can be used in different ways. Primarily the “term” refers torecent
developments and to the period, approximately in early 1970s, when the term'business ethics'
came into common use in the United States. Originally this term is used in the academy and
research. As the term entered more general usage in the media and publicdiscourse, it often
became equated with either business scandals or more broadly with whatcan be called "ethics in
business." In this broad sense, ethics in business are simply the application of everyday moral
or ethical norms for business. In general, in the United States this focuses on the moral or
ethicalactions of individuals. It is in this sense that many people, in discussing business
ethics,immediately raise examples of immoral or unethical activity by individuals.

Anna SpoonerBusiness ethics are more than just a concept used to enhance the image
of a corporation; ethics are the very foundation of success. Business ethics should be
applied from the very moment a firm opens its doors. Business ethics actually consist of
the actions of individuals working within businesses.

Factors Highlighting the Importance of Business Ethics
The importance of business ethics was highlighted below

Long-term growth: sustainability comes from an ethical long-term vision which takes into
account all stakeholders. Smaller but sustainable profits long-term must be better than higher
but riskier short-lived profits.

Cost and risk reduction: companies which recognize the importance of business ethics will
need to spend less protecting themselves from internal and external behavioural risks, especially
when supported by sound governance systems and independent research

Anti-capitalist sentiment: the financial crisis marked another blow to the credibility of
capitalism, with resentment towards bank bailouts at the cost of fundamental rights such as
education and healthcare.
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Limited resources: the planet has finite resources, but a growing population; without
ethics, those resources are repleted for purely individual gain at huge cost both to current and
future generations.

How to Create an Ethical Culture in an Organization
1. Define Company Ethics: Every company has spoken and unspoken rules about how to act
within a company environment. Give lucid explanations about what is okay and what is not
okay. This includes behavior towards other employees, customers, and the public. Sometimes
these guidelines are different for different companies.
2. Ensure that you have the Necessary Tools: It is the duty of the Human resource department
to ensure that the employees are equipped with adequate tools which enable them to behave
ethically in the organization.
3. Strengthen the Behavior You Want: Strengthening the behavior in an employee is an easy
task. Offering awards and recognition is one of the best ways to encourage the ethical behavior
you want to reinforce in an employee. To create a strong ethical culture in an organization,
there has to be a constant communication about ethical values among the members. You can
also specifically explain about the behaviors you do not want to inculcate.
4. Focus on Building Skills: Create workshops which improve the ethical culture in the
company. It is the duty of the organization to build and develop ethical skills among the
members rather than just stating the behaviors which you encourage and behaviors which you
do not. This should also develop ethical behavior and problem-solving skills in an employee.
Why are Business Ethics Important?

Several factors play a role in the success of a company that are beyond the scope of
financial statements alone. Organizational culture, management philosophy and ethics in
business each has an impact on how well a business performs in the long term. No matter the
size, industry or level of profitability of an organization, business ethics are one of the most
important aspects of long-term success.
Ethics in Leadership

The management team sets the tone for how the entire company runs on a day-to-day basis.
When the prevailing management philosophy is based on ethical practices and behavior,
leaders within an organization can direct employees by example and guide them in making
decisions that are not only beneficial to them as individuals, but also to the organization as a
whole. Building on a foundation of ethical behavior helps create long lasting positive effects for
a company, including the ability to attract and retain highly talented individuals and building
and maintaining a positive reputation within the community. Running a business in a ethical
manner from the top down builds a stronger bond between individuals on the management
team, further creating stability within the company.
Employee Ethics

When management is leading an organization in an ethical manner, employees follow in
those footsteps. Employees make better decisions in less time with business ethics as a guiding
principle; this increases productivity and overall employee morale. When employees complete
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work in a way that is based on honesty and integrity, the whole organization benefits.
Employees who work for a corporation that demands a high standard of business ethics in all
facets of operations are more likely to perform their job duties at a higher level and are also
more inclined to stay loyal to that organization.
Business Ethics Benefits

The importance of business ethics reaches far beyond employee loyalty and morale or the
strength of a management team bond. As with all business initiatives, the ethical operation of a
company is directly related to profitability in both the short and long term. The reputation of a
business from the surrounding community, other businesses and individual investors is
paramount in determining whether a company is a worthwhile investment. If a company's
reputation is less than perfect based on the perception that it does not operate ethically,
investors are less inclined to buy stock or otherwise support its operations. Companies have
more and more of an incentive to be ethical as the area of socially responsible and ethical
investing keeps growing. The increasing number of investors seeking out ethical operating
companies to invest in is driving more firms to take this issue more seriously.With consistent
ethical behavior comes increasingly positive public image, and there are a few other
considerations as important to potential investors and current shareholders. To retain a positive
image, businesses must be committed to operating on an ethical foundation as it relates to
treatment of employees, respect to the surrounding environment and fair market practices in
terms of price and consumer treatment.
The Importance of Ethics in Organizations

Luanne Kelchner, Ethics are the principles and values an individual uses to govern his
activities and decisions. In an organization, a code of ethics is a set of principles that guide the
organization in its programs, policies and decisions for the business. The ethical philosophy an
organization uses to conduct business can affect the reputation, productivity and bottom line of
the business.
Leadership Ethics

The ethics that leaders in an organization use manage employees may have an effect on the
morale and loyalty of the workers. The code of ethics leader uses determines disciplinary
procedures and the acceptable behavior for all workers in an organization. When leaders have
high ethical standards, it encourages workers in the organization to meet that same level.
Ethical leadership also enhances the company’s reputation in the financial market and the
community. A solid reputation for ethics and integrity in the community may improve the
company’s business.
Employee Ethics

Ethical behavior among workers in an organization ensures that employees complete work
with honesty and integrity. Employees who use ethics to guide their behavior adhere to
employee policies and rules while striving to meet the goals of the organization. Ethical
employees also meet standards for quality in their work, which can enhance the company’s
reputation for quality products and service.
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Ethical Organizational Culture
Leaders and employees adhering to a code of ethics create an ethical organizational culture.

The leaders of a business may create an ethical culture by exhibiting the type of behavior they'd
like to see in employees. The organization can reinforce ethical behavior by rewarding
employees who exhibit the values and integrity that coincides with the company code of ethics
and disciplining those who make the wrong choices.

Benefits to the Organization
A positive and healthy corporate culture improves the morale among workers in the

organization, which may increase productivity and employee retention; this, in turn, has
financial benefits for the organization. Higher levels of productivity, improve the efficiency in
the company, while increasing employee retention reduces the cost of replacing employees.

Effects of Unethical Business Practices
Poor ethical decisions can affect a company in a variety of ways. The following are the

some examples of it.
 Legal problems: Businesses that act unethically in ways that break the law may face large
fines and other penalties.
 Poor employee performance: A lack of ethics within a company affects the way employees
do their job. People can decide that because leaders can break the rules, they can too. This can
lead them to damage the company. They may also become discouraged or not see the need to
work hard in an unethical environment.
 Poor company credibility: When a company is unethical, it affects its reputation. Not only
will the leaders and company lose respect from employees, they will lose credibility with the
general public as well. This can result in reduced sales, lost customers, and significant financial
harm.

Impact of Ethical Practices
On a more positive note, an establishment that gives significance to charity each year is

practicing ethical behavior and exhibiting corporate social responsibility. While this practice
benefits the company by allowing them to write off the donation against their taxes, it also
sends out a positive message and has a positive impact on the community. This practice of
giving back can bring in more customers, increase or enhance positive business relationships,
and even allow the firm to add new employees. Ethical practices also help companies develop
an excellent reputation, which helps bring in additional customers, generates positive publicity,
and can help solidify support for the organization in times of crisis and controversy.
Conclusion

Ethics concern an individual’s moral judgement about right and wrong. Decisions taken
within an organization may be made by individuals or groups, but whoever makes them will be
influenced by the culture of the company. The decision to behave ethically is a moral one;
employees must decide what they think is the right course of action. This may involve rejecting
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the route that would lead to the biggest short-term profit.Ethical behaviour and corporate social
responsibility can bring significant benefits to a business. It attract customers to the firm’s
products, which means boosting sales and profits, make employees want to stay with the
business, reduce labour turnover and therefore increase productivity, attract more employees
wanting to work for the business, reduce recruitment costs and enable the company to get the
most talented employees, attract investors and keep the company’s share price higher, thereby
protecting the business from takeover.

A company which sets out to work within its own ethical guidelines is also less at risk of
being fined for poor behaviour, and less likely to find themselves in breach of one of a large
number of laws concerning required behaviour.Reputation is one of a company’s most
important assets, and one of the most difficult to rebuild should it be lost. Maintaining the
promises it has made is crucial to maintaining that reputation.Ethics is important to businesses
for many reasons. Businesses can increase sales or increase their reputation.
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Abstract
The Good and services tax (GST) is the biggest and substantial indirect tax reform since 1947. The main idea of

GST is to replace existing taxes like value-added tax, excise duty, service tax and sales tax. It will be levied on
manufacture sale and consumption of goods and services. GST is expected to address the cascading effect of the
existing tax structure and result in uniting the country economically. The paper highlights the background, objectives
of the proposed GST and the impact of GST in the present tax scenario in India. The paper further explores various
benefits and opportunities of GST. Finally, the paper examines and draws out a conclusion.
Keywords: Value Added Tax, Central Value Added Tax, GST, Input Credit

Introduction of GST
Section 1, India is one of the 123 countries across the world that is following the VAT

mode. White Paper with basic design for VAT was released on January 17, 2005 by the
Finance Minister P.Chidambaram. VAT was introduced both at centre and state level. It was
implemented in Haryana in 2003 and later on 1 st April 2005 it was introduced in remaining
states as an Indirect Tax in the Indian taxation system. VAT replaced central excise duty at the
national level and the sales tax system at the state level. Thus, it improved the indirect taxation
system of the country. Goods and Service tax bill officially known as the constitution (one
hundred and twenty second amendment) bill, 2014 proposes a national value added tax to be
implemented in India from June 2016. The GST implementation in India is „Dual in nature,
i.e. it would consist of two components: one levied by Centre (CGST) and another levied by
States and Union Territories (SGST). However, base of tax levy would be identical.

Initially the idea was that there would be a national level Goods and Services tax. But as
the release of first discussion by the empowered committee of the state Finance Ministers on
10.11.2009, it has been made certain that there would be a “Dual GST” in the country. Centre
and state both governments are entitled to charge taxes on the goods and services. Almost 150
countries have introduced GST in some form. While countries such as Singapore and New
Zealand tax virtually everything at a single rate, Indonesia has five positive rates, a zero rate
and over 30 categories of exemptions. In China, GST applies only to goods and the provision
of repairs, replacement and processing services.

Review of Literature

 Empowered Committee of Finance Ministers (2009) introduced their First Discussion
Paper on Goods and Services Tax in India which analyzed the structure and loopholes if
any in GST
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 Vasanthagopal (2011) in the article GST in India: A Big Leap in the Indirect Taxation
System discussed the impact of GST on various sectors of the economy. The article further
stated that GST is a big leap and a new impetus to India s economic change.

 Seventy Third Report of Standing Committee on Finance (2012-2013) The Constitution
(One Hundred Fifteenth Amendment) Bill, 2011

 Bird (2012) summarizes in the article The GST/HST: Creating an integrated Sales Tax in a
Federal Country the impact of GST will be on Canada

 Garg (2014) in the article named Basic Concepts and Features of Good and Services Tax in
India analyzed the impact and GST on Indian Tax scenario and concluded that it will
strengthen out free market economy

 Kumar (2014) studied in the article Goods and Services Tax in India: A Way Forward
background, silent features and concluded with the positive impact of GST on present
complex tax structure and development of common national market

 Indirect Taxes Committee of Institute of Chartered Accountants of India (ICAI) (2015)
submitted a PPT naming Goods and Serice Tax (GST) which stated in brief details of the
GST and its positive impact on economy and various stakeholders

 The Institute of Companies Secretaries of India (ICSI) (2015) published a Referencer on
Goods and Service Tax to provide the information on the concept of GST in details

Objectives of Goods and Service Tax
GST is proposed to fulfill the following objectives:

 GST would help to eliminate the cascading effects of production and distribution cost of
goods and services. This would help to increase GDP and then to economic condition of
the country.

 GST would eliminate the multiplicity of indirect taxation and streamline all the indirect
taxes which would be beneficial for manufacture and ultimate consumer.

 GST would be able to cover all the shortcomings of existing VAT system and hopefully
serve the economy health.

 Incidence of tax falls on domestic consumption

 The efficiency and equity of system is optimized

 There should be no export of taxes across taxing jurisdiction

Major Milestones in Indirect Tax Reform

 1974 Report of LK Jha Committee suggested VAT

 1986 Introduction of a restricted VAT called MODVAT

 1991 Report of the Chelliah Committee recommends VAT/GST and recommendations
accepted by Government

 1994 Introduction of Service Tax

 1999 Formation of Empowered Committee on State VAT
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 2000 Implementation of uniform floor Sales tax rates Abolition of tax related incentives
granted by States

 2003 VAT implemented in Haryana in April 2003

 2004 Significant progress towards CENVAT

 2005-06 VAT implemented in 26 more states 2007 First GST stuffy released By Mr. P.
Shome in January

 2007 F.M. Announces for GST in budget Speech

 2007 CST phase out starts in April 2007

 2007 Joint Working Group formed and report submitted

 2008 EC finalists the view on GST structure in April 2008

Challenges
With respect to Tax Threshold

The threshold limit for turnover above which GST would be levied will be one area which
would have to be strictly looked at. First of all, the threshold limit should not be so low to
bother small scale traders and service providers. It also increases the allocation of government
resources for such a petty amount of revenue which may be much more costly than the amount
of revenue collected. The first impact of setting higher tax threshold would naturally lead to less
revenue to the government as the margin of tax base shrinks; second it may have on such small
and not so developed states which have set low threshold limit under current VAT regime.
With respect to nature of taxes

The taxes that are generally included in GST would be excise duty, countervailing duty,
cess, service tax, and state level VATs among others. Interestingly, there are numerous other
states and union taxes that would be still out of GST.
With respect to number of enactments of statutes

There will two types of GST laws, one at a centre level called ‘Central GST (CGST)’ and
the other one at the state level - ‘State GST (SGST)’. As there seems to have different tax rates
for goods and services at the Central Level and at the State Level, and further division based on
necessary and other property based on the need, location, geography and resources of each
state.
With respect to Rates of taxation

It is true that a tax rate should be devised in accordance with the state’s necessity of funds.
Whenever states feel that they need to raise greater revenues to fund the increased expenditure,
then, ideally, they should have power to decide how to increase the revenue.
With respect to tax management and Infrastructure
It depends on the states and the union how they are going to make GST a simple one. Success
of any tax reform policy or managerial measures depends on the inherent simplifications of the
system, which leads to the high conformity with the administrative measures and policies.
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Opportunities
An End to Cascading Effects

This will be the major contribution of GST for the business and commerce. At present,
there are different state level and centre level indirect tax levies that are compulsory one after
another on the supply chain till the time of its utilization.
Growth of Revenue in States and Union

It is expected that the introduction of GST will increase the tax base but lowers down the
tax rates and also removes the multiple point This, will lead to higher amount of revenue to
both the states and the union.
Reduces Transaction Costs and Unnecessary Wastages

If government works in an efficient mode, it may be also possible that a single registration
and single compliance will suffice for both SGST and CGST provided government produces
effective IT infrastructure and integration of such infrastructure of states level with the union.
Eliminates the Multiplicity of Taxation

One of the great advantages that a taxpayer can expect from GST is elimination of
multiplicity of taxation. The reduction in the number of taxation applicable in a chain of
transaction will help to clean up the current mess that is brought by existing indirect tax laws.
One Point Single Tax

Another feature that GST must hold is it should be ‘one point single taxation’. This also
gives a lot of comforts and confidence to business community that they would focus on
business rather than worrying about other taxation that may crop at later stage. This will help
the business community to decide their supply chain, pricing modalities and in the long run
helps the consumers being goods competitive as price will no longer be the function of tax
components but function of sheer business intelligence and innovation.
Reduces Average Tax Burdens

Under GST mechanism, the cost of tax that consumers have to bear will be certain, and
GST would reduce the average tax burdens on the consumers.
Reduces the Corruption

It is one of the major problems that India is overwhelmed with. We cannot expect anything
substantial unless there exists a political will to root it out. This will be a step towards
corruption free Indian Revenue Service.
Indirect Taxes Included under GST

The following indirect taxes from state and central level is going to integrated with GST
State Taxes
1. VAT/Sales tax
2. Entertainment Tax (unless it is levied by local bodies)
3. Luxury tax
4. Taxes on lottery, betting and gambling.
5. State cesses and surcharges in so far as they relate to supply of goods and services.
6. Entry tax not on in lieu of octroi.
7. Purchase tax (This is not sure still under discussion)
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Central Taxes
1. Central Excise Duty.
2. Additional Excise Duty.
3. The Excise Duty levied under the medical and Toiletries Preparation Act
4. Service Tax.
5. Additional Customs Duty, commonly known as countervailing Duty (CVD)
6. Special Additional duty of customs- (SAD)
7. Surcharges
8. Cesses

The above taxes dissolve under GST; instead only CGST & SGST exists.

Salient Features of the GST Model
Salient features of the proposed model are as follows
1. The GST shall have two components: one levied by the Centre (referred to as Central

GST), and the other levied by the States (referred to as State GST). Rates for Central GST
and State GST would be approved appropriately, reflecting revenue considerations and
acceptability.

2. The Central GST and the State GST would be applicable to all transactions of goods and
services made for a consideration except the exempted goods and services.

3. The Central GST and State GST are to be paid to the accounts of the Centre and the States
individually.

4. Since the Central GST and State GST are to be treated individually, taxes paid against the
Central GST shall be allowed to be taken as input tax credit (ITC) for the Central GST and
could be utilized only against the payment of Central GST.

5. Cross utilization of ITC between the Central GST and the State GST would not be
permitted except in the case of inter-State supply of goods and services.

6. Ideally, the problem related to credit accumulation on account of refund of GST should be
avoided by both the Centre and the States except in the cases such as exports, purchase of
capital goods, input tax at higher rate than output tax etc.

7. (vii) To the extent feasible, uniform procedure for collection of both Central GST and State
GST would be prescribed\ in the respective legislation for Central GST and State GST.

8. (viii) The States are also of the view that Composition/Compounding Scheme for the
purpose of GST should have an upper ceiling on gross annual turnover and a floor tax rate
with respect to gross annual turnover.

9. (ix) The taxpayer would need to submit periodical returns, in common format as far as
possible, to both the Central GST authority and to the concerned State GST authorities.

10. (x) Each taxpayer would be allotted a PAN-linked taxpayer identification number with a
total of 14/15 digits. This would bring the GST PAN-linked system in line with the
prevailing PAN-based system for Income tax, facilitating data exchange and taxpayer
compliance.
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Impact of Goods and Service Tax
Food Industry

The application of GST to food items will have a significant impact on those who are living
under subsistence level. But at the same time, a complete exemption for food items would
drastically shrink the tax base. Food includes grains and cereals, meat, fish and poultry, milk
and dairy products, fruits and vegetables, candy and confectionary, snacks, prepared meals for
home consumption, restaurant meals and beverages. Even if the food is within the scope of
GST, such sales would largely remain exempt due to small business registration threshold.
Given the exemption of food from CENVAT and 4% VAT on food item, the GST under a
single rate would lead to a doubling of tax burden on food.

Housing and Construction Industry
In India, construction and Housing sector need to be included in the GST tax base because

construction sector is a significant contributor to the national economy.

FMCG Sector
Despite of the economic slowdown, India's Fast Moving Consumer Goods (FMCG) has

grown consistently during the past three – four years reaching to $25 billion at retail sales in
2008. Implementation of proposed GST and opening of Foreign Direct Investment (F.D.I.) are
expected to fuel the growth and raise industry's size to $95 Billion by 201835. There have been
suggestions for including the rail sector under the GST umbrella to bring about significant tax
gains and widen the tax net so as to keep overall GST rate low. This will have the added benefit
of ensuring that all inter – state transportation of goods can be tracked through the proposed
Information technology (IT) network.

Financial Services
In most of the countries GST is not charged on the financial services. Example, In New

Zealand most of the services covered except financial services as GST. Under the service tax,
India has followed the approach of bringing virtually all financial services within the ambit of
tax where consideration for them is in the form of an explicit fee. GST also include financial
services on the above grounds only.

Information Technology Enabled Services
To be in sync with the best International practices, domestic supply of software should also

attract G.S.T. on the basis of mode of transaction. Hence if the software is transferred through
electronic form, it should be considered as Intellectual Property and regarded as a service. And
if the software is transmitted on media or any other tangible property, then it should be treated
as goods and subject to G.S.T. 35 According to a FICCI – Technopak Report. Implemtayion of
GST will also help in uniform, simplified and single point Taxation and thereby reduced prices.
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Impact on Small Enterprises
There will be three categories of Small Enterprises in the GST regime. Those below

threshold need not register for the GST Those between the threshold and composition
turnovers will have the option to pay a turnover based tax or opt to join the GST regime.

Those above threshold limit will need to be within framework of GST Possible downward
changes in the threshold in some States consequent to the introduction of GST may result in
obligation being created for some dealers. In this case considerable assistance is desired. In
respect of Central GST, the position is slightly more complex. Small scale units manufacturing
specified goods are allowed exemptions of excise up to Rs. 1.5 Crores. These units may be
required to register for payment of GST, may see this as an additional cost.

Conclusion
It can be concluded from the above discussion that GST will provide relief to producers and

consumers by providing wide and comprehensive coverage of input tax credit set-off, service
tax set off and subsuming the several taxes. Efficient formulation of GST will lead to resource
and revenue gain for both Centre and States majorly through widening of tax base and
improvement in tax compliance. It can be further concluded that GST have a positive impact
on various sectors and industry. Although implementation of GST requires concentrated efforts
of all stake holders namely, Central and State Government, trade and industry. Thus, necessary
steps should be taken.
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Introduction
Management is the administration of an organization, whether it be a business, a not-for-

profit organization, or government body. It includes the activities of setting the strategy of an
organization and coordinating the efforts of its employees or volunteers to accomplish its
objectives through the application of available resources, such as financial, natural,
technological, and human resources. The term "management" may also refer to the people who
manage an organization. Management is also an academic discipline, a social science whose
objective is to study social organization and organizational leadership. Management is studied
at colleges and universities; some important degrees in management are the Bachelor of
Commerce (B.Com.) and Master of Business Administration (M.B.A.) and, for the public
sector, the Master of Public Administration (MPA) degree. Individuals who aim at becoming
management researchers or professors may complete the Doctor of Management (DM),
the Doctor of Business Administration(DBA), or the PhD in Business Administration or
Management.

Definitions
Peter Drucker (1909–2005) saw the basic task of management as two fold: marketing and

innovation. Nevertheless, innovation is also linked to marketing (product innovation is a
central strategic marketing issue). Peter Ducker identifies marketing as a key essence for
business success, but management and marketing are generally understood as two different
branches of business administration knowledge.

Scope of the Study
Management involves identifying the mission, objective, procedures, rules and

manipulation[3] of the human capital of an enterprise to contribute to the success of the
enterprise. This implies effective communication: an enterprise environment (as opposed to a
physical or mechanical mechanism) implies human motivation and implies some sort of
successful progress or system outcome. As such, management is not the manipulation of a
mechanism (machine or automated program), not the herding of animals, and can occur either
in a legal or in an illegal enterprise or environment. Management does not need to be seen from
enterprise point of view alone, because management is an essential function to improve
one's life and relationships. Management is therefore everywhere and it has a wider range of
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application. Based on this, management must have humans, communication, and a positive
enterprise endeavor. Plans, measurements, motivational psychological tools, goals, and
economic measures (profit, etc.) may or may not be necessary components for there to be
management. At first, one views management functionally, such as measuring quantity,
adjusting plans, meeting goals. This applies even in situations where planning does not take
place. From this perspective,Henri Fayol (1841–1925)

Management to Consist of Six Functions
1. forecasting
2. planning
3. organizing
4. commanding
5. coordinating
6. controlling

(Henri Fayol was one of the most influential contributors to modern concepts of
management. One habit of thought regards management as equivalent to "business
administration" and thus excludes management in places outside commerce, as for example
in charities and in the public sector. More broadly, every organization must "manage" its work,
people, processes, technology, etc. to maximize effectiveness. Nonetheless, many people refer
to university departments that teach management as "business schools". Some such institutions
(such as the Harvard Business School) use that name, while others (such as the Yale School of
Management) employ the broader term "management". English-speakers may also use the term
"management" or "the management" as a collective word describing the managers of an
organization, for example of a corporation. Historically this use of the term often contrasted
with the term "labor" - referring to those being managed.[9] But in the present era the concept of
management is identified in the wide areas and its frontiers have been pushed to a broader
range Apart from profitable organizations even non-profitable organizations (NGOs) apply
management concepts. The concept and its uses are not constrained. Management on the whole
is the process of planning, organizing, coordinating, leading and controlling.

Nature of Work
In profitable organizations, management's primary function is the satisfaction of a range

of stakeholders. This typically involves making a profit (for the shareholders), creating valued
products at a reasonable cost (for customers), and providing great employment opportunities
for employees. In nonprofit management, add the importance of keeping the faith of donors. In
most models of management and governance, shareholders vote for the board of directors, and
the board then hires senior management. Some organizations have experimented with other
methods (such as employee-voting models) of selecting or reviewing managers, but this is rare.

In the public sector of countries constituted as representative democracies, voters elect
politicians to public office. Such politicians hire many managers and administrators, and in
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some countries like the United States political appointees lose their jobs on the election of a
new president/governor/mayor.

Implementation of Policies and Strategies

 All policies and strategies must be discussed with all managerial personnel and staff.

 Managers must understand where and how they can implement their policies and
strategies.

 A plan of action must be devised for each department.

 Policies and strategies must be reviewed regularly.

 Contingency plans must be devised in case the environment changes.

 Top-level managers should carry out regular progress assessments.

 The business requires team spirit and a good environment.

 The missions, objectives, strengths and weaknesses of each department must be analyzed to
determine their roles in achieving the business's mission.

 The forecasting method develops a reliable picture of the business's future environment.

 A planning unit must be created to ensure that all plans are consistent and that policies and
strategies are aimed at achieving the same mission and objectives.

Policies and strategies in the planning process
 They give mid and lower-level managers a good idea of the future plans for each

department in an organization.
 A framework is created whereby plans and decisions are made.
 Mid and lower-level management may add their own plans to the business's strategies.

Management Levels
Most organizations have three management levels: first-level, middle-level, and top-level

managers. First-line managers are the lowest level of management and manage the work of
nonmanagerial individuals who are directly involved with the production or creation of the
organization's products. First-line managers are often called supervisors, but may also be called
line managers, office managers, or even foremen. Middle managers include all levels of
management between the first-line level and the top level of the organization. These managers
manage the work of first-line managers and may have titles such as department head, project
leader, plant manager, or division manager. Top managers are responsible for making
organization-wide decisions and establishing the plans and goals that affect the entire
organization. These individuals typically have titles such as executive vice president, president,
managing director, chief operating officer, chief executive officer, or chairman of the board.

These managers are classified in a hierarchy of authority, and perform different tasks. In
many organizations, the number of managers in every level resembles a pyramid. Each level is
explained below in specifications of their different responsibilities and likely job titles.
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Top Level
The top or senior layer of management consists of the board of directors (including non-

executive directors and executive directors), president, vice-president, CEOs and other
members of the C-level executives. Different organizations have various members in their C-
suite, which may include a Chief Financial Officer, Chief Technology Officer, and so on. They
are responsible for controlling and overseeing the operations of the entire organization. They
set a "tone at the top" and develop strategic plans, company policies, and make decisions on the
overall direction of the organization. In addition, top-level managers play a significant role in
the mobilization of outside resources. Senior managers are accountable to the shareholders, the
general public and to public bodies that oversee corporations and similar organizations. Some
members of the senior management may serve as the public face of the organization, and they
may make speeches to introduce new strategies or appear in marketing.

The board of directors is typically primarily composed of non-executives who owe
a fiduciary duty to shareholders and are not closely involved in the day-to-day activities of the
organization, although this varies depending on the type (e.g., public versus private), size and
culture of the organization. These directors are theoretically liable for breaches of that duty and
typically insured under directors and officers liability insurance. Fortune 500 directors are
estimated to spend 4.4 hours per week on board duties, and median compensation was
$212,512 in 2010. The board sets corporate strategy, makes major decisions such as major
acquisitions,[24] and hires, evaluates, and fires the top-level manager (Chief Executive Officer or
CEO). The CEO typically hires other positions. However, board involvement in the hiring of
other positions such as the Chief Financial Officer(CFO) has increased. In 2013, a survey of
over 160 CEOs and directors of public and private companies found that the top weaknesses of
CEOs were "mentoring skills" and "board engagement", and 10% of companies never evaluated
the CEO. The board may also have certain employees (e.g., internal auditors) report to them or
directly hire independent contractors; for example, the board (through the audit committee)
typically selects the auditor.

Helpful skills of top management vary by the type of organization but typically include a
broad understanding of competition, world economies, and politics. In addition, the CEO is
responsible for implementing and determining (within the board's framework) the broad
policies of the organization. Executive management accomplishes the day-to-day details,
including: instructions for preparation of department budgets, procedures, schedules;
appointment of middle level executives such as department managers; coordination of
departments; media and governmental relations; and shareholder communication.

Middle Level
Consist of general managers, branch managers and department managers. They are

accountable to the top management for their department's function. They devote more time to
organizational and directional functions. Their roles can be emphasized as executing
organizational plans in conformance with the company's policies and the objectives of the top
management, they define and discuss information and policies from top management to lower
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management, and most importantly they inspire and provide guidance to lower level managers
towards better performance.

Middle management is the midway management of a categorized organization, being
secondary to the senior management but above the deepest levels of operational members. An
operational manager may be well-thought-out by middle management, or may be categorized
as non-management operate, liable to the policy of the specific organization. Efficiency of the
middle level is vital in any organization, since they bridge the gap between top level and bottom
level staffs. Their functions include:
 Design and implement effective group and inter-group work and information systems.
 Define and monitor group-level performance indicators.
 Diagnose and resolve problems within and among work groups.
 Design and implement reward systems that support cooperative behavior. They also make
decision and share ideas with top managers.
Lower Level

Lower managers include supervisors, section leaders, forepersons and team leaders. They
focus on controlling and directing regular employees. They are usually responsible for assigning
employees' tasks, guiding and supervising employees on day-to-day activities, ensuring the
quality and quantity of production and/or service, making recommendations and suggestions
to employees on their work, and channeling employee concerns that they cannot resolve to
mid-level managers or other administrators. First-level or "front line" managers also act as role
models for their employees. In some types of work, front line managers may also do some of
the same tasks that employees do, at least some of the time. For example, in some restaurants,
the front line managers will also serve customers during a very busy period of the day.Front-
line managers typically provide:
 Training for new employees
 Basic supervision
 Motivation
 Performance feedback and guidance

Some front-line managers may also provide career planning for employees who aim to rise
within the organization.
Training

Colleges and universities around the world offer bachelor's degrees, graduate degrees,
diplomas and certificates in management, generally within their colleges of business, business
schools or faculty of management but also in other related departments. In the 2010s, there has
been an increase in online management education and training in the form of
electronic educational technology (also called e-learning). Online education has increased the
accessibility of management training to people who do not live near a college or university, or
who cannot afford to travel to a city where such training is available.

While some professions require academic credentials in order to work in the profession
(e.g., law, medicine, engineering, which require, respectively the Bachelor of Law, Doctor of
Medicine and Bachelor of Engineering degrees), management and administration positions do
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not necessarily require the completion of academic degrees. Some well-known senior executive
in the United States who did not complete a university degree include Steve Jobs, Bill
Gates and Mark Zuckerberg. However, many managers and executives have completed some
type of business or management training, such as a Bachelor of Commerce or a Master of
Business Administration degree. Some major organizations, including companies, not-for-profit
organizations and governments, require applicants to managerial or executive positions to hold
at minimum Bachelor's degree in a field related to administration of management, or in the
case of business jobs, a Bachelor of Commerce or a similar degree.
Suggestion

While management trends can change so fast, the long term trend in management has been
defined by a market embracing diversity and a rising service industry. Managers are currently
being trained to encourage greater equality for minorities and women in the workplace, by
offering increased flexibility in working hours, better retraining, and innovative (and usually
industry-specific) performance markers. Managers destined for the service sector are being
trained to use unique measurement techniques, better worker support and more charismatic
leadership styles. Human resources finds itself increasingly working with management in a
training capacity to help collect management data on the success (or failure) of management
actions with employees.
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Abstract
The insurance companies operating in India (both public and private) must realize the fact that the customer

service management is a multi-faceted area on any public service business. And customer satisfaction is a most
important criterion, which encompasses quality product and value addition to provide ultimate customer satisfaction.
Customers‘(dis) satisfaction is cascading in nature and requires building relationship, confidence and trust with
utmost commitment, internal accountability and a sense of care of customer. The insurer must try to get closure to the
customer through implementing customer experience management by understanding customer's value propositions
through all his interactions and give weightage to more focused issues. The vital issue for both public and private
insurance companies operating in India, in the current competitive environment is mastering the skill of making best
use of available opportunities in managing services through tangibility, reliability, empathy and reinstatement of
one‘s presence and performance by overcoming inconsistencies in customer service management. Based on the facts
discussed the current study is considered as important, and it focuses to analyze the customers‘ perception and
satisfaction towards the services offered by the both public and private insurance companies in India.
Keywords: LIC, ICICI, HDFC, CIF and MF

Introduction
Insurance is a co-operative device to spread the loss caused by a particular risk over a

number of persons who are exposed to it and who agree to insure themselves against the risk.
Insurance is a co-operative device that distributing losses falling on an individual or his family
over a large number of persons each bearing a nominal expenditure and feeling secure against
heavy loss. “Insurance has been defined to be that in which a sum of money as a premium is
paid in consideration of the insurer’s incurring the risk of paying large sum upon a given
contingency.”

Significance of the Study
Before the economic liberalization in 1991, the insurance industry had been avoiding

competitive pressures because insurance is a very complex product which only a handful could
understand. This was probably the reason why the majority of the potential consumers did not
opt for holding a life insurance policy. This situation has, however, changed in recent years and
the insurance industry is growing as today consumers are aware of and understand the
importance of holding a life insurance. The change in customers ‘attitude towards the insurance
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industry can be attributed to several developments. In the first place, the Indian consumers are
now more educated and knowledgeable. Furthermore, they are more aware of the occasion that
arises. Other factors that have contributed to the change are the problem of insolvent status of
private financial agencies and unfair trade practices of private investment companies. In this
era, the Indian investors have understood the importance of owning an insurance policy to
resolve or indemnify the losses suffered in uncertain future.

The insurance companies operating in India (both public and private) must realize the fact
that the customer service management is a multi-faceted area on any public service business.
And customer satisfaction is a most important criterion, which encompasses quality product
and value addition to provide ultimate customer satisfaction. Customers‘(dis) satisfaction is
cascading in nature and requires building relationship, confidence and trust with utmost
commitment, internal accountability and a sense of care of customer. The insurer must try to
get closure to the customer through implementing customer experience management by
understanding customer's value propositions through all his interactions and give weightage to
more focused issues. The vital issue for both public and private insurance companies operating
in India, in the current competitive environment is mastering the skill of making best use of
available opportunities in managing services through tangibility, reliability, empathy and
reinstatement of one‘s presence and performance by overcoming inconsistencies in customer
service management. Based on the facts discussed the current study is considered as important,
and it focuses to analyze the customers‘ perception and satisfaction towards the services offered
by the both public and private insurance companies in India.
Scope of the Study

The present study aims to understand the perception of life insurance policy holders. Under
this an attempt has been made by the researcher to analyze the level of satisfaction services
rendered by both public and private sector life insurance companies. Apart from the
aforementioned things, this study also highlights the various problems faced by the policy
holders. This study has covered Life Insurance Corporation of India (LIC) and private life
insurance companies which are running their operations in the research area i.e. Chennai city.

The results of this Study clearly reveal the contemporary views of people about life
insurance policies. Based on the results of this study, any insurance company can design its
product and service in such a way that it can attract broad-based customers and provide them
with the best products and services. This study will be helpful to the insurance services
providers for introducing proactive strategies that are primarily aimed at educating consumers
and encouraging greater usage of life insurance. This study will be useful to the Researchers,
Academicians and Financial experts in understanding customers ‘perceptions, liking and
satisfaction/dissatisfaction towards various services offered by both the public and private life
insurance companies operating in Chennai city.

Objectives of the Study

 To analyze customers’ perception on life insurance policies.

 To measure the satisfactory level of policy holders on services.
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Statement of the Problem
In today‘s competitive Business, Policy Holders expects quick and quality service comfort

way. The customers are nowadays exposed to a greater convenient way because of the
customer attraction strategy adopted by the life insurance companies. These companies have
entered with latest technology and well trained professional and hence can better satisfy the
consumers. This has brought about a huge change in the Life insurance sector with an ever
increasing quest for better services being desired by the customer.

Research Methodology
A questionnaire was structured in such a way that it practically reflects the views and

perception of Policyholders about life insurance companies, its product and services, features of
the public and private life insurance companies operating in Chennai city. 120 policyholders
from LIC, ICICI Prudential, Bajaj Allianz, and HDFC Standard were chosen for the study.
The researcher adopted convenience sampling method for selecting respondents.

Area of the Study
Chennai city is the largest industrial center. This city is being categorized as one of the

metropolitan cities based on its growing income level, industrial growth and rapid economic
changes among the salaried households. The growth features of the Chennai city have
motivated the researcher to select this region for the research. Total population of Chennai city
is 4,646,732. Male and female were 2,335,844and 2,310,888respectively. Population Growth
for Chennai city was recorded in 2011 for the decade has remained 7.77percent. Chennai city
Population constituted 6.44 percent of total Tamil Nadu Population. Sex Ratio of Chennai city
is now 989, while child sex ratio (0-6) is 950 per 1000 boys. Average Literacy rate for Chennai
city is 90.18 percent. In India, literacy rate is counted only for those above 7 years of age. Child
between 0-6 ages are exempted from this. Total literates in the Chennai city increased
to3,776,276. All the data regarding Chennai city Population were released by Directorate of
Census Operations in Tamil Nadu.

As per IRDA report 2014-15, there are 24 life insurance companies are functioning in
India. Of which one is public enterprise i.e., LIC (Life Insurance Corporation of India) and the
remaining 23 are private limited companies. It has been observed that, all companies are
running in the study area, out of which one public sector company and three leading private
sector companies were chosen as the sample for the study i.e., Life Insurance Corporation of
India (LIC) and Bajaj Allianz, ICICI Prudential and HDFC Standard. Whose customers are
approached to learn about their perception and satisfaction towards insurance services.Further
three divisions of Chennai city i.e. Chepauk, Triplicane and Mylapore were chosen as
researchable areas for sample data collection by taking into account time and cost. The study
covers the Policy holders living in the selected divisions.

Review of Literature
Narendar and Sampath (2014) observed that the level of awareness towards the rights and

duties regarding insurance is negligible. The study tries to understand the awareness of the



National Conference on Contemporary Issues in Commerce and Management Sciences

pg. 164 Sriram College of Arts and Science, Thiruvallur

people towards the rights and duties towards life insurance products after the privatization of
the insurance sector with special reference to Indian insurance sector. To actually understand
this, a primary research was conducted to find out the level of awareness towards the rights and
duties of the policy holders across demographic profiles and about the level of awareness
towards life insurance policies prevailing in the Indian market. The study totally concentrates
on the individual behavior, attitudes and also crating the awareness regarding their contribution
on Indian insurance sector.

ShyamasreeSaha and Anirban Dutta (2015) carried out a study on customer’s perception
on service quality of life insurance companies in north eastern states of India. The primary
objective of this study is to discover a channel through which the managers may identify the
determinants of generating the perception on service quality of life insurance companies.
Further the researchers found that customers of north eastern states satisfied by the services
rendered by life insurance companies. It is also observed that customers generally refer by
agents when introducing new policies. Finally the authors concluded that the agents who
interacting with policy holders are ultimately responsible for creating customer perception on
services offered by the insurers.

Data Analysis and Results Discussion
Table 1: Reasons for Purchasing Life Insurance Policies

Reasons Mean Standard Deviation Rank

Investment 4.43 0.575 1

Agent Request 3.88 0.812 7

Agent Compulsion 3.70 0.958 9

Prompt Services 3.65 1.018 10

Family & Friends recommendation 3.72 1.006 8

Easy Accessibility 4.00 0.860 6

Coverage of risk 4.11 0.818 5

Savings 4.24 0.686 2

Tax planning 4.20 0.717 4

Own interest 4.23 0.739 3

Inference
The respondents were asked to rank the various reasons so as to why they prefer life

insurance policies with Rank 1 to be the most preferred reason and Rank 10 to the least
preferred option. The findings are listed in the above table. It shows that Investment (4.43) has
been ranked number 1, followed by Savings (4.24) ranked number 2, followed by Own interest
(4.23) ranked number 3, followed by Tax planning (4.20) ranked number 4, followed by
Coverage of risk (4.11) ranked number 5, followed by Easy accessibility (4.00) ranked number
6, followed by Agent request (3.88) ranked number 7, followed by Family & Friends
recommendation (3.72) ranked number 8, followed by Agent compulsion (3.70) ranked number
9, and finally followed by Prompt services (3.65) ranked number 10.
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Table 2: Descriptive Statistics

Variables Mean SD

Facing difficulties in loan processing 3.95 0.858

Promises are genuine 3.83 0.920

Loan against policy 3.88 0.949

Fixing higher rate of interest 3.96 0.749

I recommend this insurance policy 3.92 0.885

Customer gets individual attention 3.73 0.877

Convenient business hours 3.78 0.936

Have knowledge to solve problems 3.74 1.017

Service during extended hours 3.73 0.987

Prompt service 3.78 0.900

Usage of latest technology 4.43 0.750

Provide all information clearly 4.03 0.634

Provide error free services 3.90 0.803

Guidance/Help at the time of policy is good 4.02 0.778

Motivation given by agents & development officers 4.09 0.80

I often received unwanted calls & messages 3.93 0.877

Table 3: Communalities

Variables Communalities

Facing difficulties in loan processing 0.695

Promises are genuine 0.770

Loan against policy 0.705

Fixing higher rate of interest 0.598

I recommend this insurance policy 0.531

Customer gets individual attention 0.835

Convenient business hours 0.699

Have knowledge to solve problems 0.709

Service during extended hours 0.647

Prompt service 0.586

Usage of latest technology 0.758

Provide all information clearly 0.705

Provide error free services 0.742

Guidance/Help at the time of policy is good 0.750

Motivation given by agents & development officers 0.625

I often received unwanted calls & messages 0.683
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Table 4: Measure of Sampling Adequacy
Variables MSA

Facing difficulties in loan processing 0.743

Promises are genuine 0.795

Loan against policy 0.805

Fixing higher rate of interest 0.739

I recommend this insurance policy 0.810

Customer gets individual attention 0.792

Convenient business hours 0.780

Have knowledge to solve problems 0.861

Service during extended hours 0.650

Prompt service 0.743

Usage of latest technology 0.522

Provide all information clearly 0.782

Provide error free services 0.816

Guidance/Help at the time of policy is good 0.749

Motivation given by agents & development officers 0.626

I often received unwanted calls & messages 0.765

Table 5: Factorization of Perception on Services of Life Insurers
Factor & Total Variance Explained Variables Factor

loading

Consideration Factor (CF) 22.100%

Facing difficulties in loan processing 0.822
Promises are genuine 0.815
Loan against policy 0.803
Fixing higher rate of interest 0.762
I recommend this insurance policy 0.686

Service Factor (SF) 20.583%

Customer gets individual attention 0.895
Convenient business hours 0.822
Have knowledge to solve problems 0.785
Service during extended hours 0.671
Prompt service 0.654

Information technology factor (ITF)
13.190%

Usage of latest technology 0.837
Provide all information clearly 0.812
Provide error free services 0.725

Motivation factor (MF)
13.127%

Guidance/Help at the time of policy is
good

0.822

Motivation given by agents &
development officers

0.777

I often received unwanted calls &
messages

0.731

Inference
Table 5 depicts that level of perception on services rendered by public and private sector life

insurance companies with their communalities and MSA values ranking from 0.531 to 0.835
and 0.522 to 0.861 have goodness of fit for factorization. The Chi square value 982.743 with
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degrees of freedom of 120 reveal that factor analysis can be applied for factorization of 16
perception variables. Four dominant independent perception factors explaining 69 of total
variance have been extracted out of 16 perception variables. Of them the most dominant factor
Consideration Factor (CF) followed by Service Factor (SF), Information Technology Factor
(ITF) and Motivation factor (MF) in the order of dominance.

Hence the factor analysis reveals that consideration factors like facing difficulties in loan
processing, genuine promises, loan against policy, fixing higher rate of interest, readiness to
recommend the insurance policy were the most dominant factors followed by Service factor,
Information technology factor and motivation factor. Therefore the researcher has been
concluded that factors under the category called consideration factor (cf) place a predominant
role on the perception of policyholders of public and private sector life insurance companies.

Findings

 The descriptive analysis shows the ranks given by the respondents to the reasons why did
they buy life policy is that Investment (4.43) has been ranked number 1, followed by
Savings (4.24) ranked number 2, followed by Own interest (4.23) ranked number 3,
followed by Tax planning (4.20) ranked number 4, followed by Coverage of risk (4.11)
ranked number 5, followed by Easy accessibility (4.00) ranked number 6, followed by
Agent request (3.88) ranked number 7, followed by Family & Friends recommendation
(3.72) ranked number 8, followed by Agent compulsion (3.70) ranked number 9, and finally
followed by Prompt services (3.65) ranked number 10.

 The Factor analysis depicts that level of perception on services rendered by public and
private sector life insurance companies with their communalities and MSA values ranking
from 0.531 to 0.835 and 0.522 to 0.861 have goodness of fit for factorization. The Chi
square value 982.743 with degrees of freedom of 120 reveal that factor analysis can be
applied for factorization of 16 perception variables. Four dominant independent perception
factors explaining 69 of total variance have been extracted out of 16 perception variables.
Of them the most dominant factor Convenient Factor (CF) followed by Service Factor
(SF), Information Technology Factor (ITF) and Motivation factor (MF) in the order of
dominance.

Suggestions and Conclusions
The study was conducted to understand the customer’s perception on services of Life

insurance Corporation of India and three other private life insurance companies namely Bajaj
Allianz, ICICI Prudential and HDFC Standard with reference to Chennai city. The entry of
private sector insurance companies into the Indian insurance sector triggered off a series of
changes in the industry. Even with the stiff competition in themarket place, it is evident from
the study that the public sector giant LIC dominates theIndian insurance industry. In today‘s
competitive world, customer satisfaction has become an important aspect to retain the
customers, not only to grow but also to serve. Increased competition, wide range of product
offerings and multiple distribution channels cause companies to value satisfied and highly
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profitable customers. The study reveals that most of the respondents are aware of Life
Insurance Corporation of India and have acquired more knowledge about the Endowment
policies. Further it has been also found that the policyholders have brought the life insurance
policy as they were motivated by the insurance agents.

On the basis of analysis the researcher concluded that the Life insurance customers are
wanted to invest their money in insurance products or they perceived life insurance as good
investment product. Secondly they see life insurance as a money saving tool. The researcher
also found that recommendations, agents request and compulsion and prompt services by
insurers are given least preference by the respondents. The study also reveals that consideration
factors like facing difficulties in loan processing, genuine promises, loan against policy, fixing
higher rate of interest, readiness to recommend the insurance policy were the most dominant
factors followed by Service factor, Information technology factor and motivation factor.
Therefore the researcher has been concluded that factors under the category called
consideration factor place a predominant role on the perception of policyholders of public and
private sector life insurance companies.
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Abstract
The hotel industry is highly competitive and like any other industry that markets a product in a highly

competitive market, competing for the consumer's disposable income. This is particularly significant to the hotel
situation in which there is less obvious competition on price, but centers more on issues of facilities, image service and
the quality of that provision. While the hotels are offering intangible and perishable personal service encounters,
managing these services in terms of offering quality experience to their guests, it must be of a paramount concern of
any hotels, and the way in which personalized services are provided. At this juncture, the researchers have made an
attempt to examine the service quality gap in the select star hotels in Coimbatore. This study is confined to the
customers of the select star hotels in Coimbatore. In the present study, the sampling involves two stages. In the first
stage, by adopting stratified random sampling, 30 per cent of the hotels are selected from each category i.e. 10 three
star hotels, 2 four star hotels and1 five star hotel. In the second stage, by adopting convenience sampling, 50 customers
are selected from each star hotel selected for this study. Therefore, the sample size consists of 650 customers. As a vital
part of the study, the primary data were collected from 650 customers who stayed in the select three, four and five star
hotels at least one day. The reception desk employees of the select star hotels were requested to administer the
questionnaires to guests during their hotel stay, and to collect them after completion. The secondary data have been
collected mainly from journals, magazines, reports, books and unpublished dissertations. In order to study the
perception of customers towards service performance of the star hotels, analysis of variance, student t-test, paired t test,
analysis of co-efficient of variation, multiple regression analysis and percentage analysis have been employed. The
study reveals that there is a significant difference between expected and perceived levels of assurance, empathy,
reliability, responsiveness, tangibility, room and room service and in-house cafe/restaurant dimensions of service
quality in the select star hotels in Coimbatore. It reveals that the service performance of the select hotels is not upto the
expectations of the customers. Therefore, the select star hotels should take appropriate measures to make certain the
customers’ satisfaction on their service delivery to fulfill their expected requirements.
Keywords: Service quality, service performance, service quality gap, hotel services, hospitality industry, etc.

Introduction
The service sector plays a significant role in most developing and developed countries. The

hotel has become one of the most competitive businesses in the world in the last three decades.
The Indian hotel industry has witnessed healthy growth fuelled by robust inflow of foreign
tourists as well as increased tourist movement within the country. The sector is expected to
grow at an average annual rate of 7.90 per cent from 2013 to 2023. The overall perspective of
the industry is changed due to introduction of new techniques and methods of handling various
processes. Awareness among the hoteliers and the guests has fuelled the inventions focused on
operations. The increased sagacity of customer satisfaction has led to the use of high standards



National Conference on Contemporary Issues in Commerce and Management Sciences

pg. 170 Sriram College of Arts and Science, Thiruvallur

of service in hotel industry. The new service parameters made the hoteliers implement quality
management as an effective aid. The use of new techniques began with the simple motive of
sophistication and precise activities in the given field of operation which may result in high
standards of service in global economy. There has been strong price competition in the hotel
industry in recent years and the behavioural intentions of customers are playing an increasingly
important role in determining profits of the hotels. In general, customers are satisfied, if they
receive good service quality from hotels and their behavioural intentions are by and large
favourable.

Service Quality in Hotel Industry
The quality of service in hotel industry is a significant factor of successful business. The

existing trend of complete quality management in hotel industry ensures the achievement of
competitive advantage and is therefore the subject of contemporary research into service quality
in hotel industry. In the highly competitive hotel industry, service becomes one of the most
important elements for gaining a sustainable competitive advantage in the marketplace.
Though economic slowdown has resulted in low occupancy and average room rates for hotels
across certain major countries, Indian hotel sector is still expected to show healthy prospects
compared to global hotel growth. The Indian hotel industry is the largest among all the
industries, accounting for over 10 per cent of the country’s gross domestic product and around
8 per cent of the employment. With the change in the lifestyles of the customers, a significant
shift has been observed in the demands and expectations of the customers. Hotels are
increasing their investments to improve service quality and the perceived value for guests so as
to achieve enhanced customer satisfaction and loyalty, thus resulting in better relationships
with each customer. The main responsibility of hoteliers is the delivery of quality service to
customers. To be successful in the industry, hoteliers must provide customers with service
satisfaction. Delivering service quality to customers is essential for success and survival in
today’s competitive hotel environment. Superior service quality enlarges customer satisfaction,
customer loyalty, customer retention, profitability, and promotes sustainable competitive
advantage.

The hotel industry is often perceived as the most global in the service sector. Hotels have
witnessed increasing competition for high service quality and customer satisfaction. Hence, the
hotels that are able to provide quality services to its ever demanding customers in a warm and
efficient manner are those businesses which will be more likely to obtain a long-term
competitive advantage over their competitors. Hotels that provide superior service quality are
likely to be successful in enhancing guest satisfaction and loyalty. Hotels are trying their best to
improve their service quality in order to make customers satisfied with their services. Hotel
operators now focus more on the quality standards so as to meet the basic needs and
expectations of the customers. Providing more qualified services at hotels refers to the
maximizing of value obtained by more benefit in terms of customers. Realizing the increase in
competition among hotels, new hotels are focusing on improving service quality to put them in
a competitive advantage.
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Statement of the Problem
The hotel industry is highly competitive and like any other industry that markets a product

in a highly competitive market, competing for the consumer's disposable income. This is
particularly significant to the hotel situation in which there is less obvious competition on price,
but centers more on issues of facilities, image service and the quality of that provision. In recent
years, the hotels in India have encountered hard times due to the increasing customer demands
and strong internal industry competition. While the hotels are offering intangible and
perishable personal service encounters, managing these services in terms of offering quality
experience to their guests, it must be of a paramount concern of any hotels, and the way in
which personalized services are provided. Hoteliers do not know what their guests consider as
important when evaluating the quality of hotel products and very often do not have unfailing
methods for determining the expectations and perception of hotel guests when the service
quality is concerned. Many factors of service quality of hotels are not standardized where
quality aspects such as helpfulness, friendliness and politeness are likely to be interpreted in a
different way depending on each guest and therefore assessed subjectively. These peaks make it
more complicated to measure for a consistent service quality.

The Indian hotel industry is required to comply with a number of regulations related to the
preparation and sale of food and beverages, and various laws and regulations governing
employee relationships. Hotel operators need to obtain multiple licences, permits and
authorizations, including local land-use permits, building and zoning permits, environmental,
health and safety permits and liquor licences. Market saturation and increasing competition in
hotel industry have further increased the significance of service quality especially for hotels.
Further, many guests do not complain as they feel that such an action would be a waste of time
anyway and they would thus be more wound up at the outcome of the complaint. Sometimes
hotel customers complain because they want an apology; sometimes they want another dish, or
even a refund. Either way, all hotels need to engage in service recovery if they wish to counter
service failure. As hotel environment is becoming more complex, accompanied by increased
competition, rapid advanced in technology and supplicated services customers more
expectation be it customer, there is an unprecedented rise in hotel business failure today in the
service sector. For the hotel sector, success and profitability are dictated by the ability to
frequently acquire, retain and service their customers, and ensure that customers remain
customers for life. Therefore, hotels have witnessed increasing competition for high service
quality and customer satisfaction. Hence, service quality and customer satisfaction are the
cornerstone for success in hotel business, and are perceived as key factors in acquiring and
sustaining competitive advantage, retaining the existing customers and attracting the new ones,
creating long-term profitability as well as improving living standard of employees in hotels.
Hence, in this intense competitive market, it is essential for hotels to inquire about good values
and tool for improving service quality. At this juncture, the researchers have made an attempt
to examine the service quality gap in the select star hotels in Coimbatore.
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Objectives of the Study
The study has the following objectives:
1. To examine the acceptance level of the customers towards perceived service quality in the

select star hotels in Coimbatore.
2. To find out the service quality gap in the select star hotels.
3. To offer suitable suggestions to improve the service quality of the select star hotels in

Coimbatore based on the findings of the study.

Hypotheses
In order to examine the perception of customers towards service quality gap in the select

star hotels, the following null hypotheses have been formulated and tested.
H01: There is no significant relationship among the acceptance levels of the customers

belonging to different demographic profiles towards perceived service quality in the select star
hotels.

H02: There is no significant difference between the expected and perceived levels of service
quality in the select star hotels.

Sampling Design
This study is confined to the customers of the select star hotels in Coimbatore. As on March

2016, 34 three star hotels, 7 four star hotels, and 3 five star hotels are in operation in
Coimbatore. These star hotels are considered the universe of the study. In the present study, the
sampling involves two stages. In the first stage, by adopting stratified random sampling, 30 per
cent of the hotels are selected from each category i.e. 10 three star hotels, 2 four star hotels and1
five star hotel. In the second stage, by adopting convenience sampling, 50 customers are
selected from each star hotel selected for this study. Therefore, the sample size consists of 650
customers. The sampling details are given in the following table.

Table 1: Sampling Distribution

Hotel
No. of Hotels in

Operation

Samples

Hotels Customers

3 star hotels 34 10 500

4 star hotels 07 02 100

5 star hotels 03 01 050

Total 44 13 650

Data Collection and Analysis
The present study is empirical in character, based on survey method. As a vital part of the

study, the primary data were collected from 650 customers who stayed in the select three, four
and five star hotels at least one day. The reception desk employees of the select star hotels were
requested to administer the questionnaires to guests during their hotel stay, and to collect them
after completion. Taking into consideration the objectives of the study, a questionnaire was
prepared after a perusal of available literature. The questionnaire was constructed based on
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Likert scaling technique. The secondary data have been collected mainly from journals,
magazines, reports, books and unpublished dissertations. In order to study the perception of
customers towards service performance of the star hotels, analysis of variance, student t-test,
paired t test, analysis of co-efficient of variation, multiple regression analysis and percentage
analysis have been employed.

Findings
1. There is no significant relationship among the acceptance levels of the respondents

belonging to different genders, age groups, educational status groups, occupations, types of
hotels and hotels towards perceived service quality in the select star hotels. On the other
hand, a significant relationship is found among the acceptance levels of the respondents
belonging to different monthly income groups towards perceived service quality in the
select star hotels.

2. Male respondents, respondents in the age group upto 30 years, respondents with
postgraduation and above qualifications, professionals, respondents having monthly
income upto Rs.50000, customers of 4 star hotels and customers of the Le Méridien have
higher acceptance level with the perceived service quality in the select star hotels in
Coimbatore.

3. There exists stability in the acceptance level of female respondents, respondents in the age
group upto 30 years, the respondents with postgraduation and above qualification,
employed customers, respondents having a monthly income of above Rs.100000, customers
of 3 star hotels and customers of the Grand Plazza towards perceived service quality in the
select star hotels in Coimbatore.

4. There has been low correlation (0.080) between the perceived service quality and the select
personal variables in the select star hotels. The R square indicates that 0.60 per cent of
variation in the perceived service quality is explained by all personal variables taken
together. The F value indicates that the multiple correlation coefficients are not significant.
Respondents’ gender, age, educational status, monthly income and type of hotel have no
significant effect on their acceptance towards perceived service quality in the select star
hotels.

5. There is a significant difference between expected and perceived levels of assurance,
empathy, reliability, responsiveness, tangibility, room and room service and in-house
cafe/restaurant dimensions of service quality in the select star hotels in Coimbatore. It
reveals that the service performance of the select hotels is not upto the expectations of the
customers.

6. In regards to the various factors that contribute to the assurance dimension of service
quality, the best part of the respondents (28.15%) agree with the list, followed by strongly
disagree (23.23%) and disagree (19.23%). 18.46% and 10.92% of the respondents strongly
agree and neither agree nor disagree respectively on the assurance dimension of service
quality.
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7. Out of 650 respondents, greater part of the respondents indicate that they agree (27.08%)
with the empathy dimension of service quality in the select star hotels, followed closely by
strongly disagree (23.69%) and disagree (20.15%). 18.62% and 10.46% of the respondents
strongly agree and neither agree nor disagree respectively.

8. The majority of respondents indicate that they agree and strongly disagree (24.31%) with
the reliability dimension of service quality in the select star hotels, followed by disagree
(19.38%). 18.31% and 13.69% of the respondents strongly agree and neither agree nor
disagree respectively.

9. In regards to the responsiveness dimension of service quality in the select star hotels, greater
part of the respondents (25.23%) strongly disagree, followed by agree (23.85%) and disagree
(19.85%). 19.23% and 11.85% of the respondents strongly agree and neither agree nor
disagree in that order.

10. Out of 650 respondents, 24.92% of the respondents reveal that they agree with the
tangibility dimension of service quality, followed by strongly disagree (24.15%), and
disagree (24%). 18% and 8.92% of the respondents strongly agree and neither agree nor
disagree respectively.

11. Out of 650 respondents, 26.46% of the respondents reveal that they agree with the room
and room service dimension of service quality, followed by disagree (24.46%), and strongly
disagree (23.69%). 15.08% and 10.31% of the respondents strongly agree and neither agree
nor disagree in that order.

12. In regards to the in-house cafe/restaurant dimension of service quality, best part of the
respondents (25.38%) disagree, followed by agree (23.69%) and strongly disagree (23.08%).
15.54% and 12.31% of the respondents strongly agree and neither agree nor disagree in that
order.

13. Respondents ranging from 22.77 per cent to 35.54 per cent have faced problems with the
services of the select star hotels: Poor response, absence of update information, absence of
customer intimate strategy, poor state of serving skills, and absence of compliant
monitoring cell. Inadequate range of services, poor state of reliability, absence of customer
contact programmes, incompetent employees and over promising are the problems of the
customers ranging from 37.38 per cent to 40.39 per cent pertaining to services of the select
star hotels in Coimbatore. Lack of staff involvement, poor understanding the guests, delay
in service and delay in check in and check out are also the problems of the customers
ranging from 41.23 per cent to 46.46 per cent towards services of the select star hotels.

Suggestions
1. When customers come to hotel, they need to wait a long-time for checking-in; it will cause

negative impression to customers. Therefore, services in the select star hotels ought to be
performed on time at the first time to create kindness for new customers as well as sustain
customer loyalty. Besides, the select star hotels should improve the serving skills of
receptionists which play an important role in customers’ positive thinking and satisfaction.
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2. The select star hotels should set up a separate ‘Customer Compliant Monitoring Cell’. The
task of the cell must be to receive, register and classify customers’ complaints and forward
them to the respective sections to initiate action, and follow up until the compliant is
attended to the satisfaction of the customers concerned.

3. The select star hotels ought to provide training to the employees on issues like
responsiveness, confidence and communication skills. As to build strong assurance, the
human resource department ought to train employees which can make them knowledgeable
and better skilled which help them to take decisions. The select star hotels must give out
adequate facilities for training employees. These will result in increased customer
satisfaction and stronger brand image.

4. The select star hotels should often assess and reassess how customers perceive hotel services
so as to make out whether the hotels meet or exceed or are below the expectations of their
customers. Regular customer surveys, therefore, throw light on ratification and refinement,
which will go a long way to improve the service performance. Some customer surveys shall
be initiated through external agencies so that the public reposes confidence on the results of
the surveys. Opinion polls should be carried out periodically to be aware of the perceptions
of customers about the services of the select star hotels.

5. The select star hotels ought to realize that guests expect employees to react instantly to their
demands and solve their problems speedily. The hotel managers should be aware that
guests assume they will have a respectful treatment by polite employees, that the hotel will
maintain a safe surrounding, and that it has a suitable location. Therefore, the select star
hotels should assure that guests get unique care, which staff members are in charge of
reservations, recognize their guests’ individual demands, and the expenses should be clearly
illustrated.

6. The select star hotels should pay due attention to customers’ complaints, customers’
expectations and individual attention so as to better understand their needs and satisfy
them. The select star hotels can set up a special team to act as a quality management group
that is responsible for continuous service quality enhancement. This team is responsible for
the conduct of research to identify with customers’ needs and preferences and give detailed
strategies to enhance customer satisfaction. Besides, they should undertake regular survey
to keep a regular track of customer satisfaction level and find out customer expectations on
various service aspects. Qualitative data collection, going beyond basic comment cards, can
provide valuable understanding of the experiences of guests.

Conclusion
Indian hotel industry has witnessed spectacular boom in recent years. It has emerged as one

of the key drivers of growth among the services sector in India. The ever changing perception of
customers necessitates the hotels to match the perception of customers by delivering quality
services. The research explored the perception of the customers towards service performance of
the select star hotels in Coimbatore. For this purpose, 650 customers were selected from 13 star
hotels. The key finding of the present study is that the service performance of the select star
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hotels is moderate and is not upto the expectations of the customers. Poor response, absence of
update information, absence of customer intimate strategy, poor state of serving skills, absence
of compliant monitoring cell, inadequate range of services, poor state of reliability, absence of
customer contact programmes, incompetent employees, over promising, lack of staff
involvement, poor understanding the guests, delay in service and delay in check in and check
out are the problems of the customers pertaining to the services of the select star hotels.
Therefore, the select star hotels should take appropriate measures to make certain the
customers’ satisfaction on their service delivery to fulfill their expected requirements.
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Abstract
Competition and the constant changes in technology and lifestyles have changed the face of banking. Nowadays,

banks are seeking alternative ways to provide and differentiate amongst their varied services. Customers, both
corporate as well as retail, are no longer willing to queue in banks, or wait on the phone, for the most basic of services.
They demand and expect to be able to transact their financial dealings where and when they wish to. With the
number of computers increasing every year, the electronic delivery of banking services is becoming the ideal way for
banks to meet their clients’ expectations. To study the scenario of e-banking the present study has been carried out. In
this study opinions of 100 customers from Ludhiana were taken. The results revealed that People are aware of e-
banking, but not fully. The Customers are at ease after using e-banking, it saves the precious time of the customer. It
has also been found that Customer satisfaction varies according to age, gender, occupation etc. E-banking has
increased the pace of transaction and Customer perception is that e-banking has made the life easy.
Keywords: Customers, e-banking, life, Computers, satisfaction, expectations

Introduction
Information Technology has become a necessary tool in today s organizations. Banks

today operate in a highly globalized, liberalized, privatized and a competitive environment. In
order to survive in this environment banks have to use IT. IT has introduced new business
paradigm. It is increasingly playing a significant role in improving the services in the banking
industry. Indian banking industry has witnessed a tremendous developments due to sweeping
changes that are taking place in the information technology. Electronic banking has emerged
from such an innovative development. Modern technology is seen as a panacea for most of the
ills that the banking sector faces today. Even at present, India is a relative unbanked country as
the credit-to-GDP ratio is one of the lowest in the developing economies. So banks are facing
the dual challenge of increasing penetration and high growth trajectory. The banking industry
can kill two birds with one stone that is with help of technology. Tremendous progress took
place in the field of technology which has reduced the world to a global village and it has
brought remarkable changes in the banking industry. Branch banking in the brick and mortar
mode has been transformed into click and order channel mode. from such an innovative
development. Modern technology is seen as a panacea for most of the ills that the banking
sector faces today. Even at present, India is a relative unbanked country as the credit-to-GDP
ratio is one of the lowest in the developing economies. So banks are facing the dual challenge of
increasing penetration and high growth trajectory. The banking industry can kill two birds with
one stone that is with help of technology. Tremendous progress took place in the field of
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technology which has reduced the world to a global village and it has brought remarkable
changes in the banking industry. Branch banking in the brick and mortar mode has been
transformed into click and order channel mode.

E-Banking
E-banking is the term that signifies and encompasses the entire sphere of technology

initiatives that have taken place in the banking industry. E-banking is a generic term making
use of electronic channels through telephone, mobile phones, internet etc. for delivery of
banking services and products. The concept and scope of e-banking is still in the transitional
stage. Ebanking has broken the barriers of branch banking.

E-Banking in India
In India e-banking is of fairly recent origin. The traditional model for banking has been

through branch banking. Only in the early 1990s there has been start of non-branch banking
services. The good old manual systems on which Indian Banking depended upon for centuries
seem to have no place today. The credit of launching internet banking in India goes to ICICI
Bank. Citibank and HDFC Bank followed with internet banking services in 1999. Several
initiatives have been taken by the Government of India as well as the Reserve Bank to facilitate
the development of ebanking in India. The Government of India enacted the IT Act, 2000 with
effect from October 17, 2000 which provided legal recognition to electronic transactions and
other means of electronic commerce. The Reserve Bank is monitoring and reviewing the legal
and other requirements of e-banking on a continuous basis to ensure that e-banking would
develop on sound lines and e-banking related challenges would not pose a threat to financial
stability. A high level Committee under chairmanship of Dr. K.C. Chakrabarty and members
from IIT, IIM, IDRBT, Banks and the Reserve Bank prepared the „IT Vision Document- 2011-
17 , for the Reserve Bank and banks which provides an indicative road map for enhanced
usage of IT in the banking sector To cope with the pressure of growing competition, Indian
commercial banks have adopted several initiatives and e-banking is one of them. The
competition has been especially tough for the public sector banks, as the newly established
private sector and foreign banks are leaders in the adoption of e-banking. Indian banks offer to
their customers following e-banking products and services:

 Automated Teller Machines (ATMs)

 Internet Banking

 Mobile Banking

 Phone Banking

 Telebanking

 Electronic Clearing Services

 Electronic Clearing Cards

 Smart Cards

 Door Step Banking

 Electronic Fund Transfer
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How E-Banking helps
To Corporate

 Competition: Banks feel the need to offer e-banking services today just to keep up with the
competitors and to be able to retain their existing customers.

 New Markets: The Internet is not only a low cost approach to determine new distribution
channels but also to establish a presence in new and upcoming markets.

 Customer Service: E-banking offers banks an opportunity to improve on their customer
service by collecting and managing information pertaining to their customers and their
individualistic preferences.

 Revenue Potential: E-banking also provides an opportunity to build on their relationships
with their existing customers. For Example, bank Web portals could offer purchasing
services for business travel or insurance to generate more revenue.

 Reduce Costs: E-banking is an opportunity for banks to reduce their overhead costs as the
need for physical branches is drastically cut down. The running cost of an ordinary bank
account for 50-60 per cent of their revenues, whereas the running cost of Internet banking
are a mere 15-20 per cent of revenues. For example, in India, Net banking is estimated to
cost just INR 2 per transaction compared to the INR 43 incurred while banking at the
branch.

To Customer
Anywhere banking- no matter wherever the customer is in the world, online banking is just

a web- site away. Balance enquiry, request for services, issuing instructions etc. from anywhere
in the world are possible. Consumers can use their computers and a telephone modem to dial in
from home or any site where they have access to a computer. Anytime banking- managing
funds in real time and most importantly, 24 hours a day, 7days a week.

 Convenience acts as a tremendous psychological benefitall the time.

 Cash or card free banking through PC banking. E- Banking expands the domain of access
to banking services.

 Brings down cost of banking to the customer over a period of time

 Cash withdrawal from any branch/ATM.

 On line purchase of goods and services including on line payment for the same.

 Also, the range of transactions available is fairly broad. Consumers can do everything from
simply checking on an account balance to applying for a mortgage.

To Bank

 Innovative, secure, addresses competition and presents the bank as technology driven in the
banking sector market.

 Reduces customer visits to the branch and thereby human intervention. This impact tells
upon establishment costs of the bank.

 Inter-branch reconciliation is immediate thereby reducing chances of fraud and
misappropriation. On- line banking – an effective medium of promotion of various schemes
of the bank, a marketing tool indeed.
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 E-Banking site can act as a revenue earner through promotion activity by consumer
corporate. Integrated customer data paves wave for individualized and customized services.

 ATM can be better monitored and planned by establishing a centralized data warehousing
and using latest data mining tools.

 Load of branches can be considerably reduced by establishing centralized data base and by
taking over some of the accounting functions.

To Merchants, Traders etc.

 Increase in business because of increased purchasing power of the credit card holders and
ease with which purchasing can be done.

 Less need for merchants or traders to provide credit facility to their customers.

 Making e-commerce a reality and globalizing the trade.

 Development of global and loyal clientele base. Assured immediate payment / settlement.

 Providing services of international standard at low transaction corporation.

 To Government and Nation

 Globalization of trade and e-commerce.

 Providing global market to the national products and services.

 Establishment of e-commerce in India will promote exports and increase inflow of foreign
exchange.

 Promotion of e-commerce and e-banking will eliminate the risk of carrying heavy cash. E-
banking and e-commerce will improve transparency in transaction.

Challenges in Adoption of E-banking
E-banking is facing following challenges in Indian banking industry:

 The most serious threat faced by e-banking is that it is not safe and secure all the time.
There may be loss of data due to technical defaults.

 E-banks are facing business challenges. For the transactions made through internet, the
service charges are very low. Unless a large number of transactions are routed over the Web
the e-banks cannot think of profit.

 There is lack of preparedness both on part of banks and customers in the adoption of new
technological changes.

 There is lack of proper infrastructure for the installation of e-delivery channels.

Recommendations

 E-banks should create awareness among people about e-banking products and services.
Customers should be made literate about the use of e-banking products and services.

 Special arrangements should be made by banks to ensure full security of customer funds.
Technical defaults should be avoided by employing well trained and expert technicians in
field of computers, so that loss of data can be avoided.
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 Employees of banks should be given special technical training for the use of ebanking so
that they can further encourage customers to use the same.

 E-banking services should be customised on basis of age, gender, occupation etc so that
needs and requirements of people are met accordingly

 Government should make huge investments for building the infrastructure.

Conclusion
In India, E-banking is in a nascent stage. No doubt Indian banks are making sincere efforts

for the adoption of advanced technology and installation of e-delivery channels but still masses
are wary of the concept. Banks are making sincere efforts to popularise the e-banking services
and products. Younger generation is beginning to see the convenience and benefits if ebanking.
In years to come, e-banking will not only be acceptable mode of banking but will be preferred
mode of banking.
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Abstract
Employee engagement is the relationship between an organization and its employees. An "engaged employee" is

defined as one who is fully absorbed by and enthusiastic about their work and so takes positive action to further the
organization's reputation and interests. An organization with "high" employee engagement might therefore be
expected to outperform those with "low" employee engagement, all else being equal. Employee engagement has become
a hot topic in recent years. To retain employees in the organization follows the certain concepts such as employee,
review, employee satisfaction and employee delight. The Employee Engagement is a concept that holds that it is the
degree to which an employee is emotionally bonded to organization. Engagement is about motivating employees to do
their best. An engaged gives the company his hundred percent. The quality of output and competitive advantage of a
company depends upon the quality of its people. Employee Engagement is a top of the mind issue for senior executives,
and especially HR, for some time now. Given today’s dynamic, competitive and complex business environment,
organizations have realized that in order to stay relevant they need highly engaged employees. A recent report by Dale
Carnegie Training shows that Indian employees are more engaged than their global counterparts. The report states
that the number of fully engaged working professionals in the Indian workforce stands at 46% while the global average
for the same is 34% and that of the US is at 30%. From the study, it is concluded that vibrant measures of employee
engagement are needed for achievement of organization goals.
Keywords: employee engagement, organization commitment, job involvement, job satisfaction

Introduction
The concept of employee engagement is rapidly gaining popularity and is used in

workplace to retain quality employees. It is the art and science of engaging people in authentic
and recognized connections to strategy, roles, performance, organization, community,
relationship, customers, development, energy, and wellbeing to leverage, sustain, and
transform work into results. Employee engagement first appeared as a concept in management
theory in the 1990s, becoming widespread in management practice in the 2000s, but it remains
contested. It stands in an unspecified relationship to earlier construct such as morale and job
satisfaction. Despite academic critiques, employee-engagement practices are well established in
the management of human resources and of internal communications. Insurance is a means of
protection from financial loss. It is a form of risk management primarily used to hedge against
the risk of a contingent, uncertain loss. An entity which provides insurance is known as an
insurer, insurance company, or insurance carrier. The insurance industry of India consists of 53
insurance companies of which 24 are in life insurance business and 29 are non-life insurers.
Among the life insurers, Life Insurance Corporation (LIC) is the sole public sector company.
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Components of Employee Engagement
There are two primary factors that drive employee engagement. These factors are based on

statistical analysis and widely supported by industry research. 1. Engagement with The
Organization measures how engaged employees are with the organization as a whole, and by
extension, how they feel about senior management. This factor has to do with confidence in
organizational leadership as well as trust, fairness, values, and respect - i.e. how people like to
be treated by others, both at work and outside of work. 2. Engagement with "My Manager" is a
more specific measure of how employees relate to their direct supervisors. Topics include
feeling valued, being treated fairly, receiving feedback and direction, and generally, having a
strong working relationship between employee and manager based on mutual respect.

Importance of Employee Engagement
Increasing engagement should never go away and always be a priority for organizations

seeking success. But with so much on the line, new generation is entering the workforce and
demands changing–what does it take for your organization to stay in the know with employee
engagement?
1. Engagement Is More than Happy Workers
2. Breaking Common Engagement Myths
3. How Businesses Can Engage Employees
4. How Social Media Benefits Employee Engagement

The importance of employee engagement goes beyond happy workers and good benefits.
Instead, you should practice this across all facets of your organization from top to bottom.
Senior-level staff plays just as critical of a role as your newest hire straight out of college. In a
study from Harvard Business Review, less than a quarter of businesses believe their employees
are highly engaged within the organization. That number is even more astonishing when you
realize a Gallup poll found the percentage of engaged employees was at 32% in 2015 and
31.5% in 2014. For years, HR professionals have understood the importance of employee
engagement. When workers are engaged, productivity rises and daily performance increases
across the board. Creating a great workplace culture can positively reflect on employee
behavior while shaping the future of your overall organization. However, if we don’t address
the importance of employee engagement, fall to the negatives, which include: Poor Decision
Making, No Focus or Drive, Extra Training, Hiring, ROI of Employees Decreases, This means
over hiring, additional training and higher salary spend to get workers into your stale work
environment. Higher Pay Means More Loyal Employees, Transparency & Visibility

How is Employee Engagement Measured?
Employee engagement is typically measured using an employee engagement survey that

has been developed specifically for this purpose. Employee engagement surveys must be
statistically validated and benchmarked against other organizations if they are going to provide
useful results. Without these things, it is difficult to know what you are measuring and whether
the results are good or bad. Engagement can be accurately measured with short surveys that
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contain just a few questions, but such short surveys can only provide an indication of whether
employees are engaged.

Effective Employee Engagement Tools
Business leaders have to invest in the right employee advocacy tools and training methods.

This helps reduce turnover, save money on training and keep the company engaged. With
employee engagement tools like Bambu, you can easily update employees on critical things
like: Company objectives/missions, Employee guidelines, Corporate documents, Job openings,
benefits updates, Wages information, Since employee engagement is about both the heart and
the mind, it stands for the extent to which the employees are groomed in terms of job
involvement, organization commitment and job satisfaction.

Beyond the Two Core Engagement Factors
High performance organizations, and highly engaged employees, also excel in these areas:

Strategic Alignment, Leader and Manager Competency is measured as part of the employee
survey via upward feedback. For a more complete assessment of manager competency, we
recommend using a 360 Degree Feedback Survey.

Employee Engagement Dynamics Drivers of Engagement - What Matters Most?

 Knowing whether employees are engaged or disengaged is only the first step. The elements
that drive engagement are usually similar across most companies, but the specific concerns
and level of importance are unique and specific in every company and even in different
demographic subgroups within a company. We employ two techniques that enable you to
identify the key drivers of engagement in your company and to understand what to focus
on and how to improve in those areas. 1. Priority Level - we look at the statistical patterns
across all groups in your organization to determine which items are impacting overall
engagement within each demographic group. Items with low scores that are strongly linked
to engagement are the areas where you will want to focus your change initiatives and
engagement strategy.

 Virtual Focus Groups - next, we ask targeted follow-up questions at the end of the survey
that ask employees to provide examples of problems as well as suggestions for how to
improve. Once you have identified an area that needs improvement, you can turn to the
comments where you will often find detailed information that provides the specific what,
why, and how so you can take action.

Objectives of the Study
The present paper makes an attempt:

 To understand the importance of Employee Engagement in insurance sector,

 To examine the factors considered in Employee Engagement insurance sector

 To review the various Employee Engagement activities undertaken by leading Insurance
companies in India

 To provide suggestion to improve employee engagement level in insurance sectors.
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Methodology of the Study
In order to accomplish the above objectives, secondary sources, available literature, reports

and data have been used. The data has been obtained from various journals, reports, magazines
and websites. The data pertaining to the study has been analyzed and interpretation of data is
based on rigorous exercises aiming at the achievement of the study objectives and findings of
the existing studies and it is more on qualitative terms than on quantitative terms.

Literature Review
This study carries out a critical review of literature on employee engagement concept in

order to establish both conceptual and empirical gaps. Kahn (1990) who is considered as the
father of employee engagement movement defines it as “harnessing of organization members’
selves to their work roles; in engagement people employee and express themselves physically,
cognitively and emotionally during role performances’’(pg 694). By this Kahn implied that an
employee has to be present both physically and psychologically when performing
organizational roles. Pandita and Bedarkar (2014) notes that one of the toughest challenges
facing Chief Executive officers (C.E.Os), Human Resources (HR) and business leaders of many
organizations is to ensure that when their employees reports to work every day they not only do
it physically but mentally and emotionally. This means that organization must ensure that their
employees are engaged so that they are able to contribute positively towards achieving the
organizational goals.

Employee Engagement Activities in Insurance Sector
Tata AIG General Insurance Co. Ltd. as an organization truly believes in inculcating a

vibrant culture that looks beyond work and engages its employees in various activities. To
undertake these activities, our approach is to follow a systematic sustainable & participative
model by actively involving employees, soliciting ideas and encouraging employee
involvement. We create and sustain this through our Employee Engagement Activities where
we touch the employees and their family in the various forms. Some of them are listed below:

Annual Celebration – Commemorate individual and team victories and a fun filled evening
for the employees. Employee Town-Hall is an event where the head of the organization
addresses and interacts with all employees giving them an insight about the company's progress
and unfolding the way forward. The Success Matrix is our Rewards & Recognition Programme
where we recognize the performance and contribution of our employees through timely
measures. The recipients are acknowledged for their contribution though Awards and citations
displayed on the "Wall of Fame" at all the branches.

Sports Tournaments – Inter-departmental cricket & football matches organized every year
for sports enthusiasts helps foster a spirit of teamwork. World of Work (WOW) - invites the
employees' children to come and spend time in their parents' workplace. A theme is designed
especially for the children and the décor and games are planned accordingly. This promotes
family involvement at the office premises where family members bond with each other and get
to understand the culture of the organization.
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Celebrations of Festivals – We at Tata AIG believe in celebrating all festivals and ensure
that we enjoy as a family. Around these festivities we create avenues for giving expression to
employee’s creative talent and encourage them to showcase their skills through competitions
such as Song & Dance, Rangoli, Painting,Traditional attire. Recharge Zone – A bright and
lively break-away area where employees can brain-storm ideas or flip through
books/magazines on business topics. Online Library Service - This library solution will enables
employees to review, choose and borrow their favourite books across a wide spectrum of genres
simply at the click of the mouse. Management, Self Help, Fiction, Non-Fiction. Employee
Engagement at Tata AIG is an active process which nourishes a healthy environment within
the entity and where contribution of 'Every Employee Counts'. Below is a list of areas to be
covered in the survey. Few engagement initiatives that may help the insurance sector to achieve
the desired outcome i.e. enhanced retention and employee satisfaction score.
1. Out of the Box-Idea:- An improvement suggestion offered by the employees for enhancing

the functioning of the various departments. Modalities and incentive process can be worked
out keeping in view the organization context.

2. Mood Barometer: - The objective is to gauge the mood of employees on various parameters
leading to enhancement in employee happiness index

3. Visual Approach to drive basis for action: - There is generally a perception amongst the
staff that they are not empowered enough. To mitigate this perception and drive bias for
action / responsive culture, we can set up the whole workplace with signs, labels etc
highlighting top 4-5 problems being faced i.e. Leadership Touch, HR Responsiveness,
Performance Management, Administration etc. and whenever, there is a problem,
employee can change the Flaps (they could be of Red / Green color) from Green to Red.
The success of this program will depend on the ownership alignment. It would be of great
help if the floor ownership is aligned with the respective people who sit in Cabin or larger
work places.

4. Pro-active Assessment of Attrition Risk (PAAR). Proactive Assessment of Attrition Risk
(PAAR) program helps us to pro-actively identify the high risk employees in terms of
attrition and a plan can be laid to retain them or prepare a back up to ensure there is no
impact in business continuity. Key to success depend on the review rigor.

5. Talent Vitality Index : The objective of this program is to provide opportunities to staff to
further build their capabilities and employability. Through TVI, all employee who complete
specified period of time in the organization (can vary from organization to organization
depending on the nature of role) are tracked with an objective to understand their career
aspirations and efforts are made to do the requisite alignment to available positions in line
with their personal career objective.

6. Employee Catalyst Program : - There is always a pressure on support headcount and HR is
no exception. It is expected from HR to have their ears to the ground. Generally, Employee
Relationship Managers handles 200-250 people. It becomes extremely difficult to keep the
two available ears on ground 24*7, hence it is essential that we leverage operating
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employees to get the requisite People intelligence and at the same time work as such that
this collaboration of efforts results in a win-win situation for both.

7. Coach Protégé Framework :- While we make investment at staff level in terms of Catalyst
program, we need to something for middle management as well. It is here, Coach Protégé
Framework comes to my mind. This program will help both Coach and protege in
engaging in relationship which focuses on developing and improving performance by
cultivating work related skills, knowledge and aptitude.

8. Retention Contest :- Competition amongst different units within specified timeline, where
attrition of the Unit is assessed and team with the lowest attrition as per the criteria is
rewarded.

9. Train the Trainer : - Harness the latent talent from within the organization. This involves
selection and rigorous training, enhancing employee value creation and building
organizational capability.

10. Women’s Network: - It provides networking opportunities internally and externally with
other organizations, adding value to the personal and professional growth of the woman
staff members

11. Employee Engagement: - i) Employee Focus Group are set of meetings with the group or
team of employees along with their business heads and HR. This platform can be used to
share information, encourage people to ask questions and talk about their issues. ii) 1 on 1
meeting with Employees providing them sense of belonging and exclusivity thereby
fostering open discussions and communication. iii) Fun at work place helps improves the
morale of the employees. Generally it has been observed that staff that plays together stays
together.

12. HR Metrics:- It is imperative that we put in place metrics to institutionalize people
programs and practices. People Dashboard - The dashboard can be created with an
objective to provide an insight into all people related practices including hiring, training,
compliance etc. HR Scorecard - HR Scorecard can be created with measurement definition
across all programs / activities to drive execution discipline in partnership with respective
Business Leaders.

13. Leadership Councils - These councils are set up at SBU levels to drive strategy, people
initiatives and operating excellence. People strategy / progress update etc. can be reviewed
during this council meeting as per agreed frequency. This impacts their attitude towards
company’s clients, and thereby improves customer satisfaction and service levels. Most
organization realizes today that a satisfied employee isn’t necessarily the best employee in
terms of loyalty and productivity. It is only an engaged employee who is intellectually and
emotionally bound with the organization, feels passionately about its goals and is
committed towards its value who can be termed thus. So HR department included
Employee Engagement to improve productivity of the organization. With this, We
conclude the series on Employee Engagement & Retention - Managerial Effectiveness.

Conclusion
Employee engagement is not the same as employee satisfaction Employee Satisfaction only

indicates how happy or content your employees are. It does not address their level of
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motivation, involvement, or emotional commitment. For some employees, being satisfied
means collecting a paycheck while doing as little work as possible. Measuring employee
satisfaction and making changes to increase employee satisfaction will not necessarily lead to
increased performance. In fact, the conditions that make many employees "satisfied" with their
jobs are likely to frustrate high performing employees. Top performers want to be challenged
and to challenge the status quo. They embrace change, seek out ways to improve, and want all
employees to be held accountable for delivering results. By contrast, low performing employees
often cling to the status quo, resist change, and avoid accountability whenever possible. A
proper conceptualization is necessary to enable appropriate interventions in order to boost
levels of employee engagement in organizations. some factors may affect engagement directly
or indirectly and therefore making it necessary for studies geared towards identifying direct and
indirect effects are done in order to ensure right interventions are undertaken. Therefore, the
engagement concept should be at the forefront of social work research and policy
implementation.
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