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PREFACE 

 

 Commerce normally refers to the macroeconomic purchase and sale of goods and services by large 

organizations at scale. The sale or purchase of a single item by a consumer is defined as a transaction, 

while commerce refers to all transactions related to the purchase and sale of that item in an economy. 

Most commerce is conducted internationally and represents the buying and selling of goods between 

nations. 

 
 We feel proud to edit this volume consisting of articles, on topics of Commerce and Management 

related research focusing on various aspects. It is important that many of the contributors are young 

staff members and students from colleges and Univesities. This volume will provide a platform for 

readers in enabling to acquire the knowledge of Commerce and Management. 

 
 We take this golden opportunity to thank our Honourable President Hajee M.Sheik Mohideen, the 

most Respected Secretary & Correspondent Hajee M.Dharvesh Mohideen, B.Sc., learned Principal Hajee 

Dr.H.Mohamed Meeran, Beloved members of the Managing Committee of our college and Faculty 

Members of the Department of Commerce for their encouragement and support to undertake and 

complete this work. We would also like to extend our gratitude to all the contributors for their special 

efforts in sending articles.   

 
 
 

With Best Regards                                  

Dr.A.Abbas Manthiri 

Dr.A.Mohamed Sali 

Dr.S.Hasan Banu 
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Abstract 
 Business people started expending the term Customer Relationship Management (CRM) subsequently from early 
1990s when the perception of business started to revolt from being transactional to relational. CRM directly pays towards 
customer welfares and the growth of dealings. Information Technology plays a very critical role in identifying, acquiring, 
and retaining the customers, and so dealing a healthy relationship with them. In the past twenty years, the emphasis on 
global markets has moved from sellers to customers. Today, customers are more dominant than sellers, if we consider the 
dynamic aspects of market. We have different types of CRM according to the changes in customer portfolios, speed of 
business tasks, and requirement of supervising large data, and the need for allotment information, resources, and efforts 
jointly. Customers in the last era only used to be alarmed about quantity, quality, and price. In today‟s information-driven 
world, the customers have not remained merely as people buying goods or services from a business. Along from being 
concerned about the questions such as "how many", “how much”, and "what", they are turned-out smart enough to ask, 
"why?”. Today‟s customers are hard to satisfy and are difficult to please too. This paper focuses on the various factors 
related with this 21th century customers, types of customers, examining the relationship between customers vs. costumers, 
studying customer life cycle (CLC), analyzing various Customer Management Strategies way in building successful value 
of customers and effectiveness of CRM through the conceptualization framework known as CRM. 
Keywords: Customers, Customer relationship management, CRM 
 
Concept Explanation 
 What is CRM? There can be diverse definitions of CRM from different outlooks:  

 From the perspective of the Management, CRM can be defined as an organized approach of 

developing, managing, and maintaining a 

profitable relationship with customers.  

 By associating the term with 

technology, the IT organizations define 

CRM as a software that assists marketing, 

merchandising, selling, and smooth service 

operations of a business. 

 As per Franics Buttle, World‘s first 
professor of CRM, it is the core business 
strategy that integrates internal 
processes and functions, and external 
networks, to create and deliver value to a target customer at profit. It is grounded on high 
quality customer data and information technology. 

The primary goal of CRM is to increase customer loyalty and in turn improve business profitability. 

 
 

“CUSTOMERS IN CUSTOMER REALTIONSHIP MANAGEMENT (CRM)” 
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Ingredients of CRM 

 Take a look at the following illustration. It shows the ingredients that work together to form a 

successful CRM system.  

Here are some of the important ingredients of CRM:  

 Analytics – Analytics is the process of studying, handling, and representing data in numerous 

graphical formats such as charts, tables, trends, etc., in order to observe market trends.  

 Business Reporting – Business Reporting comprises of accurate sales report, customer care, and 

marketing.  

 Customer Service – Customer Service comprises of collecting and sending the following 

customer-related information to the concerned department's)Personal information such as 

name, address, age, etc. ii)previous purchase patterns.  iii)Requirements and preferences. 

iv)Complaints and suggestions.  

 Human Resource Management – Human Resource Management includes employing and 

placing the most eligible human resource at a required place in the business.  

 Lead Management – Lead Management involves keeping a path of the sales leads and 

distribution, managing the campaigns, designing customized forms, finalizing the mailing lists, 

and studying the purchase patterns of the customers. 

 Marketing – Marketing comprises forming and implementing sales strategies by studying 

existing and potential customers in order to sell the product.  

 Sales Force Automation – Sales Force Automation includes forecasting, recording sales, 

processing, and keeping a track of the potential interactions. 

 Workflow Automation – Workflow Automation involves streamlining and scheduling various 

processes that run in parallel. It reduces costs and time, and prevents assigning the same task to 

multiple employees. 

 
21th Century Customers 
Who is an Empowered Customer? 

          Today‘s customers are empowered. 

Empowered customers are those having 

the governor to    buy goods or services 

from a business when and where they want 

it, by picking it from a hugevariety of 

available optimums. Empowered 

customers uses Internet and collect 

information about products, dealers, and 

prices. They take guidance from friends or 

at times from strangers too, before making 

a buying decision. By using several digital 

devices, they can find out the stipulations 

of a product or service before arriving at buying decision. They are keen and alert buyers who also 

keep higher outlooks. When a business accomplishes most of the expectations, the empowered 

customers can be loyal to them.  
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Customer Life Cycle 

  Customer Life Cycle is used to label the phases through a customer goes. Here are the important 

stages of a customer life cycle:   

 Reaching: It is the phase where a business connects with its target customer. It is mainly done 

through advertisements.  

 Acquisition: Attracting and influencing the 

target customer. The marketing team decides 

the possibility of the target audience and 

influences the customers about the benefits of 

its products/services.  

 Conversion: It is when customers agree to 

purchase a product or service.   

 Retention: In addition to impeccable 

products/services, the business offers some 

extra services to the customer such as priority 

treatment, beautiful store ambience, free 

parking, etc., to retain existing customers.   

 Inspiration: To inspire a regular customer into a loyal one by establishing a comprehensive 

relationship. When a business puts efforts on providing polite and quick service, personal 

attention from the staff, knowledgeable sales staff, then the customers are automatically 

inspired to buy a product/service from a particular vendor. Let us now try to figure out what 

distinguishes a customer from a consumer. 

 
Consumer vs. Customer: 

  A consumer is a user of a product or a service, whereas a customer is a buyer of a product     or 

service. A customer chooses what to buy and performs the deal of purchasing by paying and 

availing the product or service. A consumer uses the product or service for oneself. 

 For example, the customer of a pet food is not the consumer of that product. Similarly, if a 

mother in a supermarket is buying Nestlé Milo for her baby, then she is a customer and her baby is a 

consumer. 

Types of Customers: 

 There can be several types of customers a business have to deal with. Here are some prominent 

types of customers:  

 Loyal Customers – They are completely pleased customers. Though they are less in numbers, 

they can promote more sales and profit. They expect individual attention and demand polite 

and respectful retort from the supplier.  

 Discount Customers – They visit the business outlets regularly but transact only when business 

offers discounts on regular products and brands. They are the ones who buy only low cost 

products. Their buying behavior changes according to the rate of discounts. They are important 

to a business, as they contribute a significant portion of business profit.  

 Impulsive Customers – They are with the business in urge and buy on impulse. They don‘t plan 

for buying anything specific in advance, but they urge to buy anything that they find good and 
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productive at the time when they are in the store. These customers are challenging and very 

difficult to convince. They are capable of bringing high profit when treated tactfully.  

 Need-Oriented Customers: They have a specific product on mind and they often plan before 

buying. They only buy when they need a product. They are difficult to satisfy. They need 

reasons to switch to another product or brand.   

 Wanderers: They are least profitable ones to a business. At times, they are not sure what to buy. 

They are normally new in the industry and mostly visit the suppliers only to confirm their needs 

on products. They like to find out the features of the products in the market but they are least 

interested in buying.   

 High Volume Customers: They are the ones who consume a high volume of products.  

 High Future Lifetime Value Customers: The ones who can contribute profits in future.  

 Benchmark Customers: They are the ones whom other customers follow.  

 Door Openers: They can open doors to a new market for the supplier.  

 Inspiring Customers: They force the suppliers to change for betterment. They suggest product 

improvements or inform the suppliers about opportunities of cost reduction. 

 Customer Management Strategies: 

There are seven core customer management strategies:   

 Start a relationship – When a customer is recognized as having a high potential to bring profits, 

start a relationship.  

 Protect the relationship – When the customer is noteworthy for the business and when there is 

a possibility of the competitor‘s attraction, then the managers need to protect the relationship.   

 Relationship re-engineering – Thisis necessary when the superiors find that the customer is not 

profitable as preferred at the current stage. In such a case, assist the customer by low-cost 

automated channels.  

 Enhance the relationship – The managers categorize up-selling and cross-selling chances and 

try to boost the customer on the scale of value.  

 Harvest the relationship – When the managers do not want to spend much on the existing 

customer development, they practice the cash flow from these customers to develop new 

customers.  

 End the relationship – It is good to close the relationship when the customer shows no sign of 

contributing to future business profit.  

 Regain the customer – When the customer goes to the opponent while taking another option to 

fulfill his obligation, then the managers need to implement win back strategies to regain the 

customer. 

 
Building Values for Customers 

  The terms cost and value are often misinterpreted as same, however these two terms are poles 

apart in their senses. The cost of a product is nothing but the amount a customer pays to the seller to 

avail the product. When the customer says a product is ―value for money‖, it means the product 

delivers what it is supposed to in the exchange of a reasonable cost.  
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What is Value?   

  The value of a product or a service is nothing but the customer‘s awareness of the ratio of 

benefits received to the outlays made while purchasing a product or service from a business. 

  Value = Benefits / Sacrifices 

 Value is directly affected by customer‘s perception, which can be altered positively by 

increasing benefits and decreasing sacrifices. 

 
Sources of Value 

  There are various sources of creating value for the products the customer purchases:  

 
Value through Operational Excellence  

It involves the following:  

 Being innovative in product design.  

 Following laborious quality while manufacturing.  

 Keeping a unique mean of price and quality.  

 Handling well-organized supply chains.  

 Cooperating meticulously among suppliers.  

 Satisfying customers‘ expectations.   

 
Value through Product Leadership  

  It involves the engagement of the business in uninterrupted product modernization for 

improvement, large share of investment in product research and development along with the risk. 

The business creates value by providing the best quality product or service solution in adequate 

time.  

 
Value through Customer Intimacy  

  Customer tenderness is generated and developed by understanding customer requirements, 

offering customized products, creating best outlet ambience, the warmth and interest of business 

staff while communicating with customers, and putting the customer first.  

 
Value through Marketing Mix  

  The marketing power of a business associates numerous components of marketing mix 

(Product, Price, Place, and Promotion) together to generate the best value for the customer. In case of 

services, as they are intangible unlike products, three more components are considered namely 

process, physical evidence, and people. The marketing mix is planned such that is raids a good 

balance among customer and business entities, to satisfy the both. 

 
Conclusion 

 Based on the research that has being conduct with the collection of data this paper presents the 

positive impact on customer relation management (CRM) toward different types of customers in 

providing theirs services. Various customer strategies and approaches use as a means to create 

customer value and serve the customers in a better way. Good CRM also helps to grow business: 

customers stay longer; referrals to new customers increase from increasing numbers of satisfied 

customers; demand reduces on fire-fighting and trouble-shooting staff, and overall the 
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organization‘s service flows. The future research should explore towards the acceptance of attitude 

towards various customer preferences services. 
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Abstract 
  The current competitive market in banking sector emphasizes on the interaction, relationship management and 
networks to identify and satisfy the customer‟s needs in order to achieve higher revenue and profits. The electronic 
customer relationship management (E-CRM) in the banking sector is implemented to serve customers and to achieve these 
objectives. Since the E-CRM is relatively new technology and evolves rapidly there is scarce evidence of the benefits of its 
implementation. The goal of this paper is to identify and describe the benefits of using these advance technologies in the 
banking sector and help the banks make informed decisions regarding the implementation and/or further improvement of 
an existing E-CRM. The research found that E-CRM have decreased the work load on the branches, decrease 
administrative cost, increase cross selling, bank revenues and enable the bankers to analyze the customers‟ needs by having 
access to all past transactions. 
 
Introduction 

  Business Excellence in the field of E-CRM can be obtained (or) Achieved through E-CRM.

 Customer Relationship Management is a business strategy that provides the enterprise with a 

complete, dependable and integrated view of its customer base. Although e-CRM research is 

prolific. Thses appears to be a lack of consistent understanding agreement as to the 

operationalization of the term e-CRM. Some research refers to e-CRM as a philosophy (Crafton, 

2002) some consider e-CRM a marketing strategy and other refers to specific software tools. 

Methods and system as e-CRM system bring together lots of bits of information about customers. 

Sales, Market trend, Marketing effectiveness and responsiveness‘-CRM system helps companies 

improve the profitability of their interactions with customers while at the same time making those 

interactions appear friendlier through individualization-CRM purpose is to enhance customer 

satisfaction and retention by alignment of customer business process with technology integration. 

 
What is E-CRM 

 Electronic customer relationship management provides an avenue for interactions between a 

business, its customers and its employees through Web-based technologies. The process combines 

software, hardware, processes and management‘s commitments geared toward supporting 

enterprise-wide CRM business strategies. Electronic customer relationship management is 

motivated by easy Internet access through various platforms and devices such as laptops, mobile 

devices, desktop PCs and TV sets. It is not software, however, but rather the utilization of  

Web-based technologies to interact, understand and ensure customer satisfaction. An effective E-

CRM system tracks a customer‘s history through multiple channels in real time, creates and 

maintains an analytical database, and optimizes a customer‘s relation in the three aspects of 

attraction, expansion and maintenance. 

  

ROLE OF E-CRM IN EXCELLING THE BANKING PERFORMANCE 



A One Day National Conference on Recent Trends in Commerce and Management  

 

Page 8              Hajee Karutha Rowther Howdia College, Uthamapalayam   

Definition of E-CRM 

 Electronic customer relationship management (E-CRM) is the application of Internet-based 

technologies such as emails, websites, chat rooms, forums and other channels to achieve CRM 

objectives. It is a well-structured and coordinated process of CRM that automates the processes in 

marketing, sales and customer service An effective E-CRM increases the efficiency of the processes 

as well as improves the interactions with customers and enables businesses to customize products 

and services that meet the customers‘ individual needs. 

Benefits of E-CRM 

1. Service level improvements. 

2. Revenue growth. 

3. Productivity. 

4. Customer satisfaction. 

5. Automation. 

Importance of E-CRM  

The following incidences indicate the importance of E-CRM in today‘s business world:  

1. By using the web, one can gather all information at one place. No longer Saturday afternoons 

are spent digging through stacks of magazines in the library! All the information is now 

available at one place. 

2. There is no longer an exclusive provider of information or pricing in the new e-economy. In the 

case of a car shopping experience ten years ago, the customer might have been able to check 

with a couple of dealers in town. 

3. This new paradigm forces the dealer to compete not only with known competitors in a given 

geographical location, but also with competitors in other areas. 

4. It helps if the pricing configurations are set to include the state‘s current sales tax. 

5. Finally, and most importantly, the contest and design of the website is always at the centre of 

the action. One way in which this was accomplished was by addressing the customer by name 

rather than as ‗you‘ or the ‗customer‘. 

E-CRM Features 

1. Customer management. 

2. Knowledge management. 

3. Account management. 

4. Case management. 

5. Back-end integration. 

Reporting and analysis. 

Techniques of e-CRM used by the banks 

The following techniques are used by banks:-  

1. Automated Teller Machines (ATMs)  

2. Telex 

3. Fax  

4. Internet 

5. Tele Banking / Phone Banking 

6. Electronic Clearing Services  

7. Online Banking  
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8. Infinet 

9. Swift  

10. Mobile Banking 

11. Wireless Banking Services  

12. Electronic Fund Transfer (EFT) 

13. Total Branch Mechanization (TBM) 

14. Data warehousing and data mining 

E-CRM benefits to customers 

1. Interaction with customers 

2. Satisfaction  

3. Convenience  

4. Speed of processing the Tansaction 

5. E-response  

6. Service Quality 

7. Trust 

8. Contact anywhere and anytime  

9. Timely access to accurate information and etc. 

Conclusion 

 E-CRM in banks has enabled banks to get a global presence. They become customer focused 

organizations by using the various electronic channels. These channels help the banks in 

understanding their needs and wants and providing them various services. All this make the 

customers loyal and happy. Using the E-CRM strategy and the Internet, one can also help in 

improving his relationship with traditional customers.  The Internet can be used to support not only 

online customers, but also brick and mortar consumers. Although the perception of the Internet is 

rapidly changing from that of an advertising medium to a collaboration, one is still unclear as to 

what more information the Internet and websites can provide for their E-CRM. The E-CRM system 

is used to effectively maintain E-CRM and other support via the internet 24 hours a day, seven days 

a week. With business becoming increasingly reliant on a Web- based presence for success, 

implementing such a system has become a common necessity.  In today‘s 163 competitive era, CRM 

helps in boosting the sales, and in facilitating a better return on investment (ROI).it is an effective 

tool for controlling business and enhances customer services. This can be attained through the 

proper selection and implementation of CRM solutions. 
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Abstract  
 E-commerce stands for electronic commerce. E-commerce is doing business online and electronically. The E-commerce 
has completely revolutionized the conventional concept of business. Ecommerce deals with selling and purchasing of goods 
and services through internet and computer networks. This paper attempts to highlight the different challenges faced by 
the E-commerce in India, understand the essential growth factors required for E-commerce, describes the prosperity of E-
Commerce in India and retail E-Commerce sales in India. The study found that, in the world of E-commerce, the existence 
of the wholesalers is at the greatest risk because the producer can easily ignore them and sell their products to the retailers 
and the consumers. Although business-to-business transactions play an important part in e-commerce market, a share of e-
commerce revenues in rapidly developing countries like India is generated from business to consumer transactions. 

 
Introduction 

  Electronic commerce commonly known as e-commerce is trading in products or services using 

computer networks, such as the internet. E-commerce draws on technologies such as mobile 

commerce, electronic fund transfer, supply chain management, internet marketing, online 

transaction processing, electronic data interchange, inventory management system and automated 

data collection systems. 

  Electronic commerce (e-commerce) as part of the information technology revolution became 

widely used in the world trade in general and Indian economy in particular. As a symbol of 

globalization, e-commerce represents the cutting edge of success in this digital age and it has 

changed and is still changing the way business is conducted around the world. The 

commercialization of the Internet has driven electronic commerce to become one of the most capable 

channels for inter organizational business processes.  

  Electronic commerce or E-Commerce refers to a wide range of online business activities for 

products and services. It also pertains to ―any form of business transaction in which the parties 

interact electronically rather than by physical exchanges or direct physical contact.‖ E-Commerce is 

the use of electronic communications and digital information processing technology in business 

transactions to create, transform and redefine relationships for value creation between or among 

organizations and between organizations and individuals. Today E-commerce in Indian society has 

become an integral part of everyday life. 

 
Meaning of E-Commerce 

  E-commerce (electronic commerce or EC) is the buying and selling of goods and services, or the 

transmitting of funds or data, over an electronic network, primarily the internet. These business 

transactions occur either as business-to-business, business-to-consumer, consumer-to-consumer or 

consumer-to-business. 

 

EMERGING TRENDS ON E-COMMERCE IN INDIA 
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Objectives of E-Commerce 

1. To study the concept of E-commerce.  

2. To analyze the present trends of E-commerce in India. Emerging Trends Of E-Commerce In 

India:   

3. To study the various challenges faced by E-business players in India.  

4. To study the prospects of E-commerce in India. 

 
Recent Trends in E-Commerce 

1. ‗Mobile Friendly‘ Website and App‘s. 

2. More Personalization. 

3. Impact of Social Commerce. 

4. Video-Based Marketing. 

5. Always-On Shopping‖ Come To Reality. 

6. Faster Service, 

7. Online Storytelling to Boost Sales. 

8. Increasing Trust in E-Commerce Companies 

9. Invention of New Technology, and Device. 

 
Benefits of E - Commerce are as follows 

1. Instant Transaction for business  

2. Better interaction with consumer. 

3. It is very reliable network.  

4. Services can be setup any where. 

 
Types of E - Commerce 

1. Some of the major types of e-commerce include the following:  

2. Business-to-business (B2B);  

3. Business-to-consumer (B2C);  

4. Business-to-government (B2G);  

5. Consumer-to-consumer (C2C); and  

6. Mobile commerce (m-commerce). 

 
B2B E-Commerce 

  B2B e-commerce is simply defined as e-commerce between companies and involves companies 

conducting e-procurement, supply chain management, network alliances, and negotiating purchase 

transactions over the internet. Businesses use ecommerce to lower transaction costs of conducting 

business and to make savings in terms of time and effort when conducting business. 

 
B2C E-Commerce  

  Business-to-consumer e-commerce, or commerce between companies and consumers, involves 

customers gathering information; purchasing physical goods (i.e., tangibles such as books or 

consumer products) or information goods (or goods of electronic material or digitized content, such 

as software, or e-books); and, for information goods, receiving products over an electronic network. 
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C2C E-Commerce 

  Consumer-to-consumer e-commerce or C2C is simply commerce between private individuals or 

consumers. 

 
B2G E-Commerce 

  Business-to-government e-commerce or B2G is generally defined as commerce between 

companies and the public sector. It refers to the use of the Internet for public procurement, licensing 

procedures, and other government-related operations. 

 
M-Commerce 

  Mobile Commerce, is the ability to conduct commerce using a mobile device, such as a mobile 

phone, a Personal Digital Assistant (PDA), a smart-phone, or other emerging mobile equipment 

(en.wikipedia.org). To put in simple words, M-commerce (mobile commerce) is the buying and 

selling of goods and services through wireless technology, i.e., hand-held devices such as cellular 

phones and personal digital assistants. 

 
Conclusion 

  E-commerce is changing the shape and the concepts of business. New technologies that could 

significantly bring paradigm shift in the e-commerce. In the recent years innovative technologies 

emerge the Ecommerce market is gradually changing and getting more and more attractive for 

consumers by offering them new advantages and unmatched conveniences. 
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Introduction about the Study  

 Employee retention is a process in which the employees are encouraged to remain with the 

organization for the maximum period of time or until the completion of the Project. employee 

retention is beneficial for the organization as well as the employees. employees today are different. 

they are not the ones who don‘t have good opportunities in hand. As soon as they feel dissatisfied 

with the current employer or the job, they switch over to the next job. it is the responsibility of the 

employer to retain their best employees, if they don‘t they would be left would be left with no good 

employees. A good employer should know how to attract and retain its employees. Employee 

retention would require a lot of efforts, energy, and resources but the results are worth it. 

 Employee retention refers to the ability of an organization to retain its employees. Employee 

retention can be represented by a simple statistic (for example, a retention rate of 80% usually 

indicates that an organization kept 80% of its employees in a given period). However, many 

consider employee retention as relating to the efforts by which employers attempt to retain 

employees in their workforce. In this sense, retention becomes the strategies rather than the 

outcome. 

 A distinction should be drawn between low-performing employees and top performers, and 

efforts to retain employees should be targeted at valuable, contributing employees. Employee 

turnover is a symptom of deeper issues that have not been resolved, which may include 

low employee morale, absence of a clear career path, lack of recognition, poor employee-manager 

relationships or many other issues. A lack of satisfaction and commitment to the organization can 

also cause an employee to withdraw and begin looking for other opportunities. Pay does not always 

play as large a role in inducing turnover as is typically believed.  

 In a business setting, the goal of employers is usually to decrease employee turnover, thereby 

decreasing training costs, recruitment costs and loss of talent and organisational knowledge. By 

implementing lessons learned from key organizational behavior concepts, employers can improve 

retention rates and decrease the associated costs of high turnover. However, this isn't always the 

case.  

 Employers can seek "positive turnover" whereby they aim to maintain only those employees 

whom they consider to be high performers. 

 Retention of key employees and treating attrition troubles has never been so important to 

companies.  In an intensely competitive environment where hr managers are poaching from each 

EMPLOYEE RETENTION 

https://en.wikipedia.org/wiki/Turnover_(employment)
https://en.wikipedia.org/wiki/Turnover_(employment)
https://en.wikipedia.org/wiki/Turnover_(employment)
https://en.wikipedia.org/wiki/Employee_morale
https://en.wikipedia.org/wiki/Business
https://en.wikipedia.org/wiki/Positive_organizational_behavior
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other, organizations can either hold on to their employees tight or lose them to competition.  For 

gone are the days when employees would stick to an employer for year for want of a better choice.  

Now, opportunities are abound.  Employees stay and leave organizations for some reasons.  The 

reasons may be personal or professional.  These reasons should be understood by the employer and 

should be taken care of.  The organizations are becoming aware of these reasons and adopting many 

strategies for employee retention.  A strong retention strategy, therefore, becomes a powerful 

recruitment tool. 

 Employee retention is a new era of modern technology and competitive business environment.  

Organizations are continuously changing this changing environment is not only effecting the 

organizations but also the employees working in it.  In order to maximize organizational efficiency 

and for optimal utilization of the resources, human resources must be managed properly.  Human 

resource management plays a vital role in this regard.  They a responsible that how employees are 

treated in the organization.  Employee retention is a vital issue and challenge to all organizations 

now days.  There are numbers of factors which promote the employees to stay or leave the 

organization. It may be external factors, internal factors and the combined effect of both. 

  Human resource practices counts a lot in this regard.  It is the need of the hour that hr managers 

should identify the needs of the employee and then devises the retention strategies.  One strategy 

does not fit to all as different individuals have different priorities. Hr professionals face the vital 

challenge to retain talented employees.  Employee retention is very critical to the long term health of 

any organization.  When an organization loses its talented employee it lefts a negative impacton 

innovation, customer satisfaction, knowledge gain during the past years and on the profitability of 

the organization more over replacing cost of another employee contribute a lot to the organization. 

employee retention is a vital issue and challenge to all the organization now days.  There are 

numbers of factors which promote the employees to stay or leave the organization.  It may be 

external factors, internal factors and the combined effect of both.  Human resource practices counts a 

lot in this regard.  It is the need of the hour that hr managers should identify the needs of the 

employee and then devises the retention strategies. 

  One strategy does not fit to allas different individuals have different priorities.  Hr professionals 

fact the vital challenge to retain talented employees. 

  Employee retention is very critical to the long term health of any organization.  When an 

organization loses its talented employee it lefts a negative impact on innovation, customer 

satisfaction, knowledge gain during the past years and on  the profitability of the organization more 

over replacing cost of another employee contribute a lot to the organization.  It is the need of the 

hour that hr managers should identify the needs of the employee and then devises the retention 

strategies.  One strategy does not fit to all as different individuals have different priorities.  Hr 

professionals face the vital challenge to retain talented employees.  Employee retention is very 

critical to the long term health of any organization.  When an organization loses its talented 

employee it lefts a negative impact on innovation, customer satisfaction, knowledge gain during the 

past years and on the profitability of the organization.   

Definition of the Study 

  He explains the first key to success is indeed people. He fined the right people first; the vision 

and strategy can follow.  It is the people in organization, who are the keyto success. 
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  The organizations want to hold the valued employees.  Many approaches are used in this 

regard.  The one approach sees success in rewards the second in making jobs  more valuable 

(training and advancement). 

  
jillcollins  

  The relationship between the employee‘s job performance and their retention also differ 

significantly with organizational culture values.   

        -john e. Sheridan 

Retain Employees 

  Motivation is necessary for work performance because, if people do not feel inclined to engage 

themselves in work behavior, they will not put in necessary efforts to perform well.  However, 

performance of individual in the organization depends on variety of factors besides motivation. the 

new employees‘ demographic characteristics. It is therefore desirable to identify various factors.  For 

instance, employee‘s knowledge and skills are important performance drivers.  Another factor is the 

company‘s ability to retain its employees with attractive benefit packages.  Motivation is a 

prominent tool to retain employees with greater compensation packages. 

  Companies have now realized the importance of retaining their qualitative workforce and 

retaining their quality performers, contributes to productivity of the organization and increase 

morale among employees.  Middle and top management plays a vital role in the people dimensions 

of the organization.  The organization culture in a  long run converts to organizational ethics and 

people feel reluctant to leave by making it as a stepping stone when appreciation and rewards in 

form of compensation awaits them in comparisons to the market trend.  In view of the description 

given it is necessary to examine the facts as how to retain them.  There are four basic factors that 

play an important role in increasing employees‘ retention, include: salary and remuneration, 

providing recognition, benefits and opportunities for individual growth as presented in the trend.  

But are they really positively contributing to the retention rates of the company?  Salary these days 

hardly reduce turnover.  Today‘s employees look beyond money factor.  In order to ensure that 

organizations are behaving more customer-oriented, they need to be equally of the employees. 

 
Retention Tools and Resources 

  Employee Surveys – By surveying employees, organizations can gain insight into the 

motivation, engagement and satisfaction of their employees. It is important for organizations to 

understand the perspective of the employee in order to create programs targeting any particular 

issues that may impact employee retention. 

  Exit Interviews – By including exit interviews in the process of employee separation, 

organizations can gain valuable insight into the workplace experience. Exit interviews allow the 

organization to understand the triggers of the employee's desire to leave as well as the aspects of 

their work that they enjoyed. The organization can then use this information to make necessary 

changes to their company to retain top talent. Exit interviews must, however, ask the right questions 

and elicit honest responses from separating employees to be effective. 

  Employee Retention Consultants – An employee retention consultant can assist organizations in 

the process of retaining top employees. Consultants can provide expertise on how to best identify 

the issues within an organization that are related to turnover. Once identified, a consultant can 
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suggest programs or organizational changes to address these issues and may also assist in the 

implementation of these programs or changes.[9] 

 
Importance of the study 

  Employee retention refers to the techniques employed by the management to help the 

employees stay with the organization for a longer period of time.  Employee retention strategies go a 

long way in motivating the employees so that they stick to the organization for the maximum time 

and contribute effectively.  Sincere efforts must be taken to ensure growth and learning for the 

employees in their current assignment and for them to enjoy their work. High turnover often leaves 

customers and employees in the lurch; departing employees take a great deal of knowledge with 

them. This lack of continuity makes it hard to meet your organization‘s goals and serve customers 

well.  

Let us understand why retaining a valuable employee is essential for an organization: 

 Hiring is not an easy process:  the hr professional shortlists few individuals from a large pool of 

talent, conduct preliminary interviews and eventually forwards it to the respective line 

managers who further grill them to judge whether they are fit for the organization or not.  

Recruiting the right candidate is a time consuming process. 

 An organization invests time and money in grooming an individual and makes him ready to 

work and understand the corporate culture:  a new join is completely raw and the management 

really has to work hard to train him for hisoverall development.  It is a complete wastage of time 

and money when an individual leaves an organization all of a sudden.  The hr has to start the 

recruitment process all over again for the same vacancy; a mere duplication of work.  Finding a 

right employee for an organization is a tedious job and all efforts simply go waste when the 

employee leaves. 

 When an individual resigns from his present organization, it is more likely that he would join 

the competitors:  in such cases, employees tend to take all the strategies, policies from the 

current organization to the new one.  Individuals take all the important data, information and 

statistics to their new organization and in some cases even leak the secrets of the previous 

organization.  To avoid such cases, it is essential that the new join is made to sign a document 

which stops him from passing on any information even if he leaves the organization.  Strict 

policy should bemade which prevent the employees to join the competitors.  This is an effective 

way to retain the employees. 

 The employees working for a longer period of time are more familiar with the company‘s 

policies, guidelines and thus they adjust better:  they perform better than individuals who 

change jobs frequently.  Employees who spend a considerable time in an organization know the 

organization in and out and thus are in a position to contribute effectively. 

 Every individual needs time to adjust with others:  one needs time to knowhis team members 

well, be friendly with them and eventually trust them.  Organizations are always benefited 

when the employees are compatible with each other and discuss things among themselves to 

come out with something beneficial for all.  When a new individual replaces an existing 

employee, it is a challenge for the employee to adjust with someone new most importantly trust 

him.  It is a human tendency to compare a new join with the previous employees and always 

find faults in him. 
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 It has been observed that individuals sticking to an organization for a longer span are more 

loyal towards the management and the organization:  they enjoy all kinds of benefits from the 

organization and as a result are more attached to it.  They hardly badmouth their organization 

and always think in favour of the management.  For them the organization comes first and all 

other things later. 

 It is essential for the organization to retain the valuable employees showing potential:  every 

organization needs hardworking and talented employees who can really come out with 

something creative and different.   

 
The Three R’s of Employee Retention 

  To Keep employees and keep satisfaction high, you need to implement each of the three R‘s of 

employee retention: 

1. Respect 

2. Recognition 

3. Rewards 

 Respect is esteem, special regard, or particular consideration given to the people. Respect is the 

foundation of keeping your employees. Recognition and rewards will have little effect if you don‘t 

respect employees. 

Recognition is “special notice or attention‖ and ―the act of perceiving clearly.‖ Many problems with 

retention and morale occur because management is not paying attention to people‘s needs and 

reactions. 

  Rewards are the extra pay you offer beyond the basics of respect and recognition that make it 

worth people‘s while to work hard, to care, to go beyond the call of duty. While rewards represent 

the smallest portion of the retention equation, they are still an important one.   

 When implement the three R‘s approach, you will reduce turnover and the following: 

 Increased Productivity 

 Reduced absenteeism 

 A more pleasant work environment  

 
Ways to retain employees 

  Motivation is necessary for work performance because, if people do not feel inclined to engage 

themselves in work behaviour, they will not put in necessary efforts to perform well.  However, 

performance of individual in the organization depends on variety of factors besides motivation.  It is 

therefore desirable to identify various factors.  For instance, employee‘s knowledge and skills are 

important performance drivers.  Another factor is the company‘s ability to retain its employees with 

attractive benefit packages.  Motivation is a prominent tool to retain employees with greater 

compensation packages. Companies have now realized the importance of retaining their qualitative 

workforce and retaining their quality performers, contributes to productivity of the organization 

and increase morale among employees.  Middle and top management plays a vital role in the people 

dimensions of the organization.  The organization culture in a long run converts to organizational 

ethics and people feel reluctant to leave by making it as a stepping stone when appreciation and 

rewards in form of compensation awaits them in comparisons to the market trend.  In view of the 

description given it is necessary to examine the facts as how to retain them.  There are four basic 
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factors that play an important role in increasing employees‘ retention, include: salary and 

remuneration, providing recognition, benefits and opportunities for individual growth.  But are they 

really positively contributing to the retention rates of the company?  Salary these days hardly reduce 

turnover.  Today‘s employees look beyond money factor.  In order to ensure that organizations are 

behaving more customer-oriented, they need to be equally employee centric in order to match the 

intellectual property and their products and services. 

 Treat your employees like you treat your most valuable clients 

It is cheaper to keep your good employees than it is to hire and train new ones. Your top 20-25% 

should be courted as you would court and then service your keep top customers. 

 Money is important but it is not the only reason people stay with an organisation 

If your compensation plan is in the top 20-25% of your industry, then money                                                                                                                                      

will often not be the reason why people leave. 

 Leadership must be deeply invested in retention     

Management must be skilful communicating company policies in a way that           creates ―buy-

in‖ from their staff and be open to employees input. Help create ―ownership‖ in your 

employees. The companies with the best retention percentages are the same companies that are 

actively committed to retention. They know that is costs less to keep good people than to 

continuously have to replace unsatisfied employees and managers. 

 Hiring is not an easy process  

The HR professional shortlists few individuals from a large pool of talent,                                                       

conduct preliminary interviews and eventually forwards it to the respective line             

managers who further grill them to judge whether they are fit for the organization or not.  

Recruiting the right candidate is a time consuming process. 

 Every individual needs time to adjust with others   

One needs time to know his team members well, be friendly with them and eventually trust 

them.  Organizations are always benefited when the employees are compatible with each other 

and discuss things among themselves to come out with something beneficial for all.  When a 

new individual replaces an existing employee, it is challenges for the employee to adjust with 

someone new most importantly trust him.  It is a human tendency to compare a new joiner with 

the previous employees and always find faults in him. 

 
Factors affect Employee Retention 

Important factors that can affect employee retention in organization. 

 Balance work and personal life. 

 Provide opportunities for growth and development. 

 Make use of a team member‘s talent, skill, and ability. 

 Shorten the feedback. 

 
Reason for employee to come to the organisation 

 Pay 

 Location 

 Benefits 

 Advancement Possibilities 
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 Job Security 

 Nature of work 

 Personal/family time 

 
Objectives of the Study 

  This study has been undertaken to analyze employee retention.  The study has been designed 

with the following objectives. 

1. To Know About The Employee Retention Techniques Used By The Organization  

2. To Know the any specified retention problem in the organization. 

3. To Identify any opportunity to share ideas at work in organization. 

4. To Know that company provides career enhancement opportunities for growth and 

development. 

5. To Know what the reason for employees leave from the organization. 

 
Conclusion  

  From The Above Analysis We Conclude That There Is A No Relationship Between Marital 

Status And Satisfaction Level. 
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Abstract  
 Organisations are generally, driven by a set of pre-determined goals. They employ physical, financial and human 
resources in order to achieve the goals. These goals have no meaning unless people understand the underlying philosophy, 
translate them into concrete action plans and put their hearts while realizing the targets. Organisations thus depend on 
people for their objectives and goals. Organisations face several problems to reach their goals, and likewise employees, have 
their own problems in their attempt to be productive and efficient in their jobs and feel satisfied in their work lives. This 
paper is an attempt to identify the relationship between human resource (HR) practices and the philosophy of management 
of the Indian banking sectors. For this, the different variables of HR practices were studied and the management‟s 
philosophy was identified by measuring beliefs of top management about employees in the banks. The sample for the study 
consisted of 95 respondents from two private sector banks and 119 respondents from two public sector banks. The findings 
of the study indicate that the variables of HR practices (planning, recruitment, and selection) were highly but negatively 
related to the philosophy of management in the private sector banks. 
Keywords: Development, Challenges, Competitiveness 
 
Introduction  

  The changes in the market scenario have necessitated the Indian Banks to look inward for the 

development of human resources. If the Indian banks are to develop and maintain their competitive 

edge, the potential value of the emplovees needs to be increased by enhancing and linking their 

skills and capabilities in tune with the contemporary requirements of the market. Organisations are 

generally, driven by a set of pre-determined goals. They employ physical, financial and human 

resources in order to achieve the goals. These goals have no meaning unless people understand the 

underlying philosophy, translate them into concrete action plans and put their hearts while realizing 

the targets. Organisations thus depend on people for their objectives and goals. Organisations face 

several problems to reach their goals, and likewise employees, have their own problems in their 

attempt to be productive and efficient in their jobs and feel satisfied in their work lives. This paper is 

an attempt to identify the relationship between human resource (HR) practices and the philosophy 

of management of the Indian banking sectors. For this, the different variables of HR practices were 

studied and the management‘s philosophy was identified by measuring beliefs of top management 

about employees in the banks. The sample for the study consisted of 95 respondents from two 

private sector banks and 119 respondents from two public sector banks. The findings of the study 

indicate that the variables of HR practices (planning, recruitment, and selection) were highly but 

negatively related to the philosophy of management in the private sector banks. 

 

HRD PRACTICES AND PHILOSOPHY OF MANAGEMENT  

IN BANKING SECTOR IN INDIA 
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Significance of HRM in Banking Sector  

  Barney (1991) felt that firms could develop strategic capability and, for attaining this, the 

strategic goal will be to create firms which are more intelligent and flexible than their competitors. 

The human resource management (HRM) function has emerged as one of the most important areas 

of organizational practice. It has not been developed in isolation but rather in the context of 

industrial change and economic development. The uniqueness of HR requires a totally different 

type of attention from management. The HR function has the characteristics that provide the 

greatest challenge as well as the opportunity. A company‘s HR is fragile, relationships are delicate, 

contributions are unpredictable, and stability is uncertain. Youndt (2000) felt that since employees 

are free, within limits, to leave their firm, there is a significant risk of organizations incurring an 

intellectual capital loss unless individual knowledge is transferred, shared, transformed, and 

institutionalized. The crucial inputs to an organization include, among others, its human resources. 

People bring to their jobs diversity of skills, needs, goals, and expectations. Barney (1991) proposes 

that sustainable competitive advantage is attained when the firm has a human resource pool that 

cannot be imitated or substituted by its rivals. The employees are socialized into the organization 

first by way of recruitment and then through continuous functioning in the organization. According 

to Schuller (2000), ―skills, knowledge, and competencies are the key factors in determining whether 

the organizations and nations will prosper.‖ The interface between the individual and the 

organization is critical to full utilization of human resources. The individual and the organization 

establish a ‗psychological contract.‘ The individual member expects to make contributions to the 

organization and receives certain rewards in return. The organization provides certain rewards and 

expects in return certain contributions from the individual. This interface can be effectively handled 

with the help of HR planning, work analysis, career development, leadership, job motivation, 

appraisal-reward process, and a favourable organizational culture. As suggested by Spindler (1994), 

psychological contract creates emotions and attitudes which form and control behaviour. Sims 

(1994) felt that balanced psychological contract is necessary for a continuing, harmonious 

relationship between the employee and the organization. The idea that individuals are capable of 

development is founded on the conviction that people are important and their involvement is 

necessary for an organization to be effective. This conviction is translated into practice through a 

variety of programmes that facilitate individual development and lead to better adjustment with the 

environment. Thus, human resources are a company‘s most valuable and strategic asset and the 

focused involvement of the top management with institutionalized leadership down the hierarchy is 

a prerequisite to attract and retain people. The patterns of work relationships at work reflect the HR 

philosophy. The managers who are encouraged to follow the role model of their seniors perpetuate 

the philosophy and practices of HR. In the process of organizational socialization, they internalize 

the values and attitudes of their leaders. The entire process is thus institutionalized. Schein (1990) 

indicates that people identify with the visionary leaders — how they behave and what they expect. 

Enterprise vision and mission will not become a reality unless employees are involved and 

integrated with the company‘s goals. HR provides the enabling work climate of the organization 

comprising of managerial values, attitudes, and styles. With the ‗license system‘ being replaced to a 

great extent by the ‗market system,‘ the new economic environment is primarily marked by the 

freeing of shackles for entrepreneurship and economic growth.  
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The Challenge of Human Resource Development (HRD)  

  The Challenge of Human Resource Development (HRD) Practices would be to create an 

environment of resilience which can successfully accommodate and assimilate changes in systems, 

structures, technologies, methods, etc. The pressures of change are most likely to be felt by those 

who have to lead and manage the change process in such a volatile economic environment. HRD 

would have the ability to attract and retain people and is the key to manage this macro change—

both in terms of pace and rate. The change leaders would be confronted with the need to reorient 

culture, thinking, and paradigms decisions  must be centralized at the top. ‗Theory Y‘ holds that all 

motives — economic, social, egoistic — must be activated. The employee is highly motivated to 

work when he derives satisfaction from doing it himself. Emphasis is placed upon activating the 

higher needs such as responsibility, recognition, achievement, and innovation. People are taught to 

accept responsibility and exercise self-control. The philosophy of management reflects the attitude 

of the top management towards the human resource of an organization. Argyris (1964), McGregor 

(1960), and others felt that the jobs in modern industry are so specialized that they neither permit the 

people working in the organization to use their capacities nor enable them to see the relationship 

between the job done by the human beings working in the organization and the overall 

organizational mission. In the self-actualizing man theory, the contract involves the exchange of 

opportunities to obtain intrinsic rewards (satisfaction from accomplishment and the use of one‘s 

own capacities) for high-quality performance and creativity. Herzberg, Mausuer and Snyderman 

(1959) found that the self-actualizing man felt good about his job which invariably had to do with 

accomplishments and feeling of growth in job competence. Pelz and Andrews (1962) confirmed the 

findings that productivity and creativity are strongly related to challenge, job accomplishment, and 

autonomy. In summary, the assumptions underlying the concept of self-actualizing man emphasize 

on higher order needs for autonomy, challenge, and self-actualization. Such needs exist in all men 

and become active as lower order security and social needs come to be satisfied. Organizations and 

managements have both tended towards a simplified and generalized conceptualization of man. 

Consequently, many decades of research has resulted in vastly complicated models of man and 

attitude of the management towards the human resources of the organization. Schein (1970) felt that 

man is a more complex individual than the rational-economic, social or self-actualizing man. Not 

only is he more complex within self, being possessed of many needs and potentials, but is also likely 

to differ from others in the patterns of his own complexity. It has always been difficult to generalize 

about man. The top management of an organization makes assumptions about the human resources. 

Managerial effectiveness will depend on the degree to which these assumptions fit empirical reality. 

Historically, the assumption about people in organizations largely reflected philosophical positions 

on the nature of man. On the one hand, there is a genuine interest in human beings and, on the 

other, there are fears about the consequences of human growth and deep pessimism about human 

beings changing their behaviour. Tannenbaum and Davis (1969) do see a trend towards acceptance 

of ‗Theory Y‘ as a philosophy of management. They assert that growing evidence suggests that 

humanistic values not only resonate with an increasing number of people but are also highly 

consistent with the effective functioning of organizations built on the newer organic model. 

Hofstede (1987), who surveyed employees from 50 countries, suggests that American management 

theories are not universally applicable. He points out that McGregor‘s ‗Theory X‘ and ‗Theory Y‘ 

reflect the American‘s cultural emphasis on individualism and hence do not apply in South East 
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Asia. According to him, people in South East Asia behave as members of a family and/ or group 

and those who do not are rejected by the society. Haire, Ghiselli and Porter (1966) found that the 

Indian managers report the highest degree of fulfilment of security needs as compared to the 

managers in any other country; the lowest degree of fulfilment of esteem and autonomy needs; and 

the second lowest fulfilment of self-actualization needs in comparison with managers from all the 

other 13 countries. This points to the fact that people working in the Indian organizations are in the 

category of ‗Theory X.‘ The liberalization, privatization, and globalization of the Indian economy has 

resulted in a competitive market economy. The need of the hour is to attract high level of initiative 

and innovation. Before recasting the philosophies and practices, there is a need to understand the 

philosophy of management of Indian organizations. The initial stimulus came from the realization 

that the paternalistic philosophy of management in the past gave little momentum for growth in 

future. Managements had developed plans for growth but they have now realized that they had not 

developed the attitudes and skills within them to take initiatives, make decisions, and take risks 

(Theory Y). While there is empirical evidence of relationship between the philosophy of 

management and organizational culture, in the Indian context, one finds little evidence of research 

on the relationship between the philosophy of management and HR practices. It is in this context 

that this paper examines the relationship between HRD practices and the philosophy of 

management. In other words, it explores the impact of HRD practices on the philosophy of 

management and, at the same time, maps the attitude of the management towards employees 

working in the private and the public sector banks. 

 
Characteristics of Banks Studied 

  The sample consisted of 214 participants working in four different banks — two belonging to 

the public sector and two belonging to the private sector. There were 95 respondents from the 

private sector banks and 119 from the public sector banks. The sample size consisted of 76 

executives in various positions (right from entry level to top position). We collected the data 

personally and also by mail using non-probability incidental sampling with an assurance that 

information obtained would be kept confidential. The sample size comprised of all management 

levels but most of the respondents were from middle level management with an assumption that 

they would possess an accurate perception of HRD practices employed in their organizations. The 

purpose of including managers other than the HRD function was to get an honest account of HRD 

practices in their banks; it was felt that their personal involvement in policy formulation would be 

much less than the HRD department.  

 
Results and Discussion  

  We analyzed the data and computed the correlations considering that our main objective was to 

examine the nature of relationship between various aspects of HR practices and the philosophy of 

management. The findings are presented in Tables 1 and 2. The perceived negative correlation of 

philosophy of management with HRD practices showed that the private sector banks still had belief 

in ‗Theory X‘ of McGregor. In the fast changing scenario of the Indian economy, especially after 

liberalization and globalization, it is a cause for concern that Indian private sector banks still have 

faith in ‗Theory X.‘ The philosophy of management projected a blurred picture in the public sector 

banks. Though the top management‘s views and the balance sheet emphasized the belief of the 
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organization towards ‗Theory Y,‘ the response showed that the management philosophy was not 

clear to managers working in the organization. Contrary to the hypothesis, the results showed that 

there was no significant relationship between the variables of HR practices and the philosophy of 

management in the public sector organizations whereas, in the private sector, the variables of HR 

practices, particularly training and development and rewards, were highly but negatively related to 

the philosophy of management. Thus, the hypothesis has been partially proved by this study. The 

issue of HRM practices in large business organizations was explored in this study to determine 

whether organizations were practising traditional or modern philosophy of management. The 

findings pertaining to private sector organizations reflected that Indian organizations were 

practising traditional philosophy of management. The traditional philosophy of management 

depends primarily upon economic motivation, i.e., ‗the carrot and stick‘ policy — the rewards go to 

the permits who are retained and promoted while those who are less efficient are not rewarded and, 

at times, demoted, laid off or discharged. 

 
Table 1: Correlations between HRD Practices and the Philosophy of  

Management for the Private Sector 

Variables Philosophy of Management 

Planning -.23 

Recruitment -.23 

Selection -.23 

Performance evaluation -.07 

Training and development -.24 

Career management -.11 

Rewards -.27 

No. of cases = 95  

*1-tailed significance = -.01. 

 
Table 2: Correlations between HRD Practices and the Philosophy of Management  

for the Public Sector 

Variables Philosophy of Management 

Planning .09 

Recruitment .15 

Selection .19 

Performance evaluation -.01 

Training and development -.16 

Career management -.02 

Rewards .17 

No. of cases =119.  

 
Conclusion 

  The Indian banks could compete in the global market in which maximum utilization of human 

resource is possible by adopting the modern philosophy of management. In this era of globalization, 

organizations will have to deal with the convergence of technologies and a mature set of customers 

and employees. banks would have to design managerial philosophy which is sensitive to human 

existence. The managerial philosophy in the organization has an impact on the organizations of the 

future. HR concepts that get packaged along with modern managerial philosophy are likely to 
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revolutionize the workplace. The bottom line is that people want to be cared for and respected. On 

their part, organizations want commitment and integrity. A successful combination of committed 

people and a benevolent banks would be beneficial in the long run. This is possible only if banks 

adopt HR practices with modern managerial philosophy.  
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Abstract 
 The role of marketing communications in advanced economies can hardly be underestimated. The sheer volume of 
media communications alone is staggering, and its effects are continuous. The aim of this article is to extensively review 
the literature of the provoking concept – Integrated Marketing Communications (IMC). Secondly, it elaborates on issues 
related to implementation of IMC from both an agency and a client perspective. A period of this transformation is evident 
here, documenting the movement by companies and agencies from an emphasis on stand-alone traditional elements of 
communication – such as advertising for example, to where all elements of communication or promotion are integrated. 
Such integration is driven by technological advancement, media fragmentation, market demassification, and competitive 
pressures. 

 
Introduction to integrated marketing communication 

 Integrated marketing communication (IMC) is the combination of all marketing 

communications efforts in an integrated way, in order to maximise the communication effects that 

promote company goals. The concept of integrated marketing communications has become well 

known on an international level, since the 1990‘s among practitioners and academia. IMC remains a 

popular and widely researched topic. However, its agreed-upon conceptualisation is still unclear. 

The conceptualising of IMC will be discussed in the following sections – by defining the discipline, 

discussing the application of key IMC principles to OOH advertising media planning and 

integration, as well as the levels of IMC implementation. 

 
Defining the IMC 

 An overview of some of the earliest to the more recent definitions of IMC is necessary, in order 

to establish the origins of this approach. The way that IMC has been conceptualised and developed – 

from the 1990‘s up to the present – should facilitate an understanding and application in the context 

of this study. Academics and practitioners still disagree on definitional issues concerning IMC, as 

well as the scope of IMC. Varying terminologies have been given to IMC, such as ‗new advertising‘, 

‗orchestration‘, ‗360 branding‘, ‗total branding‘, ‗whole egg‘, ‗seamless communication‘, ‗relationship 

marketing‘, ‗one-to-one marketing‘, ‗integrated marketing‘ and ‗integrated communications‘ 

 
Integrated Marketing Communication Tools 

 Integrated Marketing Communication tools refer to integrating various marketing tools such as 

advertising, online marketing, public relation activities, direct marketing, sales campaigns to 

promote brands so that similar message reaches a wider audience. Products and services are 

promoted by effectively integrating various brand communication tools. 

 

 

INTEGRATED MARKETING COMMUNICATION  
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To implement integrated marketing communication, it is essential for the organizations to 

communicate effectively with the clients.  

 You need to know how your products or services would benefit your end-users. The more 

effectively you promote your brand, the more demand would it have in the market. Identify your 

target audience. Remember, not everyone would need your product. Understand why would an 

individual invest in your brand unless and until you have something unique and interesting to 

offer? The benefits of the brand need to be communicated effectively. 

 
Let us go through various integrated marketing communication tools: 

 Integrated marketing communication effectively integrates all modes of brand communication 

and uses them simultaneously to promote various products and services among customers 

effectively and eventually yield higher revenues for the organization. 

 
Advertising 

 Advertising is one of the most effective ways of brand promotion. Advertising helps 

organizations reach a wider audience within the shortest possible time frame. Advertisements in 

newspaper, television, Radio, billboards help end-users to believe in your brand and also motivate 

them to buy the same and remain loyal towards the brand.  

 
Sales Promotion 

 Brands (Products and services) can also be promoted through discount coupons, loyalty clubs, 

membership coupons, incentives, lucrative schemes, attractive packages for loyal customers, 

specially designed deals and so on. Brands can also be promoted effectively through newspaper 

inserts, danglers, banners at the right place, glorifiers, wobblers etc. 

 
Direct Marketing 

 Direct marketing enables organizations to communicate directly with the end-users. Various 

tools for direct marketing are emails, text messages, catalogues, brochures, promotional letters and 

so on. Through direct marketing, messages reach end-users directly. 

 
Personal Selling 

 Personal selling is also one of the most effective tools for integrated marketing communication. 

Personal selling takes place when marketer or sales representative sells products or services to 

clients. Personal selling goes a long way in strengthening the relationship between the organization 

and the end-users. 

 
Importance of Integrated Marketing Communication 

 Integrated marketing communication plays an integral role in communicating brand message to 

a larger audience. Integrated Marketing communication helps in integrating all essential 

components of marketing to communicate similar message to potential and existing end-users. 

 Integrated marketing communication goes a long way in creating brand awareness among 

customers at a minimal cost. Integrated marketing communication is essential not only for business 

to business marketing but also for direct interaction with customers.  



A One Day National Conference on Recent Trends in Commerce and Management  

 

Page 28              Hajee Karutha Rowther Howdia College, Uthamapalayam   

 Integrated marketing communication scores over traditional ways of marketing as it focuses on 

not only winning new customers but also maintaining long term healthy relationship with them. 

Integrated marketing communication ensures two way dialogue with customers - a must in all 

business.  

 
Conclusion  

 The relationship between the concepts central to the study has been discussed, specifically: 

marketing, marketing communication, IMC and OOH advertising media. The conceptualization of 

marketing communication to IMC has evolved over the years, and IMC is no longer viewed as the 

mere tactical co-ordination of the traditional marketing communication elements; but it has now 

evolved to become a customer-centric process of planning all contact points between a company and 

its consumers. It is aimed at dialogue with all the stakeholders – with a behavioral and relational 

focus. 
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Abstract 
 The purpose of this report is to bring a survey on visual cryptography with emphasis on color visual cryptograpghy. 
A survey has been done on various available schemes and attempt is made to increase knowledge about them. Black and 
white schemes were examined before surveying visual cryptography schemes that deal with color. Details about other 
visual cryptography schemes were presented for complete and clear understanding of the topic. 
 Visual cryptography takes a binary image (the secret) and divides it into two or more pieces known as shares. When 
the shares are printed on transparencies and then superimposed, the secret can be recovered. No computer participation is 
required for decryption. Visual cryptography is a unique technique in the sense that the encrypted message can be 
decrypted directly by the human visual system (HVS).So color visual cryptography can be applied in the applications like 
embedding watermark, securing image display can be used for providing various security protocols. 
 The conclusion is that in many areas where security and secrecy is concern, it remains to see applicability of color 
visual cryptography is providing an effective solution.  
Keywords: Visual Cryptography, Transparencies, Superimposed and Human visual system (HVS) 
 
Introduction 

 The word cryptography comes from the Greek words κρυπτο (hidden or secret) and γραφη 

(Writing). Oddly enough, cryptography is the art of secret writing. More generally, people think of 

cryptography as the art of mangling information into apparent unintelligibility in a manner 

allowing a secret method of unmangling [1]. The basic service provided by cryptography is the ability 

to send information between participants in a way that prevents others from reading it. In this book 

we will concentrate on the kind of cryptography that is based on representing information as 

numbers and mathematically manipulating those numbers.  

This kind of cryptography can provide other services, such as 

 Integrity checking—reassuring the recipient of a message that the message has not been altered 

since it was generated by a legitimate source 

 Authentication—verifying someone‘s (or something‘s) identity 

 But back to the traditional use of cryptography. A message in its original form is known as 

 Plaintext or clear text. The mangled information is known as cipher text [2]. The process for 

producing cipher text from plaintext is known as encryption. The reverse of encryption is called 

decryption. 

 Visual Cryptography is an important scheme for image security. Visual secret sharing 

techniques, encrypts the visual secret into shares that can be transmitted or distributed over 

 any trusted or untrusted communication channel[3]. The secret images can be reconstructed 

without any additional computation. The superimposed shares generate the secret that can be 

A SURVEY ON COLOR IMAGE SHARING USING VISUAL CRYPTOGRAPHY 
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recognized by the humans without any aid. Visual cryptographic schemes are performed over 

binary or binarized inputs [4]. 

 A visual cryptography technique splits the secret into n shares, and using these shares the secret 

can be decrypted, but no information can be revealed using n-1 shares. The generated 

 Shares are printed in the transparencies for visibility and the original secret can be reconstructed 

by overlaying the shares without any computation [5]. This is a perfect scheme with simple 

computations. It is also extended to visual images for k out of n scheme, where the dealer splits and 

distributes the transparency to all the n users; and the secret can be reconstructed by stacking any k 

shares. By stacking (k – 1) shares no information can be gained about it. This (k, n) scheme model, 

decodes the secret image using any ‗k‘ shares that reduces the level of security [6]. 

 
Black and White Visual Cryptography 

Sharing Single Secret 

 Naor and Shamir‘s proposed encoding scheme to share a binary image into two shares Share1 

and Share2. If pixel is white one of the above two rows of Table 1 is chosen to Generate Share1 and 

Share2. Similarly If pixel is black one of the below two rows of Table 1 is chosen to generate Share1 

and Share2 [7]. Here each share pixel p is encoded into two white and two black pixels each share 

alone gives no clue about the pixel p whether it is white or Black. Secret image is shown only when 

both shares are superimposed 

 
Table 1 Naor and Shamirs scheme for encoding a binary pixel into two shares 

 To hide a binary image 

into two meaningful shares has 

suggested Spatial-domain 

image hiding schemes. These 

two secret shares are 

embedded into two gray-level 

cover images. To decode the 

hidden messages, embedding 

images can be super imposed 

[8]. Balancing the performance 

between pixel expansion and 

contrast recommended a (2, n) 

scheme mixed XOR and OR 

operation with reversing and 

based on binary linear error-correcting code was suggested which is shown in table 1. 

 
Sharing Multiple Secrets 

 First researchers to present the visual cryptography schemes to share two secret images in two 

shares. They hidden two secret binary images into two random shares, namely A and B, such that 

the first secret can be seen by stacking the two shares, denoted by A⊗ B, and the second secret can 

be obtained by first rotating A Ө anti-clockwise. They designed the rotation angle Ө to be 90◦. 

However, it is easy to obtain that Ө can be 180◦ or 270◦. To overcome the angle restriction, proposed 
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a scheme to hide two secret images in two rectangular share images with arbitrary rotating angles. 

Refined idea has been developed by encoding shares to be circles so that the restrictions to the 

rotating angles (Ө = 90◦, 180◦ or 270◦) can be removed. 

 First researchers to advise the multiple secrets sharing in visual cryptography. This scheme 

encodes a set of n ≥ 2 secrets into two circle shares. The n secrets can be obtained one by one by 

stacking the first share and the rotated second shares with n different rotation angles. To encode 

unlimited shapes of image and to remove the limitation of transparencies to be circular, offered 

reversible visual cryptography scheme. In this scheme two secret images which are encoded into 

two shares; one secret image appears with just stacking two shares and the other secret image 

appears with stack two shares after reversing one of them. Researchers have developed a visual 

secret sharing scheme for hiding multiple secret images into two shares. The proposed scheme 

analyses the secret pixels and the corresponding share blocks to construct a stacking relationship 

graph, in which the vertices denote the share blocks and the edges denote two blocks stacked 

together at the desired decryption angle. According to this graph and the pre-defined visual pattern 

set, two shares are generated.  

 
Color Visual Cryptography Schemes 

Sharing single secret 

 Until the year 1997 visual cryptography 

schemes were applied to only black and 

whiteimages. First colored visual cryptography 

scheme was developed by Verheul and Van 

Tilborg. Colored secret images can be shared with 

the concept of arcs to construct a coloredvisual 

cryptography scheme. In c-colourful visual 

cryptography scheme one pixel is transformed into 

m sub pixels, and each sub pixel is divided into c 

color regions. In each sub pixel, there is exactly one 

color region colored, and all the other color regions 

are black. The color of one pixel depends on the   Figure 1 color share generation flow 

 interrelations between the stacked sub pixels. For a colored visual cryptography scheme with c 

colors, the pixel expansion m is c× 3. Yang and Laih improved the pixel expansion to c × 2 of 

Verheul and Van Tilborg . But in both of these schemes share generated were meaningless. The color 

share process is shown in figure 1. 

  
Sharing Multiple Secrets 

 A multi-secrets visual cryptography which is extended from traditional visual secret sharing. 

The codebook of traditional visual secret sharing implemented to generate share images macro 

block by macro block in such a way that multiple secret images are turned into only two share 

images and decode all the secrets one by one by stacking two of share images in a way of shifting. 

This scheme can be used for multiple binary, gray and color secret images with pixel expansion of 4. 

The general construction for extended visual cryptography schemes using matrix extension 

algorithm. A general construction method for single or multiple and binary, grayscale, color secret 
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images using matrix extension utilizing meaningful shares was suggested. Using matrix extension 

algorithm, any existing visual cryptography scheme with random-looking shares can be easily 

modified to utilize meaningful shares. 

 
Methodology 

 Visual cryptography is one of the new cryptographictechniques used for encrypting pictures, 

text and different information. The encryption of text or images is done in such a way that 

decryption can be performed by the human visual system without usage of computer systems. 

Visual Cryptography refers to a secret sharing method that will encrypt the secret message into a 

number of shares and does not require any computer or calculations for decrypting the secret image 

rather the secret message will be reconstructed visually by overlaying the encrypted shares.  

In visual cryptography pixel expansion scheme each pixel is divided into white and black blocks.  

It a technique to hide information in such a way that if some1 else‘s gets the hold of a share the 

intruder cannot break the code [9]. In k out of k visual cryptography scheme all the k numbers of 

shares are needed to decode the image while in k out of n threshold visual cryptography scheme 

only k numbers of shares are needed to decode the image. The decryption needs no prior and no 

expert knowledge on cryptography. In order to decode the encoded secret message all the k 

numbers of shares are overlapped one above another. In (2, 2) VCS each pixel is divided into two 

sub pixels. For a single pixel in the secret message both the shares will have two sub-pixels each.  

By insufficient number of shares, even a strong cryptanalyst cannot disclose any information and 

decide whether the shared pixel is a white or a black pixel. 

 
Image Encoding and Decoding 

 Take a black and white text image as an input to encode. In case of color image binaries it to get 

a binary image. A black pixel is represented by 1 and a white pixel by 0. For a better result in case of 

text images make use of larger size fonts. Encode the text image, encoding each black and white 

pixel. For each black pixel (1) in the secret image replace it by two sub pixels, for black pixel the sub 

pixels distribution will be different in one shares different in other i.e. either [1 0] in sahre1 and [0 1] 

in share2 or by randomly permuting it i.e. [0 1] for share1 and [1 0] for share2. 

 In case of white pixel (0) in the secret image pixel the sub pixels distribution will be same in both 

the shares i.e. either [1 0] in sahre1 and [1 0] in share2 or by randomly permuting it to [0 1] for share1 

and [0 1] for share 2. The white pixel in the secret image is replaced by a half white and a half black 

sub pixels making a 100% pure white pixel a 50% white pixel i.e. half black and half white. Thus a 

white pixel in the secret image becomes a gray pixel in the final overlapped image  [10]. This is the 

reason the reconstructed image loses its contrast as compare to the original image. To decode the 

image, stack both the shares and the secret message will be reconstructed. 

 Randomization in MATLAB can be done by 

 ran = randint; %generates a random scalar either 0 or 1 with 

 equal probability 

 if(ran==1) 

 share1= 

 share2= 

 . 
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 . 

 Else   % if ran==0 

 share1= 

 share2= 

 . 

 . 

 End 

 The share combination to encode a 2 out of 2 scheme is - 

 Prepare matrix based on black or white 

 s0 = [10; 0 1]; 

 s00= [01; 1 0]; 

 s1 = [10; 1 0]; 

 s11 = [01; 0 1]; 

 
Steps Involved in Visual Cryptography Scheme 

1. Start 

2. Take any secret message (text, picture etc.) in image format. 

3. Perform visual cryptography encryption technique, 

4. Perform Pixel expansion 

5. Generate shares, 

6. Save all the generated shares, 

7. Stack all or the defined number of shares. 

8. Stop. 

 
Experimental Results 

 Our experimental result is based on the (2, 2) visual cryptography scheme for m=2. In this 

scheme the original image is in binary form, provided image can be of any size and any format. 

 

 The contrast of the constructed image as shown 

in  figure 2 can further be improved .The contrast can 

beimproved in the above experimental result by 

setting m= 4instead for m=2 which maintains the 

aspect ratio of the subpixels to its respective 

pixel[11].For (2, 2) with m=4 we can have the sub 

pixelscombination for a white and a black pixel as 

shown in the figure 3. This maintains the aspect ratio 

of the pixel toits sub pixel and thus enhances the 

image quality. Toimprove the constructed image 

quality we have to maintainthe aspect ratio of the 

pixel to its sub pixels [12]. 

 

 Figure 2 Experimental result of (2, 2)  

            Visual Cryptography Scheme 
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  Figure 3 Pixel Expansion Scheme for (2, 2) VCS for m=4 
Conclusion 

 A survey has been done 

on different schemes of 

black and white visual 

cryptography, color visual 

cryptography, ideal contrast 

schemes, and applications. 

In both black and white 

visual cryptography, color 

visual cryptography we 

studied various schemes that involves many stacking and/or reversing operations the future work 

can be on reducing these stacking and reversing operations. Applications like embedding 

watermark pattern, securing image display can be used for providing various security protocols. 

Work can be done to design these protocols. in many areas where security or secrecy is a concern, it 

remains to see the applicability of visual cryptography in providing an effective solution. 
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Abstract 
 In the industry of spices, marketing play a vital role which forms a prerequisite for the development in other sectors 
and for the overall development of the economy.  Marketing of spices are defined as the operations involved in the 
movement of food and raw materials from the planters to the final consumers.  In our country, there exists an elaborate and 
inter-connected system of spices markets through which the produce flows from the producer to the consumers in India. 
 Spices marketing have the greatest and most enduring role to play in the economic changes in developing countries. 
Marketing holds the key for spices development which could determine the quality of urban life. An efficient internal 
marketing system for spice commodities holds the key for rural development and for meeting the challenges thrown up by 
explosive growth of population in developing countries.  
Keywords: Spices, Production, Marketing, Cardamom, Channel, Distribution  
 
Introduction 

 Spices are non-leafy parts (e.g. bud, fruit, seed, bark, rhizome, bulb) of plants used for flavoring or 

seasoning, although most of them can also be used as a herbal medicine.  A closely related term, ‗herb‘, is 

used to distinguish plant parts finding the same uses but derived from leafy or soft flowering parts.  The 

two terms may be used for the same plants where the fresh leaves are used as herbs, while other dried 

parts are used as spices, e.g. coriander, dill. Spices have a profound influence on the course of human 

civilization.  They permeate our lives from birth to death.  In everyday life, spices succor us, cure us, relax 

us, and excite us. Ancient peoples such as the Egyptian, the Arab and the Roman made extensive uses of 

spices, not only to add flavor to food and beverages, but as medicines, disinfectants, incenses, stimulants 

and even as aphrodisiac agents. The name cardamom is used for spices within three generation in the 

Ginger family (Zingiberaceae), Elettaria, Amomum and Aframomum. Among these, Aframomum is 

widely cultivated in Africa and Madagascar, whereas Amomum mainly grows in a few places of 

Asia and Australia. These two varieties are considered as inferior substitutes for Elettaria 

cardamom, the true cardamom that is distributed from India to western Malaysia. For the purpose 

of present study the Elettaria cardamom, which is also known as Small cardamom, Green 

cardamom, or cardamom is considered. In India it is popularly known as elaichi. It is native to the 

moist forest of southern India and cultivated in India, Sri Lanka, Malaysia and Sumatra, Nepal, 

Guatemala, Thailand, Central America, Indo China, Tanzania, Egypt, China, Indonesia, Mexico, 

Turkey, Laos, Vietnam, Costa Rica, El Salvador and Brazil. 

 Indian cardamom has a history as old as human civilization.  In early days India was the single 
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largest producer and supplier of Cardamom to the world. But from 2002 onwards, Guatemala has 

replaced the India by taking first position in production. Even though, India has been pushed to 

second place, it plays vital role in international trade because of the aroma and rich flavor of 

cardamom. Cardamom cultivation in India is mainly confined to three states, namely Kerala, 

Karnataka and Tamil Nadu. It is a pungent aromatic spice and medicinal herb. It is a perennial plant 

that can grow from six to twelve feet height. Cardamom grows well in humid and moderately cool 

climate, filtered sunlight through the tree canopy, humus rich soil, well-distributed rainfall and 

protection from heavy winds. In India, the natural habitat of small cardamom is the evergreen forest 

of Western-Ghats on the Malabar Coast of South-West India. This area is commonly known as the 

Cardamom Hills. Kerala is the maximum contributor of cardamom out of India‘s total production. 

Karnataka and Tamil Nadu share the next position after Kerala. Kerala includes cardamom-growing 

districts like Udumbanchola taluk, Peermedu taluk, Devikulam taluk and Thodupuzha taluk.   

 
Statement of the Problem 

 India from time unknown has been the home of spices producing almost all varieties of spices of 

the world.  Spices are one the important group of crops grown in India.  One or other spices are 

grown in different parts of the country, so they play an important role in the economy of the 

country.  The quality of these produced and exported from this country continues to be one of the 

best.  The hilly areas have comparatively low temperatures in winter and moderate temperatures in 

summer, so the spices produced in these areas are comparatively of superior quality.  Spices are 

used in the form of seed, bark, bulb, tuber, leaf, flower and powder etc. Indian Cardamom is 

superior in quality, but has always been out-priced by Guatemala where the home consumption is 

insignificant. India is the second largest consumer of small cardamom after Saudi Arabia. The states 

of Kerala, Karnataka and Tamilnadu are the key producers of small cardamom in India. Cardamom, 

enjoys a vital position in the global spices market as one of the most hunted after Pepper (The King 

of spice). Out of the total area under cardamom plantation in India, more than fifty per cent of the 

area is in the State of  Kerala  used for  cardamom cultivation.   

 
Objectives of the Study 

The objectives of the present study are: 

1. To know the uses of cardamom 

2. To know the plantation practices of cardamom in Kerala 

3. To examine the existing channels of distribution of cardamom  

4. To study the problems faced by the cardamom  planters  in  marketing of cardamom; and 

5. To offer valuable suggestions. 
 
Importance of the Study 

 Among the cardamom producing countries of the world, India occupies an important place in 

terms of total area under cultivation and total production but as far as productivity and growth rate 

are considered it has lost its place of pride.  The fast increasing population builds up the need for 

tapping the vast opportunities to increase spice production, particularly cardamom. Cardamom is a 

water- intensive crop and given the restricted availability of irrigation potential, increasing the area 

under the crop to increase production calls for huge investments in irrigation. Hence, the increase in 
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production can be achieved by making a breakthrough in productivity and increased efficiency. In 

India Cardamom cultivation is carried out prominently in Kerala, Tamilnadu and  Karnataka.   Even 

among these states equality in productivity is not maintained because of the presence of different 

agro-climatic conditions. Besides that, some of the causes are poor and varying levels of yield. 

Another major factor affecting the cardamom planters is the uncertainty of remunerative prices. 

Therefore, marketing of cardamom also assumes significance, because any increase in the consumer 

price will affect the people and at the same time the producers should get remunerative prices for 

their produce. Removing the obstacles in marketing the product is essential to ensure that producers 

get remunerative prices for their produce. At this juncture, tracing the bottlenecks in production and 

marketing of cardamom, and suggesting ways and means to accomplish the task of increasing 

cardamom production are vital.  

 The increase in cardamom production will help develop cardamom processing industries. These 

agro-based industries will create backward linkages like supply of credit, inputs and production 

enhancement services, and also forward linkages like processing and marketing. Such a 

development will add to the value of planters‘ produce, generate employment opportunities and 

increase the incomes. This, in turn, will lead to industrial and economic development. 

 
Uses of Cardamom 

 Each country has its own uses of cardamom.  It is used for flavouring various 

preparations of food, confectionary, beverage and liquours. Cardamom is also used for medical 

purposes both in Allopathy and Ayurveda. In India, cardamom is mainly used as a flavouring 

agent in the preparation of sweets, Tea, Masala, Pan Beeda, Chewing, Currys and Rice, Biriyani etc. 

In the Northern States cardamom is offered with supari during marriage functions. In the Hotels, 

cardamom is used for cooking food items, meat preparations, etc. The housewives make use of 

cardamom for preparing Tea, Fried Rice, Pulav, etc. In South India, cardamom is an essential 

ingredient in Gheer (Payasam). In the middle east ‗Gahwa‘ or Arab Coffee (Cardamom flavoured 

coffee) is served in all religious ceremonies, social functions and celebrations. Coffee and cardamom 

are mixed together and boiled in water to prepare ‗Ghawa Coffee‘. Cardamom coffee is served 

frequently in traditional Arab households. This Cardamom coffee is regarded as beneficial to 

health at the consumer level in the Middle East. It is believed to cool the blood in the country where 

extreme heat is a regular feature of daily life. Cardamom is also used in Ayurvedic and Allopathic 

medicine preparations as a digestive and flavouring agent. Cardamom flavoured biscuits and 

coffees are now manufactured and marketed by certain food industries in India. This spice is also 

used in pickles, vegetable currys, etc. Cardamom flavoured ice cream is also used in the market.  

There is tobacco paste called ‗kimam‘ which is made spicy by adding cardamom. 

 In India,  cardamom is  used for  the  preparation of  products like  ‗True Biscuits 

manufactured by M/s Auro Food Private Ltd., Pondicherry. Cardamom flavoured  Horlicks 

Manufactured by /s.Hindustan Company, Punjab; Caradamom flavoured milk 

prepared by M/s.Livestock Development and Milk Marketing Board, Kerala; Pan Supari 

manufactured by M/s.Ashok & Co., Kanpur; Allopathic Medicines like  Lupizurre  manufactured 

by  M/s.Lupin  Laboratories Ltd., Bombay. In Iran, cardamom is used in confectionary, bakery items 

and meat products for its flavour and aroma. In Iraq, sweet meat, puddings and confectionary 

items are flavoured with cardamom. In Sweden, it is used in spice mixes, produced for the 
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manufacture of sausages and processed meat products. Cardamom is used extensively for 

flavouring wide categories of food stuffs and products. The aroma and flavour of cardamom is 

mainly due to its volatile oil and flavour.  Its strength is directly related to the quantity of oil present 

in it. Dried fruits  (capsules)  of  cardamom  contain  steam  volatile  oil,  fixed  (fatty)  oil, pigments, 

proteins, cellulose, pentosans, sugars, starch, silica, calcium oxalate and minerals. The major 

constituent of seed is starch (up to 50%) while fruit husk is crude fibre (up to 30%). The quality of 

cardamom is highly dependent on volatile oil and a few other components differ among varieties, 

maturity of capsules, agro- climatic conditions, processing methods and conditions of storage. The 

colour of processed fruits in general has no direct bearing on the intrinsic organoleptic qualities of 

cardamom. However, faded fruit colour can be due to over maturity of capsules, improper 

processing and longer storage. The trading of whole cardamom is regulated as per rules of 

Spices Board through auction centre and in fact the primary determinants (Physical features) that 

judge the price are parrot green colour, size (boldness / width) and weight. 

 
Cardamom Producing Countries 

 The spice, Cardamom, is native to the tropical areas of the world but some of the spice can also 

be cultivated in the cooler areas of the world. The world‘s total produce relating to cardamom is 

around 35000 metric tons annually. The major countries indulged in the production of cardamom 

are 

• Guatemala  

• India  

• Tanzania  

• Sri Lanka  

• Vietnam  

• Nepal  

 
Trade Direction 

 Largest export destination for 

Indian cardamom is Saudi Arabia that 

accounts for 64% of the total cardamom 

exports from India followed by Japan 

(6%), Belgium (5%), Malaysia (3%). 

 
Present Trend 

 The arrival of freshly picked 

cardamom has been flowing to the 

auction centres in small quantities.  

At present, daily average arrivals are 

around 15-20 tonnes and is expected to 

increase in coming days. The demand 

is quite good at present from up country and exports to Gulf nations. The production of cardamom 

is expected to fall by around 20% to 9000-9500 tonnes due to unfavorable weather condition. In the 

current season, Cardamom prices are forecast to raise on strong demand and lower production 
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estimates. According to trade sources, cardamom production in India is likely to decline by 20%. 

Though the onset of monsoon was earlier, its activity in June and July was subdued due to 

unfavorable conditions. Hence, we recommend buying September contract on dips. 

Indian Scenario (Production of Cardamom in India) 

 Indian cardamom has a history as old as human civilization.  In early days India was the single 

largest producer and supplier of Cardamom to the world. But from 2002 onwards, Guatemala has 

replaced the India by taking first position in production. Even though, India has been pushed to 

second place, it plays vital role in international trade because of the aroma and rich  flavor of 

cardamom. 

 
Cardamom Growing Areas in India 

 Cardamom cultivation in India is mainly confined to three states, namely Kerala, Karnataka and 

Tamil Nadu. It is a pungent aromatic spice and medicinal herb. It is a perennial plant that can grow 

from six to twelve feet height. Cardamom grows well in humid and moderately cool climate, filtered 

sunlight through the tree canopy, humus rich soil, well-distributed rainfall and protection from 

heavy winds. In India, the natural habitat of small cardamom is the evergreen forest of Western-

Ghats on the Malabar Coast of South-West India. This area is commonly known as the Cardamom 

Hills. Kerala ( 76%)  is the maximum contributor of cardamom out of India‘s total production. 

Karnataka (15%)  and Tamil Nadu (9%) share the next position after Kerala. Kerala includes 

cardamom-growing districts like Udumbanchola taluk, Peermedu taluk, Devikulam taluk and 

Thodupuzha taluk.   

 
Producing States 

 In India, two type s of 

cardamoms are grown viz., Small 

and Large. Production of small 

cardamom is confined to 

southern states where as large 

ones are grown mainly in North 

Eastern states. Among the major 

small cardamom growing states, 

Kerala has taken the first place in 

India. 

 

 

History and profile of Kerala 

 The modernized Kerala is influenced from western culture similar to any other state in India 

being affected. The Muslims of Kerala are the descendents of Arab traders who came to Kerala, 

settled down and had a family here. The Arabs, who landed here after the Jewish people, brought 

the first wave of Muslims settlers. They were the first people to build a Mosque in this sub-continent 

at Kodungallur. They concentrated in the Malabar area and up to the 18th century they were mostly 

agricultural labourers, petty traders and soldiers in the Zamorin army. The agriculturists in Malabar 

were oppressed under a system of land tenure in which the landlord had a strangle hold on them. 
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They were accused of throwing their lot with Hyder Ali and Tippu during their invasions.  There 

were forced conversions and selective liquidations as well. Since the land mostly belonged to the 

Hindus after the British restored peace, there were peasant uprisings, which gradually got a 

communal tinge, which was later termed as Mopilah rebellion of 1921. Subsequently, It gained 

momentum and developed into a peasant revolt where the peasants were Muslims and the land 

lords were Hindus, among whom the Namboodiris were predominant. The British ruthlessly put 

down the revolt.  

 Intermingling with the Portuguese, the Dutch and the British lead to the creation of a Eurasian 

Community. Most of them were Latin Christians and their culture is distinctly different from  

Kerala‘s traditional culture. There were infiltrations from Tamil Nadu and Karnataka and so were 

from different castes like Gujaratis and Marwaris, Konkanis, the Gowda Saraswat Brahmins, 

Shenoys, Parsis, Kudumbis etc. No wonder Swamy Vivekananda called Kerala a lunatic asylum of 

castes. Historian's pointed out that even during the Sangam period, there were no strict divisions 

based on castes. Caste consciousness and untouchability came much later and it is difficult to 

confirm the antiquity of any of the original races now in Kerala. The transformation into a 

cosmopolitan and egalitarian society was comparatively quick. The inherent tolerance and resilience 

of all original classes ensured a peaceful reformation. The gradual fusion of various groups has 

brought about a superficial uniformity in the state. 

 
District Map of  

 Kerala is a small state tucked away in the southwest 

corner of India. It represents only 1.18 per cent of the total 

area of India but 3.43 percent of the population of the 

country. Though Kerala has a history dating back to the 

Christian era, the modern Kerala was created in 1956 

when all the states were reorganized along linguistic 

lines. Kerala is different from the rest of the India in 

many ways. History was formed in 1957 when Kerala 

became the first state in the world to democratically elect 

a Marxist government. The state has a strong presence of 

left ideology. It has the highest literacy rate in the 

country, lowest infant mortality rate and the highest 

female to male population ratio. These facts speak 

volume of the state which is often compared to the 

society of the developed western countries. Kerala is 

made up of fourteen districts. Each of them has a distinct character. Thiruvananthapuram (also 

known as Trivandrum) is the capital of Kerala, famous for its Kovalam beach (rated one of the top 

ten beaches of the world). Among the advantages that Kerala enjoys the primary one, is the 

abundance of educated and skilled manpower that has made its presence felt in other parts of the 

country as well as abroad.Kerala recorded a decadal population growth of + 9.42 per cent (2,740,101 

persons). Kerala, with a sex-ratio (females per 1000 males) of 1058, is the only State in India with a 

positive figure. In the human development and related indices it occupies prime position among the 

Indian States.  The land may be broadly divided into three natural divisions namely, lowland, 

http://www.mapsofindia.com/maps/kerala/kerala.htm
http://www.mapsofindia.com/stateprofiles/kerala/
http://www.mapsofindia.com/stateprofiles/kerala/
http://www.mapsofindia.com/maps/kerala/districts/
http://www.mapsofindia.com/maps/kerala/thiruvananthapuram.htm
http://www.mapsofindia.com/maps/kerala/beaches/kovalam.html
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midland and highland. Few lands of similar extent are watered by so many rivers. They rise from 

the Western Ghats and the landscape of their banks changes from jutting tops, crowned by thick 

forests in the east, to groves in midland and groves and fields in the lowland. Richness of soil, heavy 

rainfall and damp climate have given rise to flora and fauna of great variety. The distinctive 

characteristic of the agricultural sector in Kerala deserves special emphasis. The high pressure of 

population on land has rendered a large part of the rural population traditionally dependent on 

agriculture. The cultivation of cash crops is better organized in Kerala than anywhere else in the 

country. In Kerala, about 65 per cent of the total area is available for cultivation, the rest being 

forests and lands not suitable for cultivation. More than 50 per cent of the cultivable area is under 

commercial crops like tea, rubber, coconut, and cardamom. It earns valuable foreign exchange for 

the country by the export. 

 
Cardamom Plantation in Kerala 

 The civilized nations of the world have visualized India as the home of spices since the time 

unknown.  The spices are ranked with valuable stones in the inventory of royal belongings. This 

proved incentive for the discovery of new waterways to the land of spices.   In ancient days spices 

were valued as basic ingredients of cookery, preservatives, ointments, perfumes, cosmetics and 

medicines. So the international trade between India and the rest of the world thrived with the efforts 

of Greeks, Phoenicians and Arabs in the early periods. The  main objectives of exploration  for 

foreigners was nothing but the spices during early days. Thus it goes without saying that it was only 

in the attempt of exploring the coast of Malabar that Colombus discovered America. In the later 

periods, the mystery surrounding the source of spices was revealed to Egyptians which enabled 

them to enter into the field of spice trade. With the Roman conquest of Egypt in the middle of first 

century B.C., it was the turn of Romans to trade  in spices. They were the most excessive users of 

aromatics in the history. By the close of the Middle Ages, the west European countries had gained 

supremacy in spices usage. Portugal initially stepped into the field followed by the Dutch and the 

English. Thus, India had foreign trade in spices particularly in cardamom from the very early ages. 

Cardamom found a place in Queen Sheba‘s gift box to king Solomon of Jerusalem (950 B.C.) and it 

was grown along with other spices in the gardens of Babylonians. 

Marketing of Cardamom 

Channels of Distribution 

 Channels of distribution of 

cardamom in the study area include the 

various marketing channels, agents, 

intermediaries and traders involved in 

moving the produce from the producers 

to the consumers or users. In the present 

study, market structure includes 

different market channels, intermediates 

such as auctioneers, village traders, 

wholesalers, retailers. The cardamom 

planters are selling their produce through auction centers to the wholesalers, retailers and 

customers. 
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Marketing Channels 

 The different marketing channels used in the marketing of cardamom in the study area (Kerala) 

are given below: 

 
Problems of marketing  

 A well established market channel for Cardamom existed even though there are several inherent 

problems involved. Various problems that are latent in marketing are given below:  

i)  Lack of Transport Facilities  

 The main problem that was reported was lack of transport facilities. Transport of Cardamom by 

cart, van, tractor and lorry was common in both small planters as well as in large planters. Non-

availability of such mode of transports at the time of harvesting in this region forced them to pay 

higher transport charges in order to send their produce to the marketing centres. This is one of the 

reasons for higher marketing costs.  

ii)  Lack of Storage Facilities  

 As Cardamom is non durable goods, it cannot be stored for a long time, but it can be preserved 

for a few months. The producers have to sell their produce immediately at the prevailing price due 

to the lack of storage facilities. Disposal of Cardamoms immediately after harvesting will often fetch 

unfavourbale prices to Cardamom producers.  

iii)  High Marketing Cost  

 Unlike the fixed cost, marketing cost, is the paid out cost. The marketing cost forms a part of the 

total cultivators and also a part of cost of production. Due to the lack of proper infrastructural 

facilities and high commission charges to the middlemen the marketing costs of the cultivators is 

augmented.  

iv)  Finance  

 Another important problem is finance. In fact all banks do not provide loans to Cardamom 

cultivations. As a result majority of the planter had to rely on money lenders and contractors who 

advanced credit on a long term basis with an informal but explicit understanding that once the crop 

commences yielding, the orchards will be leased out to them. The charged interest rate by them was 

stated to be exorbitant and the price offered was also subsequently very low.  

v)  Processing Industry and Regulated Markets  

 It is inconvenient to the cardamom cultivators to sell their produce directly to the cardamom 

processing industries as it has been situated in distant places. Thus, they sell their produce only 

through commission agents to cardamom processing firms located in different places. The 

government has included cardamom as one among the notified commodities so as to sell it through 

the regulated markets. It has been found out that almost all the planters do not know anything 

about regulated markets in the study area of Idukki District.  

 
Suggestions  

1. Financial assistance to the cardamom planters such as crop loans, development loan and loans 

for meeting irrigation facilities through commercial banks, co-operative banks and primary 

agricultural and rural development banks can be provided with assistance from the  central 

Government. 
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2. Vital information on marketing, viz., demand, price, market, export etc., may be conveyed to the 

planters and traders through media and other means of communication.  

3. The Spices Board can introduce new high yielding hybrid varieties of cardamom and their 

salient features are to be informed to the cardamom cultivators with a view to increase the 

productivity. 

4. The Spices board should take special efforts to improve cultivation methods of cardamom. It 

must take preventive measures to control the diseases that severely affect the cardamom 

production.  

5. The Spices Board and Cardamom Research Centre must create the awareness of organic farming 

and the benefits to cardamom cultivators and should provide bio-pest control technology 

information to the planters.  

6. As a result of inadequate raw seed production coupled with growing competition in the 

international market for raw cardamom, India should pay immediate attention and take 

necessary steps for increasing the production, and productivity of raw seeds.   

7. The 'cardamom planters have an attitude that cardamom is a dry farming crop. But it is really an 

irrigated crop.  Hence, the Government should educate the cardamom cultivators and planters 

and provide necessary incentives and farm irrigation facility, so as to popularize cardamom as 

an important food product. 

8. The Kerala Government, by providing uncultivated and barren land to the planters free of cost, 

can increase cardamom planting programmes; thereby can increase cardamom production to 

very high levels. 

9. The cardamom growers especially the small growers are crippled not only financially but also 

from the point of view of technical know-how. So, it is necessary to intensify the existing 

advisory services of the Spices Board with wider coverage embracing all fields connected in the 

production, processing and marketing of Cardamom. 

10.  It  is  very  much  essential  to  develop  a  system  through  which  the  price fluctuations in 

cardamom is controlled in Indian context so as to ensure a reasonable and stable return for the 

cardamom planters. This in turn, will also ensure an adequate encouragement for the higher 

production and export earnings in the long run.  

 
Conclusion 

 The Indian cardamom plantation Industry until the recent past has been an emperor in the 

realm of cardamom production and marketing. Recently, India‘s throne is threatened by various 

competitors like Guatemala. Guatemala has made deep in-roads into the already established Indian 

markets. It has emerged as the sovereign monarch both in production and trade. Hence, India has to 

encounter an invincible competitor like Guatemala in trade. As a result of such a huge opponents in 

the field, India had to undergo a massive restructuring in price causing a worst fall in cardamom his 

of India. With less price and fall in production on an average, the plantation industry staggers to 

make both the ends meet. The planters have to carry out the regular works and meet the recurrent 

expenses, which become a Herculean task. And naturally the industrial relations get strained 

causing heartburns and making both the parties harbour malice against each other. In such 

situations, issues and disputes will elude solutions. Therefore, necessary steps must be taken to sort 

out the constraints in order to put the industry back on the right tract. Constructive suggestions for 
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rejuvenation and recouping of the hitherto deteriorating cardamom industry have been enlisted 

here and the same may be followed to make the industry usher in with fresh vigour and former 

glory. 
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Abstract 
 The present study is undertaken to explore the level of satisfaction on CRM practices in private auto mobile agencies 
in the study area. Customer relationship management is an approach to managing  neither a product nor a service but a 
business strategy designed to optimize profitability, revenue and future customer satisfaction. The main objective of the 
study is to know the perception and opinion of respondent customers and their level of satisfaction on CRM practices 
followed by auto mobile agencies  in the study area. The sample sizes of 100 customers were fixed taken on a convenient 
sampling method. The study covers the period of four months from October2017 to January 2018. The findings of the 
present study and the suggestions given would be of immense help to the management of auto mobile agencies , when they 
are striving to achieve greater customer loyalty by delighting their customers with their services. 
Keyword: Chi-square, CRM practices. 
 
Introduction 

 Relationship building with customers is now accepted as over riding goals of marketing and the 

business as a whole. CRM is about identifying a company‘s best customers and maximizing the 

value from them by satisfying and retaining them. As a business philosophy CRM is seen to be 

firmly rooted in the concept of relationship marketing which is aimed at improving long-run 

profitability and stability from services. Now a days acknowledged that auto mobile agencies 

improved by customer information technology which can facilitate and enhance the customer e-

center organisation. In service industries, the goal is especially emphasized since a repeat customer 

is believed to cost merely a fraction of what needs to spend in servicing a new customer is service 

transaction. It is believed that relationship flourishes when marketers play the book, meet customers 

core expectations and exceed in respect of other features of their total offering. Service firms have 

been the pioneers in adopting the practice of customers relationship management practices. 

Customer Relationship Management is a vital factor to improve the performance of the automobile 

agencies. 

 
Review of Literature 
 Dr. K.Ravichandran and Dr. R. Muruganantham Oct 2012 study on  ―Customer Perference of 

Auto mobile‖ and they found that considering brand and break system,  customer perferecnce polo, 

considering brand and comfort, comfort, considering brand and  mileage, consumer perference 

visita , considering brand and maintenance cost to importance to mileage and break system. 

 Mrs.G. Mahalakshmi Nov 2013 studied of ―customer satisfaction on two wheelers a special 

reference with TVS XL in theni District‖. And found from survey that two wheeler brands are taken 

A STUDY OF CUSTOMER RELATIONSHIP MANAGEMENT IN AUTOMOBILE 

AGENCIES WITH SPECIAL REFERENCE TO BODINAYAKANUR 
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necessary promotional activities to increase their demand by introducing a new models. In olden 

days the people used only the bicycle and rarely used two wheelers. But now a days each and every 

one have the two wheelers in theni district most of the respondents perfer teh TVS XL for their 

riding comfort and satisfied with theie services. 

 Rao And Kumar Apr 2014 reveals that ― Customer satisfaction towards TATA moters- a study 

on passengers cars in chennai‖, with the objectives of study the customer satisfaction with the usage 

of vehicles after sales and services, key area of strength, pricing affects service and quality. They 

take samples of 100 respondents and used to percentage analysis. They concluded from the study. 

 
Statement of the Problems 
 In today‘s intensely competitive environment, companies today are constandly looking for ways 

to attract customers by having a better understanding of changing customer perference. The ever 

changing market characteristics have huge impact on corporate decisions. CRM which would 

provide a platform for not only retaining existing customers but also to expand the customer‘s base 

by attracting additional customers. The service product mix offered by the automobiles, and the 

service quality delivery system has drastically changed, to improvement in the technology and also 

in view of the phenomenal increase in the expectation of automobile customers. It is criteria to 

identify the customers‘ expectations which are influencing elements increasing the customer base. 

There has been continuous research in the fields of CRM and its application in automobile services. 

But in India research in the field of relationship marketing has not taken off to the expectations and 

it‘s still in the infant stage when compared to other countries in the west. Further, the studies 

undertaken in India were mostly city based. No attempt had been made focusing over rural 

customers in CRM field. 

 
Objectives of the Study 

The study has been conducted with the following specific objectives. 

 To study satisfaction of customers about the services rended by automobile agency  

 To offer valuable suggestions for improving the customer relationship 

 
Hypothesis 

Hypotheses related to customer relationship management about services rended by automobile 

agency. 

 There is no significant relationship between age group of the sample respondents and their level 
of satisfaction 

 There is no significant relationship between gender wise of the sample respondents and their 

level of satisfaction 

 There is no significant relationship between marital status of the sample respondents and their 

level of satisfaction 

 There is no significant relationship between educational qualification of the sample respondents 

and their level of satisfaction 

 There is no significant relationship between occupation of the sample respondents and their 

level of satisfaction 

 There is no significant realtionship between earning members of the sample respondents and 

their level of satisfaction 
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Sampling 

 There is a total of 15 automobile mobile agency in Bodinayakanur are functioning in the study 

area. A sample sizes of 100  customers were fixed and were taken on a convenient basis. In case of 

samples were selected by following convenient sampling method. 

Collection of Data 

 The present study is based on both primary and secondary data. The primary data for the study 

was collected from respondents. They are automobile agency customers. The  interview schedules 

were prepared and necessary data were collected. The secondary data for the study was collected 

from sources like Journals. Newspaper, Magazine and Websites 

 
Tools of Analysis 

 Chi-square test is used to find out the perception and opinion of respondent customers and their 

level of satisfaction on CRM practices followed by automobile agencies in the study area. 

 
Period of the Study 

 As far as the primary data are concerned the fieldwork was carried out during the month of 

October 2017- January- 2018 

Personal Profile of the Sample Customers and Level Of Satisfaction 

 To identify the role played by various socio-economic characteristics of the sample respondents 

on the satisfaction over the services rended by the automobile customers, the following various, 

socio-economic characteristics have been considerd such as age, gender, marital status, educational 

qualification, occupation and the number of earning members. On the basis of the data the following 

null hypothesis has been framed. 

 
  Table 1 Distribution of the Sample  

Respondents According to their Level of Satisfaction 

Source: computed data 

 It is found from the Table 1 that out of the 
respondents,63(63percent),37(37 percent) belong to the overall 
satisfaction level category of ‗High‘, ‗Low‘ respectively. A majority 
of 63 respondents (63 percent) belong to the high category of 
satisfaction level 

Age and Level of Satisfaction 

 Age is the basic factor that determines the capacity to learn and earn. It is also a limiting factor 

in many respects namely: admission to a school, to get government job and get retired from services. 

It is proposed to test the null hypothesis that there is no significant relationship between age group 

of the sample respondents and their level of satisfaction. Chi-square test has been applied. 

Table 2 Age and Level of Satisfaction 

Age 
Level of satisfaction 

Total 
Chi- square 

Test 
 

6.4478 

High low 

Upto 25 years 12(46) 14(54) 26 

26-50 years 38(75) 13(25) 51 

Above-50 years 13(57) 10(43) 23 

Total 63(63) 37(37) 100 

Source: Primary data 

Level No.of customers % 

High 63 63 

Low 37 37 

Total 100 100 
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 Table 2 calculated value of X2 (6.4478) is more than the table value of X2 (5.991) at five percent 

level of significance. There fore the hypothesis is not accepted. It concluded that the level of 

satisfaction is associated with the age group of customers. 

 
Gender and Level of Satisfaction 

 Effectiveness and Expertise on work depends on the gender they belong to. Male workers hard 

as they are the bread winners and female undertake both hour work and other work. It is proposed 

to test the null hypothesis that there is no significant relationship between gender of the sample 

respondents and their level of satisfaction. Chi-square test has been applied. 

 
Table 3 Gender and Level of Satisfaction 

Gender 
Level of satisfaction 

Total 
Chi- square 

Test 

 
 

2.9278 

High Low 

Male 40(70) 14(30) 57 

Female 23(53) 13(47) 43 

Total 63(63) 37(37) 100 

Source: Primary data 

 Table 3 calculated value of X2 (2.978) is less than the table value of X2 (3.84) at five percent level 

of significance. There fore the hypothesis is accepted. It concluded that the level of satisfaction is 

associated with the gender group of customers. 

 
Marital Status and Level of Satisfaction 

 Marital status is taken as an important social characteristics of the  society members. It is an 

indicator of employee‘s responsibility. The respondents were classified according to their marital 

status It is proposed to test the null hypothesis that there is no significant relationship between 

marital status of the sample respondents and their level of satisfaction. Chi-square test has been 

applied.  

 
Table 4 Marital Status and Level of Satisfaction 

Marital status 
Level of satisfaction 

Total Chi- square 
Test 

 

4.4434 

High Low 

Married 44(71) 18(29) 62 

Unmarried 19(50) 19(50) 38 

Total 63(63) 37(37) 100 

Source: Primary data 

 Table 4 calculated value of X2 (4.4434) is more than the table value of X2 (3.84) at five percent 

level of significance. There fore the hypothesis is not accepted. It concluded that the level of 

satisfaction is associated with the marital status group of customers. 

Educational Qualification and Level of Satisfaction 

 Education means importing knowledge which is necessary for the introduction of innovative 

techniques and for betterment. Education is the  basic need for employees. It makes the employers to 

understand the management functions better, act and think effectively. It is proposed to test the null 

hypothesis that there is no significant relationship between educational qualification of the sample 

respondents and their level of satisfaction. Chi-square test has been applied. 
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Table 5 Educational Qualification and Level of Satisfaction 

Education 
Level of satisfaction 

Total 
Chi- square 

Test 
 

7.4818 

High Low 

Illiterate 9(64) 5(36) 14 

school 24(61) 12(33) 36 

college 30(60) 20(40) 50 

Total 63(63) 37(37) 100 

Source: primary data 

 Table 5 calculated value of X2 (7.4818) is more than the table value of X2 (5.991) at five percent 

level of significance. There fore the hypothesis is not accepted. It concluded that the level of 

satisfaction is associated with the educational qualification of customers. 

 
Occupation and Level of Satisfaction 

 The occupation of the customers will affect their approach towards automobile agencies.  

The customers are pressured psychological in their occupation. There is no significant relationship 

between occupation group of the sample respondents and their level of satisfaction 

 
Table 6 Occupation and Level of Satisfaction 

Occupation 
Level of satisfaction 

Total Chi- square 
Test 

 
 

4.8025 
 

High Low 

Employee 18(62) 11(38) 29 

Business 15(65) 8(35) 23 

Agriculture 24(73) 9(27) 33 

Others 6(40) 9(60) 15 

Total 63(63) 37(37) 100 

Source: primary data 

 Table 6 calculated value of X2 (4.8025) is less than the table value of X2 (7.815) at five percent 

level of significance. Therefore the hypothesis is accepted. It concluded that the level of satisfaction 

is associated with the occupation  group of customers. 

 
Earnings Members and Level of Satisfaction 

 The earning members of the family customers will affect the annual income of the family. If the 

earning members are more income will be more. this factors is also influence to buy automobiles. 

There is no significant relationship between earning members group of the sample respondents and 

their level of satisfaction 

 
Table 7 Earning Members and Level of Satisfaction 

Earning Members 
Level of Satisfaction 

Total Chi- square 
Test 

 
0.4332 

High Low 

Upto 2 42(61) 27(39) 69 

Above 2 21(68) 10(32) 31 

Total 63(63) 37(37) 100 

Source: Primary data 

 Table 7 calculated value of X2 (0.4332) is less than the table value of X2 (3.84) at five percent level 

of significance. Therefore the hypothesis is accepted. It concluded that the level of satisfaction is 

associated with the occupation  group of customers. 
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Suggestions 

 In the study some important suggestions for the improvement in satisfaction about services 

rended by automobiles agencies are described below: 

1. 1.It is suggested to the automobile agency should give take proper steps to improve the 

satisfaction about services rendered to the customers. 

2. It is advised to the automobile agency, that they should give due importance to the female 

respondents also. 

3. It is recommended to the automobile agency to provide new schemes like arranging loans, 

payment facilities etc., to improve the satisfaction of business people. 

4. Majority of teh customers prefer to book online for their automobiles like models, spare parts, 

colour perference, design and for delivery. So it is advisible to the automobile agencies to create 

web page for their agencies. 

 
Conclusion 

 Automobile sector agency is the boomoing sector in Bodinayakanur. Customer Realationship 

Management is also one of the social responsibility factors. In Automobile Agency is having more 

number of customers and they are satisfied with the services rended by it. A few suggestions are 

given to improve the relationship between the agency and customer but also a best serving agency 

in future. 
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Abstract 
  Quality of Worklife is a multimodal comparative concept influenced by time, place and personal and social values. 
This study targets the women professionals working in Madurai and examines their Quality of worklife balance 
experiences. Thus maintaining Worklife Balance is necessary for the working women to have a good quality of worklife. 
The aim of this research is to identify the impact of Worklife Balance over the Quality of Worklife variables. The factors like 
Stress, Conflict, Work Environment, job Satisfaction are taken for this study. The result shows that the organization 
should concentrate on reducing level of stress underwent by the women working in the organization. It also suggested that 
the organization may conduct stress reduction program for working women. 
 
Introduction 

 The quality of worklife is multi- faced concepts which means having a work environment where 

an employee‘s activities become more important by implementing procedures or polices that make 

the work less routine and more rewarding for the employee (Pompli,2002). A high quality of 

worklife is essential for better performance at work and thus for successful and satisfied life (Rochita 

Gangly,2010). This paper is an attempt to explore the tough challenges faced by working women in 

maintaining a balance between their personal and professional life. Since there is a change in 

workforce more women employees are getting employed in all sectors. Thus study targets the 

women professionals working in Madurai and examines their quality of worklife experiences.  The 

aim of the present research is under taken to identify impact of Worklife Balance over quality of 

worklife among women professionals. 

  
Objectives 

1. To study the demographic profile of working women in Madurai district. 

2. To identify the  influencing variables of Worklife Balance 

3. To develop a model for Work Life Balance of working women on quality of worklife variables. 

 
Statement of the Problem 

 The working women faced several though challenges in maintaining a balance between their 

Professional and Personal life. The people who enjoy doing the job are only having a high Quality of 

work life. The Quality of work life in an organization is essential for the smooth running and success 

of its employees (Castillo,2004). The Work –Life Balance must be maintained effectively to ensure 

that all employees are running at their Peak Potential and free from stress and Strain (Abbas ,2009). 

Quality of work life helps the employees to feel secure. The researcher has made an attempt in this 

A STUDY ON IMPACT OF WORKLIFE BALANCE ON QUALITY OF WORKLIFE 

AMONG WOMEN PROFESSIONALS IN MADURAI 
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regard and has undertaken the current study to analyze the impact of Work life balance on Quality 

of worklife among Women Professional who are working in Madurai. 

 
Review of Literature 

 Ellis and Pompli (2002) 1 conducted a study on quality of worklife of nurses in Canberra. The 

study revealed that poor working environments, workload, inability to deliver quality of care 

preferred, imbalance of work and family are the major barriers in the improvement of quality of 

worklife of employees. 

 Castillo and Cano‘s (2004) 2 the study sought to investigate the suitability of one-item versus a 

multi-item measure of overall job satisfaction. This study concluded that the faculty was generally 

satisfied with their jobs.  The study of Muhammadi Sabra Nadeem and Qaisar Abbas (2009)7 was 

aimed to explore the relationship between work life conflict and job satisfaction in Pakistan. Author 

found that the job satisfaction is significantly negatively correlated with work to family interference 

and family to work interference.  

 Normala and Daud (2010)11 investigated the relationship between quality of worklife and 

organizational commitment among employees in Malaysian firms. Finally the researcher concluded 

the high degree of quality of worklife lead to effective and efficient performance.  

 Rochita Gangly, Mukherjee,(2010)15 aimed at the study of Nature of the perceived quality of 

work life of the university employees, the nature of their job satisfaction, the nature of association 

between quality of worklife and Job Satisfaction.  

 
Research Methodology 

Research Design 

 We have adopted descriptive design as our population is the people of Madurai. This is a 

descriptive research because it aims at describing the impact of Worklife balance and the quality of 

worklife factors. 

Data Collection Tools 

 The present study incorporates the collection of both primary and secondary data for an in 

depth investigation. Primary data has been gathered through structured unbiased questionnaire. 

Secondary data was gathered through, the information received from the journals, articles and 

websites. 

Sample Design 

 Single most unit of the population it is the single person from whom questionnaires will be 

filled up to fulfill the target. The sampling unit in this study is women professionals who are 

working in various sectors like Colleges, Hospitals, Banks, Manufacturing units in Madurai.For the 

study, 2 colleges, 2 Private Hospitals, 3 private Banks and some Manufacturing units have been 

taken into consideration 

Sample size is arbitrarily determined 480 

Sampling Technique 

 The convenience sampling has been chosen as it 

is more ideal and suitable for selecting the sample 

from the above categories. The study measure the 

quality of worklife among women professionals. 

S .No Type of Sample Sample Size 

1 Professors 210 

2 Doctors 50 

3 Bank officers 115 

4 Manufacturing employees 11 

5 Others 94 
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Statistical Tools Used  

 The collected data was classified and further analysis was done with the help of statistical tools 

like Percentage Analysis, Descriptive Statistics, Regression  

 
Analysis and Findings 

Table 4.1 Frequency Analysis of Age, Religion, Education 

Designation and Marital Status of Respondents 

Socio Economic Profile Level Frequency Percentage % 

Age (in years) 

20-30 112 23.3% 

31-40 268 55.8% 

41-50 65 13.5% 

Above 50 35 7.3% 

Total 480 100.0% 

Religion 

Hindu 353 73.5% 

Muslim 35 7.3% 

Christian 92 19.2% 

Total 480 100.0% 

Education 

10th/12th 75 15.6% 

UG 24 5.0% 

PG 154 32.1% 

Others 15 3.1% 

M.Phil /Ph.D. 176 36.7% 

MBBS/MS/MD 36 7.5% 

Total 480 100.0% 

Designation 

Professors 210 43.8% 

Doctors/nurses/hospital 
employees 

50 10.4% 

Bankers 115 24.0% 

Manufacturers 11 2.3% 

Others 94 19.6% 

Total 480 100.0% 

Marital status 

Married 455 94.8% 

Unmarried 25 5.2% 

Total 480 100.0% 

 
Interpretation 

 It can be observed from the above table that the total sample of 480 respondents taken for study 

constitute 268 respondents belong to the age group of 31 – 40 (about 56 per cent), 353 respondents 

(74 per cent) belonging to Hindu religion, 176 respondents (about 37 per cent) were having 

M.Phil/Ph.D. degrees, 210 respondents (about 44 per cent) are professors, 455 respondents (about 95 

per cent) were Married. 

 
Descriptive Statistics of Study Variables 

 The respondents were asked to rate their level of agreement on various attributes of related to 

Quality of Worklife of their organization, Stress, Job satisfaction, Conflict, Work Environment and 
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Work Life Balance through 5-point likert scale, 1 being the lowest level and 5 being the highest level 

of agreement.  The mean level of agreement of respondents on various attributes of study is 

tabulated in Table 4.2.  The table contains the minimum, maximum, mean values of variables with 

their standard deviations for each of the above attributes.  

 
Table 4.2 Descriptive Statistics of Study Variables 

Variable N Minimum Maximum Mean Standard Deviation 

Working Environment 480 3.42 5.00 4.5765 .29781 

Stress 480 1.67 5.00 4.3016 .38773 

Conflict 480 1.40 5.00 4.1767 .25805 

Work Life Balance 480 2.50 5.00 4.1693 .63896 

Job Satisfaction 480 2.83 5.00 4.2563 .49223 

 It can be seen from the above table that the respondents expressed highest mean level of 

agreement on the factor Working Environment (4.58) with standard deviation .298, followed by This 

means that the working women in Madurai District strongly agree that there is good working 

environment and are willing to learn more to sustain their job and improve their skills.  Also the 

respondents expressed least level of agreement on the factor Conflict (4.18, .258) proceeded by Job 

satisfaction (4.26, .492).  This means that though working women in Madurai agree that they have 

work conflict, their mean level of agreement on this factor is comparatively less than the other 

factors.  It can also be noted that working women in Madurai have comparatively lower level of 

agreement on their job satisfaction than the other factors taken for study.  It may suggested that the 

organizations in Madurai district should try to improve their quality of worklife to increase the job 

satisfaction of women working in their organizations. 

 
Model Development for Work Life Balance  

 Multiple regression analysis is used to fit a model for the dependent variable Work Life Balance 

of working women in Madurai district on the independent variables Working Environment, Stress, 

Conflict, Job satisfaction, Leadership, Reward, Learning, Job Design, Safety and Security, Social 

Integration and Constitutionalism. 

 Ho:  There is no significant combined effect of Quality of Worklife variables on the Work Life 

Balance of working women in Madurai district. 

 H1:  There is a significant combined effect of Quality of Worklife variables on the Work Life 

Balance of working women in Madurai district. 

 The level of agreement of working women in Madurai district on different factors of quality of 

worklife of organizations in which they are working and also their Work Life Balance were 

measured on a 5-point scale with 1 being the lowest level and 5 being the highest level.  The 

following Table 4.3 gives the correlations among the variables taken for study.  It can be seen from 

the table that the dependent variable Work Life Balance has significant moderate positive 

relationship with the variables Conflict (.443), Job satisfaction (.479),and negative relationship with 

the variables Work Environment (-.150), Stress (-.053).  As there is some relationship among the 

independent variables and in order to remove the multicollinearity, stepwise regression is used to 

build a model for Work Life Balance on the Quality of Worklife variables.   
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Table 4.3Correlations 

 WLB WE STR CONF 

WE -.150    

STR -.053 -.052   

CONF .443 -.358 .220  

JS .479 -.114 -.177 .413 

WLB – Work Life Balance; WE – Working Environment; STR – Stress; CONF – Conflict; JS – Job 

Satisfaction;  

* Shaded cells indicate significant correlation among corresponding variables 

 The Table 4.3(a) gives the model summary of the model fitted through SPSS software.  It can be 

observed from this table the value of R-Square is.544, (adjusted R-square of .535) which means that 

about 54per cent of the variation in the dependent variable Work Life Balance was explained by the 

four independent variables Conflict, Job Satisfaction, Stress, Work Environment. 

 
Table 4.3(a) : Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

9 .750a .562 .553 .329 

a. Predictors: (Constant), Learning, Constitutionalism, Conflict, Stress, Reward, Job Design, 
Leadership, Social Integration, Safety and Security 
b. Dependent Variable: Work Life Balance 
 Table 4.3(b) gives the significance of the model fitted by SPSS.  The high value of F(9,470)=66.975 

with low p-value <.001 verify that the model is statistically significant in explaining the variation in 

Work Life Balance of working women in Madurai district. 

 
Table 4.3 (b) : ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 106.419 9 11.284 62.345 .000b 

Residual 89.140 470 .190   

Total 195.559 479    

a. Dependent Variable: Work Life Balance 

b. Predictors: (Constant),  Conflict, Job Satisfaction, Stress 

 Table 4.3(c) gives the coefficients of the independent variables included in the model. The fitted 

model for the dependent variable Work Life Balance is expressed by the equation: 

Work Life Balance = 3.127 + .163 Conflict + .245 Job satisfaction .116 Stress  

 
Table 4.3 (c) : Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B 
Std. 

Error 
Beta Tolerance VIF 

1 
(Constant) 3.127 .803 

 
3.893 .000 

  
Conflict .163 .052 .148 3.131 .002 .435 2.301 

 Job Satisfaction .245 .060 .189 4.090 .000 .454 2.205 

 Stress -.116 .036 -.125 -3.180 .002 .630 1.587 

a. Dependent Variable: Work Life Balance 
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 The independent variables involved in the study are significantly explaining the variation in 

Work Life Balance (p < .01) except the variable Constitutionalism.  The variables Conflict, Job 

satisfaction have a significant positive impact on Work Life Balance and the variable Stress have a 

significant negative impact on Work Life Balance.   

 The beta (standardized coefficient) value signifies the order of impact of the independent 

variables.  The high value of standardized beta coefficient for the variable Job satisfaction  

(beta = .189)  indicates that the dependent variable Work Life Balance is highly influenced positively 

by the variable Job satisfaction (beta = .189), followed by the other independent variable Conflict 

(beta = .148). The variable Stress (beta = -.125) negative effect on Work Life Balance.  

 It can also be seen from the above coefficients table that variance inflationary factors (VIF) are 

very low and less than 5 for both the two explanatory variables in the model.  This value of VIF 

indicates that collinearity does not exist between the explanatory variables. 

 
Conclusion and Suggestion 

 A genuine attempt to improve the whole work environment is needed, which may not only lead 

to achievement of ―distress‖ prevention but also find ways to generate eustress.The lack of balance 

within the work day may suggest a need for greater promotion for the intended benefits of quality 

of worklife initiatives and for more support and encouragement to be extended to staff in their 

effects to participate. The organization may also concentrate to reduce the stress level of the working 

women by conducting yoga and meditation. Finally it is very true to say that high degree of quality 

of worklife leads to job satisfaction, pleasant working environment which are ultimately results in 

effective and efficient Worklife balance. 
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Abstract 
 The main purpose of this paper is to find out the patients satisfaction in private healthcare. A total of 100 participants 
were selected randomly those visit private hospitals in theni city for healthcare facility. This paper is an attempt to find out 
inter-relationships between customer‟s perception and customer satisfaction. This paper reviews and identifies essential 
service quality that is related with the customer satisfaction in the private hospitals of theni city. Customer satisfaction be 
supposed to imitate the need of healthcare quality demand by the customers, as straight and not direct associations exist 
between personnel support and customer satisfaction and concentration on customers and hospital amenities and between 
hospital amenities and customer satisfaction. Due to this undersized sample size and the convenient method of data 
collection, there is a possibility of biasness of the authors may play a role in the conclusion of the study. The most 
important involvement of this study is that, it proposes a way to evaluate excellent services in the private hospitals. This 
study has projected a abstract representation that need further exploration and future research. 
Keywords: Hospitals, Patient‟s Satisfaction, CRM, Health Services, Healthcare, Quality 
 
Introduction 

 In today‘s world the medical sector is finding the need to know more and more about their 

current and prospective customers. India is witnessing an era where new hospitals are being built at 

a pace like never before. The health care industry is actively engaged in relationship marketing and 

partnering activities. The more proficient service, hospitals can give their Customers‘ the further 

they will go in retaining them. CRM provides the organization with the chance to acquire and retain 

customer relationships. It serves to convert almost every customer interaction into a opportunity. It 

is the eternal truth that the more you know your Customers‘, the better you can respond to their 

current needs and forecast what their future needs may be as well. The Health Care sector is now 

opting for Customer Relationship Management. Healthcare organizations are trying hard to 

maintain an outstanding relationship with their clients. CRM enables the health care industry to get 

essential customer information and use it as efficiently as possible. CRM thus enables the health care 

sector to improve Customers‘ health, increase Customers‘ loyalty and Customers‘ retention and add 

new services as well. The CRM Health Care Services include strategic planning, communication 

services, consulting services, CRM for physicians, Campaign management, Database creation, 

segmentation, and communications strategies.  

 CRM helps businesses use human resources to gain insight into the behaviour of customers and 

the value of those customers. Customer‘s relationship management which has overriding 

significance for any business is no less significant for hospital services .Hospitals are most important 

elements in any health care system. A hospital plays a major role in maintaining and restoring the 

CUSTOMER RELATIONSHIP MANAGEMENT IN HOSPITALS WITH 

REFERENCE TO THENI CITY 
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health of the people.  CRM stands for Customer Relationship Management. It is a process or 

methodology used to learn more about customers' needs and behaviours in order to develop 

stronger relationships with them. There are many technological components to CRM, but thinking 

about CRM in primarily technological terms is a mistake. The more useful way to think about CRM 

is as a process that will help bring together lots of pieces of information about customers, sales, 

marketing effectiveness, responsiveness and market trends.CRM helps businesses use technology 

and human resources to gain insight into the behaviour of customers and the value of those 

customers. CRM stands for Customer Relationship Management. It is a process or methodology 

used to learn more about customers' needs and behaviours in order to develop stronger 

relationships with them. There are many technological components to CRM, but thinking about 

CRM in primarily technological terms is a mistake. The more useful way to think about CRM is as a 

process that will help bring together lots of pieces of information about customers, sales, marketing 

effectiveness, responsiveness and market trends.CRM helps businesses use technology and human 

resources to gain insight into the behaviour of customers and the value of those customers. 

 CRM will help the organizations in Simplifying marketing and sales processes, Provide better 

customer service, Increase customer revenues, Discover new customer, Sell products more 

effectively and also help sales staff close deals faster. An important resource in a hospital is a human 

resource. Relationship of staff plays an important role in treating Customers‘. In health care, CRM 

practices are an essentially Customers‘ - focused strategy that involves effective management of 

hospital interface and interaction with Customers‘. The duty of the hospitals to make the Customers‘ 

and relatives understand that they are providing a good treatment . This fact s demand hospitals to 

have a well- planned Customer Relation Management programme. There are exciting challenges 

that these hospitals are facing while they are being commissioned. One frightening duty that every 

hospital, new or old, small or big, is facing today is the task of marketing. It is rather unfortunate 

that almost all these doc tor s had a poor mar kiting strategy. They were not even aware that a 

marketing strategy needs to be designed, while millions are exhausted upon making a hospital and 

so minute is done to promote them in a professional manner. The people who offer these products 

are very well trained in their area. Today technology plays an important role in overall competitive 

advantage of hospitals. There are forces which govern the current marketing environment in the 

service sector.. 

 Rocket speed of innovations and vibrant regulatory environments which has led to the growing 

customer cleverness. This research provides support and awareness that contribute towards closing 

important literature gaps. But it can also be exploited in the decision making Process of managers in 

their effort to compete. Various research studies have shown ample gap between the customer 

expectations and opinion of management and the gaps are continuously increasing the trend in the 

service sectors especially in Hospital sector. 

 CRM organization: It means systematize the whole organization around CRM, which will lead 

to considerations like Organizational structure, commitment of resources and human resources 

management .Due to this fact a inclusive study is required to study the customer behaviour and the 

service quality offered by the service sector to their potential Customers. This research is required to 

calculate the perceived level and expectation (desired) level of the customers towards the service 

rendered by the private players of Hospital which leads to expected intent of customers. The 

purpose of the present research is to deal with these anxieties by focusing this at a Centre and 
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building upon the concept of service importance through an observed research. The primary 

objective of the research is to investigate the relationships among quality of service, consumer 

satisfaction and the determination of behavioural intentions. of both the customer and the service 

providers to retain the customer. 

Objectives 

 In the competitive market of health care, hospitals need to understand the key factors of 

Customers‘ satisfaction which will enable them to achieve a competitive advantage over competitive 

hospitals. In this study, the researcher sought to raise an analytical model of satisfaction of 

Customers in the selected hospitals in theni city. In order to do that, the researcher sought to classify 

the main scope of service quality of hospitals affecting Customers‘ satisfaction. 

• To classify the key service quality factors of hospitals that affect Customers‘‘ satisfaction.  

• To appraise how Customers‘ rate the service excellence level of hospitals.  

• To examine the impact of demographic factors of customers in the Hospital.  

Research Methodology 

 The study is unique in many aspects. With an attempt to achieve the specified objectives the 

researcher will use the following methodology which will be followed by hypotheses testing. 

Primary Data 

Sample Size 

 For this present study primary data has been collected through the questionnaire and interviews 

conducted by the researcher. Primary data is collected from Customers Who Visited in the Sample 

Hospitals to Avail Different Services and secondly the opinion from the hospital admistration was 

recorded. 

Methodology of Data Collection 

 Following table is the basis on which the researcher had collected the primary data 

Data Processing 

 After the field work was over the, data collected was through questionnaires was quantitative 

and qualitative which was processes using computer. The detail minute information of the 

observations and interviews was also analyzed, the perception, expectation and the decisions of the 

samples were incorporated .some respondents were found to be casual in answer the questions and 

the data filled in the questionnaire was incorrect. So it was necessary to erase the unwanted data. 

The data was entered into the excel sheet and processed using excel. The responses to the open 

ended questions were coded, examined, classified and processed on the computer. The data was 

presented in the form of simple table‘s .pie charts and bar graph was also used data interpretation. 

 
Data Analysis 

Table 1: Hospital Service Quality Proportions 

Sower et al’s Aspect Parasurman et al’s Aspect JCAHO’Aspect Bowers et al’s Aspect 

1. Accessibility 1.understanding 1.Efficiency 1.Sympathy 

2.Effectiveness 2.trustworthiness 2.Appropriateness 2.Trustworthiness 

3.Respect and Caring 3.receptiveness 3.Respect 3.Responsiveness 

4.wellbeing 4.Communication 4.Caring 4Communication 

5. correctness 5.compassionate 5.Safety 5Caring-Warmth 

  6.Stability  
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Table 2: Age and Customer Relationship Management 
 It is observed from the above Table that among 
the respondents of age group between 30-40 
categories ranged between 37%. Thus, it may be 
revealed that that respondent of the age group 
between 30-40 years are having maximum Level of 
satisfaction. Then those with below 25years and 
respondents above 40 years. 

Table 3: Sex and Customer Relationship Management 
 It is observed from the above Table that the level of 
satisfaction among the surveyed were found that the male 
category were less satisfied the customer relationship 
Management of hospitals that the female customers .almost 65% 
female were found to be satisfied with the customer relationship 
Management. 

Table 4: Class and Customer Relationship Management 

 It Is Found From the Above Table that 
Regular Patients Who Were Surveyed Found to 
Be More Satisfied On the Customer Relationship 
Management Initiatives Taken By Hospitals than 
the admitted, Secondly the One-time drop-in 
patients were Found less Motivated with the 
Customer Relationship Management initiatives. 
 

Table 5: Occupation and Customer Relationship Management 
 An attempt was made to find out among 

the sample surveyed, what was the occupation 

and their satisfaction level on the CRM .It was 

revealed that from the category of Employees, 

Teachers, Proprietors ,Professionals, House 

Wives, Others (customers from diff economic 

strata, job they do, etc).it was revealed that Others 

category (customers from diff economic strata, job 

they do, etc) were highly satisfied On the 

Customer Relationship Management Initiatives Taken By Hospitals than of Employees, Teachers, 

Proprietors, Professionals, House Wives of the surveyed sample. 

 Table 6:  Opinion about Existing Facilities in the Hospitals 

 The above table shows the 

opinion of surveyed respondents on 

the factors that influenced them to go 

a particular hospital and avail 

services. The respondents are asked to 

rank their preferences based on the 

factors that forced them to go to a 

particular hospital. The details of 

various factors that influenced the 

Respondents. The factors were 

Sr. No Age Group Respondents % 

1 Below 25 years 20 20 

2 26-30 years 19 19 

3 30-40 years 37 37 

 Above 40years 24 24 

 Total  100 

No 
Number of  

Respondents 
% % 

1 Male 35 35 

2 Female 65 65 

 Total  100 

No Category 
Number of  

Respondents 
% 

1 Admitted 41 41 

2 Regular 44 44 

3 
One - time drop in  
patients 

15 15 

  100 100.0 

No Occupation 
Number of  

Respondents 
% 

1 Employees 11 11 

2 Teachers 10 10 

3 Proprietors 18 18 

4 Professionals 08 08 

5 House Wives 12 12 

6 Others 40 40 

  100 100 

No Rationale Respondents % 

1 Doctors treatment 35 35 

2 Nurses job 11 11 

3 Reception and front office 06 06 

4 Bills 18 18 

5 Emergency and ambulance 09 09 

6 Pathology and other Lab Service 08 08 

7 Pharmacist 08 08 

8 sanitation 02 02 

9 Canteen and stay 02 02 

 Total 100 100 
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Doctors, Nursing, Reception, bills, Emergency, Lab Service, Pharmacy, sanitation, Canteen, 

Ambulance. It was revealed that the majority of the customers35% opined that the rationale behind 

selecting the hospital was the doctors they have and the treatment the doctors give to the patients as 

a major CRM initiative, secondly the customers opined that cost of the hospital is a major concern 

for them and opined that if the cost are reasonable and at par with the competitors they were 

satisfied and stay with the same hospital and also opined that the nursing in the hospitals is a major 

concern for them ,they look for adequate nursing from the staff. Thus it was revealed that customers 

do figure out something in the name of CRM and rate the hospitals. 

 
Conclusions  

 In the health care business, managing the customer both inside and outside customers and 

retaining them is herculean task, which has to be performed by all the stake holders of a hospital. 

This is a sunrise industry, in coming day‘s chain of hospitals and big hospitals in small towns are 

inevitable at the same time hospitals will see a big competition on CRM initiatives. The performance  

of  the  hospitals will  be rated in near future and the best performing will get more customers. 
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Abstract 

 The promulgation of Employees' State Insurance Act, 1948 (ESI Act), by the Parliament was the first major 
legislation on social Security for workers in independent India Employees State Insurance Scheme was inaugurated in 
Kanpur on 24th February 1952 (ESIC Day) by then Prime Minister Pandit Jawaharlal Lal Nehru. A Study on the 
Working of the Employees‟ State Insurance Corporation has been undertaken to examine the various aspects of the working 
of the Employees „State Insurance (ESI) Corporation related to the administration and execution of the ESI Scheme in 
Tamilnadu. The study has examined the effectiveness of the  benefits provided by the Corporation to the insured persons  
under the ESI Scheme, the working of the machinery for the administration of the ESI scheme, the fund management of the 
Corporation for the ESI Scheme and has  put forward proposals  so as to make  the functioning of the Corporation more 
effective. The study covers a period of 7 years from 2010-11 to 2016-17. Secondary data alone was used in this study.  The 
secondary data were collected from the publications of the ESI Corporation, reports, books and periodicals. The data 
collected were suitably classified and analyzed keeping in view the objectives of the study. 

 
Introduction  

 Employees State Insurance Scheme was inaugurated in Kanpur on 24th February 1952 (ESIC 

Day) by then Prime Minister Pandit Jawahar Lal Nehru. The venue was the Brijender Swarup Park, 

Kanpur and Panditji addressed a 70,000 strong gathering in Hindi in the presence of Pt. Gobind 

Ballabh Pant, Chief Minister Uttar Pradesh, Babu Jagjivan Ram, Union Labour Minister, Raj Kumari 

Amrit Kaur, Union Health Minister, Sh.Chandrabhan Gupt, Union Food Minister and Dr.C.L.Katial, 

the first Director General of ESIC. 

 ESIC scheme was simultaneously launched at Delhi as well and the initial coverage for both the 

centers was 1, 20,000 employees. Our first Prime Minister was the first honorary insured person of 

the Scheme. 

 The promulgation of Employees' State Insurance Act, 1948 (ESI Act), by the Parliament was the 

first major legislation on social Security for workers in independent India. It was a time when the 

industry was still in a nascent stage and the country was heavily dependent on an assortment of 

imported goods from the developed or fast developing countries. 

 The Employees State Insurance Scheme is an integrated measure of Social Insurance embodied 

in the Employees' State Insurance Act and it is designed to accomplish the task of protecting 

'employees' as defined in the Employees' State Insurance Act, 1948 against the impact of incidences 

of sickness, maternity, disablement and death due to employment injury and to provide medical 

care to insured persons and their families. The ESI Scheme applies to factories and other 

establishment's viz. Road Transport, Hotels, Restaurants, Cinemas, Newspaper, Shops, and 

Educational/Medical Institutions wherein 10 or more persons are employed. However, in some 

RECENT TRENDS IN EMPLOYEES STATE INSURANCE -COMPARATIVE STUDY 

http://esic.nic.in/esi_act.php#_blank
http://esic.nic.in/esi_act.php#_blank
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States threshold limit for coverage of establishments is still 20. Employees of the aforesaid categories 

of factories and establishments, drawing wages up to Rs.15, 000/- a month, are entitled to social 

security cover under the ESI Act. ESI Corporation has also decided to enhance wage ceiling for 

coverage of employees under the ESI Act from Rs.15, 000/- to Rs.21, 000/-. 

 ESI Corporation has extended the benefits of the ESI Scheme to the workers deployed on the 

construction sites located in the implemented areas under ESI Scheme w.e.f. 1st August, 2015. 

 The ESI Scheme is financed by contributions from employers and employees. The rate of 

contribution by employer is 4.75% of the wages payable to employees. The employees' contribution 

is at the rate of 1.75% of the wages payable to an employee. Employees, earning less than Rs. 137/- a 

day as daily wages, are exempted from payment of their share of contribution. 

 
Objectives 

The objectives of the present study are 

1. To present the concepts of ESI.  

2. To highlight various benefits and schemes available to ESI subscribers. 

3. To present the performance of ESI subscribers from the period 2010-11 to 2016-2017. 

 
Methodology 

 The secondary data was collected from the annual reports of ESI, Books, Journals, Magazines 

and the related web sites. 

 
Concepts of ESI 

 In the beginning, the ESI Scheme was implemented at just two industrial centers in the country 

in 1952, namely Kanpur and Delhi. There was no looking back since then in terms of its geographic 

reach and demographic coverage. Keeping pace with the process of industrialization, the Scheme 

today, stands implemented at over 843 centres in 33 States and Union Territories. The Act now 

applies to over 7.83 lakhs factories and establishments across the country, benefiting about 2.13 

crores insured persons/ family units. As of now, the total beneficiary stands at over 8.28 crores. 

 Employees' State Insurance Corporation (ESIC), established by ESI Act, is an autonomous 

corporation under Ministry of Labour and Employment, Government of India. As it is a legal entity, 

the corporation can raise loans and take measures for discharging such loans with prior sanction of 

the central government and it can acquire both movable and immovable property and all incomes 

from the property shall vest with the corporation.[6] The corporation can set up hospitals either 

independently or in collaboration with state government or other private entities, but most of the 

dispensaries and hospitals are run by concerned state governments. 

 
Benefits Available to ESI subscribers 

 For all employees earning Rs.21, 000 (US$330) or less per month as wages, the employer 

contributes 4.75 percent and employee contributes 1.75 percent, total share 6.5 percent. This fund is 

managed by the ESI Corporation (ESIC) according to rules and regulations stipulated there in the 

ESI Act 1948, which oversees the provision of medical and cash benefits to the employees and their 

family. ESI scheme is a type of social security scheme for employees in the organized sector.  

 

https://en.wikipedia.org/wiki/Ministry_of_Labour_and_Employment_(India)
https://en.wikipedia.org/wiki/Government_of_India
https://en.wikipedia.org/wiki/Employees%27_State_Insurance#cite_note-Guruprasadh-6
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Medical Benefit  

 Full medical care is provided to an Insured person and his family members from the day he 

enters insurable employment. There is no ceiling on expenditure on the treatment of an Insured 

Person or his family member. Medical care is also provided to retired and permanently disabled 

insured persons and their spouses on payment of a token annual premium of Rs.120/- . 

  
Sickness Benefit (SB)  

 Sickness Benefit in the form of cash compensation at the rate of 70 per cent of wages is payable 

to insured workers during the periods of certified sickness for a maximum of 91 days in a year. In 

order to qualify for sickness benefit the insured worker is required to contribute for 78 days in a 

contribution period of 6 months 

 
Extended Sickness Benefit (ESB)  

 SB extendable up to two years in the case of 34 malignant and long-term diseases at an 

enhanced rate of 80 per cent of wages. 

 
Enhanced Sickness Benefit  

 Enhanced Sickness Benefit equal to full wage is payable to insured persons undergoing 

sterilization for 7 days/14 days for male and female workers respectively. 

 
Maternity Benefit (MB) : 

 Maternity Benefit for confinement/pregnancy is payable for Twenty Six (26) weeks, which is 

extendable by further one month on medical advice at the rate of full wage subject to contribution 

for 70 days in the preceding Two Contribution Periods. 

 
Disablement Benefit 

 Temporary disablement benefit (TDB) : From day one of entering insurable employment & 

irrespective of having paid any contribution in case of employment injury. Temporary Disablement 

Benefit at the rate of 90% of wage is payable so long as disability continues. 

  Permanent disablement benefit (PDB) : The benefit is paid at the rate of 90% of wage in the 

form of monthly payment depending upon the extent of loss of earning capac(e)  

 Dependents Benefit (DB) : DB paid at the rate of 90% of wage in the form of monthly payment 

to the dependents of a deceased Insured person in cases where death occurs due to employment 

injury or occupational hazards. 

 
Other Benefits 

 Funeral Expenses: An amount of Rs.10, 000/- is payable to the dependents or to the person who 

performs last rites from day one of entering insurable employment. Confinement Expenses: An 

Insured Women or an I.P.in respect of his wife in case confinement occurs at a place where 

necessary medical facilities under ESI Scheme are not available. 

 
Schemes available to ESI Subscribers 

 Vocational Rehabilitation: To permanently disabled Insured Person for undergoing VR 

Training at VRS. 

http://www.esic.nic.in/medical-benefit
http://www.esic.nic.in/sickness-benefits
http://www.esic.nic.in/extended-sickness-benefit
http://www.esic.nic.in/enhanced-sickness-benefits
http://www.esic.nic.in/maternity-benefits
http://www.esic.nic.in/temporary-disablement-benefit
http://www.esic.nic.in/permanent-disablement-benefit
http://www.esic.nic.in/dependants-benefit
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 Physical Rehabilitation: In case of physical disablement due to employment injury. 

 Old Age Medical Care: For Insured Person retiring on attaining the age of superannuation or 

under VRS/ERS and person having to leave service due to permanent disability insured person & 

spouse on payment of Rs. 120/- per annum. 

 
Performance of ESI in India 

Table 1.1 gives the details of performance provided by the ESI at all India Level during the year 
2010-11 and 2016-17. Performance provided by the ESI at all India Level 

 

S. No Particulars 
From  

2010-11 
To  

2016-17 

1. 
State/Union Territories 
covered 

29 33 

2. No. of insured women 2488576 4089773 

3, ESI Hospitals 146 151 

4. 
Expenditure on cash benefit 
payments 

494.11 1517.93 

5. 
Expenditure on Medical 
benefit 

2123.67 6256.57 

6. Revenue income 6980.61 16852.38 

7. Revenue Expenditure 3327.60 9727.71 

Source: ESI Annual Reports 

 The above table 1.1 Details of performance of ESI has analyzed during the years 2010-11 and 

2016-17, there is further covered four areas of the country. The number of insured women has 

positively increased from 2488576 to 4089773. .The ESI Hospitals has been increased from the year 

2010-11 to 2016 -2017. The Expenditure on Cash benefits payments has also increased from 494.11 

crores in the year 2010-11 and 1517.93 crores in the year 2016-17.Expenditure on Medical benefits 

was increased from 2123.67 crores to 6256.57as compared during the year 2010-11 to 2016-17. 

Revenue income has been elaborately increased from 6980.61 crores in the year 2010-11 to 16852.38 

in the year 2016-17.Similarlyrevenue expenditure also increased 3327.60 crores to 9727.71 crores 

during the year 2015-16 and 2016-17.  

 
No. of women insured and total beneficiaries 

 Table 1.2 gives the details of no of women insured and total beneficiaries of the ESI at all India 

Level during the year 2010-11 and 2016-17.  

 Table 1.2 No. of Women Insured and  

  Total Beneficiaries the ESI at all India Level 

S.No Year 
No of  

Insured Women 
Total  

Beneficiaries 

1 2010-11 111674 4772590 

2 2011-12 81274 6095127 

3 2012-13 272250 5746443 

4 2013-14 242793 3746606 

5 2014-15 438352 3089178 

6 2015-16 426130 3950150 

7 2016-17 302946 41131997 

Source: ESI Annual Reports 
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 From table 1.2, reveals that 111674 insured women registered out of total beneficiaries 4772590 

in the year 2011 and is increased 302946 insured women in the year 2016-17 out of total beneficiaries 

41131997. 

 
Cash Benefits Provided by the ESI at all India Level 

 Table 1.3 gives the details on the Cash benefits provide by the ESI at all India Level from the 
period 2010-11 to 2016-17. 
 
Table 1.3 Cash benefits provided by the ESI at All India Level from the period 2010-11 to 2016-17 

Source: ESI Annual Reports 

 
 From table 1.3, it is clear that the number of employees to get the cash benefits provided by the 

ESI ranged from 494.10 crore (2010-11) to 1517.93 crorer 2016- 17. As compared from the year 2016-

17 to 2016-17 will doubled in the cash benefited. 

 
Medical Benefits Provided By the ESI at All India Level 

 Table 1.4 gives the details on the Medical benefits provide by the ESI at all India Level from the 

period 2010-11 to 2016-17. 

 
Table 1.4 Medical benefits provided 
by the ESI at All India Level from the 
period 2010-11 to 2016-17 

S.No. Year 
Expenditures on  
Medical Benefits 

1 2010-11 2123.67 

2 2011-12 2689.62 

3 2012-13 4058.13 

4 2013-14 4859.90 

5 2014-15 5714.34 

6 2015-16 6112.97 

7 2016-17 6256.57 

Source: ESI Annual Reports 

 From table 1.4, it is clear that the number of employees to get the  medical benefits provided by 

the ESI ranged from 2123.67 crores (2010-11) to 6256.57 crore  year by year increased and also during 

the year 2012-13 there were large in numbers say 4058.13 crores were benefitted. It was about nearly 

40% increased as compared all the years from 2010-11 to 2016-17. 

 
  

S.No. year 
Expenditure on 

cash benefits 
payments 

1 2010-11 494.10 

2 2011-12 681.85 

3 2012-13 761.17 

4 2013-14 598.69 

5 2014-15 681.97 

6 2015-16 703.98 

7 2016-17 1517.93 
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Number of Employees in the ESI in India 

 Table 1.5 gives the details of no of employees in the ESI at all India Level during the year 2010-

11 and 2016-17. 

Table 1 .5 Number of employees in 
the ESI at all India Level 

  
 

Source: ESI Annual Reports 
 From  table 1.5, it is clear that the number of subscribers in the ESI  are 15, 31,904 in the year 

2010-11 and it is increased as 1, 03, 99, 810 in the year 2016-17. 

 
Revenue Income and Revenue Expenditures of at All India Level 

 Table 1.5 gives the details on the Revenue Income and Revenue Expenditure of the ESI at all 
India Level from the period 2010-11 to 2016-17. 
Table 1.5 Revenue Income and Revenue Expenditure of the  
ESI at All India Level from the period 2010-11 to 2016-17 

Source: ESI Annual Reports 

  
 From table 1.5 shows that the Revenue Income of 

Rs 6980.61 Crore was in the year 2010-11 and the 

Revenue Expenditure incurred Rs, 3327.60 Crore in the 

year 2010-11. Revenue Income has increased to 

16852.38 Crore in the year 2016-17 whereas the 

Revenue Expenditure has increased  

Rs 9727.71 crore in the year 2016-17. 

Recent Improvement 

1. Facilitating coverage of smaller 

factories employing 10 or more 

persons. 

2. Enhancing age limit of dependent 

children for eligibility to dependents 

benefit From 18 years to 25 years. 

3. Extending medical benefit to 

dependent minor brother/sister in 

case of IPs not having own     family 

and whose parents are also not alive. 

4. Treating commuting accidents as employment injury. 

5. Streamlining the procedure for grant of exemptions. 

S.No Year No. of Employees 

1 2010-11 1531904 

2 2011-12 920854 

3 2012-13 155592 

4 2013-14 907630 

5 2014-15 542840 

6 2015-16 966280 

7 2016-17 10399810 

S.No. Year 
Revenue  
Income 

Revenue  
Expenditure 

1 2010-11 6980.61 3327.60 

2 2011-12 8393.55 4261.69 

3 2012-13 10138.63 5729.15 

4 2013-14 11909.44 6554.67 

5 2014-15 13588.58 7713.57 

6 2015-16 14372.22 7874.75 

7 2016-17 16852.38 9727.71 
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6. Opening of medical/paramedical/dental/nursing colleges to improve quality of medical care. 

7. Providing an appellate Authority within the Corporation against assessment to avoid 

unnecessary litigation. 

8. Reducing duration of notice period of extension of the Act to new classes of establishments from 

six months to one month. 

9. Empowering State governments to set up autonomous Corporations for administering medical 

benefit in the States for bringing autonomy and efficiency in the working. 

10. Insurance inspectors will be known as Social Security Officers. 

 
Conclusion 

 Nowadays ESI is gaining increasing importance. They are performing well in insurance sector. 

More people are becoming subscribers because of various schemes introduced by ESI. In India 

enhancement of ESI sector helps to enhance economic development and economic growth of our 

country. 
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 This chapter gives a brief introduction to Knowledge management (KM) is the process of creating, sharing, using and 
managing the knowledge and information of an organisation. It refers to a multidisciplinary approach to achieving 
organisational objectives by making the best use of knowledge, importance of the study enabling better and faster decision 
making , it easy to find relevant information and resources, avoiding making the same mistakes twice, Stimulating 
innovation and growth, main objectives of the study Build Knowledge Sharing Culture for employees, Support product 
innovation and development with information resources,  the study reveals that  Innovation and Change Strategic focus, 
Accounting focus ,Organisational science focus on improvement and betterment of human knowledge. 
 
Introduction of the Study 

 Knowledge management (KM) is the process of creating, sharing, using and managing 

the knowledge and information of an organisation. It refers to a multidisciplinary approach to 

achieving organisational objectives by making the best use of knowledge.  

 An established discipline since 1991, KM includes courses taught in the fields of business 

administration, information systems, management, library, and information sciences. Other fields 

may contribute to KM research, including information and media, computer science, public 

health and public policy. Several universities offer dedicated master's degrees in knowledge 

management. 

 Many large companies, public institutions and non-profit organisations have resources 

dedicated to internal KM efforts, often as a part of their business strategy, IT, or human resource 

management departments. Several consulting companies provide advice regarding KM to these 

organisations.  

 Knowledge management efforts typically focus on organisational objectives such as improved 

performance, competitive advantage, innovation, the sharing of lessons learned, integration 

and continuous improvement of the organisation. These efforts overlap with organisational 

learning and may be distinguished from that by a greater focus on the management of knowledge as 

a strategic asset and on encouraging the sharing of knowledge. KM is an enabler of organisational 

learning. 

 
Objectives of the Study 

 Build Knowledge Sharing Culture for employees 

 Support product innovation and development with information resources 

 Accelerate new product innovation and development 

 Facilitate organizational learning 

THE STUDY ON KNOWLEDGE MANAGEMENT IN THE ORGANIZATION 

https://en.wikipedia.org/wiki/Knowledge
https://en.wikipedia.org/wiki/Knowledge
https://en.wikipedia.org/wiki/List_of_academic_disciplines
https://en.wikipedia.org/wiki/Business_administration
https://en.wikipedia.org/wiki/Business_administration
https://en.wikipedia.org/wiki/Business_administration
https://en.wikipedia.org/wiki/Information_systems
https://en.wikipedia.org/wiki/Information_science
https://en.wikipedia.org/wiki/Computer_science
https://en.wikipedia.org/wiki/Public_health
https://en.wikipedia.org/wiki/Public_health
https://en.wikipedia.org/wiki/Public_health
https://en.wikipedia.org/wiki/Policy
https://en.wikipedia.org/wiki/Master%27s_degree
https://en.wikipedia.org/wiki/Strategic_management
https://en.wikipedia.org/wiki/Information_technology
https://en.wikipedia.org/wiki/Human_resource_management
https://en.wikipedia.org/wiki/Human_resource_management
https://en.wikipedia.org/wiki/Human_resource_management
https://en.wikipedia.org/wiki/Competitive_advantage
https://en.wikipedia.org/wiki/Innovation
https://en.wikipedia.org/wiki/Continuous_improvement
https://en.wikipedia.org/wiki/Organisational_learning
https://en.wikipedia.org/wiki/Organisational_learning
https://en.wikipedia.org/wiki/Organisational_learning
https://en.wikipedia.org/wiki/Knowledge_sharing
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 Manage actionable information for analytics 

 Boost collaboration and knowledge sharing between employees 

 Boost collaboration and knowledge sharing with outside partners/customers 

 Bring outside innovation and knowledge resources into the organization 

 Collect and share information and knowledge on best practices 

 Enhance individual employee productivity / output 

 Manage intellectual property rights   

 
Need of the Study 

 Speed up access to information and knowledge 

 Improve decision-making processes 

 Promote innovation and cultural change 

 Improve the efficiency of an organization‘s operating units and business processes 

 Increase customer satisfaction 

 
Importance 

 Enabling better and faster decision making 

 Making it easy to find relevant information and resources 

 Avoiding making the same mistakes twice 

 Promoting standard, repeatable processes and procedures 

 Making the organization's best problem-solving experiences reusable 

 Stimulating innovation and growth 

 
Scope of the Study 

 Innovation and Change 

 Strategic focus 

 Accounting focus 

 Organisational science focus 

 Organizational Learning and Learning Organizations 

 Organizational Information Processing and IT support for KM 

 
Industry Profile 

 The modern history of the valve industry starts with the industrial revolution. At 1705, Thomas 

Newcomer invented the first steam machine. It needed valves able to keep and regulate the steam at 

high pressure. As new inventors as James Watt created new machines, they also improve the design 

of the valves. But it was until many years later when the production of valves was at great scale, 

Independently of particular projects.    

 The main application markets are chemical processing, water and wastewater treatment, power 

generation, and petroleum production and refining. A major growth area during recent years has 

been in automatic industrial valves, particularly as replacements for standard valves to give 

continuous and automatic control. The valve industry is made up of a relatively small number of 

large, global businesses and a very large number of small-to-medium-sized manufacturing 

companies, many of which specialize in niche markets, products, or applications. The U.S.-based 
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companies, through the benefit of having a large domestic market coupled with aggressive mergers 

and acquisitions policies, have established a dominant position in the world industrial valve market, 

with seven of the top ten companies based in the country. One of the companies in the United States, 

Tyco International, has acquired more than 60 valve brands covering the whole spectrum of 

industrial valve manufacturing and established itself as the clear market leader with sales more than 

double those of its nearest rival. Other major U.S. industrial valve manufacturers include Emerson 

Process Management (part of Emerson Electric); Flowserve Flow Control Division, which doubled in 

size in 2002 through the acquisition of Invensys Flow Control; Dresser; and Crane Valve. The other 

major industrial valve producer countries include Japan, the United Kingdom, France, and China. 

 
Metal Valve & Pipe Fitting Manufacturing Industry 

 Companies in this industry manufacture metal industrial and fluid power valves, hose fittings, 

and pipe fittings. Major companies include units of integrated process control companies such as 

Curtiss-Wright, Emerson Electric, Flowserve, and Parker Hannifin (all based in the US), as well as 

valve manufacturers such as Crane, Mueller Water Products, and Watts Water (all based in the US), 

and IMI (UK), Kitz (Japan), and KSB (Germany). 

 The global industrial valves market is forecast to rise more than 4% per year through 2019, 

reaching a value of more than $98 billion, according to the Freedonia Group. Top countries for valve 

production include China, Germany, Japan, the UK, and the US. The US metal valve and pipe fitting 

manufacturing industry consists of about 1,000 companies with combined annual revenue of about 

$31 billion. 

 
Competitive landscape 

 Demand depends primarily on the level of manufacturing and construction activity. 

Construction activity in the chemical, petroleum, utilities, water treatment, and housing industries is 

especially important. Large companies have advantages in efficiency of operations and economies of 

scale. Offshore subsidiaries are frequently used for low-cost manufacturing. Smaller producers 

compete by focusing on specialized product offerings and superior customer service. The US 

industry is concentrated: the largest 50 companies generate about 65% of revenue. Metal valves and 

pipe fittings compete with other materials, primarily plastics, in the residential market and with 

high-strength composites, fluorocarbons, and elastomers for high-end uses. 

 
All Valve Industries  

 All Valve Industries is Australia‘s leading specialist innovative developer and provider of 

pressure, flow, temperature, environmental control, measurement and monitoring systems. In 

conjunction with our globally recognized manufacturing partners we service a diverse range of 

industries including: 

1. Plumbing 

2. Irrigation 

3. Building 

4. Manufacturing 

5. OEM - Original Equipment Manufacturer 

6. Water Supply 
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7. Waste Water Treatment 

8. Chemical 

9.   Petro – Chemical 

10. Mining 

11. Oil and Gas 

12. Defence 

13. Marin 

14. HVAC - Heating, ventilation, and air conditioning 

 Our market leading global partner solutions include Caleffi pressure control and thermostatic 

mixing valves, Cimberio balancing valves for heating and cooling systems, Apollo backflow 

prevention valves by Conbraco Industries, and Itron MLIM ―multi- level individual metering‖ as 

well as hot and cold water meters. Today these partnerships have extended to include Haws 

emergency shower and eye wash equipment incorporating Axion MSR technology along with Haws 

Integrated® custom engineered industrial safety solutions. 

 As an ISO9001:2008 Quality Management certified company, All Valve Industries prides itself 

on sound stakeholder engagement, an informed risk management approach and constantly 

improving operational efficiencies. The benefits of our quality commitment of continuous 

improvement delivers to you, increased customer confidence with the knowledge that our product 

solutions and services meet your most demanding expectations and that they are researched, 

designed and engineered to be safe, reliable, fit for purpose and compliant with the needs of your 

industry. All Valve Industries is in a unique position in that we are large enough to be able to 

provide a strong competitive offering, however, small enough that we can react quickly to changes 

as well as offer personal support to the industry. 

 

 

 

  

 
Top 10 valve industry 

 Advance valves private limited. 

 Alpha Helical Pumps Pvt Ltd 

 Anco motors 

 Ansons Electro Mechanical Works 

 Bharat Heavy Electricals Ltd 

 Bharat Pumps and Compressors Ltd 

 C.R.I. Pumps (Pvt) Ltd 

 Cenlub Systems 

 Chansuba Pumps Pvt Ltd 

 Chemlin Pumps 

 
Company Profile 
 Klassic engineering is a private incorporates on 1990. It is classified as non-govt company and is 

registered at registrar of companies, Coimbatore. Klassic engineering annual general meeting 

http://www.ahscanational.com.au/
http://www.airah.org.au/
http://www.ppigroup.com.au/
https://www.aigroup.com.au/
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(AGM) was last held on 30 September 2017. Proprietor of Klassic engineering are SAJU V.CHERIAN 

and  Klassic engineering  ESI NO 5610398667 and its EB S.C NO 1701.its Email address is 

klassicengineering@gmail.com and its registered address is 101,School Street, Chinnavedampatty, 

Ganapathy, Coimbatore -641 006. 

1. Name of the Company           : KLASSIC ENGINEERING 
2. Address                         : 101, School Street, Chinnavedampatty,          
 Ganapathy, Coimbatore -641 006. 
3. Name of the Proprietor            :  Mr.V.SAJU CHERIAN 
4. Name of the MR   : Mr.S.Sobin 
5. Contact No                         : 9940815372, 0422-2530245 
6. Email id                         : klassicengineering@gmail.com 
7. Major Product             : Valve Internal Components 
8. Major Customer                        : Ampo, Dresser, Bharani& MIL Controls 
9. EB S.C NO                        : 1701 
10. ESI NO                                             : 56 103986 67 
11. Certifícate                        : ISO 9001 2015 (NOV 2017) 
12. Competitors   : baranihydralazine, rabinin industrie 
13. Mile Stone               : 220 km 
14. Number of employees                      : 120 
15. Activity                                            : valve manufacturing 
16. Class of Company                           : private 
17. Company Status                      : Active 
18. Age of Company                      :  28 years 
19. Company establish                           : 1990 
 
Shift 

There shift are followed in industry, they are  

1. 1st shift     : 8.00am to 8.00pm 

2. 2nd shift    : 8.00pm to 8.00am 

 
List of Supplier 

Major Customers 

 Dresser Valves India Pvt Ltd., 

 Ampo Valves India Pvt Ltd., 

 MIL Controls Ltd., 

 Roots Cast Pvt Ltd., 

 BHEL, Trichy. 
 
Departments 

 Production 

 Research and Development (often abbreviated to R&D) 

 Purchasing 

 Marketing (including the selling function) 

 Human Resource Management 

 Accounting and Finance. 

 Sales 

 

1 Vinayaka Agencies Coimbatore 

2 Steel Line (India) Mumbai 

3 The Pride Lubricants Coimbatore 

4 Master Machining Solutions Coimbatore 

5 Sri Ranisati Enterprises Coimbatore 

mailto:klassicengineering@gmail.com
mailto:klassicengineering@gmail.com
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Organization Chart 

Production department 

 The Production function 

undertakes the activities necessary to 

provide the organisation‘s products 

or services. Its main responsibilities 

are: 

 Production planning and 

 scheduling 

 Control and supervision of the 

 production workforce 

 Managing product quality 

 (including process control and 

 monitoring 

 Maintenance of plant and 

 equipment 

 Control of inventory 

 Deciding the best production 

 methods and factory layout. 

 

 

Research and Development 

 The Research and Development (R&D) function is concerned with developing new products or 

processes and improving existing products/processes. R&D activities must be closely coordinated 

with the organisation‘s marketing activities to ensure that the organisation is providing exactly what 

its customers want in the most efficient, effective and economical way. 

 
Purchase department 

 The Purchasing function is concerned with acquiring goods and services for use by the 

organisation. These will include, for example, raw materials and components for manufacturing and 

also production equipment. The responsibilities of this function usually extend to buying goods and 

services for the entire organisation (not just the Production function), including, for example, office 

equipment, furniture, computer equipment and stationery. In buying goods and services, 

purchasing managers must take into account a number of factors – collectively referred to as 

‗the Purchasing mix‘, namely, Quantity, Quality, Price and Delivery. 

 Quantity. Buying in large quantities can attract price discounts and prevent inventory running 

out. On the other hand, there are substantial costs involved in carrying a high level of inventory. 

 Quality. There will usually be a trade-off between price and quality in acquiring goods and 

services. Consequently, Production, R&D and Marketing Functions will need to be consulted to 

determine an acceptable level of quality which will depend on how important quality is as an 

attribute of the final product or service of the organisation. 

 

PROPRIETOR 

(Top Management, Sales) 

PRODUCTION SUPERVISOR 

(Production, Store) 

 
SENIOR OPERATOR 

(Production, Maintenance, QA) 

OPRATORS 

(Production, QA) 

 

HELPERS 

(Production, House Keeping) 

 

QUALITY IN CHARGE 

(QA, Calibration) 

CEO 

 (QMS, Sales, Purchase, HR) 

http://www.open.edu/openlearn/money-management/organisations-and-management-accounting/content-section--glossary#idp30700880
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 Price. Other things being equal, the purchasing manager will look for the best price deal when 

procuring goods and services, although price must be considered in conjunction with quality 

and supplier reliability, in order to achieve best value, rather than lowest price only. 

 Delivery. The time between placing an order and receiving the goods or services, the lead time, 

can be critical for production planning and scheduling and also has implications for inventory 

control. Suppliers must therefore be evaluated in terms of their reliability and capability for on 

time delivery. 

 
Marketing department 

 Marketing is concerned with identifying and satisfying customers needs at the right price. 

Marketing involves researching what customers want and analysing how the organisation can 

satisfy these wants. Marketing activities range from the ‗strategic‘, concerned with the choice of 

product markets (and how to compete in them, for example, on price or product differentiation) to 

the operational, arranging sales promotions (e.g., offering a 25 per cent discount), producing 

literature such as product catalogues and brochures, placing advertisements in the appropriate 

media and so on. A fundamental activity in marketing is managing the Marketing Mix consisting of 

the ‗4Ps‘: Product, Price, Promotion and Place. 

 Product. Having the right product in terms of benefits that customers value. 

 Price. Setting the right price which is consistent with potential customers‘ perception of the 

value offered by the product. 

 Promotion. Promoting the product in a way which creates maximum customer awareness and 

persuades potential customers to make the decision to purchase the product. 

 Place. Making the product available in the right place at the right time – including choosing 

appropriate distribution channels. 
 

Human Resources department 
The Human Resources function is concerned with the following: 

 Recruitment and selection. Ensuring that the right people are recruited to the right jobs. 

 Training and development. Enabling employees to carry out their responsibilities effectively 

and make use of their potential. 

 Employee relations. Including negotiations over pay and conditions. 

 Grievance procedures and disciplinary matters. Dealing with complaints from employees or 

from the employer. 

 Health and Safety matters Making sure employees work in a healthy and safe environment. 

 Redundancy procedures Administering a proper system that is seen to be fair to all concerned 

when deciding on redundancies and agreeing redundancy payments. 

 
Accounting and Finance department 

The Accounting and Finance function is concerned with the following: 

 Financial record keeping of transactions involving monetary inflows or outflows. 

 Preparing financial statements (the income statement, balance sheet and cash flow statement) 

for reporting to external parties such as shareholders. The financial statements are also the 

starting point for calculating any tax due on business profits. 

http://www.open.edu/openlearn/money-management/organisations-and-management-accounting/content-section--glossary#idp30690752
http://www.open.edu/openlearn/money-management/organisations-and-management-accounting/content-section--glossary#idp30688848
http://www.open.edu/openlearn/money-management/organisations-and-management-accounting/content-section--glossary#idp30672960
http://www.open.edu/openlearn/money-management/organisations-and-management-accounting/content-section--glossary#idp30675568
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 Payroll administration Paying wages and salaries and maintaining appropriate income tax and 

national insurance records. 

 Preparing management accounting information and analysis to help managers to plan, control 

and make decisions. 

 
Sales Department 

 Selling is one of the major forms of communication and customer acquisition in a company‘s 

marketing promotion strategy, while the roles if a sales department vary somewhat by organization, 

its primary duties include identifying and contacting prospects, delivering sales presentations, 

closing deals and managing existing customer relationship   

 
Review of Literature 

 As the globalization has created challenges to the organizations, there are many organizations 

competing each other in order to defeat the competition and win the customers. The organizations 

have to face the high risks of competition and the possibilities of losing customers. One of the main 

reasons which causes this problem is the organizations have difficulties in responding to the rapid 

changes of market trends. 

 (Cho &Korte, 2014; Tubigi&Alshawi, 2015) claimed that knowledge has successfully motivated 

the organizations to move towards the use of knowledge management. Knowledge has been 

considered as global economy transformation centre 

 Kakabadse et al., 2003. Besides, it is also an important source of wealth and key for the 

organizations to stay competitive in business environment (Krogh et al., 2001). Knowledge 

management has become a main key to create customer values. This has led to the consideration of 

knowledge as strategic source for organizations. In order to implement and make full use of 

knowledge management, the organizations must have a clear understanding on how knowledge is 

formed, disseminated and applied within organizations 

 Ipe, 2003; Hooff&Huysman, 2009. Knowledge management acquires the knowledge from both 

inside and outside of the organizations, translates them into strategies, applies them within 

organizations and protects them. The use of knowledge management can also enhance the service 

quality by providing faster service response time  

 Edvardsson&Oskarsson, 2011; Ha et al., 2015.Sirmon et al. (2007) and Carrion et al (Carrion et 

al., 2016) stated that it is insufficient for the organizations to stay Competitive  with only valuable 

resources, they must know how to manage them effectively. In the beginning of the paper, it gives 

the explanation on knowledge management. Second, the differences between tacit and explicit 

knowledge are explained. Finally, it explains the importance of knowledge management in 

organizations. In business world, it has been changing from the era of natural resources to the era of 

knowledge. The world is moving away from the natural resources to an era of knowledge which 

based on research and development, skills and education  

 Friedman, 2005; Gulbranson&Audretsch, 2008. The basic economic resource is no longer capital, 

natural resources as well as labor but knowledge  

 Jelenic, 2011; Khan, 2014. Knowledge has been considered as one of the most important and 

highly valued asset and commodity 
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 Bhojaraju, 2005; Hegazy&Ghorab, 2014.Schultze and Leidner (2002) also stated that knowledge 

has become the main source in organizations. Besides, knowledge and the capability to create and 

utilize knowledge are seen as a center to transform the global economic. Knowledge has been 

emerged as main key source of economic growth of organizations in global economy as it is the 

basis of innovation  

 Carneiro, 2000; Kakabadse et al., 2003.Knowledge can be referred as information possess in the 

people‘s minds or people‘s experience and understanding  

 Marwick, 2001; Alavi et al., 2005. It contains information that is ready and can be used in 

making decisions and actions  

 Chang & Lin, 2015.Anand and Walsh (Anand& Walsh, 2016) claimed that knowledge contains 

information, skills and expertise. The main purpose to share the knowledge is to make the 

knowledge visible is to show the role of knowledge in organizations and encourage employees to 

foster behaviours such as knowledge sharing and build the knowledge infrastructure  

 Merlo, 2016.Not with standing, knowledge without a proper management can be obsoleted and 

useless Ansari et al., 2012; Karimi&Javanmard, 2014. Thus, organizations need to implement and 

apply a series of processes for them to manage their knowledge OuYang, 2014.Different experts or 

researchers have defined knowledge management in several ways. 

 Knowledge management is the capability to manage knowledge such as gathering internal or 

external knowledge of organizations, converting them to new idea or strategy and applying them 

and protecting them (Gold et al., 2001). 

 Lytras et al. (2002) defined knowledge management as a systematic, explicit and application of 

knowledge that will help the organizations to maximize the organizations‘ knowledge-related 

effectiveness and returns from the knowledge assets. It also creates new capabilities, encourage 

innovation and performance as well as increase customer value. In light of this, knowledge 

management can be defined as a process of capturing, storing, sharing and using knowledge  
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Abstract 
 India ranks third in the production of cabbage and fourth in tomato and potato production. In India, vegetables are 
grown on an area of 6.25 million hectares; the important ones are: brinjal, tomato, onion, okra, cauliflower, cabbage, potato 
and green peas. The production of nutritious vegetables for the health of the people is the need of hour. Now a days people 
realize the importance of vegetables in their diet as they possess a high nutritive value, which is vital for nurturing the 
body. Vegetables have become an integral part of our daily diet, India is the second largest vegetable producer only next to 
China. India contributes sizeable share in terms of area of production under principal vegetables. A new study in Britain 
suggests that by regular intake of tomatoes we can significantly reduce heart diseases.  The scientists also have advised 
people with high cholesterol to start consuming tomatoes or drink tomato juice to help reduce the risk of heart attacks.  
Beetroot juice helps lower the BP. A single glass of beetroot juice a day can help in reducing high blood pressure. 
Researchers from the William Harry Research Institute at Brats state that by drinking just 500 ml of beetroot shake a day 
can significantly reduce BP.  Another study of 5,00,000 people age 50 and other presented at the meeting found these who 
said they are one extra serving of fruits and vegetables a day reduced their visit of developing head and neck cancer.                                                                                                                                                                                                                                                                
Keywords: Production, Marketing, Distribution, Channels, growers 
 
Introduction 

Vegetables 

 Vegetable production is the emerging sector in agriculture diversification that would augment 

the income of small land holders and generate employment opportunities in rural areas.  Most of 

vegetable cultivators have the major objective to allocate relatively more area for vegetable 

cultivation and reap a higher yield. India grows larger number of vegetables in the world.  India is a 

vast county bestowed with a wide range of agro-climatic conditions. The vegetable production of 

the country was very low and less than 20 million tonnes in 1947 at the time of Indian 

Independence. The per capita requirement of vegetables in India is projected vide Table 1. 

 
Table 1 Per Capital Requirement of Vegetables in India 

 
Year 

Population 
(million) 

 

Area 
(million 
hectare) 

Yield 
(t/ha) 

 

Production 
(million 

tonnes/year) 

Requirement per 
capita (g/day) 

 
 

1990-91 844 4.50 10.00 45.00 135 

1999-00 
 

1017 6.50 15.00 90.00 200 

2009-10 1263 8.00 20.00 160.00 225 

2019-20 1566 9.00 25.00 225.00 250 

2024-25 1745 10.00 30.00 300.00 300 

Source:  Indian Horticulture Database NHB  

  

CULTIVATION AND MARKETING OF VEGETABLES IN  

THENI DISTRICT, TAMILNADU 
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Global Production of Vegetables 

 Vegetable is a main component of daily diet in all the countries. Like fruits, in vegetables also 

China occupied the premere position producing 423 million MT of vegetables. India holds a distant 

second rank with a production of 80 million MT of vegetables.  The major vegetable producers in 

Asia are presented vide Table 2. 

 
Table2 Major Asian Producers of Vegetables 

Source: www.faostat .org 

 It is observed vide Table 2 that India‘s share in 

vegetable production is 9.39 per cent in world 

production and 12.79 per cent in Asia. 

 
Statement of the Problem 

 Preservation of the vegetables is a problem since 

vegetables are liable to perish in a short span of 

time.  Scarcity of accessories to preserve the 

vegetables drives the growers to seek a suitable 

instant market for their produce.  The grower faces many problems in marketing, such as quality 

maintenance,  packaging, storing, transport, time and price fixing. High price fixing boosts the 

income of the grower, but in marketing he does not have a chance to fix the price of his products.  

The merchants and middlemen are responsible for it.  The cost of package, transport, lapse in time 

and competition reduce the profit margin of the growers. The factors that hinder the horticultural 

development of the district have been taken up for the study.  

 
Review of Literature 

 A review of literature places a research study in its proper perspective by showing the amount 

of work already carried out in the related areas of the study.  Prem Singh Arya (2002), has concluded 

that the vegetable research in India remained almost neglected in the first half of the century and 

gained momentum thereafter to acquire the present status having moderate infrastructure facilities 

and research priorities for vegetables in different institutions. Still there is a wide gap between 

production and availability of vegetables in our country. 

 Choudhary (2006) in his study had suggested that packing cost requires reduction by using local 

available resources. Pre-harvest contractors and farmers should function on the basis of business 

ethics and collective or cooperative markets should be strengthened. 

 
Objectives of the Study 

 The main objectives of the study are to find out the various problems faced by the vegetable 

growers. Under these main objectives, the specific objectives have been framed for the present study 

are - 

 To study the production practices of the selected vegetables in the study area. 

 To evaluate the marketing practices followed by the growers.  

 To analyze the various problems faced by the growers.  

 To offer suggestions based on the findings of the study. 

Country Production in  (‘000MT) 

World 855074 

Asia 627335 

India 80261 

China 423335 

Pakistan 5108 

Japan 1798 

Republic of Korea 11020 

Bangladesh 2059 

Srilanka 581 
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Scope of the Study 

 This study is based on applied research. Area studies are highly significant for any country, 

states and districts. Theni district is a newly carved out district from the erstwhile composite 

Madurai District. Area studies particularly in natural resources, cultivation etc., are to be done 

periodically in every district. This study pertaining to the cultivation of vegetables in Theni district 

is all the more significant because  all twenty one categories of vegetables are grown in the district. 

Among them the cultivation of five vegetables has become the full time occupation of the growers 

sustaining them and their families all the year round. Therefore, this sort of study is taken up for 

analysis. This study will be helpful for the policy makers of the government, research personnel in 

the universities and in the agricultural research institutions. This will be helpful for posterity when 

some young researchers want to take up the threats of vegetable cultivation in the area. This study is 

also, highly interesting to laymen who want to study about the vegetable cultivation in Theni 

District. 

 
Sampling Design 

 The present study proposes to cover the production and marketing of vegetables in Theni 

District. As the universe for the survey is innumerable. It is not possible to undertake a complete 

survey or censes method. Hence, a sample survey of the vegetable growers of covering all the blocks 

in Theni District was undertaken. Of the 21 vegetables cultivated in Theni District only five namely 

Brinjal, Onion, Beetroot, Tomato and Moringa were cultivated in more than 300 Acres. Therefore, 

these five major vegetable crops were taken for the study. 

  
Methodology 

Sources of Data 

 The study is empirical in nature based on survey method. The primary data relating to the 

production, marketing problems and satisfaction were collected by interviewing the growers with 

the help of an interview schedule. The secondary data relating to the study area, production and 

yield in Tamilnadu and in Theni district were obtained from various published and unpublished 

records, annual reports, bulletins, booklets, journals, magazines, etc,. The study is individual grower 

oriented and the factors selected are personal in character. 

 
Data Processing 
 After the collection of data, the filled up interview schedules were edited properly. A master 

table was prepared to sum up all the information. With the help of the master table, classification 

tables were prepared and they were taken directly for analysis. 

 
Tools of Analysis 

 The general plan of analysis ranges from simple descriptive statistics to ‗F‘ test. The extent and 

variation of satisfaction derived by the growers are measured through scale and analyses on the 

basis of the scores of components. 

  
Geographical Coverage 

 The present study covered the production and marketing of vegetables in Theni District in 

Tamilnadu in India. 
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Production Practices of Vegetable Growers 

 In this part an attempt is made to describe the agricultural operations involved in the cultivation 

of selected vegetables and their uses. This chapter covers the origin, composition, uses, taxonomy, 

soil, climate, yield, harvesting and average variable cost of production of the selected vegetables. 

 
Brinjal 

 Brinjal is one of the most common, popular and principal vegetable crops grown in India and 

other parts of the world. It can be grown in almost all parts of India except in higher attitudes all the 

year round. Varieties of brinjal are grown throughout the country depending upon the yield, 

consumer's preference about the colour, size and shape of the vegetables. Brinjal is of much 

importance in the warm areas of forests, being grown extensively in India, Bangladesh, Pakistan, 

China and Philippines. It is also popular in France, Italy and the United States. It is highly 

productive and usually finds its place as a poor man's crop. In India, it is being consumed as a 

cooked vegetable in various ways.  

 
Origin 

 The brinjal, eggplant or aubergine (French name), a normally self-fertilized perennial crop is of 

uncertain origin. A wild form with many small fruits is found on the Bengal plains of India. India is 

a centre of varieties of brinjal, one of many names probably derived from the Arabic. The cultivated 

brinjal is undoubtedly of Indian origin and has been in vogue for a long time and its centre of origin 

was in the Indo-Burma region.  Various forms, colours and shapes of brinjal are found throughout 

South-East Asia, suggesting that this area is an important centre of variation and possibly of its 

origin. It originated in India but has a secondary centre of variation in China. In China, it has been 

known for the last 1500 years. Wild brinjal is an armed perennial shrub or herb with bitter fruits and 

it occurs in India.  

 
Average Variable Costs for Production of Brinjal 

 An analysis of average variable cost of production plays a significant role in the production and 

marketing of brinjal.  The variable costs and their forms are also calculated from sample farms and 

are presented vide Table 3. 

Table 3 Average Variable Cost for Production of Brinjal   (Rs. Per Acre) 

Cost Machinery Paid Labour Family Labour Materials Subtotal Percentage 

Land preparation  124 30 18 220 392 10.08 

Planting  28 56 92 262 438 11.26 

Weed control  26 60 8 10 104 2.69 

Irrigation  91 0 0 671 762 19.59 

Fertilization  0 0 0 0 0 0.0 

Pest control  276 0 115 665 1056 27.15 

Harvesting  0 188 296 400 884 22.72 

Marketing  152 0 102 0 254 6.53 

Others  0 0 0 0 0 0.00 

Total 697 334 631 2228 3890 100.00 

Source: ICMR Special Report, Series No.42. 
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 It is observed from Table 4 that more than one fourth of the variable cost is incurred for pest 

control.  The variable cost-harvesting occupies the second position.  It is seen that the labour force 

provided by the family members is around one sixth of the total variable cost of the production of 

the brinjal.  It indirectly provides employment opportunity for the family members. Perhaps this is 

the main reason for the growers to actively cultivate brinjal in this study area even though they may 

not fetch a remunerative price for their produce. 

    
Onion 

 References to onion can be found in the Bible, Koran and in the inscriptions of ancient 

civilizations of Egypt, Rome, Greece and China. They are mentioned as a source of food for the 

builders of the great pyramid of King Cheops and the Israelites wandering in the desert after the 

exodus from Egypt bemoaned the lack of appetizing onions.  It has got a Sanskrit equivalent 

'Plandu', mentioned in Apastamba Dharma Sutra-l (dated 800 B.C. to 300 B.C.), which signifies its 

very early introduction in India. 

 Onion is a short-duration crop and is cultivated thrice a year in India- in monsoon, winter and 

summer. Globally, India is the second largest producer of onion after china with a production share 

of around 14 per cent.  But yield is low at around 11,500 kilograms per hectare, compared to world 

average of 17,000 Kilogram per hectare. In 2006-07, the Government exported 9.14 lakh tonnes of 

onion as against 6.37 lakh tonnes in the previous year. 

 Onion is second only to tomato in their importance as a vegetable in the tropics. The demand for 

onions is worldwide. Onions are found on most markets of the world throughout the year and can 

be grown under wide range of agro climatic conditions.  Irrespective of price, the demand for onion 

remains almost constant in the market as it is primarily used as seasoning for a wide variety of 

dishes in many homes almost daily. 

 
Beet Root 

 The garden beet or table beet is also a popular root vegetable grown in home gardens as well as 

in market gardens mainly for its fleshy enlarged roots. In fact, beet is a useful vegetable in a number 

of ways. The swollen roots are eaten boiled or as a salad. They are also pickled. The tender leaves 

and the young beet plants are used as greens (pot-herbs). The large-sized beets are used for canning. 

 In Germany, it was first described in 1557 when it was referred to as Roman beet. The crop was 

introduced in the USA in 1800 and became known as garden beet. The beet was introduced into 

India in remote times, but whilst the plains of the Ganges suited it, it did not spread to further east. 

It was taken by sea by the Arabs to China. 

 
Tomato   

        The word tomato is a modification of the term tomati. The word was used by the natives of 

Mexico, who had grown the plants for food since pre historic times. Scientific information indicates 

that cultivated tomato has originated in a wild form in the Peru-Ecuador-Bolivia area of the Andes. 

Cultivated tomato originated in the New World, while the Andean Zone was likely to be the centre 

of origin of wild tomato. However, the domestication of tomato took place in Mexico. The most 

likely ancestor of cultivated tomato was the cherry type. The first known record of tomato was in the 

year 1554 and after 200 years it had gradually spread to other parts of the world. The Italians grew it 
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in about 1550 and might have been the first Europeans to consume it. After 25 years, it was 

introduced to the English, Spanish and mid-European gardens as a curiosity. In the USA, Thomas 

Jefferson in Virginia first grew the plant in 1781. Later, the French refugees spread it to Phiadelphia 

in 1789 and to Massachusetts in 1802 by a Halian Painter.  

 
Moringa  

 Moringa is found growing wild in the sub-Himalayan tract from the Chenab eastwards to Sarda 

and in the Tarai tract of Uttar Pradesh in India.  It is an indigenous tree, native to north-western 

India and African tropics.  It is a deciduous tree of 8-10m in height.  It is a small or medium-sized 

tree with corky bark and woody and brittle stem. The roots are long and pungent.  The leaves are 

small, tripinnate and crowded at the end of slender branches.  Yellowish white fragrant flowers are 

produced in the large panicles, pods pendulous, greenish, 30 to 60 cm length with several three 

winged seeds. The fruits of the moringa or drumstick trees are rich in Vitamin B, C and minerals. 

The leaves are also a nutritious green.. The tree should be planted in the rear portion of the 

compound. The plant is propagated by planned limp cuttings a meter or two meters. The cuttings 

have to be planted in pits of   2 ft cube, preferably in the months of June and August. The tree bears 

for several years cultivation. 

  
Cultivation Practices of Vegetables 

 Marketing is the crux of production activities; success of production of any crop depends upon 

its successful marketing. Marketing efficiency to a large extent depends upon production and 

cultivation practice. In Indian economy agriculture sector predominates not only due to 

overwhelming share of the nation‘s product output but also due to providing employment to a 

spacious sector of population. 

 Generally, the grower‘s entire produce is handed over to one or a small number of middlemen 

for marketing purposes. As it is seldom possible for the producer to market all the produce by 

himself, the service of the intermediaries is inevitable. Accelerated growth of agriculture mainly 

depends upon the provision of farm and non-farm services. Among the non-farm services, 

marketing is the most important service.  

 Agricultural marketing involves many functions like assembling, grading, storage, financing, 

risk bearing, etc. All these functions need specialized skills and there the existence of middlemen is 

highly essential important in many cases. There is an old saying in marketing that it is possible to 

eliminate the middlemen but not their functions. 

 Marketing channels consist of various agencies which perform different functions. As a result, 

the product moves from the producers to the ultimate consumers. The grower is not concerned with 

the distribution of his product to the consumers. His activity ends with disposing of the produce to 

the intermediaries. In the vegetable marketing, the intermediaries play a dominant role. According 

to Lee, the market structure includes various market channels, intermediaries and traders involved 

in moving the product from the producer to consumer. 

 One of the important objectives of the present study is to examine the institutional and 

organizational aspects of the market structure with regard to the selected vegetables. The 

institutional   aspect of market structure refers to the marketing channels through which the product 

is passed from one functionary to the other. The organizational   aspect of market structure, on the 
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other hand, refers to the nature of the market reflected in terms of the competitiveness or otherwise 

of the market. The marketing channels through which vegetables are generally marketed are found 

to be the same. There are three channels as indicated below and also shown in figure 4.1. 

1. Grower-Village merchant - Commission agent - Theni wholesale market – Consumer 

2. Grower-Village merchant - Commission agent - Theni wholesale market – Retailer –Hawkers– 

Consumer 

3. Grower-Village merchant/ Uzhavar Sandhai -  Consumer 

 The market functionaries involved are village merchants, commission agents and at the primary 

wholesale market.  The commission agent acts as an intermediary between the supplier and the 

purchaser. For instance, the village merchant purchases the produce directly from the grower and 

disposes it of at the Theni wholesale market through his commission agent. Similarly, the grower 

sells the produce to the merchants at the wholesale market through his commission agents, retailers,   

hawkers,   etc. and finally, the disposal of the produce directly by the growers at the Uzhavar 

Sandhai or Village merchant. The commission agent sometimes performs the functions of a 

wholesaler, as he owns the commodity and bears the risk in terms of changing price situation and 

spoilage, if any. Here the produce is further disposed to retailers and traders of other consuming 

centers.   

 
The Place of Sale 

 This implies whether the produce is sold by the growers at the field itself or at the primary 

markets or   at the Theni wholesale market. The analysis pertaining to this may provide some insight 

about the factors   associated with the place of sale on the part of the growers. Table 5 contains the 

information regarding the place of sale by the growers in respect of the selected commodities. 

 
Table 4 Percentage of Growers Selling at Different Markets 

Place 
Vegetable 

Brinjal Onion Beetroot Tomato Moringa 

Field/Village Merchants 46.7 6.7 60.0 25.0 16.7 

Uzhavar Sandhai 16.7 20. 13.3 35.0 18.0 

Theni Wholesale Market 36.7 73.3 26.7 40.0 65.3 

Total 135 (100) 135 (100) 135 (100) 135 (100) 135 (100) 

 Source: Secondary data 

 It is observed from Table 4 that the place of sale opted by the growers differs from produce to 

produce. However, the practice of selling the produce, at the field and / or primary markets as well 

as the Theni wholesale market is prevalent for all the selected vegetables.  

 In the case of brinjal, for instance, majority of the selected growers sell either at the field itself to 

village merchants or at the primary markets.    Although,   the growers who sell the produce at the 

field take loan from non-institutional agencies, it does not however follow that it is due to the 

dependence of the grower on the village merchant for the main source of non-institutional finance.   

  Further, the onion growers,   who market the produce at the field mainly  due to the risk 

involved in terms of ever fluctuating prices,   are content with the price obtained thereby. They are 

aware that the price at the field is usually influenced by the price at the wholesale markets, espe-

cially the Theni wholesale market. If the price at field market is unreasonably low, they either 
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postpone the sale by storing the produce,  even if it is for a short period or they transport it directly 

to the Theni wholesale market. In fact, a large number of growers sell their produce at the whole sale 

market, Theni, who assemble and transport the produce, not only to the local markets of Theni, but 

also to distant markets like that of Madurai and Dindigul.  

  Majority of the Moringa growers, however, market their produce at distant markets, mainly at 

the Theni wholesale market and to some extent centres outside the district. The growers who sell at 

the field or primary markets do so only if the price at these markets is favourable or when the 

quality of the produce is low. Even if the quantity produced is very small in order to hire a truck, 

which is the main mode of transport, the usual practice is that, the required number of growers 

transport their produce jointly and share the transport cost accordingly. Hence, for the majority of 

the growers, the long distance between the producing centre   and the marketing centre  and the 

high transportation cost in view of the  small marketed surplus does not seem to come in the way of 

marketing  the produce at the desired place.  

 There are various channels for vegetable selling or disposal through which growers can sell 

their produce or products. However, their choice is based on comparative costs, prices received, and 

readiness for sale. No significant difference in profit is obtained between the various places of sales. 

 
Methods of Vegetables Marketing 

 The commission agent on behalf of the seller settles the prices of vegetables with the buyer in 

the following ways: 

 
Private Negotiation 

   In this method, the purchaser makes his offer personally to the commission agent and the 

bargain is settled. This method is common all over the district. 

 
Open Auction     

   In this method, almost all buyers assemble at a particular day and time in the market or at a 

shop of the commission agent. Each lot of vegetables is kept for auction separately by the auctioneer. 

The highest bid is accepted for approval of the seller. 

 
Closed Bid System 

 The produce of each grower is arranged in separate lots with an identified number for each. The 

grower can present his produce for sale in one lot or more according to the grades. The traders visit 

the market yard before the time scheduled for sales, and go round examining each  lot put up for 

sale. They are provided with bid slips in which they note the lot number and the price they offer. 

The slips are then deposited in a locked box. The slips in the box are taken out at the appointed time 

and compared by the market officials. The maximum price offered for each lot is called out and the 

grower‘s consent is also obtained for that price. If agreed by the grower, the lot is declared as sold to 

the trader who has offered the highest price. 

 
Uzhavar Sandhai  

  Uzhavar sandhais are functioning in the district for direct selling of vegetables by growers to 

consumers without any interference from middlemen. The main object of uzhavar sandhai is to 

ensure growers to get a better price for their produce and to enable the consumers to get fresh 
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vegetables at a lesser price than the retail market price. Various measures are taken by the 

Department of Agriculture to increase the arrivals in uzhavar sandhai by way of providing facilities 

like free bus facilities, electronic weighing scale, plastic trays, trolleys, wastage bins to the growers.  

In addition to these, computers for effective communication, new hybrid seeds, seedlings, organic 

farming methodology, vermin composting demonstration and post harvest management training to 

growers are offered to those growers utilizing uzhavar sandhai.  

 
Problems of Growers  

 Cultivation of vegetable occupies a predominant position in Indian agriculture. It has led to the 

growth and development of the socio – economic fabric of the peasants.  Tamilnadu is one of the 

leading vegetable production centers in South India.  The growers in Theni district are facing many 

problems in the sphere of vegetable cultivation.   This chapter deals with the problems faced by the 

growers of vegetables.  The researcher has identified the following problems: 

1. Problems associated with saplings and seeds. 

2. Problems associated with agricultural loan by the banks. 

3. Problems associated with labour in vegetable cultivation. 

4. Problems associated with mode of payment for vegetables. 

5. Problems associated with cultivation of vegetables. 

6. Problems associated with marketing of vegetables. 

7. Problems associated with the department of Horticulture. 

 
Findings of the Study 

 Vegetables are the integral part of our daily diet. India is the second largest vegetable producer 

next only to China. India contributes sizable share in terms of area, production under principal 

vegetables. A new study in Britain suggests that by regular intake of tomato fruits one can 

significantly reduce heart disease.  The scientists also advise people with high cholesterol to start 

taking tomato or drink tomato juice to help reduce the risk of heart attacks. Beet root juice helps 

lower BP. A single glass of beetroot juice a day can help in reducing high blood pressure. 

Researchers from the William Harry Research Institute at Brats, report that by drinking just 500 ml 

of beetroot shake a day can significantly reduce BP.    

 As vegetables stand for sustainable food and nutritional security in the new millennium, 

vegetable crops can make a singular contribution to the diets and live hood of families both in rural 

and urban areas. Vegetable production is the emerging sector in agriculture diversification that 

would augment the income of the small holders and generate employment opportunities in rural 

areas.  

 Agriculture plays a vital role in Indian economy.  More than 75 percent of the people of our 

country tie up with agriculture directly or indirectly.  The natural resources such as soil, water, 

weather, fertilizers and pesticides make India to be one of the greatest agricultural countries in the 

world. The status of the landholders comes under three divisions – small, medium and large based 

on the size of land holding.  Those who were affluent to use modern technology are earn more 

profit. Others were unable to cope with them and were unable to use the modern technology due to 

their poverty. Natural calamities such as over rainfall, draught and cyclone were other problems 

faced by all the producers irrespective of financial status. Lack of education was another problem for 
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the producers.  They were unable to find a suitable soil structure and seed variety for the cultivation 

of vegetables. 

 Preservation of the vegetables is a problem since vegetables are liable to perish in a short span of 

time. Scarcity of accessories to preserve the vegetables sends the growers to seek a suitable instant 

market for their produce.  The grower faces many problems in marketing, such as quality 

maintenance, packaging, storing, transport, time and price fixing. High price fixing boosts the 

income of the grower, but in marketing he does have a chance to fix the price of his products.  The 

merchants and middlemen are responsible for it.  The cost of package, transport, lapse in time and 

competition reduces the profit of the growers. 

 The main objectives of the study were to find out the various problems faced by the vegetable 

growers and to identify the factors influencing the satisfaction of vegetable growers. Under these 

main objectives, the specific objectives were to study the production practices of the selected 

vegetable growers in the study area, to evaluate the marketing practices followed by the growers, to 

analyze the various problems faced by the vegetable growers and to identify the factors influencing 

the growers satisfaction on the production and marketing of selected vegetables. 

 Brinjal is one of the most common, popular and principal vegetable crops grown in India and 

other parts of the world. It can be grown in almost all parts of India except higher altitudes, all the 

year round. A number of cultivars are grown throughout the country depending upon the yield, 

consumer's preference about the colour, size and shape of the various cultivars. The brinjal is of 

much importance in the warm areas of Far East, being grown extensively in India, Bangladesh, 

Pakistan, China and Philippines. It is also popular in France, Italy and the United States. It is highly 

productive and usually finds its place as the poor man's crop. In India, it is being consumed as a 

cooked vegetable in various ways.  

 The vegetable growers in Theni district were facing problems relating to sapling and seeds, 

agricultural loans, labour scarcity, mode of payment, cultivation of vegetables, marketing of 

vegetables and Department of Horticulture.  The variables like method of irrigation, size of 

landholdings, variety of vegetables cultivated and awareness of the growers were tested with the 

above-said problems relating to vegetables cultivation. The analysis also revealed that the main 

problem associated with sapling and seeds was the menace of insects and the diseases.  The analysis 

also revealed that all the variables except size of land holdings had significant relationship with 

problems associated with sapling and seeds. 

 Socially forward caste growers were more satisfied on vegetable cultivation than their 

counterparts.  The respondents with secondary level of education were more satisfied than the other 

respondents.  The growers from nuclear family had derived more satisfaction. 

 
Suggestions for Improving of Vegetable Cultivation and Marketing 

 In the light of the findings that had arisen from the research study, the following suggestions are 

offered to improve the cultivation and marketing of vegetables in Theni district. Government of 

Tamilnadu should assist the vegetable growers to establish co-operative societies for supplying 

various inputs at the right price including saplings, seeds, fertilizer and pesticide at a subsidized 

rate and for providing marketing support to the growers. 
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 The growers must be trained in modern techniques of vegetable cultivation so as to reap higher 

productivity.  The Department of Horticulture must devise methods and provide new tools to 

improve labour efficiency, resulting in the reduction of production-cost. 

 The Central and State Governments should provide enough incentives to the growers in their 

perspective development plans. This is highly necessary in view of the fact that vegetable cultivation 

has to be labour intensive and the workers have to be continuously paid increasing wage rates to 

raise their standard of living. 

 The cost of production of vegetables is escalating steadily in almost all the regions of the district. 

Reduction in the cost of production is possible only with increased productivity levels. Introduction 

of new high yielding resistant varieties would go a long way in increasing the productivity of 

vegetables. 

 The growers should come forward to pay wages higher than industrial operators and builders 

to avoid labour turnover. Emoluments and fringe benefits should also be given regularly to the 

workers in order to retain them in the cultivation practices. 

 
Conclusion 

 To conclude, the study indicates that the growers should attempt to acquire knowledge about 

scientific methods of cultivation. They should endeavour to establish better human resource 

management, cost average, better management of credit, ensure quality and create a linkage with 

reliable market intelligence system.  All these will increase the production and productivity of 

vegetables – paving way for the alround prosperity of the area.     
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Abstract 
 Sales promotion is one of the components of marketing mix. It is a vital for the products to growth in a better way. 
FMCG products are sold in a better way to promote the sales through the samples, coupons, premiums, refunds, bonus, 
cash discount and frequency programs. The Indian FMCG sectors are the fourth largest sector in the economy with a total 
market size in excess of US$ 20.1 billion. It has a strong MNC presence and is characterized by a well-established 
distribution network, intense competition between the organized and unorganized segments and presence across the entire 
value chain gives India a competitive advantage. Also, increase in the urban population, along with increase income levels 
and the availability of new categories, would help the urban areas maintain their position in terms of consumption. This 
study analyses the relationship between demographic variable on the consumer preference and tries to identify the sales 
promotion scheme in respect of selected product category. A randomly selected sample of 384 from Thanjavur District, 
particularly Kumbakonam, Thanjavur, Pattukkottai, Peravurani, Oraathanadu, Papanasam, Thiruvaiyaru, and 
Thiruvidaimarudhur have been selected on the basis of the assumption that the sample selected from these cities would 
represent the population of whole Thanjavur District. The statistical tools Analysis of variance and Chi-square test was 
used in this study. 
Keywords: Sales Promotion, Consumer Preference, FMCG Product 
 
Introduction 

 The Fast Moving Consumer Goods are those consumables which are generally consumed by the 

consumers at a regular interval. Some of the prime activities of FMCG industry are selling, 

marketing, financing, purchasing, etc. The industry also engaged in operations, supply chain, 

production and general management. Fast Moving Consumer Goods are more demand and also 

frequently purchased by the customers. These goods include all Consumable goods (other than 

pulses and grains) and consumers buy at regular intervals in small quantities. Main items of this 

category are detergents, soaps, shaving products, shampoos, toothpastes and brushes, packed food 

stuffs, household accessories, creams, oils, tea, coffee etc. The major players in the FMCG markets 

are Hindustan Unilever Ltd., Nestle, P & G, Colgate, ITC, Nirma, Britania, Amul, Emami, Marico 

and Dabur etc. Every family spends a large portion of monthly budget on FMCG products. 

Contribution of FMCG sector in every economy is significant. Now, due to globalization, every 

economy is facing tough competition. Entries of MNCs and cheaper import have made the situation 

more difficult. To carry out the business in this sector, it has become very difficult. Every company 

“A STUDY ON SALES PROMOTION SCHEME OF FMCG COMPANIES WITH 

SPECIAL REFERENCE TO CONSUMER PREFERENCE” IN THANJAVUR 

DISTRICT, TAMIL NADU 
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has to spend a large portion of their budget on promotional efforts. Most of the companies have 

applied various elements of promotion mix. Promotion mix elements include advertising, publicity, 

sales promotion, personal selling and packaging. Sales promotion is one of them and it is our 

concerned topic. In present competitive situation most of MNCs had developed sales promotion 

strategy in selection of parties, techniques and managing sales promotion techniques effectively and 

efficiently.  

 
Review of Literature 

 Sales promotion also leads to a change of store. In other words, the consumers buy their 

purchases in one store instead of another since the sales promotions vary from one store to another 

(Kumar and Leone, 1988). Gupta Sunil (1993) proposed a model with three components and 

provided a method for assessing the effectiveness of a sales promotion by decomposing the sales 

bump during the promotion into sales increase due to brand switching, purchase time acceleration 

and stockpiling. Results for regular ground coffee suggested that more than 84% of the sales 

increase due to promotion came from brand switching. Purchase acceleration in time accounted for 

less than 14% of the sales increase, whereas stockpiling due to promotion accounted for less than 2% 

of the sales increase for coffee brands. Quester, Pascale (1998), designed a conjoint analysis study to 

understand consumers‘ choice of a popular product based on consumption situation and 

involvement. How both these variables influence the importance allocated by consumers to a 

number of key attributes which were determined by a sample of experts and product users. A large 

sample drawn from diverse wine retail outlets was asked to rank ten hypothetical wine products, 

the purchase of which related to three different consumption situations. While price remained the 

most important factor overall, all three other attributes were ranked differently dependent upon the 

intended usage situation and the level of product involvement exhibited by respondents. Keen, 

Cherie (2004), attempted to find out which of the attributes were crucial in determining consumer 

preference regarding retail shopping alternatives. Theoretical-driven research allowed expanding 

the power of consumer behaviour theories, allowing even greater clarification of the practical issues. 

In light of these issues, this research had two main objectives: (1) to identify the structure for 

consumer intentions to make product purchases through three retail alternatives and (2) to examine 

the trade-offs consumers are willing to make when deciding through which retail alternative to 

make a purchase. 

 
Statement of the Problem 

 Professional management is essence for improving overall efficiency and effectiveness in every 

business, which makes business organization sustainable in changing political and economic 

environment. Since couple of years more and number of corporate sector companies have 

experienced the grave problems of deciding promotional strategy and specifically sales promotion 

schemes to win the customers. It is felt that management practices of designing and implementing 

promotional decisions should be well researched and rational to justify the investment on 

promotions.  Sales promotion is one of them and gives a great impact on customer buying behaviour 

to increase sales in short term. It contributes to neutralize the competition effect. To achieve the 

objective a strategy is needed for effective application of sales promotion. The contribution of sales 
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promotion strategy is significant in present time to stay a business in competitive market. The 

importance of it attracted my attention to select this topic for research study. 

 
Scope of the Study 

 The study is relating to promotion of business in FMCG sector of India. With the growth of 

population and spending power of the consumer has created the opportunities and challenges for 

the FMCG companies in the world market. Simultaneously, competition to win consumers has been 

increased drastically. World is becoming the small village and many MNC‘s have entered in India 

and other countries. Marketing paradigm is shifting from consumer satisfaction to consumer 

delight. Enticing consumers with the various sales promotion schemes is the order of the day. If this 

tool is not used strategically, company has to follow the trend of promotions to maintain the market 

share. Considering almost universal applications of designing the sales promotion schemes and 

understanding its impact on business has motivated to take the steps in the direction to study this 

crucial aspect of promotion management. 

 
Objectives of the Study 

1. To study consumer preference of sales promotion schemes across demographic variables. 

2. To understand the media preference to know the sales promotion schemes information. 

 
Research Design 

 To study the research topic, out of descriptive, experimental and exploratory the descriptive 

research is suitable. So, it is selected because nature of topic is more theoretical. The other types are 

not found suitable. 

 
Methodology 

 Both Primary and Secondary sources of data were utilized for the study. Primary data was 

collected by means of administering a questionnaire to the customers. Secondary data had been 

collected from various publications, periodicals, journals, website etc. 

 
Sampling Method 

 First of all taluks of Kumbakonam, Thanjavur, Pattukkottai, Peravurani, Oraathanadu, 

Papanasam, Thiruvaiyaru, and Thiruvidaimarudhur have been selected on the basis of the 

assumption that the sample selected from these taluks would represent the population of whole 

Thanjavur District. The population is defined for this study, a customer using FMCG products in 

Thanjavur district of Tamil nadu. Customers from these taluks have been selected with proper case 

that every segment of the population should get the proper representation. They have been selected 

from every stratum of the taluks. For sampling purpose stratified random sampling method has 

been used to get a proper representative sample of the universe. From these taluks first segments 

have been made and each segment on the basis of availability the samples have been picked up. 

Sample Size 

 To represent every segment of the universe the sample size included sufficient in number. So, 

the following formula has been used to estimate the population sample size (Bill Godden, January 

2004): 

Sample Size – Infinite Population (Where the population is greater than 50,000)  



A One Day National Conference on Recent Trends in Commerce and Management  

 

Page 94              Hajee Karutha Rowther Howdia College, Uthamapalayam   

SS =  Z2*(P)*(1-P) 

              C2     

Where:  

 SS = Sample Size 

 Z = Z-value (Confidence level at 95% and standard value is 1.96)  

 P = Percentage of population picking a choice 

 C = Confidence interval (Margin of error at 5%, standard value of 0.05)  

 SS = 1.962*(.5)*(1-.5) 

 052 = 384.16 (Rounded off 384) 

 As per the formula, the required sample size is 384 customers, as a sample was selected in 

Thanjavur district of Tamil nadu.  

 
Hypotheses 

1. There is no significance difference between the sex of the respondents and preference of sales 

promotion scheme. 

2. There is no significance difference between the media preference to know the sales promotion 

schemes information. 

3. There is no significance difference between the educational qualifications of the respondents 

and preference of sales promotion scheme. 

 
Table 1 Table showing relationship between sex and sales promotional schemes 

Sex/Schemes Cash Discount Free Gift Extra Quantity Total 

Male 80 64 20 164 

Female 120 56 44 220 

Total 200 120 64 384 

Source: Primary Data 

 The above table reveals that the relationship between the sex and consumer preference of sales 

promotion schemes. Out of 384 respondents, 200 respondents says that cash discount i.e., price off 

scheme is preferred at the time of purchase, 120 respondents says that free gift scheme is preferred 

at the time of purchase and remaining 64 respondents says that extra quantity added with the pack 

is preferred. 

While applying chi-square test, the relationship has been found. 

 
Hypothesis 

 There is no significance difference between the sex of the respondents and preference of sales 

promotion scheme.  

Table – 1a Chi-Square Test 

Calculated Value Tabulated Value Degrees of freedom Level of significance 

9.57 5.99 2 5% Level 

  Source: Compiled by the researcher 

            The calculated value is more than the tabulated value. So, the hypothesis is rejected. Hence, 

there is significance difference between the sex of the respondents and preference of sales promotion 

scheme.  
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Table–2: Table showing relationship between age and media preference 

Age/Category Hoarding TV & Radio Pamphlet Newspaper Total 

Below 20 17 24 18 21 80 

21 – 30 15 23 25 32 95 

31 – 40 14 25 17 9 65 

41 – 50 16 36 14 24 90 

Above 50 13 24 11 6 54 

Total 75 132 85 92 384 

  Source: Primary Data 

 The above table shows that the relationship between the age and the media preference to know 

the sales promotion schemes information. Out of 384 respondents, 132 customers knows about sales 

promotion schemes information from TV & Radio, 92 respondents says that newspaper is the 

medium which know the sales promotion schemes, 85 respondents says that pamphlet, and 

remaining 75 respondents say the medium is hoardings. While applying ANOVA test, the 

relationship has been found. 

 
Hypothesis 

      There is no significance difference between the media preference to know the sales promotion 

schemes information. 

Table – 2a ANOVA – One Way Classification 

Source of variation Sum of Squares D.f. Mean Square F 5% sig.(t.v.) 

Between Groups 374.8 3 124.93 2.85 3.24 

Within Groups 702.4 16 43.9   

Total 1077.2 19    

  Source: Compiled by the researcher 

 The table value of F for v1=3 and v2=16 at 5% level of significance =3.24. The calculated value of 

F (2.85) is less than the table value. So, the hypothesis is accepted. Hence, there is no significance 

difference between the media preference to know the sales promotion schemes information.  

 
Table–3 Table showing relationship between educational  

qualification and sales promotion schemes 

Educational Qualification/Schemes Cash Discount Free Gift Extra Quantity Total 

SSLC Level 36 24 10 70 

HSC Level 44 26 20 90 

Graduate 62 48 30 140 

Post Graduate 38 22 24 84 

Total 180 120 84 384 

 Source: Primary Data 

 The above table indicates the relationship between educational qualification of the respondents 

and consumer preference of sales promotion schemes. Out of 384 respondents, 180 respondents says 

that cash discount i.e., price off scheme is preferred at the time of purchase, 120 respondents says 
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that free gift scheme is preferred at the time of purchase and remaining 84 respondents says that 

extra quantity added with the pack is preferred. 

While applying chi-square test, the relationship has been found. 

 
Hypothesis 

 There is no significance difference between the educational qualifications of the respondents 

and preference of sales promotion scheme. 

Table – 3a Chi-Square Test 

Calculated Value Tabulated Value Degrees of freedom Level of significance 

5.68 12.9 6 5% 

  Source: Compiled by the researcher 

 The calculated value is less than the tabulated value. So, the hypothesis is accepted. Hence, there 

is no significance difference between the educational qualifications of the respondents and 

preference of sales promotion scheme. 

 
Findings of the Study 

 Among the total of 384 respondents, 164 of the respondents were male and while the remaining 

220 of the respondents were female. 

 From the study undertaken, out of the total number of respondents, 95 respondents are falling 

under the age group of 21-30 years. 

 From the study, it is found out that the majority of the respondents (140) are graduates. 

 From the study undertaken, between the sex and sales promotion schemes, it has been found 

that majority (200) of the respondents preferred cash discount. 

 From the study undertaken, between the age and media preference, it has been found that 

majority of 132 respondents says that TV & Radio media is to know the sales promotion 

schemes. 

 
Suggestions 

 Customers‘ awareness regarding sales promotion scheme is very high. It should be kept in mind 

by companies for increasing the sales. 

 The companies may use television and radio media for communicate the sales promotion 

schemes to customers. This media also to attract customers in rural areas. 

 The company should work towards providing more sales promotion schemes to attract the new 

customers. 

 The company should introduce more sponsorship programmes and use the advertisement 

tactics to induce the people to prefer a particular brand. 

 
Conclusion 

 This study tells us that people more like cash discount and television media advertisement is to 

know the various sales promotional schemes. Finally, concluded that the consumer behaviour is an 

unpredictable one in any kind of market. So, the company can analyse the market condition, 

competitor and consumers reaction on introducing various sales promotion schemes.                 
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Introduction 

 Telecommunication is of increasing importance in the world of today, and India must develop 

fast in this sector if it has to achieve competitiveness in the international market. 

 India operates one of the largest telecommunication networks in the world. It includes 

communication through telephone, mobile and Internet. The provision of world-class 

telecommunication infrastructure is the key to rapid economic and social development of the 

country. It is also anticipated that in the near future, a major part of the GDP of the country would 

be contributed by this sector. This sector has shown a huge growth in the last two decades. The two 

service providing departments, viz., departments of telecom service (DTS) and department of 

telecom operation (DTO) were corporative in 2000. A public sector, company, Bharat Sanchar Nigam 

Ltd, (BSNL) was launched on October1, 2000 to take up the function of (DTS) and (DTO). The BSNL 

is now the largest public sector unit in India with an asset valuation of 63,000 crore and over four 

lakh employees. The government will continue to have 100% equity in the new corporation.  

The company has an authorized capital base of Rs.10, 000 crore and a paid up capital of Rs. 5,000 

crore. The launch of the BSNL is part of reforming the telecom sector. Earlier, a single department of 

telecommunication (DOT) was both the policy maker and service provider. In 1999, the government 

split up in to the (DOT) and DTS, as private firms blamed the DOT for interpreting laws to suit its 

own needs. The initiate of form the BSNL was announced in 1999. Most telecom employees have 

opposite the change. According to government sources, flexibility would be given to employees for 

exercising their option of joining the BSNL. Employees join the corporatised entity or stay with the 

DTS or opt for voluntary retirement scheme. The group A officers will be given an extended period 

of deemed deputation up to five years while deciding upon the cut-off dates. A suitable cut-off date 

would be given with reasonable flexibility to group B officers. 

Statement of the Problem 

 The problem of the study is to know the service provided by the mobile companies especially 

Aircel. On what basis consumers prefer a brand? What features influence them to buy such a brand? 

 

A  STUDY ON COMPARATIVE ANALYSIS OF THE CELLULAR SERVICE 

PROVIDER AIRCEL AND VODAFONE IN PERAVURANI 
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And also how their buying motives are created or analysed to find out the buying behaviour of the 

consumer towards the mobile services. 

Objectives of the Study 

 Now- a – days the advancement in the info tech had made brought about a tremendous change 

in the business world and all other sectors.  

 To study the socio-demographic characteristics of the respondents. 

 To analyse the satisfactory level of customer between  Aircel  and Vodafone. 

 To know the customer needs in future. 

 To study the comparative analysis of service provided by the two companies 

Methodology 

 Survey Method is followed in the study. This study is concerned with consumer‘s preferences 

towards Aircel and Vodafone brand at Peravurani town. The whole study has been conducted with 

the help of both primary and secondary data.  

Collection of Data 

Primary Data 

 Primary data are those which are collected fresh and for the first time, and thus happen to be 

original in character. Questionnaire was the instrument being used for collecting the primary data. 

Secondary Data 

 The data are  those which have already been collected by some one else and which have already 

been passed through the statistical process. Secondary data was collected from journals, magazines 

and record of the company. 

Scope of the Study 

 The outcome of the study may provide an assessment of the buyers, their income, age, sex, 

education and occupation. This may be very useful to the policy makers of cellular phone to know 

the buyer behavious. They can also come to know the important features to be developed in cellular 

phones. Owing to time and financial constrains the scope of the study has been restricted to the 

survey of a small sample of buyers in peravurani town. 

Review of Literature 

 The Dictionary of marketing and advertising defines consumer behaviour as ―observable 

activities chosen to maximize satisfaction through the attainment of economic goods and services 

such as choice of retail outlet, preference for particular brands and so on‖. 

 According to ostrow & smith’s Dictionary of marketing, the term consumer behaviour refers to 

―the actions of consumers in the market place and the underlying motives for those actions. 

Marketers expect that by understanding what causes consumers to buy particular goods and 

services they will be able to determine which products are needed in the market place, which are 

obsolete, and how best to present the goods to the consumer‖. 

 The ultimate aim of the marketing is selling; Marketing is defined as the managerial process 

through which products are matched with markets. The success of business firms greatly depends 

upon how best serve and satisfy their customers. Business can proper only by satisfying the needs of 

customers. When aim to enjoy consumer satisfaction and profit maximization. Both these aims are 

attained through the product exchange. The products are an important factor in marketing the 

product successfully. A producer or a manufacture needs, desire, prestige, income, education etc., to 

make the product alterative and acceptable to its customers. Many studies on shopping centre image 
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are dominated by the ‗big four‘ dimensions, namely merchandise mix, accessibility, services and 

atmospherics (Dennis, Marsland and Cockett, 2001; Frasquet, Gil and Molla, 2001; 

Company Profile 

Vodafone 

 Vodafone is a mobile network operator headquarter in Berkshire, U.K. it is the largest mobile 

telecommunications Network Company in the world by turnover and has a market value of about 

75 billion (June 2008.) Vodafone currently has equity interests in 25 Countries and partner Networks 

(Networks in which it has not equity stakes) in a further 42 countries. The name Vodafone comes 

from Voice data fone, chosen by the company to "reflects the provision of voice and data services 

over mobile phones". At 31 March 2008 Vodafone had 260 million proportionate customers in 25 

markets across 5 continents. on this measures it is the second largest mobile telecom group in the 

world behind China Mobile. The eight markets where it has more than ten million proportionate 

customers are the United Kingdom, Germany, India, Italy, Spain, Turkey, Egypt and the United 

States. In the U.S. these customers come via its minority stake in Verizon wireless and in the other 

seven markets Vodafone has majority controlled subsidiaries. 

Aircel         

 The Aircel Group is a joint venture between Maxis Communications Berhad of Malaysia and 

Apollo Hospital Enterprise Ltd of India, with Maxis Communications holding a majority stake of 

74%.  Aircel commenced operations in 1999 and became the leading mobile operator in Tamil Nadu 

within 18 months. In December 2003, it launched commercially in Chennai and quickly established 

itself as a market leader – a position it has held since. Aircel began its outward expansion in 2005 

and met with unprecedented success in the Eastern frontier circles. It emerged a market leader in 

Assam and in the North Eastern provinces within 18 months of operations. Till today, the company 

gained a foothold in 14 circles including Chennai, Tamil Nadu, Assam, North East, Orissa, Bihar, 

Jammu & Kashmir, Himachal Pradesh, West Bengal, Kolkata, Kerala, Andhra Pradesh, Karnataka 

and Delhi.  

Findings of the Study 

 Majority 33% of the respondents are 41-50 years 

 27% of the respondents have qualified Post Graduate level 

 80% of the respondents are married 

 24% of the respondents are Government employees 

 Majority 29% of the respondents have earned Rs.10000 to Rs.15000. 

 Majority (26%) of the respondents have 2 members in the family. 

 Majority 28% of the respondents say that mostly two members are using the mobile phone in 

the family. 

 60% of the respondents are using Vodafone simcard and 40% of the members are using Aircel 

simcard.  

 Majority 20 members (45%) areVodafone respondents are using cellphone for 4-6 years, 

17members (30%) Aircel respondents are using 4-6 years. 

 40 members (45%) respondents are satisfied with service provider and 22 members (73%) Aircel 

respondents satisfied with this service.  

 75% of the respondents are using ―short message services‖ (SMS) both in service provider. 
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 78% of the vodafone respondents are satisfied about the comparison of other mobile 83% of the 

Aircel respondents satisfied about the other mobile.  

 67% of the Vodafone respondents are satisfied with the call rate of the service provider and 67% 

of the Aircel respondents are satisfied with the call rate of the service provider. 

 53% of the respondents are influenced by the friends and relatives in taking purchase decision. 

 Majority 35 members (45%) 78% of the Vodafone respondents are using roaming facility.  

 Majority 45% of the Vodafone respondents are satisfied with the service coverage and 50% of 

the Aircel respondents are satisfied the service. 

Suggestions 

 The researcher suggest that the cell phone service providers and selling persons must 

concentrate more in the tower creation and availability because coverage has created major 

problem to the respondents. Also steps should be taken to have coverage in village area also. 

 People with income level below Rs.5000 have a desire to have reduced tariff and handset 

amount. 

 The customers are interested to have prepaid cellular services. So cell phone services providers 

can reduce the amount of prepaid calls to landline telephones so that still more customers can be 

attracted towards this service. Also rate for post cellular services can be reduced. 

 Because of the best services provided, Vodafone and  Aircel services providers can have 

improvement in their services. 

 More numbers of offers can be introduced for students and working women class. 

 Women working in home, can have less rates for their calls, due to non- earning capacity of 

them. 

Conclusion 

 Communication is natural to all living creatures. Among human beings, the more civilized and 

advanced groups have advanced means of communication than the less advanced groups. In this 

age of globalization, communication is of paramount importance for any interaction cannot be done 

without speedy communication. In this dynamic word, keeping in track with the environment 

changes and needs a number of techniques are being introduced and also likely to be introduced. 

One such improve technology is cellular services in the field of communication. The improved and 

added features being introduced frequently in mobile phones indicating the extent of demand felt 

by the people and the efforts taken by the service providers in fulfilling them. Based on the study 

undertaken it is clear that cell phones today have become a basic necessity of life epically for the 

business and official people. The service providers must take all possible efforts to fulfill the 

requirements of the customer and make them fully satisfied, which alone can help them to survive 

and withstand in this competitive world. ―Customers satisfaction ―must be their motto, and by 

satisfying the needs and wants only they can win the hearts of the customer. 
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Abstract 
 The concept of strategic human resource management (strategic HRM) and the processes involved are considered in 
this chapter under the following headings: 

1. Strategic HRM defined;  
2. The meaning of strategic HRM; 
3. The aims of strategic HRM     
4. Approaches to strategic HRM; 

5. Limitations to the concept of strategic HRM. 
 
Strategic HRM Defined  

 Strategic HRM defines the organization‘s intentions and plans on how its business goals should 

be achieved through people. It is based on three propositions: first, that human capital is a major 

source of competitive.  

 Advantage; second, that it is people who implement the strategic plan; and, third, that a 

systematic approach should be adopted to defining where the organization wants to go and how it 

should get there.  

 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 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. 

 
The Meaning of Strategic HRM 

 Strategic HRM focuses on actions that differentiate the firm from its competitors (Purcell, 1999). 

It is suggested by Hendry and Pettigrew (1986) that it has four meanings: 

1. The use of planning;  

2. A coherent approach to the design and management of personnel systems based on an 

employment policy and workforce strategy and often underpinned by a ‗philosophy‘; 

3. Matching HRM activities and policies to some explicit business strategy; 

4. Seeing the people of the organization as a ‗strategic resource‘ for the achievement of 

‗competitive advantage‘.  

 Strategic HRM addresses broad organizational issues relating to changes in structure and 

culture, organizational effectiveness and performance, matching resources to future requirements, 

the development of distinctive capabilities, knowledge management, and the management of 

change. It is concerned with both human capital requirements and the development of process 

capabilities, that is, the ability to get things done effectively. Overall, it deals with any major people 

STRATEGIC HUMAN RESOURCE MANAGEMENT 
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issues that affect or are affected by the strategic plans of the organization. As Boxall (1996) remarks: 

‗The critical concerns of HRM, such as choice of executive leadership and formation of positive 

patterns of labour relations, are strategic in any firm. 

 
Aims of Strategic HRM 

 The rationale for strategic HRM is the perceived advantage of having an agreed and understood 

basis for developing approaches to people 30 l The framework of strategic HRM management in the 

longer term. It has been suggested by Lengnick-Hall and Lengnick-Hall (1990) that underlying this 

rationale in a business is the concept of achieving competitive advantage through HRM. Strategic 

HRM supplies a perspective on the way in which critical issues or success factors related to people 

can be addressed, and strategic decisions are made that have a major and long-term impact on the 

behaviour and success of the organization. The fundamental aim of strategic HRM is to generate 

strategic capability by ensuring that the organization has the skilled, committed and well-motivated 

employees it needs to achieve sustained competitive advantage. Its objective is to provide a sense of 

direction in an often turbulent environment so that the business needs of the organization, and the 

individual and collective needs of its employees can be met by the development and 

implementation of coherent and practical HR policies and programmes. As Dyer and Holder (1988) 

remark, strategic HRM should provide ‗unifying frameworks which are at once broad, contingency 

based and integrative‘. When considering the aims of strategic HRM it is necessary to consider how 

HR strategies will take into account the interests of all the stakeholders in the organization: 

employees in general as well as owners and management. In Storey‘s (1989) terms, ‗soft strategic 

HRM‘ will place greater emphasis on the human relations aspect of people management, stressing 

continuous development, communication, involvement, security of employment, the quality of 

working life and work–life balance. Ethical considerations will be important. ‗Hard strategic HRM‘ 

on the other hand will emphasize the yield to be obtained by investing in human resources in the 

interests of the business. Strategic HRM should attempt to achieve a proper balance between the 

hard and soft elements. All organizations exist to achieve a purpose and they must ensure that they 

have the resources required to do so and that they use them effectively. But they should also take 

into account the human considerations contained in the concept of soft strategic HRM. In the words 

of Quinn Mills (1983), they should plan with people in mind, taking into account the needs and 

aspirations of all the members of the organization. The problem is that hard considerations in many 

businesses will come first, leaving soft ones some way behind.  

 
Approaches to Strategic HRM 

 There are five approaches to strategic HRM. These consist of resource-based strategy, achieving 

strategic fit, high-performance management, high-commitment management and high-involvement 

management, as described below.  

 
The resource-based approach 

 A fundamental aim of resource-based HR strategy, as Barney (1991) indicates, is to develop 

strategiccapability – achieving strategic fit between resources and opportunities and obtaining 

added value from the effective deployment of resources. A resource-based approach will address 
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methods of increasing the firm‘s strategic capability by the development of managers and other staff 

who can think and plan strategically and who understand the key strategic issues. 

 The resource-based approach is founded on the belief that competitive advantage is obtained if 

a firm can obtain and develop human resources that enable it to learn faster and apply its learning 

more effectively than its rivals (Hamel and Prahalad, 1989). Human resources are defined by Barney 

(1995) as follows: ‗Human resources include all the experience, knowledge, judgement, risk-taking 

propensity and wisdom of individuals associated with the firm.‘ Kamoche (1996) suggests that: ‗In 

the resource-based view, the firm is seen as a bundle of tangible and intangible resources and 

capabilities required for product/market competition.  

 In line with human capital theory, resource-based theory emphasizes that investment in people 

adds to their value in the firm. The strategic goal will be to create firms which are more intelligent 

and flexible than their competitors‘ (Boxall, 1996) by hiring and developing more talented staff and 

by extending their skills base. Resource-based strategy is therefore concerned with the enhancement 

of the human or intellectual capital of the firm. As Ulrich (1998) comments: ‗Knowledge has become 

a direct competitive advantage for companies selling ideas and relationships. The challenge to 

organizations is to ensure that they have the capability to find, assimilate, compensate and retain the 

talented individuals they need.  

 A convincing rationale for resource-based strategy has been produced by Grant (1991): When 

the external environment is in a state of flux, the firm‘s own resources and capabilities may be a 

much more stable basis on which to define its identity. Hence, a definition of a business in terms of 

what it is capable of doing may offer a more durable basis for strategy than a definition based upon 

the needs (eg markets) which the business seeks to satisfy.  

 Unique talents among employees, including superior performance, productivity, flexibility, 

innovation, and the ability to deliver high levels of personal customer service, are ways in which 

people provide a critical ingredient in developing an organization‘s competitive position. People 

also provide the key to managing the pivotal interdependencies across functional activities and the 

important external relationships. It can be argued that one of the clear benefits arising from 

competitive advantage based on the effective management of people is that such an advantage is 

hard to imitate. An organization‘s HR strategies, policies and practices are a unique blend of 

processes, procedures, personalities, styles, capabilities and organizational culture. One of the keys 

to competitive advantage is the ability to differentiate what the business supplies to its customers 

from what is supplied by its competitors. Such differentiation can be achieved by having HR 

strategies that ensure that the firm has higher-quality people than its competitors, by developing 

and nurturing the intellectual capital possessed by the business and by functioning as a ‗learning 

organization‘.  

 
Strategic Fit 

 The HR strategy should be aligned to the business strategy (vertical fit). Better still, HR strategy 

should be an integral part of the business strategy, contributing to the business planning process as 

it happens. Vertical integration is necessary to provide congruence between business and human 

resource strategy so that the latter supports the accomplishment of the former and, indeed, helps to 

define it. Horizontal integration with other aspects of the HR strategy is required so that its different 
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elements fit together. The aim is to achieve a coherent approach to managing people in which the 

various practices are mutually supportive.  

 
High-Performance Management  

 High-performance management (called in the United States high-performance work systems or 

practices) aims to make an impact on the performance of the firm through its people in such areas as 

productivity, quality, levels of customer service, growth, profits and, ultimately, the delivery of 

increased shareholder value. High-performance management practices include rigorous recruitment 

and selection procedures, extensive and relevant training and management development activities, 

incentive pay systems and performance management processes.  

 A well-known definition of a high-performance work system was produced by the US 

Department of Labor (1993). The characteristics listed were:  

1. Careful and extensive systems for recruitment, selection and training;  

2. Formal systems for sharing information with the individuals who work in the organization; 

clear job design; 

3. High-level participation processes;  

4. Monitoring of attitudes;  

5. Performance appraisals;  

6. Properly functioning grievance procedures;  

7. Promotion and compensation schemes that provide for the recognition and financial rewarding 

of the high-performing members of the workforce.  

 
High-Commitment Management  

 One of the defining characteristics of HRM is its emphasis on the importance of enhancing 

mutual commitment (Walton, 1985). High-commitment management has been described by Wood 

(1996) as: ‗A form of management which is aimed at eliciting a commitment so that behaviour is 

primarily self-regulated rather than controlled by sanctions and pressures external to the individual, 

and relations within the organization are based on high levels of trust.  

 The approaches to achieving high commitment as described by Beer et al (1984) and Walton 

(1985) are:  

1. The development of career ladders and emphasis on trainability and commitment as highly 

valued characteristics of employees at all levels in the organization;  

2. A high level of functional flexibility with the abandonment of potentially rigid job descriptions;               

3. The reduction of hierarchies and the ending of status differentials;  

4. A heavy reliance on team structure for disseminating information (team briefing), structuring 

work (team working) and problem solving (improvement groups or quality circles).   

 
Wood and Albanese (1995) added to this List 

 Job design as something management consciously does in order to provide jobs that have a 

considerable level of intrinsic satisfaction; A policy of no compulsory lay-offs or redundancies and 

permanent employment guarantees with the possible use of temporary workers to cushion 

fluctuations in the demand for labour; New forms of assessment and payment systems and, more 
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specifically, merit pay and profit sharing;  A high involvement of employees in the management of 

quality.  

 
High-Involvement Management 

 This approach involves treating employees as partners in the enterprise whose interests are 

respected and who have a voice on matters that concern them. It is concerned with communication 

and involvement. The aim is to create a climate in which a continuing dialogue between managers 

and the members of their teams takes place in order to define expectations and share information on 

the organization‘s mission, values and objectives. This establishes mutual understanding of what is 

to be achieved and a framework for managing and developing people to ensure that it will be 

achieved.  

 
Limitations of Strategic Human Resource Management 

 The concept of strategic HRM appears to be based on the belief that the formulation of strategy 

is a rational and linear process, as modelled in Figure 3.1. This indicates that the overall HR strategy 

flows from the business strategy and generates specific HR strategies in key areas. The process takes 

place by reference to systematic reviews of the internal and external environment of the 

organization, which identify the business, organizational and HR issues that need to be dealt with.     

 But strategic HRM in real life does not usually take the form of a formal, wellarticulated and 

linear process that flows logically from the business strategy, as Mintzberg (1987) and others have 

emphasized. The research conducted by Gratton et al(1999) in eight British organizations established 

that ‗In no case was there a clearly developed and articulated strategy that was translated into a 

mutually supportive set of human resource initiatives or practices.‘ Strategic fit is a good idea but 

one that is difficult to attain, as is explained in Chapter  

 
Conclusion  

 Strategic HRM is in some ways an attitude of mind that expresses a way of doing things. It is 

realized in the form of HR strategies. 

  



Vol. 6                  Special Issue 2                  February 2018               ISSN: 2320-4168 

 

Shanlax International Journal of Commerce Page 107 

 

 

 
Dr. R. Radhika Devi, M.B.A., M.Com., M.Sc.(Psy), M.Phil., Ph.D.,  

Director i/c, Women’s Studies Centre, Madurai Kamaraj University, Madurai 

 

N. Jegatheesan 

Research Scholar, Department of Commerce, Madurai Kamaraj University, Madurai 

 

 
 
Introduction  

 Women are disproportionately affected by poverty. They are discriminated against and 

exploited in ways that limit their life choices. Women are more likely to end up in insecure, 

vulnerable and low-wage jobs because they do not have equal access to education, skills training, 

financial resources, information, and social protection measures 

 Trade has the potential to contribute significantly to growth and employment. Countries that 

have embraced openness have been more successful in sustaining growth and moving up the 

development ladder than those that have not. In the 1990s, per capita real income grew more than 

three times faster for developing countries that lowered trade barriers, according to the World Bank 

(OECD et al., 2010). Trade can make an essential contribution to delivering the growth necessary to 

end poverty (World Bank and WTO, 2015). Women‘s participation in trade can provide an 

additional boost to the growth potential of openness and to the sustainability of that growth. 

Economies with better opportunities for women are more competitive. These economies will benefit 

more from openness than economies that are less friendly to female involvement in the economy. 

Increased female income is likely to be disproportionally spent on the well-being and education of 

children. As a result, women‘s income has a direct impact on reducing income inequality and on 

future growth through its impact on education. Good for growth Women contribute to international 

trade as producers, entrepreneurs, employees and consumers. One of the most important ways they 

contribute is as owners and managers of women-owned businesses. 

 A woman is economically empowered when she has the ability to succeed and advance 

economically and the power to make and act on economic decisions. Empowering women is 

mandatory if they are to play an active role in shaping institutions, social norms and the well-being 

of their communities. Empowerment gives women greater control over decisions within their 

households. 

 
Women Empowerment  

 Empowering women to participate fully in economic life across all sectors is essential to build 

stronger economies, achieve internationally agreed goals for development and sustainability, and 

improve the quality of life for women, men, families and communities. 

 Gender stereotypes constrain women‘s opportunities to get jobs, and burden them with an 

unfair proportion of unpaid work, and family and household responsibilities. These and other 

EMPOWERING WOMEN THROUGH TRADE 
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factors exclude women from making critical financial decisions at household, local, national and 

international levels. Gender inequality has an adverse impact on economic growth, so investing in 

women‘s economic empowerment is both the right and smart thing to do. Not only is gender 

equality a basic human right, it facilitates women‘s economic empowerment, which generates great 

gains for human development and economic growth. 

 Empowering women to participate fully in economic life across all sectors is essential to build 

stronger economies, achieve internationally agreed goals for development and sustainability, and 

improve the quality of life for women, men, families and communities. The private sector is a key 

partner in efforts to advance gender equality and empower women.The Women's Empowerment 

Principles offer practical guidance to business and the private sector on how to empower women in 

the workplace, marketplace and community.  

 
Benefits of Empowerment 

1. When more women work, economies grow. A reduction in the gap between women‘s and men‘s 

labour force participation results in faster economic growth. 

2. Increasing the share of household income controlled by women changes spending in ways that 

benefit children. 

3. Increasing women‘s and girls‘ education contributes to higher economic growth. 

4. For every one additional year of education for women of reproductive age, child mortality 

decreases by 9.5 per cent. 

5. Women tend to have less access to formal financial institutions and saving mechanisms. 

Opportunity International Australia is helping 4 million women in Asia access finance through 

microfinance loans – a hand up not a hand out. 

 Women can gain if the sectors in which they are mainly active expand, or if they have the 

required skills. However, others, especially those working in the poor rural areas and in the urban 

informal sector, have fewer assets to weather the shocks of trade liberalization. Moreover, because of 

their weaker bargaining power, women are often the victims of international cost competition. 

Integration into the multilateral trading system can also have a differential effect on the welfare of 

men and women in several ways. Governments‘ sources of revenue are negatively affected by a 

reduction in tariff receipts. Multilateral rules might alter domestic regulations in favour of women, 

or restrict the options open to governments in the pursuit of their national economic and social 

objectives, including the objective of gender equality. In sum, trade can affect gender equality in 

different ways, through:  

• A positive or negative impact on growth and employment opportunities; 

• Competitive pressures, which may reduce or encourage gender discrimination, in particular 

wage differentials; 

• Facilitating or raising barriers to access by women to resources and services; and 

• Multilateral trading rules, which may facilitate or constrain governments in applying policies or 

regulations that address gender inequality. 

 
Role of Women in Trade   

 Women play a major role in the global economy. They invest more in their families than men 

do, in areas such as education, health and nutrition, creating a secure foundation for the future of 
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their families and communities. So empowering women economically, especially through their 

involvement in trade, creates job opportunities for everyone. 

 Women own close to 10 million of the world‘s small and medium-sized enterprises (SMEs). And 

SMEs account for almost 80% of jobs around the world, so increasing their competitiveness boosts 

the likelihood of creating jobs. Sustainable economic growth and the achievement of development 

goals are possible only through the active participation of women. 

 Different regions and geographic characteristics of countries, such as landlocked or island 

countries, differ in the types of economies and sector focus. The findings from the different studies 

and surveys could be useful for importing corporations and countries looking to source from 

women-owned companies. However, these regional comparisons are indicative and may be driven 

by the results for individual countries. Women‘s entrepreneurship varies significantly within and 

across regions. On average, women‘s entrepreneurship is highest in the Caribbean and Latin 

American countries (27%), followed by East Africa (24%). in the Middle East North Africa region, 

women‘s entrepreneurship is 21%. Women-owned and managed firms are scarce in West Africa 

(14%) and Asia (16%). 

 

 
 Women interact with the global trading economy in a number of capacities. The net effect of 

trade integration on particular groups of women depends on the net outcome of a number of 

different effects. This point has perhaps not been made clearly enough in the policy literature, which 

tends to focus on interactions between women and trade on the production side, most frequently 

looking at women as workers, and sometimes as business owners. But women are also consumers—

indeed, there are more women consumers in any economy than producers, at least in the market 

economy. Although consumption effects may be small in individual terms, the net effect can be 

large.   

 While trade has brought more employment opportunities for women in export-oriented sectors 

and international value chains, women are often concentrated in specific sectors and job types. Low-
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cost flexible labour demands in export-oriented industries has often led to relatively low wages and 

poor working conditions in these ‗female jobs‘. Female owned enterprises are often active in lower 

value-added activities. For women to expand their businesses, become more productive and 

innovate, they need greater access to domestic, regional and international markets. Entering markets 

by participating in public and private sector supply chains offers women-owned businesses 

immense opportunities. 

 Small and medium-sized enterprises (SMEs) generate approximately 50% of global GDP and 

70% of employment. The benefits of trade to SMEs and women-owned businesses are significant – 

and so are the benefits to the broader economy from greater engagement in international trade by 

SMEs and women. According to research by McKinsey, the consultancy, advancing women's 

equality could add $28 trillion to global GDP by 2025 – equivalent to adding a new United States 

and China. Currently, however, ITC survey data suggests that women are only in charge of one in 

five exporting companies. 

 
Benefits of Women in Trades 

 Women working in a male-dominated industry mellowed the culture and benefitted the 

workplace 

 Employing women employed gave their business a competitive advantage 

 Women brought different skills to the roles, for example, excellent attention to detail and good 

customer service. 

 Women felt pride in working with their hands and felt a sense of achievement from their work. 

 Many women obserevd that, on the whole, trades workplaces had changed, and more diversity 

was welcomed.  Trade workplaces were not the common stereotype of chauvinistic places with 

girly calendars (although these places do exist). 

 Women enjoyed the benefits of earning while they learnt. 

 Women developed best in their roles when they had a supportive employer 

 Trade expansion has brought benefits to women, in terms of increases in income-earning 

opportunities. For most women employed in export-oriented industries, this represents a significant 

improvement as compared with their earlier situation as unpaid family workers, or poorly paid 

workers in the informal sector or rural area. Furthermore, employment in the trade-related formal 

sector gives women a higher status, more autonomy and some decision-making powers within their 

households. Women workers have reported an enhancement of their self-esteem and they 

appreciate the expanded social opportunities and life choices that wage employment brings. This 

also sets in train a greater change in gender relations, by shifting parents‘ perceptions of girls as a 

liability towards viewing them as potential income earners and contributors to the household. 

Attitudes and incentives for educating girls are improved as a result. 

 
Role of Women in Export  

 The experiences of the newly industrialized economies (NIEs) have demonstrated the beneficial 

impact on growth and development of export oriented strategies. Their success has depended on 

many factors pertaining to the right policy environment and access to international markets. 

Another factor that economists have recently highlighted is the role of women in the export 

competitiveness of these countries. Indeed their participation is considered so important, it has been 
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asserted that industrialization in these countries in the context of globalization is as much female-led 

as it is export-led! The employment of large numbers of women in the low-value chains of global 

production networks often provides the stepping stone for a systematic industrial strategy. 

 Many developing countries have developed their export sectors through insertion in these 

global value chains. In most of these cases, they have created special export processing zones (EPZs) 

to attract foreign investors and to provide special incentives for export activities in such sectors as 

electronics, information-technology industries, footwear, textiles and clothing. 

 In developing countriestrade brings new opportunities in employment for women. Export-

oriented industries in many countries, almost without exception, have relied on the massive 

contribution of low-cost female labour. In low-income countries, there is a large pool of female 

labour surplus, resulting in a very elastic supply of labour that is mostly unskilled. Intensified cost 

competition among low income countries for labour-intensive exports might drive down further the 

wages of women employed in these industries, and lead to worsening conditions of work.  

The preferential demand for female labour is generally related to stereotyped female characteristics 

such as docility, dispensability and a greater likelihood to respond to discipline. Also, the types of 

jobs in which women are mainly employed tend to be precarious, and employers prefer young 

women without family responsibilities, who are more ready to accept part-time or flexible hours, or 

seasonal work. A strategy that develops export industries mainly or exclusively on the basis of 

cheap labour cannot be sustainable. Short-term gains can be reaped in terms of market shares, but 

fierce competition among low-income countries will undermine the competitive advantage of the 

early movers towards countries with an even cheaper female labour surplus. Under such a scenario, 

neither long-term development gains nor gender equality (in terms of equal returns to labour) can 

be achieved. Countries need to implement a long-term strategy to increase the technological content 

of their exports and move up the supply-chain ladder. This strategy should also ensure gender 

equality in education and training, so that women gain higher qualifications for employment in line 

with the rise in technological capabilities of the exporting country.  

 
Conculsion  

 Gender equality in the economy is important, both as a humanitarian goal and as a development 

objective in its own right. Indeed, it is generally found that gender equality and growth are mutually 

supportive. Growth brings more gender equality, while gender equality contributes to growth 

through human capital development and increased productivity. Given the important contribution 

that women are bringing to the economy as workers and entrepreneurs, redressing gender 

imbalances, notably in respect with returns to labour, vertical and horizontal job mobility, access to 

training and technology and other resources, will increase the productivity of women producers.  

 International trade can influence the growth process and gender equality in different ways. 

Trade enlarges markets by facilitating inter-country flows of goods and services and an exchange of 

technology and information, contributing thereby to growth and development. But trade 

liberalization does not always bring benefits, and can entail high costs and misery if domestic 

production is displaced in countries with weak supply capacities that prevent them from seizing 

opportunities to access global markets. Trade-induced growth will benefit all – men as well as 

women. However, within the same country, the benefits and costs of trade can be distributed 

differently between men and women, because the society assigns them different roles, thereby 
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causing gender inequality to persist. For the reasons noted above, women constitute a vulnerable 

social group, and special measures need to be taken to allow them to advance and to shield them 

from excessive adjustment costs. 

 
Suggestions  

 Finance: Move beyond micro-credit. Investigate how to prepare women for financing, and how 

financial institutions can understand and capitalize on this growing market. Explore venture capital 

opportunities. 

 Training: Business management training, skills for trade service providers and mentoring 

programmes are the most frequently recommended by women active in international trade. 

Training in standards, export development, international marketing and networking also rate 

highly. Promote businesswomen‘s participation in training seminars for international trade. 

 Information: Provide access to business intelligence and trade support services. Conduct needs 

assessments of women-owned export businesses. 

 Networking: Develop linkages with public and private sector trade support agencies at all 

levels. Include women in trade missions. Encourage women to join mainstream associations such as 

chambers of commerce. Conduct membership drives for professional associations. Link with 

associations in other countries that help businesswomen build referral networks. Use the Internet to 

create virtual networks that highlight best practices for women entrepreneurs.  

 Visibility: Document success stories and broadcast them. Use existing television programmes, 

radio broadcasts or newspaper columns that focus on trade to feature successful women exporters.  

 Technology: Use technology for international business development and to reach out to rural 

areas. Pool resources to share access to such technology.  

 Social support: Evaluate gender-specific needs for support – from health clinics to maternity 

leave and childcare. 
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Abstract 
 A Great Place to work is where “You Trust the people you work for, have pride in what you do, and enjoy the people 
you work with.” Companies have changed. They are now more complex and international. This is why they need to be 
more efficient, more flexible, better coordinated and have a tighter rein on costs and risks. The workspace in itself has also 
gained more importance and is now considered a place that can improve employee well-being and attract clients. Work 
place management is the key to make the employees more efficient and increase the productivity through organizing things 
surrounding in working place, moreover efficient workplace management is a great way to save a significant amount of 
money and time. The present paper aims at studying the factors which determines work place issues in Menaka Mills 
Private Limited, Theni.  The main objective is to identify the satisfaction level of employees and gain an insight into the 
opinion of employees regarding their job and work place environment. Primary data was collected through survey method 
with the help of a structured questionnaire. The data was collected from 120 respondents. The result shows the important 
factors which influence work place. The genesis of the present study lay in the understanding that global competition 
requires that promoters of all industries in India undertake the primary role in improving the productivity, and one way to 
achieve this is by enhancing the working environment within the organizations. 
Keywords: stress, job satisfaction, quality of work-life. 
 
Introduction 

 The highly challenging work environment in today’s organizations requires its employees to 

work in constant stress situations like meeting stiff targets, handling multiple tasks, etc. 

A workplace is a location where someone works for his or her employer, a place of employment. 

Such a place can range from a home office to a large office building or factory. For industrialized 

societies, the workplace is one of the most important social spaces other than the home, constituting 

"a central concept for several entities: the worker and his/her family, the employing organization, 

the customers of the organization, and the society as a whole". The development of new 

communication technologies have led to the development of the virtual workplace, a workplace that 

is not located in any one physical space. One of the most important lessons that many leading 

companies have learned is that encouraging and fostering a work environment that is fun and that 

inspires employees to take joy in their work can reap enormous benefits. Happy employees are 

loyal employees, and loyal employees can do amazing things. This is one of the keys to success for 

such industry leaders as Google, Apple, and software analytics giant SAS Institute. 

Workplace is where employees spend more than one-third of their lives. Naturally, if employee is 

happy and content at work, it will reflect in his overall personality and growth as a human being. 

The collective impact of a good work environment is much more than increased productivity and 

employee satisfaction. The impact is on the overall personality of people who work for the 

organization. Work culture is an intangible ecosystem that makes some places great to work and 

WORK PLACE MANAGEMENT: A STUDY ON MENAKA MILLS  

PRIVATE LIMITED, THENI 
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other places toxic. In a nutshell, the ideology of an organization is what constitutes its work culture. 

It affects or defines the ability of the leadership and employees to relate to each other for the 

common good of the organization and operate within a mutually agreed and acceptable boundary 

of cultural values and emotional interface. It is widely understood that a positive ambience can 

make or mar performance, be it school, college or workplace. No matter how talented and smart 

employees are, they can work to the best of their capabilities and creative skills when they are 

surrounded by an encouraging environment that values human resource. This is why work place is 

so important in bringing out the best from employees even in adverse circumstances. Negativity not 

only kills creativity and will to perform but also does not allow an employee to develop a sense of 

affection and ownership with the organization. 

 
Workplace Management 

 An organization whose employees have a deep sense of loyalty and ownership towards their 

workplace is an organization that has a long way to go. . An employee who loves his/her 

organization will spread the goodwill and will be instrumental in attracting good human resource to 

the organization. Employee incentives and appraisals might not always be enough to motivate an 

employee to work for the best outcome for an organization. Sometimes in extremely challenging 

circumstances when a collective endeavor is required to save the day for the organization, it is the 

love and affection employees feel towards their workplace that turns out to be a decisive factor.  

The workplace climate is ever-changing. Both employee and employer are faced with many 

challenges ahead. To address these issues workplaces can anticipate the challenges by 

understanding them and implementing company policies and procedures that help handle these 

situations when they occur. It is a series of activities for planning, designing, using and disposing 

items surrounding the workplace for the purpose of helping employees organize their daily tasks 

and optimize the use of resources and facilities. Managing the workplace means following specific 

management approaches and having a plan to understand the potential needs of employees and 

address the challenges they could face at their workplace, while ensuring that employees have 

everything they need to do their tasks and duties. Workplace management exceeds the scope of 

traditional facility management functions as it aims to enhance workforce productivity and 

collaboration. It is a strategic instrument that supports business goals and provides measurable 

value. Workplace management is a continuous process that allows organizations to aim for 

the optimum in workplace performance. With enhanced workplace management, organizations are 

enabled to achieve greater efficiency and productivity, as well as experience financial benefits. In 

addition to increased productivity, professional workplace management can contribute to cost 

efficiency and reduction.  

 Challenges faced by the workplace today, these are the five most common and most daunting: 

 Employee engagement 

 Time management 

 Overwhelming workloads 

 Employee turnover 

 Open communication 

https://planonsoftware.com/us/register/webinar-adapting-to-the-modern-workplace/
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 Organizing workplace is vital for business to thrive long term. Along with establishing a sense 

of structure and order, an organized work environment promotes team spirit. Business will also run 

more efficiently. 

 Morale 

 Professionalism 

 Safety and Health 

 Efficiency 

 
Menaka Mills Private Ltd 

 MENAKA MILLS PRIVATE LIMITED is an unlisted private company incorporated on 27 June, 

1997. The registered office of the company is at Theni, Tamil Nadu. It is a leading Exporter and 

manufacturer of anti skid patient slippers, polar fleece blankets, knitted fabric single jersey, fleece, 

viscose/ lycra, cotton. It has various departments and provides employment opportunities for the 

people in and around Theni. It has more than 500 employees. 

 
Literature Review 

 Retaining good employees has always been an issue of utmost importance. Companies should 

focus on this to create a better workplace. Cahn et al., (2000) suggest that the majority of the workers 

were unhappy with the current culture where they were required to work extended hours and cope 

with large workloads while simultaneously meeting production targets and deadlines. Alexandros-

Stamatios et.al, (2003) says that management‘s role of in organization is one of the aspects that affect 

work- related stress among workers. Workers in an organization can face occupational stress 

through the role stress that the management gives. Raja Achanta., (2004) suggest that training and 

job security are considered to be the biggest motivators for attracting and retaining staff. While on 

the other hand job security too is being seen as increasingly important, especially due to the recent 

practices of retrenchments of organization flab. Syed Ali Akbar (2011) indicated that the managers 

should listen to their staff carefully and respect them and managers should participate continuously 

& evaluate staffs and give feedback to them in order the staff to achieve the objective of the 

organization. 

 Meenakshi Gupta and Parul Sharma(2010) mentioned as safe & healthy working conditions, 

opportunities for developing human capacity, opportunity for career growth, social integration in 

the work force, constitutionalism in work organization, Eminence of work life and Social relevance 

of work were the determinants and enhancers of QWL. Normala and Daud (2010) investigated that 

the quality of work life and its relationship with organizational commitment among Malaysian 

employees. Seven quality of work life variables were examined namely growth and development, 

participation, physical environment, supervision, pay and benefits and social relevance were 

examined to determine their relationship with organizational commitment. They found that there 

was a relationship between quality of Work life and organizational commitment and suggested the 

Malaysian firms to improve QWL upon their employees commitment. Rita Funnel (2010) identified 

the predictors in her study affecting quality of working life like security, economic rewards, 

autonomy, organization and interpersonal relations, worker involvement and commitment, working 

conditions and work complexity, personal growth opportunities and quality of working life feelings. 

She suggested improvising the working conditions, work environment, health and safety, the skills 
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and attributes of unit managers, financial and other rewards; and policies and practices that 

promote an acceptable work/family. Kinman et al., (2006) identified that the most stressful aspects 

of academic and academic-related works are long working hours, too much administrative paper 

work, lack of support, obtaining research funding and finding time for research, frequent 

interruptions, rapid change, poor leadership and management, poor salary and lack of promotion 

prospects. 

 
Objectives 

 The major objective of the study is to assess the major factors that influence workplace issues 

among employees in Menaka Mills,Theni. The specific objectives are to: 

 Understand the relationship between the employees and their management 

 Identify the satisfactions level of the employees 

 Gain an insight into the opinion of employees regarding  their working conditions 

 Analyse the level of stress among the employees in Menaka Mills Pvt Ltd., 

 
Data and Methodology 

Sample Design 

 Simple random sampling technique was followed for the selection of the sample required for the 

present study. The study comprised Menaka Mills Pvt Ltd., and its employees in Theni district of 

Tamilnadu. The sample respondents were employees of Menaka Mills Pvt Ltd. The sample size of 

120 employees was selected from the total 255 employees. 

 
Data Collection 

 The study is both descriptive and analytical in nature and is based on primarily as well as 

secondary data. Field visit was conducted to collect the data based on questionnaire (see Appendix) 

and discussion was also done. Along with the personal discussions with the leaders and Menaka 

mills officials were also conducted to collect relevant information necessary for the study.  

The respondents were then requested to judge its severity as an obstacle on a 5-point scale with the 

help of statistical techniques like percentage analysis, chi-square analysis and one way ANOVA 

method determine the factors which influence workplace management 

Results and Discussion 

 It is observed from table 1 that a majority of the respondents fall in the age group of 31-40 years, 

i.e., 30.8% and only 11.7% fall in the age above 40 years. While 63.3% of the respondents are male, 

60% are married, 28.3% of them are educated up to high school and 56.7% of the respondents have 

6-10yrs of experience 

Table 1: Demographic Descriptive 

Demography Frequency Percentage 

Age (in years) 

Below 20 yrs 22 18.3 

21-25 yrs 24 20.0 

25-30 yrs 23 19.2 

31-40 yrs 37 30.8 

Above 40 yrs 14 11.7 

 Total 120 100 

Gender Male 76 63.3 
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Female 44 36.7 

Total 120 100 

Marital Status 

Single 48 40 

Married 72 60 

Total 120 100 

Education 

Uneducated 33 27.5 

HSC 34 28.3 

UG 20 16.7 

PG 11 9.2 

Others 22 18.3 

Total 120 100 

Designation 

Managers 8 6.7 

Officers 8 6.7 

Supervisors 10 8.3 

Workers 94 78.3 

Total 120 100 

Experience 
1-5 yrs 18 15.0 

6-10 yrs 68 56.7 

 

11-15 yrs 28 23.3 

More than 16 yrs 6 5.0 

Total 120 100 

 Table 2 shows that out of 120 samples, 46.7% of the employees are satisfied with the present 

working condition of their organization, but only 3.3% of the employees are highly dissatisfied with 

their working condition. 

    Table 2: Satisfaction Based on Working Condition 

Factor Frequency % 

Great 9 7.5 

Satisfied 56 46.7 

Unable to Convertible 51 42.5 

Frustrated  0 0 

Depressed 4 3.3 

Total 120 100 

 From the Table 3 it is observed that 55.8% of employees feel that they have supportive work 

culture in their organization. 

Table 3: Supportiveness of work culture 

Factors Frequency Distribution 

Always 0 0 

Mostly 12 10.0 

Sometimes 67 55.8 

Rare 41 34.2 

Never 0 0 

Total 120 100 
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 Table 4 shows that 66.7% of the employees are satisfied with their present working hours in 

their organization 

Table 4: Satisfaction on Working Hours 

Factor Frequency Percentage 

Highly satisfied 1 0.8 

Satisfied 80 66.7 

Neutral 0 0 

Dissatisfied 29 24.2 

Highly Dissatisfied 10 8.3 

Total 120 100 

 As revealed in Table 5, 45.8% of the respondents said that they have very good relationship 

between the management and employees, while 3.3% of them said relationship is poor. 

 
Table 5: Relationship between Employer and Employee 

Factor Frequency Percentage 

Excellent 9 7.5 

Very good 55 45.8 

Good 32 26.7 

Fair 20 16.7 

Poor 4 3.3 

Total 120 100 

 Table 6 shows that 85.8% of the respondents said that they have feasible working hours because 

as mentioned in the‖ Factories Act 1948‖ working hours are followed. 

 
Table 6: Feasible Working Hours 

Factor Frequency Percentage 

Yes 103 85.8 

No 17 14.2 

Total 120 100 

 From table 7 it is shown that 54.2% of the employees feel job is interesting while none of them 

felt the nature of job is neither challenging nor monotonous 

Table 7: Feeling about Job 

Factor Frequency Percentage 

Challenging 0 0 

Routine 51 42.5 

Interesting 65 54.2 

Monotonous 0 0 

Career planning 4 3.3 

Total 120 100 

 It is observed from the Table 8, 43.3% of the employees have moderate level of stress, 39.2% are 

highly stressed and17.5% of the feel stress level is low in their organization 
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Table 8: Level of Stress 

Factor Frequency Percentage 

Very High 0 0 

High 47 39.2 

Moderate 52 43.3 

Low 21 17.5 

Very Low 0  

Total 120 100 

 Table 9 shows that 67.5% of the employees feel that they have autonomy in their working 

environment. 

Table 9: Type of Working Environment 

Factor Frequency Percentage 

Participative 8 6.7 

Autonomy 81 67.5 

Whimsical 27 22.5 

Red Tapism 4 3.3 

None of the above 0 0 

Total 120 100 

 From the Table 10 it is inferred that 77.5% of the employees felt that they are satisfied with the 

safety measure provided by the company and remaining of them were dissatisfied. 

 
Table 10: Satisfaction on Safety Measures 

Factor Frequency Percentage 

Highly satisfied 0 0 

Satisfied 93 77.5 

Neutral 0 0 

Dissatisfied 27 22.5 

Highly Dissatisfied 0 0 

Total 120 100 

 It is observed from Table 11 that majority of the employees strongly agreed their Satisfaction on 

Tools& Techniques, Fringe benefits, sharing experience, working condition and Trade unions are 

good. 

 
Table 11: Satisfaction on Tools& Techniques, Fringe benefits, sharing, working  

condition and Trade unions 

Factor Strongly Agree Agree Neutral Disagree Strongly Disagree 

High quality tools & techniques 0 10.8 85.8 3.3 0 

Fringe benefits 9.2 76.7 10.8 3.3 0 

Share Experience 3.3 42.5 50.0 4.2 0 

Physical Working Condition 24.2 39.2 25.0 11.7 0 

Trade Unions Support 8.3 50.0 38.3 3.3 0 
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 It is observed from Table 12 shows that the significance value of chi-square is greater than 0.05. 

Hence null hypothesis is accepted and it is concluded that there is no significant relationship 

between experience and fringe benefits scheme. 

 
Table 12: Chi –Square –Experience Vs Fringe benefits 

Experience 
Fringe benefits 

Strongly agree agree Neutral Disagree Total 

1-5 yrs 2 14 2 0 18 

6-10 yrs 6 51 9 2 68 

11-15 yrs 3 23 1 1 28 

More than 16yrs 0 4 1 1 6 

Total 11 92 13 4 120 

Pearson Chi-Square 6.672 

p- Value 0.672 

 From the Table 12 it revealed that the p-Value is greater than 0.05% Hence null hypothesis is 

accepted and it is concluded that there is no significant relationship between Age group and 

Working Condition. 

Table 12: One way ANOVA for Age Vs Working Condition 

ANOVA Working Condition 

Age Sum of Squares Degree of Freedom Mean Square F P Value 

Between Groups 4.524 3 1.508 1.840 0.144 

Within Groups 95.067 117 0.820   

Total 99.592 120    

 
Conclusions 

 From the above analysis it can be concluded that majority of the respondents said they are 

satisfied with present working environment and safety measures. Majority of the respondents 

agreed that they have flexible working hours. Most (54.2%)of the respondents feel their job is 

interesting and have moderate level of stress. majority of the employees strongly agreed their 

Satisfaction on Tools& Techniques, Fringe benefits, sharing, working condition and Trade unions 

are good. 

 From this study, it is clear that working place management factors among employees in Menaka 

Mills Pvt Ltd., is good. The effort of this organization for upgrading the living standard of the 

employees is encouraging and unique. Some of the welfare measures like recreational, medical, 

transport, educational, housing facilities are provided but, the research reveals, they need further 

training facilities to improve the employees performance. Hopefully this study will provide an 

opportunity for the people of an organization to engage in this very essential topic and to 

operational define a healthy workplace. 

 
Limitations 

 The present study is restricted the district of Theni. Hence the findings cannot be generalized. It 

has been carried out on a limited sample size of 120. The study is done under assumptions that 

respondents are true and honest in expressing their views.  

Scope for Future Studies 
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 Similar studies can be carried out in the future covering a large sample size in other units as well 

as organizations. In fact, similar studies can be carried out covering additional factors that are not 

included in this study. 
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Appendix 

Questionnaire 

Demographic details 

Name : ______________________ 

1.  Age in years 

 a. Below 20       b. 21-25       c. 25-30     d. 31-35        e. Above 35 

2.  Gender  

 a. Male               b. Female 

3.  Marital status  

 a. Single           b. Married 

4.  Educational qualification 

 a. Uneducated       b. HSLC        c. UG        d. PG           e. Others 

5.  Experience  

 a. 1-5 years          b. 6-10 years     c. 11-15 years    d. More than 16 years 
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6.  Designation 

 a. Manager        b. Officer     c. Supervisor   D.Worker   e. Others 

 
Workplace Management 

7.  How is your working condition in the factory? 

 a.Great    b. Satisfied    c.Unable to Convertible    d.Frustrated   e. Depressed 

8.  Is working culture supportive to your organization? 

 a. Always  b. Mostly  c. Sometimes     d. Rare   e. Never 

9.  How do you feel about the working hours of the organizations? 

       a.Highly Satisfied      b. Satisfied    c.Neutral    d.Dissatisfied   e. Highly Dissatisfied 

10.  What do you feel about employer-employee relationship at your workplace? 

       a. Excellent     b. Very good    c. Good    d. Fair    e. Poor  

11.  Do you have feasible working hours in your factory? 

 a. Yes     b. No 

12.  How do you feel about your job? 

       a. Challenging   b. Routine    c. Interesting    d. Monotonous   e. Career Planning 

13.  What is the level of stress that you feel ion your job? 

      a. Very High    b.High     c.Moderate     d. Low      e. Very Low 

14.  Which type of Working Environment exist in the factory? 

      a. Participative  b. Autonomy  c.Whimsical   d. Red Tapsim  e. None of the above 

15.  What do you feel about safety in your organiation? 

      a.Highly Satisfied    b. Satisfied    c.Neutral     d.Dissatisfied    e. Highly Dissatisfied 

 
Satisfaction level of factors influencing work place management (SA- strongly agree A- agree  

N- neutral  D- disagree  SD- strongly disagree) 

S.No Factors SA A N D SD 

16. Provide high tools & techniques to do the job      

17. Fringe Benefits are good      

18. Can Employees can share experience to help each other      

19. Good physical working conditions are provided      

20 Trade union help to improve the work place performance      

 

Thank you 
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Abstract 
 This study endeavours to understand customer satisfaction in online shopping while investigating the major reasons 
that motivated customers' decision-making processes as well as inhibitions of online shopping. The Kotler and Killers 
(2009) Five Stage Buying Process Model was chosen as the basis of framework of this study to explain customer 
satisfaction through their motivations to buy products online. The existing literature was reviewed to discover reasons that 
would influence customers positively or negatively towards shopping online.  It was discovered that respondents use 
internet to purchase products through online because they believe it is convenience to them and the term convenient 
includes elements such as time saving, information availability, opening time, ease of use, websites navigation, less 
shopping stress, less expensive and shopping fun. In contrast, along with respondents' mind-sets, online payment security, 
personal privacy and trust, unclear warranties and returns policies and lack of personal customer service are the  
Keywords: Customer satisfaction, Customer motivation and inhibition, On-line shopping, On-line vendor,  

 
Introduction  

 The Internet and the World Wide Web (www) have dramatically changed the way consumers 

seek and use information. Whether they are shopping for information, shopping for goods and 

services, or using on-line services, today‘s savvy consumers must learn how to manage this 

important new resource. Online shopping, also known as e-commerce (electronic commerce), has 

become increasingly popular. When you are shopping online through your computer, you can shop 

for, buy and pay for an item right at your computer screen. With e-commerce expanding very 

rapidly, you can buy just about everything online: books, clothing, cosmetics, airline tickets and 

vacations, groceries and homes. And, you can even bank online. Online shopping has become a 

popular shopping method ever since the internet has declared a takeover. There are many 

individuals that are looking for other amazing alternatives shopping and online shipping is just the 

fix for that. There are many advantages of online shopping; this is the reason why online stores are a 

booming business today. Online shopping includes buying clothes, gadgets, shoes, appliances, or 

even daily groceries. 

 
Classification of E-commerce 

 As electronic-commerce (e-commerce) grows and further exploits the attributes of the Internet, it 

will likely have significant effects on national economies and industry structure. Ecommerce has 

come to take on two important roles; first as a more effective and efficient conduit and aggregator of 

information, and second, as a potential mechanism for the replacement of many economic activities 

once performed within a business enterprise by those that can be done by outside suppliers that 

compete with each other to execute these activities. In response to this increased level of outsourcing 

opportunities, businesses will exploit the benefits of e-commerce by decoupling as many links of 
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their production chain as possible in order to seek the most efficient and low cost supplier within 

the e-marketplace. Given as the Internet has a global reach, these new e-marketplaces have fast 

become a product of globalization, leading the Internet and e-commerce to further the process of 

global integration. In its most basic form, e-commerce is any transaction made over the Internet. 

Most often this involves the transfer of goods, services, or information. Common e-commerce 

models include: Business-to-business e-commerce, companies interacting with other companies, 

seeking supplier bids, fulfilling orders, receiving invoices and making payments using the Internet 

as a backbone; Business to Business (also known as commercial organizations on the business 

sector, denoted by B to B or B2B e-commerce. B2B refers to business methods or business  

e- commerce activities between agencies; it is Business to Business continuation of the traditional 

business activities. This type of e-commerce has been for many years, of which corporate network 

through private networks or value-added (VAN using EDI business activities carried out by way of 

particular models. This type of mainstream e-commerce, but also enterprises are facing fierce 

competition in the market, improve competitiveness, the main method to establish a competitive 

advantage. Business to-business sales account for the largest total dollar volume of e-commerce. 

Online B-to-B sales may reach as high as $8 trillion worldwide by 2007. 

 Business-to consumer e-commerce, retail services between companies and customers; the 

business to consumer (also known as Business to Consumer, denoted by B to C or B2C  

e-commerce.B2C mode refers to enterprises or business organizations and consumer e-commerce 

activities between. This is the consumer use of the Internet in the form of direct participation in 

economic activities. In recent years, with the Internet for businesses and consumers to open up a 

new trading platform, coupled with the increase of global Internet users, making this type of  

e-commerce has been rapid development. In addition, Internet browsing capabilities to provide 

search and multimedia interfaces, but also makes it easier for consumers to find and in-depth 

understanding of the required products. Therefore, to Business to Consumer e-commerce has great 

potential. Consumer-to-consumer e-commerce, trade in goods, services and even information 

between two or more consumers. Beyond the sale of goods, through auction sites like eBay or 

Yahoo!, this model includes such human intelligence services sites like Keen.com and Guru.com; 

and Information retrieval, from public sites such as government agencies, libraries or museums or 

proprietary sites such as those operated by online banking services or brokerages. Information 

retrieval, from public sites such as government agencies, libraries or museums or proprietary sites 

such as those operated by online banking services or brokerages. Portals, Some web sites act as 

windows to online content. A customer portal such as AOL, MSN, or Yahoo. Design its site to allow 

individuals to find a variety of online content on its and others sites. These portals make money 

from advertising revenue and the sale of products. Shopping portals such as Amazon.com and 

Buy.com allow consumers to find and purchase product online. 

 
Review of Literature 

 According to Kotkin (1998), non-store retailing accounted for 15 to 20% of total retail sales.  

The advantages of non-store retailing are increased sales without the need for physical retail space 

meaning smaller capital investments, fewer personnel costs, and an ability to better meet diverse 

needs (Maruyama, 1984). Non-store retailing includes the telemarketing, catalogue sales, door-to-

door sakes, television shopping, and short-form commercial. 
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 Ajzen (1994) in his study on perceptions towards online shopping reveals that perceptions 

toward online shopping and intention to shop online are not only affected by ease of use, usefulness, 

and enjoyment, but also by exogenous factors like consumer traits, situational factors, product 

characteristics, previous online shopping experiences, and trust in online shopping. 

 Khalifa and Limayem (2003) in a research entitled ―Drivers of internet shopping‖ applied well-

established behavioural theories to explain Internet consumer behavior. Then, they conducted a 

longitudinal survey study to identify key factors influencing purchasing on the Web and to examine 

their relative importance. The results indicate that the intentions of Internet consumers are 

significantly affected by the perceived consequences of online shopping, the consumers‘ attitudes 

towards it, and social influence. 

 Ramalingam (2008) has made an attempt to study the behavior of buyers towards online 

shopping. The sample of 150 respondents was selected from various centres in around Madurai. It 

was found that majority of respondents interested in online shopping fall in the age group of 25-40. 

Male respondents dominated in online shopping while comparing with females. 

 
Importance of the study 

 As information technology and the popularity of Internet technology and in-depth applications, 

e-commerce is at unprecedented pace. People become more and more the focus of attention.  

At present, relatively fast development of e-commerce activities are online sales, online promotions, 

and online services. Globalization of electronic commerce as the development of enterprises 

provided many opportunities, but in developing country‘s electricity business is still in the initial 

stage of development, how to improve e-commerce environment of consumer satisfaction, 

consumer loyalty and thus, related to the electron the performance of business enterprises.  

 
Reasons for buying online 

 Convenience: Where else can we do shopping, even at midnight? We don‘t have to wait in a 

line or wait till the shop assistant helps. We can do our shopping in minutes even if you are busy, 

apart from saving time and avoiding crowds. Online shops give us the opportunity to shop 24 x 7 

and also reward us with ‗no pollution‘ shopping.   

 Better Prices: We get cheap deals and better prices from online stores because products come to 

us directly from the manufacturer or seller without middlemen involved. Many online shops offer 

discount coupons and rebates.  

 Variety: One can get several brands and products from different sellers at one place. We can get 

in on the latest international trends without spending money on travel; we can shop from retailers in 

other parts of the country or even the world without being limited by geographic area... These stores 

offer a far greater selection of colors and sizes than you will find locally. If we find that the product 

is out of stock online, we can take our business to another online store where the product is 

available. 

 Fewer Expenses: Many times when we opt for conventional shopping we tend to spend a lot 

more than the required shopping expenses, on things like eating out, travelling, impulsive shopping 

etc.  

 Comparison of Prices: Online shops make comparison and research of products and prices 

possible. Online stores also give the ability to share information and reviews with other shoppers 
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who have firsthand experience with a product or retailer.  

 Crowds: We can avoid the crowds when we do the shopping. Crowds force us to do a hurried 

shopping most of the time. Crowds also create a problem when it comes to finding a parking place 

nearby where you want to shop and going back to our vehicle later loaded with shopping bags.  

 Compulsive Shopping: Many times when we go out shopping we end up buying things which 

we do not require because of the shopkeepers‘ up selling skills -- or we‘ll compromise on our 

choices because of the lack of choices in those shops.  

 Discreet Purchases: Some things are better done in privacy. Online Shops enable to purchase 

undergarments and lingerie or adult toys without the embarrassment that there are several people 

watching me and my choices.  

 
Table 1 Frequency of purchase through online Shopping 

Source: primary data. 

 It is evident from the above table 1, 

that 34.8% of the respondents doing 

shopping through online at least once in a 

month, 31.8% of the respondents do 

shopping according to their need, 16.6% 

of them once in 2-4 months, and 10.0% of 

them once in a year, and 6.6% of them 

once in a week. It is observed that most 

of the respondents (34.8%) doing shopping through online at least once in a month. 

Table 2 Sources of Information about various products 

Source: primary data 

 It is evident from the above table that 

26.7% of the respondents use search 

engines to gather information about 

various products, 24% of them use 

company‘s websites, 15.3% of them from 

friends and family, 13.3% of them use the 

print media, 5.3% of them from 

promotional e-mails, 4% of them from 

online advertisements, 4 % of them use 

product catalogs, 2.7% of them use Blogs, 

2.7% of them use Advertisements and 

2.0% of them use other sources to gather 

information about various products. It is 

observed that 26.7% of the respondents 

used search engines to gather information about various products for doing online shopping. 

  

 Number of customers % 

Once in a week 10 6.6 

At least once in a month 52 34.8 

Once in 2-4 months 25 16.6 

Once in a year 15 10.0 

According to the need 48 32.0 

Total 150 100 

 Number of  
Customers 

% 

Company Website 36 24 

Search engines 40 26.7 

Friends and family 23 15.3 

Product reviews in the print media 20 13.3 

Promotional e-mails 8 5.3 

Online Advertisements 6 4 

Advertisements 4 2.7 

Product Catalogs 6 4 

Blogs 4 2.7 

Others 3 2.0 

Total 150 100 
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Table 3 Mode of Payment adopted for online shopping 

Source: primary data 

 It is learnt that 32.0% of the respondents use 

credit card as their payment mode for online 

shopping, 28.0% of them use debit card for 

payment, 15.3% of the respondents use net 

banking for payment, and 10.0% of the 

respondents use cash on delivery for payment, 

8.7% of them use other mode of payments and 

6.0% of the respondents use demand drafts for 

online shopping. It is observed that most of the 

respondents (32.0%) are using Credit cards for payment towards online shopping. 

 
Table 4 Distribution of Online sites based on the usage by respondents 

 It is evident from the above table 3.5.1, that 

46% of the respondents have used the Amazon 

site, followed by 22.67% Flipcart, and 10.67% of 

them have used Snapdeal etc. 

 
Conclusion 

 The marketing magic ―Customer is a King‖ is 

no more on paper, and how it has become a 

reality. Increased level of awareness among the 

customers leads to increased preferences. Today‘s 

customers are not satisfied with care and courtesy 

alone, they expert concern and commitment. 

Therefore customer centric approach is the need 

of the hour. In this completion environment not the oldest, not the strongest and not the first can 

survive, but only the ―Best‖ can survive. Therefore usage of modern technology for better service is 

imperative. Educational level respondents influence the use of internet banking facility and highly 

satisfied with secrecy maintenance, transaction updating, account transfer and security followed by 

easy access while using the internet banking services. The success of Internet banking not only 

depends on the technology but also on, to the large extent the attitude, commitment and 

involvement of the operating at all levels and how far the customers reap the benefits from internet 

banking services. 
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 Number of customers % 

Credit card 48 32.0 

Debit card 42 28.0 

Net Banking 23 15.3 

Cash on delivery 15 10.0 

Demand drafts 9 6.0 

Others 13 8.7 

Total 150 100 

Name of the sites No. of respondents % 

Amazon 69 46 

Flipcart 34 22.67 

Snapdeal 16 10.67 

Paytm 10 6.6 

Ebay.in 5 3.3 

Jabang.com 4 2.67 

Myntra 1 0.76 

Shopclues 3 2.0 

Pepperfry 2 1.33 

Firstcry 6 4.0 

 150 100 
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Abstract 
 The increase in the number of users/services  and coverage of telecom services have been recognised world-wide as an 
indication of economic development of both the nation as well as  people. In providing telecom services, especially mobile 
phone services a number of new companies are entering into the Indian markets. But only a few companies are well 
recognized by the customers. In this paper an attempt has been made to analyse the satisfaction level of customers of the 
public sector undertaking BSNL (Bharat Sanchar Niham Limited). Five attributes namely Tangibility, Reliability, 
Responsiveness, Assurance and Empathy are  considered for measuring  service quality, level of perception and satisfaction 
level of customers. The study was conducted in Theni District of Tamil Nadu taking a sample size of 25 each from each of 
the five taluks of the district. Percentage analysis, scaling techniques, normal distribution, chi-square test, „t‟ test, standard 
deviation are tests used to analyze the data. 
 
Introduction 

 The telecommunication services have been recognized the world-over as an important tool 

indicating the socio-economic development of a nation and the telecom infrastructure is treated as a 

crucial factor to realize and accomplish the socio-economic objectives in India. The 

telecommunication services in India have witnessed phenomenal changes over the last few years 

and the information technology has brought tremendous changes in day-to-day activities of 

common man. The craze for mobile phone services in the Sub-continent is increasing substantially. 

Keeping high consumer demand into consideration, a number of major players like BSNL, Reliance, 

AirTel, Airecel, Vodafone, Tata Indicom etc. have launched their services in the market.  

India, the second most populated country in the world, is set to achieve another milestone of having 

one billion wireless connections and will become the second largest group of mobile phone users in 

the world, next only to China. In a fewer than fifteen years ago, mobile phones were considered to 

be rare and expensive pieces of equipments used by affluent people, but now they have become a 

common house-hold item. Building trust and adapting to the individual and local needs of the 

community/region are the two-fold success factors in the diffusion and the introduction and 

implementation of cutting-edge technology in the sector. With the permission to the private sector 

telecom service providers, India witnesses a stiff competition among the service providers to win 

over new customers and retaining the existing ones. With the increase in the number of players, 

cellular mobile companies seek new ways to woo new customers and thereby, increase the 

subscribers-base and market share. However, the ability to earn new customers and retaining the 

THE IMPACT OF SERVICE QUALITY ON CUSTOMERS’ SATISFACTION, 

WITH REFERENCE TO BSNL MOBILE PHONE SERVICES IN THENI 

DISTRICT, TAMIL NADU 
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existing customers is a crucial activity and can be achieved only by  providing commendable quality 

services to the customers.    

 The problem of this study is driven by the need to empirically measure the service delivery of 

mobile telecommunication operators in Theni District of Tamil Nadu. BSNL is one of the largest and 

leading public sector units providing comprehensive range of telecom services in India. Therefore, 

this study represents a first research in the area of customer satisfaction with service qualities 

provided by BSNL in the study area.  The aim of the research is to examine the level of service 

quality as perceived by customers of BSNL mobile phone subscriber and its effect on the level of 

customers‘ satisfaction. The questionnaire survey was the main form of data collection. The survey 

instrument (questionnaire) comprises five constructs viz, Tangibility(Recognition), Reliability, 

Responsiveness, Assurance and Empathy for measuring  SERVQUAL(Service Quality) as proposed 

by Parasuraman et.al(1988) and comprises eight items that measure Customer Satisfaction.  

 
Sample Design:  

 The population of the study constitutes the total number of mobile phone users in the study 

area. The district consists of five taluks, a sample of 125 BSNL mobile phone service subscribers, 25 

from each taluk, was selected on the basis of convenience sampling method. 

 
Over all Customers’ Perception about Service Quality 

 The summary of customers‘ perception, expectations and gap scores for all the service quality 
dimension Tangibles, Reliability, Responsiveness, Assurance and Empathy is presented in following 
table. 

Table- 1 over all Customers’ Perception about Service Quality 

Dimension 

Perception Expectation Gap 

Mean Score 
Mean Score 

(%) 
Mean Score 

Mean Score 
(%) 

Mean Score 

Tangibles 15.76 56.28 22.02 78.64 -6.26 

Reliability 21.74 62.11 29.16 83.31 -7.42 

Responsiveness 14.77 52.15 24.07 85.96 -9.30 

Assurance 17.53 62.61 23.92 85.43 -6.39 

Empathy 15.94 45.54 29.30 83.71 -13.36 

Average(N=125) 85.74 55.68 128.47 83.42 -42.73 

 Source: Primary data  

 TABLE 1 shows the difference between customers‘ expectations and perceptions of the service 

quality in mobile phone services provided by the BSNL in the study area. The average expectation 

and perception score obtained by the respondents for overall service quality was 128.47 and 85.74. 

The difference between perception and expectation was -42.73, which indicates wide service quality 

gap perceived by the respondents.  

 The highly perceived Service Quality Factors among the customers is ‗Reliability‘ with a mean 

score of 21.74 followed by the factor ‗Assurance‘ with 17.53. The next three quality factors in the 

descending order of the scores as perceived by the customers are Tangibles, Empathy and 

Responsiveness with mean scores of 15.76, 15.94 and 14.77 respectively. The gap between perception 

and expectation shows negative value. However, the highest negative gap score was found in 

Empathy(mean score of -13.36) followed by Responsiveness(mean score of -9.30). The gaps in scores 

obtained for Tangibles, Reliability and Assurance were -6.26,-7.42 and -6.39 respectively. The table 
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further reveals that for the entire five service dimension qualities  negative mean gap scores are 

recorded.  Therefore, it can be inferred from the table that the customers have high expectation 

whereas, their level of perception is low towards the quality of service provided by the study unit. 

In short it can be stated that the mobile phone services provided by the BSNL is not up to the 

expectations of mobile phone users.  

 
Level of Perception about Service Quality 

 The level of perception after using mobile phone services has been examined to have a clear 

picture regarding their status on the basis of five parameters i.e. Tangibles, Reliability, 

Responsiveness, Assurance and Empathy. The level of perception of the respondents regarding 

mobile phone services is assumed be normally distributed. The level of perception is divided into 

three categories i.e. Below Average, Average and Above Average levels, which have been defined as 

Low, Medium and High level of perception respectively. The lower and upper limits have been 

calculated with the help of the following formula:  

Lower limit of the Average level = Mean – 1 Standard Deviation 

Upper limit of the Average level = Mean + 1 Standard Deviation. 

 
Overall Level of Perception about Service Quality 

 The overall level of perception about mobile phone service quality provided by the BSNL in the 

study area is shown in Table- 2 

    Table -2 

Source: Primary data 

 TABLE -2 indicates the level of 

perception as perceived by the 

respondents towards overall service 

quality of mobile phone services by 

considering the five service quality 

dimensions. Out of 125 respondents 

about 57 per cent of the respondents 

have revealed low perception, 29 per cent respondents have perceived moderate level and only 14 

per cent of the respondents have expressed high level of perception towards mobile phone service 

quality. Therefore, it can be inferred from the table that the majority of the customers perceive poor 

quality of mobile phone services offered by the BSNL in the study area. 

 
Descriptive Statistics 

 The descriptive statistics Mean and Standard Deviation are calculated for the data collected 

from the sample respondents. Further, to find out the existence of the relationship between the five 

service the qualities, herein, accounted for and the overall service quality as perceived by the 

respondents, ‗t‘  test is used by assuming null  hypothesis . The statistical results are presented in the 

table 1.3.  

 

  

Level of  

Perception 

No. of  

Respondents 

% 

Low(Mean Score <61.76) 71 56.80 

Medium (Mean Score 62.77 -109.71) 36 28.80 

High(Mean Score >109.71) 18 14.40 

Total 125 100.00 
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Service Quality Dimensions and Overall Service Quality  

Null Hypothesis: There is no significant relationship between service quality dimensions and 

overall service quality. 

Table -3 Service Quality Dimensions and Overall Service Quality 

Relation 

between 

No. of 

items 
Count Mean 

Standard 

Deviation 

‘t’  

Value 

Level of 

Significance 

Tangibles and Service 

Quality 

 

04 125 15.76 5.26 8.66  

** Significant 
22 85.74 23.98 

Reliability and Service 

Quality 

 

05 125 21.74 5.69 9.62 ** Significant 

22 85.74 23.98 

Responsiveness and Service 

Quality 

 

04 125 14.77 3.95 9.21 ** Significant 

22 85.74 23.98 

Assurance and Service 

Quality 

 

04 125 17.53 4.88 8.54 ** Significant 

22 85.74 23.98 

Empathy and Service Quality 

 

05 125 15.94 3.60 10.95 ** Significant 

22 85.74 23.98 

Significant at 5% and 1% levels 

 Table 1.3 shows that in all the five comparisons the calculated ‗t‘ value is more than table 

values(1.96 @ 5% level and 2.58 @1% level) as a result, it can be concluded that the null hypothesis in 

all the cases does not hold true and is rejected.   

 
Relationship between Demographic Variables and Level of Perception 

 To find out whether there is any significant relationship between individual demographic 

variables and such as Gender, Age, Educational Qualifications, Occupation, Income and the level of 

perception of the respondents towards overall service quality, a null hypothesis is framed and tested 

with the help of Chi-square test.  

 
Null Hypothesis 

 There is no significant difference between demographic variables and the level of perception 

towards service quality. 

Table -4 Chi-Square Test Results 

Demographic  
Variable 

Calculated  
Chi-square 

Values 

Table Values Acceptance /  
Rejection of Null 

Hypothesis 
Significance 5% 

Level 
1% 

Level 

Gender 8.66 5.99 9.21 Rejected *Significant 

Age 5.82 9.49 13.28 Accepted Not 
Significant 

Educational 
Qualifications 

12.6 9.49 13.28 Rejected *Significant 

Occupation 19.8 15.51 20.09 Rejected *Significant 

Income 11.7 9.49 13.28 Rejected *Significant 

*Significant @ 5% level. 
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  Table - 4 shows the association (relationship) between demographic variables and the sample 

respondents‘ perception towards the service quality. The results disclose the existence of a 

significant association between the considered Demographic variables and the perception of 

respondents towards the service quality offered by BSNL. However, as far as the Demographic 

variable Age and the Service quality association is considered, the null hypothesis is rejected. 

 
Customer Satisfaction 

 The mean scores of Customers‘ satisfaction on the factors are presented in TABLE-5. 

   Table- 5 Customers’ Satisfaction 

Source: Primary data. 

 TABLE 5 shows that overall customer 

satisfaction with mobile phone services.  

The calculated mean scores of 46.84 per cent 

for overall customer satisfaction, but it was 

38.90 per cent for complaint management 

followed by billing of services with mean 

score of 44.20 per cent. 

 The highest mean score of 53.80 per cent 

was calculated for the customer satisfaction 

factor ‗Promotional Offer‘. But the mean 

scores of  48.05 per cent, 49.60 per cent, 48.80 

per cent, 44.35 per cent and 47.00 per cent 

have been recorded  for Network Coverage, 

Network Quality, Customer Support, Availability of Customer Service centres and Value Added 

Services respectively. The Table also indicates that the  mean scores of less than fifty per cent has 

been recorded for all the customer satisfaction factors except ‗Promotional Offer‘. It shows their 

strong dissatisfaction with the mobile phone services offered by the study unit BSNL.   

 
Level of Customer Satisfaction 

 The levels of respondents satisfaction with the mobile phone services is given in the TABLE- 6. 

    Table- 6 

Source: Primary data. 

 TABLE -6 indicates the level of 

customer satisfaction with mobile 

phone services. Out of 125 sample 

respondents about 68 per cent have 

revealed low satisfaction, 24 per cent 

of the respondents have experienced 

the moderate satisfaction and only 8 per cent of the respondents have expressed high level of 

satisfaction. Therefore, it can be inferred from the table that the majority of the customers are not 

satisfied with mobile phone services provided by the BSNL in the study area.  

  

Customer Satisfaction Factor 
Mean  

Scores 

Mean  

Scores (%) 

Net work Coverage 2.40 48.05 

Network Quality 2.48 49.60 

Customer Support 2.44 48.80 

Complaint Management 1.95 38.90 

Availability of Customer  

Service Centers 

2.22 44.35 

Billing Services 2.21 44.20 

Value Added Services 2.35 47.00 

Promotional Offers 2.69 53.80 

Overall Mean Scores(N=125) 18.74 46.84 

Level of Satisfaction 
No. of  

Respondents 
% 

Low(Mean Score <16.98) 85 68.00 

Medium (Mean Score 16.99 -20.49) 30 24.00 

High(Mean Score >20.49) 10 08.00 

Total 125 100.00 
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Impact of Service Quality on Customers’ Satisfaction  

 The perception on Service Quality may have its own influence on the customer satisfaction.  

In order to analyze the impact of Service Quality on customer satisfaction among the customers, the 

multiple regression analysis has been calculated. This tool is used to assess the effect of each service 

quality dimensions on customer satisfaction. The result of the regression analysis is given in  

TABLE-7. 

Table-7 Impact of Service Quality Dimensions on  
  Customers’ Satisfaction 
*Significant @ both 1% and 5% levels. 

 TABLE-7 revealed that the co-efficient 

values attached to each service quality 

dimension in multiple regression analysis on 

customer satisfaction. Two higher values are 

recorded with Empathy and Reliability 

indicating that these two dimensions contribute 

highly for the customer satisfaction. Among the 

service quality dimensions, the dimensions such as responsiveness and tangibles‘ scores were of low 

coefficient values indicating less significant effect on customer satisfaction. Thus it is evident that all 

service quality dimensions concerned in the study are contributing to enhancement of customer 

satisfaction of the BSNL. 

Suggestions 

 Based on the results, the study offers several recommendations to BSNL to increase mobile 

phone service quality and enhance customer satisfaction. The recommendations are as follow.     

BSNL should pay more attention on Tangible aspect. They should modify the facilities, pay attention 

to employees wear. They should create more appealing environment by replacing worn out 

equipments with new equipments. BSNL should improve communications amongst staff members, 

using updated systems to process complaints, and ensure error-free transactions. In order to reduce 

switch over cost the employees of the BSNL should give prompt service to customers and inculcate 

among its employees that customers are entitled to get better mobile phone services. The BSNL have 

to pay more attention to customers‘ need. They can secure satisfaction from services by increasing 

their capacity to respond promptly customers‘ problems and they should be courteous to the 

customers while addressing the issues. The Management of BSNL should give adequate support to 

its employees to do their jobs well. To improve service quality of employees, the BSNL should give 

individual attention to their customers and understand the specific needs of their customers. BSNL 

should create and implement excellent complaint handling system to get redress the customers‘ 

grievances. The staff that are directly linked to service delivery should be trained in order to tackle 

routines and varying situation. Customer care is an important area and produces direct impact on 

customers‘ satisfaction. BSNL should take efforts for better customer care. Billing the tariff should be 

planned uniformly and should be reduced. Network quality has been found to be very important 

factor in determining service quality. So, BSNL should give emphasis on improving the network 

coverage particularly in rural areas so that more and more customers can be retained. So, emphasis 

should be on strong network coverage. BSNL should create more number of customer service 

centers in both the rural and urban areas to provide better service to its customers. 

Variables Co-efficient ‘t’ Values R2 

Tangibles 0.835 3.50** 0.698 

Reliability 0.980 3.52** 0.964 

Responsiveness 0.788 3.28** 0.621 

Assurance 0.979 4.80** 0.958 

Empathy 0.999 22.34** 0.998 
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Conclusion 

 In conclusion, mobile phone service providers can benefit from the fact of knowing how 

customers perceive the service quality and knowing the way of how to measure service quality. 

Therefore, the management can use the specific data obtained from the measurement of service 

quality in their strategy and plans. This will help mobile phone service providers to better 

understand various service quality dimensions that affect overall customer service satisfaction.  

In this way, mobile phone service providers can better allocate resources to provide better services 

to their customers. Thus, understanding customer satisfaction with service quality is very important 

and challenging in the competitive scenario.  
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Abstract 
 The aim of this research paper is to assess and analyze the consumers buying behaviour towards online shopping. 
Descriptive study is conducted, the analyses are made mainly with primary data and statistical tools are used in it.  
The result reveals that majority of the respondents are aware of online shopping and buying the products through filpkart 
websites. They are highly satisfied with the main advantage of online shopping is buy the products in anywhere and 
anytime. This study is mainly focus on the factors influencing the consumer’s online shopping behaviours. Overall, the 
factors from the Internet that influenced or prevented online consumer behaviors need to be carefully concerned by the 
online retailers, who can utilize the appropriate marketing communications to support the customer’s purchase decision 
making process and improve their performance. 

 
Introduction 

  “Imagination and innovation are driving the latest advances in the competitive and changing 

retail landscape” 

 The Indian Retailing Industry stands poised to take off into the 21st century. It is one of the 

fastest growing sectors in the nation that caters to the world's second largest consumer market. 

Retail boom is unabating. India has five million retailers with a business volume of $180 million 

growing at 5 to 7 per cent a year. The middle class drives retailing anywhere in the world and this 

segment should have reasonable income. The next driver is availability of variety of goods, products 

and brands. The third one is “sense of awareness”. 

 Today the Internet has captivated the attention of retail marketers. The internet, as a retail 

outlet, is moving from its infancy used by only a few to a market with significant potential.  Millions 

of people are shopping online.  The growth in online sales can be partially attributed to the 

internet’s advantages of providing large amounts of information quickly and inexpensively and it’s 

growing accessibility. Yet, to reach its full potential, business owners who use ecommerce as a 

distribution channel need a clearer understanding of who buys online, what they buy online, why 

they buy online, and how the non-Internet buyer can be transformed into an online buyer in order 

to increase online sales.  

 After a long term development of internet, which rapidly increased web users and highly speed 

internet connection, and some new technology also have been developed and used for web 

developing, those lead to firms can promote and enhance images of product and services through 

web site. Therefore, detailed product information and improved service attracts more and more 

CONSUMER BUYING BEHAVIOUR TOWARDS ONLINE SHOPPING 
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people changed their consumer behaviour from the traditional mode to more rely on the internet 

shopping. As the recent researches have indicated that, the internet shopping particularly in 

business to consumer (B2C) has risen and online shopping become more popular to many people. 

According to the report, The Emerging Digital Economy II, published by the US Department of 

Commerce, in some companies, the weight of e-commerce in total sales is quite high. For instance, 

the Dell computer companies have reached 18 million dollars sales through the internet during the 

first quarter of 1999. As a result, about 30% of its 5.5 billion dollars total sales were achieved through 

the internet (Moon, 2004). Therefore, to understand internet shopping and its impact on consumer 

behaviour could help companies making use of it as a form of doing e-business. 

 
Statement of the Problem 

 In the past decade, there has been a dramatic change in the way consumer have altered their 

way of shopping.  Online shopping has witnessed rapid growth in the recent year.  To research into 

the consumer buying behaviour in online shopping was selected for this study.  This study includes 

measuring the level of customer satisfaction towards products and services offered by online 

shopping website and also the reasons or which factors influenced the consumer to buy the 

products and service through online shopping. 

 
Objectives of the Study 

1. To examine the level of awareness regarding online shopping among the consumers. 

2. To determine the average amount spending and frequency of purchase over the internet by the 

consumer. 

3. To determine the factors which influence online buying behaviour of the consumers. 

4. To give appropriate suggestion to improve the sales through online shopping. 

 
Hypothesis 

 There is no significant relationship between monthly income and average amount spending for 

online shopping. 

 Monthly income does not causes the types of products purchased through online  

  Shopping, average amount spent for online shopping and frequency of purchase through 

Online shopping. 

 
Methodology 

 Both primary and secondary data were collected for the study and the analysis was made 

mainly using primary data. 

 Primary data:  The data regarding consumer buying behaviour towards online shopping were 

collected through the structures questionnaire.  The questionnaire was used to collect data from the 

respondents who make their purchases from Online Shopping in Tiruchirappalli district. 

 Secondary data: The information which has been collected from books, journals and websites 

from the internet serve as source of secondary data. 

 Sampling method: A sample of 25 respondents are approached for the study and analyzed.  

Convenience sampling technique (Non probability sampling) is used for the survey. 

 Period of the study:  The study covers the period of 3 months (December to February).   
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 Area of the study:  Tiruchirappalli District has been selected as the area of the study.  

The present study is done in several parts of Tiruchirappalli Town.  

 Too ls used for analysis: Percentage analysis, Correlation and ANOVA.  

 
Limitations of the Study 

The study is limited to the following factors: 

 The study is limited to geographical region of Tiruchirapalli town. 

 The researcher has collected data from 25 respondents only. 

 
Review of Related Literature: 

 Childers et al., (2001) concluded that Online shopping features can be either consumers‘ 

perceptions of functional and utilitarian dimensions, like ―ease of use‖ and ―usefulness‖, or 

their perceptions of emotional and hedonic dimensions like ―enjoyment by including both 

utilitarian and hedonic dimensions, aspects from the information systems or technology 

literature, as well as the consumer behavior literature are integrated in our framework.  

 GfK Group (2002) shows that the number of online shoppers in six key European markets has 

raised to 31.4 percent from 27.7 percent last year. This means that 59 million Europeans use the 

Internet regularly for shopping purposes. However, not only does the number of online 

shoppers grow, the volume of their purchases also increases over-proportionally. 

 Donal Rogan (2007) explains the relationship between consumer behavior and marketing 

strategy. He states that strategy is about increasing the probability and frequency of buyer 

behavior. Requirements for succeeding in doing this are to know the customer and understand 

the consumer‘s needs and wants.  

 
Data Analysis of the Study 

1. Awareness of Online Shopping 

Source: Primary Data 

 The above table shows that 100 

percent of the respondents are aware of 

online shopping.  

 

 

2. Monthly Income and Average Amount Spending on Online Shopping 

Correlations 

  
Income 

Average amount  
spent for online shopping 

Income Pearson Correlation 1 .813** 

Sig. (2-tailed)  .000 

N 25 25 

Average amount spent  
for online shopping 

Pearson Correlation .813** 1 

Sig. (2-tailed) .000  

N 25 25 

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

Source: Primary Data 

S.No Particulars 
No.of.  

Respondents (n=25) 

Percentage 

(100%) 

1 Yes 25 100% 

2 No 0 0% 
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  A Pearson‘s bivariate correlation was done between two variables, monthly income of the 

respondents and average amount spent for online shopping by the respondents. The test yielded the 

significant result (r = 0.813, p = 0.00). This result supports the test hypothesis and the null 

hypothesis is rejected. 

3. Choice of Websites for Online Shopping by the Respondents 

Source: Primary Data 

 From the above table, it is observed that out 

of the 25 respondents, 32 percent of the 

respondents are purchase through flipkart 

website, 24 percent of the respondents are 

purchase through eBay website, 16 percent of 

the respondents are purchase through Jabong 

website, 20 percent of the respondents are 

purchase through Snapdeal website and 8 percent of the respondents are purchase through yepme 

website. 

4. Monthly Income and Types of Products Purchase, Average Amount Spent for Online 

Shopping and Frequency of the Purchase 

ANOVA 

  Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

Types of products purchase Between 
Groups 

40.861 4 10.215 18.342 .000 

Within 
Groups 

11.139 20 .557   

Total 52.000 24    

Average amount spent for online 
shopping 

Between 
Groups 

25.501 4 6.375 13.952 .000 

Within 
Groups 

9.139 20 .457   

Total 34.640 24    

Frequency of the purchase Between 
Groups 

10.834 4 2.709 14.235 .000 

Within 
Groups 

3.806 20 .190   

Total 14.640 24    

Source: Primary Data 

 A one – way ANOVA was done with monthly income as the independent variable. The 

following dependent variables are types of products purchase, average amount spent for online 

shopping and frequency of the purchase. This result supports the test hypothesis and rejected the 

null hypothesis. 

5.  Reason for Online Shopping 

Reasons HS S Ds HDS No Opinion 

Convenient than in store shopping 13(52%) 12(48%) 0 0 0 

Buy the products in anywhere and any time 15(60%) 10(40%) 0 0 0 

Time saving 12(48%) 13(52%) 0 0 0 

S.No. Particulars 
No.of.  

Respondents 
(n=25) 

Percentage 
(100%) 

1 Flipkart 8 32% 

2 ebay 6 24% 

3 Jabong 4 16% 

4 Snapdeal 5 20% 

5 Yepme 2 8% 
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Warranty and guarantee 9(36%) 12(48%) 0 0 4(16%) 

Door delivery 12(48%) 13(52%) 0 0 0 

Membership plan 7(28%) 9(36%) 3(12%) 1(4%) 5(20%) 

After sales service 6(24%) 8(32%) 4(16%) 2(8%) 5(20%) 

Source: Primary Data 

 The above table shows the opinion of the respondents towards reason for online shopping.  It is 

observed that out of 25 respondents. 

 52% of the respondents are highly satisfied and 48 % of the respondents are satisfied for online 

shopping is convenient than in store shopping. 

 60 % of the respondents are highly satisfied and 40 % of the respondents are satisfied for buy 

the products in any where and any time through online shopping. 

 48 % of the respondents are highly satisfies and 52 % of the respondents are satisfied for 

purchasing through online shopping is save the time. 

 36 % of the respondents are highly satisfied, 48 % of the respondents are satisfied and 16 % of 

the respondents are no opinion regarding warranty and guarantee of the online shopping. 

 48% of the respondents are highly satisfied and 52 % of the respondents are satisfied for the 

facility of door delivery in online shopping. 

  28% of the respondents are highly satisfied, 36% of the respondents are satisfied, 12% of the 

respondents are dissatisfied, 4% of the respondents are highly dissatisfied and 20% of the 

respondents are no opinion for the facility of member ship plan in online shopping 

 24% of the respondents are highly satisfied, 32% of the respondents are satisfied, 16% of the 

respondents are dissatisfied, 8% of the respondents are highly dissatisfied and 20% of the 

respondents are no opinion for the facility of after sales service. 

 
  6. Need to Improved the Online Shopping 

Source: Primary Data 

 From the above table, it 

is observed that out of 25 

respondents. 

 56% of the respondents 

 are strongly agreed, 

 44% of the respondents 

are agreed for improvement of after sales service in online shopping. 

  56% of the respondents are strongly agreed and 44% of the respondents are agreed for 

improvement of website security in online shopping. 

 48% of the respondents are strongly agreed and 52% of the respondents are agreed for 

improvement of delivery time in online shopping. 

 48 % of the respondents are strongly agreed and 52% of the respondents are agreed for 

improvement of packing of products in online shopping. 

 

 

 

Improvements SA A SDA DA No opinion 

After sales service 14(56%) 11(44%) 0 0 0 

Website security 14(56%) 11(44%) 0 0 0 

Delivery on time 12(48%) 13(52%) 0 0 0 

Packing of products 12(48%) 13(52%) 0 0 0 
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Findings 

 (100%) of the respondents are aware of online shopping. 

 Majority (32%) of the respondents are buying the products in online shopping through flipkart 

website. 

 Majority (56%) of the respondents are wanted to improve after sales service and website 

security in online shopping. 

 Majority (60%) of the respondents are highly satisfied with the main advantage of online 

shopping is buy the products in any where & any time. 

 
Suggestions 

 From the above findings, the researcher has given the following suggestion to online shopping 

for its betterment of purchase. 

 After sales service has to improve for increasing online purchase. 

 More advertisements should be given, so that the customer comes to know about the new 

products and offers. 

 To provide proper security for credit and debit card users. 

 For reducing delivery time its helps to increase online sales. 

 Online shopping websites are must provide trustworthiness to the customer its helps to the 

customer to continue purchase through online. 

 
Conclusion 

 Since the Internet and World Wide Web (WWW) have been developing rapidly in the last 

decade, the growth of E-commerce has also along with the fast speed of Internet development. Due 

to the features of the Internet, in the business world there has another important marketing channel 

for many firms. From the current researches suggested that the online retailers have to attract 

customers and at the same time provides right products or services to fit the customer‘s needs. This 

study is mainly focus on the factors influencing the consumer‘s online shopping behaviours. 

Moreover, the customer‘s purchase decision making process was also examined to identify the 

potential factors. The information search is the most important factor that helps the customers find 

the suitable products or services for their needs. Therefore, the online retailers have to enhance and 

improve the information supporting such as provide much detailed product information and use 

internal search engine in order to increase the efficient of information search. For the evaluation 

stage, customers more think a lot of the reputation from the E-commerce website, and the payment 

security for the purchase stage. At the post-purchase stage, the factor of after services which is the 

most concerned about. Overall, the factors from the Internet that influenced or prevented online 

consumer behaviors need to be carefully concerned by the online retailers, who can utilize the 

appropriate marketing communications to support the customer‘s purchase decision making 

process and improve their performance. 
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Abstract  
 India is producing almost all the spices in sizeable quantities around 4.5 million tonnes of different spices valued 
approximately at three billion US $, and holds the premier position in the world. In almost all the states and union 
territories of India, at least one spice is grown in abundance. No other country in the world produces as many kinds of 
spices as India. Among various spices, cardamom which is known as the “Queen of all spices” is grown in various parts of 
the country. India was the world‟s leading producer of small cardamom upto 1979-80, but of late lost its domination to 
Guatemala. Guatemala and India are the major players in the production of cardamom. Cardamom is the third most 
expensive spice after saffron and vanilla. It is traded internationally in the form of whole fruits, and to a lesser extent as 
seeds. Until the 19th century, the world's supply of cardamom came mainly from the wild populations in the Cardamom 
Hills of the Western Ghats of India. Although cardamom now comes from cultivated sources, India is still one of the major 
suppliers. The main consumers are Middle Eastern countries where it is added to tea and coffee, and Scandinavian 
countries for flavouring baked goods. India and Guatemala are the biggest producers of cardamom. Cultivation in India is 
concentrated in the natural habitat of the species in the Western Ghats.  
Key words: Cardamom, Cultivation, Elachi, Yield, Small Planter, Large Planter. 

 
Introduction 

 Spices are non-leafy parts (e.g. bud, fruit, seed, bark, rhizome, bulb) of plants used for flavoring 

or seasoning, although most of them can also be used as a herbal medicine. A closely related term, 

‗herb‘, is used to distinguish plant parts finding the same uses but derived from leafy or soft 

flowering parts. The two terms may be used for the same plants where the fresh leaves are used as 

herbs, while other dried parts are used as spices, e.g. coriander, dill. Spices have a profound 

influence on the course of human civilization.  

 

Statement of the Problem 

 India from time immemorial has been the home of spices producing almost all varieties of 

spices of the world. Spices are one the important group of crops grown in India. One or other spices 

are grown in different parts of the country, so they play an important role in the economy of the 

country. Out of the total area under cardamom plantation in India, more than sixty per cent of the 

area is in the State of Kerala used for cardamom cultivation. In Kerala, Idukki district dominates an 

COSTS AND RETURNS OF CARDAMOM CULTIVATION IN  

IDUKKI DISTRICT KERALA, INDIA 
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important position, as the whole district is geographically located in the most favorable place, which 

is highly suitable for small cardamom plantation. Small cardamom (Elettaria Cardamom) is a 

valuable source of income to poor planters inhabiting in Idukki District of Kerala. A study about 

cost and returns of cardamom cultivation and an analysis of cardamom-growing practices, 

problems and opportunities in Idukki district is not so far analysed by any researcher. Hence, the 

researcher wants to analyze the costs and returns of cardamom cultivation in Idukki district Kerala. 

 
Objectives of the Study 

 The objectives of the present study are: 

1. To study the historical background of cardamom cultivation in India. 

2. To analyze the cost and returns of cardamom cultivation by sample planters. 

3. To examine the existing channels of distribution of cardamom.  

4. To study the problems faced by the cardamom planters in the cultivation and marketing of 

cardamom; and 

5. To offer, policy suggestions for making the cardamom plantation reasonably feasible and cost-

effective. 

 
Selection of the Study Area 

 Idukki District has been selected for the present study, as it is one of the most important 

cardamom producing district in Kerala. The district is an important source of supply of cardamom 

to neighboring districts, neighboring states, various markets all over India and exports to foreign 

countries.  

 
Period of the Study 

 The secondary data related to cardamom were collected for the period of 10 years from 1999-00 

to 2009-10. The survey was conducted from the month of December 2009 to March 2011. 

 
Review of Literature  

 The previous literature helps the researcher to accept, change and improve the conceptual frame 

work the present study. Teija Reyes and OlaviLuukkanen had shown that cardamom growing in 

natural primary forest is not sustainable in the long run. It also accelerates forest clearance, since 

farmers argue that forest areas already thinned for cardamom cultivation are easier to clear 

completely afterwards for annual crops (e.g. by girdling the trees)1. Sebastian Buckingham in his 

report on cardamom cultivation revealed that cardamom cultivation is providing an overwhelming 

benefit in poverty alleviation. Trends indicate that in the long run almost all households will own 

cardamom fields in a setting where there are few or no alternative for earning cash from crops, 

particularly for ‗H‘ mark minority2.  

 Mohamed Jaffar had stated that cost of cultivation varies from one type of growers to another 

and evens among the same type of growers; it varies from grower in different sample areas. The size 

                                                 
1  TeijaReyes and OlaviLuukkanen, Small Cardamom –Precious for People, Harmful for Mountain Forests, Mountain 

Research and Development,Vol.26, No.2, May 2006. 
2  Sebastian Buckingham, „Synthesis Report on Cardamom Cultivation‟, Fauna & Flora International,Community-

based Conservation in the Hoang Lion Mountains, April 2004, p.38. 
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of the land holdings, the variety of banana cultivated and the method of cultivation followed are the 

major determinants of the cost of cultivation of banana. Cost influences the immediate return to the 

growers and the profitability of the venture over the long run3. 

 Charles J. Kithu had stated that India was facing stiff competition from other spice producing 

countries that supply spices in whole form. Most of these countries had no domestic market for the 

spices they produce, forcing them to sell their produce even at cost price (examples cardamom from 

Guatemala, pepper from Vietnam, cloves from Indonesia)4. 

 Sikander, Kumar and Sandeep Kumar measured the gross yield at the harvest price irrespective 

of the output being consumed, sold or maintained in the stock. They measured the land input in 

terms of hectare, human labour in terms of hours of labour actually put in, bullock labour in terms 

of eight hour day worked, the manures, fertilizers and seeds in the value of their respective market 

prices5. 

 
Methodology for Data Collection 

  The present study is based on both primary and secondary data. The researcher administered a 

comprehensive interview schedule for collecting primary data with regard to the production and 

marketing of cardamom. The interview schedule was carefully designed and duly pre-tested. For 

gathering information, the researcher met all the 300 sample respondents living in different parts of 

Idukki District, Kerala. All the analyses and inferences are made on the basis of this primary data. 

 
Sampling Design 

  Idukki District of Kerala comprises of four taluks. Small Cardamom is cultivated in all the four 

taluks viz. Devikulam, Udumbanchola, Thodupuzha and Peermedu, each having 12, 23, 19 and 10 

villages respectively, total of 64 villages and are rounded to 60 villages, from which sample size of 

50 per cent of the villages is selected through proportionate random sampling method, which 

consists of 30 villages. Thus, the number of selected sample villages are 5 (5x10=50 sample planters) 

in Devikulam, 10 (10x10=100 sample planters) in Udumbanchola, 5 (5x10=50 sample planters) in 

Peermedu and 10 (10x10=100 sample planters) in Thodupuzhataluks. Keeping in view of the nature 

of the universe of the present study, the size of sample is limited to 300 cardamom planters in 

Idukki district. Table 1 shows the taluk-wise distribution of the sample villages and sample planters. 

Table 1: Taluk Wise Distribution of Sample Cardamom Planters in Idukki District 

Sl. No. Name of the Taluk Total No. of Villages Sample Villages Sample Planters 

1. 

2. 

3. 

4. 

Devikulam 

Udumbanchola 

Peermedu 

Thodupuzha 

Total 

10 

20 

10 

20 

5 

10 

5 

10 

50 

100 

50 

100 

60 30 300 

Source: District Revenue Office Records, Idukki–Kerala. 

 Out of 300 sample planters, 168 (56 per cent) of them came under the category of small planters 

                                                 
3  Mohamed Jaffar, A., Marketing of Banana in Theni district, Unpublished Ph.D. Thesis, Madurai Kamaraj 

University, Madurai, 2002, p.145. 
4  Charles J. Kithu, Spicing UpTrade, http://www.etagriculture.com/contribute.html.2001. 
5  Sikander, Kumar and Sandeep Kumar, Resource Use Efficiency and Returns from selected food grain crops of 

Himachal Pradesh: A Study of low hill zone, Agricultural Situation in India, Vol. XI, No.7, 2004, pp. 475-485. 

http://www.etagriculture.com/
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and remaining 132 (44 per cent) fell under the group of large planters.  

 
Operational Definition 

Cardamom  

 For the present study, cardamom means ‗small cardamom‘ (Elettaria) which is also known as 

green cardamom, or elaichi. 

 
Plantation 

 Plantation is an estate or a farm of varied extent in terms of acres where perennial crops like 

cardamom, coffee, tea, or rubber trees are grown at the optimum altitude and congenial agro-

climatic conditions. 

 
Planter/Employer 

 A planter/employer is the owner of cardamom estate or farm who cultivates and maintains 

plantation crops with the help of labours on regulated wage structure as per Plantation Labour Act. 

 
Worker 

 A worker is a person employed to do any work, skilled, unskilled, manual or clerical but does 

not include managerial staff in cardamom plantation. 

 
Small Planter 

 A person holding the size of land upto seven acres. 

 
Large Planter 

 A person holding the size of land more than seven acres. 

 
Variable Cost 

 Variable cost is the operating expenses regularly incurred by a planter to maintain his 

plantation, which includes all material, labour and overhead expenses. 

 
Wholesaler 

 The wholesaler is one who buys the products from producers in large amount and sells mainly 

to retailers. The major function of a wholesaler is assembling and distribution of goods in bulk. 

 
Retailer 

  The term retailer refers to the last unit in the producers, consumers continuum, who is in direct 

contact with the consumers. A retailer is one of the intermediaries either private or co-operative, 

buying from wholesalers or producers directly and selling the same to the ultimate users. 

 
Marketing Channel 

 Bilgrani defines ‗marketing channel‘ as distributors who are involved in direct or indirect 

transfer of title of a product as it moves from producer to consumer or industrial users6. 

  

                                                 
6  Bilgrani, S.M., “The Role of Distributor in Marketing”, Indian Journal of Marketing, Vol.IV, (5), 1974, pp.25-27.  
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Marketing Cost 

 According to Jain, Marketing costs are the actual expenses incurred in transferring the goods 

and services from the producer to the consumer. Those who are engaged in the process of 

marketing from producer to retailers incurred these expenses7. 

 
Profile of Idukki District 

 Idukki District is surrounded by land and beautiful high range mountains, Idukki is one of the 

most nature rich areas of Kerala and it is geographically known for its mountainous hills and dense 

forests. Idukki accounts for 13.3 per cent of the area of Kerala whereas it accounts for only 3.5 per 

cent of the population of the State. About 50 per cent of its area is reserved forest. 

 
Costs and Returns in Cardamom Cultivation 

  This part presents an extensive analysis of the Costs and Returns involved in cultivation of 

cardamom in Idukki District. 

 
Measurement of Cost 

 The method of estimating the cost of cultivation of cardamom plantation is different from other 

annual crops. It is so because cardamom is a perennial crop, which will not give any yield in the first 

two years before bearing starts in the third year. However, the normal yield is obtained only from 

the matured plantation at the fourth year of the cultivation. Although the yield of certain cardamom 

plants are continued even after 12 years, the economic yielding period of a cardamom plant is 

considered to be only up to the twelfth year of cultivation. So, there is a gestation period of three 

years on investments in the cardamom plantations. Hence, it is necessary to include the expenditure 

incurred on the plantations during the gestation period of three years also to estimate the cost of 

cultivation of cardamom. As it is required to estimate the cost of cultivation of a matured plantation 

of four years old in the year 2010-11, the process of cultivation is assumed to have started before 

three years, i.e. during the year 2007-08. 

 The yield is accounted for the quantity of the dried cardamom fruits. The market price is the 

average auction price of cardamom in the year. In other words, it is assumed that the entire produce 

of cardamom is sold only at the three ways, namely, wholesalers, licensed dealers/ traders and 

retailers. In the survey, it is found that almost all cardamom planters were having only inherited 

plantations. But for the purpose of this study, all plantations were treated as newly acquired 

plantations in order to give due weightage for land cost. Apart from land the other capital assets 

like tools, implements and buildings were also considered to be the fixed overhead of the 

plantations. The details were gathered from the survey about the various expenditures incurred for 

the cultivation of cardamom crop in the first four years. 

 The expenditure incurred for the cultivation of cardamom included not only expenses incurred 

within the plantations but also outside the plantations. The expenses incurred within the plantations 

were labour charges, purchase of plant protection materials like fertilizer, pesticide, etc. The 

expenditure incurred outside the plantations were the taxes paid, transport and marketing charges 

like free samples, commission, etc. Labour was measured in the units of man-days and wage is the 

                                                 
7  Jain, S.C., Principles and Practice of Agricultural Marketing and Price Polices, Vora & Co., Publishers Private 

Limited, Bombay, 1971, p.3. 
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daily earnings of the labourer including the fringe benefits. The fringe benefits were applicable only 

to the large plantations, which include the payment of bonus, leave with salary, medical benefits, 

clothes etc. The plantations were assumed to be managed by the planters themselves. Hence, no 

salary was assumed for the self-management of the plantations. 

 
Classification of Cost of Cardamom Cultivation 

 The cost had been classified into three categories. They were  

1. Overhead cost, 

2. Development cost, and 

3. Ex-farm expenditure  

 The overhead cost included the expenditure on the rental value of land, tools, equipment, 

building etc. The development cost includes cost of cultivation and return on investment. The cost 

of cultivation constituted the actual farm expenditure incurred from various cultivation activities, 

estate administration and fringe benefits provided to the labourers. The return on investment was 

calculated at the rate of 12 per cent per annum on overhead cost and also on the farm expenditure 

incurred every year. Miscellaneous or ex-farm expenditure included the taxes, transport and 

marketing charges. The cost of cultivating cardamom was estimated as follows: The total expense on 

plantations at the end of every year was carried over to the subsequent year of cultivation as the 

opening capital. The cultivation cost and development cost of the relevant year will be added up to 

the end of third year of cultivation. But, the planters were likely to get some yield when the first 

bearing starts in the third year. So, the net revenue received from the third year yield will be 

deducted from the total investments made till the end of the third year. The balance thus arrived 

will be the next investment made on plantation. Besides, by the end of the third year, the plantation 

estate will become mature and the gestation period ceases. The normal yield begins from the fourth 

year of cultivation. Hence, the net investment made on plantation till the end of the third year will 

be amortized8 over the rest of the 12-year life span of the plant. The rate of amortization was 

calculated under the fixed installment method9. Thus the total cultivation of cardamom in a mature 

plantation at the end of the fourth year will have the following items of expenditure.  

The amortization cost. 

i) The development cost of the fourth year which included the cultivation cost and return on 

investment of third year.  

ii) The ex-farm expenses incurred in the plantation. 

Estimation of Cost of Cardamom Plantation  

  Table 2 shows the estimated cost for cultivating one acre of mature cardamom plantation.  

Table 2: Expenditure in the First Year of Cardamom Cultivation 

Sl. 

No. 
Expenditure 

Small planter Large planter 

Rs. Rs. Rs. Rs. 

 

I. 

Overhead cost 

1. Land 

2. Tools and implements 

3. Buildings 

 

48,000 

1,52,000 

3,50,000 

 

 

 

5,50,000 

 

48,000 

1,52,000 

4,00,000 

 

 

 

6,00,000 

                                                 
8  Amortization is genetic term for depreciation. It is the gradual extinguished of the book value of a limited life asset. 
9  It is a method of providing for depreciation by means of equal periodic charges over the annual life of asset.  
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II. 

Development cost 

1. Cultivation cost 

2. Add returns on investment @ 12% 

a) On overhead cost 

b) On cultivation cost 

 

60,000 

 

66,000 

7,200 

 

 

 

 

1,33,200 

 

75,000 

 

72,000 

9,000 

 

 

 

 

1,56,000 

 
Total expenditure on plantation as at the end of the first 

year 

 6,83,200  7,56,000 

Source: Primary data 

  Table 2 reveals that the total expenditure on plantation at the end of the first year of cultivation 

included overhead cost and development cost. The overhead cost was Rs.5,50,000 and Rs.6,00,000 

for small and large plantation, respectively. It included the expenditure made for purchase of land, 

tools, implements, building etc. The development cost included the cultivation cost and returns on 

investment calculated at the rate of 12 per cent per annum on overhead cost and cultivation cost. 

The cultivation costs for the small and large plantation were Rs.60,000 and Rs.75,000 respectively. 

The cultivation cost includes the expenditure made on labour and materials for pre-planting, 

planting and post-planting operations in the cardamom plantation. So the total expenditure on 

plantation as at the end of the first year for small and large plants amounted to Rs.6,83,200 and Rs. 

7,56,000 respectively.  

Table 3 outlines the expenses incurred during the second year of cultivation. 

Table 3: Expenditure in the Second Year of Cardamom Cultivation 

Sl.  
No. 

Expenditure 
Small planter Large planter 

Rs. Rs. Rs. Rs. 

I. Total expenditure at the end of first year  6,83,200  7,56,000 

II. 

Development cost 

1. Cultivation cost 
2. Add returns on investment @ 12% 
a) On cultivation cost 
b) On expenditure of the first year 

 
50,000 
 
6,000 

81,984 

 
 
 
 

1,37,984 

 
60,000 
 
7,200 

90,720 

 
 
 
 

1,57,920 

 Total expenditure on plantation at the end of the second year  8,21,184  9,13,920 

Source: Primary data.  

  It is evident from Table 3 that the total expenditure on plantation at the end of the first year was 

carried over to the second year as the opening capital. The other expenses were the development 

cost at the end of the second year. The development cost included the cultivation cost of Rs.50,000 

and Rs.60,000 respectively, for small and large planters. The return on cultivation cost and return on 

expenditure of the first year was calculated at the rate of 12 per cent per annum and added to the 

development cost. The cultivation cost added in the second year included the expenses incurred 

from the purchase of fertilizer, plant protection materials and labour charges for the regular 

agricultural operations such as shade regulation, mulching, weeding and plant protection. So, the 

total expenditure on plantation as at the end of the second year for small and large plants amounted 

to Rs.8,21,184 and Rs. 9,13,920 respectively. 

 Table 4 outlines the expenses incurred during the third year of cardamom cultivation.  

Table 4: Expenditure in the Third Year of Cardamom Cultivation 

Sl. 
No. 

Expenditure 
Small planter Large planter 

Rs. Rs. Rs. Rs. 

I. Total expenditure at the end of second year  8,21,184  9,13,920 

II. Development cost     
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1. Cultivation cost 
2. Add return on investment @ 12% 
a) On cultivation cost 
b) On expenditure of the second year 

42,000 
 

5,040 
98,542 

 
 
 

1,45,582 

44,000 
 

5,280 
1,09,670 

 
 
 

1,58,950 

 Total expenditure on plantation at the end of the third year  9,66,766  10,72,870 

 
Less Revenue received from the third year yield after deducting 
ex-farm expenses 

 40,000  71,300 

 Net expenditure on plantation at the end of the third year.  9,26,766  10,01,570 

Source: Primary data.  

  It is evident from Table 4 that the total expenditure on the plantations at the end of the second 

year had become the opening capital for the third year. The development cost of the third year for 

small and large planters were Rs.1,45,582 and Rs. 1,58,950respectively. The development cost 

consists of cultivation cost and return on investment calculated at the rate of 12% per annum. The 

cultivation cost incurred in the third year included the expenditure on the purchase of additional 

inputs such as plant protective material, fertilizer, pesticide and also labour charge to carry out the 

regular agricultural operations like mulching, weeding and plant protection measures. 

  But in the third year, the small and large planters were getting the average yield of 75 kgs/acre 

and 125 kgs/acre, respectively. Hence, the revenue from the respective yield of large and small 

planter was deducted after making provisions for ex-farm expenses from the total expenditure. The 

revenue of the third year was calculated by multiplying the yield of third year by the annual 

average auction price i.e. Rs.630.27 in the year 2009-10. The balance amount arrived had been the net 

expenditure made on plantation. The net expenditure of small and large planters amounted to 

Rs.9,26,766 and Rs. 10,01,570 respectively. 

  The net expenditures were amortized over the period of 12 years under the fixed installment 

method. The rate of amortization was 8.33 per cent of net investment per annum. Accordingly, the 

amount to be written off every year for small and large planters worked out to be Rs. 77,200 and Rs. 

83,430 respectively. The estimated cost of cultivation of cardamom in the fourth year of cultivation 

during the year 2010-11 is shown in Table 5. 

Table 5: Annual Average Cost of Cardamom Cultivation in the Fourth Year 

Sl.  

No. 
Expenditure 

Small planters 

(Rs.) 

Large planters 

(Rs.) 

I Amortization at 8.33 per cent of investment per annum 77,200 83,430 

II 

Development cost  

1. Cultivation cost  

2. Add return on investment @ 12% on cultivation cost 

 

28,000 

3,360 

 

30,000 

3,600 

III Ex-farm expenses 6,730 6,800 

 Total cultivation cost 1,15,290 1,23,830 

Source: Primary data.  

  The cost of cultivation of cardamom in a new mature plantation in the year 2010-11 included the 

amortization cost, development cost and ex-farm expenses. The items included in the ex-farm 

expenses were the taxes paid, transport and marketing charges, commission, etc. The taxes paid by 

the cardamom plantation owners included plantation tax, land tax, panchayat tax, professional tax, 

agricultural income tax and sales tax. The marketing charges included free samples of 150 grams per 

lot, 1 percent ad valorem, commission and other expenses at the marketing centres. Thus, the total 

cost of cultivating one acre of mature cardamom plantation for a large planter amounted to 
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Rs.1,23,830. Similarly, the total cost of cultivating one acre of mature cardamom plantation for small 

planter stood at Rs. 1,15,290.  

  The cost of cultivation of one acre of mature cardamom plantation for the large planters was 

higher than that of small farms. This was due to high cost involved in maintaining large farms. 

Generally, the large planters incurred higher cost on account of greater establishment charges, 

payment of fringe benefits to labourers, high requirement of fertilizer and insecticide. The labour 

requirement of one acre of mature plantation is in the range of 350-450 man-days per year. The 

number of man-days spent for the maintenance of large farms was higher, in the range of 50-150 

man-days per year compared to small plantations. It was mainly because of the improved methods 

of plant protection and agricultural operations carried out in the large farms. The employment of 

more labour for such operations was also responsible for the higher cultivation costs incurred for 

large farms. Table 6 shows the profitability or returns obtained in cardamom cultivation for the 

period 2010-11. 

Table 6: Annual Average Cost and Return of Cardamom Cultivation 

Sl. No. Details Small Planter Large Planter 

1. Yield (in kg/acre) 300 350 

2. Total cost of cultivation (in Rs.) 1,15,290 1,23,830 

3. Gross income (in Rs.) 1,96,815 2,29,617 

4. Profit (in Rs.) 81,525 1,05,787 

5. Net rate of return on investment in percentage 70.71 85.42 

Source: Primary data. 

 The gross income thus acquired was ascertained separately for large and small planters by 

multiplying their respective yield by the average auction price of cardamom (Rs.656.05) that 

prevailed in 2010-11. The net rate of return on investment for the small and large planters amounted 

to 70.71 per cent and 85.42 per cent, respectively. So, the large planters were considered more 

efficient than the small planters. 

 
Marketing of Cardamom 

  In the industry of spices, marketing play a vital role which forms a prerequisite for the 

development in other sectors and for the overall development of the economy. Marketing of spices 

are defined as the operations involved in the movement of food and raw materials from the planters 

to the final consumers. In our country, there exists an elaborate and inter-connected system of spices 

markets through which the produce flows from the producer to the consumers in India. Spices 

marketing have the greatest and most enduring role to play in the economic changes in developing 

countries. Marketing holds the key for spices development which could determine the quality of 

urban life. An efficient internal marketing system for spice commodities holds the key for rural 

development and for meeting the challenges thrown up by explosive growth of population in 

developing countries.  

 
Channels of Distribution 

 Channels of distribution of cardamom in the study area include the various marketing channels, 

dealers, intermediaries and traders involved in moving the produce from the producers to the 

consumers or users. In the present study, market structure includes different market channels, 
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intermediates such as auctioneers, village traders, wholesalers, retailers. The cardamom planters are 

selling their produce through auction centers to the wholesalers, retailers and customers. 

 An attempt has been made to identify the problems faced by the planters in the marketing of 

cardamom. The identified problems of planters in marketing of cardamom are presented in Table 7. 

 
Table 7: Problems in Cardamom Marketing 

Sl. No. Problem Total Score of Planters Garrett’s Mean Score Rank 

1. Fluctuation in Prices 31,881 65.62 I 

2. Absence of Processing and Grading 13,670 41.67 IX 

3. Scarce storage Facility 15,850 48.32 VIII 

4. Scarce Financial Resources 29,863 63.13 II 

5. Indebtedness to Trader 22,432 58.49 IV 

6. Lack of Transport Facility 18,650 51.73 VI 

7. Lack of Market Information 20,610 56.51 V 

8. Absence of Regulated Market 16,100 49.48 VII 

9. Higher Commission Charges 25,461 61.72 III 

 Source: Computed data. 

 Table 7 shows that the fluctuation in prices was ranked first with a mean score of 65.62 followed 

by scarce financial resources with mean score of 63.13 Higher commission charges were ranked III, 

in debtedness to trader ranked IV, lack of market information V, lack of transport facility VI, 

absence of regulated market VII, scarce storage facility VIII and absence of processing and grading 

was ranked IX. 

 
Findings of the Study 

 The findings of the study are summarized as follows  

1. Cardamom cultivation in India is mainly confined to three states, namely Kerala, Karnataka and 

Tamil Nadu. 

2. Kerala (76%) is the maximum contributor of cardamom out of India‘s total production. 

Karnataka (15%) and Tamil Nadu (9%) share the next position after Kerala. Kerala includes 

cardamom-growing districts like Udumbanchola taluk, Peermedu taluk, Devikulam taluk and 

Thodupuzha taluk. 

3. Out of 300 sample planters, 168 (56 per cent) of them came under the category of small planters 

and remaining 132 (44 per cent) fell under the group of large planters. 

4. Three varieties of cardamom (Mysore,Malabarand Vazhukka.) are traditionally used in major, 

but now so many new varieties are also in market like green gold, nallani. 

5. The analysis of cost and returns revealed that the expenses during the first year on plantation 

for small and large planters were Rs.6,83,200 and Rs.7,56,000 per acre respectively. 

6. Expenditure for the second year was Rs.8,21,184 and Rs.9,13,920 per acre for small and large 

plantations respectively.  

7. The expenditure during the third year was Rs.9,26,766 per acre for small and Rs.10,01,570 per 

acre for large plantations. 

8. It was evident from the analysis that the total cultivation cost was found to be low in the case of 

small planters compared to the large planters. The total cost of cultivation was Rs.1,15,290 per 

acre for small planters and Rs.1,23,830 for large planters.  
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9. The analysis of problems faced by the small and large planters showed that fluctuation in prices 

was ranked the first with the mean score of 31,881 followed by scarce financial resources with 

the mean score of 29,863. Absence of processing and grading was ranked as last problem by the 

sample planters, which accounted for the mean score of 13,670. 

 
Suggestions 

  The following suggestions are offered for betterment of cultivation and marketing of cardamom 

in Idukki District, Kerala. 

1. Financial assistance to the cardamom planters such as crop loans, development loan, and for 

meeting irrigation facilities through commercial banks, co-operative banks and primary 

agricultural and rural development bank can be provided with assistance from central 

government. 

2. Vital information on marketing, viz., price, market, export etc., may be passed on to the planters 

and traders through media and other means of communication.  

3. The Spice board can introduce new high yielding hybrid varieties of cardamom and their salient 

features are to be informed to the cardamom cultivators.  

4. The Spice board should take special efforts to improve cultivation methods. It must take 

preventive measures to control the disease severely affect the cardamom production.  

5. The spice board and cardamom research centre must create the awareness of organic farming 

and the benefits to cardamom cultivators and they provide bio-pest control technology 

information to the planters.  

 

Conclusion  

  The Indian cardamom plantation Industry until the recent past has been an emperor in the 

realm of cardamom production and marketing. Recently, India‘s throne is threatened by various 

competitors like Guatemala. Guatemala has made deep in-roads into the already established Indian 

markets. It has emerged as the sovereign monarch both in production and trade. Hence, India has to 

encounter an invincible competitor like Guatemala in trade. As a result of such a huge opponents in 

the field, India had to undergo a massive restructuring in price causing a worst fall in cardamom his 

of India. With less price and fall in production on an average, the plantation industry staggers to 

make both the ends meet. The planters have to carry out the regular works and meet the recurrent 

expenses, which become a Herculean task. And naturally the industrial relations get strained 

causing heartburns and making both the parties harbour malice against each other. In such 

situations, issues and disputes will elude solutions. Therefore, necessary steps must be taken to sort 

out the constraints in order to put the industry back on the right track. Constructive suggestions for 

rejuvenation and recouping of the hitherto deteriorating cardamom industry have been enlisted 

here and the same may be followed to make the industry usher in with fresh vigour and former 

glory. 
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Abstract 
 The internet has been playing an increasingly important role in our daily life, with the availability of many web 
services such as email and search engines. However, these are often threatened by attacks from computer programs such as 
Computing. To address this problem, CAPTCHA (Completely Automated Public Turing Test to Tell Computers and 
Humans Apart) was developed to distinguish between computer programs and users. Although this mechanism offers 
good security and limits automatic registration to web services, some CAPTCHAs have several weaknesses which allow 
hackers to penetrate the mechanism of the CAPTCHA.  
Keywords: CAPTCHA (Completely Automated Public Turing test to tell Computers and Human Apart), Computing 
programs, Hackers, spammer, Scrapers, search engines. 

 
Introduction 

 The internet contributes deeply too many aspects of human life such as communications, 

education, and online commercial activities etc. Some web services have online registration where 

the users provide information in order to connect and use services such as email in Yahoo, Gmail 

and Hotmail. However, many programs have been developed by hackers which automatically 

complete website registration pages with incorrect information which can cause traffic congestion, 

minimizing the performance of the system and in some cases, even causing it to fail, particularly 

where a website has a huge number of accounts. Therefore, researchers developed a mechanism to 

distinguish between human users and computer programs in the case of online registration. The 

standard mechanism used currently to address this issue is CAPTCHA (Completely Automated 

Public Turing Test to Tell Computers and Humans Apart). The concept of CAPTCHA is based on 

the ability of humans to do certain tasks which computer programs cannot, such as asking users to 

type a fuzzy text image or choose a particular picture from many displayed pictures. In recent years, 

many types of CAPTCHAs have been developed. Some are based on Optical Character Recognition 

(OCR) such as text CAPTCHA, whereas others are based on Non-Optical Character Recognition (Non-

OCR) which uses multimedia, such as voice and video. Some of these types of CAPTCHAs have 

been broken by new computing programs. For example, a text CAPTCHA can be broken by using 

the mechanism of segmentation letters.  

 
Background 

Definition of CAPTCHA 

 "A CAPTCHA is a program that protects 

websites against bots by generating and grading 

tests that humans can pass but current computer 

programs cannot. For example, humans can read 

A SURVEY ABOUT CAPTCHA 
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distorted text as the one shown in figure.  

Application of CAPTCHA 

 Protecting Website Registration: CAPTCHAs are utilized to protect several free E-mail services 

such as Yahoo, Gmail, and Hotmail from computing programs that would register thousands of 

email accounts every minute using automated script. Protecting Email Addresses from Scrapers: 

This can be done by hiding a user‘s email address from Web scrapers by asking the user to solve a 

CAPTCHA before displaying his or her email address. Online Polls: CAPTCHAs are also utilized to 

control Web crawlers and bots from engaging in online polling by asking the user who wants to 

vote to solve a CAPTCHA before the vote submission. However, this process cannot prevent users 

from voting many times. Preventing Dictionary Attacks: This is to control computer programs from 

being able to repeat through the entire space of password by asking the user to solve a CAPTCHA 

test after a number of unsuccessful logins. This mechanism is better than locking an account after a 

certain number of unsuccessful logins. Search Engine Bots: CAPTCHAs can be utilized by 

administrators to stop search engines from indexing to prevent others from downloading or reading 

these sites because sometimes they contain private information. 

 
Classification of CAPTCHAS 

 The meaning of CAPTCHA introduces a challenge response test to the users even though 

human or computing programs. The CAPTCHAs can be classified into five types depend on what is 

distorted that is whether characters, digits, or images. 

 CAPTCHAs based on text. 

 CAPTCHAs based on image 

 CAPTCHAs based on audio. 

 CAPTCHAs based on video. 

 CAPTCHAs based on puzzle.  

  
CAPTCHA Based on text 

 Text based is simple to implement where a sequence of letters and digits present to the user 

with adding some modifications to the characters such as noise, scattering, rotating or making 

characters in the form of 3D these modifications added to prevent bot programs from reading the 

actual characters. It has the following types. 

 
Types of Text CAPTCHA 

 Gimpy CAPTCHA 

 EZ-Gimpy 

 Pessimal Print 

 Baffle Text 

 Scatter Type Method 

 Clickable CAPTCHA 

 Strangeness in Sentences CAPTCHA (SS-CAPTCHA) 

 3D CAPTCHA 
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Gimpy CAPTCHA 

 In this method, select a sequence of characters and present them as unclear and corrupted 

images by adding black and white lines and making non-linear modifications and asking the user to 

type the characters correctly. Gimpy was improved in 

collaboration with Yahoo and was implemented to 

prevent spammers from posting classified ads in chat 

rooms and writing scripts to create free e-mail accounts.  

         Example of Gimpy CAPTCHA 

EZ-Gimpy 

 This is a simple version of the Gimpy CAPTHCA 

which is easy to identify compared to a Gimpy 

CAPTCHA. This method is used in chat rooms in 

Yahoo and is also used for authentication purposes 

when signing up.  

 

         Example of EZ-Gimpy 
Pessimal Print 

 There is not much difference between this type of CATCHPA and Gimpy and Baffle text. The 

CAPCTHA here utilizes a model of a document image 

degradation that is nearly ten aspects of physical of 

machine printing and images of text. This model includes 

sampling rate and error, symbol size and blurring. 

        Pessimal Print Method 

Baffle Text 

 Baffle text was developed by Monica Chew (UC Berkeley) and Henry Baird (PARC) at the Palo 

Alto Research Centre. In this type of CAPTCHA, words which are not part of the British vocabulary 

is shown to the user. These words are changed to their image such as printing out the image and 

scanning it back in, or applying the entrance technique which transfers the image from color to 

black and white and back again. This changes the gray level and adds noise randomly to the image. 

The idea behind Baffle text is to minimize the small dictionary 

problem by using nonsense words where a human can use 

deduction to solve the problem. 

         Baffle Text CAPTCHA 

Scatter Type Method  

This type of CAPTCHA involves the segmentation of letters. Letters are modified by cutting 

each word into displaced pieces. The existing 

methods for the recognition of letters cannot separate 

letters easily because each letter in this method is 

segmented into numerous small pieces. Furthermore, 

the letters are chosen randomly so vocabulary cannot 

be utilized to predict the word. 

        Scatter type CAPTCHA 
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Clickable CAPTCHA 

 The user must click on the three cells which contain English words to pass the test but if the user 

clicks on words which are not part of the English language, the solution will be invalid. In this 

method, many variations are possible, for example, 

different grid sizes, any textual CAPTCHA may be 

used as an alternative for Google CAPTCHAs, and 

any binary textual classification problem can be 

used instead of recognition of English words. This 

method requires the user to be capable in the 

English language and also, it needs a mechanism to 

recognize that the user is using a mobile or small 

device with limited resources.     Clickable CAPTCHA 

 
Strangeness in Sentences CAPTCHA (SS-CAPTCHA) 

 This method is based on the ability of humans to 

distinguish natural sentences created by humans from 

machine-translated sentences. The computer shows the user 

many sentences which are a combination of natural and 

machine-translated sentences and asks the user to select the 

one which is created by a human.      SS-CAPTCHA 

 Both natural sentences (NS) created by humans and the Non-Grammatical sentences (NG) 

created by a machine translation program are collected by this method. NS are collected from paper 

media such as newspapers, magazines and books which is better than extracting them from the 

Internet because automated programs can easily search for sentences on the Internet and utilize 

them in the SS-CAPTCHA after recognizing them, whereas Non- Grammatical can be created by 

translating natural sentences from a non-mother-tongue into a mother-tongue language using 

machine-translation programs .This approach requires the user to be capable in the English 

language and is therefore not suitable for non-English speakers. 

 
3D CAPTCHA 

 This method is based on the ability of humans to recognize a sequence of 3D characters easily 

whereas computer programs cannot. The CAPTCHA text consists of 6 alphanumeric characters with 

letters and numbers. Several adjustments have been made to the characters to increase the level of 

difficulty of breaking this type of CAPTCHA as follows: 

 3D CAPTCHA with rotation: 

 3D CAPTCHA with overlapping characters 

 3D CAPTCHA with rotation and straight line 

 3D CAPTCHA with distributed noise 

 3D CAPTCHA with rotation and color background 

 3D CAPTCHA with rotation and character color variation 

 3D CAPTCHA with special character 

 3D CAPTCHA with background texture 
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 3D CAPTCHA with rotation: All characters are the same color but every character has a specific 

rotation angle on three axes. 

 3D CAPTCHA with overlapping characters: In addition to being rotated as described in the 

previous method, the characters are also overlapped. 

 3D CAPTCHA with rotation and straight line: In addition to being rotated, a thick line is drawn 

through the characters. 

 3D CAPTCHA with distributed noise: In addition to being rotated, noise is added to the image. 

 3D CAPTCHA with rotation and color background: In addition to being rotated, color is 

randomly added to the background and the text in the CAPTCHA. 

 3D CAPTCHA with rotation and character color variation: In addition to being rotated, each 

character is randomly colored to attract the user and increase usability. 

 3D CAPTCHA with special character: In addition to rotation, a special character, such as %, @, $ 

is added. 

 3D CAPTCHA with background texture. In addition to rotation, the background layer is given a 

random texture which makes it difficult for computer programs to recognize and name each 

character. 

 
3D CAPTCHA with rotation 

 
3D CAPTCHA with overlap and rotation 

 
3D CAPTCHA with rotation and straight line across 

a sequence 

 
3D CAPTCHA with distributed noise 

 
3D CAPTCHA with rotation and color background 

 
3D CAPTCHA with rotation and character 

color variation 

 
3D CAPTCHA with special character  

3D CAPTCHA with background texture 
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  However, some types of 3D CAPTCHAs are confusing to users because some letters have 

similar shapes after rotation and overlapping. 

 
CAPTCHA based on Image 

 Image based CAPTCHAs are based on recognizing a specific image from similarity images and 

sometimes are mixed with some words. It is difficult for computing programs to identify the 

graphics where human users can solve that. Various methods which are image based. 

Bongo 

 This type of CATCHA requires the user to solve a visual 

pattern recognition problem. Two series of blocks are 

displayed, one on the left and one on the right. The blocks on 

the left differ from those on the right, and the user must find 

the characteristic that sets the two series apart.    Bongo Method 

  In this case, the difference between the left and right series is that the blocks on the left are 

drawn with thick lines, while those on the right are drawn with thin lines. After determining the 

characteristic which separates the two series, the user is shown four single blocks and is asked to 

decide on which side they belong. The user passes the test if they correctly determine the side to 

which all four blocks belong. 

 
Pix CAPTCHA 

 The Pix CAPTCHA uses a large database of pictures 

and animated images of everyday objects such as dogs, 

flowers etc. The user is shown four different pictures of 

the same object and is required to type a word to indicate 

the object. 

 
Hand-Written CAPTCHA Method  

 This method uses a database of handwritten names of American cities, gathered from postal 

letters. An image of a handwritten city name is shown to the user who is then required to type the 

name of the city. The quality of the picture of the word which is shown to the user is poor and some 

are quite difficult for human users to read. 

 
Implicit CAPATCHA Method 

 In this method, the user will choose a specific picture by a 

simple click. For example, the image of a mountain is displayed to 

the user and the user is asked to click on its top. Conversely, a 

number of words may be shown and the user is asked to click on a 

specific word. Although this method is costlier, it is easier for 

users.  

Implicit CAPTHCA method 
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Drawing CAPTCHA Method 

This method is used in devices using style such as PDA 

(Personal Digital Assistance). In this method, a screen with a 

noisy background is prepared and sketch many dots on it 

then the user is asked to connect certain dots to each other. 

Humans can complete this task easily whereas computers 

cannot. Another merit of this method is that the user does not 

require having ability of using a specific language. 

         Example of a Drawing CAPTCHA 

Four-Panel Cartoon CAPTCHA 

 A four-panel cartoon is presented with the four panels 

rearranged randomly and the user is required to arrange them in 

correct order. Humans can understand the meaning of the pictures 

whereas computers cannot. However this method requires a higher 

level of security because if there are 4 panels, then there are 24 

possible combinations, so computers and software such as Malware 

could respond with correct answer. 

        Example of a Four-Panel CAPTCHA 

Question-based CAPTCHA 

 Question based CAPTCHA, merging OCR-based 

and Non-OCR-based methods. A simple mathematical 

problem is shown to the user in the form of images 

and the user is asked to answer this question. The 

images are selected randomly from a database of 

images and can be changed.  

        Question-based CAPTCHA 

 Humans can answer this question easily whereas it is very difficult for computers to recognize 

the phrases and shapes which are shown and also understand the question. This method has many 

advantages as follows: 

 This method is easy as the user only needs to type one number for the answer; hence it is also 

very time effective for the user. 

 In this method, the keyboard is not important because the user only has to enter a number so 

this method is useful on devices which do not have keyboard or on devices where it is difficult 

to utilize a keyboard, such as mobiles and Pocket PCs. This method does not require any 

processing to be executed by the client and it can be used on small devices and on devices with 

limited resources. 

 
CAPTCHA Systems for Nintendo 

 Nintendo DS is a well-known game console, invented in 2004. Today, it has more functions such 

as Internet browsing, education, playing audio and video and chat. The Nintendo DS Browser is 

used to connect Nintendo DS to the Internet but it does not support certain functions such as Adobe 

Flash. So, readily available CAPTCHA methods cannot be used for the Nintendo DS. The 

mechanism of this method is based on the Online Collage CAPTCHA but is modified to make it 
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suitable for this device which has browser limitations, namely to limit the number of objects to four 

because the Nintendo DS browser has a small memory of around 10 MB so it does not have the 

ability to load many images and large web pages. Also, small pictures are chosen to minimize size 

and it does not rotate pictures because the Nintendo DS screen is small which would make it 

difficult for humans to recognize small rotated pictures. This method requires the user to be capable 

in the English language and also it needs a mechanism to recognize the user is using a Nintendo 

device. 

 
CAPTCHAs for Children 

 This method is suitable for children and is based on finding the picture of an object from other 

objects. The first step in this method is to prepare a bank of names of various objects, for example, 

cars, countries, flags, animals selected randomly by the program. Pictures of these objects are 

downloaded from the Internet using websites such as Yahoo 

and the size of these pictures is chosen as medium. Then each 

picture is rotated and the program displays the pictures 

randomly to the user. The computer asks the user click on one 

particular picture using the Text-To-Speech system. For 

example, the program shows the user four pictures: a car, 

rabbit, children, and a bird and asks the user to click on the 

picture of the rabbit by saying this word. If the user clicks on 

the picture of the rabbit, it is concluded that the user is a 

human and not a computer program.     Children’s CAPTCHA 

  There are many advantages of this type of CAPTCHA 

 This method does not need skills in reading and writing because the question is spoken to the 

user who is then required to simply click on the correct picture; hence it is easy for children of 

all ages. 

 This type of CAPTCHA is not time consuming to complete and does not disturb users. 

 This method does not require a keyboard or any processing on the client side so it is suitable for 

devices which have limited resources. 

 In this method, there is no need to create a bank of pictures because the Internet is used to 

choose a picture so the cost is reduced. This type of CAPTCHA requires the child to have 

English language skills and it also needs a mechanism to recognize that the user is child. 

 
Collage CAPTCHA 

 A simple method which uses a bank of pictures of objects such 

as flags, animals, furniture etc and randomly selects six pictures and 

rotates them slightly, but does not overlap them. These pictures are 

then shown to the user who is required to click on one of them. 

 
Online Collage CAPTCHA 

 This method is the same as the previously described Collage CAPTCHA method, but the 

pictures are downloaded from the Internet which is able to provide a large bank of pictures and 

thereby reduce cost.  
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Online Collage CAPTCHA 

 
Multi-Modal CAPTCHA 

 Multi-modal method to create a CAPTCHA, by combining Text-Based and Image-Based 

schemes where thousands of images (fruit, vegetables, animals) are 

gathered from search websites such as Google and Yahoo, and then 

this large set of images and text labels is stored in the database. The 

test is in the form of an image with four text labels and the user is 

required to write the correct answer in the cursive text. This method 

has a very high pass level as the images used in this type of 

CAPTCHA are very simple so users who have a visual disorder can 

easily recognize them and solve this test. However, this approach 

requires English language skills. 

     Multi-Modal CAPTCHA 
CAPTCHA based on Audio 

 CAPTCHA based audio represent in introducing words to the user in the form of voice, so the 

user is requested to type what he/she has listened to solve the CAPTCHA. The advantage of the 

type is that it can be used for visually impaired users. 

 
Text –To Speech Conversation Method 

 In this method, a voice recording of a word or a number is presented to the user with some 

distortion and noise added and the user is required to type the word or number. Google uses this 

method for blind and low vision users for many Google services. 

 
Spoken CAPTHCAs for Blind Users 

 This CAPTCHA method was designed for blind users who cannot respond to visual patterns. 

First, the system chooses one of the words from the system‘s dictionary and transmits this to the 

Text-To-Speech module which creates an audio file and asks the user to say the word. The user‘s 

reply is recorded and sent as a speech file to two modules on the server: one is Speech Recognition 

and Human vs. to recognize the word spoken by the user; the other is Computer Analysis which 

analyses the user‘s reply to decide whether this is a human voice or a computer program such as a 

Text-to-Speech system. The results from these two modules are then analyzed to make a final 

decision. If the voice is from the user and also provides the correct answer, the user will be given 

access to the website; otherwise the system will send the user another test. 
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CAPTCHA based on Video 

 Video CAPTCHA is rarely used in CAPTCHA system as it requires image download through 

the internet.  

 
Motion CAPTCHAs 

 A short movie clip of a person performing some type of action is shown to the user, after which 

a list of sentences describing various actions is shown to the user and the user is required to select 

the correct description. If the user selects the right answer, then the user will be allowed access to 

the website, otherwise the system will offer a new test to the user for a second chance. Although this 

method is simple and easy, it requires ability in the English language. 

 
CAPTCHA based on Puzzle 

 In puzzle CAPTCHAs, the user are required 

solve a puzzle which represent on introducing chunk 

of picture and asking user to combine the chunks or 

identify a specific part of image. 

 
A Novel Image-Based CAPTCHA Using a Jigsaw Puzzle 

 This method is created by presenting the user a jigsaw puzzle with two dislocates puzzle pieces 

from a puzzle database. All the jigsaw puzzle pieces 

are of rectangular shape. Some edge handling has 

been done to each jigsaw piece to lead edge detection. 

This type of CAPTCHA only uses images so it does 

not depend on language. Humans can easily and 

quickly solve this CAPTCHCA whereas it is very 

difficult for computers to pass this test.     Jigsaw Puzzle 

 
Comparison between CAPTCHAS Types 

Strength and weakness of text based CAPTCHA 

 Text based CAPTCHA is the simplest type of CAPTCHA where it is the first type which has 

been invented and implemented in Email services and search engine. Text based CAPTCHA 

consists of English letters and numbers .these characters are limited so the bot programs and 

hackers can solve the text CAPTCHA by designing programs which scan the text CAPTCHA and 

typing it in the specific place. These problems is solved by doing some modification on characters 

such as adding some noise or rotate and scatter letters or present characters as corrupted and 

distorted letters or introduce characters as 3D.User when he identify the correct characters because 

some characters have similar shapes after making modifications. In addition, another issue in text 

based CAPTCHA is presented by English language where some users can‘t understand some types 

of text based CAPTCHA such as clickable CAPTCHA and Strangeness in Sentences CAPTCHA. 

 
Strength and weakness of CAPTCHA based on image 

 In this type, some similarity images are introduced to the user to select the suitable image 

depend on the question under the CAPTCHA. Although this type is simple there are some 

problems can face the user when he is trying to solve image based CAPTCHA: 
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 Some users who have low vision or learning disability will meet some issues when they are 

attempting to solve this CAPTCHA 

 Probability of break the CAPTCHA by computing programs will increase if the number of 

choice is decreased so it is better to create more options in CAPTCHA to make it strong 

however this mechanism will consume the database. 

 This CAPTCHA is available just by English language therefore English speakers and some 

others who have English vocabulary knowledge will solve the CAPTCHA only. 

Strength and weakness of CAPTCHA based on audio 

 This type of CAPTCHA is designed for people have visual problem where the recorded words 

are introduced to the user and the user should type the word which he/she has listen. 

 Although audio CAPTCHA is available for visually disabled users, there are some issues may 

face the users. 

 The added noise to the recorded words is to make the CAPTCHA stronger and product it from 

breaking by computing programs, can confuse the user and leading to fault answer and may 

 Audio CAPTCHA is introduced by English language therefore just users with English ability 

can solve this type. 

Strength and weakness of CAPTCHA based on video  

  CAPTCHA based on video represents in introducing a short movie contains person 

representing some kind of action and the user must select correct description from the list. The size 

of video in this method is large so the users will face issue when they downloading it from the 

internet. This problem can lead users to leave the website or Email which they was trying to utilize 

it. Another issue can affect some users who do not have English language ability because video 

CAPTCHA is available by English language only. 

Strength and weakness of CAPTCHA based on puzzle 

 Puzzle CAPTCHA represents on introducing parts of images and the user should to merge the 

parts or identify a particular part of image. This mechanism consumes more time to solve, so user 

may be bored and leave the website. Furthermore, users who have low vision will face image 

identification issue. 

Conclusions 

 CAPTCHA plays important role in World Wide Web security where it prevents computing 

programs and Hackers from abusing online services. This paper describing classification of current 

CAPTCHA methods based on text, images, voice, video and puzzle. In each classify there are many 

varied methods has introduced and discussed. In addition, we discussed the strength and weakness 

of each category. Finally, we propose to develop multi linguistics CAPTCHAs. 
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Abstract 
 The new millennium has opened a plethora of opportunities in information technology and has made tremendous 
impact in Banking. Banking scenario has been changed rapidly since 1990‟s. The banking industry recognizes that the 
internet must be secure to achieve a high level of confidence with both clients and business. Anywhere banking and 
anytime banking has become reality. E-banking refers to electronic banking. It is like e-business in banking industry. It 
means using electronic means to transfer funds directly from one account to another. E-banking is also called as "Virtual 
Banking" or "Online Banking”. With the time, the concept of internet banking has got attention in the Indian context. 
Most of the banks have already implemented the e-banking facilities, as these facilities are beneficial to both i.e. banks as 
well as consumers. Many financial innovations like ATMs, credit cards, RTGS, debit cards, mobile banking etc. have 
completely changed the face of Indian banking. Thus, there is a paradigm shift from the seller's market to buyer's market 
in the industry and finally it affected at the bankers level to change their approach from "conventional banking to 
convenience banking" and "mass banking to class banking". The shift has also increased the degree of accessibility of a 
common man to bank for his variety of needs and requirements. In years to come, e-banking will not only be acceptable 
mode of banking but will be preferred mode of banking. 

 
Introduction 

 The new millennium has opened a plethora of opportunities in information technology and has 

made tremendous impact in Banking. Banking scenario has been changed rapidly since 1990‘s. The 

banking industry recognizes that the internet must be secure to achieve a high level of confidence 

with both clients and business. Anywhere banking and anytime banking has become reality. E-

banking refers to electronic banking. It is like e-business in banking industry. It means using 

electronic means to transfer funds directly from one account to another. E-banking is also called as 

"Virtual Banking" or "Online Banking‖. It refers to system that enables bank clients to access 

accounts general information and services through a personal computer. It provides the opportunity 

to harness technological power to handle more transactions, faster, more efficiently and with less 

man power. E banking has become very much popular now a day‘s throughout the globe. Banks 

launched e-banking service and take effort to attract customer towards e-banking services like ATM, 

Net-banking, Mobile banking. Since banking plays a very important role in the economy of a nation, 

then there is truly a need to maximize and improve its features to be client friendly and easy to 

access.  

Objectives of the Study 

 The objectives of the present study are listed below: 

1. To highlight the concept of e-banking 

2. To describe the tools used in e-banking 

E-BANKING - AN OUTGROWTH OF PC BANKING 
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3. To highlight the merits and demerits of e-banking 

4.  To elicit the trends and future prospects of e-banking  

 
Research Methodology 

 The present study is based on secondary data. The secondary data were collected from books, 

reports, magazines and on line articles and other standard publications. 

 
Concept of Electronic Banking  

 E-banking is defined as the automated delivery of new and traditional banking products and 

services directly to customers through electronic, interactive communication channels. E-banking 

includes the systems that enable financial institution customers, individuals or businesses, to access 

accounts, transact business, or obtain information on financial products and services through a 

public or private network, including the Internet.  

 It is an umbrella term for the process by which a customer may perform banking transactions 

electronically without visiting a brick-and-mortar institution. The following terms all refer to one 

form or another of electronic banking: personal computer (PC) banking, Internet banking, virtual 

banking, online banking, home banking, remote electronic banking, and phone banking. PC banking 

and Internet or online banking is the most frequently used designations. It should be noted, 

however, that the terms used to describe the various types of electronic banking are often used 

interchangeably. 

 PC banking is a form of online banking that enables customers to execute bank transactions 

from a PC via a modem. In most PC banking ventures, the bank offers the customer a proprietary 

financial software program that allows the customer to perform financial transactions from his or 

her home computer. The customer then dials into the bank with his or her modem, downloads data, 

and runs the programs that are resident on the customer's computer. Currently, many banks offer 

PC banking systems that allow customers to obtain account balances and credit card statements, pay 

bills, and transfer funds between accounts. The six primary drivers of Internet banking includes, in 

order of primacy are: 

 Improve customer access 

 Facilitate the offering of more services 

 Increase customer loyalty 

 Attract new customers 

 Provide services offered by competitors 

 Reduce customer attrition 

 
Tools of Electronic Banking  

 A number of services are being offered through electronic banking. It is quite difficult to 

measure the extent of such services, but an effort has been made by classifying these services into 

two categories. Firstly, to judge the impact of e-banking through different websites, services being 

offered by the banks have been categorized into informational and transactional services. Secondly, 

the extent of these services has been measured through ATM services offered by the banks. 

Following pictures shows the tools used in e-banking. 
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Figure 1 

 ATM: An (ATM) also known as an automated banking machine (ABM) that enables the clients 

of a financial institution to perform financial transactions without the need for a cashier, human 

clerk or bank teller. Most ATMs are connected to interbank networks, enabling people to withdraw 

and deposit money from machines not belonging to the bank where they have their accounts or in 

the countries where their accounts are held.  

 Smart card: A smart card, chip card, or integrated circuit card (ICC) is any pocket-sized card 

with embedded integrated circuits. Smart cards can provide identification, authentication, data 

storage and application processing. Smart cards may provide strong security authentication for 

single sign-on (SSO) within large organization. Traditional credit cards are fast evolving into smart 

cards as consumers demand payment and financial services product that user friendly, convenient 

and reliable.  

 Debit card: An electronic card issued by a bank which allows bank clients access to their 

account to withdraw cash or pay for goods and services. This type of card, as a form of payment, 

also removes the need for checks as the debit card immediately transfers money from the client's 

account to the business account. The major benefits to this type of card are convenience and 

security.  

 Mobile banking: Mobile banking is a system that allows customers of a financial institution to 

conduct a number of financial transactions through a mobile device such as a mobile phone or 

personal digital assistant. The scope of offered services may include facilities to conduct bank and 

stock market transactions, to administer accounts and to access customized information.  

 Credit card: The word credit originated from the Latin word credo meaning Trust. A credit card 

is a payment card issued to users as a system of payment. It indicates an opinion on the future 

ability to the issuer to make timely payment of principal and interest of fixed income security. A 

credit card allows small short-term loans to be quickly made to a customer who need not calculate a 

balance remaining before every transaction.   

 Tele banking: Telebanking in is carrying out financial transactions using telephones. Telephone 

banking is a service provided by a bank or other financial institution, which enables customers to 

perform financial transactions over the telephone, without the need to visit a bank branch. From the 

bank's point of view, telephone banking reduces the cost of handling transactions by reducing the 

need for customers to visit a bank branch for non-cash withdrawal and deposit transactions.  

 
Other services provided by bank.  

 Online share trading.  

 Fund transfer.  

 Online account opening.  

 Bill payment.  
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 Loan facility.  

 Online booking.  

 Tax payment.  

 
Advantages of E-Banking 

 E-banking is one which includes any transaction you 

perform using the Internet or a mobile device. Making 

electronic payments, paying bills and transferring money 

between accounts are all elements of e-banking, which can 

be done from your cell phone or computer. Despite 

potential risks of identity theft and account hacking and 

less personal contact with the bank, e-banking presents a 

number of advantages to customers. Following figure 

shows the merits of e-banking. Figure 2 

Convenience 

 The ability to do banking from home at any hour is one of the most common benefits of online, 

or e-banking. You can move money from checking to savings or make electronic payments 24/7, 

even when the bank is closed. Some customers also appreciate the real-time banking information to 

check balances in checking and savings accounts. 

Portability 

 Electronic banking also creates a more mobile bank for customers. Mobile apps allow customers 

to check balances and perform routine bank transactions from anywhere they can get phone 

reception. Alerts to low balances are offered by some bank apps. 

Cost Savings 

 E-banking offers some cost-savings opportunities for customers. By paying bills online, you 

reduce the number of checks you have to write. This saves you on buying new check pads and 

paying for stamps and envelopes. Also, with broader access to banks operating online, you can price 

shop and find lower fees and more favorable interest rates. 

Track Spending 

 Some bank customers who previously did little to no budgeting now monitor basic spending 

habits using spending trackers provided by online banks. When you make purchases with a debit 

card or pay bills online, programs update your spending chart by cataloging the expense as utility, 

car payment or another type of bill. These trackers are somewhat limited because they can't directly 

monitor cash spending. However, some bank apps allow you to manually record grocery expenses 

or other cash outflows to fill those gaps. 

Industry Benefits 

 Banks can minimize labour and supply costs by allowing customers to self-service certain types 

of transactions, and save money on paper and postage by sending statements over the Internet. 

While some people believe ATMs and e-banking go against traditional, personalized banking, 

others point to the increased efficiency and flexibility. 

Disadvantages of E- Banking  

 Though there are many advantages of internet banking, but nothing comes without 

disadvantages and everything has its pros and cons; same is with internet banking. It also has some 
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disadvantages which must be taken care of. The disadvantages of online banking include the 

following: 

 Understanding the usage of internet banking might be difficult for a beginner at the first go. 

Though there are some sites which offer a demo on how to access online accounts, but not all 

banks offer this facility. So, a person who is new, might face some difficulty. 

 Customer cannot have access to online banking if they don‘t have an internet connection; thus 

without the availability of internet access, it may not be useful. 

 Security of transactions is a big issue. Their account information might get hacked by 

unauthorized people over the internet. 

 Password security is a must. After receiving their password, do change it and memorize it 

otherwise their account may be misused by someone. 

 Customers cannot use it, in case; the bank‘s server is down. 

 Another issue is that sometimes it becomes difficult to note whether their transaction was 

successful or not. It may be due to the loss of net connectivity in between, or due to a slow 

connection, or the bank‘s server is down. 

  Internet Banking has definitely made the life easy for users by providing online access to 

various banking services. 

 
Trends and Future Prospects of E Banking in India  

 India has a great prospect to leverage the potential of e-banking and build a cash-light economy. 

In addition to IT edge and relatively dense population, the Government of India is clearly 

determined to achieve financial inclusion and is taking aggressive steps to see this happen. 

Rendering financial services to the un-served or poor through a market-led approach is important 

for the sustainability of financial inclusion. However the lack of feasible business models has 

impeded market-led approaches being followed at scale. There are many reforms and enrollment 

drives which have been undertaken by the Reserve Bank of India (RBI) and the Government of 

India over the last five years to give drift to the financial inclusion agenda. This has had its own 

positive and negative effects on the branchless banking initiatives. 

 While the intervention of government has ensured some hope for the players involved like bank 

agents, it has also, diverted the focus from savings and credit services for the poor to remittances 

and government social security payments. It can be safely said that the RBI and government policy 

initiatives and reforms have considerably helped the development of e-banking systems. They have 

adopted technology prototypes (like smart cards and mobile based options). These infrastructure 

advancements have given vent to a more market driven environment, which in fact, is the future 

face of the economy.  

 
Conclusion  

 With the time, the concept of internet banking has got attention in the Indian context. Most of 

the banks have already implemented the e-banking facilities, as these facilities are beneficial to both 

i.e. banks as well as consumers. Many financial innovations like ATMs, credit cards, RTGS, debit 

cards, mobile banking etc. have completely changed the face of Indian banking. Thus, there is a 

paradigm shift from the seller's market to buyer's market in the industry and finally it affected at the 

bankers level to change their approach from "conventional banking to convenience banking" and 
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"mass banking to class banking". The shift has also increased the degree of accessibility of a common 

man to bank for his variety of needs and requirements. 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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