
 

 

INTERNATIONAL JOURNAL OF COMMERCE 

(A Peer-Reviewed-Refereed/Scholarly Quarterly Journal Globally Indexed with Impact Factor) 
 

 

Vol. 6   Special Issue 5   February, 2018  Impact Factor: 3.017  

ISSN: 2320 - 4168  UGC Approval No: 44120 
 

International Conference on 

NEW DIMENSIONS OF COMMERCE IN THE GLOBALISED ERA – 2018 

 

 

Volume 1 of 2 

Tuesday 27th February 2018 
 

 

Organised by 

Departments of Commerce & Commerce (CA) 
 

 

CHIEF EDITOR 
Dr. M. Senthilraj 

Principal, Marudhar Kesari Jain College for Women, Vaniyambadi  
 

EDITORS 
Dr. C. Nithya, Vice Principal 

Head, Research Department of Commerce 
Ms. M. Ashtalakshmi, Head, Department of Commerce (CA)  

Ms. B. Vasanthi, Head, Department of Commerce  
Marudhar Kesari Jain College for Women, Vaniyambadi 

 
 

 
 

MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 
Marudhar Nagar Chinnakallupalli, Vaniyambadi – 635 751 

‘NDCGE – 2018’ 
 



 



 

 

 

MARUDHAR KESARI JAIN TRUST 

 

 

 

 

 

 



 
 

 
 

 
 



 

EDITORIAL BOARD MEMBERS 

 
CHIEF PATRONS 

 
Sri. M. Vimmal Chand Jain    President 
Sri. J. Rathanlal Jain     Vice - President 
Sri. C. Lickmichand Jain    Secretary 
Sri. D. Utham Chand Jain   Joint Secretary 
Sri. N. Sripal Kumar Jain    Treasurer 
Sri. M. Sudarsan Kumar Jain   Trustee 
Sri. K. Rajesh Kumar Jain    Trustee 
Sri. N. Lalith Kumar Jain   Trustee 
Sri. K. Anand Kumar Bafna   Trustee 

  
CHIEF EDITOR 

 
Dr. M. Senthilraj 

Principal 
Marudhar Kesari Jain College for Women 
Vaniyambadi - 635751 

 
EDITORS  & CONVENERS 

 
Dr. C. Nithya, Vice Principal 
Head, Research Department of Commerce    
Marudhar Kesari Jain College for Women 
Vaniyambadi - 635751 
 
Ms. M. Ashtalakshmi     
Assistant Professor & Head    
Department of Commerce (CA)    
Marudhar Kesari Jain College for Women 
Vaniyambadi - 635751 
    
Ms. B. Vasanthi 
Assistant Professor  & Head      
Department of Commerce     
Marudhar Kesari Jain College for Women     
Vaniyambadi - 635751 
 
 
 

ORGANIZING SECRETARIES 
 

Ms. N. Karpagam – Assistant Professor, Commerce 

Ms. M. Usha – Assistant Professor, Commerce (CA) 

 



ADVISORY COMMITTEE 

 

Dr. M. Senthilraj 

Principal 

Marudhar Kesari Jain College for Women 

Vaniyambadi - 635751 

 

Dr. A. Noor Mohamed 

Associate Professor, Dean & Head 

PG and Research Department of Commerce 

Islamiah College (Autonomous), Vaniyambadi 

 

Dr. T. Mohamed Ilyas 

Associate Professor of Commerce & Vice-Principal 

Islamiah College (Autonomous), Vaniyambadi 

 
Dr. A. Dhanalakshmi 

Professor, School of Business 

Wenzhou University 

Zhejiang Province, China 

 
Dr. K. Thirumaran 

Head of Academic Group Business & IT  

James Cook University, Singapore 

 
Prof. XU HUI 

Asst. Professor, Humanities & Social Sciences 

Wenzhou University, China. 

 
Dr. S. Gurusamy 

Professor and Head, Dean – Academic 

Department of Commerce, University of Madras, Chennai  

 
Dr. M. Sumathy 

Dean, Professor & Head 

School of Commerce, Bharathiar University, Coimbatore  

 



 

 

Dr. S. Mythili  

Principal  

Sri Akilandeswari Women's College 

Wandiwash 

 
Dr. G. Sasikumar 

Principal 

Sun Arts & Science College, Thiruvannamalai 

 
Dr. K. Sayee Manohar 

Deputy Director (Incharge) 

Sri Sathya Sai Institute of Higher Learning (SSIHL) 

Muddenahalli, Karnataka 

 
Prof. T. Mohamed Mustafa 

Facilitator 

Department of Commerce & Commerce (CA) 

Marudhar Kesari Jain College for Women, Vaniyambadi 

 
Dr. J. Srinivasan 

Associate Professor & Research Supervisor 

PG & Research Department of Commerce  

R.V. Government Arts College, Chengalpattu 

 
Dr. T. Thirupathi 

Assistant Professor& Head 

PG & Research Department of Commerce 

Govt. Arts College (Autonomous), Salem  

 
Dr. G. Deepalakshmi 

Assistant Professor & Head      

Department of Business Administration   

Marudhar Kesari Jain College for Women, Vaniyambadi  

 

TREASURER AND MEMBERS 

 
Department of Commerce    Department of Commerce (CA) 
      
Ms M. Geetha, Assistant Professor     Ms. R. Chithra, Assistant Professor            

Ms P. Anandi, Assistant Professor   Ms. M. Revathi , Assistant Professor   

Ms J. Nuzhath Ara, Assistant Professor  Ms. T. Vijayakumari, Assistant Professor   

Ms J. Jeevitha, Assistant Professor   Ms. K. Deepa , Assistant Professor   

Ms E. Sangavi, Assistant professor   Ms. K. Kalpana, Assistant Professor   

Ms. A. Kavitha, Assistant Professor   Ms. P. Priyanka, Assistant Professor   



 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CONTENTS 
 

S.No Titles & Authors Names 
Page 

No. 

1 A Study on Consumer Behaviour towards Selected Alternative Care Products with 

Reference To Salem District 

Dr.M.Senthilraj, Dr.S.Subathra & Ms.J.Geetharamani 

01 

2 Consumer Buying Behaviour: A Study on Gold Jewellery in Vellore District 

Ms.M.Ashtalakshmi & Dr.A.Dhanalakshmi 

07 

3 A Study on Brand Preference towards Softdrinks  Product at Tirupattur 

Ms.B.Vasanthi & Dr.M.Senthilraj 

15 

4 Role of Effective Communication on Quality of Work Life of Employees 

Dr.C.Nithya & Dr.A.Noor Mohamed 

25 

5 A Study on Impact of Women Entrepreneruship An Overview 

Dr.G.Deepalakshmi 

32 

6 A Study on Consumer Behaviour towards Aachi Masala and Sakthi Masala in 

Vaniyambadi Town 

Dr.N.Roja Bai & Dr.A.Noor Mohamed 

38 

7 Performance Evaluation of Select Cement Companies in India 

Dr.G.Sasikumar & K.Pachaiammal 

42 

8 A Study on Employee’s  Training and Development in Mitsubishi Heavy Industries India 

Precision Tools Ltd., Sipcot, at Ranipet Vellore District, Tamilnadu 

Dr.R.Dharmaraj 

49 

9 A Study on Consumer Awareness towards Organic Foods 

Dr.S.Mohamed Rafique 

55 

10 A Study on Consumer Buying Preference towards Selected Cosmetics in FMCG at Vellore 

Dr.K.Gomathy 

59 

11 Evolution of Green Marketing and Green Marketing Mix Strategies 

Dr.C.Srinivasan 

62 

12 Customers Perception towards Online Banking 

Dr.G.Devi 

68 

13 Emerging Trends of E - Commerce in India 

Dr.S.Gayathri 

71 

14 Job Commitment and its Components – Analysis with reference to Teachers 

Dr.D.Anand & V.Senbaga Priya 

81 

15 Survey Based Study on Work Life Balance of Employees in Information Technology (IT) 

and Information Technology Enabled Services (ITES) Companies with Special Reference 

to Bangalore City 

Dr.S.Thameemul Ansari & Dr.M.Srinivasan 

87 

16 Water Pollution in India – An Overview 

Dr.A.Royal Edward Williams, Mr.A.Premkumar & Mr.T.Vinoth 

94 

17 A Study on Buying Behaviour of Consumers on Domestic Products Shopping through 

Online with Special Reference to Vellore District, Tamilnadu 

Ms.N.Karpagam & Dr.T.Bharathi 

97 

18 A Study on Importance of Personality and Perception in the Work Behaviour 

Ms.M.Usha 

104 

19 A Study on Customer Satisfaction towards “The Hindu Newspapers and Its 

Supplementries 

G.Murali Daran & Dr.M.Rajesh 

 

110 



20 Quality of Work Life Balance in Organisation 

V.Vijayalakshmi, S.Divya Parvathi  & R.Amirtha Lakshmi 

118 

21 Customer Satisfaction and Loyalty of Mobile Phone Service Providers 

(A Study with Special Reference to Customers in Vellore City) 

P.Anitha & V.Kumuthini 

125 

22 A Case Study on Consumer Preference in Choosing the  

Masala Brands between Sakthi and Aachi Masala 

Mrs.Dakshayini Rasadurai & Dr.M.Raguraman 

130 

23 Implementation of Total Quality Management  and Monitoring Devotee Satisfaction in 

Temple  Sripuram, Vellore 

Mr.M.Jayachandran & Dr. S.Renuga Devi 

138 

24 Recent Trends in Marketing ‘On-Line Marketing’ Issues and Challenges 

C.Arunachalam 

143 

25 Marketing and Its Importance for Todays Business 

M.Mahalakshmi 

149 

26 A Study on Consumer Behavior of Facial Creams  in Vaniyambadi Town 

G.Thenmozhi 

155 

27 Importance of Human Resource Management in Organization’s 

V.Vijayalakshmi, V.Swetha & K.Priyanka 

164 

28 A Comparative Study of Service Quality and Customer Satisfaction in Public and Private 

Banking Sector in Dharmapuri District 

Prof. M.Venkatesan 

169 

29 Scope for Development and Commercial Marketing of Psyllium Husk Incorporated Food 

Products for Diabetics 

I.Cini Ezhilarasi & P.Nazni 

178 

30 The Basics Banking  Functions in India 

G.K.Vikram & C.Edwin Charles 

181 

31 E-Commerce 

R.S.Himaja 

187 

32 Issues and Challenges of Recruiter on Recruitment 

B.Harshith  & M.Srikaran  

195 

33 Marketing 

I.Poornima 

201 

34 Marketing 

R.Hari Priya 

208 

35 Entrepreneurship 

J.Sowmiya 

215 

36 Entrepreneurship 

B.Sureka 

219 

37 Enterprise Resource Planning (ERP) 

R.Pooja 

225 

38 Basics of Insurance and Its Origin 

C.Edwin Charles & G.K.Vikram  

229 

39 Fund Agencies for Woman Entreprenership   

M.Monish Kumar  & G.Meganathan  

235 

40 Impact of Demonitization on Indian Economy – An Overview 

T.Gayathri 

241 

   

 



Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
1 | P a g e  Shanlax International Journal of Commerce 

 

 
A STUDY ON CONSUMER BEHAVIOUR TOWARDS SELECTED ALTERNATIVE 

CARE PRODUCTS WITH REFERENCE TO SALEM DISTRICT 

 

 
 

Dr.M.Senthilraj 

Principal, MKJC, Vaniyambadi 

 
Dr.S.Subathra 

Assistant Professor, NKR College, Namakkal 

 

Ms.J.Geetharamani 

Assistant Professor, Vysya College, Salem 

 

Introduction 

 In accordance to the last trends of life style, people are returning to the nature looking for 

natural food sources, aiming to increase their immunity by healthy diet and to prevent diseases 

avoiding sedentary lifestyle. Herbal remedies and traditional medicines (Chinese, Ayurvedic, 

homeopathic, etc) win increasingly more followers. From food science perspective, it is difficult 

to define a food product that is ―natural‖. The notion of "natural‖, which could be read on food 

labels have different meanings, such as: products which do not contain additives, artificial colours 

and flavours or synthetic substances; products which are derived from plants or animals  

GMO-free; products which have used just organic or traditional crops as ingredients, etc. The FDA 

has considered the term ―natural‖ to mean that nothing artificial or synthetic (including all colour 

additives regardless of source) has been included in, or has been added to a food. However, this 

concept do not address to raw material (cultivation technologies, use of pesticides) nor to odd 

processing or manufacturing methods, such as thermal technologies, pasteurization, or 

irradiation. FDA also did not consider whether the term „natural‖ should describe any nutritional 

or other health benefit.  

 The past decade showed the public interest in alternative medicines and natural therapy 

including diet, food supplements and herbals both in developing and developed countries. It was 

noticed a change towards nutrition and health: individuals are taking charge and control of their 

health and they may perceive plant products to be more natural and superior as compared to the 

manufactured medicines. Many manufacturers have noticed this trend in recent years and have 

responded by investing in research and production of various foods with higher nutritional quality. 

Today someone can choose from thousands of products based on botanicals and plant extracts 

that have both preventive and curative effects.  The National Center for Complementary and 

Alternative Medicine (NCCAM) defines CAM as ―a group of diverse medical and health care 

systems, practices, and products that are not generally considered part of conventional 

medicine.‖ Complementary medicine is used in addition to conventional medicine, while 

alternative medicine replaces conventional medicine. The combination of CAM and conventional 

medical practices is known as integrated medicine. According to NCCAM, as there are no rigorous, 

well-designed clinical trials for CAM therapies. One factor precluding carefully controlled clinical 

trials is the expense of these studies. Research trials for conventional drugs are funded by 
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companies that develop and sell drugs, but fewer resources are available to support trials of CAM. 

There are many different components within CAM, including natural practices, mind and body 

medicine, and manipulative and body-based practices. Mind and body medicine improves health 

by focusing on the interaction between mind, body, and behavior. Examples include meditation, 

acupuncture, yoga etc, The belief that herbal therapy promote healthier living and the new look 

of herbal medicines as a balanced and moderate approach to healing people are some of the 

reasons for the diversity and many more new natural products introduced into the markets all 

over the world.  

 The fast development of the food supplement markets was also positively correlated with the 

higher education level of consumers. People show interest in selecting and choosing the category 

of products which are the most suitable for their health problems, looking for the efficacy and 

effectiveness of alternative medicines, especially in the treatment of certain diseases where 

conventional therapy has proven to be ineffective or inadequate. Herbal products have the image 

of being able to create appropriate conditions to the body‘s natural capacity for self-repair.  Most 

of the consumers believe in the improvement of quality, efficacy and safety of traditional herbal 

medicines as result of the development of science and technology. People are familiar to the 

main plant species and their bioactive chemical compounds, physiological effects and health 

benefits. Patients‘ freedom of choice in utilization of alternative treatments as well as the easy 

access to the herbal remedies is also responsible for the fast growing markets: natural products 

are available not only in drug stores or herbalist shops, but also in food stores and supermarkets; 

they could be bought on internet or via direct sales. According to Cohen and Adams (2011), 74% of 

adults utilize the Internet; 61% have searched for health or medical information on line; 49% have 

reviewed a website for information about a particular medical issue. A simple search for the term 

―weight loss supplements‖, for example, produced 21,800,000 hits (Google, August 2016).   

 In addition, marketing strategies of herbals manufacturers and their sale representatives 

projected these products into greater limelight, while television and radio programmes increased 

consumers‘ awareness and given to herbal products respectability and credibility. Advertising was 

successful in attracting different age group of people . Thus children were encouraged to use 

herbals for their healthy growth and development, young persons to supply their diet for helping 

to cope with daily stress and slow the onset aging, elder to get rejuvenating effects, women for 

slimming and beauty effects and men for sexual life improvement and enhancing virility. 

 

Alternative Care Product in India 

 The alternative medicines market includes ayurveda, unani, homeopathy and siddha systems 

of medicines. The market has increased abundantly. With strong government support and rising 

prevalence of lifestyle diseases among the population in India, the demand for alternative 

medicines has consistently enhanced. The alternative medicines do not have any side effects and 

can be consumed daily for preventions from various diseases. Moreover, the strong government 

support and number of players entering in this segment has also contributed to the growth of the 

sector. Government along with AYUSH ministry has opened number of AYUSH institutes and AYUSH 

yoga institutes in various parts of the country. This has positively influenced the market. Some of 

the major players which have concentrated the market include Dabur, Himalaya drug company, 

Patanjali and others.  
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Herbal Products 

 Herbal products market includes herbal skin care products, herbal hair care products, herbal 

balms, herbal oral care and digestives. The huge marketing and promotional activities by the 

herbal companies and rising awareness about benefits of using herbal products has accelerated 

the size of the industry. Indian herbal hair care market has evolved as a potential market with the 

presence of companies such as Dabur, Himalaya and Patanjali which primarily focuses on natural 

products that have been increasingly penetrated in the market. The herbal skin care business has 

been the new growth frontier in the cosmetics segment in India. Rising awareness about the 

benefits of using herbal skin care products has pushed the demand for skin care products.  

 The demand for herbal toothpastes has augmented in the country in the recent years.  

The herbal toothpaste contains extract from mint, neem, basil, cinnamon, clove and several other 

herbs. Moreover, the growing issues in oral health care in India such as cavities especially among 

children, gum swelling, gum bleeding and others has aided the growth for the demand of herbal 

oral care market in India. The rich and traditional cuisines of India are famous across the globe. 

The recipes which are rich in spices and oil are the major reason for indigestion, acidity and 

gastric problems. This has triggered the size of the digestive medicines market.   

 

Unani Products 

 Unani' means medicines which are a symbol of life. The name is derived from the word 

'Ionian' which originated in Greece. 'Tibb' means the knowledge of the states of the human body in 

health and decline of health, or in other words, medicine. 'Tibb-E-Unani', is hence an age old, 

time tested system of medicine dating back 5000 years to Greece. Unani medicine, like any other 

form of medical science strives to find the best possible ways by which a person can lead a 

healthy life with the least or zero sickness. It prescribes drugs, diet, drinks and other regiments 

including codes of conduct which are conducive to the maintenance and promotion of positive 

health, as well as the prevention and cure of disease. The ultimate aim of these scientific 

prescriptions and prohibitions is the creation of a healthy society. Traditional systems of 

medicine are no doubt prevalent in various countries of the world. But most of these are 

empirical. On the other hand, Unani and its allied branches have rational and scientific basic 

principles. It is distinct from other branches of medicine, as the drugs it uses are natural in their 

sources and forms. It emphasizes on retaining natural compounds which belong to the human 

body, and hence prescribes only natural remedies. Unani medicine believes that diseases can be 

kept at bay by the use of clean and fresh water, breathing clean air and consuming fresh food. 

Likewise, a balance should be maintained between the mind and the body so that the metabolic 

process can take place easily and the body waste evacuated. Unani medicine also believes that all 

life forms have originated from the sea 

 

Siddha System of Medicine 

 Siddha system of medicine is one of the oldest systems of medicine practiced in South India 

especially in Tamil Nadu. It is a traditional system of medicine which is gradually evolved along 

with the Dravidians‘ culture and hence this system is known as Dravidian system of medicine. The 

exponents of Siddha system of medicine are called Siddhars. They are the super human beings 

with high culture and intellectual abilities. They had tremendous powers by the way of 

Meditation, Yoga practice and rejuvenation. They were the spiritual scientists who explored and 

explained the reality of nature and its relationship with man by their Siddhic powers (supernatural 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

4 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

powers) and experimental findings. Eighteen Siddhars seem to have contributed much to the 

development of this medical system. They have left their imprints not only in medicine but also in 

Yoga, Alchemy and Philosophy. There are 6 dispensaries and 1 hospital for siddha in ISM.  

The aim of siddha medicine is to make the body perfect, imperishable and to promote longevity. 

For the healthy life, Siddhars have mentioned daily and seasonal regimen including dietary habits 

and also insisted some code of ethics. This is the first system to emphasis health as the perfect 

state of physical, mental, social, moral and spiritual component of human beings. Also Siddhars 

lead a simple way of life according to the laws of nature and beyond the narrow divisions of 

caste, creed, religion, colour and nation. 

 This system is mainly based on ‗Andapinda Thathuvam‘ that means the relationship between 

the universe and human body. These two are interlinked through the five basic principles which 

are known as ‗Panchaboothas‘. The structural aspect of the human body is said to be ‗Udal 

Thathus‘ (i.e. the physical component of the human body) and the functional units of the human 

body is said to be ‗Uyir Thathus‘ (the physiological units i.e., Vatham, Pitham, and Kapham). 

Functional co-operation of these two are essential for the maintenance of health. 

 

Objectives of the Study 

 The study falls under the broad area of Marketing. Many studies have been made to 

investigate the relationship between Consumer behaviour towards various products. The concept 

of Consumer behaviour is always differs from each perspective. Its influence on the on the 

alternative care products has not received much attention in research perspective. The main aim 

of the present study is to understand the Consumer behavior of alternative health and beauty 

care products in Salem District. 

In the light of the above, the present study has the following objectives. 

1. To study the pre-purchase and post purchase behaviour of consumers towards Selected 

Alternative care products 

2. To study the consumer perception towards Alternative Care products. 

3. To determine the reason why people are using Alternative care product. 

4. To analyse the aspects of consumer‘s familiarity, information desired and attitude with 

alternative care products. 

5. To study the relationship between the demographic factors and consumer behaviour of 

alternative care products. 

 
Importance of the Study 

 The study mainly focuses on the consumer behavior towards selected alternative care 

products. In this modern world studying consumer behavior is typical one. Alternative care 

products receiving more attention on the consumer now days. For many reasons consumers are 

returning to the ancient methodology of treatment for avoiding side effects. Most of the 

consumers selecting alternative care after consulting their doctors, relatives, friends, etc.. 

Marketing of Alternative products needs different strategy and techniques. Studying consumer 

behaviour most important factor in marketing products especially in alternative care products. 

This study will highlight consumer behavior on alternative care products before purchase, at the 

time of purchase and post-purchase. 
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Statement of the Problem 

 In a competitive world, there are many problems in marketing of goods. Some problems can 

be solved. Some problems cannot be solved. India is a developing country. So, most of the people 

are living in rural and semi-rural areas. Manufactures facing many problems while marketing 

products in rural and semi rural areas. Most of the consumers earn low and average level of 

income. Among them selling one products is not an easy task. Manufactures face many problems 

towards creating awareness about brand, products, etc. Creating product awareness and retaining 

consumers for the organization are the long term plan. To retain the consumers, the organization 

has to study the mind of consumers.  

 Healthcare is one of the major components that decides urban infrastructure. Health of the 

city is decided by quality of healthcare services available. Hence, development of high quality 

healthcare facilities is one of the most essential aspects that decide the quality of city or town. 

Salem happens to be a rapidly growing mega city which soon shall acquire the status of a metro 

with high cultural, social status of a metro with high cultural, social and economic background. 

The city cannot maintain its status of metro unless and until it improves itself in terms of 

healthcare facilities and infrastructure. Hence the researcher intends to study what are the issues 

and challenges involved in offering quality Alternative Care products in Salem district?  

 The consumer is finding various problems in selecting their Alternative care products. It is 

identified that there is a need for research work in the field of consumer behavior of alternative 

care product in the areas of Salem District. The research deals with questions like.  

1. What are the factors that influence the consumer in the purchase of Alternative Care 

Products? 

2. What is the level of consumer recording alternative care products? 

3. What is the level of satisfaction and problems faced by consumers towards alternative care 

products? 

 

Research Methodology 

 To achieve the objectives and to test the hypotheses of the study, a three part questionnaire 

consisting of personal information, Consumer pre purchase behavior and post purchase behavior 

has been framed. 

 
Sample and Population 

 The researcher has the plan to collect the data from the consumers in Salem district.  

The proposed sample size is 700.The study covered consumers in different part of Salem District. 

The researcher plans to collect the data through Randam sampling method. 

 

Scope of the study 

 The study has within its scope the task of providing a conceptual framework of the term 

‗Consumer behaviour‘. The purpose of this study is to examine the consumer behavior towards 

selected alternative products especially health and beauty care products in Salem District. 

 Alternative care product market offer huge untapped potential to the marketers and 

academicians alike, and the consumer behavior differs significantly from one product from others. 

But surprisingly, not much research has been done in the area of Salem. An in-depth knowledge of 

consumer psychology and consumer behavior patterns is one of the perquisites for making a dent 

in the market. In a highly populated country like India there is a potential market for the 

Alternative care products. Hence the researcher has chosen for the research Health and Beauty 
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care products. The research has been done on the basis of products available for hair care, skin 

care, oral care, food and beverages. 

 

Limitations of the Study 

1. The study is limited to Salem District only. Due to time constraint and cost, the study is 

restricted to only one district. 

2. The study has been conducted based on the response of the selected respondents of Salem 

District.  

3. The study covers only 700 consumers in Salem. More response would have thrown adequate 

light on the entire study. 

 

Conclusion 

 The important aspect for the sales or marketing of Alternative care products in Salem District 

is Unique due to awareness and buying behavior. Even though the Alternative care products have 

good market for further Development. The buyers not only for progressive capable suppliers but 

often finding them to take all reasonable steps to support them for knowing new products 

available in the market and benefits of using the product compared to other products. However 

buyers behavior is a significant role of the marketing.  
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Introduction 

 Consumer buying behaviour signifies more than just the approach of consumer towards buying 

a product. Marketing efforts therefore also emphasize on consumer‘s consumption of services, 

ideas and activities. The manner in which consumer buys a product is extremely important to 

marketers. It involves understanding a set of decisions (what, why, when, how much and how 

often) that the consumer makes over the time. This research scrutinizes consumer behaviour in a 

wider perspective and highlights its dependency on the most popular jewellery segments. 

 
Need for the Study 

 Consumer buying behaviour was mostly affected by budgetary constraints and also when 

buying seemed to have a small impact on the daily life and one‘s lifestyle. The consumers had a 

smaller level of influence on the availability of products and the most part had to contend with 

what was on offer. The increased disposable income, access to information, and competition has 

empowered consumers to demand more and to have higher expectations. Now they are not 

determined on their needs for a product but are instead motivated towards their wants which is 

quite attributed of the jewellery market. So, the overall purpose of this research is ―to gain 

deeper understanding of different factors which are significantly related to the jewellery buying 

behaviour of consumers‖ in selected towns of Vellore District. The study is also aimed at providing 

information, which can benefit jewellery companies and traditional stores to understand 

consumers and their lifestyle to gain success in the jewellery market. 

Objectives of the Study 

 In the background of the conceptual framework set out in the above section, this study was 

designed. The main objective of the study is to study the consumer buying behavior on gold 

jewellery. Having this objective the following specific objectives were designed. They are  

1. To study the motive behind investment in gold jewellery. 

2. To know by whom purchase decision is taken. 

3. To find out the type of jewellery consumers prefer. 

4. To study the factors that influence purchase decision. 

5. To know the level of satisfaction of the consumers. 
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Statement of the Problem 

 The main objective of this research is to study, analyse and asses the customer buying 

behaviour in respect of gold jewellery in selected towns of Vellore district. This study also aims to 

study and evaluate the links between customer satisfaction level and level of customer service 

offered by the jewellers. In order to do so, the consumer buying behaviour will be assessed using 

survey. 

Significance of the Study 

 The study is also aimed at providing information, which can benefit jewelers, consumers and 

traditional stores to understand consumers and their lifestyle to gain success in the jewellery 

market. 

Relevance to Jewelers 

 This research would prove fruitful in understanding the impact of awareness on consumer 

buying decisions for jewellery. 

 The study would also help the jewelers to find out the consumer preference and their buying 

behaviour towards jewellery. 

 This would help both the retailers to know what are the consumer preference and what 

strategies should they adapt to grab the market. 

Relevance to Consumers 

 The study is facilitated to understand various aspects of the jewellery. 

 Consumers are knowledgeable today so the research would help in making them aware of the 

various attributes jewellery shop. 

It becomes a better option for the consumers with good source of income to make a secure 

investment.  

Research Methodology 

 The researcher has used descriptive design for the study. The researcher has described the 

importance and usefulness of the study to the respondents. 

 

The Sample profile 

 A sample of 100 respondents was taken for this study. The researcher has applied random 

sampling for selecting the sample respondents.  

 

Field work and period of study 

 The field work of the study was carried out by the researcher herself. It was conducted during 

the period from January to July. The researcher checked and edited the completed questionnaire 

immediately. 

 

Analysis of data 

 After collecting the data from the respondents, the researcher analyzed the data by using 

tables, percentages, rank lists. The most of the variables in this study is interconnected  

(e.g. jewellery bought for investment, occasion, as well as for adornment) so it is decided to give 

rank for such type of questions. The respondents were asked to provide ranks to certain questions 

in ascending order. Frequency table is prepared out of the rank assigned by the respondents. 

These ranks were ranked on the basis of highest value and then the dominant variable in that 

question is interpreted. 

 The different tools used for data analysis are tabular analysis, coding, charts, bar diagrams 
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1. Buying Motive 

 In order to study the buying Motive, respondents were asked to give their opinion in the form  

of ranks in the ascending order. The following table shows the buy motive distribution of the 

respondents.     

 

   Table-1 

 From the above table, it is interpreted that the 

consumers prefer to buy gold jewellery first for occasions 

(Rank-I), second for investment (Rank-II), third for 

festivals (Rank-III), and finally for fashion (Rank-IV). 

Nearly 65% of consumers buy jewellery during 

occasions.  

 
2. Type of Gold jewellery preferred 

 In order to study the type of Gold Jewellery preference, the researcher has studied the type 

of Gold Jewellery mostly preferred by the respondent. The following table shows the type of Gold 

Jewels preference of the respondents. Respondents were asked to give their opinion in the form 

of ranks in the ascending order. The following frequency table is prepared on the basis the rank 

given by them.   

 
Table – 2 Respondents Actual Ranks on jewellery Preference 

 From the above table it is interpreted that 

consumers prefer to have gold coins first (Rank-I), 

secondly light weighted ornaments (Rank-II), 

thirdly ornaments with stone (Rank-III), and finally 

they prefer for weighted ornaments without 

stones.  Most of the respondents (72%) prefer to 

buy gold coins. 

3. Shop Preference 

 In order to study the preference of jewellery shop of the respondent, the researcher has 

studied whether it is branded store/traditional jewellery shop. The following table shows the 

Prefer to buy distribution of the respondents. 

 

  Table – 3 Shop Preference 

(Source: Primary data) 

 Out of 100 respondents, 64% of 

respondents prefer to buy gold jewellery 

from traditional family store and remaining 

36% respondents like to buy jewellery from 

branded store. 64% respondents prefer to 

buy jewellery from traditional family store. 

4. Source of awareness 

 In order to study source of awareness, the researcher has studied the source of awareness 

from respondents. The following table shows the Source of awareness of the respondents. The 

respondents were asked to give their opinion in the form of ranks. The above table is prepared on 

the basis of opinion of the respondents. 

Buying Motive Frequency Ranks 

Occasions 65 I 

Investment 51 II 

Festival 44 III 

Fashion 43 IV 

Jewellery Preference Rank 

Gold coin I 

Light weight ornaments II 

Ornaments with Stones III 

Weighted Ornaments without Stones IV 

Shop Preference Frequency  Percentage  

Branded Store 36 36% 

Traditional Family Store  64 64% 

Total  100 100% 
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 Table – 4 Source of awareness 

 From the above table, it is interpreted that the 

respondents came to know about the jewellery 

shop through neighbours first (Rank-I), secondly by 

Shop Display (Rank-II),thirdly by advertisement 

(Rank-III), and finally through friends and relatives. 

Among these for sources of awareness, information from neighbors plays a role in knowing the 

jewellery shops. 

 

5. Attributes of Jewellery shop 

 In order to study attributes of jewellery shop, the researcher has studied the attributes 

distribution of respondents. The following table shows the attributes distribution of the 

respondents in the form of ranks. 

         Table -5 Attributes  

  From the above table, it is interpreted that 

reasonable price of the shop plays first rank in 

attracting the customers. Quality and customer 

service play (Rank-II) second role for attraction. 

Design play (Rank-IV) in attraction. Jewellery 

shop name plays (Rank-V) in attraction. 

Convenient and easily availability has (Rank-VI) 

in attracting customers jewellery shop location 

occupies (Rank-VII) in attracting customers. 

Transparency occupies (Rank-VIII) In attracting customers and finally Trust worthiness the final 

rank.  So it is interpreted that reasonable price attracts consumers to buy jewellery in a 

particular shop.  

 
6. Purchase decisions 

 In order to study purchase decision details, the researcher has studied the purchase decision 

distribution of respondent. The following table shows the purchase decision distribution of the 

respondents. 

          Table -6 Purchase decision 

 Out of 100 respondents, 60% of respondents 

take collective decisions. 17% jewellery 

purchase decisions were taken by women, 15% 

of jewels purchase decisions taken by husband, 

and only 4% of respondents said that their 

children and grand parents take purchase 

decision on gold jewellery. Collective decision 

making (60%) is taken by consumers on gold jewellery purchase.  

 
7. Mode of Purchase 

 In order to study mode of purchase, the researcher has given the following mode of 

purchases. The following table shows the mode of purchase distribution of the respondents. 

           

Source of awareness Frequency  Ranks 

Neighbours 36 I 

Shop Display 31 II 

Advertisement 30 III 

Friends and Relatives 28 IV 

Attributes Frequency Ranks 

Price 38 1 

Quality 37 2 

Design 28 4 

Jewellery shop name 27 5 

Convenient easy 26 6 

Jewellery shop Location 25 7 

Transparent 24 8 

Trustworthy 22 9 

Purchase Decision Frequency Percentage  

Husband  15 15% 

Wife 17 17% 

Children  4 4% 

Grand Parents 4 4% 

Together  60 60% 

Total  100 100% 
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        Table – 7 Mode of Purchase 

(Source: Primary data) 

Out of 100 respondents, 71% of respondents 

purchase jewelry by paying cash, 26% 

respondents buy jewellery by exchanging old 

jewels, and only 3% purchase jewelry by 

gold chits. Most of the purchases 71% were 

made by cash.  

8. Customers loyalty 

 In order to study customers‘ loyalty, the researcher has studied the promotional scheme 

distribution of respondent. The following table shows the promotional scheme distribution of the 

respondents. 

Table – 8 Switch over to another shop 

(Source: primary data) 

 Out of 100 respondents, 61% of respondents said that 

the promotional schemes does not influence them to 

switch over to another shop and only 39% respondents were 

attracted towards promotional schemes. Promotional 

schemes do not influence the customers to switch over to 

another shops. Customers were loyal towards a particular jewellery shop. 

 

9. Jewellery Shop Schemes 

 In order to study attracted schemes, researcher has studied the attracted schemes.  

The following table shows the attracted scheme distribution of the respondents. 

 

 Table – 9 Jewellery Shop Schemes 

 (Source: primary data) 

 Out of the 100 respondents, 33% were attracted 

towards zero making charges, 23% respondents 

towards the other schemes, 19% respondents 

attracted towards discount and only 8% attracted 

for cash back offer. There is no specific scheme 

dominates to get customer affection to a particular 

jewellery shop. 

 

 

10. Factors influencing gold purchase decision making: The following table gives the details about 

the factors that determine purchase decisions. 

Table No.10 Factors influencing gold purchase decision making 

  From the above it is interpreted that the economic 

factors have great influence on gold purchase decision 

making. High percentage of neutral is there for personal 

factors and disagreement is more on personal factors 

 

 

Mode of Purchase Frequency Percentage 

Cash 71 71% 

Exchange of jewels 26 26% 

Gold chits 3 3% 

Total 100 100% 

Switch over to 
another shop 

Frequency % 

Yes 39 39% 

No 61 61% 

Total 100 100% 

Jewellery Shop 
Schemes 

Frequency Percentage 

Discount 19 19% 

Cash back 8 8% 

Zero marking 
charges 

33 33% 

Gifts 17 17% 

Other 23 23% 

Total 100 100% 

Factors A NA DA 

Economic factors 81% 13% 5% 

Marketing factors 65% 20% 15% 

Personal factors 59% 24% 39% 

Product features 71% 15% 14% 
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11. Level of Satisfaction 

 In order to study level of satisfaction, the researcher has studied the level of satisfaction of 

respondents. The following table shows the level of satisfaction distribution of the respondents. 

 
   Table – 11 Level of Satisfaction 

(Source: Primary data) 

 From the above table, it is interpreted that consumers have satisfaction (50.8%) on purity, colour, design, price, variety, 916 hallmark, resale value, wastage value, guarantee, trustiness. 21.2% respondents have high level of satisfaction on the above factors. 14% respondents were neutral 

On saying the satisfaction. 12% of the 

respondents have dissatisfaction on 

the above factors. So, it is 

interpreted that the respondents 

were satisfied on purity, colour, 

design, price, variety, 916 hallmark, 

resale value, wastage value, 

guarantee and trustiness. 

 
12. Problems on purchasing gold 

ornamanents 

 In order to study the problem of 

purchase of gold ornamanents, the following problems were given to respondents. The following 

table gives the problems faced by respondents‘ while purchasing gold ornaments. 

 
    Table –12  
 Respondents were asked to give their opinion in the form of ranks. The ranks were presented 
in the form of table as above. 

 

 Out of 100 respondents response, 

all other problems play a dominant 

role 56% (Rank-I), 34% (Ranks-II), 

respondents had problems on after 

sales service, 28% (Rank-III) 

respondents had the problem of 

choosing jewellery shop, 27% 

respondents (Rank-Iv) had the problems on purity, 26% (Rank-V) respondents had problems with 

instability of prices and finally 25 (Rank-VI) had problems with quantity and quality identification.  

 

Apart from the above mentioned problems, the other related problems play a major role on 

purchasing gold ornaments 

Findings 

 Nearly 65% of consumers buy jewellery during occasions.   

 Most of the respondents (72%) prefer to buy gold coins. 

 64% respondents prefer to buy jewellery from traditional family store. 

 Among these for sources of awareness, information from neighbors 36% plays a role in knowing 

the jewellery shops. 

 Reasonable price attracts consumers to buy jewellery in a particular shop.  

 Collective decision making (60%) is taken by consumers on gold jewellery purchase.  

Factors HS S N DS HDS Total 

Purity 43 42 13 01 01 100 

Colour 14 53 12 17 04 100 

Design 29 53 08 06 04 100 

Price 23 62 08 04 03 100 

Variety 22 52 22 02 02 100 

916 KDM Hallmark 21 44 17 17 01 100 

Resale value 10 44 19 21 06 100 

Wastage value 06 42 15 23 14 100 

Guarantee 21 61 11 06 01 100 

Trustiness 23 55 14 07 01 100 

Total 212 508 139 104 37 1000 

Problems Frequency Ranks 

Others 56 1 

After sales and service 34 2 

Choice of Jewellery shop 28 3 

Confidence on purity 27 4 

Unstable price 26 5 

Quality and Quantity Identification 25 6 
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 Most of the purchases 71% were made by cash.  

 Customers were loyal towards a particular jewellery shop. 

 There is no specific scheme dominates to get customer affection to a particular jewellery 

shop. 

 
Finding on factors influencing gold purchase decision making 

1. Economic factors: 81% of the respondents agree that economic factors influence gold 

purchase decision making. 

2.  Marketing factors: 65% of the respondents agree that marketing factors influence gold 

purchase decision making. 

3.  Personal factors: 81% of the respondents agree that economic factors influence gold purchase 

decision making. 

4.  Product features: 71% of the respondents strongly and agree that product features influence 

gold purchase decision making. 

 
Overall interpretation on factors influencing gold purchase decision making 

 From the above it is interpreted that the economic factors have great influence on gold 

purchase decision making. High percentage of neutral is there for personal factors and 

disagreement is more on personal factors 

 It is found out that the respondents were satisfied on purity, colour, design, price, variety, 

916 hallmark, resale value, wastage value, guarantee and trustiness. 

 The other related problems play a major role on purchasing gold ornaments. 

 
Limitations of the Study 

 This study was conducted in few places of Vellore district alone. So result of this study is not 

possible for generalization. 

 The researcher has taken only gold jewellery. Other jewellery (silver, diamond, platinum) 

have not been included in this study. 

 The questionnaire is not validated. 

 During the field study for data collection some of the respondents are non -co-operating. 
 

Suggestions 

 The jewelers have to take into account the above findings for their business development. 

The consumers should aware of purity on gold jewellery and hall marks. By having these findings 

as clues, the research can be extended larger area. 

Epilogue 

 This study shows the consumer buying behavior on gold jewellery in Vellore district. The study 

will help to understand, the consumer preferences over jewellery and also it will help to explore 

the various required strategies to uplift economy of jewellery market. 

 
References 

1. Adler, Lee, Allan, Greenberg and Donald, Lucus B., What BigAgency Men in Europe Think of 

Copy Testing Methods?, Journal of Marketing Research, November, 1965,P-36. 

2. Allport, Gorden, W., Handbook of Social Psychology, Clark University Press, Mossachusehs, 

1985,P-798. 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

14 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

3. Ami, Avicha, Shuv, and Schiffman, Leon, G., Time Perception in the Diffusion of Safety -

Hazard Information, Psychology and Marketing, 1 986, P-86. 

4. Arndt, John., Role of Product Related Conversations in the Diffusion of a New Product, 

Journal of Marketing Research, August 1964, P-291. 

5. Assael, Hentry., Marketing Principles and Strategies, The. Dry den Press Chicago, l999,P-3 

16,3 18,568. 

6. Schiffman, Leon ,G, and Kanook, L, Leslie., Consumer Behaviour, Prentice - Hall of India 

Private Ltd ., New Delhi,2002, P-4,15,32,73,8 1,102,302,4 13. 

7. Sengupta, S., The Changing Profile of Indian Consumers, Indian Journal of Marketing, Sept-

Oct, 1974,P-2 1. 

8. Seth, K.E and Chunnawala, S.A., Foundations of Advertising, Himalaya Publications Mumbai, 

1998, P-89. 

9. Sherlekar, S . A., Marketing Management, Himalaya Publishing House, Mumbai, 1995,  

P-31,101,216. 



Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
15 | P a g e  Shanlax International Journal of Commerce 

 

 
A STUDY ON BRAND PREFERENCE TOWARDS SOFTDRINKS  

PRODUCTS AT TIRUPATTUR 

 

 
 
B.Vasanthi, M.Com., M.Phil., M.B.A., B.Ed., SET (Commerce) 

Head & Assistant Professor, PG Department of Commerce 

Marudhar Kesari Jain College for Women, Vaniyambadi, Vellore District 

 
Dr.M.Senthilraj, M.Com., M.B.A., MSW., M.Ed., M.Phil(Com)., M.Phil (Edu)., Ph.D., D.Litt., 

Research Supervisor, PG & Research Department of Commerce 

Principal, Marudhar Kesari Jain College for Women, Vaniyambadi, Vellore District 

 

Abstract 

 Brand preference is strongly linked to brand 
choice that can influence the consumer decision 
making and activate brand purchase. "Brand 
Preferences can be defined as the subjective, 
conscious and behavioural tendencies which 
influence consumer‟s predisposition toward a 
brand". Understanding the brand preferences of 
consumers‟ will dictate the most suitable and 
successful Marketing Strategies. One of the 

indicators of the strength of a brand in the hearts 
and minds of customers, brand preference 
represents which brands are preferred under 
assumptions of equality in price and availability. 
Measures of brand preference attempt to quantify 
the impact of marketing activities in the hearts and 
minds of customers and potential customers. Higher 
brand preference usually indicates more revenues 
(sales) and profit, also making it an indicator of 
company financial performance. 

 

Introduction 

 Marketing is the science of meeting the needs of a customer by providing valuable products to 

customers by utilizing the expertise of the organization, at same time, to achieve organizational 

goals. According to the American marketing. Marketing is the activity, set of institutions, and 

process for creating, communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society at large. This definition, it is important to realize that 

the customer can be an individual user, a company, or several people who contribute to the 

purchasing decision. The product can be hard good, a service, or even an idea –anything that 

would provide some value to the person who provides an exchange. An exchange is most often 

thought of as money, but could be an individual or nonprofit organization. 

 

Classical marketing is often described in terms of the four “P’s, which are: 

 Product-what goods or services are offered to customers 

 Promotion-how the producer communicates the value of its products 

 Price-the value of the exchange between the customer and producer 

 Placement-how the product is delivered to the customer. 

 A complete analysis of these categories is often called the marketing mix. More detail on 

these categories can be found in the later entry on the marketing plan.  

 Marketing has both inbound and outbound activities. Inbound actives largely center  on 

discovering the needs and wants of the potential customers is called market. Categorizing these 

needs in to groups is called segmentation. Organizing markets in to segments allows a producer to 

more logically decide how to best provide value to that group of potential customers. The analysis 

https://en.wikipedia.org/wiki/Brand
https://en.wikipedia.org/wiki/Marketing
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of market segment needs; analysis of existing sales and profitability; the descriptions, design and 

introduction of new products; and the analysis of competitor offerings are also inbound activities 

that are important but not often seen by the public. Outbound activities include all aspects of 

informing the market that a product is available, delivering that product, and encouraging the 

purchase decision. These activities include advertising, promotion, supply chain, sales support, 

product training, and customer support. To the public, the most common interaction with 

marketing is where it touches the discipline of sales in the form of advertising. This interaction 

leads to common misconception that marketing is only this aspect of promotion. 

 Brand occupies space in the perception of the consumer and is what results from the totality 

of what the consumers takes in to consideration before making a purchase decision. 

 Brands identity the source or maker of a product and allow consumers-either individuals or 

organization to assign responsibility to a particular manufacture or distributor. Consumer may 

evaluate the identical product differently depending on how it is branded. Consumers learn about 

brands through past experiences with the product and its marketing program. They find out which 

brands satisfy their needs and which ones do not. As consumers lives becomes more complicated, 

rushed and time. Starved, the ability of a brand to simplify decision making and reduce risk is 

invaluable. 

 

Importance of the Study 

 Brands can signals, a certain level of quality, so that satisfied buyers can easily choose the 

product again. Brand loyalty provides predictability and security of demand for the firm and 

creates barriers to entry that make it difficult for other firms to enter the market. Loyalty also 

can translate in to a willingness to pay a high price – often 20 to 25 percent more. Although 

competitors may easily duplicate manufacturing processes and product designs, they cannot 

easily match lasting impressions in the minds of individuals and organizations from years of 

marketing activity and product experience. In this sense, branding can be seen as a powerful 

means to secure to a competitive advantage. 

 

Objectives 

 The study is made on soft Drinks customers to understand how they make purchase and to 

know their post –purchase preference. The specific objectives are: 

1. To study the brand preference of soft drinks. 

2. To study the source information or brand awareness among the respondents 

3. To identify the various factors influencing the purchase of soft drinks 

4. To study the level of satisfaction among the users. 

 
Hypothesis 

 Ho There is no significant relationship between the Area and Gender of the Soft Drinks Users. 

 Ho There is no significant relationship between Monthly Income of Soft Drink Users and 

Quantity of the Soft Drinks used. 

Research Design and Methodology 

 The following methodology is adopted for the purpose of the study. 

Sample Design 

 The main study centers round the consumers having considered the indefinite universe on the 

time of the disposal of the researcher, it was decided at adopt the convenient sampling 

technique, the sample selected was 100 consumers. 
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Research Instruments 

 The study is based on primary data; a questionnaire is used in their study. The questions were 

based on the objectives of the study and were finalized after making preliminary discussion with 

concerned people. 

 

Collection of Data 

 The researcher had a simulating experience in collecting data. Most of the consumer do not 

come out openly. The researcher had to use all tactics to get information from the consumers, 

most of the consumer had some reservation in their mind and they did not come out openly. 

However within these limitation the researcher tried her best to collect maximum information. 

 

Analysis of Data 

 The data collected were arranged in a proper sequence and then these were tabulated. The 

primary data collected through schedule were analyzed to highlight all aspects of the study. 

The researcher has applied the following analysis, they are 

 Tables 

 Diagrams 

 Percentage analysis 

 Chi-square analysis 
 

Review of Literature 

 Donnelly (1995) said intensity of colour and the flavours are the key drivers behind consumer 

acceptance of soft drinks. But packaging and labeling are not as important for winning over 

consumers, according to findings published in the journal Food Quality and preference. The study 

involved consumers at different stages if development and highlights the importance of a 

adopting a ―sensory marketing approach,‖ said the researchers from French research organization 

Adriant the University of Rennes,‖ companies need to continuously innovate to maintain market 

leadership,‖ wrote the researchers.‖ When the market is overloaded the challenge consists in 

creating innovative products able to attract and satisfy consumers‖. This experiment showed the 

feasibility of the proposed multi-sensory design method based on mixed qualitative and 

quantitative approaches.‖ The study also demonstrates the importance of flavor and colour 

selection for new products. The global flavours market was been valued at some USS18bn in 2006 

(Business insights). Meanwhile. the value of the international colourings market was estimated at 

around $1.15bn in 2010.up 2.5% from $1.07bn in 2007.according to Leatherhead food 

international (LFI) Natural colours now make up 31 per cent of the colourings market. Compared 

with 40 percent for synthetics according to LFI. 

 Adriant.Beverly (1998) said that the relative contributions of taste and health considerations 

on consumer liking and purchase intent of cola drink. Eight types of commercial cola drinks were 

evaluated by 305 adult consumers who also completed a brief questionnaire on food habits. Data 

were analyzed using factor analysis. These data suggest that in spite of current concern about 

reducing dietary fat, health remains secondary to taste in the selection of cola drinks for 

consumers in this population. 

 Beverly J.Tepper (1998) examined the relative contributions of taste and health 

considerations on consumer liking and purchase intent of cola drinks. Eight types of commercial 

cola drinks were evaluated by 305 adult consumers who also completed a brief questionnaire on 
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soft drink consumption habits. Data were analyzed using factor analysis. Results revealed that 

purchase intent of cola drinks was strongly related to degree of liking and to several key sensory 

attributes including saltness drinks flavor and greasiness. These variables emerged as the first 

factor in the analysis. Suggesting that consumers perceive these characteristics as being most 

important in their choice of cola drinks. Second described a health dimension and was related to 

respondents attitudes towards fat in the diet. Third factor comprised two remaining sensory 

attributes (color and crunchiness) which apparently were of minor importance to the 

respondents. These data suggest that in spite of current concern about reducing dietary fat, 

health remains secondary to taste in the selection of cola drinks for consumers in this population. 

 

Soft Drink Brand 

 In order to study the preference of respondents the researcher has studied different types of 

brands which the respondents prefer. The following table shows the preference of the 

respondents. 

 
Soft Drink BranD 

 

Analysis 

 The above table shows that 30% the customers are 

using Sprite. 25% of the customers are using Fanta & 

others brands. 10% of the customers are using coca cola 

and Pepsi cola. 

 

 

Sources; Primary data 

   Soft drink Brand 

Interpretation 
 From the above chart we can say 

that 30% of the respondents are using 

Sprite soft drinks. 

 
Sources of Media 

 In order to study the influencing 

media details of respondents the 

researcher has studied the source of 

media in which consists of all type of 

media. The following table shows the 

sources of media of the respondents. 

   Influencing Media 

Influencing media Frequency Percentage 

News paper 13 13 

Tv advertisement 64 64 

Magazines 0 0 

Internet 8 8 

Others 15 15 

Total 100 100 

Sources; Primary data 

Brand Frequency Percentage 

Coca-cola 10 10 

Pepsi-cola 10 10 

Sprite 30 30 

Fanta 25 25 

Others 25 25 

Total 100 100 
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Analysis 

 The above table shows that 64% of the respondents aware the product through Tv 

advertisements. 15% of the respondents come to know by way of other people. 13% of them 

accept that they saw the brand in news paper. 8% of them accept that they saw the brand in 

internet. From this we come to know that Tv advertisement is the most reachable media for 

creating brand awareness among people. 

 

Interpretation 

 From the above chart we can understood that majority of the respondents were influenced to 

buy soft drinks by Tv advertisement. 

 

Person Influencing Purchase Decision 

 In order to study the purchase decision details of respondents, the research has studied the 

following table. 

 
Person Influencing Purchase Decision 

Sources; Primary data 

 

Analysis 

 From the above table it is understand 

that 45% of the respondents come to know about the brand through themselves. 31% of the 

respondents aware of the product through friends. 20% of the respondents come to know about 

the brand from their family members. Remaining 4% of the respondents to know through 

others. From this information self place a major role for creating brand awareness among 

people. 

 
Person influencing purchase decision 

Interpretation 

 From the above chart shows that majority of the respondents were purchase by themselves. 

So it is understood that majority of the respondents are purchasing soft drinks by their own 

decision. 

Level of satisfaction selected brand: 

 In order to study the satisfaction details of respondents, the researcher has studied the 

level of satisfaction distribution of respondents. The following table shows the level of 

satisfaction distribution of the respondents. 

Level of Satisfaction Selected Brand 

Satisfaction level Very high High Average Low Very low Total 

Price 38 29 33 0 0 100 

Quality 22 29 44 4 1 100 

Flavour and taste 36 39 20 3 2 100 

Influencer Frequency % 

Friends 31 31 

Self 45 45 

Family 20 20 

Spouse 0 0 

Others 4 4 

Total 100 100 
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Packaging 21 36 37 5 1 100 

Brand 26 35 37 2 0 100 

Advertisement 40 41 16 2 1 100 

Availability 25 41 24 6 4 100 

Color 24 38 27 6 5 100 

Total 232 288 238 28 14 800 

Sources; Primary data 

 

Analysis 

 From the above table, it is interpreted that consumers have High (28.8) on price, quality, 

flavour and taste, packaging, brand, advertisement, availability, color, 23.8 of the respondents 

have average level of satisfaction on the above factors, 23.2 of the respondents were very high on 

saying the satisfaction, 28 of the respondents have low on the above factors. 14 of the 

respondents have very low on the above factors. So, it is interpreted that the respondents were 

high on price, quality, flavour and taste, packaging, brand, advertisement, availability, color. 

 

Interpretation 

 From the above table, it is interpreted 

that consumers have high (28.8) on price, 

quality, flavour and taste, packaging, 

brand, advertisement, availability, color, 

are using the soft drinks 

CHI-Square Test  

 To prove the interpretation hypothesis 

was framed to analysis the relationship 

between the gender and area of the soft 

drinks users.  

 Ho There is no significant relationship between the Area and Gender of soft drinks consumer. 

 H1 There is a significant relationship between the Area and Gender of soft drinks consumer. 

 

Relationship between the Area and Gender 

Area/Gender Male Female Total 

Rural 14 34 48 

Town 20 32 52 

Total 34 66 100 

 

 

 Since the calculated value higher than the 

table value @ 5% significant level the hypothesis 

rejected. So, it is proved that there is 

relationship between the area and gender of the 

soft drinks users. 

Chi-Square Test 

 In order to analysis the relationship between Monthly Income and quantity Chi-square has 

been applied. The table which is shown below shown below shows the details of Monthly Income 

and quantity 

Degree of freedom 1 

Significance level of chi-square value 0.05 

Table value at 5% level 3.84 

Calculated value 19.8574 
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 Ho There is no relationship between Monthly Income and Quantity of the Soft Drinks. 

 H1 There is a significant relationship between Monthly Income and Quantity of the Soft Drinks. 

 

Relationship Between Monthly Income and Quantity 

Monthly Income/ 
Quantity used 

100ml- 
250ml 

250ml- 
500ml 

1 liter 
More than 1 

liter 
Total 

Below 10,000 7 9 17 7 40 

10,001-15,000 11 9 6 5 31 

15,001-20,000 1 7 2 3 13 

20,000-25,000 0 1 4 4 9 

Above-25,000 2 0 2 3 7 

Total 21 26 31 22 100 

 

 Since the calculated value is less than the table 

value @5% significant level the hypothesis accepted. 

So, it is proved that there is no relationship between 

Monthly income and quantity usage of soft drinks. 

 

 

Summary 

1. A data was collected from the general public are using soft drinks. The majority of the soft 

drinks users are female. This study shows that 66% of the respondents are female. 

2. The study it is found that 57% of the respondents are unmarried. So majority of unmarried 

people prefer the soft drinks. 

3. The study shows that majority of the respondents are coming under the age group of 21-25. 

Researcher can say that more middle age people are interested in soft drinks. 

4. The study shows that majority of the respondents are students for using soft drinks. It is 

crystal clear that 40% of the respondents are students. 

5. It is found that majority of the respondents are soft drinks users are getting monthly income 

below 10,000. 

6. From the result, it is found that 52% of the respondents are living in town. So majority of the 

town people prefer the soft drinks. 

7. The majority of 30% respondents are using soft drinks for sprite. 

8. The study show that 64% of the respondents are TV advertisement is the most influencing 

medium while purchase of soft drinks. 

9. It is found that majority 45% of the respondents influenced to purchase soft drinks by 

themselves. 

10. The above table shows that 60% of the respondents are using soft drinks more than 2 years. 

11. It is clear that 31 % of the respondents are purchasing soft drinks at festivals time. It is crystal 

clear that majority of the respondents are purchasing soft drinks only at festivals time. 

12. From this study Researcher can understand 35% respondents are using soft drinks once in a 

month. 

13. Most of 46% of the respondents view soft drinks as an aid to put off thirst. 

14. Majority 62% of the respondents are giving opinion of the brand is good. 

15. The study show 36% of majority of the respondents is purchasing soft drink at super market. 

16. Majority of 46% of the respondents are prefer a selected brand for refreshment. 

Degree of freedom 2 

Significance level 
of chi-square 

value 0.05 

Table value at 5% 
level 

21.0 

Calculated value 20.06 
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17. Most indicates that more number of respondents that is 40% is influenced to make a buying 

decision on the quality of the soft drinks only. 

18. The majority of 31% of the respondents are purchasing 1 liter Bottle frequently. 

19. From the above table show that 69% of the respondents are spending 100 rupees per month for 

soft 

20. 64% of the respondents using soft drinks are preferred to change the brand if their brand is not 

available in the market. 

21. The study show that 62% of the respondents buy more soft drinks, when the price is reduced. 

22. The study show that majority of the respondents are switch over to other brand if their 

preferred brand not available in the market. It is crystal clear that 47% of the respondents are 

switch over to other brand. 

23. From this study we can understand that majority of the respondents 33% are not at preferring 

to buy any brand in case of non-availability of existing brand. 

24. From the above table, it is interpreted that consumers have high (28.8) on price, quality, 

flavour and taste, packaging, brand, advertisement, availability, color, are using the soft 

drinks. 

25. The study has been made to find out relationship between area and gender. The result shows 

that there is a relationship between the area and gender of the soft drinks users. 

26. The study has been made to find out relationship between monthly income and quantity. The 

results shows that there is no relationship between the monthly income and quantity of the 

soft drinks users. 

 
Suggestions 

1. Mass media like Television, Newspaper etc. are to be extensively used for the purpose of 

publicity. 

2. The marketing executives whose products are not so popular will have to find the reasons why 

their brands are not preferred. 

3. The marketing executives should try to improve their service through door delivery system, 

mail order method. 

4. Semi-rural market and rural market are another area, which is fat growing in our country. Soft 

drinks manufacture should concentrate on growing market also. 

5. There should be continuous research for the improvement of soft drinks products. 

6. The company must concentrate on creating awareness for coca cola, and Pepsi cola, Fanta 

which are not preferred by consumers as a prefer more familiar brands like Sprite. 

7. Most of the consumers said that variety of soft drink products are not available in grocery 

shops. Hence company should focus on improving the distribution of products to these outlets. 

8. Increase in the competition of soft drink products there is a need to understand the awareness 

levels towards various brands amongst the consumers 

9. Advertising plays a vital role in boosting the sales through brand recognition in the personal 

care industry. Advertising needs to be evaluated for its effectiveness. Increasing number of 

firms go for combination of print as well as television advertising. 

10. All Soft Drinks companies should increase their distribution channel. 

11. The companies should continue to work on the strategy of T.Q.M (Total Quality Management). 

12. New techniques of promotions are required to create awareness about the entire range of 

companies products. 
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13. Customers feedback should be promoted. 

14. The company should send their respresentatives to contact personally to the customers to 

avoid any communication problems. 

15. The company should give more attention to all the segments. 

16. The companies should come up with some attractive schemes to attract more & more 

customers. 

17. Brand managers need to understand that consumer‟s learning and attitude towards brand 

extension differ at various levels of experience in using them. They need to make sure that 

the quality of the products is maintained over time because; associations based on direct 

experience with the brand are likely to be believed more than others influences. 

 

Conclusion 

  ―Customer are king‖ satisfying customer is the main task of the marketing. A study on brand 

preference will lead to success in business. Brand preference always changing one. A continuous 

study on brand preference makes to identify the changes and withstand in the market.   

 The sampling activity was a good first step into the area of marketing and sales. A good 

understanding of the market was accomplished as around 100 people were spoken. This even 

helped in the polishing of communication skills, a must-have to survive and make it big in the 

present world. It even gave a good understanding of brand preference of consumers when placed 

in different situations. It was a good opportunity to work on the skill of patience, as a large 

number of customers. It helped in developing the kind of relations one needs to uphold in the 

corporate world and it helped in building up the right attitude. 
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Abstract 

 The purpose of this paper is to provide a 
conceptual framework for the study of role of 
communication on Quality of work life of employees 
in an organization. Although there is a continuing 
interest in studying (internal) communication in 
organization still there is a need to study 
interpersonal communication and its effects on 
Quality of Work Life among the workers. In order to 
accomplish the organizational goals, the managers 
have to frequently communicate with employees the 
necessary information, decision, ideas, suggestions 
so on. Managers must understand that the 
importance of effective communication in an 
organization for the successful completion of 
organization goals. As per studies 75% of the 
manager‟s time spends only on communicating with 
others for achieving task. In every organization, the 
manager‟s important responsibilities are the 
development and maintenance of an effective 

communication system. QWL consists of 
opportunities for active involvement in group 
working arrangements or problem solving that are 
of mutual benefit to employees or employers, based 
on labour management cooperation. Effective 
communication is the main tool for developing QWL 
principles among employees. QWL principals 
consisting of good relationship with supervisor, 
team members, colleagues, healthy environment 
etc. For measuring quality of work life criteria 
effective communication is needed. This article 
reviews the meaning of Communication, importance 
of communication, meaning of QWL, benefits of 
QWL, Role of communication for the effective QWL 
of employees etc. This paper tries to find the 
relationship between the effective communication 
and Quality of Work Life of employees in an 
organization. 
Keywords: Organization, Effective Communication, 
Quality of Work Life, Employees. 

 

Introduction 

 Communication involves transmission and reception of messages. Effective communication is 

based on the ability to express your own ideas and views clearly, with confidence and concisely, 

permanently adapting your content and style to the class. Effective communication reduces the 

incidence of misunderstanding and consequent errors, and enables employees to be more readily 

aligned to the vision and leadership of the organization, and to work more efficiently. This in turn 

reduces the opportunity for disharmony, discontent or dissatisfaction, and supports a healthy 

working culture. Effective communication enables managers to be more aware of the internal and 

external pressures on employees, and promotes the opportunity for flexible and efficient 

management – for example by enabling the provision of suitable interventions in the instance of 

sickness absence, care issues or bereavement that might benefit from temporary, flexible working 

arrangements.  

  Many aspects affect the management of human resources. One such aspect is Quality of Work 

Life (QWL). It is a philosophy, a set of principles, which holds that people are the most important 

resource in the organization as they are trustworthy, responsible and capable of making valuable 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

26 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

contribution and they should be treated with dignity and respect. The elements that are relevant 

to an individual‘s quality of work life include the task, the physical work environment, social 

environment within the organization. When the employee receives the communication 

effectively, he can carry out his responsibility with utmost care. He can work in healthy 

environment where there is no confusion, red tape, duplication of work, etc. 

 Effective communication plays vital role in developing Quality of Work life of employees in a 

significant way.  

 

Communication 

 Communication means transference of message or exchange of ideas, facts, opinion or 

feelings by two or more persons. It the act of making one‘s ideas and opinions known to others.  

In the words of Allen, ―Communication is the sum of all things one person does when he wants to 

create understanding in the mind of another. It is a bridge of meaning. It involves a systematic 

and continuous process of telling, listening and understanding‖. Thus, communication does not 

simply involve sending of a message by one person. It involves the receiver listening to it, 

interpreting it, and responding to it or acting according to it. Ramah (1985) defines 

communication as ―the transmission and reception of ideas, feelings and attitudes verbally or 

non-verbally to produce a favourable response‖. Draft (2000) defines communication as ―the 

process by which information is exchanged and understood by two or more people usually with the 

intention to motivate on influence behavior‖. Communication refers to the exchange of 

information between a sender (source) and a receiver (destination) so that it is received, 

understood and leads to action (Obamiro, 2008). Obilade (1989) defines communication as ―a 

process that involves the transmission of message from a sender to the receiver. Folarin (2003) 

defines communication as ―any means by which a thought is transferred from one person to 

another‖.  

 Effective communication is inevitable and binding activity of individual, group, organization 

and community in all human societies. In this study, four key indicators of effective 

communication such as: empathy, openness, support and social skills and its relation to indicators 

of job satisfaction and job motivation are discussed. In today‘s organizations, due to changes in 

employees' needs, environment should be provided that is stimulating and satisfying much more 

than just physiological and safety needs (Hersey and Blanchard, 1989). 

 
Functions of Communication 

Communication performs diverse kinds of functions which include: 

 Social Interaction: Human interaction in possible because we can communicate. We relate 

with friends, parents, colleagues, etc because the share codes that made us understand each 

other. Without communication, this will not be possible. 

 Exchange of Ideas and Spread of Knowledge: Communication is the process by which any 

person or a group shares and impacts information with/to another person (or group) so that 

either people (or groups) clearly understood the message to complete the task. 

 Social-Political Development: Social Development is made possible through communication. 

Communication helps to mobilize people to work together for their social and political 

development. 

 Social-Cultural Integration: Communication enables exchange of cultural and values. Through 

music, interaction in communication, we are able to learn one another‘s cultures and blend 

for harmonious cohabitation. This lead to effective work culture in any organization. 
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Importance of Effective Communication in an Organization 

 The importance of communication shall be looked at from the study of Moorhead and Griffin 

(1989) which state that manager transmits information for a variety of reasons as highlighted in 

Obamiro (2008): 

 To achieve coordinated action 

 To express feelings and emotion 

 To share information regarding: 

  - Organizational goals 

  - Task directions 

  - Results of efforts 

  - Decision making 

 To achieve effective control 

 To encourage staff participation in decision making 

 To create a good public image and reputation for an organization 

 Effective communication reduces the occurrence of misunderstanding and consequent errors, 

and enables employees to be more readily associated to the vision and leadership of the 

organization, and to work more efficiently. This in turn reduces the opportunity for disharmony, 

discontent or dissatisfaction, and supports a healthy working culture. Effective communication 

enables managers to be more aware of the internal and external pressures on employees, and 

promotes the opportunity for flexible and efficient management. So the mangers can develop the 

environment such way that workers feel like home – for example by enabling the provision of 

suitable interventions in the instance of sickness absence, care issues or bereavement that might 

benefit from temporary, flexible working arrangements etc.. Effective communication is 

important for the development of an organization.  

 

Quality of Work Life 

 The concept of QWL is based on the assumption that a job is more than just a job. It is the 

center of person‘s life and a worker as a whole individual rather than half human and half 

machine personality. In recent years there has been increasing concern of QWL due to several 

factors (a) increase in education level and consequently job aspiration of employees (b) 

association of workers (c) significance of human resource management (d) widespread industrial 

unrest (e) growing knowledge in human behaviour, etc. In general terms, QWL refers to the 

favourableness or unfavourableness of the job environment for people. It refers to the quality of 

relationship between employees and the total working environment. Quality of work life (QWL) 

has been defined as ―the quality of the relationship between employees and the total working 

environment, with human dimensions added to the usual technical and economic dimensions‖. 

―QWL is the degree to which work in the organization contributes to material and psychological 

well-being of its members‖ – Harrison. ―QWL is more than a fad, more than an attempt to pacify 

the growing demands of impatient employees. For the manager, QWL can offer new challenges, 

opportunities for growth and satisfaction‖—Robert F. Craver (1983) 

 QWL exercises a significant influence on productivity of employees. Research has established 

that good QWL leads to physically and psychologically healthier employees with positive feelings. 

Quality of work life is concerned with the following type of questions: 

1. How to develop careers those employees to realize their full capacities and interest? 

2. How to design jobs to provide meaningful, interesting and challenging work experience? 

http://www.edukart.com/blog/375/
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3. How to utilize group dynamics and participative management to improve quality of work life 

at the workplace? 

4. What supervisory strategies help to improve the quality of work life? 

5. How can the desired organizational changes be carried out? 

 
Criteria for Measuring QWL 

Human resource experts prescribe the following criteria to measure the degree of QWL: 

1. Adequate and Fair Compensation 

2. Safe and Healthy Working Conditions 

3. Opportunity to Utilize and Develop Human Capacities. 

4. Better Career Prospects 

5. Employee Morale 

6. Social Integration in the Workforce. 

7. Constitutional Protection 

8. Proper balance between work and personal life. 

9. Social relevance of the employee‘s job 

10. Team Building 

 

Benefits of High QWL 

An organization with a high quality of work life may enjoy the following benefits: 

1. High production and productivity: As the quality of work life in the organization is high, 

there is no reason restrict output. Not only will there be an increase in the quantum of output 

but also in the input-output ratio. 

2. Greater job satisfaction: As the employees get all that they want, they are bound to have 

greater job satisfaction. 

3. Low rate of absenteeism: There cannot be a valid reason for the employee not turning up for 

work. This is sure to bring down the rate of absenteeism. 

4. Low rate of labour turnover: The employees are happy with their job and with the conditions 

of employment and therefore may not be prepared to leave the organization. They may not 

try for job elsewhere as their present job gives them all that they want. This will certainly 

bring down the rate of labour turnover. 

5. Greater motivation: Employees have greater motivation to work. They know that all their 

efforts will be appreciated and suitably rewarded. 

6. High employee morale: The job attitude of the employees of the entire organization will be 

positive. AS the inter-personal relationship is good, the employees are in a position to work as 

a team. 

7. Reduction in complaints and grievances: When the QWL in the organization is high, the 

employees have nothing to complain about. 

8. Reduction in stress conditions: Employees do not feel the work pressure in an organization 

with a high QWL. As a result, they do not experience stress conditions. 

9. More loyal workers: In view of a high QWL, the employees are sure to be more loyal towards 

their organization. They may be ready to undertake any task to show their loyalty to their 

employer. 
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Relationship between an Effective Communication and Quality of Work Life 

 Effective communication is basic requisite for successful organization. Human resources are 

valuable assets which cannot be given less importance. Humans are the social animals for which 

good and effective communication is required. Understanding the benefits of effective 

communication helps organization to focus on developing a human workforce within the firm and 

with customers, vendors and international business partners. It is something which helps the 

managers to perform the basic functions of management- Planning, Organizing, Motivating and 

Controlling. Communication skills whether written or oral form the basis of any business activity. 

The following features are very important for developing healthy environment and development 

of quality of work life among the employees. 

 

Team Building 

 Effective communication in the workplace helps employees and managers form highly 

efficient teams. Employees are able to trust each other and management. Effective 

communication reduces unnecessary competition within departments and helps employees work 

together harmoniously. The result of a team that works together is high productivity, integrity 

and responsibility.  

 

Employee Morale 

 An improvement in employee morale can result from effective communication. Although pay 

is a concern for many workers, it is not their only concern. Employees appreciate good 

communication coming from management. It produces a healthy work environment. When 

employees are satisfied with their jobs, they are able to efficiently perform their duties with a 

positive attitude. Failing to communicate effectively in a workplace leads to frustration and 

confusion among employees. However, managers can alleviate such problems by keeping the lines 

of communication open. 

 

Friendship On and Offline 

 Though it may hard to maintain friendship in working environment effective communication 

makes it possible. Most of the employees want to maintain their friendship even in off line of 

their work. Effective communication makes the employees to maintain the friendly relationship 

beyond their work environment. When friends regularly spend time in each other‘s presence, they 

develop both intimacy and empathy, qualities that contribute to long and lasting friendships. 

 

Smooth Running of Workplace 

 No matter what employee position is at work, he or she can contribute to a more productive, 

less stressful environment by communicating openly. Having depended heavily on social 

networking, many college graduates find it necessary to improve their in-person communication 

skills when entering the workplace. When supervisors, employees and co-workers are able to 

effectively communicate there will not be delay in activity, learning, maintaining relationship etc 

which will lead to smooth running of work place. 

 

Increased Productivity 

 Effective communication among and between employees and managers greatly increases 

productivity rather than wasting time on clearing up confusions caused by a poor communication. 

Employees can spend their valuable time on their job duties. Additionally, effective 
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communication allows employees to feel clear on what their assignments are. This results in 

confidence in their work and getting the desired results more quickly and efficiently. Employees 

are also less likely to make mistakes when communication is promoted in the workplace. Effective 

workplace communication is important in the organization to maintain the quality human 

resource. Good communication skills help to reduce the barriers erected because of language and 

cultural differences. Companies that provide communication training to domestic and 

international employees reap the benefits of effective workplace communication. Effective 

communication plays important role in developing quality of work life of employees.  

 

Conclusion 

 Communication in the workplace can improve the overall workplace culture. Another positive 

is that effective organizational communication eliminates barriers; resolve problems and builds 

stronger workplace relationships for increased productivity. Though the monetary benefits being 

the important part of quality of work life non monetary features like team building, employee 

morale, friendship on and off line, better career prospectus, job involvement, etc plays important 

role for getting job satisfaction among the employees for which effective communication is the 

base. Effective communication creates better environment for employees which further leads to 

better quality of work life. The organization must create effective communication system for 

effective usage of human resources.  
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Abstract 

 Women entrepreneurship is a key element of 
growth and development prospect for all counting 
and it is most relevant to tradition counting . 
women are equally competent in running business in 
spite of many hurdler. This paper describe about 
the prospects of entrepreneurship of women 

students who undergo business in vaniyambadi 
town.100questionnaire were distributed to women 
student entrepreneur and attempt made in this 
paper to highlight the prospects of student women 
entrepreneur. 
Keywords: Entrepreneurship, Prospects. 

 
 

Introduction 

 Entrepreneurship has been defined differently depending on and in tune with the changing 

ethos of socio-economic reality. Nowadays, greater importance is being ascribed to women 

entrepreneurs as a part of policy by government and other agencies. Women represent 50 percent 

of world‘s population and account for two third of total working hours. They received about ten 

percent of the world‘s income and own less than one percent of the world‘s assets. Against this 

backdrop, women entrepreneurs need a special treatment as they have to fight against heavy 

odds and belong to the largest disadvantaged group in the country; (Vinze, 1987) 

Entrepreneurship has traditionally been defined as the process of designing, launching and running 

a new business, which typically begins as a small business, such as a startup company, offering a 

product, process or service for sale or hire. 

 

History of Women Entrepreneurs 

 Before the 20th century, female operated small businesses as a way of supplementing their 

income. In many cases, they were trying to avoid poverty or were replacing the income from the 

loss of a spouse. At that time, the ventures that these women undertook were not thought of as 

entrepreneurial. Many of them had to focus on their domestic responsibilities. The term 

entrepreneur is used to describe individuals who have ideas for products and/or services that they 

turn into a working business. In earlier times, this term was reserved for men. 

 Women became more involved in the business world only when the idea of women in business 

became palatable to the general public; however, this does not mean that there were no female 

entrepreneurs until that time. In the 17th century, Dutch colonists who came to what is now 

known as New York City, operated under a matriarchal society. In this society, many women 

inherited money and lands, and through this inheritance, became business owners. One of the 

most successful women from this time was Margaret Hardenbrook Philipse, who was a merchant, a 

ship owner, and was involved in the trading of goods.  

 In the 1900s, due to a more progressive way of thinking, and the rise of feminism, female 

entrepreneurs began to be a widely accepted term. Although these female entrepreneurs serviced 

https://en.wikipedia.org/wiki/Business
https://en.wikipedia.org/wiki/Small_business
https://en.wikipedia.org/wiki/Startup_company
https://en.wikipedia.org/wiki/Small_business
https://en.wikipedia.org/wiki/Entrepreneur
https://en.wikipedia.org/wiki/Matriarchal
https://en.wikipedia.org/wiki/Margaret_Hardenbrook_Philipse
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mostly female consumers, they were making great strides. Women gained the right to vote in 

1920, and two years later, Clara and Lillian Westropp started the institution of Women's Savings & 

Loan as a way of teaching women how to be smart with their money. As society progressed, 

female entrepreneurs became more influential. With the boom of the textile industry and the 

development of the railroad and telegraph system, women such as Madame C. J. Walker took 

advantage of the changing times. Walker was able to market her hair care products in a successful 

way, becoming the first African American female millionaire. Carrie Crawford Smith was the 

owner of an employment agency opened in 1918, and like Madame C. J. Walker, sought to provide 

help to many women by giving them opportunities to work. 

 During the Great Depression, some of the opportunities afforded to women took a backseat 

and society seemed to reverse its views, reverting to more traditional roles. This affected women 

working in business; however, it also served as a push to those involved in the entrepreneurial 

world. More women began to start their own businesses, looking to survive during this time of 

hardship. In 1938, Hattie Moseley Austin, who had begun to sell chicken and biscuits after her 

husband died, opened Hattie's Chicken Shack in Saratoga Springs, NY. 

 During WWII, many women entered the workforce, filling jobs that men had left behind to 

serve in the military. Some women, of their own accord, took these jobs as a patriotic duty while 

others started businesses of their own. One of these women was Pauline Trigere, who came to 

New York from Paris in 1937, started a tailoring business that later turned into a high-end fashion 

house. Another woman was Estée Lauder, who was working on the idea for her beauty products 

which officially launched in 1946, a year after the war ended. When the war ended, many women 

still had to maintain their place in the business world; because, many of the men who returned 

were injured. 

 The Federation of Business and Professional Women's Clubs were sources of encouragement to 

female entrepreneurs. They often would hold workshops with already established entrepreneurs, 

such as Elizabeth Arden, who would give advice. During the 1950s, women found themselves 

surrounded by messages everywhere, stating what their role should be. Domesticity was the 

overall public concern and a theme that was highly stressed during this time, and women had to 

juggle combined home responsibilities and their career. 

 Home-based businesses helped to solve a good part of the problem for those women who 

worried about being mothers. Lillian Vernon, while pregnant with her first child, started her own 

business dealing with catalogs by investing money from wedding gifts and started filling orders 

right at her kitchen table. Mary Crowley founded Home Decorating and Interiors as a way of 

helping women to work from home by throwing parties to sell the products right in the comfort of 

their own home. In an effort to avoid criticism and lost business from those who did not support 

women in business, Bette Nesmith, who developed the product "Mistake Out," a liquid that 

painted over mistakes in typing, would sign her orders B. Smith so no one would know she was a 

female. 

 From the 1960s to the late 1970s, another change came about when divorce rates rose and 

many women were forced back into the role of being the sole provider. This pushed them back 

into the working world, where they were not well received. When the recession hit, many of 

these women were the first to be without work. Once again, the entrepreneurial endeavors of 

women came to the rescue as an effort of asserting themselves, and aiding other women in being 

a part of the workforce. Mary Kay Ash and Ruth Fertel of Ruth's Chris Steak House were part of 

that movement. 

https://en.wikipedia.org/wiki/Madam_C._J._Walker
https://en.wikipedia.org/wiki/Pauline_Trig%C3%A8re
https://en.wikipedia.org/wiki/Est%C3%A9e_Lauder_(businesswoman)
https://en.wikipedia.org/wiki/Elizabeth_Arden
https://en.wikipedia.org/wiki/Lillian_Vernon_(businesswoman)
https://en.wikipedia.org/wiki/Bette_Nesmith_Graham
https://en.wikipedia.org/wiki/Mary_Kay_Ash
https://en.wikipedia.org/wiki/Ruth_Fertel
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 The 1980s and 1990s were a time of reaping the benefits from the hard work of women who 

worked tirelessly for their rightful place in the workforce as employees and entrepreneurs. Martha 

Stewart and Vera Bradley were among the twenty-first percent women who owned businesses. 

The public was also becoming more receptive and encouraging to these female entrepreneurs, 

acknowledging the valuable contribution they were making to the economy. The National 

Association of Women Business Owners helped to push Congress to pass the Women's Business 

Ownership Act in 1988, which would end discrimination in lending and also strike down laws that 

required married women to acquire their husband's signature for all loans. In addition, the Act 

also gave women-owned businesses a chance to compete for government contracts. 

 Another monumental moment for women in business was the appointment of Susan Engeleiter 

as head of the US government's Small Business Administration in 1989. In the late 1980s and 

throughout the 1990s, there was more of a focus on networking opportunities in the world of 

female entrepreneurs. There were many opportunities that came about to help those who were 

interested in starting up their own businesses. Support groups, organizations for educating the 

female entrepreneur, and other opportunities like seminars and help with financing came from 

many different sources, such as the Women's Business Development Center and Count Me In. 

Despite all these advances, the female entrepreneurs still fell behind when compared to their 

male counterparts. 

 As the 1990s came in, the availability of computers and the increasing popularity of the 

internet gave a much needed boost to women in business. This technology allowed them to be 

more prevalent in the business world and showcase their skills to their competitors. Even with the 

increased popularity of women in business, the availability of technology and the support from 

different organizations, female entrepreneurs today are still struggling. The economic downturn 

of 2008 did not serve to help them in their quest. However, with the continual attention given to 

female entrepreneurs and the educational programs afforded to women who seek to start out 

with their own business ventures, there is much information and help available. Since 2000, there 

has been an increase in small and big ventures by women, including one of their biggest 

obstacles—financing.  

Objective of the Study 

1. To study the impact of student women entrepreneur 

2. To suggest possible suggestion to student women entrepreneur 

Limitation  

1. The Reach study in limited to vaniyambadi town 

2. The result can‘t be generalized with other place in Tamil Nadu   

Data collection and Interpretation 

Helpers to start business 

Interpretation 

 The above table shows that 30% of the Respondents 

Said that Friends are helping to start a Business, 20% of 

the Respondents Said that Parents are helping to start a 

Business, 20% of the Respondents Said that teacher are 

helping to start a Business, 20% of the Respondents Said 

that others are helping to start a Business and 10% of the 

Respondents said that neighbors are helping to start a 

business. 

S.No 
Helpers to  

Start Business 

No. of  

Respondents 

1 Parents 20 

2 Teachers 20 

3 Neighbors 10 

4 Friends 30 

5 Others 20 

Total 100 

https://en.wikipedia.org/wiki/Martha_Stewart
https://en.wikipedia.org/wiki/Martha_Stewart
https://en.wikipedia.org/wiki/Martha_Stewart
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https://en.wikipedia.org/wiki/National_Association_of_Women_Business_Owners
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 Products Produced By Students 
Interpretation 

 The above table shows that 40% of the respondents 

say that jewellary making products produced by 

students, 30% of the respondents say that food items 

products produced by students, 15% of the respondents 

say that toy making products produced by students 10% 

of the respondents say that candle making products 

produced by students and 5% of the respondents say that other products produced by students 

     Period of Running Business 

Interpretation 

 The above table shows that 40% of the respondents 

say those 2-3 years of period running business, 30% of 

the respondents say those 1-2 years of period running 

business, 20% of the respondents say those 6-1 year of 

period running business and 10% of the respondents say 

those 3 years above of period running business. 

  Utilizing of Profit 

Interpretation 

 The table shows that 40% of the respondents says 

that higher studies utilizing of profit, 25% of the 

respondents says that Investment utilizing of profit, 

15% of the respondents says that family Expenses 

utilizing of profit, 15% of the respondents says that 

Personal Expenses utilizing of profit and 5% of the 

respondents says that others utilizing of profit. 

       Promotion of Products 

Interpretation 

 The above table shows that 40% of respondents 

said that Personal selling was one of the effective 

Promotion of Products, 30% of respondents said that 

Word of Mouth was Promotion of Products, 20% of 

respondents said Door Delivery was Promotion of 

Products and 10% of respondents said Publicity was 

Promotion of Products. 

(Maximum Small Scale Business Entrepreneurship women‘s they utilize higher study) 

 H0 : Maximum Student Women Entrepreneurship are utilizing their profit for their studies  

 H1 : Maximum Student Women Entrepreneurship are not utilizing their profit for their studies 

Cross Tabulation 

 Earning Duration 

E
x
p
e
n
d
it

u
re

 Particulars/ Period 6-1 year 1-2 years 2-3 years 3 above Total 

Higher Studies 8 12 16 4 40 

Family 3 4 6 2 15 

Investment 5 7 10 3 25 

Personal Expenses 5 5 7 3 20 

Total 21 28 39 12 100 

S.No Product 
No. of 

Respondents 

1 Candle Making 10 

2 Toy Making 15 

3 Jewellery Making 40 

4 Food items 30 

5 Others 5 

Total 100 

S.No Period 
No. of 

Respondents 

1 6-1 year 20 

2 1-2 Year 30 

3 2-3 Year 40 

4 3 Above 10 

Total 100 

S.No Uses of Profit 
No. of  

Respondents 

1 Higher Studies 40 

2 Family Expenses 15 

3 Investment 25 

4 Personal Expenses 15 

5 Others 5 

Total 100 

S.No 
Product 

Promotion 

No. of 

Respondents 

1 Word of Mouth 30 

2 Personal Selling 40 

3 Publicity 10 

4 Door Delivery 20 

Total 100 
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 These are the observed data (Frequency) for according classification 

 Expected frequency 

 X2 =6.10 

 Degree of Freedom  

 √ = [(r-1) (c-1)]-5 

  = [(4-1) (4-1)]-5 

  = [(3) (3)]-5 

 =9-5 

 =4 

 

Table Value 

 For 4 DOF at 5% LOS the + √ is x2 ∞=9.488 

 Ho is accepted because calculated value not exceed to table value. 

 

Findings 

 30% of the Respondents Said that Friends are helping to start a Business 

 40% of the respondents say that jewellary making products produced by students 

 40% of the respondents say those 2-3 years of period running business 

 40% of the respondents says that higher studies utilizing of profit 

 40% of respondents said that Personal selling was one of the effective Promotion of Products 

 Maximum Student Women Entrepreneurship is utilizing their profit for their studies. 

 

Conclusion 

 Women entrepreneurship is a key element of growth and development prospect for all 

counting and it is most relevant to tradition counting . Women are equally competent in running 

business in spite of many hurdler. The Respondents said their friends are helping to start a new 

business. Personal selling is one of the effective Promotion of Products. Women student 

Entrepreneurs is utilizing their profit for their studies. 
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Questionnaire  

1. Name 

2. Age  

3. Qualification 

4. College address 

5. Who helped you to start Business 
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a) Parents  

b) Teachers  

c) Neighbours 

d) Friends  

e) Others  

6. What are the products you produced and market? 

a) Candle making 

b) Toy making 

c) Jewellary making 

d) Food items 

e) Others specify 

7. How along you accompany with small scale business  

a) 6-1year 

b) 1-2 year 

c) 2-3 years 

d) Above 3 years 

8. In what way you utilize in your profit 

a) For my higher studies 

b) For my family expences 

c) For my investment 

d) Personal expencess 

e) others 

9. In what way you promote your product 

a) Through word of mouth promotion 

b) Personal selling 

c) Publicity 

d) Door delivery 

e) Others  
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Abstract 

 Now a day‟s masala packaged play a important 
role in Indian cooking. So the masala trade is a big 
business from time immemorial. Consumer 
Behaviour is important in helping us to forecast and 
understand the products as well as brand 
preference. The main objective of the research is to 
identify the customer satisfaction towards Aachi 

masala and Sakthi masala. The statistical tools used 
for this research are percentages method. The 
result of the research is presented through tables. 
The major findings of the study are the satisfaction 
level of masala product, Most of the customer were 
satisfied towards Sakthi masala product. 
Keywords: Aachi masala, Sakthi masala, Customer 
Satisfaction, Consumer Behaviour. 

 
 
Introduction 

 Consumer is the king of the market. Each and every company should produce their product by 

having consumers in their mind and their products should satisfy the consumer‘s needs. In 

marketing customer satisfaction is the most important term and it is a measure of how goods and 

services produced and supplied by a company meet customer‘s expectation in the market. It is a 

key element of business strategy. Consumer behaviour is one of the stimulating and challenging 

areas in market studies. Understanding the behaviour of the consumer is of great challenge. In 

everyday life masala products plays a dominant role and more number of housewives depend on 

the masala products as it makes their life easy go masala products make them to cook anytime 

with less time, energy, labour etc. 

 
Profile of the Companies 

Aachi company 

 Aachi is a fond reference to ―Grandmother‖ in chettinad Tamil Aachi brand was established 

and registered in the year 1998 Aachi group of companies a Chennai based Fast Moving Consumer 

Goods company focusing on masala and food products. It has introduced many varieties in their 

production and it gets succeeded. It includes spices and masala, pickles, paste and curry, and 

ready to cook food products. 

 It is a south Indian food product having high quality in their ingredients. It presently has a 

presence across 12 states in the country. It entered most of the North Indian states. The capacity 

expansion plans under progress include setting up of an R&D at an investment of Rs 9 crore to 

bring in changes to the products to suit the international tastes and standards. This trading 

company has received many awards and certificates. Among them few are National Awards 2016 
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from‘ President of India. Most Influential Leader 2017 by ERTC. India‘s fastest growing brand 

award given y FAST 50. 

 

Sakthi Company 

 Sakthi masala was small turmeric trader from a village called perundurai near Eroad.He 

founded Sakthi Trading Company in 1975 Now sakthi masala manufactures over 50 varieties of 

spice and masala power, over a dozen varieties of varieties of pickles, appalams ghee and 

sunflower oil sakthi masala gives value addition t the agriculture product which helps and 

encourages the farming community to market their products also generates lot of employment 

opportunites to the agriculture labours and rural people. The company employs mostly women 

and differently able persons from the rural areas and makes them to lead an honorary life the 

company has bagged with IS/ISO 9001-2008 certification from Bureau of Indian standards, new 

delhi. 

 

Need for the Study 

 The researcher made this study for to know the effectiveness of sales and consumer behaviour 

towards Aachi masala products and Sakthi masala products. 

 

Objectives of the Study 

1. To fine out preference of the consumer while purchasing masala products. 

2. To analyze the factors that affects the purchasing preference between Aachi and Sakthi 

masala. 

3. To find out the customer satisfaction level of taste, price quality, availability, durability of 

Aachi and Sakthi masala products. 

 

Research Methodology 

 This study is based on both primary and secondary data. The primary data were collected 

information through questionnaire, and secondary data were collected through Books, Journals, 

Websites, etc. This researcher has adopted convenient sampling technique for collecting data 

from 50 respondents. 

 
Statistical Tools Used 

 The researcher has applied the following statistical tools for analysis. They are tables and 

percentage analysis  

 
Statement of the Problem 

 Today, a lot of masala products are producing companies have started manufacturing masala 

products all over the world. The numbers of trading companies are entering into the market to 

satisfy the consumer behaviour by purchasing masala products. It is essential to study about the 

consumer behaviour towards aachi masala and sakthi masala products, this interest makes the 

researcher to take up the research study entitled. 

 

Limitations of the Study 

 The primary data is collected though a structured questionnaire and the sample size has 

limited only 50 respondents. No hypotheses were formulated, Hence, no advanced statistical 

techniques were used. 
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The area of the study is limited to vaniyambadi town only 

 

Analysis of data 

Table 1 Sex Categories of Respondents 

 From the above table shows that out of 50 

respondents, 64% of the respondents are female, 32% 

of respondents are male and 4% respondents are 

Transgender buyer. This table analysis is showing 64% 

respondents are female buyer. 

 
Table 2 Marital Status of Respondents 

  From the above table inferred that out of 50 

respondents, 58% of the respondents are married and 

42% respondents are unmarried persons. This above 

analysis is showing 58% of the product user are 

married persons. 

 

Table 3 Occupational of Respondents 

 From the above table shows that out of 50 

respondents, 40% of the respondents are employee, 

24% of the respondents are home maker, 20% 

respondents are students and 16% respondents are 

business persons. This above table showing employee 

are more using masala product. 

 

 

Table 4 Influencing Media of their brand 

  The above table shows that out of 50 respondents, 

48% of the respondents are television viewers, 18% of 

the persons influencing radio and other media, and 16% 

of the respondents are influencing though newspaper. 

This analysis is showing 48% of the respondents are 

influencing from television. 

 
 

 
 
 

Table 5 Introducers of Masala brand 

 From the above table inferred that out of 50 

respondents, 36% of the respondents are Friends, 28% 

of the respondents are Relatives, 24% respondents are 

neighbors and 12% respondents are others persons. 36% 

of the respondents are using masala products 

recommend through friends.  

 

 

 

 

S.No. Genders Frequencies % 

1 Male 16 32% 

2 Female 32 64% 

3 Transgender  2  4% 

 Total 50  100 

S.No. 
Marital 

Status 
Frequencies % 

1 Married 29 58% 

2 Unmarried 21 42% 

 Total 50  100 

S. 

No. 

Occupational 

Status 
Frequencies % 

1 Employee 20 40% 

2 Business  8 16% 

3 Students 10 20% 

4 Home Maker 12 24% 

 Total 50  100 

S. 
No. 

Media Frequencies % 

1 Television 24 48% 

2 Radio  9 18% 

3 Newspaper  8 16% 

4 Others  9 18% 

 Total 50  100 

S. 
No. 

Introducers Frequencies % 

1 Relatives 14 28% 

2 Friends 18 36% 

3 Neighbors 12 24% 

4 Others    6 12% 

 Total 50  100 
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Table 6 Preferable brand masala 
 From the above table inferred that out of  

50 respondents, 52% of the respondents are Sakthi 

masala product user, 30% of the respondents are Aachi 

masala product user and 13% of the respondents are 

other persons. 52% of the respondents are consuming 

Sakthi masala products. 

 
Table 7 Customer Preference to choose their brand 

 The table shows that out of 50 respondents, 36% of 

the respondents are choosing their brand for taste, and it 

is followed by other factors such as quality, price and 

Availability, and finally verity.  

 

 

 
 

Table 8 Customer satisfaction Level towards masala 

 From the above table shows that out of 50 

respondents, nearly 84% of the respondents are 

satisfied of masala products, 10% of the 

respondents are highly satisfied , 6% of the 

respondents are moderately satisfied.  

 

 

Findings 

 Majority of 64% of the respondents are Female user belong to masala products. 

 Nearly 58% of the users are married persons. 

 Nearly 40% of the respondents are employee. 

 48% of the respondents opined that television advertisement plays an important role for 

masala products. 

  Nearly 36 % of the respondents are using masala products recommend through friends. 

 Majority of 52% of the respondents are sakthi masala product user. 

 The most influencing factors to purchasing masala products is taste. 

 Majority of 84% of the respondents are satisfied to using masala products. 

 
Conclusion 

 Masala is a very essential for daily using commodity. From this study the researcher conclude 

that the masala are more preferable in vaniyambadi town. Sakthi masala is preferred by majority 

of the respondents. 
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S.No. 
Masala  

Products 
Frequencies % 

1 Sakthi Masala 26 52% 

2 Aachi Masala 15 30% 

3 Others 9 18% 

 Total 50 100 

S.No. Particulars Frequencies % 

1 Price 7 14% 

2 Taste 18 36% 

3 Varity 5 10% 

4 Availability 7 14% 

5 Quality 13 26% 

 Total 50 100 

S.No. Particulars Frequencies % 

1 Highly Satisfied 5 10% 

 2 Satisfied 42 84% 

3 Moderately Satisfied 3 6% 

4 Dissatisfied - - 

5 Highly dissatisfied - - 

 Total 50 100 
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Abstract 

 The Indian cement business is the second largest 
within the world using in excess of a million people 
throughout the country. It contributes to the Indian 
economy as a result of the development of industry 
in India depends heavily on the cement industry. 
The current paper analyses the financial 
performance of five major cement companies in 
India. The information has been collected from the 

annual reports of the cement companies since 2012-
13 to 2016-17 and analyzed by applying regression 
and technique analysis of variance because the 
statistical tool. The analysis of the information 
shows that there‟s a significant difference in 
selected cement companies in India with respect to 
needed ratios. 
Keywords: cement, cement companies, ratio, 
ANOVA.  

 

Introduction 

 The Indian cement industry has evolved considerably within the last twenty years, surfing all 

the phases of typical circulat growth process. With sound economic process and infrastructure 

development, the demand for cement is on associate degree upward trend, more addition to 

capability is arising to cater to the increasing demand for cements. India, being the second largest 

cement producer within the world after China with a total capacity of 151.2 Million Tonnes (MT), 

possesses large Cement Company. With the government of India giving boost to varied 

infrastructure projects, housing facilities and road networks, the cement industry in India is 

presently growing at associate degree desirable pace. Cement may be a world trade goods, 

manufactured at thousands of local plants. The cement business in India is dominated by around 

20 companies, that account for nearly 70 per cent of the total cement production in India. 

Because of its weight, cement offer via land transportation is expensive, and usually, restricted to 

a vicinity among 300 km of any one plant site. The industry is consolidating globally, but large, 

international firms account for only 30 per cent of the worldwide market. China is that the 

quickest growing market nowdays. Because it is both global and local, the cement industry faces a 

unique set of issues, which attract attention from communities near the plant, at a national and 

an international level.  

 

Statement of the Problem  

 The cement industry is one of the most significant industries. It is the second highest 

contributor in terms of excise duty over Rs. 4000 crores in a year. Sales taxes yield around Rs. 

3500 crores to state governments. Royalties, Octroi and other Cesses add another Rs.1800 crores. 

The industry employs a work force of over 2 lakhs persons and supports a turnover compliment of 

12 lakhs people engaged indirectly. The cement industry has been selected for the research due 

to several important reasons. Cement is a basic core product, essential for building our nation and 

its growth is intrinsically linked with the overall growth of the infrastructure sector. The lack of 
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adequate roads, port, power, and other infrastructure could prove to be a big hindrance to the 

rapid growth of the country. The profitability of the business depends on the cost incurred for the 

production of goods. If the cost increases, the profit of the business is reduced and ultimately the 

business may go to the liquidation stage. Moreover, the future development programme of the 

company can be designed according to the expenses and investment level. Future budget planning 

is based on the cost aspect of the companies. The present study is an attempt to evaluate the 

financial performance of Cement Industry of India.  

 

Objectives of the Study 

1. To study the financial performance of the five cement companies. 

2. To compare the performance and identify the significant difference in profitability, solvency, 

operating, earnings and dividend payouts of the cement companies. 

 
Review of Literature  

 A.N.K Mizan, Md. Mahabbat Hossain(2014), “Financial Soundness of Cement Industry of 

Bangladesh: An Empirical Investigation Using Z-score”. For measurement the monetary health 

of a business organisation, there are several techniques accessible. However Altman‘s Z-score has 

been tried to be a reliable tool across contexts. Bangladesh cement industry could be a distinctive 

one as a result of, the industry is manufacturing a higher amount of cement than the local 

demand having no supply of local raw materials. The most objective of the study is to assess the 

elemental financial health of this industry using Z-score model. All listed cement firms are 

thought of during this study. The study disclosed that two firms, Heidelberg cement and 

Confidence Cement, are financially sound whereas other three are not in a good position. The 

findings of the study are often helpful for the managers to require financial decision, the 

stockholders to choose investment options and others to look after their interest in the concern 

cement manufacturers of the country. 

 Nawaz Ahmad & Mohsin Ali (2015), Impact of Capital Structure on Firm's Financial 

Performance: Cement Industry of Pakistan, This analysis is an endeavor to determine the impact 

of capital structure (leverage) on the financial performance of firms listed on the KSE within the 

cement sector. The information was extracted for a period of seven years from 2009 – 2015. The 

total firms listed within the sector are 18 out of which information for the period selected is 

available for 14 firms which are used for study. Correlation and Ordinary Least squares models are 

used in this study for testing the hypothesis. The results show that leverage measured by Debt to 

Assets has a statistically significant negative impact on firms‘ financial performance measured by 

Return on Assets at 99.9% confidence interval.  

 Farah Naz, Farrukh Ijaz & Faizan Naqvi (2016), Financial Performance of Firms: Evidence 

from Pakistan Cement Industry, Financial performance, principally reflects business sector 

outcomes and results that show the overall financial health of the sector over a specific period of 

time. It indicates that how well an entity is utilizing its resources to maximize the shareholder 

wealth and profitability. Although a complete evaluation of a firm‘s financial performance takes 

into account many other different kinds of measures, but most common performance 

measurement used in the field of finance and statistical inference is financial ratios. This paper 

provides a comprehensive study of the financial performance literature with respect to the 

cement industry of Pakistan. The literature cover studies from the Iran, India and Pakistan, but 

some international evidences are also presented. The financial ratios used for the measurement 

https://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1317279
https://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=1752077
https://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2149329
https://papers.ssrn.com/sol3/cf_dev/AbsByAuth.cfm?per_id=2307562
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of financial performance of the cement sector are profitability ratios, asset utilization ratios, 

leverage ratios, liquidity ratios and the cash conversion cycle from the period 2006-2014.  

 Return on Investment (ROI) is taken as predicted variable and five ratio parameters are taken 

as predictor variables. The research study found that all parameters have a positive relationship 

with the dependent variable except the leverage ratios which has insignificant relationship. This 

result is also supported by Selvam et al. (2004), whereas Chandrasekaran (1989) and Dhanalakshmi 

(1994) identified that the external finances is the key significant factor in determining investment 

in the cement industry. To overcome the limitations of the future study, the considered numbers 

of years need to be increased and other models like MVA, CAPM, and EVA required being tested 

for the research to analysis other factors that may affect the financial performance.  

 Mahboob Ullah & Dr. Nouman Afgan Et.Al., (2017)The Impact Of Corporate Governance On 

Financial Performance Of Pakistan’s Cement Manufacturing Firms” smart company governance 

instills investors‘ trust within the financial market. Good governance creates goodwill, enhances 

firm financial performance, however if the business are ruled poorly, then they lose confidence of 

every stakeholder due to suboptimal financial performance. The main aim of this analysis study is 

to investigate the impact of company governance on the financial performance of cement sector 

business on the Pakistan Stock Exchange (PSX). For the accomplishment of a research objective, 

20 cement sector firms listed on the PSX, Pakistan, constituting 83% of the whole cement industry 

were used from year 2005 to 2014. This study not solely contributes to understanding the impact 

and relationship between corporate governance and financial performance, however at identical 

time proves the results of earlier analysis work that have shown a major impact and also the 

relationship between corporate governance and financial performance.  

 

Significance of the Study 

 The study can throw light on the general financial performance of sample units as an entire 

within the last 5 years. The study can traumatize performance analysis of sample units in terms of 

useful and financial areas. 

 

Limitations of the Study 

 The study is limited to five large sized cement companies only. The time and cost involved in 

the collection of data is a major constraint. The results of the study may not be generalized for 

all the cement industries in India. The source of data is secondary in nature, so authentication is 

not possible. 

 

Research Methodology 

Sources of Data 

 The study is based on the secondary sources of data like annual reports of the companies, 

websites, books, articles, theses and research papers.  

Method of Data Collection 

 Data have been collected from the published annual reports of the selected companies. 

Period of Study 

 The period of the study is five years since 2012-13 to 2016-17. 

Statistical Tools  

 Since there are five companies, Regression and One way ANOVA has been used to test the 

hypotheses through SPSS tools. 
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Data Analysis 

Table 1 Performance Ratios of Five Cement Companies 

Year/ 
Company 

Net 
Profit% 

RONW 
% 

ROCE 
% 

C.R Q.R D.E ITO DTO EPS DPO 

 Ultratech  

16-17 10.7 10.97 14.95 0.7 0.55 0.22 12.21 17.76 11.38 42% 

15-16 8.93 10.48 13.93 0.59 0.52 0.23 11.27 18.42 12.42 27% 

14-15 8.64 10.68 13.53 0.59 0.43 0.35 9.45 18.47 12.48 20% 

13-14 10.4 12.54 14.08 0.76 0.52 0.28 9.71 17.65 13.31 43% 

12-13 12.96 17.43 20.48 0.66 0.43 0.29 9.73 22.63 15.3 38% 

 Grasim  

16-17 14.41 9.61 13.08 1.09 0.59 0.03 6.49 9.48 33.42 16% 

15-16 10.29 7.7 10.1 0.91 0.78 0.13 6.08 10.69 102.12 22% 

14-15 7.93 4.73 6.19 1.45 0.86 0.08 4.81 9.73 57.69 31% 

13-14 14.96 8.27 8.58 1.36 0.89 0.1 5.03 9.91 97.57 22% 

12-13 21.54 12.11 12.07 1.14 0.88 0.12 7.27 10.25 133.58 17% 

 Ramco 

16-17 16.26 17.35 19.54 0.53 0.46 0.3 7.93 7.72 27.27 11% 

15-16 15.14 18.05 18.2 0.49 0.49 0.57 7.57 8.47 23.45 13% 

14-15 6.49 9.16 11.2 0.52 0.49 0.86 8.03 10.65 10.18 15% 

13-14 3.65 5.54 7.24 0.46 0.42 0.9 5.37 12.14 5.79 17% 

12-13 10.42 17.02 17.62 0.48 0.41 0.84 6.44 14.91 16.96 18% 

 Orient 

16-17 -1.7 -3.25 3.02 0.56 0.5 1.31 14.8 18.98 -1.57 -64% 

15-16 4.1 6.12 4.96 0.73 0.6 1.27 12.33 17.21 3.04 33% 

14-15 12.54 19.96 12.75 0.79 0.7 1.13 16.09 20.92 9.51 18% 

13-14 6.97 12.18 14.49 0.53 0.83 0.4 23.1 20.38 4.93 30% 

12-13 10.73 21.36 33.29 0.8 0.61 0.06 19.75 19.64 7.89 25% 

 Jk Lakshmi 

16-17 8.53 5.93 7.85 0.43 0.38 1.42 11.74 31.3 6.97 11% 

15-16 6.71 0.47 5.53 0.47 0.44 1.27 12.22 31.38 0.53 47% 

14-15 11.59 7.18 8.85 0.48 0.46 1.26 11.49 36.62 8.12 25% 

13-14 11.74 7.21 7.83 0.68 0.62 1.09 20.08 38.94 7.9 25% 

12-13 16.15 14.36 14.18 0.74 0.67 0.93 17.89 46.52 14.93 17% 

 
Table 2 Overall Performances of Five Cement Companies 

Particulars Ultratech Grasim Ramco Orient JK Lakshmi 

Net Profit Ratio(%)-AVG 10.33 13.83 10.39 6.53 10.94 

RONW(%)-AVG 12.42 8.48 13.42 11.27 7.03 

ROCE(%)-AVG 15.39 10.00 14.76 13.70 8.85 

Overall Average 12.71 10.77 12.86 10.50 8.94 

Current Ratio-AVG 0.66 1.19 0.50 0.68 0.56 

Quick Ratio-AVG 0.49 0.80 0.45 0.65 0.51 

Debt Equity Ratio-AVG 0.27 0.09 0.69 0.83 1.19 

Inventory Turnover-AVG 10.47 5.94 7.07 17.21 14.68 

Debtors Turnover AVG. 18.99 10.01 10.78 19.43 36.95 

EPS-AVG 12.98 84.88 16.73 4.76 7.69 

DPO-AVG 0.34 0.22 0.15 0.09 0.25 
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Interpretation 

1. The average Net profit of Grasim is greater, Orient is lessor; The average Return On Net worth 

of Ramco is greater, JK Lakshmi is lessor; The average ROCE of Ultra Tech is greater, JK 

Lakshmi is lessor;  

2. The short term solvency position of Grasim is good; Ramco poor. Long term solvency of Grasim 

is good; JK Lakshmi poor. 

3. The inventory Turnover is the highest for Orient and lowest for Grasim; The operating 

activities are more for orient; Similarly Debtors Turnover ratio of Lakshmi is greater and lower 

for Grasim. Risk of debtor collection is more for JK Lakshmi. 

4. EPS is the highest for Grasim; lowest for orient; Dividend Pay Out greater for Ultratech. 

 

Hypothesis-1 

 There is no significant difference in the profitability of the five cement companies. 

 To test this hypothesis non parametric KRUSKAL -WALLIS ANOVA has been employed. The 

result of the analysis is given below: 

Table 3 

No. Variable N Test Static D.F P Value Hypothesis status 

1.  Net profit Ratio 25 3.183 4 0528 
Accepted-No Significant 
difference 

2.  Return on Net worth 25 4.985 4 0.289 
Accepted-No Significant 
difference 

3.  
Return on Capital 
Employed 

25 6.705 4 0.152 
Accepted-No Significant 
difference 

 
Mean Ranks of variables 

Variables Ultratech Grasim Ramco Orient J.K Cement 

Net Profit 12.80 16.80 13.00 8.60 13.80 

RONW 16.40 10.00 15.80 14.60 8.20 

ROCE 18.40 9.60 16.40 12.00 8.60 

 

Hypothesis-2 

 There is no significant difference in Solvency Status of the five cement companies. 

 To test this hypothesis non parametric KRUSKAL -WALLIS ANOVA has been employed. The 

result of the analysis is given below: 

 

Table 4 

No. Variable N Test Static D.F P Value Hypothesis status 

1.  Current ratio 25 17.032 4 0.002 
Reject-Significant 
difference 

2.  Quick ratio 25 14.361 4 0.006 
Reject-Significant 
difference 

3.  Debt-Equity Ratio 25 16.450 4 0.002 
Reject-Significant 
difference 

 

Mean Ranks of variables 

 

Variables Ultratech Grasim Ramco Orient J.K Cement 

Current ratio 13.80 23.00 5.60 14.70 7.90 

Quick ratio 9.60 21.60 6.30 17.20 10.30 

Debt-Equity Ratio 9.20 3.80 14.60 16.30 21.10 
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Hypothesis-3 

 There is no significant difference in operating Ratios of the five cement companies. 

 To test this hypothesis non parametric KRUSKAL -WALLIS ANOVA has been employed. The 

result of the analysis is given below: 

 

Table 5 

No. Variable N Test Static D.F P Value Hypothesis status 

1.  Inventory Turn Over 25 20.965 4 0.000 
Reject-Significant 
difference 

2.  Debtors Turn Over Ratio 25 20.876 4 0.000 
Reject-Significant 
difference 

 
Mean Ranks of variables 

Variables Ultratech Grasim Ramco Orient J.K Cement 

Inventory Turn Over 13.40 4.00 7.00 21.60 19.00 

Debtors Turn Over 14.80 5.20 5.80 16.20 23.00 

 

Hypothesis-  4 

 There is no significant difference in Earning and Dividend Payouts of the five cement 

companies. 

 To test this hypothesis non parametric KRUSKAL -WALLIS ANOVA has been employed. The 

result of the analysis is given below: 

 

Table 6 

No. Variable N Test Static D.F P Value Hypothesis status 

1.  Earnings Per Share 25 17.634 4 0.001 
Reject-Significant 
difference 

2.  Dividend Payout Ratio 25 8.934 4 0.063 
Accept-No Significant 
difference 

 
Mean Ranks of variables 

Variables Ultratech Grasim Ramco Orient J.K Cement 

Earnings Per Share 14.20 23.00 14.60 5.00 8.20 

Dividend Payout Ratio 19.80 12.20 6.00 13.50 13.50 

 

Findings 

The findings of the study are given below 

1. The overall profitability of Ramco is better; JK Lakshmi poor as indicated by the profitability 

ratios. 

2. The short term solvency position of Grasim is good; Ramco poor. Long term solvency of Grasim 

is good; JK Lakshmi poor 

3. EPS is the highest for Grasim; lowest for orient; Dividend Pay Out greater for Ultratech. 

4. There are no significant differences in the profitability ratios of the five cement companies. 

That is the distribution of profitability is the same across the five companies. However, there 

are  

5. There are significant differences in the solvency ratios of the five cement companies. That is 

the distribution of solvency is different across the five companies. 
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6. There are significant differences in the operating ratios of the five cement companies. That is 

the distributions of operating ratios are different across the five companies. 

7. There are significant differences in the EPS of the five cement companies. That is the 

distribution of EPS is different across the five companies. 

8. There are no significant differences in the Dividend Payout ratios of the five cement 

companies. That is the distribution of the DPO is the same across the five companies. 

 

Suggestions 

 There are significant differences in the solvency ratios, operating activity ratios and EPS of 

the five selected companies. To improve the profitability operational activities are to be 

analyzed. Taking credit sales policy decisions and optimal use of financial, asset leverages would 

enhance the chance of making profit. Both inventory turnover and Debtors turnover play very 

important role in improving the operational performance of the companies. High inventory 

turnover is a good symptom, but high debtor‘s velocity is risky due to delay in credit sales 

collections.  

 
Conclusion 

 The Comparative financial performance of the company showed that Ramco is having better 

profitability; Solvency of Grasim is better .EPS is the highest for Grasim; lowest for orient; 

Dividend Pay Out greater for Ultratech. The statistical analysis showed that there is no significant 

difference in the profitability ratios of the five cement companies. However, there are significant 

differences in the solvency ratios and EPS. There is no significant difference in the Dividend 

Payout ratios of the five cement companies. Monitoring of operational activities and optimal use 

of financial and asset leverage would improve the profitability of the concerns.  
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Abstract 
 The main aim of this article is to examine about 
the employee‟s training and development in 
Mitsubishi Heavy Industries India Precision Tools 
Ltd., in Sipcot, at Ranipet Vellore District, 
Tamilnadu. The population of the study consists of 
among employees in Mitsubishi Respondents were 
selected from different gender, age groups and 
occupational experience. The management how 
often the employees training and development is 
conducting in organization and what are the 

techniques will be adopted for effective training 
and development programme of their employee. A 
pre structured questionnaire was used for this study 
by giving multiple choice questions to the employee 
and how training gives productivity of their job. Non 
- Random sampling was used to collect data from 
sample respondents. The statistical techniques of 
percentage analysis, chi- square analysis are used in 
this study.  
Keywords: Employees Training and Development, 
Mitsubishi.

 

Introduction 

 Training and development is important from both the institutional and perspectives. Training 

and development refer to the imparting of specific skills, abilities and knowledge to an employee. 

Distinction is often made between and education and between these two and development. 

Training is the process of teaching new employees the basic skills they need to perform their jobs. 

Development differs from training in the sense that not only it improves job performance but also 

those aspects which bring about growth of personality and help individuals progress towards 

maturity and actualization of their potential. Similarly, education differs from training in the 

sense that it is a life-long process of increasing the general knowledge and understanding of 

people about their environment. 

 

Scope of the Study 

 The scope of the survey includes on organization‘s processes for Developing training and 

counseling, including the areas of managing employment orientation, managing employee 

performance, managing employee relation and employing development and developing and 

training of employees and managing employee‘s talent. Participants submit the data by 

questionnaire each participants receives a personalized bench mark report all data is kept 

confidential the present study examine the training and development of employees of an 

organization through the secondary data. 

 
Objective of the Study 

 To design a training programme for the employee based on the training needs. 

 To study the effectiveness of the existing programme. 

 To analysis the opinion of the employee with respective traning given to them. 
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 To enhance the ways to improve the existing training programme. 

 To identify the ways to increase the efficiency of the employee through training programme. 

 
Studies of Certain Authors have been Reviewed for this Research  

 Training plays a very important role in human resource development. It is necessary, useful 

and productive for all categories of employees. Training involves the development of skills that 

are usually necessary to perform a specific job. Its purpose is to achieve a change in the 

behaviour of those trained and to enable them to do their job better. Training makes newly 

appointed workers fully productive in less time. Training is a continuous process. The managers 

should continuous be engaged in training their sub-ordinates. They should ensure that any training 

programme should attend to bring about positive changes in the knowledge, skills and attitudes of 

the employees. 

 Lawerence L. Steinmetz has distinguished the terms training and development as follows. 

Training is a short term process utilizing a systematic and organized procedures by which non 

managerial personal have technical knowledge and skills for a definite purpose. Development is a 

long term educational process utilizing a systematic and organized procedures by which 

managerial personal learn conceptual and theoretical knowledge for general purpose. 

  Cambell, training courses are typically defined for a short term stated set purpose, such as 

the operation of some thesis of machinery, while development involves a broader education for a 

long term purposes. 

 Biswajeet Pattanayak (1996-97) conducted a study covering senior, middle and junior level 

executives of 75 Indian Orgnisations in 1996-97 with objective to determine the training needs of 

executives of both private and public sectors wanted some sort of training which varied with their 

individual requirements. 

 Tripathi (1998) conducted a study on 165 troubled personnel to find out the effect of certain 

factors which helped trainees (middle, lower) trained by faculty members and trained facilitators 

of National Institute of Agricultural Extension Management. The results shows that form training 

programme trainees learn more from the experiences of others and practicing the concepts 

through task cycles. 

 Jaya (2000) conducted a study on the ‗effectiveness‘ and ‗strength‘ of training method for a 

group consisting of 60 trainee. The results indicated that the training methods was found to be 

‗highly effective‘ by most of the participants. 

 
Benefit Gained from Training by a Company 

 The following benefits gained, as training is only one of many variables which influence 

business activities; 

 Formal training helps employees to learn their jobs quickly and effectively. 

 Existing employees can be benefited by training which improve their work performance and 

keep them up-to-date in their specialized fields. 

 The standard of quality of work required by the company is more likely to be achieved and 

maintained if the employees are well trained. 

 Greater volume of work can be expected from a trained staff, partly, because they work more 

rapidly and partly as they make fewer mistakes. 

 Training increased staff versatility by widening their range of expertise to include related 

jobs. 
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 A reduction in worm errors benefits a company in two other ways. First, management can 

spend more time on planning and development activities instead of correcting mistakes. 

Secondly, costs of correcting errors, often involving over time, are eliminated. 

 
Mitsubishi Profile 

 Mitsubishi Heavy Industries Ltd.(Japan) is one of the World's leading manufacturers of gear 

cutting machines, large machining centers and gear cutting tools, and the pioneer in introducing 

the latest 'SuperDry' technology in gear 

cutting. Mitsubishi Heavy Industries Ltd. 

(Japan) acquired S.R.P Tools Ltd., a 42 year 

old company and the leader in manufacturer 

of gear cutting tools and broaches in the 

country, in May 2005 and thus Mitsubishi 

Heavy Industries India Precision Tools 

Limited (MHI-IPT) was formed. This Unit is 

now functioning as a subsidiary of Mitsubishi 

Heavy Industries Limited, Japan. Mitsubishi Heavy Industries, Ltd-Japan is one of the world's 

leading manufacturers of gear cutting machines, large machining centers and gear cutting tools, 

and the pioneer in introducing the latest 'SuperDry' technology in gear cutting. 

 

Product Details 

HOBS 

1. Module, DP and CP series Hobs are supplied by MHI-IPT 

2. Various forms of Hobs such as non-topping,semi-topping, topping, finishing, roughing, pre-

shaving or pre-grinding, with or without protuberance, tip relief , full fillet radius etc., are 

manufactured 

3. Multi start Hobs, Multi gash Hobs and Drycut Hobs are also supplied 

4. Designing & Production of Spline Hobs-both involute and parallel sided, Sprocket Hobs, Worm 

Wheel Hobs, Serration Hobs, Timing Belt Pulley Hobs and Ratchet Hobs are done at MHI-IPT. 

They are either custom-made or to suit international Standards. 

 

Research Methodology 

 Methodology is a plan of action for a research project and explains in details how data are 

collected, analyzed and presented so that they will provide meaningful information. This section 

gives enough background of the employees training and development. 

 

Nature of Data 

 This study uses both primary and secondary data. Primary data refers to the first hand 

information that is collected through questionnaire and on personal Interviews and also secondary 

data. 

 

Sampling Size 

 Mitsubishi Heavy Industries India Precision Tools Ltd., the sample size selected for the 

research is 50 populations and the sampling method adopted in this study convenience sampling. 
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Data Analysis  

 Statistically to arrive at meaningful conclusions, data were analyzed by using the following 

the statistical tools. To test the significance of the data it is analyzed by using simple percentage 

and chi-square analysis. To focus the data it is presented by using bar chart, pie chart. 

 

Limitations of the Study 

 The study is limited only to Mitsubishi Heavy Industries India Precision Tools Ltd. Ranipet. 

 The study involves the sample size of 50, due to time constrains. 

 Union aspect is not considered. 

 No comparison is made with other company. 

 
Findings, Suggestion and Conclusion  

Findings 

 Based on the analysis the clear and statistical inference tells that there is no significant 

difference between the opinion of the employees based on the income level and experience 

in the following aspects. 

 40% of the respondents were excellent with regards to training facility conducted at mistubish 

heavy Industries india precision tools ltd. 

 100% of the respondents were encouraging with regards way of word insisted in the company. 

 54% of the respondents were too long with regards duration of the training programme. 

 48% of the respondents were fulfilled job requirement with regards attending the training 

programme. 

 68% of the respondents were on the job training with regards to the nature of remaining 

programme. 

 42% of the respondents were finding very and 38% of the respondents find easy to large extent 

with regards the job before the training programme. 

 46% of the respondents were finding very easy and 34% of the respondents were find easy to 

large extent with regards the job after the training programme. 

 44% of the respondents were of the full extent of satisfaction with regards to knowledge and 

skills through the training programme. 

 66% of the respondents have undergone training programme and 34% of the respondents have 

not undergone the training programme. 

 84% of the respondents training give an opportunity to learn different techniques and 16% of 

the respondents were not training given an opportunity to learn different techniques. 

 54% of the respondents want changes in the existing training programme and 46% of the 

respondents do not want changes in the existing training programme. 

 50% of the respondents were strongly agreed and 38% of the respondents were agreed with 

regards to the performance of an organization. 

 30% of the respondents were strongly agreed and 56% of the respondents were agreed with 

regards the training programme in respect of basic needs of the employee. 

 38% of the respondents were strongly agreed 38% of the respondents were agreed, and 14% of 

the respondents were partially agreed with regards to the employees efficient after 

undergoing the training programme. 
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 30% of the respondents were strongly agreed and 56% of the respondents were agreed the 

satisfaction of basic needs of the employee about the training programme. 

 54% of the respondents were provided with an opportunity to learn different techniques 

concering training programme 16% of the respondents were not provided with an opportunity 

to learn different techniques. 

 44% of the respondents were strongly agreed and 24% of the respondents were agreed 

concerning the employees interest towards the job. 

 60% of the respondents were strongly agreed that the training programme helps the person to 

handle stress, tension, frustration, conflict 30% of the respondents were agreed towards it. 

 54% of the respondents strongly agreed that the training programme should be continued and 

34% of them were agreed towards it. 

 56% of the respondents strongly agreed and 24% of the respondents were agreed that the 

training programmes develops familiar and friendly environment in the organization. 

 56% of the respondents strongly agreed that the training programme helps in decision-making 

and effective problem solving 32% of the respondents agreed towards it. 

 58% of the respondents were strongly agreed and 26% of the respondents were agreed that 

there is a co-ordination between the employees and the management. 

 56% of the respondents were strongly agreed and 32% of the respondents were agreed that the 

training programme to be more effective. 

 32% of the respondents were strongly agreed that the training programme reduces accident 

38% of the respondents were agreed and 10% of them were partially agreed towards it. 

 44% of the respondents strongly agreed that the existing training programme is at the 

satisfactory level and 44% of them were agreed towards it. 

 

Suggestion 

 The following are suggestions given by the employees in the open ended question to improve 

the mitubishi heavy industries india ltd precision tools limited. Ranipet. 

 Training system in this organization has to increase its focus on improving quality of work life 

of service. 

 There is need for developing high level of competence and involvement and thus inculcates a 

sense of deep commitment and understanding of the challenges of future. 

 There is a need for continuous training programme for every individual to work as member as 

an effective team and activate the potential to achieve the goal. 

 The organization have to use E-learning methods which can save a, lot of time, need not 

require employees to be away from job which hamper works. 

 

Conclusion 

 The efficiency of an any organization depends directly on how well its member is trained. 

Every organization need to have well training and experienced people to perform the activities 

that have to be done. Training is the corner-stone of sound management it makes employees 

more effective and productive. Education is the understanding and interpreting of knowledge 

education must impart qualities of mind and character and understanding of basic principles and 

develop capabilities of analysis synthesis and objectivity.  

 The researcher designed and evaluated training programme by distributed questionnaire used 

for identifying the existing pitfalls in the training programme at Mitsubishi heavy industrial india 
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precision tools ltd, also the various reason to improve the training programme from the existing 

one has been found and suggestions give to the management for framing a new training 

programme design, which is the and descriptive evaluation pattern is also given for improving the 

company status in various aspect towards profitability. 

 Good organization typically must establish responsibility and prevent ―Buck passing‖ provides 

for easier communication, Eliminated dispute between individual, helps develop individual ability, 

a stress an integrity, high standard of justice and conduct, makes for closer co-operation and high 

moral, prevents duplication of works.  
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Abstract 

 Organic products are gaining importance in 
India. The current growth in organic food market is 
driven the consumer‟s health consciousness as it 
results in a changing preference. Therefore this 
paper focuses the preference for organic products 
towards health care benefits and environmental 
friendly. Theoretical study had been analyzed and 

exploratory research is adopted for this study. 
Secondary data has been used mainly for this study. 
Finally, this study focuses on result that organic 
products are perceived by consumers through food 
safety and have nutritious value.  
Keywords: Organic foods and products, Health 
benefits, Food safety, Environmental friendly and 
Nutritional value.  

 

Introduction  

 Organic foods and products are grown remarkable as interest in consumer and marketers react 

to popular about health benefits and food safety concern. Marketers are eager to sell the organic 

products to raise awareness of issues such as environment, nutritional value and green world. 

Nature friendly products are gaining high regard among consumers because they are more care 

about health and safety; people consider to get better their life style can be the potential 

consumers of organic products. Health consciousness is growing gradually and it emerges as main 

attractions for the consumers about organic products. Nowadays, consumers urge to buy organic 

products as it has nutritional value and it can prevent form the risk of diseases like heart diseases 

and most cancer.  

 
Significance of the Study  

 The concept of consumption of organic food products started in developed nations. India is 

one of the most upcoming markets for marketing organic products and it is the main followers of 

organic foods and products. Most of the people are aware that the organic food is much better 

form the health point of view; as it is safer, nutritious and more environmentally friendly. Hence 

the purpose of this study is to gain more knowledge about organic food, its nutritional values as 

the need of the hour.  

 

Review of Related Literature  

 Tatiana Abusuniva (2016), study focuses on consumer awareness about organic foods has 

been growing among Australia. The study had taken 1011 sample through online survey; based on 

demographic profile that support for the research hypotheses by revealing positive and significant 

effects of healthiest, hedonism and trust on consumer purchase intention.  

 Tah Poh Leong and Laily Paim (2015), study focuses on the analysis of the factors that affect 

college students of Chinese and their intention to use organic food; 500 samples had through 

online questionnaires mailed. Thus the findings would assist the Ministry of Agriculture and 

marketing managers in increasing the local availability of organic food products in Malaysia.  
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 Ravi Nandi, Wolfgang Bokelmann, Nithya Vishwanath Gowdru and Gustavo Dias (2014), 

paper examines to gain knowledge about consumers preferences regarding the organic products 

purchasing place in Bangalore, India. The results revealed that the most of the organic products 

are purchased by the consumers at specialized organic stores and supermarkets.  

 Sonia Attanasio, Angela Carelli, Lucio Cappelli and Patrizia papetti (2013), their paper 

examines about the consumer‘s intention to purchase organic food products in Pontina Province, 

Italy and 280 respondents were interviewed using semi-structured questionnaires .Thu the results 

indicated that the create buying intention organic products is influenced by the perception about 

the value of organic products and by the belief on the health and safety of the product.  

 Georgios Saltavareas (2012), this study examined the presence of children is a significant 

factor affecting the buying behaviour towards organic products within the households. The 

potential profile is useful to any organization which anxiety for organic products as well as organic 

producers and marketers, giving them sufficient information to put into practice for effective 

marketing strategies. 

 Jan P. Voon, Kwang Sing Ngui and Anand Agrawal (2011), study investigated the 

determinants of willingness to purchase organic food among consumers in a Malaysian city, using a 

survey. The study also examines that the efforts to promote consumption growth should focus on 

influencing consumer attitudes and perception. 

 

Statement of the Problem  

 Most of the consumer‘s expect quality, positive effect on the environment friendly products, 

public health safety as the key driving agents for prefer organic products. Nowadays, food 

spending patterns are changing rapidly, due to environment issues, it concern about the 

nutritional value and health care, thus organic food products increase the consumer‘s preference 

to choose these products. Thus this study is focuses on health benefits, food safety concern and 

environmental friendly.  

 

Objectives of the Study  

The main objective of the study is  

 To examine about the health care benefits and food safety of organic products.  

 To highlight about the environmental friendly of organic products.  

 

Research Methodology  

 This study analysis the theoretical framework; therefore exploratory research design is 

adopted for this study. Secondary data are mainly used for this study. The secondary data has 

been collected from books, journals and website.  

 

Theoretical Discussions about Health Care Benefits and Nature Friendly of Organic Products  

Health care benefits  

 Organic products are healthy because encouraged a well balanced soil produces healthier. 

Consumers leading to a wide variety of serious health conditions like gastrointestinal system, eye, 

skin, respiratory system that will ultimately affect the nervous system; therefore scientists 

believe can cut the risks of cancer , heart disease and other diseases too. Organic foods are 

better for fighting cancer and organic foods have improved immune system and better sleeping 

habits. Extolling of organic products has largely been by way of word of mouth. Most health 

experts say that organic products are natural/pure, highly nutritious, better taste and are entirely 
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safe. It lays claim to several health benefits and it contains more amount of vitamin C that the 

conventional food cannot lay claim too. 

 

Food Safety and Nutritious Value  

 Fresh food tastes better and safety too. Organic foods are usually fresher when eaten because 

it doesn‘t preservatives that make it last longer. Organic foods and products have more beneficial 

nutritious such as antioxidants than their conventionally grown foods. As it contains more 

nutrition‘s such as vitamins, minerals such as iron and zinc. Organically grown foods and products 

cannot be genetically modified in anyway. So organic foods is the best way that gives us balanced 

diet and complete nourishment. People strongly feel that organic foods taste much nutritious than 

non-organic foods.  

 
Environment Benefits  

 Organic foods and products benefit the environment, the producers/farmers and the 

consumers. The long-term effects of soil contamination are likely to be disastrous to the future. 

Today‘s mantra is destroying all, consume all. It means there is unlikely to be a living planet; we 

mean it for millions for years. The large-scale production and usage of organic foods will 

definitely go a long way by sustaining and protecting the ecological balance of our bio-system. 

Organic foods and products facts are especially prominent if we consider the environment. This is 

a real food; it free of all redundant human involvement and creations and it is a natural 

perfection. Organic products are not only healthy but are also eco-friendly.  

 

Limitation of the Study  

The limitation of the study is:  

 Theoretical study has been discussed in this paper and only secondary data has been used for 

this study.  

 
Findings and Suggestions of the Study  

 With rising concern of health care benefits, food safety concern and nutritional value, many 

consumers have turned their site to organic products. The amplify notice in organic products has 

been recognized among others to the raising stipulate for food free from pesticides and chemical 

residues; therefore this study suggests that consumers attract by providing information about 

availability of organic food and products need wider advertisements and make organic products 

affordable to consumers. 
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Abstract 
 Cosmetics are the substances used to enhance 
the beauty of the Human body. Cosmetics include 
skin-care creams, powders, lotions, perfumes waves, 
hair colours, deodorants, baby products, bath oils 
and many other types‟ products. Their uses 
widespread especially among women in western 

countries as well as India. The objective of the 
study is to examine the Consumer buying decision 
behaviour towards FMCG of Cosmetics at Vellore. 
The study was conducted to through primary data 
and secondary data.  
Keywords: Cosmetics, skin allergy, consumer 
satisfactions. 

 
 

Introduction  

 Cosmetics are substances used to enhance protect the beauty of the human body. Cosmetics 

products are include perfumes, fingernail polishes, eye and facial makeup, haircolours, 

deodorant, powders, baby products, lipsticks, bath oils, permanent waves, and many other types 

of products. Their use is widespread, especially among women in western countries. A subset of 

cosmetics is called ―make-up‖, which refers primarily to colour product intended to alter the 

user‘s appearance. Nowadays most of the MNCs concentrate on to manufacture more cosmetic 

products. Because India is the huge consumer market. Multinational Corporation that origin noted 

in the early 20th century, but the distribution and sale of cosmetic is spread among a wide range 

of different businesses.  

 

Fast Moving Consumer Goods (FMCG) Industry in India  

 The FMCG industry in India is now growing rapidly because of the youngster rapid preference 

towards the cosmetics, glassware, batteries, bulbs, pharmaceuticals, packaged food products, 

white goods, house care products, plastic goods, toiletries, consumer on-durables. The FMCG 

market is highly concentrated in the urban areas as the rise in the income of the middle income 

group is one of the major factors for the growth of the Indian FMCG market. For this reason the 

researcher wishes to study the buying behavior of respondent towards cosmetics products. 

 

Objective of the Study  

 To determine the impact of consumer buying preference in cosmetic.  

 To identify the factors that influences the purchase of cosmetic.  

 To know the consumer Satisfaction towards quality and price.  

 To bring out the suggestions and conclusions.  
 

Methodology  

 The Study is based on the both primary and secondary data. The primary data were collected 

from 150 respondents through questionnaire. The research wasconducted through random sample 
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method. The secondary data are collected from journals, internet. The collected data has been 

analysed with the help of simple percentage and correlation relationship analysis. 

Hypothesis  

 This is no relationship between age and media influence of cosmetics.  

 There is no relationship between price and consumer satisfaction.  

 There is no relationship between factors influence and frequency of purchase.  

 
Limitation of the Study  

 This Study is confined only on the consumer preference of cosmetics  

 The geographical limitation of the study was restricted to the Vellore city  

 The Sample size was limited to 150 consumers Due to time constraints.  

 
Data Interpretation and Analysis 
To know about the product  
Table 1 Showing the Product influence of the respondent 
 From the above table it is inferred that 32% of the respondents are come to know about the 

product through online shopping (i.e. variety of colour, price), 28% of the respondents come to 

know about the product through the 

advertisements, 16% of the respondents 

well known from friends and 24 % of the 

respondents influenced from the relative 

&neighbours. 

 

(Source: Primary data) 

 
Factors Influence to Choose the Product  

Table 2 Showing the Factors influence of the respondent 

  
 From the above table, it is observes that 
majority 35% of the respondents are 
influenced by price, 28% of the respondents 
influenced by the quality of the product, 12% 
of the respondents influenced by convenience 
in package, 17% of the respondents most liked 
for the purity of the cosmetics and 8% of the 
respondents influenced through availability of 
cosmetics. 

(Source: Primary data) 
 
Factors influence the choice of the product  
Table No 3 Showing the Choice of the respondent 

 It is examined from the study that, 25 % of the respondent are used fair & Lovely, 30% of the 

responded preferred Ponds cream, 12 % of the 

respondents consumes Lakme, 10 % of the 

respondents preferred Vaseline and 23% of the 

respondents are preferred Fairever cosmetics. 

Majority of the respondent choice to prefer 

Ponds  

(Source: Primary data) 

Product Influence No of Consumers % of Respondents 

Online shopping 48 32 

Advertisement 42 28 

Friends 24 16 

Relatives 36 24 

Total 150 100 

Factors Influence No of Consumers % of Respondents 

Price 53 35 

Quality 42 28 

Package 18 12 

Purity 26 17 

Availability 12 08 

Total 150 100 

Choice No of Consumers % of Respondents 

Fair & lovely 38 25 

Ponds cream 45 30 

Lakme 17 12 

Vaseline 15 10 

Fairever 35 23 

Total 150 100 
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Test of Hypothesis 

Factors Correlations Results 

Age Media influence of choice 0.7754 Accepted (Correlated) 

Price Consumer satisfaction 0.3091 Accepted (Correlated) 

Factors influence Frequency of Purchase 0.9285 Accepted (Correlated) 

Findings  

 The study shows that, 40% of the consumer are from the age group of below 20, 32% of the 

consumer from the age group of between 20 to 35, 17% of them from the below age group of 35to 

50, and 11% of them from the age group of above 50. Majority of the respondent are below 20 yrs 

age group respondent are more concentrate to the beauty maintenance. It is also observed that 

41% are male and 59% are female. This shows those female respondents are more interested to 

use the cosmetics. Majority 46% of the respondent are highly satisfied to use the cosmetics,42% of 

the respondents satisfied and 12% of them partly satisfied because of some adverse effect like 

skin allergy. From the total survey 20 % of the consumers felt that the price of the product is very 

high, 56% of the respondents felt the product price is high and 24 % of them are felt that it is 

moderate. It is examined that 44% of the respondents are purchase the product monthly twice, 

23% of them are purchase monthly once,21% of the respondent are purchase 2 month once and 

12% of them purchase occasions due to festivals and functions.  

Suggestion  
 Most of the of the consumers are like to use a cosmetics but they need at the minimum price. 
Some respondents are like to use cosmetic occasions only because it‘s contains the chemicals 
create a skin problem and skin allergy. Consumers are like to continue the cosmetics with fruit 
mixed face cream and to avoid the skin marks, the price of the cosmetics reduced only the entry 
of the competitors not for consumer satisfaction. So the cosmetics manufacturer should create a 
awareness of product with reasonable price and also produce the product with eco-friendly to 
safeguard the health of the consumers.  
Conclusion  

 The cosmetics product like fair cream plays an important role in the present world. This 

cosmetics has been given beautiful looking and it‘s give consumers personality confidence. Now 

Consumers are aware about the chemicals product as well as to maintain the health. So the 

cosmetic producing companies take green measures to safeguard the consumer health and 

produce customer satisfied products. Now days everybody has a beauty conscious especially teen-

age female are much interested to use cosmetics. Consumers are needed an immediate reaction 

as well as ever best cosmetics.  
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Abstract 
 In the industrialised nations around the world, 
both businesses and consumers are concerned about 
the environment and the future of our planet. In 
the business arena this concern has translated into 
environmental or green marketing (Feldman and 
Staehler, 1996). In the last few decades‟ business 
have become under increasing pressure to reduce 
the environmental impact resulting from both the 
production and consumption of goods and services 

(Roy, 2000). Around the world there we can find an 
increasing number of firms that have introduced 
green products or/and green services (Chavan, 
2005). This paper has highlighted Concepts of green 
marketing, various aspects on evolution of green 
marketing, green marketing mix strategies and 
Proactive strategies in green marketing. 
Keywords: Green Marketing, Ecological Marketing 
and Green marketing Mix 

 

Introduction 

 Marketers viewed this phenomenon as offering business opportunities, and a number of 

organisations developed and implemented short-term orientated reactive or long-term orientated 

proactive environmental strategies (Pujari et el., 2003). At the same time companies launched 

environmentally friendly products (Pujari et al., 2003). Despite the evidence that society is 

increasingly sympathetic towards the products, green companies have not achieved the level of 

market success that would have been expected. Many of them have been develop short-period 

environmental friendly tactics and have not been planning any innovation within the green 

marketing strategies (Polonsky and Rosenberger, 2001). At the same time there have happened 

quite few cases where the companies were accused of using green-washing strategy and 

promoting their products as green even they have not been green at all (Polonsky and 

Rosenberger, 2001). 

 

Green Marketing 

 The term "Green Marketing" has been used to describe marketing activities which attempt to 

reduce the negative social and environmental impacts of existing products and production 

systems, and which promote less damaging products and services (Peattie, 2001). As the 

understanding of the interaction between businesses, society and the physical environment has 

improved, so what the global society understands to be ―green‖ practices and principles for 

marketing has also evolved (Peattie, 2001). So, nowadays (up to 2010) green marketing includes a 

wide range of activities related to: product design, the manufacturing process, service delivery 

processes, packaging, construction and renovation of buildings, recycling, and other areas such as 

marketing communications (Prakash, 2002). According to Prakash (2002), managers need to 

identify what ought to be greened: a company (systems, processes), a product or both. Green 

marketing in services includes service delivery processes. Other known titles for green marketing 

are: sustainable marketing, environmental marketing, and ecological marketing (Prakash, 2002). 
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Evolution of Green Marketing 

First Stage: Ecologic Marketing  

 Origin of the ecologic marketing dates to social and environmental concerns which occur at 

the beginning of the 60s and 70s. Thoughts of that period foresee that no controllable growth will 

waste natural resources and system that we need and they focus on the earth on which we live 

will have an end. That stage focuses on some specific problems such as air pollution, petroleum 

reserves consumption, petroleum waste and ecologic effects of synthetic pesticides. So it has the 

narrow point of view. It is tried to be specified products, businesses, industries which cause 

problems or can help for the solutions. In this period, discussions continued in a narrow area such 

as automotive, petrol and industries which produce synthetic chemicals for agricultural 

production. It is not seen any significant changes in the behaviors of producers and consumers 

(Peattie, 2001; Akt. Canım, 2015).  

Second Stage: Environmentalist Marketing 

 The second stage of green marketing has occurred towards to end of the 1980s. This stage is 

the period that today's modern green marketing principals have occurred and developed. A range 

of events and discoveries attract the attention of the defencelessness of the people and nature. 

Bhopal disaster named as the worst chemical disaster in the world in 1984, Chernobyl catastrophe 

in 1986, environmental pollution caused by Exxon-Valdes tanker in 1989 and discovered ozone 

layer depletion in 1995 are the events that start the change. Conducted studies in the 90s in the 

USA reveal that the large part of the consumers are ready for paying to greener products. The 

thought which is about green marketing is not for only an industry, it is applicable to all forms of 

production and consumption industries is the name of this second stage (Özata, 2009). 

Third Stage: Sustainability marketing 

 Anticipating the continuous uprising forces of ethical and green consumerism, scholars started 

to call for ―sustainability marketing‖ in the late-1990s, and that was the third stage of green 

marketing history (Charter and Polonsky, 1999). Sustainability marketing refers to the building 

and maintaining of sustainable relationships with customers, social environment and the natural 

environment (Charter and Polonsky, 1999). In the face of these challenges, green marketing 

entered a ―self-adjusting‖ mode, whereby only corporations with a true intention for long-term 

sustainable business development continued to stay and improve on their products (Charter and 

Polonsky, 1999). 

Forth Stage: Eco- friendly of going green 

 Since 2000, green marketing has evolved into a fourth stage. According to Simons and others 

(2006), with the implementation of more advanced technology, stricter state enforcement on 

deceptive claims, government regulations and incentives as well as closer scrutiny from various 

environmental organisations and the media, many green products have greatly improved and 

regained consumer confidence in the green products (Simons et al., 2006). Together, with the 

continuous rise of growing global concern about the environmental quality, green marketing has 

gradually picked up a returning again. Some researchers postulate that green marketing is 

―making a vital comeback‖ with new concepts as eco-friendly or going green (Simons et al., 

2006). Besides, corporations from developed countries will initiate international green marketing 

in order to expand their market, increase their sales and take advantage of the positive image of 

their green brands established in their domestic markets (Simons et al., 2006). 
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Figure 1 represents the most vital characteristics within each decade of green marketing 

evolution during the recent thirty years 

Stage Decade The most important activities in green marketing history 

1st stage 1980s 
Introduction of ecological products; ecological was equivalent 
to green products; green consumption was very low 

2nd stage Early-1990s 

High concern about green issues; still low consumption of 
green products; companies involve themselves in using less 
raw material, wasting less; corporate efforts in recycling, 
energy efficiency, corporate responsibility 

3rd stage Late-1990s 
Changes in production processes, technology and resourcing; 
sustainability marketing; Total quality management involves 
environmental issues 

4th stage 2000s 

Green products and services making a comeback; 
ecofriendliness /going-green become more and more popular 
between companies and consumers; the term of ‗sustainable 
green marketing‘ is introduced 

 

Green Marketing Strategies 

Greening of Marketing Mix 

 Green marketing strategy can be implemented trough the process called as the Greening of 

Marketing Mix, including External Green 7P, Internal Green 7P, and Green 4S for Success (Peattie, 

2001). 

According to Peattie (1995), External Green 7P consist of the following elements: 

 Paying green customer who has a need to buy green product or green service 

 Providers or suppliers who already develop green strategies and seek companies that can add 

more value to the ‗green chain‘ 

 Politicians that promote green issues 

 Pressure groups (legal authorities, non-governmental organisations, foundations, voluntary 

green movements) 

 Problems are usually related to the green scepticism, green-harvesting and macro 

environmental conditions 

 Predictions in relation to the tendency of green consumption and green problems 

 Partners that perform green strategies or plan to perform in the future 

 According to Peattie (1995), Internal Green 7P include (will be discusses in more detail later 

on) these parts: products or services, promotion, price, place and accessibility, provided 

information (via green communication), processes & procedures (e.g., eco-labelling), people 

(staff‘s education and involvement into the green matters or green corporate culture, if such 

exists). 

According to Peattie (1995), Green 4S for Success stand for the further matters: 

 Satisfaction about green strategies and their results 

 Safety of green product and service 

 Social acceptability of green products and service 

 Sustainability in relation to the inner procedure of green company supplying with the green 

product or green service Sharma (2000) states that classical Marketing Mix 4P, where price, 

place, promotion plays the most important role, can not fit the greening context where 

quality, process, accessibility and reliability become also significant. 
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Green Prices 

 The price of environmental friendly products is in some cases higher than the prices of the 

ordinary alternatives. Sharma (2000) stresses on the idea that the price of environmental friendly 

products has a large importance for different customer groups when considering to purchase. A 

higher price compared to the ordinary alternative can be determining factor for some consumers, 

verifying the accurateness of the products green features. Others do not consider the price at all 

but choose the environmental friendly alternative. 

 

Green Product Quality 

 Quality is another determinant factor when considering buying environmental friendly 

products. Some customers are willing to accept lower quality (such as wash powder that does not 

remove all stains since it does not contain certain chemicals). Others are not willing to sacrifice 

their personal comfort and purchase the ordinary alternative in such cases. Ecological food usually 

has higher quality and taste better (Rex and Baumann, 2007).  

 

Green Place 

 Accessibility (place) is the third determinant factor when considering purchasing green 

products or not. Many persons view the effort to actively look for environmental friendly products 

as an obstacle. Such consumers are not willing to actively search for locations where green 

products are promoted or scrutinize products on the shelf‘s which are poorly labelled or not 

actively promoted (Rex and Baumann, 2007). Such consumers buy environmental friendly products 

that are easy to access and identify in the store. 

 

Green Promotion 

 Rex & Baumann (2007) suggest that green marketing could adopt and learn many tools and 

techniques from traditional marketing, in order to make use of other means than labelling in 

order to promote green products. Such efforts could be to address a broader range of customers, 

not only targeting green consumers by promoting the environmental friendly features of the 

product as one of the appeals of many. It could also be to engage more actively in the creation of 

the market and make strategic use of the traditional positioning strategies of price, place and 

promotion. 

 

Green Marketing Communication 

 Green or ecological features signal genuine environmental benefits (Ginsberg Meredith & 

Bloom Paul, 2004). It is therefore important for customers to be able to trust the dealer‘s 

declaration of environmental friendly offers, as well as it is essential that the dealer provides 

information that enables the customer‘s trust and confidence (Ginsberg Meredith & Bloom Paul, 

2004). Environmental friendly policies should be communicated to the stakeholders, and the most 

important - to clients - that are the centre of all business process (Ginsberg Meredith & Bloom 

Paul, 2004). Green communication strategies (GCS) can be carried via newspapers, magazines, 

brochures, media, Internet, webpage. Environmental rapport can be used as one of the most 

efficient green communication tool. 

 

Proactive Strategy in Green Marketing 

 The objective of proactive green marketing strategy would ideally address what is referred to 

as the "triple bottom line" of economic, social, and ecological sustainability (Sharma and 
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Vredenburg, 1998). In contrast to the reactive green marketing, a proactive green marketing 

strategy includes the following characteristics (Sharma and Vredenburg, 1998; Peattie and Crane, 

2005): 

 great resource allocation 

 more expensive and risky 

 high organisational ecological commitment including an environmental corporate policy which 

reflects high levels of top management and employee involvement  

 long-term orientated 

 Proactive green marketing strategies can guide to several constructive consequences (Sharma, 

2000): 

 longer-term financial benefits related to competitive advantage (lower total cost, 

 higher ROI) 

 greater product differentiation 

 higher customer brand loyalty 

 enhanced corporate reputation and social image 

 higher R&D support 

 more ecological sustainability for the common good 

 
Conclusion 

 Green marketing is a natural outgrowth of growing societal concern over the environment and 

is still in its infancy and likely to be a growth area because of the persistent nature of our world's 

environmental problems. Commitment by business organizations to improve the environment and 

consumer support of these efforts through the purchase of green products, are keys to the future 

of green marketing. When firms view environmental objectives on the same level as other 

corporate objectives, the green issues are incorporated into the firm‘s strategy and then 

integrated into its tactical activities. Companies must consider the environmental impact of a 

product throughout its complete life cycle. Every aspect of the product: design, production, 

packaging, use and disposal, provides an opportunity for a company to not only protect the 

environment but also benefit from positive consumer attitudes towards the environment. In the 

same way, studies about ‗'Green Marketing'' which has come to rise recently are not enough as 

well. Consequently, within the scope of rapidly-developing technology and changing world, 

businesses have important responsibilities about protecting the environment and producing eco-

friendly green products. The business which fulfils that duty is going to be one that can survive in 

the future. 
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Introduction 

 The banks are interested to retain their customers to offer different alternatives and must 

adopt new technologies of online banking. Many banks have modernized services with the 

facilities of computers and electronic equipment, in the new digital market place, bank have 

started providing banking facilities electronically over the internet. Online Banking is a new type 

of information system that uses the innovative resources of the internet to enable customers to 

effect financial activities. It is portable and very convenient one can use it whenever and 

wherever according to need.  

 

Objectives 

1. To know the demographical details of the respondents 

2. To know the perception of the customers towards online banking 

3. To find out the relationship between customer perception on online baking and gender of the 

respondents 

 

Hypothesis 

 H0 : There is no relationship between customer perception on online banking and  

gender of the respondents. 

 H1 : There is a relationship between customer perception on online banking and gender 

of the respondents. 

 

Methodology 

 Descriptive design is used in this study to describe the various dimensions regarding opinion of 

customers about online banking. The data were collected for the study as primary and secondary 

data. The primary data were collected through structured questionnaire and secondary data were 

collected from various journals, books and websites. The convenient sampling technique was used 

to collect the data from the respondents, 120 samples were taken for the study by using this 

method. It was collected from the customers of banks using online banking in Tirupattur Town. 

The simple percentage and Chi – square test were used to analyse the collected data. 

 

Literature Review 

 The concept of electronic banking has been defined in many ways. Daniel (1999) defines 

electronic banking as the delivery of banks' information and services by banks to customers via 

different delivery platforms that can be used with different terminal devices such as a personal 

computer and a mobile phone with browser or desktop software, telephone or digital television. 

Pikkarainen et al (2004) define internet banking as an "internet portal, through which customers 
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can use different kinds of banking services ranging from bill payment to making investments". 

Robinson (2000) believes that the supply of internet banking services enables banks to establish 

and extend their relationship with the customers. There are other numerous advantages to banks 

offered by online banking such as mass customization to suit the likes of each user, innovation of 

new products and services, more effective marketing and communication at lower costs (Tuchilla, 

2000), development of non-core products such as insurance and stock brokerage as an expansion 

strategy, improved market image, better and quicker response to market evolution 

(Jayawardhena and Foley,2000).Jun et al (1999) revealed reliable/prompt responses, 

attentiveness, and ease of use had considerable impacts on both customers perceived overall 

service quality and satisfaction. It also indicated that there is a significant positive relationship 

between overall service quality and satisfaction. Yang and Jun (2002) redefined the traditional 

service quality dimensions in the context of online services, and suggested an instrument 

consisting of seven online service dimensions (reliability, access, ease of use, personalization, 

security, credibility, and responsiveness).Joseph et al (1999) considered banking service quality 

with respect to technology use, such as ATMs, telephone, and the internet and identified six 

dimensions. They were convenience/accuracy; feedback/complaint management; efficiency; 

queue management; accessibility; and customization. Therefore, it is hypothesized that 

accessibility has positive effect on customer satisfaction. 

 
Analysis and Interpretation 

 The analyzed data is furnished in the form of tables. The following tables consist of 

demographic profile of the respondents and customer perception on online banking.  

 

Table 1 Demographic Profile of the Respondents 

Particulars Frequency Percentage 

Age of the Respondents 

Below 20 years 12 10.0 

21 – 30 years 40 33.3 

31 – 40 years 27 22.5 

Above 40 years 41 34.2 

Total 120 100 

Gender of the Respondents 

Male 77 64.2 

Female 43 35.8 

Total 120 100 

Occupation of the Respondents 

Students 27 22.5 

 Employees 75 62.5 

Businessmen 18 15.0 

Total 120 100 

Family Income 

Less than Rs.10,000 82 68.3 

Rs.10,001 – Rs.20,000 29 24.2 

Rs.20,001 – Rs.30,000 7 5.8 

Above Rs.30,000 2 1.6 

Total 120 100 

 
 The above tables shows the demographic details of the respondents like age, gender, 

occupation and family income. 34% of the respondents were belonging to the age group of above 

40 years, 64% of the respondents were male, 62% of the respondents were employees and 68% of 

the respondent‘s family income were less than Rs.10,000. 
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 The following table shows the perception of customers on online banking. It was used to know 

the perception of customers who were using online banking services. 

 

Table 2 Customer Perceptions on Online Banking 

Particulars Never Rarely Sometimes Always Total 

Using online banking for banking transactions 
regularly  

44 
(36.7) 

13 
(10.8) 

56 
(46.7) 

7 
(5.8) 

120 
(100) 

Visiting the bank even after started  
using online banking  

13 
(10.8) 

59 
(49.2) 

36 
(30) 

12 
(10) 

120 
(100) 

Transferring money to third parties 
through online banking  

21 
(17.5) 

36 
(30) 

43 
(35.8) 

20 
(16.7) 

120 
(100) 

Online banking provides enough security for 
transactions 

17 
(14.2) 

40 
(33.3) 

36 
(30) 

27 
(22.5) 

120 
(100) 

Easy to transact banking activities and saves time 16 
(13.3) 

32 
(26.7) 

38 
(31.7) 

34 
(28.3) 

120 
(100) 

Prefer to have personal human relation 7 
(5.8) 

17 
(14.2) 

31 
(25.8) 

65 
(54.2) 

120 
(100) 

Lack of assistance in using online services 13 
(10.8) 

29 
(24.2) 

41 
(34.2) 

37 
(30.8) 

120 
(100) 

Unreliable in transacting online services 15 
(12.5) 

48 
(40) 

36 
(30) 

21 
(17.5) 

120 
(100) 

 

  Table 3 Chi – Square Test 

Customer perception on online banking and Gender of the Respondents 

 

 The above table shows that the p-value 

.04, the level of significance is 0.05. 

Hence, the p - value is less than the significance value. Therefore null hypothesis is rejected and 

alternative hypothesis is accepted. So, there is a relationship between customer perception on 

online banking and gender. 

 
Conclusion 

 The present research concludes that usage of online banking is convenient to the customers 

and its usage is increasing day-by-day. The problem relates with online baking is lack of assistance 

and awareness among customers of banks. The banks can provide opportunities among the 

customers to learn about online baking, it will enable to develop the usage of online banking. 
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Abstract 
 E-commerce stands for Electronic commerce. It 
deals with buying and selling of goods and services 
through internet and computer networks. E-
commerce is dealing business online and 
electronically. The E-commerce has entirely 
revolutionized the typical concept of business. This 
paper highlights emerging trends and different 
challenges faced by the E-commerce in India, 
understand the essential growth factors required for 
E-commerce, describes the success of E-Commerce 
in India and retail E-Commerce sales in India. This 

study initiate 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. Wholesalers can take the advantage of 
E-commerce in establishing contracts with reputed 
producers and connecting their business with the 
online. This study found that, E-commerce provides 
the various types of opportunities to the producers, 
wholesalers, retailers, and the consumers.   
Keywords: E-commerce, Network, Revolutionized, 
Challenges, On Line Shopping. 

 

Introduction 

 The year 1991 noted a new chapter in the history of the online world where e-commerce 

became a hot choice amongst the commercial use of the internet. At that time nobody would 

have even thought that the buying and selling online or say the online trading will become a trend 

in the world and India will also share a good proportion of this success. Electronic commerce is a 

powerful concept and process that has fundamentally changed the current life of human life. E-

Commerce stands for electronic commerce, consists of the buying and selling of products or 

services over electronic system.  E-Commerce or E-business involves carrying on a business with 

the help of the internet and by using the information technology like Electronic Data Interchange 

(EDI). E Commerce allows payment through credit card, debit card or electronic fund transfer 

payments.  

 E-Commerce is the movement of business onto the World Wide Web (WWW). It can facilitate 

new types of information based business processes for reaching and interacting with customers. It 

can also reduce costs in managing orders and interacting with a wide range of suppliers and 

trading partners. For developing countries like India, 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. Accessibility to E-commerce platforms is not a privilege but rather a necessity 

for most people, particularly in the urban areas. Today the number of internet users in the world 

is close to 3 billion, out of this; India has a total of 259.14 million internet and broadband 

subscribers. This penetration of internet coupled with the increasing confidence of the internet 

users to purchase on line. This leads to an enormous growth in the E-commerce space, with an 
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increasing number of customers registering on E-commerce websites and purchasing products 

through the use of mobile phones.  

India is in a prime position for the growth and development of the E-commerce sector.      

As per the report, the compound annual growth rates in the mature E-commerce markets of 

Japan, South Korea and Australia will run 11% to 12% over the next few years. In the rapidly 

growing markets of China and India, these growth rates will be 25% and 57% respectively. The 

report also highlights the rapid growth of E- commerce markets in neighboring China where, the 

compound annual growth rates of over 20% will take the market to over $ 350 billion. A report by 

the Internet and Mobile Association of India (IMAI) has revealed that India‘s E-commerce market 

expected to grow by 37% to reach U.S. Dollar 20 billion by 2015.   

Meaning: Electronic Commerce means buying and selling of goods and services across the 

internet. Electronic commerce is about doing business on line.  E. Commece using the power of 

digital information   to understand the needs and preferences of each customer and each partner 

to customize products and services for them, and service as quickly as possible. 

Definition: According to Jackob Nielsen ―e commerce or electronic commerce is the conduct of 

financial transactions by electronic means. E Commerce usually refers to shopping at online stores 

on the World Wide Web also known as e commerce websites‖. 

Need of the Study: This study will help us to examine the emerging trends of e commerce in 

India. 

Objectives of the Study:  The objectives of Present studies are, to study the concepts, benefits, 

importance, functions, types and facing various challenges, presents trends and emerging trends 

of e- commerce in India. 

Research Methodology: This study focused on extensive study of Secondary data collected from 

various books, National & International Journals, Government Reports, Publications from various 

websites which the various aspects of emerging trends of e commerce in India. The accessible 

secondary data is used only for this study.   

Benefits of E commerce: 

The benefits of e-commerce from Customer‘s point of view: 

1. Time saving - Customer can buy or sell any product at any time with the help of internet. 

Quick and continuous access to information - Customer will have easier to access information 

check on different websites at the click of a button. 

2. Convenience - All the purchases and sales can be performed from the comfort sitting at home 

or working place or from the place a customer wants to. 

4. Switch to others Companies - Customer can easily change the company at any time if the 

service of a company is not satisfactory.  

5. Wider range - Customer can buy a product which is not available in the local or national 

market, which gives customer a wider range of access to product than before 

6. Decision making - A customer can put review comments about a product and can see what 

others are buying or see the review comments of other customers before making a final buy.  

The main benefits of e-commerce from seller‘s point of view is increasing revenue and reducing 

operation and maintenance costs through internet. 

 Increases revenue 

 Reduces operation and maintenance costs. 

 Reduces purchase and procurement costs.    

 Raises customer loyalty and retention.   
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 Reduces transportation costs.   

 Develops customer and supplier relationships. 

 Improves speed of the process of selling.  

 Improves internal and external communication. 

 Develops the company image and brand.   

Importance of e-commerce 

 Easy global reach: E-commerce enables a business organization to reach out to customers all 

over the world. 

 Round-the-clock working: Website is open 24 hours, which allows order, delivery, and 

payment at any time. 

 Production of customized products and services: Products can be developed and offered to 

suit the preferences of people residing anywhere in the world. 

 Low cost of acquiring, serving and retaining customers: The cost of advertising, exchange of 

information and display is reduced. 

 Knowledge of customer-behavior: The buying behavior of customer is recorded on real-time 

basis. 

 Improving customer services: Quick response to customer and redressing of customer 

problems. 

 Easy connections:  Easy to establish networks with suppliers, distributors, and retailers. 

 Simple and fast:  E-commerce is essential for making a business process simple and fast. 

 Offers online services: It provides a big platform to increase customers or clients by offering 

online products and services. 

 Near the reach:  E-commerce from a marketing perspective, brings the product or the service 

closer to the customers. 

 Saves time and cost: E-commerce reduces delivery time and labor cost. Thus it saves the time 

of both the vendor and the consumer. 

 Cost effective: E-commerce is one of the cheapest means of doing business. It is the e-

commerce development that has made it possible to reduce the cost of promotion of products 

and services. 

 No time barrier: E-commerce removes the time barrier in selling the products. One can log on 

to the internet even at midnight and can sell the products at a single click of a mouse. 

 User convenient: E-commerce provides convenience to customers by providing them on-time 

alerts and informing them about new products. 

 Helps in price reduction: E-commerce helps in price reduction by providing transparent 

information flows and dynamic price determination through online bidding and auctions. 

 

Functions of e-Commerce 

1. Communication function: Aimed at the delivery of information and/or documents to facilitate 

business transactions. Example: E-Mail.    Process  

2. Management function: Covers the automation and improvements of business processes. 

Example: networking two computers together.  

3. Service management function: Application of technology to improve the quality of service. 

Example: Federal Express website to track shipments and schedule.  
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4. Transaction capabilities function: Provides the ability to buy/sell on the internet or some 

other online services. Example: Amazon.com.   

 

Types of E Commerce 

 E-commerce is the process of buying and selling of various products and services by businesses 

through the Internet. It deals various kind of business concern, from retail site of the consumer, 

which includes auction. The main focus is to concentrate on business substitutes involving goods 

and services between various corporations. 

 1. B2B stands for Business to Business. It consists of largest form of Ecommerce. This model 

defines that Buyer and seller are two different entities. It is similar to manufacturer issuing goods 

to the retailer or wholesaler.  Dell deals computers and other associated accessories online but it 

is does not make up all those products. So, in govern to deal those products, first step is to 

purchases them from unlike businesses i.e. the producers of those products. ―It is one of the cost 

effective way to sell out product throughout the world‖ 

 2. B2C stands for Business to Consumer as the name suggests, it is the model taking businesses 

and consumers interaction. Online business sells to individuals. The basic concept of this model is 

to sell the product online to the consumers. 

 3. B2G stands for business-to-government e-commerce, a concept where government 

agencies and businesses can use the Internet to transact business. A typical B2G e-commerce 

website offers an efficient system for business information exchange as well as facilitation of 

business transactions over the Internet. 

 4. C2C stands for Consumer to Consumer. It helps the online dealing of goods or services 

among people. Though there is no major parties needed but the parties will not fulfill the 

transactions without the program which is supplied by the online market dealer such as e pay. 

 5. M Commerce deals with conducting the transactions with the help of mobile. The mobile 

device consumers can interact each other and can lead the business. Mobile Commerce involves 

the change of ownership or rights to utilize goods and related services. 
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Factors affecting e-commerce in India: 

 India is a large economy with a large absolute Gross Domestic Product (GDP).  However, its 

huge population brings its GDP and wealth level per capita way below developed countries 

and in-line with many developing countries. 

 Between 1900 and 2001, India‘s economy experienced rapid growth (7-8% on average) as did 

its telecommunications, information technology (IT) and Internet infrastructures (50%- 200% 

on average). Its large population brings the penetration rates of these infrastructures way 

below developed countries and a little higher than many developing countries. 

 India‘s infrastructure is characterized by ―disparities‖ among geographic areas, demographics, 

and firm size. Large cities and economically advanced provinces enjoy much better 

infrastructure and many more internet users than remote and economically poorer provinces. 

Large enterprises have bigger IT budgets and better-trained staffs than small and medium-

sized enterprises. A younger population with higher education in more likely to adopt internet 

and e-commerce. 

 The infrastructure disparity leads to e-commerce diffusion disparity. Current e-commerce 

activities are concentrated in large cities, coastal provinces, large enterprises, and among 

well-educated young people. The legal environment for e-commerce is better in large cities 

and environment for e-commerce is better in large cities and coastal provinces because they 

publish local laws regarding e-commerce and IT infrastructure. 

 Barriers to e-commerce diffusion include poor technical infrastructure, lack of security, lack 

of a system to monitor and guarantee buyer and seller credibility, and an inefficient delivery 

system extends to both vendors and individual consumers. 

 Taxation and privacy, which are vital to e-commerce diffusion in many other countries, do not 

appear to be serious concerns yet. However, content control is among the top concerns. 

 
Challenges of e-Commerce 

 I. Internal challenges: Internal forces impact how E-commerce companies can organize to 

drive and sustain growth.  

 
Emerging Trends of E-Commerce in India 

 1. Organization Scaling: E-commerce companies will have to make sure organization design 

keeps pace with the rapidly evolving business strategy, along with fluid governance, strong 

leadership and management development. From a growth perspective, indentifying acquisition 

opportunities, fund raising and IPO readiness becomes necessary. From a technology perspective, 

it is important to transform IT as an innovation hub and address the lack of synergy between 

business, technology and operations functions of the enterprise.   

 2. Tax and Regulatory Structuring: Companies will need to address issues around sub optimal 

warehouse tax planning imbalance between FDI norms vis-à-vis adequate entity controls, 

inefficient holding IPR or entity structure and international tax inefficiencies. Future challenges 

include the new companies act, policy on related party transaction pricing and the uncertainty 

around GST roadmap.   

 3. Risk Fraud and Cyber Security: From a risk perspective E-commerce companies could face 

issues around brand risk, insider threats and website uptime. Issues around employee vendor 

nexus, bribery and corruption make companies vulnerable to fines. Cyber security also raises 

some concerns around website exploitation by external entities.   
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 4. Compliance Framework: E-commerce companies have to comply with several laws, many 

of which are still evolving. Potential issues around cyber law compliance, inefficient anti 

corruption framework, legal exposure in agreements or arrangements, indirect and direct tax 

compliance framework and rules and regulations could pose problems. Uncertainty around VAT 

implications in different states due to peculiar business modes could cause issues.    

 

II. External challenges: External forces impact how E-commerce companies plan their growth 

strategy and provide seamless customer experience onsite and post transaction   

 1. Product and Market Strategy: E-commerce companies have to address issues pertaining to 

rapidly evolving customer segments and product portfolios access information on market 

intelligence on growth, size and share manage multiple customer engagement platforms focus on 

expansion into new geographies, brands and products and simultaneously tackle a 

hypercompetitive pricing environment.   

 2. Customer and Digital Experience: Companies have to provide a rich, fresh and simple 

customer experience not geared towards discovery, manage inconsistent brand experience across 

platforms; manage proliferation of technologies; and handle time to market pressure for new 

applications.  In the recent past, social media has become more influential than paid marketing.   

 3. Payments and Transactions: E-commerce companies may face issues around security and 

privacy breach and controlling fictitious transactions. Further, RBI restrictions for prepaid 

instruments or E-Wallets act as impediments. From a transactions perspective cross border tax 

and regulatory issues and backend service tax and withholding tax can have serious implications.   

 4. Fulfillment: Companies will need to check if the physical infrastructure gets affected by 

the internet speed. Also the lack of an integrated end to end logistics platform and innovation 

focused fulfillment option could cause delivery issues. Challenges around reverse logistics 

management and third party logistics interactions could also act as barriers to growth.     

 

E-commerce drivers and challenges 

 
Top 19 E commerce Trends of 2018 

Here are the top 19 e commerce trends and growth strategies recommended by Internet 

Retailer 1000 brands and the experts that advise them, in order of priority. 

1. Localization, Personalization & CX. 

2. Community Building, Customer Engagement & CRM. 

https://www.bigcommerce.com/blog/ecommerce-trends/##chapter1
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter2


Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
77 | P a g e  Shanlax International Journal of Commerce 

 

3. New Content Types & SEO. 

4. Mobile Optimization. 

5. Social Media Advertising, Campaigns & Retargeting. 

6. CRO & Data-Driven Optimizations. 

7. Technology. 

8. Email Marketing, Automation & AOV. 

9. Influencer Marketing. 

10. Omni-Channel Management. 

11. Payment Solutions. 

12. Branding. 

13. International. 

14. Customer Lifetime Value & Referral Programs. 

15. Catalog Extension. 

16. PR. 

17. Shipping + Fulfillment Optimization. 

18. Sales Tax Liability. 

19. Pricing. 

 

Evolution of e-commerce  

 
 

Snapshot for e commerce in India 

Table1: Indian Online Retail Revenues 

Year Forrester research online retail forecast 

2012 US $ 1.6 billion 

2016 US $ 8.8 billion 

    Source: Forrester Research 

https://www.bigcommerce.com/blog/ecommerce-trends/##chapter3
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter4
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter5
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter6
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter7
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter8
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter9
https://www.bigcommerce.com/blog/ecommerce-trends/##chapter10
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 Table reveals that, according to the report provided by Forrester Research, shoppers in 

metropolitan cities in India are driving E-Commerce; these consumers primarily avail of E-

commerce service in the areas of travel, consumer electronic and online books. According to a 

report provided by Forrester Research, E-Commerce revenues in India will increase by more than 

five times by 2016, jumping from U.S Dollar 1.6 billion in 2012 to U.S. Dollar 8.8 billion in 2016. 

Table2: Internet Population in India 

Table 2 reveals that, as per data released by Telecom 
regulatory authority of india (TRAI), India‘s total 
internet subscribers stood at 239 million as of 2013. 
Due to high internet penetration in India, the 
adaptability of online shopping and better shopping 
experiences offered by the E-commerce websites 
among India have increased rapidly. 

Source: Telecom Regulatory Authority of India 

 

 
Table3: Retail E-Commerce Sales in India 

Year Retail E-Commerce sales in India ( In Billion U.S. dollars) 

2012 2.31 

2013 3.59 

2014 6.1 

2015 14 

  Source: E-Market Statistics 

 

Year Internet population (In Millions) 

2012 137 

2013 239 

2014 286 

2015 347 
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Some of the e-commerce companies in India 

  1) American Swan  6) Health Kart   11) Ola Cabs   16) Carat lane 

2) Bata Shoes   7) IRCTC   12) Pay tm   17) Tradus 

3) Bro4u   8) Instamojo   13) Snap deal   18) Jabong 

4) Flipkart   9) Myntra   14) Shop Clues   19) HomeShop 

5) Ebay India   10) MobiKwik   15) Zomato   20) Naaptol 

 

Some of the e-Commerce Websites in India 

1) Flipkart.com  13) Smartshoppers.in  25) Themobilestore.in  37) Egully.com 

2) Infibeam.com  14) Homeshop18.com  26) Adexmart.com  38) Bitfang.com 

3) Ebay.in   15) Yebhi.com   27) Zoomin.com  39) Bigcmobiles.in 

4) Theiwares.com  16) Univercell.in  28) Ratetag.com  40) Seventymm.com 

5) Futurebazaar.com  17) Mediahome.in  29) Deltapage.com  41) JJMehta.com/shop / 

6) Lynx-india.com  18) Primeabgb.com  30) Ezoneonline.in  42) Indiaplaza.com 

7) Timtara.com  19) Next.co.in   31) Gadgetsguru.com  43) Theitdepot.com 

8) Shopping.rediff.com 20) Royalimages.in  32) Machpowertools.com44) Gadgets.in 

9) Edigiworld.com  21) Cromaretail.com  33) SMCinternational.in 45) Bigadda.com 

10) Letsshop.in   22) Rightshopping.in  34) Smartshoppers.in  46) Tradus.com 

11) Buytheprice.com  23) Pristinenote.com  35) Storeji.com  47) Vijayasales.com 

12) Shopbychoice.com  24) Theelectro.com  36) Zapstore.com  48) Buytheprice.com 

49) Computerwarehousepricelist.com   50) Shopping.indiatimes.com 

 
Conclusion 

 Today E commerce has become an integral part of everyday life. It is an emerging trend in 

Indian economy in the post economic reforms era. The revolution in the IT sector in the recent 

past has been instrumental in development of e-commerce. E-commerce provides various services 

to wholesalers who can take advantage of E-commerce and capable of establishing contractors 

with reputed producers and linking their business with the on-line. These benefits are cost 

effectiveness, quick comparison shopping, better customer service, higher business margins 

resulting form economy in business operations, information saving and knowledge market 

development etc. At present there are several stumbling blocks in the development of e-

commerce such as computer initial investment, technological issues, computer illiteracy, legal 

hassles, and adverse mindset of consumers, privacy and security issues. The growth of E- 

commerce volumes in India is attracting the attention of players around the globe.  E-commerce 

creates new opportunities for business it also creates new opportunities for education and 

academics. It appears that there is tremendous potential for providing E-Commerce education. 
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Abstract   

 Job Commitment is universal approach towards 
Individual work. Employee is very vital part of all 
organizations and without employee the firm can‟t 
do any work and especially Employee job 
satisfaction and commitment are critical part of 
productivity for a Service organization. Commitment 
plays a determined role in effective teaching. The 
more a teacher is committed more he/she would 
acquire competencies and more he /she would tend 
to be performing teacher. A committed teacher 
would certainly respond to most of the issues 
through their professional expertise and appropriate 
utilization of relevant competencies..The study of 

behaviors within educational institutional setting 
has highlighted critical variables that are supportive 
or detrimental to the performance of teachers. 
Professional commitment and job satisfaction are 
widely studied factors in management literature 
which are the forerunner of employees‟ 
performance. These components are even more 
important to study in academic institution. 
Components of commitment such as Affective, 
Normative, Continuance are taken as variables for 
the study and its overall impact on the professional 
commitment was studied. 
Keywords: Job satisfaction, employee 
commitments, performance of teachers. 

 

Introduction 

Organisational Commitment 

 Organizational Commitment is a psychological state that binds the individual to the 

organization. Commitment to an organization involves three attitude 1) A sence of identification 

with organizations goals 2) A feeling of involvement in organizational duties and 3) a feeling of 

loyalty to the organization. Commitment is a shared belief and acceptance of the value and goals 

of the organizational and desire to maintain membership with the organization. Commitment can 

be characterised by different mindsets –desire, obligation and cost. These mindsets reflect 

positive outcomes of Organisational commitment. Meyer and Allen (1991) developed a three-

component model that defined organizational commitment as having three components: 

affective, continuance, and normative. They defined affective commitment as the employees‘ 

emotional attachment to identification with, and involvement in the organization, such that 

employees having strong affective commitment have a tendency to continue employment with the 

organization as a result of their own desire to do so. Continuance commitment, on the other 

hand, referred to general awareness of the cost associated with leaving the organization in which 

such employees would remain because they needed to do so. In contrast, normative commitment 

refers to an employee‘s feeling or sense of obligation to continue employment. 

Commitment plays a decisive role in effective teaching. The more a teacher is committed 

more he would acquire competencies and more he would tend to be performing teacher.  

A committed teacher would certainly respond to most of the issues through their professional 
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expertise and appropriate utilization of relevant competencies. Various research studies have 

revealed that commitment enhances job satisfaction, performance and reduces the absenteeism. 

Enlightened and empowered teachers lead communities and nations in their march towards a 

higher quality of life. 

 They reveal and enlighten the path to attain humanistic, ethical and moral values in life. 

Teachers put forth before learners the sublime aspects of culture and inculcate empathy for 

fellow beings. Teachers are not mere knowledge providers as in the earlier days. Today the role 

of the teachers has changed. Earlier the education was teacher centered which has changed now 

to student centered. Today‘s teachers are the guide, philosophers, facilitator of information, 

motivator, and counselor and also the confidant of the students. The teachers are responsible for 

creating a positive attitude in the minds of the students. 

  
Types of Employee Commitment  

 There are three-component model of affective, continuance, and normative commitment 

Individuals who have strong affective commitment remain in the organization because they feel 

they want to, some with a stronger normative commitment remain because they ought to and 

those with strong continuance commitment remain because they need to.  

 All the three components namely Affective Commitment that is psychological attachment to 

organization; Continuance Commitment- costs associated with leaving the organization; and 

Normative Commitment- perceived obligation to remain with the organization have implications 

for the continuing participation of the individual in the organization Studies on commitment have 

provided strong evidence that affective and normative commitment is positively related. 

 

Affective Commitment  

 Affective commitment is type of commitment there is a positive interaction between the 

individual and the organization because both have similar values . Those who stay in their 

organizations with a strong commitment retain their position not only because they need the 

occupation, but also because they want it the Organizational commitment has been described as 

consisting of two constructs that is affective and continuance affective organizational 

commitment is ―a strong belief in and acceptance of the organization‘s goals and values; a 

willingness to exert considerable effort behalf of the organization; and a strong desire to maintain 

membership in the organization.‖  

 

Continuance Commitment  

 The counterpart to affective organizational commitment is continuance organizational 

commitment, which considers the idea that individuals do not leave a company for fear of losing 

their benefits, taking a pay cut, and not being able to find another job . Then, continuance 

commitment is related to one‘s experience and what one has given to an organization. There is 

thus difficulty in ―giving it up‖ and the unknown ―opportunity cost‖ of leaving the organization or 

having few or no alternatives. In addition, skills and education are not easily transferred to other 

organization which tends to increase workers‘ commitment to their current organizations.  

Those who stay within their organization with a strong continuance commitment are there just 

because they need it. Continuance commitment reflects economic ties to the organization based 

on the costs associated with leaving the organization.  
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Normative Commitment  

 Normative commitment explain the employees with strong normative commitment will remain 

with an organization by virtue of their belief that it is the ―right and moral‖ thing to do. 

Normative commitment to the organization develops based on a collection of pressures that 

individuals feel during their early socialization from family and culture and during their 

socialization as newcomers to the organization. 

 The normative component of commitment concerns the employee‘s belief about ne‘s 

responsibility to the organization. Employees who are normatively committed to the organization 

remain because ―they believe that it is the right and moral thing to do‖.  

 
Relationship between Organization Commitment and Job Satisfaction  

 There are numerous investigations that have studied the relationship between organizational 

commitment and job satisfaction. Some researchers have admitted that organizational 

commitment may be an independent variable with job satisfaction as an outcome .organizational 

commitment has an effect on job satisfaction, which in turn will affect the turnover intention. 

These research studies argue that the managers who are highly committed to the organizations 

may experience higher levels of job satisfaction. Job satisfaction was positively related to 

affective and normative commitment (with a stronger relation between satisfaction and affective 

commitment), but not with continuance commitment. 

 Commitment is interrelated to satisfaction. organizational commitment in three dimensions; 

(1) a strong desire to remain as a member of a particular organization, (2) a willingness to exert 

high levels of efforts on behalf of the organization and (3) a defined belief in and acceptability of 

the values and goals of the organization.  

 

Review of Literature 

Teferi Getahun (2016) explored the extent of organizational commitment and how this may 

support or hinder a range of job satisfaction of teachers examined in the Ethiopian primary 

schools. The result showed that there was evidence of positive correlation between teachers job 

satisfaction and their organizational commitment in the sampled schools. The findings of the 

study revealed that gender was the only demographic variable that had significant positive 

relationship with job satisfaction.  

David Gladson Eliazer, Dr.R.Shini(2016) identified the effect of Organizational Commitment on 

Job Satisfaction in Private schools under international and central curriculums. The results 

indicated that Organizational Commitment is significantly related to Job Satisfaction in South 

Indian Private Schools. The research findings revealed that there exists positive relationship 

between Teachers‘ commitments and their Job satisfaction. The results are an indication that 

there is a good and strong relationship between the independent variable and the dependent 

variable organizational commitment.  

Veronica Tarigan1 and Dorothea Wahyu Ariani (2015) has examined the relationship model of 

job satisfaction, organizational commitment, and turnover intention..This study confirmed 

previous research showing that states that job satisfaction and organizational commitment 

showed a positive and significant relationship. Organizational commitment and job satisfaction 

also showed a negative and significant relationship with turnover intention. In addition, 

organizational commitment is stronger predictor intention to turnover than job satisfaction. 
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Alade Y.Saliu (2015) examined the effect of organisational commitment on job satisfaction 

among security operatives working in Nigeria universities. The findings revealed that these 

security operatives, a positive relationship exists between organisational commitment and job 

satisfaction with affective commitment having little or no significant relationship and continuance 

commitment having significant positive relationship. The study also found that the level of 

affective commitment was significantly lower than the other components. The study thus 

concludes that there is a significant positive relationship between organisation commitment and 

job satisfaction.  

H.Shamina(2014) has explained the study of behaviors within educational institutional. 

Professional commitment and Job satisfaction are widely studied factors in management 

literature which are the precursors of employees‘ performance. Dimensions of job satisfaction 

namely work-itself, supervision, pay, coworkers and promotion opportunities are taken as 

variables for the study and its overall impact on the Professional commitment was studied. 

Findings show that teachers have high degree of job satisfaction towards the dimensions of job 

satisfaction. They have a high degree of job satisfaction and Professional commitment. 
 

Objectives  

1. To study the Component parts of Commitment. 

2. To find out the extent of job Commitment by carring out SWOT analysis. 

3. To suggest ways and means for improving job Commitment. 
 

Methodology 

 The study focused on motivation and incentives for teachers of public, private and community 
schools in Methods used for collection of data included, focus group discussions, open ended semi 
structured interviews (face to face as well as telephone interviews), and finally 

participant observation. Prior to field visits and focus group discussions, reviewed relevant 

documentation (constituting of facts and statistics) in both public and private sector on the basic 

education system with special focus on teachers. Meetings were held with Government 

Departments to collect data regarding pay scales, allowances and benefits of Government School 

Teachers. Randomly selected public school teachers, members and office bearers of Teacher 

Unions. 
 

SWOT Analysis for School Teachers  

 Strengths, Weaknesses, Opportunities and Threats in an educational environment. A Swot 

analysis of schools is a tool that can provide prompts to the governors, management teachers and 

staff involved in the analysis of what is effective and less effective in the schools systems and 

procedures. Often used in preparation for a plan of some form (that could be an audit, 

assessments, quality checks etc.). In fact a SWOT can be used for any planning or analysis activity 

which could impact future finance, planning and management decisions of the school or 

establishment. It can enable you (the governors and management) to carry out a more 

comprehensive analysis. An example of a teacher working within school who wants to improve the 

relationships with parents of his/her pupils. An example of a teacher working within school who 

wants to improve the relationships with parents of his/her pupils. 

 

Steps for Conducting School-Wide Swot Analysis 

 Identify the goals and outcomes of school reform.  

 Create a safe and open environment. 
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 Complete a collective SWOT analysis by teachers and students. 

 Identification of strengths, opportunities, weakness and threats. 

 Make time to reflect on results and plan for action.  

 
The School Identified the Following Objective: 

 To improve parent-partnership by encouraging parents to visit the school and become active 

members of the community. 

 Outcome – to have more than 50% of parents spending one day in class per term Currently, the 

school holds an open day once each year. It uses this as a way to encourage parents to visit 

the school and engage with school staff.  

 

SWOT Analysis for School 

Strengths 

1. Very skilled teachers. 

2. School has a strong value of openness, sharing and commitment. 

3. PTA are involved. 

4. Good environment. 

5. Counseling service provided. 

 
Weaknesses 

1. Teachers not available to meet parents often enough. 

2. Not having time to plan more voluntary activity. 

3. There is no opinion derived from teachers while framing curriculum. 

4. There is less motivation on future progress of teachers. 

 

Opportunities 

1. Active volunteer committee willing to plan and organize events. 

2. People active in the schools participation project. 

3. Head master are willing to consider teachers ideas to enhance commitment. 

4. Students Efficiency increased by teachers involvement. 

 

Threats 

1. Teachers are often to do things they do not wish. 

2. Confidentiality is at risk. 

3. Emotional attachment towards students. 

4. Social threats. 

 
Findings 

 The results of this study show that teachers are Committed with the job Components.  

The Affective Commitment – teachers feels desire to stay with full commitment in schools and 

Normative Commitment – teachers were receives benefits and Continuance commitment- teachers 

perceived cost of leaving .The results of this study support Herzberg and his colleagues (1959) 

findings on the aspects of recognition and nature of the job as satisfiers. The aspect of physical 

working environment in which participants in the current study indicated that they are to some 

extent happy with their schools‟ physical and environmental working conditions. The results 

would differ if a similar study was conducted in all the Community-Government Secondary Schools 
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in all the wards in the district that are located in very remote areas where transport, electricity, 

water, hospitals, communication services are not available. In other words, the schools in which 

this study was conducted appear to be located in places where such problems are not serious and 

that influenced the current results. 

 
Conclusion 

 In schools, teachers must be patient, able to motivate students, understand the students‘ 

needs, and accept differences in others. In schools, teachers are empowering their capacity for 

growth and success. Hence, teachers require professional skills. Communication, cooperation and 

commitment are essential skills. Commitment is a vital component in any effective organization 

and is important in achieving human resource capabilities. Teacher commitment has been 

identified as a key aspect of a school's capacity for reform and renewal through insights and it 

determines the quality of teaching and the quality of school improvements. This study suggests 

the application of the components of commitment for developing healthy culture in schools to 

achieve educational goals. Findings can improve organizational performance, quality of education 

and development of human resources. 
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Abstract 

 Work life and personal life are the two sides of 
the same coin. According to various work /life 
balance surveys, more than 60% of the respondent 
employees surveyed said that are not able to find a 
balance between their personal and working lives. 
The paper highlights how the Indian ITES are 
motivated to balance the work-life of its employees 
and how employee balances the professional life 
and personal life in excited work environment. They 
have to make tough choices even when their work 
and personal life is nowhere close to equilibrium. 
ITES is all about working 24*7 and managing of 
personal relations and giving enough time to family 

has become greater concern for employees in the 
modern corporate world and employers also should 
think what should be done to keep employees free 
of family issues and concentrate on work. 
Traditionally creating and managing a balance 
between the work-life was considered to be a 
women‟s issue. But increasing work pressures, 
globalization and technological advancement have 
made it an issue with both the sexes, all 
professionals working across all levels and all 
industries throughout the world. Achieving “work-
life balance” is not as simple as it sounds. 
Keywords: ITES, WLB, FFB, IT 

 
Introduction 

 Work life and personal life are inter-connected and interdependent. Spending more time in 

office, dealing with clients and the pressures of job can interfere and affect the personal life, 

sometimes making it impossible to even complete the household chores. On the other hand, 

personal life can also be demanding if you have a kid or aging parents, financial problems or even 

problems in the life of a dear relative. It can lead to absenteeism from work, creating stress and 

lack of concentration at work. The present paper covers the concepts of work life balance and 

work life balance practices in IT industry in Bangalore City. This paper includes various survey 

reports on work life balance policies and practices inspiring employees. The purpose of the paper 

is to describe the prevalent work life balance practices in Bangalore. The present study is 

descriptive in nature. The paper gives the details of work life balance practices adopted by the IT 

companies in India. These practices are more prominent in new economy organisations. The range 

of these practices varies across organisations and there is still a long way to go when work life 

balance practices become strategic HR initiatives in most organisations.  Life is like a game 

and an individual has to play with work, family, health, friends and spirit. Work is like a rubber 

ball. If dropped it will bounce back but the other four aspects family, health, friends and spirit 

are made of glass. Assuming one of these are dropped they will be irrevocably scuffed, marked, 

nicked, damaged, or even shattered. They will never be the same. One must understand that and 

strive for balance in life. Work- Life balance is about people having a measure of control over 

when, where and how much they work. It is achieved when an individual's right to a fulfilled life 
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inside and outside paid work is accepted and respected as the norm, to the mutual benefit of the 

individual, business and society. There is a strong link between work life balance policies and 

reduced absenteeism, increased productivity and job satisfaction.  

 The fundamental principle of designing activities around the topic of work life balance is 

that work should be part of life. Companies are ready to do everything possible to keep their 

employees happy and are pampering them like never before with new policies like flexi-timings, 

day care centers, fun and games at work, team outing spas and for kids, extended maternity 

leave, health care centers, medical insurances, fun and games at work, team outing, spas and 

gyms at office etc. Employees tend to feel motivated when they feel that the organization is 

putting extra effort in providing a healthy balance between work and life. Motivated employees 

not only enhance the productivity but also help creating a positive work environment at office.  

 There is no agreed definition of work-life balance but it does appear that the ‗right‘ balance 

for one person may differ from the next. Balance is achieved in different ways for different 

people and has a different purpose for people. Some people do it to balance their caring 

responsibilities for children with work, while others want more time to themselves, engaging in 

leisure activities.   

 

Objectives of the Study 

 To assess the perception of employees pertaining to work life balance of IT and ITES 

Industries. 

 To understand various factors affecting work life balance of employees in IT and ITES 

industries 

 

Statement of the Problem 

 The present study is concerned with work life balance of employees in the company. There 

are issues pertaining to work life balance in IT Sectors. The employees come across many 

problems in the industry such as poorer mental and physical health, less life satisfaction, higher 

level of stress, higher levels of emotional exhaustions, less physical exercise, engage in drinking 

problem and increased anxiety and depression levels of poor appetite and even more. So, the 

problems of work life balance are quite obvious. The employees have to set right the practical 

difficulties of work life balance when they are at work. 

 

Scope of the Study 

 The scope of work life balance is wide. It takes into account the important components of our 

life. Life delivers the value and balance we desire for. To make one's life happy, it is very 

important in today's world to maintain a right balance between Work & Family. Giving proper and 

timely attention to each can create a feeling of satisfaction in oneself. Focusing on these 

components, are not hard to implement. There are many health related problems which come up 

due to not having right work life balance in one's life. Thus, it is the need to create such 

conditions which help everyone to maintain work life balance. At work, one can create one' own 

best work life balance by making sure you not only achieve but also reflect the joy of the job, and 

the joy of life, everyday. If nobody pats our back, we should pat our own back and help others to 

do the same. With improved education and employment opportunities today, most homes have 

working couples because of necessity and the desire to supplement incomes.  



Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
89 | P a g e  Shanlax International Journal of Commerce 

 

Review of Literature 
 Today work-life balance has become an increasingly invasive concern for employers as well as 

employees. Demographic changes as seen in the increasing number of women in the workplace 

and dual career families have generated an increasingly diverse workforce and a greater need of 

employees to balance their work and non-work lives (Bharat, 2003; Kumar Raju, 1997; Raja 

Dhyaksha & Bhatnagar, 2000; Ramu, 1989; Sekharan, 1992). In response to these changes, 

employers have introduced innovative practices that allow employees to find greater work-life 

balance (Friedman, Christensen, & DeGroot, 1998). Increasing attrition rates and increasing 

demand for work-life balance have forced organisations to look beyond run of the mill HR 

interventions. As a result, initiatives such as flexible working hours, alternative work 

arrangements, leave policies and benefits in lieu of family care responsibilities and employee 

assistance programmes have become a significant part of most of the company benefit 

programmes and compensation packages. Such policies, practices and benefit programmes are 

generally referred as ‗family-friendly policies‘ (FFPs) or ‗work-life benefits and practices‘ (WLBPs) 

in literature (Kopelman et al., 2006; Kossek & Ozeki, 1998). The significance and implications of 

such HR interventions are many. Research findings suggest that WLBPs not only help employees 

better manage their work and family roles (Thomas & Ganster, 1995), but also affect employee 

attitude and behaviours such as organisational commitment (Grover & Crooker, 1995), job 

satisfaction (Kossek & Ozeki, 1998) and intention to quit (Lobel & Kossek, 1996). Provision of 

WLBPs also contributes to organisational performance and effectiveness (Sands & Harper, 2007). 

 
Research Methodology 

 The type of research design undertaken is Descriptive Research. Descriptive research includes 

surveys and fact-findings enquiries of different kinds. The major purpose of descriptive research is 

description of state of affairs, as it exists at present. In social science and business research we 

quite often use the term exposit fact to research for descriptive research studies. Once the topic 

was finalized, it was decided that a questionnaire to be prepared and a survey to de conducted. A 

lot of study was made on the topic before the questionnaire was framed. Then the questionnaire 

was distributed to around 20 respondents and a pilot study was conducted. Based on the response 

of respondents, certain changes were made. Finally a structured questionnaire was made. The 

primary data are those, which are collected afresh and for the first time, and thus happen to be 

original in character. The data collected were all based on objectives of the study through well 

structured questionnaire.  Based on the database given by the IT companies in Bangalore City, 

every respondent was met personally to get the questionnaire filled. Five Chennai based IT 

companies such as Tata Consultancy Services, Cognizant Technology Solutions, Infosys, Wipro and 

HCL Technologies were visited to conduct the survey. Once the survey got over, the filled in 

questionnaire were sorted out and summarized. Appropriate statistical tools were used to analyze 

the filled in questionnaires. Statistical Package for Social Science (SPSS) software was used for 

analysis. 

 The secondary data on the other hand are those which, have already been collected by 

someone else and which have already been passed through the statistical process. The secondary 

data has been taken from the books, web sites, journals and magazines. A deliberate sampling 

was adopted in the study taken. Sampling plan is a definite plan for obtaining a sample from a 

given population. It refers to the technique or the procedure the researcher would adopt in 

selecting items for the sample. Sampling size for the study is 100 respondents. This sample size 

represents the population of employees in IT Sectors in Bangalore City.  
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Analysis and Discussion 

Analysis of Variance (ANOVA) 

 The following ANOVA table explains the difference between respondent‘s demographic 

variables (age, education, occupation and income) and the perception dimensions.  

 
Age wise perception – Hypothesis 

 H0: There is no significant difference between the age variable and the level of perception of 

employees pertaining to work life balance of IT and ITES industries. 

 H1: There is a significant difference between the age variable and level of perception of 

employees pertaining to work life balance of IT and ITES industries. 

 

Table 1 Analysis of Variance (One Way ANOVA) on age factor 

Perception Sum of squares 
Degree of 
freedom 

Means 
square 

F Sig. 

Leave policies  2.529 3 0.843 2.023 0.116 

Flexi working hours 6.426 3 2.154 5.505 0.002 

Compensation packages 2.702 3 0.901 3.391 0.210 

Organisational commitment  1.081 3 0.360 1.216 0.308 

HR Intervention 5.311 3 1.770 3.344 0.022 

Source: Primary data 

 The above table reveals that there is no significance level is more than 0. Leave policies, flexi 

working hours and organisational commitment. The null hypothesis is accepted that there is 

significant difference between age group of the respondents and the perception of employees 

pertaining work life balance. For the compensation and HR Intervention, the null hypothesis is 

rejected because of the significance level (0.002, 0.022) is less than 0.05. This shows that there is 

a significant difference between the respondent‘s age category and the perception of employees 

pertaining to work life balance of employees.  

 

Education Wise Perception 

 H0: There is no significant difference between the educational qualification and level of 

perception of employees pertaining to work life balance of IT and ITES industries. 

 H1: There is a significant difference between the education level and level of perception of 

employees pertaining to work life balance of IT and ITES industries. 

 

Table 2 Analysis of variance (One Way ANOVA) on Education Factor 

Perception 
Sum of 
squares 

Degree of 
freedom 

Means 
square 

F Sig. 

Leave policies  2.433 3 0.811 1.942 1.280 

Flexi working hours 3.170 3 1.057 2.483 0.065 

Compensation packages 0.276 3 0.092 0.317 0.813 

Organisational 
commitment  

1.515 3 0.5.5 1.731 0.166 

HR Intervention 6.849 3 2.283 4.447 0.006 

Source: Primary data 

 The above table reveals that the significance level is more than 0.05. For leave policies, flexi 

working hours and compensation packages, and organisational commitments, the null hypothesis 

is accepted that there is no significant difference between education variable and the level of 
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perception scores of the above four dimensions. For the HR Intervention dimension the null 

hypothesis rejected because of the significance level (0.006) is less than 0.05. This shows the 

respondent‘s educational qualification is playing a vital role in the understanding of the education 

factor and level of perception of employees with respect to Work life balance of employees.  

Income Wise Perception Hypothesis 

 H0: There is no significant difference between the income variable and the level of 

perception of employees pertaining to work life balance of IT and ITES industries. 

 H1: There is a significant difference between the income variable and the level of perception 

of employees pertaining to work life balance of IT and ITES industries. 

Multiple Regression Analysis 

 By considering the perception towards leave policies, flexi working hours, compensation 

packages and HR Intervention as predictor variable and organisational commitment as criterion 

variable. Multiple regression analysis was conducted to examine the relationship between the 

perception towards leave policies, flexi working hours, compensational packages, organisational 

commitment and HR intervention.  

     
   Table 6  

 

 The above table explains the mean 

and standard deviation of 100 

cardholder‘s perception towards the 

leave policies, flexi working hours, 

compensationalpackages, organisational 

commitment and HR intervention. 

Sources: Primary data 
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1 .353 .125 .088 .52158 .125 3.378 4 95 .012 

 Predictors: (constant), leave policies, flexi working hours, compensation packages and HR 

Intervention, 

 Dependent variable: organisational commitment  

The above table shows the model summary of employees perception (predictor) and it explains 

the % 12.5 of employee preferences (R2=0.125, F=33.78, P 0˂.05) 

Coefficients 

Model 
Unstandardized coefficients 

Standardized 
Coefficients T Significance 

B Std. Error Beta 

Leave policies  2.783 .399  6.970 .000 

Flexi working hours -.149 .087 -.179 -1.727 0.087 

Compensation packages .084 .099 .103 .852 .396 

Organisational commitment  .275 .124 .269 2.216 .029 

HR Intervention .065 .074 .089 .876 .383 

Sources: Primary Data 

Descriptive statistics 

 
Mean 

Standard  
Deviation 

N 

Leave policies  3.6750 .54607 100 

Flexi working hours 3.5083 .65537 100 

Compensation packages 3.2629 .66689 100 

Organisational commitment  3.4129 .53371 100 

HR Intervention 3.1083 .75299 100 
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 The above table explains the coefficient and correlation of independent variable (Dimension of 

employee perception) with factors of WLB. Organisational Commitment as the dependent 

variable. Leave policies, flexi working hours, compensation packages and HR Intervention, as 

predictor variable in which employees preferences was explained by WLB (β= 0.275, t= 2.216, P  ˂

0.05) employee perception (x) is predictor then dependent variable employee preferences (y). 

  

Residuals statistics 

 Minimum Maximum Mean Std. deviation N 

Predicted value 3.2074 4.2167 3.6750 .19270 100 

Residual -1.45412 1.23477 .00000 .51094 100 

Std. Predicted value -2.426 2.811 .000 1.0000 100 

Std. Residual -2.788 2.367 .000 .980 100 

 
 The minimum value in this case 3.2074 and maximum value is 4.2167. it shows employees who 
ever attain the minimum value feel that they were moderately satisfied by the way of WLB from 
their IT companies and those who ever attain maximum value feel that they were highly satisfied 
by WLB from their IT companies. Hence, there is a strong positive relationship between the 
employees‘ perception and factors of WLB. 
 

Suggestions  

  It suggested that a reduction of weekly working hours from 8 to 6 hours per day with full 

wage compensation led to the experience of more time for social activities, particularly time for 

friends and relaxation. Flexible working hours or self-fostering covers flexible start and finish 

times and a possibility for employees to request specific working hours on a regular basis. Thereby 

increased choice and control by the employee is enabled. The system may be based on a paper 

version or by use of computer. Compressed workweeks imply work schedules with fewer, but 

longer workdays. The number of worked hours per week is the same. It could be four 12-hour 

shifts with three or four days off. This gives more days without work, less commuting time, but 

also longer workdays. 

 Agreed procedures and policies can help to manage exceptions, reduce the amount of 

queries, ensure equal treatment of all workers and help line managers in the application of work-

life balance policies. Such procedures may include:  

 Survey to analyze staff needs;  

 Disseminate information on the work-life balance policies to staff;  

 Include work-balance issue in the induction programme and/or manual.  

 To be successful, management needs to understand the rationale behind the introduction of 

work-life balance programmes and buy into it. It is therefore a good idea to include work-life 

balance training for managers and supervisors.  

 Benefits and acceptance of flexibility and innovation as the norm need to be communicated, 

if a work life balance programme is to succeed. A communications programme addressing these 

issues can form part of the overall work-life balance strategy. It could include the following:  

 Awareness of possibilities among employees;  

 Acceptance of work-family balance among employees and employers; 

 Availability of work-family balance options for men;  

 Availability of work-family balance options for employees without children;  

 Time limits for scheduling and announcement of important meetings and overtime.  
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Conclusion 

  Work-life balance and employee engagement becomes a visible benchmark among high-

performing organizations that reap the economic and reputational benefits of being publicly 

recognized as a „best place to work‟ or an „employer of choice‟. Many Family-friendly 

organizations feel the need for work/ life balance which include recruitment and retention of 

valuable work force, reduced absenteeism, reduced employee stress, health benefits, job 

satisfaction, and better life balance. It has been suggested that an effectiveness of work-life 

balance policies and practices must incorporate the effects of workplace culture and supervisor 

support of employees‘ efforts to balance work and Family responsibilities. Developing and 

maintaining a culture that enables and supports the opportunity to have a desired work life 

balance and to promote the benefits of the employee & organization.  

 It is agrees that a strong organizational culture increases employees intent to remain in the 

organization. Work-life balance must be supported and encouraged at all levels of the 

organisation, including senior management, line managers and all staff. An organization which 

encourages work-life balance policies and practices will win the benefits of augmented employee 

engagement and also a positive outcome is dependent on a workplace culture that is supportive of 

using work-life initiatives.  
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Abstract 
 This paper outlines the Water pollution in India 
an overview. Water pollution is the contamination 
of water bodies this form of environmental 
degradation occurs when pollutants are directly or 
indirectly discharged into water bodies without 
adequate treatment to remove harmful compounds. 
Water pollution is any chemical, physical or 

biological change in the quality of water that has a 
harmful effect on any living thing that drinks or 
uses or lives (in) it. When humans drink polluted 
water it often has serious effects on their health. It 
is usually caused by human activities. Different 
human sources add to the pollution of water. Water 
contains many compounds. A few of these 
compounds are calcium and carbonate.  

 

Introduction 

 Water pollution is the contamination of water bodies this form of environmental degradation 

occurs when pollutants are directly or indirectly discharged into water bodies without adequate 

treatment to remove harmful compounds. Water pollution is any chemical, physical or biological 

change in the quality of water that has a harmful effect on any living thing that drinks or uses or 

lives (in) it. When humans drink polluted water it often has serious effects on their health. It is 

usually caused by human activities. Different human sources add to the pollution of water. Water 

contains many compounds. A few of these compounds are calcium and carbonate.  

 

Objectives 

1. To under the concept of water pollution. 

2. To study the impact of water pollution in Tamil Nadu. 

 

Methodology 

 Being an explanatory research, this study is based on secondary data of journals, articles, 

newspapers and magazines. Considering the objective of study descriptive type of research is 

adopted. 

 

Surface Water Pollution 

 Surface Water Pollution When pollutants enter a stream, river or lake these gives rise to 

surface water pollution. Natural and Anthropogenic Sources 
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 Point and Non-point Sources 

 The surface water pollution has a number of sources.  

These can categorize as:  

1. Point and Non-point Sources The well-defined sources that emits pollutants or effluents 

directly into different water bodies of fresh water are called point sources. Domestic and 

industrial wastes are examples of this type. The point sources of pollution can be effectively 

checked. On the other hand, the non-point sources of water pollution are scattered or spread 

over large areas. These types of sources deliver pollutants indirectly through environmental 

changes and account for majority of the contaminants in streams and lakes. For example, the 

contaminated water that runs off from agriculture farms, construction sites, abandoned 

mines, enters streams and lakes. It is quite difficult to control non-point sources.  

2. Natural and Anthropogenic Sources As mentioned earlier, an increase in the concentration of 

naturally occurring substances is also termed pollution. The sources of such an increase are 

called natural sources. Siltation (which includes soil, sand and mineral particles) is one such 

natural source. It is a common natural phenomenon, which occurs in most water bodies. 

Indiscriminate deforestation makes. 

Types of Water Pollution 

Surface Water Pollution 

 Surface water pollution is the pollution of 

aquatic system that is above ground such as lakes, 

streams and rivers.  

 

Oxygen Depletion 

 It is the phenomenon that occurs in aquatic 

environment as dissolved agent in water. 

 

Ground Water Pollution 

 Ground water is one of the important sources 

of water for irrigation purpose. Groundwater 

contamination occurs when man-made products such as gasoline, oil, road salts and chemicals get 

into the groundwater and cause it to become unsafe and unfit for human use. 

 
Some Control Measures 

 Waste water generated by household activity, industries or garbage landfills is called sewage 

which is classified as the municipal water pollution. Sewage contains solid matters in the form of 

suspended colloidal and dissolved organic matter, detergent, mineral matter, nutrients and gases. 

Sewage is one of the major causes of water borne diseases and therefore the treatment of sewage 

is one of the important tasks. For a long time treatment of municipal waste in the form of sewage 

involved mainly of the removal of suspended solids, oxygen demanding materials and harmful 

bacteria. Now the disposal of the solid residue from sewage has been improved by applying 

municipal treatment processes.  

 The treatment of this waste water is carried out in the following three stages: 

 Primary treatment 

 Secondary treatment, and  

 Tertiary treatment 
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Primary Treatment 

 When the waste water is to be dumped off into a river or flowing steam, the treatment is 

carried out by sedimentation, coagulation and filtration. This is known as primary treatment. 

 
Secondary Treatment 

 The water after primary treatment is not fit for drinking purposes and has to undergo further 

treatment. This is done through secondary or biological treatment. A commonly used method is to 

allow polluted water to spread over a large bed of stones and gravel so that the growth of 

different microorganisms needing nutrients and oxygen is encouraged. 

 

Tertiary Treatment 

 The tertiary treatment is actually disinfecting water. Chlorine is the most commonly used 

disinfectant used for killing bacteria. However, chlorine also reacts with traces of organic matter 

present in water and forms undesirable chlorinated hydrocarbons (toxic and potentially 

carcinogenic). 

 

Conclusion 

 Clearly, there is an urgent need to create awareness for pressing environmental problems and 

to develop solutions in close cooperation between science, governments, industry, and other 

relevant stakeholders. 

 

References 

1. Gulati R.D., Standard methods for examination of water and waste water. 15th 

Edn.Washington, D.C.  

2. Hari kishore, Water Pollution and Treatment Technologies.  

3. Zutshi, D.P.& Khan,M.A.(1977).Limnological investigations of two subtropical lakes.Geobios 

4:45-48,1977.  

4. Bhalla, G.S., Peter Hazell, and John Kerr, 'Prospects for India's Cereal Supply and Demand 

to2020', 2020 Brief No. 63, International Food Policy Research Institute, Washington DC.,1999.  

5. Coase, R.H., 'The Problem of Social Cost', Journal of Law and Economics, Vol. 3, pp. 1-44., 

1960.  

6. Oswald, W. J., Introduction to advanced wastewater ponding systems.  

7. Kirchner, J. W., Sundd, D. K., Mishra, S. K., Joshi, M. and Mishra, V. B., Expected effects of 

closing the Sota channel on flood stage and bank erosion of the Ganges river near Varanasi, 

Uttar Pradesh, India, US–Asia Environmental Partnership – Environmental Exchange 

Programme, University of California, Berkley,USA,p.23,1997. 

8. Oswald, W. J., Green, F. B. and Lundquist, T. J., Performance of methane fermentation pits 

in advanced integrated wastewater pond systems. Water Sci. Technol., 30, 287–295, 1994.  

9. Green, F. B., Bernstone, L., Lundquist, T. J., Muir, J., Tresan, R.B. and Oswald, W. J., 

Methane fermentation, submerged gas collection, and the fate of carbon in advanced 

integrated wastewater pond systems. Water Sci. Technology 

10. Green, F. B., Lundquist, T. J. and Oswald, W. J., Energetics of advanced integrated 

wastewater pond systems. Water Sci. Technol., 1995. 

11. www.nios.ac.in  

12.  www.nptel.ac.in  

../../w%20http:/www.nios.ac.in
http://www.nptel.ac.in/


Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
97 | P a g e  Shanlax International Journal of Commerce 

 

 
A STUDY ON BUYING BEHAVIOUR OF CONSUMERS ON DOMESTIC PRODUCTS 

SHOPPING THROUGH ONLINE WITH SPECIAL REFERENCE TO VELLORE  
 DISTRICT, TAMILNADU 

 

 
 

Ms.N.Karpagam, M.Com.,M.Phil.,(SET) MBA.,B.Ed.,HDCA 

Research Scholar, Dhanabagiyam Krishnaswamy Mudaliar College for Women (Autonomous), Vellore and 
Assistant Professor, Department of Commerce, Marudhar Kesari Jain College for Women, Vaniyambadi 

 
Dr.T.Bharathi, M.Com., M.Phil.,(NET,SET) Ph.D 

Assistant Professor, Department of Commerce 
Dhanabagiyam Krishnaswamy Mudaliar College for Women (Autonomous), Vellore  

 

Introduction 

In earlier days people used to go to different shops in person, as they didn't have a great deal 

of easy access to information on products in the internet. But nowadays due to the development 

of World Wide Web it has now become easy to access the products available worldwide without 

wasting time, money and other resources. The attitude of the customers is changing slowly from 

store shop to online shop.  

 

Review of Literature 

 Many Scholars have taken a great interest in studying the consumer behaviour towards online 

shopping. Here, it would be appropriate to express a brief review of some of the works done so 

far in this area. This would help to identify the new areas of intensive research study. 

Guo Jun and Noor Ismawati Jaafar (2011) in their study on ―Consumers‘ Attitude towards 

online shopping in China‖ have mentioned that the perceived marketing mis and perceived 

reputation could impact on the Consumers‘ attitude of adopting online shopping and they stated 

that, online retailers would be able to formulate and implement their e-business strategy 

afficiently and effectively and posses stronger competitive advantage. 

Dipti Jain, Sonia Goswami and Shipra Bhutani (2014) in their study on ―Consumer Behaviour 

towards Online shopping: An empirical study from Delhi‖ have revealed four important factors 

viz., Perceived risk, Perceived enjoyment, Perceived ease of use and Perceived usefulness to be 

affecting the online shopping behaviour of consumers in Delhi. Our of four factors, Perceived risk 

is the most important factor that may affect online shopping of behaviour of consumers in Delhi. 

Dr.Renuka Sharma, Dr. Kiran Mehta and Shasshank Sharma (2014) in their study on 

―Understanding Online Shopping Behaviour of Indian Shoppers‖ have concluded that the majority 

of internet users are youngsters, the majority of goods and services demanded are related to only 

this segment. The young population is the biggest attraction of this industry and they may 

contribute substantially to the growth of online shopping in India. 

Kanupriya, Dr.Rita, and Anupreet Kaur (2016) in their study on ―Behaviour of Consumer 

towards Online Shopping‖ stated that Electronic Commerce will become a huge industry in the 

coming years and online shopping is now becoming an important part of the consumer‘s day-to-

day life to meet their necessities. E-commerce is one of the biggest things that have taken the 

business by a storm. 
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Manisha Kinker and N.K. Shukla (2016) in their study on ―an analysis of Consumers behaviour 

towards online shopping of Electronic Goods with special reference to Bhopal and Jabalpur City‖ 

have expressed that the electronic product online market takes a high percent of individuals 

shopping on it. 

Manav Aggarwal in his study on ―Growth of Online shopping in India‖ has discovered that the 

main factor of increasing online shopping in India is the increasing Cyber Café facility, increasing 

number of Computer operators and easy availability of internet and wife facility to the population 

of India. 

 

Objectives of the Study 

 To understand the socio-demographic profile of the customers. 

 To find out the prefer ability of the customers towards online shopping. 

 To identify the preference of electronic media to purchase domestic products through online. 

 To study the frequency of purchase of domestic products of the customers towards online 

shopping. 

 To understand the buying behaviour of consumers on domestic products shopping through 

online. 

 

Methodology of the Study 

The methodology of the study is based on the primary data as well as secondary data. The 

primary data were collected from the respondents through a well-structured questionnaire. The 

secondary data were obtained from books, articles, journals, research publications, magazines, 

seminar papers and websites. Multistage sampling method has been adopted to select and collect 

the responses. In the first stage the researcher selected Tamil Nadu as the place of research. 

Then, Vellore district has been chosen randomly among 32 districts in Tamil Nadu. In Vellore 

district, 5 towns such as Vaniyambadi, Ambur, Vellore, Tirupattur, and Gudiyattam have been 

selected to collect samples.  

 

Sampling Size and Design 

 The research study area is comprised of five places in Vellore district, Tamilnadu. 
 

Table 1 Study Area 

S.No. 
Areas in Vellore 

District 

No. of 
questionnaires 

supplied 

No. of questionnaires 
collected 

No. of 
questionnaires 

utilised 

1. Vaniyambadi 50 50 47 

2. Ambur 50 47 46 

3. Vellore 50 45 45 

4. Tirupattur 50 48 43 

5. Gudiyattam 50 49 49 

 Total 250 239 230 

  

 Both men and women were taken to research study. A total of 250 questionnaires were 

distributed, out of this 239 were collected and then 230 questionnaires only used for this 

research. In the questionnaire those who prefer online shopping was asked to continue with 

further questions. Others were asked to exit. Here, in this study out of 239 respondents, only 230 

respondents prefer to purchase domestic products through online. So, the researcher has taken 

230 sampling size for the research study. 
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Limitations of the Study 

 The study is limited to Vellore district of Tamilnadu. 

 The study has been limited to selected places in Vellore district such as Vaniyambadi, Ambur, 

Vellore, Tirupattur, and Gudiyattam.  

 To identify the buying behaviour of consumers on domestic products through online shopping 

from online shoppers, variables such as quality, brand, social status, time saving and wide 

varieties of products were taken. 

 

Analysis and Interpretation of Data 

Gender of the Respondents 

 Gender is an important factor which determines the roles, functions and characteristics of an 

Individual.  

 

 Table 2 Gender of the Respondents 

 From table 2 it is found that, 51 

percent of the respondents are male, 49 

percent of the respondents are female. 

 

 

   Table 3 Age of the Respondents 
 From table 3 it is found that 36 

percent of the respondents come 

under the age group between 21 and 

30 years. 30 percent of the 

respondents belong to the age group 

of 31-40, 17 percent of the 

respondents belong to the age group 

of below 20, 13 percent of the 

respondents belong to the age group of 41-50 and 4 percent of the respondents belong to the age 

group of above 51. 

 
Marital Status of the Respondents 

 Marital status is the status of the respondents is classified into two categories namely, 

married and single. 

 
  Table 4 Marital status of the Respondents 

 From table 4, it is found that 

more than half (52 percent) of the 

respondents are married and the 

rest (48 percent) are single.  

 

Educational Qualification of the Respondents 

 Qualification of a person is a major factor for deciding the life style. Education makes the 

people to think rationally and act reasonably. There the educational qualification is divided into 

three categories namely school level, college level and no schooling.  

 

S. No Gender No. of Respondents  Percentage 

1 Male 118 51 

2 Female 112 49 

 Total 230 100 

S. No Age No. of Respondents Percentage 

1 Below 20 39 17 

2 21 – 30 82 36 

3 31 - 40 67 30 

4 41 – 50 30 13 

5 51 and Above 12 4 

 Total 230 100 

S. No Marital Status No. of Respondents  Percentage 

1 Married 119 52 

2 Single 111 48 

 Total 230 100 
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Table 5 Educational qualification of the Respondents 

 From table 5 it is found 80 percent of 
the respondents have completed their 
graduation. 20 percent have completed 
their studies at school level. 
 
 

 Occupation of the Respondents 

 Occupation also influences a person‘s consumption pattern. It is closely related to income. 

This acts as a deciding factor of standard of living of a person. Marketers try to identify the 

occupational groups to introduce their strategies. 

 
  Table 6 Occupation of the Respondents 

 It is found from table 6 that majority 

of the respondents belong to the 

category of Students (36 percent) and 

employees (32 percent). Only 17 percent 

of the respondents are professionals and 

remaining 15 percent of the respondents 

are business peoples.  

 

Family Income of the Respondents (per month) 

 The family income of the respondents is divided into four categories namely less than 

Rs.5000, between Rs.5001 and Rs.15000, between Rs.15001 and Rs.25000 and Rs.25001 and 

above. 

 
  Table 7 Family Income of the Respondents 

 From table 7 it is found that the 
majority 97 (42 percent) of the 
respondents have an income level 
between Rs.5,001 to Rs.15,000 per 
month. Only 15 percent are having 
income level at less than Rs. 5,000.  

 

 
 
Family Size of the Respondents 

 Family members constitute the most influential primary reference group. The family is 

divided into three parts namely below 3 members, 3 to 5 members and above 5 members 

 

  Table 8 Family size of the Respondents 

 From table 8 it is found that, more 
than three fourth (77 percent) of the 
respondents have the family size of 
more than 3 members to 5 members. 18 
percent of the respondents‘ family size 
is above 5 members. The remaining 5 
percent respondents have a family size 
of below 3 members. 

S. No 
Educational  
Qualification 

No. of  
Respondents 

Percentage 

1 School Level 47 20 

2 College Level 183 80 

 Total 230 100 

S. No Occupation 
No. of  

Respondents 
 Percentage 

1 Business People 35 15 

2 Employees 73 32 

3 Professionals 39 17 

4 Students 83 36 

 Total 230 100 

S. No Monthly income  
No. of  

Respondents 
 Percentage 

1 Less than Rs.5,000 34 15 

2 Rs.5,001 – Rs.15,000 97 42 

3 Rs.15,00 – Rs.25,000 48 21 

4 Rs.25,001 & Above 51 22 

 Total 230 100 

S. No No. of members 
No. of  

Respondents 
% 

1 Below 3 members 12 5 

2 3 to 5 members 176 77 

3 Above 5 members 42 18 

 Total 230 100 
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Prefer ability towards Online Shopping 

 The researcher has developed a research instrument to find out the preferability of consumers 

towards online shopping. For this question the respondnets have expressed their opinion in bipolar 

type. The application of simple percent analysis revealed the result of the preferability towards 

online shopping.  

 

Table 9 Prefer ability towards online shopping 

 From the table 9 it is found that 93 percent of 

respondents prefer purchase of domestic products 

through online and only 7 percent are not 

interested towards the same. 

 
Preference of Electronic Media 

 Most of the online shopping purchases are being done through Smart phones, Tabs and 

Computers. Hence we have taken those three electronic media for the research study.  

 
 Table 10 Preference of Electronic Media 

 From the above table 10, it is found that 

53 percent of respondents prefer smart 

phones, 37 percent of respondents prefer 

tabs and 10 percent of respondents prefer 

computers as an electronic media to purchase 

the domestic products in Vellore district. 

 

Frequency of Purchase 

 The researcher has developed a research instrument to find out the frequency of purchase of 

domestic products shopping through online. 

 
  Table 11 Frequency of Purchase 

 From the table 11, it is found that 
majority of the respondents are willing to 
purchase domestic products on monthly basis 
(36 percent) and weekly basis (20 percent). 
Only least number of respondents prefers 
purchasing once in a year (8 percent) and 
once in half yearly (5 percent).  
 

 
 

Buying Behaviour of Consumers on Domestic Products Shopping Through Online 
Table 12 Buying Behaviour of Consumers on Domestic Products shopping through Online 

S. 
No. 

Reason for buying of 
domestic products 

through online 

Strongly 
Agree 

Agree Neutral Disagree 
Strongly 
Disagree 

Total 

1 Quality 60 (26) 84 (37) 16 (07) 40 (17) 30 (13) 230 (100) 

2 Brand 92 (40) 101(44) 05 (02) 22 (10) 10 (04) 230 (100) 

3 Social Status 77 (33) 117 (51) 08 (03) 17 (07) 11 (04) 230 (100) 

4 Time saving 167 (73 ) 63 (27) - - - 230 (100) 

5 Wide varieties of products 185 (80) 45 (20) - - - 230 (100) 

S. No Prefer ability No. of Respondents % 

1 Yes 215 93 

2 No 15 07 

 Total 230 100 

S.No Type of  
Electronic Media 

No. of  
Respondents 

Percentage 

1 Smart Phone 121 53 

2 Tab 85 37 

3 Computer 24 10 

 Total 230 100 

S.No Frequency of 
Purchase 

No. of 
Respondents 

Percentage 

1 Once in a Week 47 20 

2 Once in 15 days 43 19 

3 Once in 30 days 82 36 

4 Once in 3 months 27 12 

5 once in 6 months 13 05 

6 Once in a year 18 08 

 Total 230 100 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

102 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

 Figures in the parentheses are percentage to the frequencies. The following inferences are 

drawn from the table 12 

 

Quality  

 The majority of the respondents (37 percent) are agreeing with the quality of the products. 

26 percent of the respondents are strongly agreed with the quality of the domestic products 

shopping through online shopping.  

 
Brand 

 The majority (44 percent) of the respondents are agreed with the brand. 40 percent of the 

respondents are strongly agreed with the brand of the products. Only 4 percent of the 

respondents are strongly disagreed with the brand of the domestic products shopping through 

online. 

 

Social Status 

 More than half of the respondents (51 percent) are agreed with the social status regarding 

online shopping. Nearly one-third of the respondents (333 percent) are strongly agreed with the 

social status. Only few respondents (4 percent) are strongly disagreed with the social status. 

 

Time Saving 

 Nearly one –third of the respondents (73 percent) are strongly agreed with the time saving in 

online shopping. Only 27 percent of the respondents are agreed with the time saving. 

 
Wide Varieties of Products 

 More than one-third of the respondents (80 percent) are strongly agreed with the wide 

varieties of domestic products are available in the online shopping. 20 percent of the total 

respondents are agreed with the same. 

 

Summary of Findings 

 It is found that, 51 percent of the respondents are male, 49 percent of the respondents are 

female. 

 It is found that 36 percent of the respondents come under the age group between 21 and 30 

years. 

 More than half 52 percent of the respondents are married and the rest 48 percent are single. 

 80 percent of the respondents have completed their graduation. 

 Majority of the respondents 36 percent belong to the category of Students. 

 It is found that the majority 97 (42 percent) of the respondents have an income level between 

Rs.5,001 to Rs.15,000 per month. Only 15 percent are having income level at less than Rs. 

5,000.  

 It is found that more than three fourth (77 percent) of the respondents have the family size of 

more than 3 members to 5 members. 

 It is found that 93 percent of respondents prefer purchase of domestic products through 

online and only 7 percent are not interested towards the same. 

 It is found that 53 percent of respondents prefer smart phones to purchase domestic products 

through online shopping. 
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 Majority of the respondents are willing to purchase domestic products on monthly basis as 

well as in weekly basis. 

 Majority of the persons strongly agreed and agreed with the time saving and availability of 

wide varieties of products in online shopping. 

 

Conclusion 

 Consumers always expect good quality products from the marketers or vendors. As far as 

online shopping is concerned, the attempt made here clearly shows that the negative responses 

are very low and it implies that they are satisfied with the quality of services rendered to them by 

online sellers. As well as the e-marketers should provide wide varieties of domestic product to 

their customers in order to fulfill their expectations. To conclude, when this quality of services is 

being maintained, then it would be easy for the online sellers to get the continuous patronage of 

the existing customers and to attract the new customers at a higher rate in the future years to 

come. 
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Abstract   
 All organizations are composed of individuals. 
The organizational performance is largely affected 
by the way individuals behave at work. Individuals 
with different personality and perception behave 
differently in the similar and different situations 
pose the need for mangers to understand individual/ 
human behavior at work to extract the best and 
maximum contribution from them. This indicates 

the importance of understanding the two 
fundamental factors of personality and perception. 
Personality and perception lies at the base of every 
human behaviour. There can be no behavior without 
personality and perception. This study analyzes the 
various aspects of personality and perception which 
has direct implication for human behaviour. 
Keywords: Personality, Perception, Human behavior. 

 

Introduction  

 Personality and perception lies at the base of every human behaviour. There can be no 

behavior without personality and perception. Therefore understanding human behavior in 

organization in a better way underlines the need to understand the personality and perception in 

its various aspects. People perceive the same situation differently upon their conception of the 

situation and in turn influence them to behave differently in differently. 

 

Personality and Perception 

 Personality can be defined as the sum total of ways in which an individual reacts and 

interacts with others and environment. An individual‘s personality is influenced by the personal 

life where he/she is working. It is an organized behavior of an individual to react to a given 

stimulus in a set manner.  

 Perception is a process which involves seeing, receiving, selecting organizing, interpreting 

and giving meaning to the environment. The functioning of whole process is influenced by the 

individual doing the perceiving, the objects or events being perceived and the environment in 

which perception occurs. 

 

According to Hilgard et at, ―Personality may be 

understood as the characteristic pattern of behavior 

and modes of thinking that determine a person‘s 

adjustment to the environment‖. 

 According to Fred Luthans, ―Perception is an 

important mediating cognitive process through which 

persons make interpretations of the stimulus or 

situation they are faced with. 
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Concept of Personality  

Several factors influence the shaping of our personality. Major among these are 

 Heredity 

 Culture 

 Family Background 

 Our Experiences through Life 

 And The People we interact with 

 

Benefits of Having Different Personalities & Temperaments in the Workplace 

 Balance of Strengths & Weaknesses 

 Staff Diversity 

 Tapping into Talents 

 Morale Workplace Atmosphere 

 
Importance of Different Personalities in a Workplace 

 Team Diversity 

 Motivation 

 Creativity and Analysis 

 Employee Morale 

 

Personality Traits  

 

Types of Personalities  

Introvert and Extrovert personalities  

Introvert is one who looks inward 

and experience and process their 

thoughts and ideas within themselves. 

They also avoid social contacts and 

initiating interaction with other group 

meets, withdrawn quiet and enjoy 

solitude. They are found more inclined 

to excel at task that require thought 

and analytical skill.Extrovert are 

friendly, sociable, lively, gregarious, 

aggressive and expressing their feelings 

and ideas openly. They are suitable and 

successful for the positions that require considerable interaction with others.  

 
Type A and Type B personalities 

 Type A people are hard- working, highly achievable, impatient, have sense of urgency, 

aggressive, with competitive drive etc. they tend to be very productive and work very hard. They 

are workaholics. 

 Type B people are easy- going, sociable, free from urgency of time, laid-back and non-

competitive. These people do better on tasks involving judgments, accuracy. 

 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

106 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

Judging and Perceptive Personalities 

Judging people would follow a plan, make decisions and need only what is essential for their 

work. Perceptive personalities would adapt to change, want to know about a job and at times 

may get cover committed. 

 
Types of Personalities Propounded by Various Authors  

Catell’s 16 Types of Personality 

 Reserved    vs.  Outgoing 

 Less intelligent   vs. More intelligent 

 Affected by feeling   vs. Emotionally Stable 

 Submissive   vs. Dominant 

 Serious   vs. Happy – Go- Lucky 

 Expedient   vs. conscientious 

 Timid    vs. Venturesome 

 Tough- Minded  vs. Sensitive 

 Trusting   vs. Suspicious 

 Practical   vs. Imaginative 

 Forthright   vs. Shrewd 

 Self-assured  vs. Apprehensive 

 Conservative  vs. Experimenting 

 Group-Dependent  vs. Self-Sufficient 

 Uncontrolled  vs. Controlled 

 Relaxed   vs. Tense 

 

John’s the BIG 5 Model Personality 

 Extraversion – sociable, talkative, and assertive 

 Agreeableness – good-natured, cooperative and trusting 

 Conscientiousness- responsible, dependable, persistent and achievement oriented 

 Emotional Stability - calm, nervous, enthusiastic, depressed and insecure 

 Openness to experience - imaginative, artistically sensitive, and intellectual. 

 

Professor Chris Argyris Immaturity to Maturity Stages 

 From passivity to activity 

 From dependence to independence 

 From selective behavior to diverse behavior 

 From shallow interest to deep interest 

 From short time perspective to long –time perspective 

 From subordinate position to super ordinate position 

 From lack of self awareness to self awareness and control. 

 
Sheldon’s Personality Development 

 Endomorph - Friendly, people oriented, slow to react, loves to eat 

 Mesomorph  - physical adventure, enjoys exercise, aggressive, risk taker, competition  

 Ectomorph - likes privacy, socially inhibited, quick to react and hypersensitive  
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Influence of Personality on Organizational Behavior 

 Following are various attributes and traits that help to analyze the human behavior at 

workplace: 

 Locus of control: It refers to ones belief that what happens is either within one‘s control or 

beyond one‘s control. A large amount of research comparing internals with externals have proved 

that externals are less satisfied with their jobs and have higher absenteeism rates than internals. 

But the dissatisfied internals are more likely to quit a dissatisfying job. 

 Machiavellianism: Machiavellianism refers to an individual‘s propensity to manipulate people 

for solving his/her interest. These personalities are considered as good in jobs that need 

bargaining, offering substantial rewards for winning. 

 Self esteem:  An individual liking or disliking oneself is called self-esteem. Individuals with 

high self esteem are found to be more satisfied and tend to take more challenging jobs and 

assignments and of unconventional nature. 

 Self- Monitoring: Self- monitoring is an individual‘s ability to adjust his/her behavior to 

external factors/ situations. It can be hypothesized that individuals high in self monitoring are 

likely to be more successful managers.  

 Risk- taking: The propensity to assume or avoid risks affects a manager‘s behavior in making 

decisions. Research has shown that managers with high risk-taking make more rapid decisions and 

use less information in making choices than do low risk-taking mangers. 

 

Key to measure personality test: 

1. Projective test 

2. Personality test 

3. Assessment centre. 

 
Concept of Perception  

Process of perception  

Perception as a process of receiving, selecting, organizing, interpreting, checking and 

reaching to stimuli.  

 

 

 

 

 

 

 

Nature of Perception 

1. Perception is the intellectual process. 

2. Perception is the basic cognitive or psychological process. 

3. Perception becomes a subjective process and different people may perceive the same event 

differently. 

 
Importance of Perception in OB 

 We need to understand what the role of perception in an organization is. It is very important 

in establishing different role of perceptions like − 

Selection, organization 

and interpretation 

Outputs  

 

Stimuli 

Throughputs Inputs 

Action 
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 Understanding the tasks to be performed. 

 Understanding associated importance of tasks allotted. 

 Understanding preferred behavior to complete respective tasks. 

 Clarifying role perceptions. 

 

Factors that Influence Perception 

Perception and Organizational Behaviour 

Employment Interview 

 Interviewers make perpetual judgment 
that is often inaccurate. Different 
interviewers try to see different things in the 
same candidate and, arrive at different 
perceptions about the same candidate. Who 
one thinks is a good candidate and who 
another thinks is a bad one may differ. It is 
clear that the perpetual factors influence the 
decision that is to be selected. Thus the 
quality of labour force selected in an 
organization. 
 

 
Performance Appraisal 

 Assessment of an employee‘s performance depends on the perception of the evaluator about 

the employee. An employee future is tied to his /her performance appraisal. Promotions, pay 

rises and continuation of job are the most obvious and common outcomes of the employee‘s 

performance. Performance appraisal is both subjective and objective. Judgments make one‘s 

perception more susceptible to distortions. 

 

Performance Expectation 

  New employees during their selection process acquire a set of expectations both about the 

organization and about the job he is expecting to achieve. In case there is a big difference 

between what expected and what actually acquired, it results in increased employee absenteeism 

and turnover. 

 
Employee Effort 

 An employee‘s future in an organization depends on his/here effort made for achieving the 

organistaional goals. However assessment of an individual‘s performance is a subjective judgment 

and susceptible to perceptual distortions and bias also.  

 
Employee Loyalty  

  While assessing employees, the managers also make another important decision whether the 

employees are loyal to organization or not. Assessment of loyalty is also a subjective judgment 

Susceptible to perceptual distortions and Bias. An employee looking for greener pastures outside 

the organization may be labeled as disloyal to the organization. As a result the organization may 

cut off his future advancement opportunities. 
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Conclusion 

 All organizations are composed of individuals. The organizational performance is largely 

affected by the way individuals behave at work. Individuals with different personality and 

perception behave differently in the similar and different situations pose the need for mangers to 

understand individual/ human behavior at work to extract the best and maximum contribution 

from them. 

 Personality is the totality of an individual‘s interaction with its subsystems like environment 

and situation. Individual‘s external appearance and traits, their inner awareness of self and the 

person- situation interaction determine their personalities. Personalities differ from individual to 

individual. Some personalities are classified as introverts and extroverts, others are categorized 

as Type A and Type B.  

 Perception being a cognitive process is susceptible to distortions. The specific areas of 

applications of perception in organizational behavior include employee selection interview, 

performance appraisal, employee effort, employee loyalty etc.. When people try to minimize 

their responsibility for negative event, the organizational goals affect adversely. To have high- 

positive impressions, minimize distorting factors and be influenced by ulterior motives are some 

of the guidelines that help one improve his behavior. 

 Changing demography, diversity, expectations of workforce, ever expanding globalization of 

business, and increasing concern for improving quality in offering quality products and services 

pose challenges and offer opportunities to the managers. Managers need to understand better and 

more about human behavior than before to make organizations run effectively. 
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Abstract 
 The purpose of this paper is to understand the 
satisfaction level of customers towards THE HINDU 
newspapers and its Supplements for the reason that 
the news paper has vital media to communicate the 
news for the society. So the region selected for the 
study is Chennai .The structured questionnaire was 

construct and Data were collected through field 
research with 150 customers through convenient 
sampling method and the data were analyzed using 
SPSS and Excel. The paper finds that fulfillment 
about s THE HINDU newspaper. 
Keywords: Customer satisfaction; Main paper; 
Supplements.

 

 
Introduction 

 Customer satisfaction is the main thing for promoting the sales because the consumer is the 

king of every business. So, every manufacturer must need to satisfy their customers.  

The manufactures cannot easily satisfy their customers. So, the manufacturer must understand 

the customer needs, and must be full filled, so the researcher has chosen the interesting topic of 

measuring the consumer satisfaction towards newspapers. Normally, we had known well that the 

newspaper is one of the important media to bring out the news to the public. The people have 

chosen the newspapers for gathering the news. At the same time the readers always expect the 

truthful and reality of news at that time news printer is liable to publish people the news of 

honest, they do not follow as a profit motive. In India lot of newspapers bring the news every day. 

It may be different from state-wise and language basics, etc. But all of them focus on the same 

news but quality varies. So the researcher has selected THE Hindu Newspaper for his research, 

which is one of the leading newspapers in India. The purpose of the research is to find out the 

expectation and perception from the readers of THE HINDU newspapers. 

 

Statement of Problem 

 We know well that Knowledge is power to all the human beings ―In today‘s world there is an 

increasing demand of knowledge. The people have chosen the newspaper as one of the source for 

developing their knowledge. Most of them have preferred the newspapers for gathering the news. 

And they consumer newspapers every morning, at the identical time their thought is it‘s one of 

the less expensive media compared to others. Meanwhile no one can carry the other source of 

media everywhere except newspapers. The print media has become very competitive throughout 

the country. Because every day there are lot of printed Medias that are circulated wide open in 

the market. So the aim of the paper is to identify the areas to know the preference towards The 

HINDU Newspaper among the customers .It will also help to know the attributes which contributed 

to the increase of preference of The Hindu Newspapers among the customers. 
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Significance of the Study  

 Many businesses are aspire for high satisfaction of the consumers. Because it is a very 

competitive market and if the marketers not succeed to satisfy their customers it becomes 

difficult to continue to exist in the market. On The other hand competitors have ready plans to 

fulfill the needs and capture the heart of the consumers. So the need for the study is assessing 

the consumer expectation of the HINDU NEWSPAPERS and to understand the existing preference 

of the customers. And suggest ways and means to improve the satisfaction level of the customers. 

 

Objectives of the Study  

 To study on impact of Customer‘s Demographics on Satisfaction towards ―THE HINDU‖ 

Newspapers  

 To provide valuable suggestions to the company for fulfillment of customer expectations in 

forthcoming days. 

 To find out which basis the consumer choosing the ―THE HINDU‖ newspapers and its 

supplements 

 
Research Methodology 

 The research method used for this study is survey method using structured and predesigned 

questionnaires. In this method, the information is gathered mainly through personal interviews. 

The survey consists of gathering data by interviewing a 150respondents. The sample is selected 

from a group on convenience basis. 

 

Limitations of Study 

 It is difficult to make a survey in all the areas. So the researcher has only confined to a 

Chennai area. 

 There is a chance for bias in the information given by respondents. 

 Most of the consumers refused to fill the complete questionnaire as they were busy in their 

work. 

 The researcher faced difficulty to target particularly THE HINDU Newspapers customers. 

 Time constraint was a major limitation. 

 No comparative study has been made. 

 

Review of Literature 

 According to Anderson & Sullivan (1993) customer satisfaction may affect repurchase 

intentions. First, given that the customer is satisfied, satisfaction serves to narrow the variance in 

expectations. 

 Kotler (2000) defined satisfaction as: ―a person‘s feelings of pleasure or disappointment 

resulting from comparing a product‘s perceived performance (or outcome) in relation to his or her 

expectations‖ 

 Debarun chakraborty (2012) conducted the research towards customer satisfaction and 

expectation Towards newspaper and he suggested to the company the Front page should be more 

attractive for readers‘ and he also recommended THE HINDU‘ should be more focused in the 

product front page to utilize its brand image, which is much more famous than the business line 

itself. 
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 A. Meharaj Banu (2015) inferred that the Newspapers are the most powerful tool to 

communicate thoughts and information to the society .and It is a part and parcel of modern life. 

It plays imperative role by providing information and generate knowledge among the people. The 

chief topics of general interest in newspaper include politics, sports, economy, movies and share 

market. A wide coverage of information is obtained at low cost though newspaper that‘s the 

reason the peoples more prefer the newspapers to compare with other medias. and it provides us 

with information collected from around the globe. It also helps to develops new ideas, and at 

times guides the common man and it also influences the habit of thinking in men. 

 C. Anandhan, Prasanna Mohanraj, Madhu etal (2006) were conducted the research towards 

the brand loyalty of English newspapers and found Indian Newspaper Industry is eyewitness highly 

development, even though the rise of the Internet and of telecommunications as possible sources 

of information. Earlier all the newspapers thought that the opportunity for them was within their 

own environmental. But, in forthcoming years publishers will be spending over Rs.1000 crores to 

occupy into other‘s region. if the publishers recognize the preferences of readers, it would be 

unlikely that they would succeed in winning the hearts of the customers. 

 

Analysis and Interpretation 

Influence of customers’ demographics on satisfaction on main paper of “THE HINDU” Newspapers 

  N Mean S D t/ F values 

Gender Male 3 19.91 2.988 t=1.625(p=.106) 

Female 7 19.13 2.849 

Age Below 21 yrs 5 20.12 2.818 F=2.834* (p=.049) 

21-35 yrs 9 19.30 3.112 

35-50 yrs 2 18.45 3.528 

Above 50 yrs 4 20.41 1.876 

Occupation Student 7 19.05 2.972 F=2.849* (p=.048) 

Employee 2 20.33 3.404 

House wife 0 18.65 3.082 

Business 1 20.06 1.590 

Marital Status Married 5 19.68 2.592 t=0.549 (p=.584) 

Single 5 19.41 3.362 

Monthly 
Income 

Nil 7 19.21 2.657 F=0.651 (p=.583) 

Below Rs.10,000 7 19.37 3.375 

Rs.11,000 to 30,000 4 19.41 3.285 

Above Rs.30,000 2 20.01 2.682 

Educational Qualifications School level 6 19.00 3.440 F=1.723 (p=.165) 

Under graduate 5 20.37 2.543 

Post graduate 1 19.24 3.064 

Others 8 19.34 2.802 

 *significant at 5% level 

 

Gender 

 The obtained‗t‘ value is 1.625 and it is not significant at 5% level. The value indicates that 

there is no significant influence of customer‘s gender on main paper of the news paper ―THE 

HINDU‖.  Therefore, the formulated hypothesis H0 1(a) that ―there is no significant influence of 

customer‘s gender on main paper of the news paper ―THE HINDU‖ is accepted. 
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Age  

The obtained 'F' value is 2.834 and it is significant at 5% level. The value indicates that there 

is significant influence of customer‘s age on main paper of the news paper ―THE HINDU‖. 

Further, the mean table indicates that the customers with age above 50 years have scored 

higher mean value of 20.41 and the lowest mean was scored by the customers with 35 - 50 years 

of age (18.45). This shows that the customers with age above 50 years are more satisfied with the 

main paper of the news paper ―THE HINDU‖ and the customers with age 35 - 50 years are less 

satisfied with the main paper of the news paper ―THE HINDU‖. Therefore, the formulated 

hypothesis H0 1(b) that ―there is no significant influence of customer‘s age on main paper of the 

news paper ―THE HINDU‖ is rejected. 

 

Occupation  

 The obtained 'F' value is 2.849 and it is significant at 5% level. The value indicates that there 

is significant influence of customer‘s occupation on main paper of the news paper ―THE HINDU‖.  

Further, the mean table indicates that the employees have scored higher mean value of 20.33 and 

the lowest mean was scored by the customers who are housewife (18.65). This shows that the 

customers who are employees are more satisfied with the main paper of the news paper ―THE 

HINDU‖ and the housewives are less satisfied with the main paper of the news paper ―THE 

HINDU‖. Therefore, the formulated hypothesis H0 1(c) that ―there is no significant influence of 

customers' occupation on main paper of the news paper ―THE HINDU‖ is rejected. 

 
Marital Status  

 The obtained 't' value is 0.549 and it is not significant at 5% level. The value indicates that 

there is no significant influence of customer‘s marital status on main paper of the news paper 

―THE HINDU‖. Therefore, the formulated hypothesis H0 1(d) that ―there is no significant influence 

of customers‘ marital status on main paper of the news paper ―THE HINDU‖ is accepted. 

Monthly Income  

 The obtained 'F' value is 0.651 and it is not significant at 5% level. The value indicates that 

there is no significant influence of customer‘s monthly income on main paper of the news paper 

―THE HINDU‖. Therefore, the formulated hypothesis H0 1(e) that ―there is no significant influence 

of customers‘ Monthly income on main paper of the news paper ―THE HINDU‖ is accepted. 

Educational Qualification  

 The obtained 'F' value is 1.723 and it is not significant at 5% level. The value indicates that 

there is no significant influence of customer‘s educational qualifications on main paper of the 

news paper ―THE HINDU‖. Therefore, the formulated hypothesis H0 1(f) that ―there is no 

significant influence of customers' educational qualifications on main paper of the news paper 

―THE HINDU‖ is accepted. 

Friedman Test for Customer Showing Preference While Purchasing Main Paper 

Statement Mean Rank Chi square Value 

Easy to read and easily to understand 3.61 

46.150** 
(p<.001) 

Low cost to compare with other newspapers 2.78 

News are truthful and broad 3.08 

I prefer ―THE HINDU‖ newspaper to upgrade my skills 2.95 

Available in all the shops 2.58 

 ** Significant at 1% level 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

114 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

 The result in the table 4.40 shows that the null hypothesis H0 4 is rejected at 1% level. All the 

factors of purchasing and using the main paper in the news paper ―THE HINDU‖ do not carry equal 

importance. Further the mean ranks in the table shows clearly that ―Easy to read and easily to 

understand‖ and ―News are truthful and broad‖ are the main factors that influenced the 

customers to buy the main paper in ―THE HINDU‖ and ―Available in all the shops‖ and ―Low cost 

to compare with other newspapers‖ are the least factors that influenced the customers to buy 

―THE HINDU‖ the main paper. 

 

Important Showing by Customers While Choosing Supplementries of “The HINDU” 

NEWSPAPERS 

 Customers reading newspaper ―THE HINDU‖ have expressed their views on the supplementries 

which made them to purchase and use the newspaper. Testing the significance of various 

supplementries that made the customers to purchase and use the newspaper, Friedman‘s test for 

k-related samples was applied to study the relationship between various supplementries. Null 

hypothesis H05: All the supplementries carry equal importance among the users of the news paper 

―THE HINDU”. 

Friedman Test for Purchasing Supplementries 

Supplements name 
Mean 
Rank 

Chi square 
Value 

Science and Technology edition 5.15 62.664** 
(p<.001) Weekly Magazine covering Social issues, art, literature, 

Gardening, Travel, Health 
5.16 

Metro Plus 4.71 

Habitat (Real estate service) 3.71 

Friday Features Covering cinema, arts, Music and Entertainment 
Young World 

5.59 

Job Opportunities 5.64 

Book Review 4.97 

Business Review 4.95 

Education Plus 5.13 

 ** Significant at 1% level 

 The result in the table shows that the null hypothesis H05 is rejected at 1% level. All the 

supplementries do not carry equal importance among the users of the news paper ―THE HINDU‖. 

Further the mean ranks in the table shows clearly that ―Job Opportunities‖ and ―Friday Features 

Covering cinema, arts, Music and Entertainment Young World‖ are the main supplementries that 

influenced the customers to buy the News paper ―THE HINDU‖ and ―Habitat (Real estate service)‖ 

and ―Business Review‖ are the least supplementries that influenced the customers to buy the 

News paper ―THE HINDU‖. 

  

Findings from Analysis 

 The mean values are above the average level it is observed that the customers are satisfied 

towards the main paper of the newspaper ―THE HINDU.‖ 

 It is inferred that the mean values are above the average level the customers are satisfied 

towards the supplementries of the newspaper ―THE HINDU.  

 It is found that significant influence of customer‘s gender on main paper of the news paper 

―THE HINDU‖ is not observed There is no significant influence of customer‘s gender on main 

paper of the news paper ―THE HINDU‖ is accepted. 
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 It is found that significant influence of customer‘s age on main paper of the news paper .This 

shows that the customers with age above 50 years are more satisfied with the main paper of 

the news paper ―THE HINDU‖ and the customers with age 35 - 50 years are less satisfied with 

the main paper of the news paper ―THE HINDU‖. 

 It is ascertained there is significant influence of customer‘s occupation on main paper of the 

news paper. This shows that the customers who are employees are more satisfied with the 

main paper of the news paper ―THE HINDU‖ and the housewives are less satisfied with the 

main paper of the news paper. 

 It is ascertained there is significant influence of customer‘s occupation on main paper of the 

news paper. This shows that the customers who are employees are more satisfied with the 

main paper of the news paper ―THE HINDU‖ and the housewives are less satisfied with the 

main paper of the news paper ―THE HINDU‖. 

  It is found that there is no significant influence of customers‘ marital status on main paper of 

the news paper ―THE HINDU‖ is accepted. 

 It is ascertained that no significant influence of customer‘s monthly income on main paper of 

the news paper THE HINDU is not observed. 

 It is found that there is no significant influence of customers' educational qualifications on 

main paper of the news paper ―THE HINDU‖ is accepted. 

 The researcher found that there is no significant influence of customer‘s gender on 

Supplementary papers of ―THE HINDU‖ 

 There is significant influence of customer‘s age on Supplementary papers of the news paper IS 

observed. this shows that the customers with age below 21 years are more satisfied with the 

Supplementary papers of the news paper ―THE HINDU‖ and the customers with age 35 - 50 

years are less satisfied with the Supplementary papers of the news paper . 

 It is observed there is significant influence of customer‘s occupation on Supplementary papers 

of the news paper. This shows that the customers who are employee are more satisfied with 

the Supplementary papers of the news paper ―THE HINDU‖ and the customers running 

business are less satisfied with the Supplementary papers of the news papers 

 That there is no significant influence of customer‘s marital status on Supplementary papers of 

the news paper. 

 It is found that there is no significant influence of customer‘s monthly income on 

Supplementary papers of the THE HINDU news paper. 

 The researcher concludes there is significant influence of customer‘s educational 

qualifications on Supplementary papers of the news paper. This shows that the customers 

with education of under graduate are more satisfied on Supplementary papers of the news 

paper ―THE HINDU‖ and the customers with other education qualification are less satisfied on 

Supplementary papers of the news paper ―THE HINDU‖. 

 It is found there is significant association between gender and satisfaction with the cost of 

newspaper that most of the males (49.3%) are satisfied with the cost of the news paper ―THE 

HINDU‖. 

 There is no significant relationship between gender and satisfaction with the availability of 

newspaper ―THE HINDU‖. 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

116 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

 It is observed that there is significant association between gender and satisfaction with the 

availability of newspaper that most of the males (50.7%) are satisfied with the availability of 

the news papers. 

 There is no significant relationship between Marital status and satisfaction with the cost of 

THE HINDU newspaper. 

 It is observed that there is significant association between marital status and satisfaction with 

the cost of newspaper that most of the married customers (48.7%) are satisfied with the cost 

of the news paper THE HINDU. 

 It is observed that there is significant association between Marital status and satisfaction with 

the availability of newspaper that most of the married customers (53.3%) are satisfied with 

the availability of the news paper. 

 There is no significant relationship between impression of metro plus and supplementries are 

useful. 

 It is observed that there is no significant association between supplementries is useful and 

referring the children for reading the young world and children supplement. 

 Easy to read and easily to understand‖ and ―News are truthful and broad‖ are the main 

factors that influenced the customers to buy the main paper in ―THE HINDU‖ and it ―Available 

in all the shops‖ and ―Low cost to compare with other newspapers‖ are the least factors that 

influenced the customers to buy the main paper . 

 Job Opportunities‖ and ―Friday Features Covering cinema, arts, Music and Entertainment 

Young World‖ are the main supplementries that influenced the customers to buy the News 

paper and ―Habitat (Real estate service)‖ and ―Business Review‖ are the least 

supplementries that influenced the customers to buy the News paper ―THE HINDU‖. 

 

Suggestions of the Study 

 THE HINDU NEWSPAPER should concentrate more in Local News rather than International 

News. 

 Some of the respondents expect to develop the Cartoon jokes for children. 

 It should be made available in all the shops especially in rural areas. 

 Some of the respondents are not aware about the Tamil HINDU NEWSPAPER. So, it they must 

concentrate in the Advertisements. 

 It must be left the intention to increase the price in future unless they will be lose the 

existing customers. 

 Some of the customers have suggested increasing the font size of the news. 

 The company should focus more to add the general knowledge part for government job 

seekers. 

 It should focus on increasing good vocabulary words. It is very useful to develop the English 

Skills. 

 It should publish the News in a genuine and lucid manner. 

 It should try to avoid miscellaneous news. 

 This newspaper should cover the district news separately for every district. 

 It should increase to cover the local news instead of more political news. 

 Some of the respondents have dissatisfied about the reliability of news so the reporters should 

write the genuine news. 
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Conclusions 

 Newspapers play an important role in our day-to-day life. They have contributed more for the 

growth of democracy in a country. So the HINDU NEWSPAPERS is doing the job correctly in the 

current scenario. And its services to the society are wonder and there is no doubt in it is placed as 

the number one of the leading newspapers in India. And it requires support of the customers for 

beating the upcoming competition in future. Some an while according to this research suggestions 

THE HINDU should alter such type of changes in the quality .It will be helpful to capture the full 

share of the market in the future and it will create a way to capture the new customers for ― THE 

HINDU‖. 
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Abstract 

 Work-life balance is assisted by employers who 
institute policies, procedures, actions, and 
expectations that enable employees to easily pursue 
more balanced lives. The pursuit of work-life 
balance reduces the stress employee‟s experience. 
Work-life balance enables employees to feel as if 
they are paying attention to all the important 
aspects of their lives. Because many employees 
experience a personal, professional, and monetary 
need to achieve, work-life balance is challenging. 
Employers can assist employees to experience work-
life balance by offering such opportunities as 
flexible, paid time off (PTO), responsible time and 

communication expectations, and company-
sponsored family events and activities. Dynamic 
people can build dynamic organizations. Effective 
employees can contribute to the effectiveness of 
their organization. Competent and motivated 
people can make things happen and enable an 
organization to achieve its goals. Hence, 
organizations should continuously ensure that the 
dynamism, competency, motivation and 
effectiveness of the employees remain at high 
levels. 
Keywords: Work life balance, Employee, Family, 
Challenges. 

 

Introduction 

 Work/life balance is a broad concept that encompasses prioritizing between work (including 

career and ambition) on one hand, and life (including areas such as health, leisure, family, 

pleasure and spiritual development) on the other. There are also two key concepts related to 

work/life balance - achievement and enjoyment. Achievement can be related to setting and 

achieving the goals we have in life i.e. buying a new house, job satisfaction, further education 

etc. Enjoyment is related not just to happiness, but also pride, satisfaction, celebration, love, 

and a sense of wellbeing.  

 

Fig 1 Wheels of Work Life Balance 

 Life will often deliver the value and balance we desire 

when we are achieving and enjoying something every day in 

all the important areas of our lives. Therefore, a good 

working definition of work/life balance is meaningful daily 

achievement and enjoyment in each of our important life 

quadrants. These life quadrants will vary for each person but 

may include, for example, work, family, friends and self. 

Work life balance is a concept that supports the efforts of 

employees to split their time and energy between work and 
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the other important aspects of their lives. Work-life balance is a daily effort to make time for 

family, friends, community participation, spirituality, personal growth, self care, and other 

personal activities, in addition to the demands of the workplace. 

Work-life balance is assisted by employers who institute policies, procedures, actions, and 

expectations that enable employees to easily pursue more balanced lives. The pursuit of work-life 

balance reduces the stress employee‘s experience. When they spend the majority of their days on 

work-related activities and feel as if they are neglecting the other important components of their 

lives, stress and unhappiness result. Work-life balance enables employees to feel as if they are 

paying attention to all the important aspects of their lives. Because many employees experience a 

personal, professional, and monetary need to achieve, work-life balance is challenging. Employers 

can assist employees to experience work-life balance by offering such opportunities as 

flexible, paid time off (PTO), responsible time and communication expectations, and company-

sponsored family events and activities. 

 

Fig 2 Indication of Work Life Balance 

Managers are important to employees seeking work-

life balance. Managers who pursue work-life balance in 

their own lives model appropriate behavior and support 

employees in their pursuit of work-life balance. They 

create a work environment in which work-life balance is 

expected, enabled, and supported. They retain 

outstanding employees to whom work-life balance is 

important. 

 
 

Creating Work Life Balance within the Workplace 

 The following actions are considered to be the most essential for employers that are 

committed to work life balance:  

 Ten Essential Management Actions for Creating Work Life Balance are 

 Positive ―Work life Balance‖ thinking  

 ―Work Life Balance‖ policy 

 ―Work Life Balance‖ employer  

 Awareness of entitlements  

 ―Work Life Balance‖ survey  

 Implement flexible work practices  

 Willingness to pilot or trial initiatives  

 Management accountability  

 Management Training  

 Pre-exit interviews  

 
Work life balance within the workplace 

 Retention and attraction strategies are an important means for attracting and retaining 

skilled employees - particularly in areas where there is a high staff turnover, difficulties in 

recruiting and retaining skilled staff, a competitive job market, and labour and skill shortages. 

One of the first strategies to consider is current work arrangements and management practices 

that may be contributing to the difficulty in attracting and retaining staff. This may require the 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

120 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

assistance of an external person to the work area who may be able to see work and management 

practices more objectively and therefore obtain more detailed comments and views from both 

management and staff.  

Staff leaves an organization for many reasons, including career advancement, better job 

opportunities and retirement. These departures may be difficult to prevent. However, another 

key reason staff – and in particular women - leave their job is to find a better work life balance. 

Changes to the family situation tends most often to impact upon women and results in increasing 

difficulty in managing a balance between work and family responsibilities. Factors shown to 

impact the most upon staff trying to balance work and life include required hours of work, a lack 

of flexibility in being able to alter their working hours, time off or leave arrangements, a lack of 

access to suitable childcare arrangements, and undue stresses and tensions in the workplace 

which make working life more difficult and/or even unpleasant.  

Employees who are able to balance their work, family and life commitments have been shown 

to be happier in their job and are more likely to stay and work towards a rewarding and 

productive career. The cost of replacing skilled staff has been estimated by various organizations 

and businesses to be between $20,000 - $50,000 per employee. This includes the cost of lost 

productivity of the departed employee, and time taken by staff involved in the selection, 

recruitment, induction and on-the-job training processes to bring the new recruit up to the level 

of productivity of the former employee. Additional costs are incurred in advertising, engaging 

recruitment agencies, and temporarily filling the vacancy left by the departed employee until the 

new recruit is working at a reasonable level of productivity. Improving staff retention rates must, 

therefore, generate cost savings, and these savings could be used to improve flexibilities, 

facilities and working conditions for all employees. 

In the best case scenario, these employer choices help you to recruit and retain the superior 

employees you seek. Here are ten factors that you control that encourage or discourage employee 

work life balance. 

 Offer a flexible work schedule.  

 Offer paid time off (PTO) in lieu of traditional paid sick leave, paid personal days, and paid 

vacation.  

 Allow only limited carryover of paid time off (PTO) into anther calendar year. 

 Managers and senior managers need to model the work balance they‘d like to encourage for 

their employees.  

 With employees electronically connected to the workplace 24 hours a day, 7 days a week, in 

the office or out, work and life balance is a challenge.  

 Allow employees to take unpaid leave as needed for life cycle needs.   

 Sponsor employee and family events and activities monthly to encourage team building, 

friendships among employees, and inclusion of families in work events.  

 Expect employees to work hard, work long hours, and weekends, but not all of the time.  

 Allow some cross-over of life needs into the workplace and vice versa.  

 Offer the opportunity for employees to job share or work part-time.  

A nation may be endowed with abundant natural and physical resources and the necessary 

capital and technology but unless there are competent people who can mobilize, organize and 

harness the resources for production of goods and services, it cannot make rapid strides towards 

economic and social advancement. The strengths and weakness of an organization are determined 

by the quality of its human resources, which play a vital role in using other organizational 

http://humanresources.about.com/od/glossarys/g/sick_leave.htm
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resources and the development process of modern economies. Human resource is the most 

strategic resource as no other resource can be fully utilized to generate income and wealth of a 

nation without the active involvement of this resource. 

In fact, the differences in the levels of economic development of the countries are largely a 

reflection of the differences in the quality of their human resources and their involvement in 

national building. Ginzerberg points out that the key elements such as values, attitudes, general 

orientation and the quality of the people of a country determine its economic development. 

However, he says that human resources are being wasted through unemployment, disguised 

unemployment, obsolescence of skills, lack of work opportunities, poor personnel practices and 

the hurdles of adjusting to change. Human resource accounts for a large part of national output 

and there exists a wide scope for increasing national wealth through their proper development. 

Human factor provides value to physical resource and necessary dynamism in the economy.  

Dynamic people can build dynamic organizations. Effective employees can contribute to the 

effectiveness of their organization. Competent and motivated people can make things happen and 

enable an organization to achieve its goals. Hence, organizations should continuously ensure that 

the dynamism, competency, motivation and effectiveness of the employees remain at high levels. 

Human resource is even the most critical factor for determining the efficiency and 

effectiveness of an organization because it is precisely the people who will decide when and how 

to acquire and utilize various resources, including human resources, in the best interest of the 

organization. The ultimate success and survival of an organization will invariably be determined 

by the quality and competence of its human resources. Of all the tasks of management, says 

Likert "Managing the human component is the central and most important task, because all else 

depends upon how well it is done‖. 

Human resources are the most valuable and unique assets of an organization. In the changing 

economic environment, human resource management is assuming much greater importance than 

ever before. It is conceived to be different from the traditional and conventional notion of 

personnel management. Subsequently Human Resource Management (HRM) has become the 

central concern of any organization either in public, private sector or co-operative sector. 

Many American are expecting burnout due to overwork and increased stress. This condition is 

seen in nearly all occupations from blue collar workers to upper management. Over the past 

decade, a rise in the workplace violence and an increase in levels of the absenteeism as well as 

rising workers compensation claims are all evidence of an unhealthy work life balance. Many 

author believe that parents are been affected by work life conflict will either reduce the number 

of hours one works where other author suggest that parent may run away from family life or work 

more hours at workplace. The implies that each individual views work life conflict differently. 

Employee‘s assistance professionals say there are many causes for this situation ranging from 

personal ambition and the pressure of the family obligation. According to recent study Centre for 

Work life Policy 1.7 million people consider their jobs and their work hours exercise because of 

globalization. Therefore, implementing proper work-life balancing activities in an organization is 

the only solution to reduce issues pertaining to work- life balance of employees. Nowadays, 

world's large-scale organizations are aware of significance of work- life balance and these 

organizations are implementing work- life balance practices like flexible work hours, childcare 

services, rest breaks, rewarding environment, initiatives for women, access to the best facilities, 

fun at work, health care, family programs at workplace, breastfeeding other benefits etc. 
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Implementing and monitoring well organized work life balancing practices would be beneficial for 

employees as well as for organizations. 

Following are some important benefits of work- life balance practices: 

 It will reduce the absenteeism among employees. 

 It will reduce the employee turnover. 

 It will improve morale and commitment of employees. 

 It will improve overall productivity. 

 It will give good results like better teamwork, improved interpersonal relationship, improved 

 interdepartmental and intradepartmental communication etc 

 It is helpful in reducing training cost and recruitment cost. 

 It will improve employee satisfaction and motivation among employees. 

 It will help in reducing stress among employees due to various demands. 

 The above benefits show that how the work- life balance of employees is important. Hence, it 

is essential for organizations to maintain proper wok –life balance among employees. 

 

Meaning 

 Work life balance is about people having a measure of control over when, where and how they 

work. It is achieved when a individual‘s right to fulfilled life inside and outside paid work is 

accepted and respected as the norm, to the mutual benefit of the individual, business and 

society. 

 

Definition 

 According to Harison work life is the degree to which work in an organization contributes to 

material and psychological well-beings of its members. According to American society of training 

and development. ―A process of work organization which enables its members at all levels to 

actively participate in shaping the organization‘s environment methods and outcomes‖  

 There is no agreed definition of work life balance but it does appear that the ‗right‘ balance 

for one person may differ from the next. Balance is achieved is different ways for different 

purpose for people. 

 

Work Life Balance Benefits as 

 Attracts new employees 

 Helps to retain staffs 

 Builds diversity in skills and personnel 

 Improves morale 

 Reduces sickness and absenteeism 

 Enhances working relationship between colleagues 

 Increase levels of production and satisfaction 

 

The Global Scenario of Work Life Balance 

 During the 1960s and 1970s, employers considered work-life mainly an issue for working 

mothers who struggled with the demands of their jobs and raising children. During the 1980s, 

recognizing the value and needs of women contributions, pioneering organizations (IBM, Deloitee) 

began to change their internal workplace policies, procedures and benefits. The changes included 

maternity leave, employee assistance programs (EAPs), flexi-time, home-based work, and child-

care referral. During the 1980s men also began voicing work-life concerns.  
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The term ‗work life balance‘ was first coined in 1986 in reaction to the unhealthy choices that 

many Americans were making in favor of the work places they opted to neglect family, friends 

and leisure activities in the pursuit of corporate goals. Articles of the time suggested a sharp 

increase in the working hours of the Americans.  

This had started to affect their families and individual health. Work life balance slowly was 

gaining grounds in the various organizations. By the end of the decade, work life balance was seen 

as more than just a women‘s issue, affecting men, families, organizations and cultures. In 1990s 

solidified the recognition of work-life balance as a vital issue for everyone women, men, parents 

and non-parents, singles and couples. The 1990s saw a rise in the number of working women and 

dual-income families. A second family configuration, the lone parent household also became 

prevalent in the 1990s.The labor force experienced considerable challenges in balancing the work 

and family responsibilities. This growing awareness of the central importance of the issue resulted 

in major growth in attempted work-life solutions 12 during this decade. Numerous studies showed 

that the generations from baby boomers to new college graduates were making job choices based 

on their own work-life issues and employer‘s cultures. 

 

Objectives 

 The present study has the following objectives through which, the research analysis is made. 

The objectives to be spelt out here are  

1. To bring out work life balance as a critical aspect to enhance effectiveness and satisfaction of 

employees in the company. 

2. To investigate the quality of work life balance that results into the wellness of the employees 

and also improves their efficiency. 

3. To highlight the elements of work life balance that cause job satisfaction, organizational 

commitment and career accomplishment of employees in the company. 

4. To examine causes for stress and steps to reduce the stress among employees. 

 

Review of Literature 

Maxwell and McDougall (2004), Coughlan (2005), and Cieri et al. (2005) studied and identified 

different work life arrangements. These included: parental leave, paternity leave, maternity 

leave, adoption leave, sabbaticals, flexible work timings, job sharing, job splitting, flexi time, 

compressed working week, annual hours system, banking of hours, telecommuting, supervisory 

training in work family sensitivity, onsite day care, emergency child care, elder care 

arrangements 

Milkie and Peltola (1999) found that women and men report similar levels of success in 

balancing work and family and kinds of work family tradeoffs. However, the tradeoffs reported by 

respondents were gendered. Longer working hours – negatively affected men‘s sense of balance, 

but did so only marginally for women. For women who worked full time, work hours did not affect 

balance. It was also found that young children in the household had a negative impact on success 

in balancing paid work and family life for employed women but not for employed men. Again, 

sacrifices made at work affected men more than women whereas scarifies made in the family 

affected women more than men. 

Dex and Scheibl (2001) in a study of ten small and medium-sized enterprises and four large 

organizations reported the reasons/motives for introducing flexible working arrangements. These 

included the need to keep abreast of legislation, business benefits and considerations of 
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employee well being. It was found that the motives 69 varied by the type of arrangements as well 

as by the size of the organization and the way employee relations were structured. 

Kossek and Ozeki (1998) in their meta-analytical study examined the relationship among work-

family (w-f) conflict, policies, and job and life satisfaction. The results showed that there was a 

negative relationship between all types of w-f conflict and job and life satisfaction. This 

relationship was stronger for work to family conflict as compared to family to work conflict. 

Future research needed to be aimed at studying w-f policy variables that affect work to family 

and family to work conflict and other job and non job outcomes. 

 

Conclusion 

The study is concluded that the management of the company likes to accept the valuable 

suggestion put forth by the researcher. Work life balance is important in accomplishing the needs 

of the business concern for which the employees have to be aware of work life balance.  

The behaviour of the employees should be different from family to work. The employees have to 

relieve their tension to ensure good work life balance forever. So, the company has the practice 

of providing good work life balance with the employees, in spite of being it, the management is 

advised to follow up the suggestions to overcome difficulties if any. 
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Abstract  
 The present study is undertaken to understand 
the customer satisfaction and loyalty in mobile 
service providers. The study was done to find out 
the customer satisfaction level in mobile service 
provider players in the market and to know the 
customer perception towards other mobile 
service providers, this survey was done in 
Vellore city. Consumers satisfaction and loyalty is 
widely varied in accordance with the communication 
quality, call service, customer care, service 
providers attributes. However, product quality and 

availability has a significant impact on consumer 
satisfaction and loyalty in selecting mobile phone 
service providers. The theoretical background 
chapter reviews studies on customer satisfaction 
and customer loyalty and the relationship between 
these two terms. Various methods that have been 
widely used to measure customer satisfaction and 
the outcome results of having loyal customers are 
presented. The thesis presents best practices and 
the relevant recommendation on how to improve 
Vellore customer satisfaction level.  

 

Introduction  

 Asia‘s telecommunication industry has seen rapid development in the last decade and looks 

poised for further expansion. For the Malaysian telecommunications industry, growth rate is 

mainly driven by the mobile services segment. 

 

Customer Satisfaction Vs. Customer Loyalty   

 Customer Satisfaction is a measurement of customer attitudes regarding products, services 

and brands. Customer Loyalty on the other hand has two definitions. Customer Loyalty consists of 

loyalty behavior (also referred to as customer retention) which is the act of customer making 

repeat purchased of current brands, rather than choosing competitor brands. Secondly, Customer 

Loyalty encompassed loyalty attitudes which are opinions and feeling about products, services, 

brands or businesses that are associated with repeat purchases. At times, Customers display 

loyalty behavior without having loyalty attitudes. Vice versa, occasionally customers show loyalty 

attitudes without exhibiting any loyalty behavior. 

 

The Global Mobile Industry  

 The global mobile phone industry is based on many different manufactures and operators. The 

Industry is based on advanced technology and many of the manufactures are operating in 

different industries, where they use their technological skills, distribution network, Market 

knowledge and brand name. Three large manufacturers of mobile phones are today dominating 

the global mobile phone industry; Nokia, Ericsson and Motorola. In addition to these companies 

there are many manufactures that operate globally and locally. This report focuses on the 

competition among these organizations 
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Mobile Phone Service Providers  

 A mobile service provider (MSP) is a company that 

offers transmission services to users of wireless device 

(Smartphone‘s and tablet PC‘s) through radio frequency 

(RF) signals rather than through end to end wire 

communication. 

  The major mobile Service providers in the united 

states include Verizon Wireless, Sprint, AT&T and  

T-Mobile. Their Services differ in terms of the wireless service plans, data speeds (3G vs. 4G), 

reliability and the devices they support. A mobile Service provider is sometimes called a wireless 

service provider (WSP), wireless carrier or mobile carrier. 

 
Scope of the Study 

 The Scope of the Study is limited of four major players of Telecom industry that are Airtel, 

Vodafone, BSNL, Idea. Study objective is to examine various factors that led to prompt and 

quality, price, customer service and corporate image of various telecom products and services. My 

Study will consider in Vellore city area. Now my study purpose is to know customer satisfaction 

and loyalty for these telecom brands. Consumers have various choices available to them with 

different features and services. Now how consumers select a particular brand is a question of our 

study. Which factors influence their satisfaction and how they perceive various factor like Price, 

network service, brand image and VAS while their purchasing decision. 

 
Objective of Study 

 This Project aims at studying the present market scenario. The major players in the market 

today are Airtel, Vodafone, BSNL, Tata Docomo, Reliance, and Idea. All these companies want to 

capture the market study concerns with evaluating fast developing area and so all the service 

providers were taken to measure the satisfaction of Customer. 

1. To study and analyse customer satisfaction and loyalty towards service quality of mobile 

phone service providers. 

2. To study and analyse customer satisfaction and loyalty towards price of mobile phone service 

providers. 

3. To study and analyse customer satisfaction and loyalty towards customer service of mobile 

phone service providers. 

4. To study and analyse customer satisfaction and loyalty towards corporate image of mobile 

phone service providers. 

 

Methodology 

 The method used for analyzing the customer satisfaction and loyalty towards mobile phone 

service providers are presented below. The method include selection of sample, nature of study, 

source of data collection and tools of analysis. 

1. Selection of Sample: A Sample of 200 respondents residing in Vellore city, who use mobiles of 

different networks, was covered. A method of sampling is used to collect the required 

information for the study. 
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2. Nature of the Study: This is an empirical study which evaluates the satisfaction and loyalty of 

users of mobiles of different networks. Perceptions of the mobile users from the primary 

source of information. 

3. Source of Data: The Primary data required for this study has been collected though 

questionnaire. The Secondary data has been collected from magazines, Journals, Newspapers 

and internet. 

4. Method of Data Collection: The Questionnaire method was adopted to collect data and 

questionnaire was personally collect from respondents. Mainly collected from Students I met 

them at their college and a few working people were met at their office and questionnaire 

were distributed to them. The questionnaire were Collected after three days to enable them 

to devote more time and care in giving accurate and meaningful data. The format of 

questionnaire was made like Scale method. The Questionnaire contains mostly structured 

questions with different alternative responses. These 200 questionnaires were selected to 

fulfillment of full particulars. 

5. Tools of Analysis: The Primary data collected from the consumers have been analyzed by 

using the following statistical tools: a) Chi-Square tests, b)Percentage Analysis, c)Correlation 

Analysis. 

 
Limitations of the Study  

 Every Attempt will be taken to obtain the error free and meaningful result but as nothing in 

this world 100% perfect 

 1. Respondents unavailability,  

 2. Less Knowledge of Respondents, 

 3. Respondents not able to differentiate among their Product.  

 

Review of Literature 

Thomas 2008 

 Empirical findings of the study showed that the respondents attended the event mainly for 

business and networking opportunities. Overall, they were satisfied with Hong Kong as the 

location for the ITU Telecom world 2006.Additionaly; there were no significant difference in 

perception between overseas and local attendees in all but two attributes. This Study showed 

that location, infrastructure and safety did not seem to influence attendee‘s decision for 

attending the event. Moreover, Attendees considered travelling to or visiting the destination 

would have low influence in their decision to attend the event. 

 

Muzammilhanif, Adnan Riaz, 2010 

 This research has explored the factors that affect the customer satisfaction. In this research 

paper telecom sectors subscribers in Pakistan are taken as population and customers services and 

price fairness are taken as independent variables while customer satisfaction is taken as 

dependent variable. Price fairness has a greater influence on the customer satisfaction and if 

price is affordable for customer they do use that network for a long period of time. 

 

Siew-Phaikloke et.al 2011 

 This study analyzed the impact of the service quality on the customer satisfaction in 

Malaysia‘s telecom industry. By taking the service quality dimensions (responsiveness, reliability, 

empathy, tangible aspects and assurance) their impact was examined on customer satisfaction by 
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using SERVQUAL model. A GSM provider 200 users participated in the Study. Regression analyses 

was conducted to ascertain the relationship between the service quality and the level of customer 

satisfaction as well as gap analysis was conducted to describe the importance and the satisfaction 

on each of the service quality‘s dimension. Results showed that empathy, assurance, reliability 

and responsiveness positively and significantly affected the attitude of customers on satisfaction 

and loyalty terms. Service quality is positively related to the satisfaction in all dimensions except 

the tangible aspect‘s area.  

 

Dr.Rajasekhara et.al 2012 

 Marketing is a dominant field of management. Now service marketing has attained equal 

importance as marketing of tangible products. Customer dissatisfaction and interaction 

frustrations with ETC employees were identified in this research. Problems relating to customer 

satisfaction in ETC were highlighted and for this purpose quantitative survey and personal 

interview method using structured questionnaire were used.ETC should revise existing practices 

and policies for customer retention. Total customer satisfaction by expecting attitudinal change 

among customers is also important. 

 
Correlation Analysis 

Age and Number of Years 

 Null Hypothesis (Ho): There is no significant relationship between Age and number of Years.  

r = 0.011. So, therefore this value is Positive Correlation. 

Inference: Since the value is positive there is relationship between age and number of years 

on network.  

 

Chi square analysis 

Service rendered and number of years on network 

 Null Hypothesis (H0): There is no significant relationship between Service Rendered and 

Number of Years. Degree of freedom = (C-1) x (R-1) (4-1) x (5-1) = 12. Level of significant 5% = 

0.05. Table Value = 21. Table Value is greater than calculated Value. Hence we accept the Null 

Hypothesis (H0) and reject the Alternative Hypothesis. 

 Inference: There is a no significant relationship between Service rendered and number of 

years on Network.  

 

First Choice of Network and Number of Years 

 Null Hypothesis (H0): There is n significant relationship between First Choice of Network and 

Number of Years. Degree of freedom = (C-1) x (R-1) (4-1) x (5-1) = 12. Level of significant 5% = 

0.05. Table Value = 21. Table Value is greater than calculated Value. Hence we accept the Null 

Hypothesis (H0) and reject the Alternative Hypothesis. 

 Inference: There is a no significant relationship between First Choice of Network and number 

of years on Network. 

 

Conclusion 

 This case study shown to the researcher that the mobile service provider are providing good 

services and providing best offers to their customers. Mobile Service Providers has been in the 

good position to provide the service to their customer and it has to improve some service like 

network, price and turnover of the company and the company should keep some effective 
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strategy for improve their competitiveness. The overall service and performance by the Mobile 

service Provider is good.  
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Abstract 

 A study on consumer demand is very important 
aspect for very manufacture for the effective 
supply. Consumer preference plays a right role to 
decide upon their production capacity. The research 
aim to study about the consumer preference and 
attitude towards purchasing the instant / mixed 
packed Masala products especially on Sakthi Masala 
products and Aachi Masala products in Tirupattur 
Town. The primary data are collected through the 
questionnaires from 72 respondents by Random 

sample method. The secondary data are collected 
from journals, websites and Research papers. The 
Study finds that, there are equal proportions of 
both the Sakthi and Aachi Masala users in 
Tirupattur. They use this Masala mainly for taste 
and there are satisfied and happily recommend their 
brand to others. Sakthi Masala products and Aachi 
Masala products are the best compensates in the 
market.  
Keywords: Sakthi Masala, Aachi Masala 

 
 

Introduction 

 Indian spices plays on very important role in Indian cooking styles. Now a day in this modern 

fast moving culture, the style of Indian cooking become faster by using readymade packed spices 

and Masalas. In everyday life instant food items are very much useful for their cooking with less 

time, energy, labour etc. In this constitute ‗N‘ number of Masala Private Limited companies are 

growing faster in last two decades. Sakthi Masala private limited and Aachi Masala private limited 

are played on very important role in Tamilnadu. 

 

Sakthi Masala Profile 

 In 1997, Sakthi trading company has transformed into Sakthi Masala Private Limited named 

after its brand name "SAKTHI". Now Sakthi Masala manufactures over 50 varieties of Spice and 

Masala powders, over a dozen varieties of Pickles, Flour varieties, Appalams, Ghee and Sunflower 

Oil. Sakthi Masala gives value addition to the agricultural products which helps and encourages 

the farming community to market their produces. Furthermore, they generate a lot of 

employment opportunities to the agricultural labours and rural people. The Company employs 

mostly women and differently abled persons from the rural areas and makes them to lead an 

honorary life.  

 Success of Sakthi Masala lies in the innovation of manufacturing procedures, as there were no 

definite machineries for specific production of spice and spice mixes. With the growing 

experience, suitable changes were made in order to match the requirements that made all the 

differences in manufacturing spice powders and spice mixes which retain the aroma and flavour. 

'Tradition and Technology perfectly blended' is the shibboleth of Sakthi Masala. The company uses 
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modern technology in drying the raw materials. The largest Solar heating channels by a Masala 

company in Asia, are used to dry the raw materials without losing its natural quality, flavor & 

aroma. Sakthi Masala is serving the society through Sakthi Devi Charitable trust, as extented arm 

Sakthi Masala. 

 

Aachi Masala profile  

 In 1998, The Aachi Masala started with a single product Liquid Blue and thereafter, introduced 

Masala products in rural and semi urban areas of Tamil Nadu. The Aachi Masala knew the 

abundant market potential of the ‗Bottom of the Pyramid‘. In just 12 years, AACHI has out beaten 

its competitors and has emerged as the No 1 FMCG Brand in Southern India. Today, AACHI has over 

150 products! There are over 3500 exclusive agents and over 10 lakh retail outlets all over India 

and abroad. In fact an AACHI product launched in Chennai today will be available in the remotest 

corner of Tamil Nadu within just six days and such is the vast and efficient retail marketing net 

work of Aachi. Aachi has provided employment to several hundreds of women and for over 40 

differently-abled persons etc. About 5000 families are dependent on Aachi and thus over 20000 

persons earn their livelihood because of Aachi.  

 

Statement of the Problems  

 Consumer is the king for very manufactures therefore knowing the consumer preference to 

their products is very much important. There are lots of Masala products producing companies in 

Tamilnadu out of that Sakthi Masala and Aachi Masala are most popular brands. The Researcher 

aims to study consumer preference in choosing their Masala brands. 

 

Objective of the study  

1. To known the consumer preference in choosing their Masala brands. 

2. To analysis the factors that affect the purchasing preference between Sakthi Masala and Aachi 

Masala. 

3. To find out the consumer satisfaction level of taste, price, quality and availability. 

4. To find out the effective media that influencing their preference in selecting their brand. 

 

Methodology Used for the Study 

 The researcher collected data in two ways a) Primary Data and b) Secondary Data. Primary 

Data is collected through scheduled questionnaire from 72 respondents, by random sample 

method. Secondary Data are collected from books, journals and website.  

 Statistical Tools Used: Percentage analysis methods are used to interpret the data and the 

results are presented with the help of tables and charts. 

 

Limitations of the Study 

 Due to limited time the study area was limited to Tirupattur Town and from total population 

only 72 numbers of respondents are selected as sample size.  

 

Analysis and Interpretation 

 Table 1 & Figure1, Represents that out of 72 respondents 26 % of them are belongs to 20-25 

age group, 28 % of them are belongs to 25-30 age group, another 28 % of them are belongs to 30 -

40 age group and 18 % of them are belongs to 41-50 age group . 
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Table.1: Age Group of Respondents   Figure 1: Age group of Respondents 
  

  

 

 

 

 

 

 

 
Table 2 and Figure 2, Represents that out 72 respondents 26 % of them are male and 74 % of them 

are female. 

Table 2: Sex Categories of Respondents Figure 2: Sex Categories of Respondents 

S. 

No. 
Particulars Frequencies Percentage 

1. Male  19 26 % 

2. Female  53 74 % 

Total 72 100 % 
 

 

 Table 3 and Figure 3, represents that out of 72 respondents 74 % of them are married and 26% 

of them are unmarried. 

Table 3: Marital Status of Respondents Figure 3: Marital Status of Respondents 

S. 
No. 

Particulars Frequencies Percentage 

1. Married  53 74 % 

2. Unmarried  19 26 % 

Total 72 100 % 
 

 

 Table 4 and Figure 4, represents that out of 72 respondents 17 % of them are SSLC holders, 4 

% of them are HSC holders, 24 % of them are UG degree holders, 53 % of them are PG degree 

holders and 3 % of them are illiterate.  

Table 4: Education Qualification of Respondents 

S. No. Particulars Frequencies Percentage 

1. SSLC 12 17 % 

2. HSC 3 4 % 

3. UG 17 24 % 

4. PG 38 53 % 

5. Illiterate  2 3 % 

Total 72 100 % 
 

Figure 4: Education Qualification of 

Respondents 

 
 Table 5 and Figure 5, represents that out 72 respondents, 90 % of them are Masala users and 
10 % of them are not used packed Masalas. 

S. No. Particulars Frequencies Percentage 

1. 20-25 19 26 % 

2. 25-30 20 28 % 

3. 30-40 20 28 % 

4. 41-50 13 18 % 

Total 72 100 % 
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Table 5: Users Masala products  

by Respondent 

S. 
No. 

Particulars Frequencies Percentage 

1. Yes 65 90 % 

2. No 7 10 % 

Total 72 100 % 
 

Figure 5: Users Masala products by 

Respondent 

 

 Table 6 and Figure 6, represents that out of 65 respondents, 49 % of them are Sakthi Masala 

users and 45 % of them are Aachi Masala users and 6 % of them are other Masala users. 

Table 6: Choose of Masala Product  

by the respondent 

S. 

No. 
Particulars Frequencies Percentage 

1. Sakthi Masala 32 49 % 

2. Aachi Masala 29 45 % 

3. Others 4 6 % 

Total 65 100 % 
 

Figure 6: Choose of Masala Product by the 

respondent 

 

 Table 7 and Figure 7, represents the consumer preference towards their choose, 59 % of 

Sakthi users and 69 % of Aachi users will prefer their brand for Taste and 31 % Sakthi Masala users 

and 10 % of Aachi Masala users will prefer their brand also for quality.  

Table 7: Consumer Preference to choose their brand 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Price - 0 1 3 % 

2. Taste 19 59 % 20 69 % 

3. Varity 1 3 % 2 7 % 

4. Availability 2 6 % 3 10 % 

5. Quality 10 31 % 3 10 % 

Total 32 100 % 29 100 % 

 

Figure 7: Consumer Preference to choose their brand 

 

 Table 8 and Figure 8, represents that the 

introducer of Masala brand to the respondents, 24 % of 

them are through their relatives, 38 % of them are 

through their friends and 17 % of them are through 

neighbors.  
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Table 8: Introducers of Masala brand to the Respondent 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Relatives 6 19 % 7 24 % 

2. Friends 8 25 % 11 38 % 

3. Neighbors 9 28 % 5 17 % 

4. Others 9 28 % 6 21 % 

Total 32 100 % 29 100 % 

 

Figure 8: Introducers of Masala brand to the Respondent 

 

 Table 9 and Figure 9, represented that the 

influencing media of their brand, out of 32 

respondents of Sakthi Masala users 97 % of 

them influenced by Television advertisement, 3 

% of them influenced through other media and 

out of 29 respondents of Aachi Masala users 90 

% of them are influenced by Television 

Advertisement and 7 % of them by other media. 

 

 

 

 

Table 9: Influencing Media of their brand 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Television 31 97 % 26 90 % 

2. Radio - 0 - 0 

3. Newspaper - 0 1 3 % 

4. Others 1 3 % 2 7 % 

Total 32 100 % 29 100 % 

 Table 10 and Figure 10, represents the availability factors of their brand, out of 32 

respondents of Sakthi Masala users 16 % told that very rare, 28 % told optimum and 56 % of them 

told that freely they get their brand. Out of 29 respondents of Aachi Masala users 14 % told that 

very rare, 38 % told optimum and 48 % of them told that freely they get their brand. 

 
Figure 9: Influencing Media of their Brand 
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Table 10: Availability Factors of their Brand 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Very Rare 5 16 % 4 14 % 

2. Optimum 9 28 % 11 38 % 

3. Freely  18 56 % 14 48 % 

Total 32 100 % 29 100 % 

  
 Figure 10: Availability Factors of their Brand 

  

 Table 11 and Figure 11, represents the 

recommendation of their brands to other, out of 

32 respondents of Sakthi Masala and 29 

respondents of Aachi Masala are 81 % and 90 % of 

them will recommend, 19 % and 10 % of them 

will not recommend respectively.  

 

 

 

 

Table 11: Recommendation Factors of Respondents to others 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Yes  26 81 % 26 90 % 

2. No 6 19 % 3 10 % 

Total 32 100 % 29 100 % 

 
Figure 11: Recommendation Factors of Respondents to others 

 Table 12 and Figure 12, represents the 

number of years using their Masala brands, out 

of 32 respondents of Sakthi Masala and 29 

respondents of Aachi Masala, 56 % and 38 % use 

their brand below 5 years, 34 % and 48 % use 

their brand for 5 to 10 years, 9 % and 14 % use 

their brand for above 10 years respectively. 

 

 

 

Table 12: Number of Years of Using their Masala Products 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Below 5 years  18 56 % 11 38 % 

2. 5 – 10 years 11 34 % 14 48 % 

3. Above 10 years  3 9 % 4 14 % 

Total 32 100 % 29 100 % 
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Figure 12: Number of Years of using their Masala Products 

 

 Table 13 and Figure 13, represented the 

satisfaction level of respondents of Masala 

users. Out of 32 respondents and 29 

respondents of Sakthi Masala and Aachi Masala, 

22 % and 45 % are Highly satisfied of their 

brand, 72 % and 41 % are satisfied of their 

brand, 6 % and 14 % are moderately satisfied 

respectively and 0 % of both will dissatisfied of 

their brand. 

 

 

 

Table.13: Satisfaction level of Respondents Masala products 

S. No. Particulars 
Sakthi Masala Aachi Masala 

Frequencies Percentage Frequencies Percentage 

1. Highly Satisfied 7 22 % 13 45 % 

2. Satisfied 23 72 % 12 41 % 

3. Moderately Satisfied 2 6 % 4 14 % 

4. Dissatisfied - 0 - 0 

5. Highly Dissatisfied - 0 - 0 

Total 32 100 % 29 100 % 

 

Figure 13: Satisfaction Level of Respondents Masala Products 

Finding of the Study 

1. Female respondents are more from the 

sample. 

2. 90 % of the respondents are Masala users. 

3. Out of 72 respondents 49 % of 

respondents are Sakthi Masala user and 

45 % of respondents are Aachi Masala 

user. 

4. 59 % of the respondents of Sakthi Masala 

and 69 % of the respondents of Aachi 

Masala, shows their preference to choose 

the packed Masala mainly for taste. 

5. 28 % of respondents of Sakthi Masala users known about their brand through neighbors and 

others, 38 % of respondents of Aachi user known this brand through their friends. 

6. 97 % of Sakthi Masala users and 90 % of Aachi Masala users of their brand are influenced by 

Television Advertisement.  

7. Both the Masala users are satisfied with their brands.  

8. 81 % of Sakthi Masala users and 90 % of Aachi Masala users will recommend their brand to 

others. 

9. Both the users will preference there brand of Masala by more or less equal factors. 
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Conclusion 

 Sakthi Masala and Aachi Masala are very much influencing their customers with best taste, 

favors and very good Television advertisements. Both the companies were growing in equal 

proposition in the market according to the consumer preference. The newly formed Masala 

companies will follow the strategies of Sakthi and Aachi Masala for their improvements. 
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Abstract 
 Objective: The Objective of this research is to 
provide an intermediate step to understand the 
relationship between total quality management and 
devotee satisfaction. This study presents research 
which examines the structural relationship between 
quality management and devotee satisfaction in 
Worship place - Indian Temple -Sripuram Golden 

Temple. Particularly, the effects of quality 
management, Sevarthies engagement, continuous 
improvement, and devotee satisfaction are tested. 
We examined the research model and the research 
hypotheses basis for applying TQM techniques.  
Keywords: Worship Place, Indian Temple, TQM, 
Sevarthy Engagement, Continuous improvement, 
Devotee satisfaction.  

 
Introduction  

 Temples like Sripuram today attracts huge number of devotees and  

in turn face incredible pressure to continually improve the quality of their services to the 

devotees visiting temples not only from with in India and also from Overseas, while simultaneously 

reducing maintenance costs to meet ever-increasing legal and environmental requirements and to 

meet changing devotee needs and remain competitive. These days, the economic position of India 

has weakened. The main cause of this problem is the prevailing system of management. Head of 

the Institutions and Executive Officers usually address the optimization of a system that would 

offer improvement and excellence in service. A system must have an aim. ―Without an aim, there 

is no system‖ To attract more people to visit, Temples try to adopt quality management programs 

and productivity improvement programs.  ―Quality has always been an important issue for people 

as well as for Temples. Quality of Experience is a measure of a devotee's experiences with a 

service. It focuses on the entire service experience, and is a more holistic evaluation than the 

more narrowly focused user experience.‖ As transition from a service economy to the new 

experience economy, ―Profound Affection means that devotees‘ hearts are moved and their souls 

are touched. Profound affection is a very comprehensive state, which is a result of a combination 

of sensing, intellectual/cognitive, emotional, social, behavioural and spiritual experiences.‖   

―Total Quality Management is a management philosophy with a vision aiming by increased devotee 

satisfaction through continuous improvement in which all sevarthiesactively participate‖. 

 Total Quality Management (TQM) is the business world‘s leading management method. 

Temples employ this to improve their service quality with the hopes of improving typical 

measures of Seva performance.  

 Theoretical Background: Quality Management consists of three factors. These three factors 

are quality leadership, process management, and devotee focus. In a temple, the Head of the 

institution establishes the mission, vision, and core value of the organization.  



Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
139 | P a g e  Shanlax International Journal of Commerce 

 

A quality leader should create and maintain the internal environment in which people can become 

fully capable in achieving the quality objectives. ―Successful implementation of quality oriented 

management requires effective change in an organization‘s culture, and it is almost impossible to 

change an organization without a concentrated effort by management aimed at continuous 

improvement, open communication, and cooperation throughout the value chain.‖ Process 

Management represents how the work in an organization is accomplished and leads to successful 

results. ―Process management entails taking a preventive approach to quality improvement such 

as designing processes that are fool-proof and that provide stable production schedules and work 

distribution to reduce process variation by building quality into the product during the Service 

stage. Devotee focus begins with sevarthies‘ minds. This requires an attitude of putting devotee 

first and a belief that this principle is the object of one‘s work or service. 

 Quality Management: Framework Quality is based on competitive priorities. Quality 

management includes items such as Quality leadership, Process management, and devotee focus. 

Such items are also referred to as capabilities.  

Sevarthy Engagement: is rooted in the psychology of human need. Engagement begins with 

involvement. Sevarthy Engagement is the origin of competitiveness. ―Sevarthy engagement simply 

means that sevarthies have a strong emotional bond to temple administration. Then they actively 

involve themselves in the decision making process and feel more committed to their seva, feeling 

that their sevas are important 

 Continuous Improvement: Temple authorities should try to and adapt to a continuous 

improvement program. Temple Authorities‘ Job is to provide the leadership for continuous 

improvement and learning. ―Continuous improvement should be a part of the management of all 

systems and processes.‖ Improvement and learning need to be embedded in the way an 

administration operates.  

 Improvements in quality will result in more satisfied devotees with greater loyalty and 

increased devotees inflow not only from various part of India, but also from various countries of 

the World. 

 Devotee Satisfaction: ―Today, most Executive Officers agree that the main reason to pursue 

quality is to satisfy the devotee.‖ The quality effort requires a new way of thinking about the 

devotee, and thinking as well about new devotees. The view of quality as the satisfaction of 

devotee needs is often called fitness for use. Merely satisfying devotee needs will not achieve 

success. To attract the devotees to visit again and again to the temple qualitymust often exceed 

devotee expectation. The reason for this definition of quality is meeting or exceeding devotee 

expectations. Devotee satisfaction is fundamental to a high performing temples likeSripuram. 

 QM=Quality Management, SE=Sevarthy Engagement, CI=Continuous Improvement, CS=Devotee 

Satisfaction. In quality management and operation management, ―quality is very important 

operation activities.‖ (Sevarthy engagement, continuous improvement, devotee satisfaction, 

―excellence in quality management has an impact on sevarthyengagement, devotee satisfaction, 

and continuous improvement.‖ A synthesis of these findings leads to our next three model 

hypotheses. A .Quality management is positively related to employee engagement. B .Quality 

management is positively related to devotee satisfaction. C. Quality management is positively 

related to continuous improvement.  

 Devotee satisfaction refers to an integrated approach to temple‘s performance management 

results in the delivery of ever-improving value to devotees. Devotee satisfaction is a 

characteristic of today‘s most outstanding temple and is a requisite for providing high quality 
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services. In the context of the social exchange theory, ―Severities will be loyal to their 

management and devotees by being committed to putting extra effort into offering services with 

a high level of quality as a means of reciprocity to their organization.‖ The literature reveals 

―strong links between quality management and devotee satisfaction.‖. The findings provide the 

theoretical basis for hypotheses. D. Employee engagement is positively related to devotee 

satisfaction. E. Continuous improvement is positively related to devotee satisfaction. Method 

Survey instrument Development of the measurement scales for each construct in the research 

model proceeded through a series of steps. The measures used in this study were drawn from a 

well-established instrument in operation, marketing and service operation management. Quality 

Management Quality Management (QM) is concerned with the overall perception of the 

performance of the quality offered by the Temple.  

 Continuous improvement should be a part of the management of all system and process. 

Continuous improvement refers to both incremental and breakthrough improvement. Excellence 

in quality is possible through repetitions of the PDCA (Plan Do Check Act) cycle. Once a problem is 

solved, another opportunity is identified for a new round of improvement. Devotees as 

Respondents were asked to rate four items on a five-point scale with points, 1=Poor, 2 = Average, 

3 = Good, 4= Very Good and 5=Excellent  

 Devotee satisfaction, We referred to devotee satisfaction as the overall emotional state of a 

devotee from his and her experience with the Temple. Devotee satisfaction is fundamental to a 

high performing organization. ―Devotee satisfaction is an important performance outcome for 

industrial operations and is one of the most viable means of influencing devotee loyalty.‖ 

Devotees as respondent were asked to rate four items on a five-point scale with points,1=Poor , 2 

= Average , 3 = Good, 4= Very Good and 5=Excellent- Sample. We obtained 100completed 

questionnaires out of 120 after dropping 20 with any questionnaires which were not properly 

returned or those questionnaires which were not duly completed. 

 Findings: This research revealed that the benefit of establishing total quality management 

emerges from leadership and sevarthies commitment so that temples are able to gain a 

sustainable performance excellence. High levels of TQM have a significant, positive impact on 

devotee-satisfaction.  

 Methodology/Approach: This study examined a research model for quality management. A 

questionnaire was developed and survey data was collected. The sample was chosen from the 

total devotees visiting the temple from various places. Feedbacks were collected from  

100 Devotees visiting from various places. The study adopts the Input-Process - Output concept 

model to construct a variable research model. 

 Research Limitation: We have evaluated the devotee satisfaction level using limited 

devotees‘ feed backs. This may lead to statistical error. Upon examining this research, 

organizations should focus on TQM orientation thinking and execution.  

 Value of paper: In the past, the relationships between total quality management (TQM), total 

quality activities, and devotee satisfaction were not clear. In this study however, the researcher 

data satisfaction survey based on TQM theories. Many temples have not considered TQM to be an 

appropriate tool for creating value and do not recognize its potential for detailed plan. The study 

presents that the basic principle (TQM) and provides strategic implications.  
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Result Analysis  

 
Figure 1: Plan Do Check Act Cycle 

 

 
Figure 2 : Devotee Satisfaction through Sevarthy  

Involvement and continuous improvement 
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Figure 3 : Relativity between key factors  

 

Dear Devotee, 

Greetings to you .Thanks for the excellent opportunity and continued patronage shown on us.  
To serve you better and to understand YOUR OPINION on US, we kindly request you to spend some 
valuable time of yours to rate us thru this Devotee satisfaction Survey Form.  

Sl.No Parameter 

Rating 

1 
Poor 

2 
Average 

3 
Good 

4 
Very 
Good 

5 
Excellent 

1 
Seva details furnished by the 
temple is 

8 2 10 16 64 

2 The Parking facility is  2 5 6 70 17 

3 
Deposition of your personnel 
belonging is 

0 10 14 26 50 

4 
Scanning area inside the temple 
is 

0 2 10 75 13 

5 
Snacks and beverages available 
inside the temple is 

5 10 50 30 5 

6 Toilet facilities of the temple is 0 0 35 40 25 

7 
Provision of Wheel Chair 
facilities are  

0 0 67 13 20 

8 
Cleanliness maintain in the 
temple is 

0 0 10 80 10 

9 Helpful Sign Boards 0 0 10 70 20 

10 Deity Dharsahan is 0 0 10 85 5 
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Figure 4: Devotee Satisfaction Survey Form 

 
Figure 5: Devotee Satisfaction Survey - Bar Chart 

 

Conclusions  

 Lack of quality-is a vital issue in every one‘s and every Institution‘s life. Devotee-driven 

quality is fundamental to high-performing temples. In this study we developed and tested the 

relationships between quality management, sevarthy engagement, continuous improvement, and 

devotee satisfaction. The results lend strong support for the assertion that quality management is 

an important determinant of devotee satisfaction. The results are consistent between (SI)Sevarthy 

involvement and (DS)Devotee Satisfaction was slightly lower than expected. Quality based on 

strong leadership is an essential goal for management activities. Sevarthyengagement and 

continuous improvement (CI) are mediating factors to boost devotee satisfaction. It seems 

essential that sevarthyoriented management by such means as facilitating employee (sevarthy ) 

training, empowerment, compensation and so on be strengthened. To meet temple‘s mission and 

attain its vision, senior leaders have built a culture that encourages high performance and 

satisfaction by engaging in their respective staff forces. In a temple , to increase quality 

activities, Temple Authorities should sustainably stress quality. Quality is not only a basic factor 

of work but also the origin of competency. Quality management can be started through quality 

leadership, devotee focus, and process management. High quality offered by a temple would lead 

to devotee satisfaction. Excellence quality was shown to be positively related to devotee 

satisfaction in Temple. 
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Introduction 

 In the rapidly changing social economical, political, environmental and technological 

situations, the world-over companies are under tremendous pressure to respond to the changes. 

The changes are more accelerated with the onset of Liberalization, Privatization & Globalization. 

Today is not like yesterday and tomorrow will be different from today. Traditional nature of 

Trade, Commerce & Industry is going to replace by new one and information technology (IT) is 

playing a predominant role in it. Competitive economies produce more wealth then highly 

regulated and planned economies. So, many countries are privatizing state owned companies for 

the benefit of competition. A whole world people became the customer of business. The no hold 

barred competition had given rise to marketing challenges before business. The market with 

choice and ready availability as its crucial feature forced the companies of India to resort to the 

best marketing practices as adopted in the highly advanced countries. If we want economic 

development in freedom and responsibility, we have to build it on the foundation of marketing. 

Without marketing, production & development of any business is not possible. Marketing is 

backbone of business. 

 Due to changes in information technology, use of Internet has become common feature of 

economy. The new competitive situation has changed the situation leading to new global life 

style. Computer based information, use of internet and intranet services, web wisdom, ERP; thus 

widening the increasing nature & scope of e-marketing. The market place is not what it used to 

be. Marketing is typically seen as the task of creating, promoting & delivering goods & services to 

consumer and businesses. This marketing is now done electronically. E-commerce is now doing the 

exchange of products, services, information & payments through the medium of computers or 

electronic networks. 

  The term Electronic Commerce describes a wide variety of electronic platform such as 

sending of purchase orders to supplier through Electronic Data Interchange (EDI), the use of FAX 

and e-mail to conduct transaction, the use of ATM, EFTPOS (Electronic Funds Transfer at Point Of 

Sale). Smart Cards to facilitate payment & obtains digital cash & use of Internet & online services. 

Firms know, how to market over the Internet & new multimedia with a tremendous potential to 

achieve competitive edge. On-line marketing is now playing important role in this competition. E-

commerce, Retail Management, Wholesaling, Brand loyalty, changing buyers behaviors‘ are some 

of the recent trends in marketing. But in this paper only ‗On-line Marketing‘ is taken into 

consideration. 
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Meanings of online marketing 

 Company efforts to market products and services and build customer relationships over the 

internet. A vast public web of computer networks that connects users of all types all around the 

world to each other and to an amazingly large ―information repository‖. The web has 

fundamentally changed customer‘s notions of convenience, speed, price, product information, 

and service. As a result, it has given marketers a whole new way to create value for customers 

and build relationships with them. 

Definition of online marketing 

 In its simplest form, the term online marketing 

refers to using the power of Internet advertising to 

generate a response from your audience. Also known 

as Internet marketing or web marketing, online 

marketing is used by companies selling goods and 

services directly to consumers as well as those who 

operate on a business-to-business model. 

 
Ways to conduct online marketing 
Website  

 Website help customers to compare prices and services of particular products offered online 

to choose the best quality product at competitive price. Companies can open their own website to 

give information about products and services given by the firm. 

E-Mail  

 A Company can encourage prospects and customers to send the questions, suggestions and 

even complaints to be company via e-mail. The company may also develop Internet based 

electronic mailing list. Using the lists online marketers can send out customers; newsletters,  

special products and promotion offers based on purchasing histories reminders of service 

requirements or warranty renewals or announcement of special events. 

Forums, News Group & Bulletin Boards  

 Business may participate in or sponsor Internet forums, news groups and bulletin boards that 

appeal to special interest groups. 

Web-Communities  

 These are commercially sponsored web-sites where members engage themselves on line & 

exchange views on issues of common interest. On-line buyers join interest groups to share product 

related information having an important buying influence. Marketers can do on-line marketing by 

creating an electronic presence on the internet; placing ads online, participating in forums, news 

groups, bulletin boards and web communities and using e-mail and web-casting. 

Online Marketing Domains  

The four major online marketing domains are  The four major online marketing domains are   

            Targeted to consumer   Targeted to Businesses   

 Initiated by  

      Business      

  Initiated by  

   Consumer 

 

 

3.1 BUSINESS-TO-CONSUMER (B2C) ONLINE MARKETING:  

 

B2C 

Business-to Consumer 

B2B 

Business-to Business  

C2C 

Consumer- to –Consumer  

C2B 

Consumer –to-Business 

Online marketing can be 

classified by who initiates if an 

to whom it’s targeted.  As 

consumers, were most familiar 

with B2C is also flourishing  
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Business-To-Consumer (B2c) Online Marketing 

 Business selling goods and services online to final consumer. The popular press has paid the 

most attention to business-to-consumer (B2C) online marketing—businesses selling goods and 

services online to final consumers. Today‘s consumers can buy almost anything online-from 

clothing, kitchen gadgets, and airline and railway tickets to computers and cars. Online consumer 

buying continues to grow at a healthy rate. More than half of all U.S. households now regularly 

shop online. Last year, US. Consumers generated $175 billion in online retail sales, up 22 percent 

from the previous year.'                                                                                                                                                                                                                                                                                                                     

By 2010, the Internet will influence a staggering 50 percent of total retail sales. • Thus, 

smart marketers are employing integrated multichannel strategies that use the Web to drive sales 

shier marketing channels. The Web site also offers several tour packages for tourists and runs 

special trains for foreign tourists, taking them through various heritage sights and familiarizing 

them to the glorious past of India. A number of other theme-based packages are available, such as 

"adventure," "wildlife," "hills," and "spiritual.") 

 

Business-To-Business (B2b) Online Marketing  

 Businesses using business –to- business websites, e-mail, online catalogs, online trading 

networks and other online resources to reach new business customers, serve current customers 

more effectively, and obtained buying efficiencies and better prices. Most major business-to-

business marketers now offer product information, customer purchasing, and customer-support 

services online. For example, corporate buyers can visit Sun Microsystems' Web site, select 

detailed descriptions of Sun's products and solutions, request sales and service information, and 

interact with staff members. Some major companies conduct almost all of their business on the 

Web. Networking equitant and software maker Cisco Systems takes more than 80 percent of its 

orders over the Internet. 

 

Consumer-To-Consumer (C2c) Online Marketing  

 Online exchanges of goods and information‘s between final consumer, and communication 

occur on the web between interested parties over a wide range of products and subjects. In some 

cases, the internet provides an excellent means by which consumers can buy or exchange goods or 

information directly with one another. For example, eBay, Amazon.com Auctions, Overstock.com, 

and other action sites offer popular market spaces for displaying and selling almost anything, from 

art and antiques, coins and stamps, and jewelry to computers and consumer electronics. 

 
Consumer-To-Business (C2b) Online Marketing  

 Online exchanges in which consumers search out sellers, learn about their offers, and initiate 

purchases, sometimes even driving transaction terms. The final online marketing domain is 

consumer-to-business (C2B) online marketing. Thanks to the Internet, today's consumers are 

finding it easier to communicate with companies. Most companies now invite prospects and 

customers to send in suggestions and questions via company Web sites. Beyond this, rather than 

waiting for an invitation, consumers can search out sellers on the Web, learn about their offers, 

initiate purchases, and give feedback. Using the Web, consumers can even drive transactions with 

businesses, rather than the other way around. For example, using priceline.com, would-be buyers 

can bid for airline tickets, hotel rooms, rental cars, cruises, and vacation packages, leaving the 

sellers to decide whether to accept their offers. 

 

http://k.com/
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Benefits of Online Marketing 

 The buyers can get the information about product and services at any time, at any place 

without wasting time, money and efforts in visiting stores. 

 Customers can get the information about companies, products, competitors and prices 

without leaving their office. 

 Absence of intermediaries develops faith of the buyers on the sellers. 

 Customers don‘t have to face salespersons and they also don‘t have to wait in line. 

 Marketers can know how many persons have visited online site and help them to improve their 

offers & ads. 

 Marketer can reach customers all over the world at a very low cost & in a very short period of 

time. 

 Communication on one to one basis at a very low cost & data collection is possible. 

 Marketer can develop close relation with customers who assure repeated orders clearly. 

Marketers are adding online channels to find, reach, communicate & sell. There is no limit on 

advertising space. Every firm can afford it. Information access & retrieval are fast compared 

to overnight mail & even FAX. Shopping can be done privately & swiftly. 

 

Limitations of Online Marketing: 

 Customers can not physically examine the product before purchasing which is need of 

customer. 

 A good customer does not want to buy online with their debit & credit cards because they feel 

that hackers may misuse theirs cards. 

 In India customer don‘t trust online marketing. 

 In several countries including India, there are problems of delivery. This may be due to poor 

infrastructure in terms of roadways and airways so there are often delays in getting products 

ordered online. 

 In India there is low density of PC‘s & Internet. Internet log on is of poor quality. 

 Online marketing is neither for every company nor for every product. 

 Internet offers millions of web sites. Many sites go unnoticed and even visited sites must 

capture visitors‘ attention within eight seconds or lose them for another site. 

 Consumers‘ worry about privacy, companies might make unauthorized use of their names and 

other information, such as selling it to others. 

 

Problems Faced by Small Business on Online Marketing  

 Marketing effectively online is a challenge. As technology evolves at a rapid pace and new 

tools are introduced to the market on a daily basis, it‘s hard for constantly wired millennial to 

keep up, let alone small brick and mortar business owners who spend little time on the web. It‘s 

easy for small businesses to take the crucial first step and design a website with Base Kit. 

However, challenges still exist in spreading awareness of their online presence and attracting 

customers to their store on the virtual streets. Here are the 11 biggest problems faced by small 

businesses marketing online. 

 Failing to recognize the opportunities and the benefits that can be derived from 

exploiting them. For an online marketing plan to be effective, it is important to thoroughly assess 

the market and know what tools are available. For many small businesses, the powers of Face 

book and Twitter are not apparent without digging deeper with some research. 

http://www.basekit.com/web-designer
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 Lacking technical knowledge. For a small business owner who is not web savvy, playing with 

new technologies can be daunting. It is often easier to avoid the unfamiliar but the best advice is 

for small businesses to dive in head first and get their hands dirty. Many online marketing tools 

are easy to learn to use, with a steady learning curve allowing for more advanced use of the tool 

as small business owners become more technically literate. 

 Lacking time. It does take time to learn how to use different tools and to explore the world 

of online marketing. However, it is time well spent for small businesses investing in the future of 

their business. Once online accounts have been setup, maintenance takes far less time. 

 Lacking money. Like most things, online marketing is easier when there is plenty of money 

available to use on it. Lack of funds is an easy excuse for small businesses wanting to avoid 

dipping their toes into the world of online marketing. Fortunately, there are many tools and 

services online that are completely free. The lack of funds is a potential opportunity to get 

creative with what is available.  

 Seeing marketing as a quick fix. Online marketing takes time to see results. It is a relatively 

slow process to begin with. However, momentum can pick up quickly once the metaphorical ball 

is rolling. It is the same situation with content marketing which involves creating, curetting and 

sharing high quality content. 

 Failing to clearly establish goals. Goals need to be specific, measurable, attainable, relevant 

and timely. It is common for small businesses to be too vague when defining what they want their 

return on investment to be. 

 Failing to identify what is unique. For small businesses, knowing their unique selling point 

and using it to differentiate themselves in the marketplace is crucial. Avoiding the temptation of 

being too general can be the difference between success and failure when marketing online. 

 Misunderstanding the art of two-way conversation. The nature of online marketing is very 

different to traditional offline marketing. It involves creating conversation and engaging with 

customers. This shifted paradigm is often difficult for small businesses to comprehend at first. 

The online community is receptive to people, not robots. 

 Failing to establish consistency. Setting up social networking accounts and then leaving them 

inactive is a recipe for doom. All the efforts that small business may put in will be lost if they are 

not regularly updating. Keeping customers engaged is key. 

 Not finding the killer marketing combo straight away. Online marketing requires some trial 

and error. Sometimes small businesses find that a certain tool is not useful for their business 

needs. At other times, they may need to adjust and tweak how they are using an online marketing 

tool. Many small businesses lose heart when they see their social media campaigns not giving 

them the results that they initially expected. The key is in experimenting and discovering what 

works best. 

 Selling before offering any value. Online marketing requires providing value to customers, 

not just bombarding them with sales pitches. Small businesses often make the mistake of using 

their Twitter Feed solely for sales and promotions. It is important for small businesses to create 

valuable content on their blog, share interesting articles on Face book, create conversation on 

Twitter and so forth. The human element of online conversations should never be overlooked. 

 Promise and challenges of online marketing. Online marketing continues to offer both great 

promise and many challenges for the future. Its most ardent apostles still envision a time when 

the Internet and online marketing will replace magazines, news-papers and ever stores as sources 

for information and buying, most marketers, however, hold a more realistic view. To be sure, 
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online marketing will become a successful business model for some companies internet firms such 

as a Amazon.com , eBay, and Google; and direct marketing companies such as Dell. However, for 

most companies, online marketing will remain just one important approach to the market place 

that works alongside other approaches in a fully integrated marketing mix.  

 Despite the many challenges, companies large and small are quickly integrating online 

marketing into their marketing strategies and mixes. As it continues to grow, online marketing 

will prove to be a powerful direct marketing tool for improving sales, communicating company 

and product information, delivering products and services, and building deeper customer 

relationships.  

 

Conclusion 

 With the development in information technology, the marketers will overcome the above 

challenges. Online marketing is vital in even changing market. In Indian context online marketing 

is in the beginning stage, for its development, great amount of computer literacy & internet 

acquaintance is required. To solve the problems of existing physical marketing virtual (sky) 

marketing is required and e-marketing will fulfill this requirement. Indian customers are more 

habited and find of to see & physically verify the products, while they are purchasing the product. 

In view of the rapidly changing competitive global market, enterprises are striving to achieve 

improvement in performance, customer satisfaction, quality service, security and profitability. 

This is possible only with the passage of time. Marketing would change with changing situations. It 

will secure its important position let it be change its nature. It is everlasting, ever-changing & 

always given new direction for research. 
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Abstract 
 Traditionally, marketing used to be only 
accountable for driving awareness and interest. But 
as digital technology arms the buyers with more 
opinion- shaping information like reviews, social 
media, content, forums, so marketing is taken as an 
important content which is more responsibility for 
sales. In essence the marketing function is the study 
of marketing forces and factors and the 
development of a company‟s position to optimise its 
benefit from them. In present scenario it is very 

difficult for any business without marketing.  
So marketing plays an important role in boosting up 
the sales in business. Due to the technological 
development the marketing department in any 
company plays a vital role in framing the strategy in 
order to compete with the competitors. This 
research will inform about marketing and its 
concepts, importance, role of E-marketing and 
function of marketing management. 
Keywords: Marketing, importance of marketing,  
E-marketing, marketing management. 

 

Introduction 

 Many large and small organizations seek success. A myriad factor contributes in making a 

business successful- strategy, dedicated employees, good information systems, excellent 

implementation. However, today successful companies have one thing in common. Like Nike, 

their success comes from a strong customer focus and heavy commitment to marketing. These 

companies share an absolute dedication to sensing, serving and satisfying the needs of customers 

in well-defined markets. They motivate everyone in the organisation to deliver high quality and 

superior value for their customers which leads to high levels of customer, market share and 

profits. 

 Many people think that only large companies operating are highly developed in economies but 

sound marketing is critical to success in every organisation, whether large or small, domestic or 

global. In the business sector, marketing spread most rapidly in customer packaged-goods 

companies, consumer durable companies and industrial equipment companies. Within the past 

few decades, however, consumer service firms, especially airline, insurance and financial services 

companies have also adopted modern marketing practices. Business groups such as lawyers, 

accountants, medical practitioners and architects too have interest in marketing, to advertise and 

price their services aggressively. Marketing has also become a vital component in the strategies of 

many non-profit organisations such as schools, charities, hospitals performing arts groups and 

even police department. 

 

Study of Marketing 

 There are many different approaches to the study of the marketing subject. While the variety 

of approaches contributes to the dynamism of marketing scholarship, the same diversity may 

confuse readers who expect marketing to be a unified subject. Readers may think that marketers 

are being contradictory when actually they represent different approaches to the subject. To 

begin with it is important to distinguish the practice of marketing from its academic study. From 
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earliest recorded history markets have existed as a means of bringing producer and customers 

together. One might also point to medieval countries as being early consumers[McCracken, 1990]. 

On the other hand, it can be argued that it is wrong to reach back into history in order to label 

practices.  

 
Concept of Marketing 

 There are five distinctive marketing concept types or approaches to achieve effective 

marketing.  

 The Production Concept 

 The Product Concept 

 The Selling Concept 

 The Marketing Concept 

 The Societal Marketing Concept 

 

Getting Word Out 

 For a business to succeed, the product or service must be known to potential buyers. Unless 

your business is known in the community and have communication with your customers are readily 

available, you have to use marketing strategies to create product or service awareness. Without 

marketing, your potential customers may never be aware of your business offerings and your 

business may not be given the opportunity to progress and succeed. It promotes your product and 

service in which company provides your business with a chance of being discovered by prospective 

customers. 

 
Higher Sales 

 Once your product, service of a company gets on the radar screen of your prospects, it 

increases your chances in which consumers will like to purchase. As awareness becomes a reality, 

it also points where new customers start to spread the word, telling friends and family about the 

new product they discovered. Your sales will steadily increase as the word spreads. Without 

employing marketing strategies, these sales may not have ever happened without sales, a 

company cannot succeed. 

 

Company Reputation 

 The success of a company often rests on a solid reputation. Marketing builds brand name 

recognition or product with a company. When a company reaches the high expectations of the 

public, its reputation stands on firmer ground. As your reputation grows, the business expands and 

sales increase. The reputation of your company is built through active participation in community 

programs, effective communication externally of quality products or services, which are created 

or supported by marketing efforts. 

 

Healthy Competition 

 Marketing also focus on environment for healthy competition. Marketing efforts get the word 

out on pricing of products and services, which not only reaches the intended consumers, but also 

reaches other companies competing for the consumers‘ business. As opposed to companies that 

have a monopoly on products and services that can charge almost any price, marketing helps the 

keep price competitive for a business to try to win over consumers before its competition does. 

Without competition well known companies would continue to sell while lesser known companies 
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or new companies would stand little chance of ever becoming successful. Marketing facilitates the 

healthy competition that allows small businesses and new businesses to be successful and grow in 

the marketplace. 

 

Role of Marketing in Business 

 The consumers can better understand by knowing more about the consumers and also 

analysing ways of providing their needs. The information curve of the marketer's can be enhanced 

based on the growing information of the customer's. It is highly significant to deliver the correct 

goods and products to the consumers with precision, in order for the consumers to be satisfied. A 

cheap and extensive, method of communication is the E-mail. Electronic marketing can also be 

used in the scenario of Customer loyalty. The buying behaviour of the consumers are tracked by 

the companies, for which in depth databases are created.Another business scenario where online 

marketing is utilized is globalised reach. Online marketing is used for an organization to obtain 

competitive intelligence. It is useful for the competitor's to analyse our market information using 

the World Wide Web, and vice-versa. 

 Corporate recruitments are another sector utilizing online marketing resources. Workers, 

advisors, government papers, specialty trades or common contractors can be traced using the 

above mentioned method. [REEDY, J. & SCHULLO, S., 2004] 

 

Functions of marketing management 

 Every business companies hold a separate department for marketing which has an important 

role of managing all the marketing function. The following are some of the important role which 

the marketing department should do to manage all the marketing activities. 

 
Buying 

 It is an important function in all business concerns. The manufacturing firms are required to 

purchase huge quantities of raw materials and other requisites. The trading firms buy goods for 

the purpose of selling than to others. Buying activity is interlinked with the selling activity. 

Economy and efficiency in a buying function on the part of the manufacturers or traders will 

enable them to earn more profits. Properly speaking, buying involves taking a few important 

decisions such as quantity, quality and variety required to be purchased and calls for determining 

the time of purchase, source of supply, and the terms of purchase. 

 

Selling  

 The primary objective of a business enterprise is realised through the activity of selling by 

way of supplying goods and services to the consumers. ―Selling is the process whereby goods and 

services finally flew to the consumers who need then and the firm performs its function of 

distributing its products among consumers.‖ 

The most common methods adopted for demand creation are:  

1. Personal selling i.e. the engagement of salesmen to convince the consumers about the 

usefulness of the products. 

2. Advertising i.e. appealing to sate basic needs car instincts of the consumers and inspiring than 

to accept or buy the products. 

Transportation 

 In marketing, transport discharges an important function since the entire activities of 

assembling and dispersal of goods are done with the help of same forms of transport. Transport 
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imparts place utility to goods by moving than from different centres of production to the places of 

consumption. 

There are several means of transport which may be grouped under three heads:  

• Land transport,  

• Water transport and  

• Air transport. 

 Motor; trucks and railways are the two principal forms of land transport. Water transport 

comprises inland and foreign shipping. Air transport was confined to the carrying of passengers so 

long, but gradually it is making headway as a carrier of goods.  

 

Storing 

 It is an important function of marketing. It adds both ‗time utility‘ and ‗place utility‘ to the 

goods. Further, by holding the goods in different warehouses situated at different places, it 

ensures a prompt supply of goods to those market areas where they are wanted. If transporting 

and advertising are designed to widen the market, then storage is an essential function fear 

deepening the market.  

 
Standardisation, Grading and Branding  

 A standard is an established measure or concept of quality which provides a model for 

comparison between the products of the same kind. Standards describe the nature and 

characteristics of the products with reference to shape, size, colour and performance. 

Standardisation convey the idea of uniformity and identity in respect of quality or some other 

matters. In manufacturing operations, standards play an important part in securing efficiency and 

economy. As manufactured goods are standardised in the productive process, they do not require 

any standardisation in the sphere of marketing. But farm products and mining products are 

supplied in the market in different qualities and with varying features. There is a lack of 

uniformity or standardisation in the variety of natural products available from the soil.  

 
Market Financing 

 It is an important function of both marketing and production. Like a manufacturing concern, a 

marketing enterprise requires fixed capital as well as working capital. However; this requirement 

of fixed capital is comparatively much lower than that of working capital. Working capital is 

needed in marketing to carry stocks of goods, to extend trade credit, and to meet operating 

expenses like salesmen‘s wages, advertising, transporting and office expenses. 

 

Pricing 

 Price is the governor of marketing activity, as sales are mainly circumscribed by the pricing of 

products. Price is determined by the top executives in such a way that it may bring the largest 

volume of sales with a sufficient profit margin. A number of considerations are involved in the 

pricing of products. First, the price must be high enough to cover all costs of production, but at 

the same time, low enough to attract customers. Secondly, the extent of competition that a 

particular line of product has to face in the market often influences the pricing of products. For 

the sake of competition, varying margins of profits may be required to be fixed for different 

products of an enterprise. Thirdly, methods of marketing require the determination of several 

prices for different parties, viz., wholesale price, retail price and consumer price. These price 
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differentials must be satisfactory to all parties; otherwise, traders may not push the goods in the 

market, and consumers may be driven to products of other concerns. 

 

Risk Assuming 

 In marketing, there are innumerable risks which are to be assumed either by the seller or by 

somebody else. Goods may be destroyed by fire, shipwreck, train car motor accident, flood, 

storm and a variety of other causes. They may be stolen, burgled or decayed. There are also risks 

of falling prices, bad debts or changing demands. All these risks make the cost of marketing too 

high. With a view to reducing the risks, businessmen try to shift sate risks on the shoulders of 

others, and to eliminate other risks through the adoption of safety measures. For the businessmen 

and consumers, the majority of business risks can be shifted to the insurance company against the 

payment of a money consideration known as premium. 

 
Advertising 

 For creating the demand for new products introduced in the market or for bolstering the 

demand for listing products, advertising is carried out in many cases in the form of campaigns. 

Advertising campaign refers to the systematic and organized efforts directed over a period 

towards influencing consumers‘ choice if products in the market.  

 

Conclusion 

 Marketing is the most exciting of all business sports. It is the heartbeat of every successful 

business. It is continually changing in response to the explosion of information, the expansion of 

technology, and the aggressiveness of competition, at all levels and everywhere. The ultimate 

objective of any business organisation is to increase the sales. The sales can be increased only 

when the customers came to know about the products and services. So marketing plays an 

important role to conveying information about the products and services to customers. Due to the 

technological development where the customers seek for the products through various modes of 

marketing. so the marketing department in any company should concentrate more on marketing 

their products after conducting proper marketing research. 

 Marketing research is the process or set of processes that links the products, customers, and 

end users to the marketer through information used to identify and define marketing 

opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing 

performance; and improve understanding of marketing as a process. Hence both large as well the 

small concerns pay attention to their marketing department. With the help of marketing research 

the marketing department plans all the process of promotional activities to boost up the sales 

which in turn leads to profit and success to business. 
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Introduction 

A Study of Consumer Behaviour 

 Our Society is a study in diversity. We see diversity among Consumers, Among marketers, 

among customs, among nations, even among consumer behavior theoretical perspectives 

However, despite prevailing diversity in our society, there are also many similarities. Segmenting 

target audiences on the basis of such similarities makes it possible for marketers to design 

marketing strategies with which consumers will identify. 

 The study of Consumer behavior enables marketers to understand and predict consumer 

behavior in the market place; It also promote understanding of the role that consumption plays in 

the lives of individuals. Consumer behavior is the study of how individuals make decisions to 

spend their available resources [i.e., time, money and effort] on consumption related items. 

 Consumer behavior is defined as the behavior that consumers display in searching for, 

purchasing, using, evaluating and disposing of products, services and ideas that they expect will 

satisfy their needs. A study of consumer behavior involves ``how individuals, groups and 

organizations select, use and dispose of goods, service, ideas or experiences to satisfy their needs 

and desires`` 1 

 Consumer behavior is concerned not only with what consumers buy, but also with why they 

buy it, when and where and how they buy it and how often they buy it. It is concerned with 

learning the specific meanings that products hold for consumers. Consumer research takes place 

at every phase of the consumption process; before the purchase, during the purchase and after 

the purchase. Consumer has been defined as ``a social movement seeking to argument the rights 

and powers of the buyers in relation to sellers`` One of the important reasons for business to 

arrive is because of the consumer who buys product by paying money The consumer is the most 

important case in the wheel of the economic trade cycle. Philip Kotler. 2000. Marketing 

Management New Delhi: Prentice Hall of India Pvt.Ltd.P.160. 

 The study falls in the broad filed ``Marketing‘‘ the broad area of the study is `Consumer 

Behaviour‘ The theme of the study is consumer behaviour with regard to facial cream  

 The term consumer is often used to describe two different kind of consuming entites: the 

personal consumer and the organizational consumer. The personal consumer buys goods and 

services for his or her own use (e.g., shaving cream or shampoo), for the use of the household ( a 

VCR ), or as a gift for a friend ( a book ). In each of these contexts, the goods are bought for final 

use by individuals, who are referred to as end users or ultimate consumers. The second category 

of consumer – the organizational consumer – includes profit and not-for-profit businesses, 

government agencies (local, state and national) and institutions (e.g., schools, hospitals, prisons), 

all of which must buy products, equipment and services in order to run their organizations. 
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Manufacturing companies must buy the raw materials and other components needed to 

manufacture and sell their own products; service companies must buy the equipment necessary to 

render the services they  

Sell; government agencies must buy the office products needed to operate their agencies; 

institutions must buy the materials they need to maintain themselves and their populations. 

 Despite the importance of both categories of consumers, individuals and organizations, who 

purchases for his or her own; personal use or for household use. End-use consumption is perhaps 

the most pervasive of all types of consumer behaviour, for it involves every individual, of every 

age and background, in the role of either buyer, user, or both. 

 The person who makes a product purchase is not always the user, or the only user, of the 

product in question. Nor is the purchaser necessarily the person who makes the product decision. 

A mother may buy toys for her children (who are the users); She may buy food for dinners(and be 

one of the users); she may buy a handbag and be the only user. She may buy a magazine that one 

of her teenagers requested or rent a video that her husband requested, or she and her husband 

together may buy a station wagon that they both selected. Clearly, buyers are not always the 

users, or the only users, of the products they buy, nor do they necessarily make the product 

selection decision themselves. 

 Marketers must decide at whom to direct their promotional efforts: the buyer or the user. For 

some products, they must identify the person who is most likely to influence the decision- who 

may be neither the buyer nor the user. To become a successful marketer, a study on the target 

consumer‘s wants, likes and dislikes, their motivation and perception, attitudes, preferences and 

experiences and their habits and behavior should be pursued. Therefore, it is necessary for the 

business firms to satisfy the needs and wants of the costumers by improved marketing methods, 

effective distributive systems and good understanding of the buyer behavior. 

 

Definition of Consumer 

 In general, the concept ―consumer‖ means a buyer. The Random House Dictionary defines 

consumer as a 1―person who uses a commodity or service‖. According to Markin 2―consumer is a 

person who uses goods or services to satisfy his needs rather than to resell them or produce other 

goods with them‖. Richert states that 3―consumer is one who buys a commodity for use rather 

than for resale‖. According to Buskirk ―a customer is an individual who has tastes, desires 

 

Importance of Consumers 

 Only after the World War II especially form 1950 onwards, businessmen realized that if they 

want to stay in the business they must offer goods and services according to the needs and wants 

of the consumers. In India, it is only during the last few year business firms have awakened to the 

need for improved marketing methods, efficient distribution system and for better understanding 

of consumer and their behavior. This is mostly due to growing competition and urgent need to 

compete aggressively in the world market. The survival, growth and success of a firm depends 

upon understanding the consumer and delivering the goods or services more effectively and 

efficiently than its competitors. 

 

Definition of Consumer Behaviour 

 According to 4Markin consumer behavior is ―a foundation of what her is, what he has been; 

what others around him are doing, thinking and talking about; what he has witnessed, 
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experienced and felt; his expectation about today and tomorrow and for that matter nearly 

everything else constituting his environment‖. 
 4Leon G.Shiffman and LL Kanuk define consumer behavior as , ―the behavior that consumers 

display in searching for, purchasing, using, evaluating and disposing of product and services that 

they expect will satisfy their needs‖. 

 According to Rao, 5―consumers behavior is neither emotional nor rational but both. Both 

emotion and common sense influence the shopping decisions of a consumers‖. 

Webster, Frederido, F. 1974 Marketing for Managers, p.19. 

 Therefore consumer behavior is the study of the processes the consumer used to make 

purchase decisions as well as the use and disposal of the purchased goods or services. 

 

Why the Field of Consumer Behaviour Developed 

 There are a number of reasons for the study of consumer behavior developed as a separate 

marketing discipline. Marketers had long noted that consumers did not always act or react as 

marketing theory suggested they would.  

 The size of the consumer market in this country was vast and constantly expanding. Billions of 

dollars were being spent on goods and services by tens of millions of people. Consumer 

preferences were changing and becoming highly diversified. Even in industrial markets, where 

needs for goods and services were always more homogeneous than in consumer markets, buyers 

were exhibiting diversified preferences and less predictable purchase behavior. 
 As marketing researchers began to study the buying behavior of consumers, they soon realized 

that, despite a sometimes ―me too‖ approach to fads and fashions, many consumers rebelled at 

using the identical products everyone else used. Instead, they preferred differentiated products 

that they felt reflected their own special needs, personalitied and lifestyles. To better meet the 

needs of specific groups of consumers, most marketers adopted a policy of market segmentation, 

which called for the division of their total potential markets into smaller, homogenous segments 

for which they could design specific products and promotional campaigns. They also used 

promotional techniques to vary the image of their products so that they would perceived as better 

fulfilling the specific needs of certain target segments-a process now known as positioning. Other 

reasons for the developing interest in consumer behavior included the rate of new product 

development, growth of the consumer movement, public policy concerns, environmental 

concerns, and the growth of both nonprofit marketing and international marketing. 

 Indeed, a major stumbling block to many international marketing efforts has been the general 

lack of familiarity with the needs, preferences and consumption habits of consumers in foreign 

markets Marketers now use cross-cultural consumer research studies as the basis for product 

development and promotional strategies to meet the needs of targeted foreign consumers. 

 

Ethics in Marketing 

 Consumer behavior has become an integral part of strategic market planning. The belief that 

ethics and social responsibility should also be integral components of every marketing decision is 

embodied in a revised marketing concept-the societal marketing concept- which calls on 

marketers to fulfill the needs of their target markets in ways that improve society as a whole. 

 There is no universally accepted definition of the term ethics. A study of ethical philosophies 

reveals two different groups of theories: teleological theories and deontological theories. 

Teleology deals with the moral worth of a behavior as determined by its consequences. One‘s 
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choice is based on what is best for everyone involved. Utilitarianism, a teleological theory, is 

summarized best by the notion of ―the greatest good for the greatest number‖. Deontology deals 

with the methods and intentions involved in a particular behavior. Deontological theories focus on 

the results of a particular action, and they tend to place greater weight on personal and social 

values than on economic values. Of the two major groups of ethical philosophies, however, 

deontological theories are favored over teleological theories by most moral philosophers today. 

Deontology places greater weight on personal and social values than on economic values. 

 For marketers, deontology is best encapsulated in a revised golden rule; do not do unto others 

what you would not have others do unto you. Although ethics and morality are usually learned 

early in life, the explicit study of ethical issues within a business school curriculum serves to focus 

the attention of future marketers on moral issues and ethical behavior in the market place. 

 
The Consumer Movement 

 In 1962, President John Kennedy declared that consumers had the rights to safety, to be 

informed, and to be heard. This consumer‘s Bill of rights (subsequently expanded to include the 

rights to recourse and redress and to a physical environment that enhances the quality of life) set 

the stage for a consumer movement that started around 1964, triggered by widespread consumer 

discontent with shoddy merchandise, inadequate warranties, arrogant marketers and widespread 

abuses in the marketplace. 

 The Consumer movement tried to correct the imbalance that had developed between buyers 

and sellers. Consumers complained of poorly made, hazardous products. In response to consumer 

complaints, Congress enacted several major pieces of legislation designed to protect consumers 

and dozens more were enacted by state and local governments. Ultimately, consumers express 

their approval or disapproval of a company‘s policies by their actions in the marketplace. In an 

effort to systematize such marketplace activity, some consumer groups have urged their members 

and other consumers to take concerted action against specific marketers in the form of consumer 

boycotts. The purpose of a boycott, defined as the concerted refusal by a group of consumers to 

do business with one or more companies, is to express disapproval of certain company policies 

and to attempt to coerce the target companies to modify those policies. 

 Under appropriate circumstances, consumer boycotts can be very effective. For example, a 

consumer boycott by animal rights advocates resulted in the gradual elimination of product 

testing on animals by cosmetics companies. For a boycott to be successful, the consumer group 

must accurately assess the commitment of the target company to the disputed policy and its own 

ability to generate sufficient economic pressure and negative publicity to accomplish its objective 

effectively. 

 

The Need and Importance of the Study of Consumer Behaviour 

 The field of consumer behavior holds great interest for us as consumers, as marketers and 

students of human behavior. As consumers, we benefit from insights into our own consumption 

related decisions; what we buy, why we buy, how we buy, and the promotional influences that 

persuade to buy. As marketers and future marketers, it is important for us to recognize why and 

how individuals make their consumption decisions, so that we can make better strategic 

marketing decisions. 

 As students of human behavior, we are concerned with understanding consumer behavior; 

with gaining insights into why individuals act in certain consumption related ways and with 

learning what internal and external influences impel them to act as they do. 
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 Consumer behavior was a relatively new field of study in the mid-to late 1960s. With no 

history or body of research of its own. Consumer behavior is interdisciplinary; it is based on 

concepts and theories about people that have been developed by scientists in such diverse 

disciplines as Psychology, Sociology, Social Psychology, Cultural anthropology and Economics. 

Consumer research is the methodology used to study consumer behavior. 

 Consumer research designed to predict consumer behavior is called positivism; research 

designed to understand consumption behavior is called interpretivism. Rather than take a polar 

approach to the study of consumer behavior, it explores both approaches, because it recognizes 

the dual importance of both understanding and prediction in making strategic marketing 

decisions. 

 

Objectives of the Study 

Against this background a study was designed with the following objectives: 

1. To find out the number of students who use the Facial Creams. 

2. To study whether the income of the family affects the purchasing power of the users of the 

Cream. 

3. To understand whether the creams are not used due to side effects. 

4. To find out whether the uses of Fair and Lovely cream will switch over to other brands. 

5. To find out which cream is mostly used by respondents. 

 

Hypothesis Tested 

 As a part of the above objectives, the following hypotheses are to be tested based on the 

date gathered for the study. 

 H1 Arts groups students use facial cream than the science students. 

 H2 Using of cream is not related to the income of the family. 

 H3 Creams are not used due to side effects. 

 H4 Most users of the cream will not switch over to other creams. 

 

Research Methodology 

The Sample of the Subjects for the Study 

 The study uses primary data collected by the researcher. The universe for the collection of 

primary data were the College students between the age of 18 to 21 who were studying in 

Marudhar Kesari Jain College for Women in Vaniyambadi town (Vellore District). Convenience 

sampling method was adopted because it was considered most appropriate for this type of study 

where it was important that student responded completely to questions. However, the 

respondents were not contacted on any pre-determined convenience plan and hence the sampling 

had a certain element of randomness. 85 students from 7 departments all are female students and 

socio economic conditions were covered in this study. 

 

Questionnaire 

 To collect the primary data the questionnaire was designed. It was meant for college students 

to elicit information relating to the viewing behavior, discriminating ability, understanding 

capacity, recalling ability of the advertisement given in TV commercials. The socio-economic 

background was collected and the students were informed about the purpose of the study and the 

value of their co-operation in this regard. 
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Statistical Tools Used 

 Simple statistical tools like chi-square test and standard error were used for the analysis. 

Percentages were used to quantify the responses of different age groups. The chi-square test of 

significance was used to test the hypotheses. Standard error was used to find out the reasons for 

not using the creams. 

Implication of the Study 

 The findings of the study can be taken as the basis for further research by those academics 

and businessmen who are interested to know more about the consumer behavior of college 

students in a more analytical way. Since the study is probably the rate of its kind among the 

academic researchers, there is adequate scope to test its findings in other areas and with college 

students of other age groups. 

Limitations of the Study 

 Only 85 students taken for the study among 860 students in the Marudhar Kesari Jain College 

for Women, Vaniyambadi. 

The consumer satisfaction was not tested in depth. 

 

Table - Consumer Behavior of Respondents Regarding switching over to another Creams 

 H4: Most users of the cream 

will not switch over to other 

cream. Among the sample 

students(85 students) only 43% of 

them expressed that they will 

switch over to the other cream, if 

it is better than the existing 

cream, but 57% of them are not 

ready to do so. Hence the 

hypothesis accepted. 

 And it was also observed that the user of Ponds cream only two out of seven of them changed 

the cream and not others. Among Fair & Lovely cream users only 41% have change to other  

Cream since it was better. 

 

Summary of the Findings 

 The Study reveals the following results. 

 

Factors Influencing the Purchase of Personal Needs 

 The study involves analyzing the degree of impact on TV advertisements, magazines, family, 

friends and relatives towards the purchase of Personal needs like facial creams. The users are 

influenced by many sources. 9.7% of Mothers influence and suggests cream to their daughters, 

Student gets Fathers Suggestion is 8.3%, TV influence 27.8% of them, 19.4% of them are influenced 

by their friends, 20.8% of suggestions were got from other sources and 13.9% of them decide them 

on their own. 

 

Relative Importance of Different Factors in Purchase Decisions 

 The results from the study on the importance given to various factors like that keeps face 

fresh, skin soft, fairness and good smell. The results are, very high importance are given to the 

Brand Name Switch Over 
Not Switch 

Over 
Total 

Fair & Lovely 19 27 46 

Fair Ever 5 3 8 

Fair Glow 1 - 1 

Ponds Cream 2 5 7 

Emami 2 3 5 

Mythili‘s Fairness Cream - 1 1 

Lacto Calamine - 1 1 

Vicco Turmeric 2 1 3 

Total 31 41 72 
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freshness 27%,skin soft 10% fairness 10% and good smell 15%. They are interested in purchasing 

branded products with latest utility and freshness. 

 

Attitude of the College Girls towards Buying Practices 

1. The study reveal that out of 85 students, nearly 37.6% of respondents are from commerce 

department, 9.4% are from Computer Science department, 17.6% are from Computer 

Application department, 10.6% are from Corporate Secretary ship department, 11.8% are from 

Business Administration department , the same 11.8% are from Mathematics department and 

1.2% are from Psychology department. 

2. Out of 85 samples taken for the study 85% of them are using the creams and 15% are not using 

the cream. Among the 85% of the users Arts group students are 66% and Science group 

students are 34%. Most of the science students are using facial creams than the Art Students. 

3. It is noted from the study that 23.5% of respondents age is 18 years, 28.2% of respondents 19 

years, 21.2% of respondents are 20 years, 27.1% of respondents fall in the age of 21 years 

4. Among 85 College Students survey 72 of them are using the facial creams. 23.6% were used by 

18 years, 29.2% were used by 19 years, 20.8% were used by 20 years and 26.4% were used by 

21 years old students. 

5. The income distribution shows that 16.5% of the respondents fall income group of Rs.2000 and 

below.12.9% of them having income of Rs.2001-4000, 28.2% belongs to the income group of 

Rs.4001-6000. 16.5% fall in the group of Rs.6001-8000 and 25.9% of the respondents comes 

under the income group of Rs.8000 and above 

6. An analysis shows that the users and the non-users of the facial creams. That is 84.7% of the 

respondent were using the creams and the 15.3% of the respondents were not using the 

creams because of some reasons. 

7. The study reveals that student‘s interest is more on the Fair & Lovely cream that is at 55.6%, 

For Fair Ever is 6.9%, Fair Glow is 9.7%, Ponds Cream is 9.7%, Emami is 2.8% ,Mythili‘s Fairness 

Cream is 2.8%, Lacto Calamine is 4.2% and Vicco Turmeric is 8.3%. It is clear that the users of 

Emami Cream and mythili‘s Fairness cream are very few numbers. And the users of Fair and 

Lovely are in large number. 

8. So many reasons are collected from the respondents for using of the facial cream. 66.7% of 

respondents were using the facial cream because of the quality of the cream, 5.6% of 

respondents were using the facial cream because of the quality discount, 11.17% of 

respondents were using the facial cream because of the premium,9.7% of respondents were 

using the facial cream because of the reasonable price and 6.9% of respondents were using 

the facial cream because it is lasting for many days. Most of the respondents are using the 

facial cream because of the good quality of the product. 

9. Among the sample studied ( 85 students) 13 students are not using the facial cream . 69.2% of 

the students were not using the cream because of side effect; 7.7% of students were not using 

because of additional expenditure and 3 % of students were not having the habit of using 

cream. 

10. On the basis of the language the students were distributed, As only Tamil, Urdu, Telugu and 

Kannada Students were covered. There 60% of students are Tamil, 14.1% are Urdu, 23.5% are 

Telugu and 2.4% are Kannada students. 

11. Users are impressed to but the product in many ways. For Example, due to the good slogan, 

the character, the portrayed, quality of product and some other features. Among the user of 
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13.9% of them influenced by slogan,30.6% of users influenced by character, 38.9% of users 

influenced by product merit and 16.7% of users influenced by some other features of creams 

12. It is noted from the study that the opinion of the users of the cream has been collected . 

80.6% of respondents expressed that they believe the cream has made them fair. And 19.4% of 

respondent do not find any change in their skin 

13. The users are influenced by many sources. 9.7% of Mothers influence and suggests cream to 

their daughters, Students gets Fathers suggestion is 8.3% TV influence 27.8% of them, 19.4% of 

them are influenced by their friends, 20.8% of suggestions were got from other sources and 

13.9% of them decide them on their own. 

14. The facial cream is used by the respondent in number of days is, 26.4% of respondent used for 

15 days, 55% of respondent used for 20 days, 12.5% of respondent used for 30 days, 8.3% of 

respondent used the cream more than a month 

15. How many times the respondents use the cream in a day was 68.1% of students used the 

cream only once, 25 % students used the cream twice and 6.9% of students used the cream 

more than twice in a day. 

16. Facial Cream users followed some method for using the cream 84.7% of them use the cream 

before powder, 9.7% of user use cream only and no powder, 5.6% o fuser the cream with 

powder. 

17. The users of the cream are not only using it for their face but also to other parts of the 

body.84.7% of them use the cream only to face 15.3% of them apply the cream to their face , 

hand and neck. 

18. The study reveals that there is no relationship between the income of the family and using of 

the facial cream by the students. Out of 85 sample studied 85% were the users of the cream 

and 15% were does not use the cream. Among the ( 85%) 60% of them of the users, fall 

between the monthly income of Rs.4001- Rs.6000. When it is compared to the non-users of 

creams (15%) 45% of them are fall in the income group of less than Rs.6000 and 55% of the 

higher income group. It is clear that income is not related to the using of creams. 

19. The non-users of the cream are due to side effect. There is relationship between the use and 

the side effects. Among 23.1% of the non-user of the cream, 69.2% of them are expressed 

their opinion for not using the cream is due to side effect and 8.8% says it is an additional 

expenditure and 23.1% say that they are not accustomed to it. 

20. Out of 85 students study 43% of them expressed that they will switch over to the other cream, 

if it is better than the existing cream, but 57% of them are not ready to do so.  

 The user of Ponds cream only two out of seven of them changed the cream and not others. 

Among Fair& Lovely cream users only 41% have change to other cream since it was better.  

The study under took to find out he reason why some students are not using the facial cream. 

Among the sample studied 13 members were not using the cream. Among them nine members 

expressed that they are not using it due to the side effects. 

       
Concluding Observation 

Taking the findings of the study as basis, the following concluding observations emerge. 

 It is true that nowadays college girls make purchase decision in all aspect. They also influence 

to a great extent, the buying decisions of others like friends, relatives and family members. 

 A TV advertisement is a very important factor where most of the respondents are influenced 

by it. It plays a vital role in influencing them in making purchase of personal needs. So it 
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would be better for the marketer to concentrate more on TV Advertisements, which in turn 

improve the purchase of the college girls. 

 The study reveals that, college girls are more interested in buying durable, fresh, branded 

and latest design products. Marketers are advised to condition the product according to this 

situation in order to reach the target group. It is also suggested to provide quality products. 

 The research design should be improved by developing richer depended variables. For 

example the experimental method may be adopted and student may be given money to spend 

buying their chosen products. 

 Future research should be designed to correlate other variable with student‘s responses to 

television commercials. 

 A chance may be given to the non-user of cream to use it and know their opinion 

 An in-depth analysis on the nature of skin and the using of cream need to considered for the 

future study. 

 To conclude, the marketer should consider the attitude of teenage students, while making 

and marketing their products, because nowadays they are playing a major role in buying the 

products, which in turn improve the country‘s economic activities as a whole. 
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Abstract 
 Global competition is the element to define 
firms and strategies as a result of industrial 
economy has been experienced to pass knowledge 
towards the economy. At an age where total quality 
is of primary importance, efficiency can only 
achieve by the successful utilization of human 
resources. Human resource management is one of 
the necessary needs in today‟s business. The issues 

to be addressed at the highest level in the 
organization and management of strategic decisions 
are required. This research will inform human 
resource management, scope that affect factors, 
functions and relationship between organizational 
effectiveness and human resources management. 
Keywords: Human Resources Management, 
Management, Management Functions, 
Organizational Effectiveness 

.  
Introduction  

 Global competition is the element to define firms and strategies as a result industrial 

economy has been experienced to pass knowledge towards the economy. As being a competitive 

market development day by day, it‘s difficult to enhance sustainable growth for the firms‘ side. 

All researchers are aware of the advantages and disadvantages of a competitive work 

environment, and they try to find ways for adapting in competitive conditions. Human resources 

function is well developed and recognized by its factors to find the idea for ―strategy of human 

resources,‖ and its importance is increasing, but nothing makes it possible to think that the most 

traditional constraints and priorities were confused for requirements of finance and short-term 

profitability is possible for recruiting a well-educated labor. 

 The strategic approach to human resources issues to address in modern organizations. 

Changing internal and external environmental conditions is the new problem for emerging, and 

understanding of management-organization is the most source of competitive advantage towards 

a man. Therefore, human resource management issues to be addressed at the highest level in the 

organization, management, and strategic decisions are required in a way compatible with its 

surroundings. As the technology presents new solutions to the organizations, purchasing the best-

of-breed tool in the market seems the best solution. HRM departments start cutting-edge 

technology solutions in the market. However, using tools directly commercial-off the shelf 

brought new problems rather than informing the business processes.  

 Human resource management literature has focused on its constructs of commitment, job 

satisfaction, and organizational effectiveness. The fit between persons and organizations, persons 

and jobs is a neglected area. However, when one considers the intended goals of HRM practices, a 

sense of fit may be suggested as an expected target. Thus, HRM practices make a difference 
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regarding their fit with the organization and the jobs that they undertake the positive views of 

employees.  

 

Human Resource Management (HRM)  

 Although it is commonly accepted that HRM practices had formally started the industrial 

revolution, the fact is the roots of HRM that lies in the past. Just as the employees who shared 

the tasks that have to be done in modern organizations, humans in ancient societies also, divided 

work among themselves. So it can be said that division of labor practice since prehistoric times. 

Tasks was allocated according to skills such as the ability to find food or plants, track animals or 

cook (Price, 2007) but the contribution to the development of the HRM systems is provided by the 

industrial revolution in 1800‘s.  

 Since in the 1980s, human resource management (HRM) strategy has become a topic for the 

management area, this strategy has achieved its prominence because it provides competitiveness 

and promotes managerial efficiency in the business area. The rise of human resource management 

in the 1980s brought managerial scholars to the link between the management of people and 

performance. This approach focused on individual HR practice continued since the early 1990s 

(Hendry & Pettigrew, 1990).  

 HRM is used in a global context which contains; ―(a) specific human resource practices such as 

recruitment, selection, and appraisal; (b) formal human resource policies, which direct and 

partially constrain the development of practices; and (c) overarching human resource 

philosophies, which specify the values that inform an organization's policies and practices (Gilley 

et.al. 2002). In the global business, HRM is considered as a contemporary development to reshape 

employment relationships as a tool that may have replaced other management traditions like 

Personal Management (PM) & Industrial Relations (IR). (Marchington & Wilkinson, 2002). The terms 

of human resource management (HRM) and human resources (HR) have largely replaced instead of 

personnel management (PM) in the processes of managing people in the organizations. While 

human resource management is defined as a strategic and coherent approach for the 

organization‘s most valued assets behind on the workers, there is no option description of it.  

 

Scope of HRM  

 HRM is a tool which system attracts, develops, motivates, and retains the functioning related 

to the managing people is very wide. The behavioral sciences of the researchers show the new 

trends in managing the workers in the field of training have expanded the scope of HR in recent 

years. The Indian Institute of Personnel Management has specified the scope of HRM like (Truss, 

2001):  

 Personnel aspect  

 Welfare aspect  

 Industrial relations aspect 

 Today, operating organizations continue their existence for different goals according to their 

type and aims. These organizations can be classified as private, non-governmental and public 

establishments are a common aim of giving quality service. While the preferential the public 

establishments is fulfilling the public‘s needs, private establishments‘ aim is the earning profit. 

Non-governmental (civil) establishments‘ aim is fulfilling the publics and carrying on their 

business like public establishments (Akçakaya, 2010). 
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 Aims of human resource management can change the definition that you make. As it varies 

from researcher to another, the aims of HRM can also change by the researchers‘ or practitioners‘ 

points of view. Like Armstrong (2006), Barutçugil (2004) also dealt with the aims of the HRM, and 

he defined these aims in a similar way. A common point emphasized by these researchers is 

obtaining organizational goals through the employee. According to Barutçugil (2004), HRM aims 

(as quoted in Aray, 2008, p.4):  

 To help all employees reach optimal performance and to use fully their capacity and 

potential,  

 To convince employees to exert more effort for reaching organizational goals,  

 To meet employees‘ career expectations and development,  

 To unify organizational plans and HR strategies and create and maintain a corporate culture,  

 To offer a working environment stimulating hidden creativity and energy,  

 To create work conditions innovation, teamwork, and total quality concept, 

 To encourage flexibility for achieving learning organization.  

 It is interrelated with all departments and external environment makes HRM a much more 

system, and HRM practices assume new responsibilities that are related to organizations. For that 

reason, researchers might have emphasized different aims of the HRM system. 

 The main aim of the human resources management is using the salaried staff in an 

organization and salutary for the organization‘s benefits. 

Affecting Factors on HRM  

 Traditionally, the personnel function centered on control and direction of employees for 

achievement of predetermined goals. This Approach, in direct contrast the manager‘s role is to 

undergo a dramatic change over the years. From control and direction of employees, he is 

expected to move toward clarifying goals and paths and creating a supportive growth- oriented 

environment, where people are willing to take up assigned roles willingly and enthusiastically 

(Kumar, 2009).  

 Size of Workforce: It consequently has increased, throwing up challenges before HR managers 

in the form of additional demands for better pay, benefits and working conditions from various 

sections of the workforce. Corporate has grown in size considerably in recent years almost in all 

fields. 

 The composition of Workforce: The workforce composition is also changing over the years. 

The rising percentage of women and minorities is going to alter workplace equations dramatically. 

Demands for equal pay for equal work, putting an end to gender inequality and bias in certain 

occupations.  

 Employee Expectations: ―Instead of attempting the force of employees to confirm the 

‗corporate mold‘ future managers may well have to make more allowances for individual 

differences in people.‖ (Hendry, 1990). 

 

Functions of Human Resource Management 

 Recruitment and Selection 

 Orientation 

 Maintaining good working conditions 

 Managing employee relations 

 Training and development 
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 Bratton and Gold (2003) define HRM as the strategic approach to managing employment 

relations which emphasizes that leveraging people‘s capabilities is critical to achieving a 

sustainable competitive advantage. This is achieved through a distinctive set of integrated 

employment policies, programs and practices. The authors presented HRM functions as planning, 

recruitment and selection, appraisal and performance management, reward management, 

development, employee relations, health and safety, and union-management relations (Bratton & 

Jeffrey, 2003).  

 Development of programs to meet economic, psychological, and social needs of the 

employees. Helping the organization to retain productive employees and ensuring that the 

organization affecting work place such as human rights, employment equity, occupational health 

and safety (Dessler et.all. 1999). 

 In human resource management, it provides the sufficient number of employees timely a plan 

should be considering the organization‘s present potential, development trend and strategic 

targets. It is called as human resource management which aims using the human resources wisely, 

supplies the future human resource needs regarding quality and quantity (Akyüz, 2001).  

 Taylor (2009) states that four points are to make the employee ―fall in love‖ with the 

organization: Reward in line with the market place, treat well: i.e., focus in recognition of every 

employee‘s contribution, train and improve skills and develop talented people.  

 A firm adopts HRM practices that make the best use of its employees. This trend has led to 

increased interest in the impact of HRM on organizational performance, and some studies have 

found a positive relationship between so-called ―high-performance work practices‖ (Huselid, 

1995) and different measures of company performance.  

 Researchers basing their views on behavioral psychology perspectives have argued that human 

resource management practices could contribute to competitive advantage as long as they 

reinforce the skills, attitudes, and behaviors that result in lowering costs and enhancing product 

differentiation. Therefore, the role of human resources practices in contributing to a firm‘s 

competitive advantage overlaps with the concept of efficiency as a human resources strategy for 

performance (Ozcelik & Ferman, 2006). 

 

Conclusion  

 Human Resources Management gives a chance to the employees to contribute and 

productively to the overall company direction and the accomplishment of the organization's goals 

and objectives. In working life, the most value is employees. That is why Human Resources 

Management is the factor for the success of a business. 

 HR function is organized by the necessity of adopting a different administrative approach. The 

force of driving changes includes the rapid development of information technology, globalization 

economy, and increases the competitive dynamic business environments that corporations face.  

 As a result, the significance of human resources management has increased among other 

functions of administration. Nowadays; management of human resources is a rising star and a 

focus of attention in contemporary managing platform. 

 Communication is the power of competition in production and service. Institutions that were 

able to please their employees in the past and were able to implement loyalty and trust can 

endure difficulties more easily.  
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 At an age where the total quality of primary importance, efficiency can only be achieved by 

the utilization of human resources. To stay competitive and reach business goals, high- level 

managers must incorporate the strategies into their overall planning.  

 The performance evaluation within this process is not only for evaluating of employees‘ 

performance but it‘s also to get the strengthening of the bond between employee and employer. 

Performance evaluation is one of the matters for companies getting successful. If the companies 

can use performance evaluation correctly, it brings to successful performance management and 

then brings the success of the company. The aim of this study gives some information about 

human resource management and underline important of human resource department is to make 

a performance evaluation and some information about performance appraisal process.  
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Abstract  
 Changes in economic environment have 
generated an increased interest on customer service 
in banking sector. Customer satisfaction was 
identified as a leading indicator of future behaviour 
and financial performance in this sector. An attempt 
has been made to relate Service Quality and 
Customer Satisfaction with the sample of 100. The 
data was collected through questionnaire from 

customers of Public and Private Banks in Dharmapuri 
district. The analysis used for the study was a 
Percentage method was used. The results indicated 
that there was a positive relationship between the 
Dimensions of Service Quality and Customer 
Satisfaction. 
Keywords: Banking Sector, Services, Quality, 
Customer Satisfaction. 

 

Introduction 

 In world competition today‘s among the 

companies was very severe, but most of the 

companies present nearly the same product or service 

with their competitors. Service quality takes the 

stage, and offers more satisfied with customers and in 

return more profit is gained than of your competitors. 

To determinants of customer satisfaction and the 

impact of service quality in banking sector. Customer 

satisfaction is an important aspect for service 

organizations and is highly related to service quality, 

they are all related to each other; as service quality 

gets better, customer satisfaction level will also be 

increased and it will lead to more stable relationships 

between a bank and its customer leading to a higher level of profitability.  

 In India, the customers in the banking sector are in a strong bargaining position due to the 

significant growth of banks. Therefore, banks have to provide service carefully because of the 

availability of banks. Service quality has been a vital issue of discussion and research over the 

past three decades. Research on service quality has well established that the customer perception 

of the quality of a service depends on customer‘s pre-service expectations. Studies by 

Parasuraman et al. (1985), Zeithmal et al. (1990), noted that the key strategy for the success and 

survival of any business institution is the deliverance of quality services to customers.  

Literature Review 

Service Quality  

Service quality was considered an important tool for a firm‘s struggle to differentiate itself 

from its competitors (Ladhari, 2008). Service quality has received a great deal of attention from 

 
       Figure .1 Service Quality Model 
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both academicians and practitioners (Negi, 2009) and service marketing literature defined service 

quality as the overall assessment of a service by the customer (Eshghi et al., 2007). 

 

Services Quality in Banking Sector  

 In the changing banking scenario of 21st century, the banks had to have a vital identity to 

provide excellent services. Banks nowadays have to be of world-class standard, committed to 

excellence in customer‘s satisfaction and to play a major role in the growing and diversifying 

financial sector (Guo et al., 2008). Banks have recognized the need to meet customer‘s 

aspirations. Consequently, service quality is a critical motivating force to drive the bank up in the 

high technology ladder. The banking industry is a demand driven industry, which constitute an 

important part of the service industry (Newman & Cowling, 1996).  

 

Customer Satisfaction in Banking Sector  

 According to Tsoukatos and Rand (2006), customer satisfaction was a key to long-term 

business success. To protect or gain market shares, organizations need to outperform competitors 

by offering high quality product or service to ensure satisfaction of customers. In proportion to 

Magesh (2010), satisfaction means a feeling of pleasure because one has something or has 

achieved something. It is an action of fulfilling a need, desire, demand or expectation. Customers 

compare their expectations about a specific product or services and its actual benefits. As stated 

by Kotler & Armstrong, (2010), satisfaction as a person‘s feeling of pleasure or disappointment 

resulting from the comparison of product‘s perceived performance in reference to expectations. 

Customer‘s feelings and beliefs also affect their satisfaction level. 

 

Relationship between Service Quality and Customer Satisfaction  

 The relationship between customer satisfaction and service quality, Oliver (1993) first 

suggested that service quality would be antecedent to customer satisfaction regardless of 

whether these constructs were cumulative or transaction-specific. In relating customer 

satisfaction and service quality, researchers have been more precise about the meaning and 

measurements of satisfaction and service quality. Satisfaction and service quality have certain 

things in common, but satisfaction generally is a broader concept, whereas service quality focuses 

specifically on dimensions of service (Wilson et al., 2008). As said by Wilson et al. (2008), service 

quality is a focused evaluation that reflects the customer‘s perception of reliability, assurance, 

responsiveness, empathy and tangibility while satisfaction is more inclusive and it is influenced by 

perceptions of service quality, product price and quality, also situational factors and personal 

factors. The relationship between service quality and customer satisfaction is becoming crucial 

with the increased level of awareness among bank customers. 

 

Statement of the Problems 

 In banking sector was one of the massive field of services. Now people have lot of choices for 

the banking services. For that reason, the main problem is the impact of service quality and 

service feature and complaints on consumer satisfaction and how the consumers are loyal with 

the product and services of organizations and by what means service quality effect the consumer 

satisfaction ‗The banking services have grown in numbers with a lot of bank branches. Therefore, 

also have tough competition in the banking field. 
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Significance of the Study 

 The research ascertains the significant quality of this bank to change plans and improve the 

quality of service delivery. The research will help as a guide for the Bank to improve plans that 

will improve overall service delivery, specifically in regions where the gap between expectation 

and observation so widespread to expand consumer satisfaction. The bank would provide relative 

compensations to become the most desired bank in the banking industry and this will helpful in 

the future for the banking sector to become provide unlimited service benefits that every 

consumer want from every business organization and also helpful for the banking industry to 

retain the customer and remain loyal with the organization. However, delivering excellent 

consumers services is much more important for the service industry. The banking industry to 

provide the superior banking service quality to satisfied the consumer and this will beneficial for 

the organization to gain maximum profits returns. 

 

Objectives of the Study 

The present study focuses on the following objectives  

1. To give Suggestion for improvement of service quality of the banking sectors in the 

competitive world.  

2. To measure customer satisfaction of the Public and Private banks customers.  

3.  To ascertain whether there is any correlation between service quality and customer 

satisfaction.  

4. To deduce the predictability of service quality dimensions on overall customer satisfaction.  

 
Scope of the Study 

 The importance of this study lies on the fact that it will provide empirical information to the 

stakeholders of banks, marketing professionals, and policy makers of the banking industry in 

Darmapuri. The findings of this study will provide them with empirical information on what 

customers expect in terms of service quality from the banks as well as customers assessment of 

the quality of service they provide. The findings of this study will be a contribution to the existing 

literature, and the debates on service quality in banking. The findings of this study will extend 

the understanding and clarity of customers‟ expectations and service quality in the banking 

industry.  

 

Limitation of the Study 

 Due to time constrain it was not possible to cover all the branches of private and public 

commercial banking sector. 

 The data and information related with the topic was not easily available.  

 The bank confidentially keeps the data. Bank‘s policy of not disclosing some sensitive data 

and information for obvious reason posed an obstacle to the practical orientation that could 

be very much useful.  

 

Methodology 

Study Population  

 The population included all the customers of all the banks which are headquartered in 

Darmapuri District.  

 



International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

172 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

Sample   

 The study was based in Darmapuri District. There are a total of 16 banks. Out of a total of 16 

banks 8 are private banks and 8 are public sector banks. Percentage methods were used to select 

the sample. Thus the sample size included 100 bank customers.  

Data collection  

 Data was collected and by personally visiting the bank premises and getting the self-

administered questionnaire filled by the respondents. 

 

 Table 1 Age wise Frequency of the Data 

 Table: 1 describes that 52% of respondent 

belonging to 31-40 age group, 23% of 

respondent belonging to 20-30 age group, 20% 

of respondent belonging to 40-41 age groups, 

7% of respondent belonging to above51% age 

group. 

 

Sources: Primary Data  

 

 Table 2 Gender wise, frequency of data 

 Table: 2 reveals that 55% respondents are 

female and 45% respondents are male. 

 

 

    

Sources: Primary Data 

 

   Table 3 Education wise, frequency of data 

 Table:3 Represents that from a 
total of 100 respondents, 81% of 
respondent belonging to graduate and 
post graduate, 13% of respondent 
belonging to Technical education, 5% of 
respondent belonging to school 
education, 1% of respondent belonging 
to Illiterate. 

Source: Primary Data 

 

   Table 4 Occupation wise, frequency of data 

 Table:4 represents that from a total of 

100 respondents, 29% of respondents are 

government employees, 27 % of respondents 

are business men, 26% of respondents are 

daily wages,18% of respondents are private 

employed. 

 

Source: Primary Data 

 

S.No. Particulars Frequency Percentages 

1 20-30 23 23 

2 31-40 52 52 

3 41-50 20 20 

4 Above 51 7 7 

   Total 100 100 

S.No. Particulars Frequency Percentage 

1 Male 45 45 

2 Female 55 55 

 

Total 100 100 

S.No. Particulars Frequency % 

1 Illiterate 1 1 

2 School Education 5 5 

3 Graduate & post Graduate 81 81 

4 Tech & Education 13 13 

 

Total 100 100 

S.No. Particular frequency Percentages 

1 Government 29 29 

2 Private 18 18 

3 Business 27 27 

4 Daily wages 26 26 

 

Total 100 100 
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  Table 5 Salary wise, frequency of data 

 Table:5 describes that 30% of respondent 

belonging to 20,000 to 40,000 monthly salaries, 28% 

of respondent belonging to 5,000 to 10,000 monthly 

salaries, 24% of respondent belonging to10,000 to 

20,000 monthly salaries,, 18% of respondent 

belonging to above 41,000. 

 

Source: Primary Data  

  

 Table 6 Area wise frequency of data 

 Table:6 reveals that 64% respondents are 

rural areas and 36% respondents are urban 

areas. 

 

 

Source: Primary Data 

  

    Table: 7 Bank wise, frequency of data 

 Table:7 reveals that 66% respondents are 

Private Banks and 36% respondents are Public 

Banks. 

 

 

Source: Primary Data 

 

Table: 8 Employee behavior wise, frequency of the date 

  

 Table: 8 describes that 56% of 

respondent to middle level, 25% of 

respondent to High level, 16% of 

respondent to low level, 3% of respondent 

were highly low level. 

 

Source: Primary Data 

 

Table: 9 Account related service wise, frequency of the data 

 Table: 9 describes that 49% of 

respondent to low level, 35% of respondent 

to High level, 15% of respondent to middle 

level, 4% of respondent were highly low 

level. 

 

 

Source: Primary Data 

 

S.No. Particular Frequency % 

1 5,000-10,000 28 28 

2 10,000-20,000 24 24 

3 20,000-40,000 30 30 

4 Above 41,000 18 18 

 

Total 100 100 

S.No. Particular Frequency Percentage 

1 Rural 64 64 

2 Urban 36 36 

 

Total 100 100 

S.No Particulars Frequency Percentage 

1 Public Banks 34 34 

2 Private Banks 66 66 

 

Total 100 100 

S.No. Particulars Frequency Percentage 

1 High Level 25 25 

2 Middle Level 56 56 

3 Low Level 16 16 

4 High Low Level 3 3 

 

Total 100 100 

S.No. Particulars Frequency Percentage 

1 High Level 35 35 

2 Middle Level 15 15 

3 Low Level 49 49 

4 High Low Level 4 4 

 

Total 100 100 
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Table: 10 E- banking, core banking wise frequency of data  

 Table:10 describes that 41% of 

respondent to high level, 36% of respondent 

to middle level, 19% of respondent to low 

level, 4% of respondent were highly low 

level. 

 

 

Source: Primary Data 

 

Table: 11 Reasonableness of fees towards, locker, DD,  

loan process wise, frequency of the data 

 Table:11 describes that 40% of 

respondent to middle level, 33% of 

respondent to high level, 25% of respondent 

to low level, 2% of respondent were highly 

low level. 

 

 

Source: Primary Data 

 
Table: 12 The service attitude of banker at the time of  

opening A/c, customer satisfaction 

 Table:12 describes that 57% of 

respondent to Satisfied, 22% of 

respondent to Neutral, 17% of 

respondent to Highly Satisfied, 3% of 

respondent were dissatisfied, 1% of 

respondent were Highly Dissatisfied. 

 

 

Source: Primary Data 

 

Table: 13 Account information and balance enquiry wise  

frequency of data through customer satisfaction 

 

 Table:13 describes that 37% of Both 

respondent to Highly Satisfied and 

Satisfied, 20% of respondent to Neutral, 

5% of respondent to Highly Dissatisfied, 

1% of respondent Dissatisfied. 

 

 

 

Source: Primary Data 

S.No. Particulars Frequency Percentage 

1 High Level 41 41 

2 Middle Level 36 36 

3 Low Level 19 19 

4 High low Level 4 4 

 

Total 100 100 

S.No. Particulars Frequency Percentage 

1 High Level 33 33 

2 Middle Level 40 40 

3 Low Level 25 25 

 4 High low Level 2 2 

 

Total 100 100 

S.No. Particulars Frequency Percentage 

1 Highly Satisfied 17 17 

2 Satisfied 57 57 

3 Neutral 22 22 

4 Dissatisfied 3 3 

5 Highly Dissatisfied 1 1 

 

Total 100 100 

S.No. Particulars Frequency Percentage 

1 Highly Satisfied 37 37 

2 Satisfied 37 37 

3 Neutral 20 20 

4 Dissatisfied 1 1 

5 Highly Dissatisfied 5 5 

 
Total 100 100 
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Table: 14 Funds transfer E-banking service wise, frequency of data  

through Customer satisfaction 

 Table:14 describes that 37% of 

respondent Satisfied, 35% of respondent 

highly satisfied, 14% of respondent 

belonging neutral, 11% of respondent 

highly dissatisfied, 3% of respondent 

dissatisfied in fund transfer and E- 

banking services. 

 

Source: Primary data 

 

Table: 15 Network of branches and ATM canter wise  

frequency of data Costumer Satisfaction 

 Table:15 describes that 39% of 

respondent Satisfied, 27% of respondent 

highly satisfied, 17% of respondent 

belonging neutral, 9% of respondent 

dissatisfied, 8% of respondent highly 

dissatisfied in the network of branches. 

 

 

Source: Primary data 
 
Analysis and Discussion 

 Age: It is evident from the above table shows that, the majority of the respondent under the 

age group of 31-40 (52%) percent, followed both banks come under 30-39 age group. 

 Gender: The Statistical data shows that majority of them come under Female category 

respondents.  

 Educational Qualification: From the table indicate that the Educational qualification of the 

respondents under Public bank having lower level (13 percent) level education (UG/PG Degree). 

Besides, Private bank (81percent) was used. The study inferred that majority of them did Degree 

level. 

 Area of living: Majority (64 per cent) of them comes under rural areas. 

 Occupation: It is evident from the table in, majority (29 percent) comes under employed 

followed Public bank 29 percent and Public Bank also under employed categories of respondents 

which implies that among them are under employed categories of the respondents.  

 Income: The table shows that Public and Private bank respondents have earned income 

category of 20,000-40,000 (30 per cent).  

 Table: 6 Area wise frequency of data: reveals that 64% respondents are rural areas and 36% 

respondents are urban areas. 

 Table: 7 Bank wise, frequency of data: reveals that 66% respondents are Private Banks and 

36% respondents are Public Banks. 

 Table: 8 Employee behavior wise, frequency of the date: describes that 56% of respondent 

to middle level, 25% of respondent to High level, 16% of respondent to low level, 3% of respondent 

were highly low level. 

S.No. Particulars Frequency Percentage 

1 Highly Satisfied 35 35 

2 Satisfied 37 37 

3 Neutral 14 14 

4 Dissatisfied 3 3 

5 Highly Dissatisfied 11 11 

 

Total 100 100 

S.No. Particulars frequency Percentage 

1 Highly Satisfied 27 27 

2 Satisfied 39 39 

3 Neutral 17 17 

4 Dissatisfied 9 9 

5 Highly Dissatisfied 8 8 

 
Total 100 100 
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 Table: 9 Account related service wise, frequency of the data: describes that 49% of 

respondent to low level, 35% of respondent to High level, 15% of respondent to middle level, 4% of 

respondent were highly low level. 

 Table: 10 E- banking , core banking wise, frequency of data:describes that 41% of 

respondent to high level, 36% of respondent to middle level, 19% of respondent to low level, 4% of 

respondent were highly low level. 

 Table: 11 Reasonableness of fees towards, locker, DD, loan process wise frequency of the 

data: describes that 40% of respondent to middle leve, 33% of respondent to high level, 25% of 

respondent to low level, 2% of respondent were highly low level. 

 Table: 12 the service attitude of banker at the time of opening A/c, customer satisfaction: 

describes that 57% of respondent to Satisfied, 22% of respondent to Neutral, 17% of respondent to 

Highly Satisfied, 3% of respondent were dissatisfied, 1% of respondent were Highly Dissatisfied. 

 Table: 13 Account information and balance enquiry wise frequency of data through 

customer satisfaction: describes that 37% of Both respondent to Highly Satisfied and Satisfied, 

20% of respondent to Neutral, 5% of respondent to Highly Dissatisfied, 1% of respondent 

Dissatisfied. 

 Table: 14 Funds transfer E-banking service wise, frequency of data through Customer 

satisfaction: describes that 37% of respondent Satisfied, 35% of respondent highly satisfied, 14% 

of respondent belonging neutral, 11% of respondent highly dissatisfied, 3% of respondent 

dissatisfied in fund transfer and E- banking services. 

 Table: 15 Network of branches and ATM canter wise, frequency of data Costumer 

Satisfaction: describes that 39% of respondent Satisfied, 27% of respondent highly satisfied, 17% 

of respondent belonging neutral, 9% of respondent dissatisfied, 8% of respondent highly 

dissatisfied in the network of branches 

 

Conclusion  

 Findings revealed that improved people, process and physical evidence aspect of service 

quality help in increasing customer satisfaction. These results confirmed the past research results. 

Improved human, technical and tangible aspects of service quality increase customer satisfaction. 

Out of the three aspects of service quality people aspect of service quality contributed maximum 

in influencing customer satisfaction. The Efficient interpersonal interactions between customers 

and employees can improve customer satisfaction. Physical evidence aspect of service quality 

includes parking, furniture, brochure, ATM card, etc. Due to intangibility of services, customer 

evaluates services on the basis of physical evidence. Good quality physical evidence helps in 

increasing customer satisfaction. This study was restricted to Darmapuri District only and sample 

size was also small. Therefore, results should be generalized with caution. It is advisable to 

increase the sample size and include more Districts of Tamil Nadu to have a better insight of 

customer of bank.  

 

Recommendations for the organizations 

1. The bank should hire self-motivated, enthusiastic employees who will like to deal with 

customer and will try to solve customer complaints and other issues in an effective manner. 

Only then the bank can render superior customer services and enjoy the benefit in the long 

run  
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2. In order to retain the existing customers and to improve service quality, the bank should 

continuously maintain error-free transactions, since bank accounts and figures are very 

sensitive for each and every customer.  

3. The management of the bank should regularly run research activities in order to keep a 

regular track of customer satisfaction level. Regular research should also be conducted to 

find out customer expectations about various service aspects. As customer expectations and 

satisfaction are not static figures, regular research at sufficient intervals should be 

conducted.  
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Abstract  
 There is a greater demand for food products in 
the market that are healthy, enriched with good 
health value additions and safe to consume foods. 
Development of consumer oriented healthy and safe 
to consume food products seem a major challenging 
task confronting the food industries. With proven 
scientific research backing, the task of developing 
value added foods for health and medical benefits 
has a vast scope in market place. Diabetes Mellitus 
is a salient chronic disease and is now escalating 
particularly in India. Management of diabetes 
involves a crucial triad of diet, exercise and drugs. 
Regular intake of significant amounts of dietary 
fibre along with regular food plays a vital role in 
managing diabetes. Psyllium is a natural plant and 

its husk/seeds contain high amount of soluble 
dietary fibre which help to regulate blood sugar 
levels in people with diabetes mellitus when 
consumed along with the food. Incorporating 
psyllium husk into food products for consumers has 
a good scope for market appeal endowed with 
health and medical benefits, especially for 
diabetics. It is also equally important to popularise 
and create awareness on the developed food 
products and market it to the public. These 
developed psyllium husk incorporated food products 
will serve as one more therapeutic food addition to 
the existing list of healthy foods for diabetic 
consumers.  
Keywords Psyllium husk, Diabetes, Value added 
food products, Commercial Marketing 

  

Introduction 

 Food is the basic part of our existence. Historical evidence suggests man‘s continued quest to 

understand food and its relationship with human body. Human history has also been entwined 

with the search and discovery of new foods. Attempts are constantly made with innovations on 

traditional foods to produce easy to prepare, tasty, nutritious and healthy foods. The latest trend 

is on instant and ready to eat convenience foods. The proportion of processed food intake among 

consumers is also on the escalating levels in consumption basket. There is also a greater demand 

for food products in the market that are healthy, enriched with good health value additions and 

safe to consume foods.  

 The world today trends towards the development of innovative food products and its 

preservation techniques, its safety, packaging, transportation and merchandizing, which are all 

fast changing in this unified global market conditions. This has paved way to accelerate the pace 

of progress in food processing sectors. Food processing industry is one among India‘s fastest 

growing sectors. The tremendous power of food processing sector relies on generating huge 

economic benefits. If India has to emerge as a leader in food processing, it must address four vital 

aspects namely, Health, Safety, Quality and Cost. Then we can march forward, not only using 

food to satiating hunger, but also to produce and develop food products with desirable qualities in 

promoting and maintaining good health. 

 Awakened consumers now believe on the importance of health promoting nutrient enriched 

foods as the most desirable quality of a food product. Besides, the whole food market is on the 
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fast growth of producing nutritionally enhanced foods with health benefits. Intense competition in 

the global market has made it imperative that the productivities of the food processing industry 

are at the highest possible levels and also in maintaining high quality standards. Therefore, 

development of consumer oriented healthy and safe to consume food products, seem a major 

challenging task confronting the food industry. And with proven scientific research backing, the 

task of development of value added foods for health and medical benefits has a vast scope in 

market place.  

Role of Psyllium Husk in Diabetes 

 In this modern era of new scientific advancements in core areas of health and nutrition, 

natural dietary fibre, trans fatty acid, phytochemicals and neutraceuticals have gained more 

attention among health care professionals. Today, growing urbanization, economic affluence 

coupled with sedentary lifestyles and changing food patterns are contributing to several chronic 

degenerative diseases even in developing countries. Diabetes Mellitus is a salient chronic disease 

and is now escalating particularly in India, ranking the highest number in any country. It is 

recognized as one of the greatest threat to public health. The pathogenesis of diabetes has been 

a matter of intense research. Management of diabetes involves a crucial triad of diet, exercise 

and drugs. With regard to dietary management, the role of dietary fibre in human health has 

extended far beyond its application as a laxation, which includes its role in management of 

chronic diseases like diabetes. Research supports that regular intake of significant amounts of 

dietary fibre along with regular food, plays a vital role in managing diabetes. Fibre enriched diets, 

both insoluble and soluble dietary fibres are very important to maintain blood glucose 

homeostasis. 

 Psyllium is the common name for several members of the plant genus Plantago which has over 

200 species. Plantago ovata is the most commonly cultivated psyllium in India, mainly in North 

Gujarat. Indian Plantago or Isabgol is the common name used to denote the shape of the psyllium 

seeds which means ‗horse ear‗. Psyllium is an annual herb that grows to a height of 12–18 inches, 

119 to 130 days crop that grows well in both cool as well as dry weather. Mature psyllium plants 

are harvested 6 inches above the ground level, left to dry, then thrashed and winnowed. The 

harvested seeds are dried below 12% moisture, then cleaned, milled and stored. The seeds are 

very small, 1000 seeds weigh less than 2gms. 

 Psyllium is cultivated mainly for its mucilage capacity which comes from the seed coat. The 

husk\seed coat of psyllium seeds absorbs water and produces mucilage, which is a clear, 

colourless, gelling substance which is rich in soluble dietary fibre with loads of valuable health 

benefits. The psyllium seed husk are used as a whole in natural state, dried, chopped or 

powdered for easier consumption. The mucilage content of the psyllium husk cannot be digested, 

absorbed, or hydrolysed by the enzymes of the upper digestive system of human beings. But the 

gelling property of the mucilage and its high soluble dietary fibre property exert a beneficial 

effect in both small intestine and large intestine. Some of the known health benefits of psyllium 

husk are, lowering cholesterol levels, regulating blood sugar levels, relieving constipation, and 

also used in the treatment of irritable bowels syndrome and haemorrhoids. With regard to the 

digestive and absorptive capacity in the small intestine, the soluble dietary fibre present in 

psyllium husk help to regulate blood sugar levels in people with diabetes mellitus there by 

resulting in lower post prandial levels 

 Dietary modifications along with healthy life style habit, weight control, regular exercise and 

hypoglycaemic drugs are the main potential approaches in managing diabetes. Nevertheless 
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dietary modification is the corner stone, particularly in type 2 diabetes. Rocketing blood sugars in 

diabetics are dangerous. A diet with rice and rice based products are the staple food of south 

India which have a high Glycaemic Index value (GI). The main stay of modern Indian diets with 

refined cereals may also contribute to the increasing incidence of uncontrolled blood sugar 

fluctuations among diabetics. A fibre rich diet with a combination of complex carbohydrates will 

be more effective in managing diabetes. Therefore, the challenge is to utilize natural fibre rich 

food substances and incorporate them in our daily food intake, to regulate blood glucose level 

with good glycaemic control. Various researches on diabetes supports the fact that the water 

soluble dietary fibre in psyllium husk decrease post prandial blood glucose levels in type 2 

diabetes and thereby maintains good control of blood sugar. It is also proposed that incorporating 

psyllium husk into food products are more effective in maintaining blood sugar, than as a 

supplement separated from food. In today‘s hectic life style and changing food preferences, the 

choice of healthy and nutritious foods by consumers which are easy to prepare, quick recipes and 

convenience foods are on the rise in the market. A variety of commercially available Indian 

convenience and conventionally ready to eat foods, specific for each medical condition also 

dominates the food market. A scientific advancement with proven research backings, paves way 

for a healthy and versatile food product development for diabetics, by incorporating psyllium husk 

in acceptable and safe proportions. An active collaboration of stake holders in food industry is 

crucial in manufacturing and promoting food products with medical benefits, especially for 

diabetics. Incorporating psyllium husk, a natural plant food which is rich in soluble fibre, into food 

products for consumers has a good scope for market appeal endowed with health and medical 

benefits. It is also equally important to popularise and create awareness on the health and 

medical benefits of the developed food products and market it to the public consumers.  

Conclusion 

 Nutrition, health and sustainable development are instrumental to each other in the 

development of a better nation. It cannot be achieved without a population that is better 

nourished, healthier and productive. Today, escalation of chronic degenerative diseases is an 

alarm to mankind. We need to start focusing on food as medicine to prevent and manage diseases 

for the overall well being of our human society. Regarding the dietary management of diabetes, 

current challenge is to identify natural foods rich in dietary fibre and incorporate them into food 

products, and promote and market them to consumers. It is proposed that with enough research 

backings, the ideal choice would be to incorporate optimal level of psyllium husk into food 

products to enhance health and medical value. There is an evidence based scope for the 

development and commercial marketing of psyllium husk incorporated food products, which will 

help in maintaining better control of blood sugar levels among diabetics. These developed 

psyllium husk incorporated food products will serve as one more therapeutic food addition to the 

existing list of healthy foods for diabetic consumers.  
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Banking 

 A bank is a financial institution licensed to receive deposits and make loans. Bank may also 

provide financial service such as wealth management, currency exchange and safe deposit 

boxes. 

 The reserve bank of India act, 1934 and the bank regulation act, 1949 govern the banking 

operation in India.  

 There are two types of bank they are 

1. Commercial banks. 

2. Retail banks. 

 

Introduction 

 As per the Reserve Bank of India (RBI), India‘s banking sector is sufficiently capitalized and 

well-regulated. The financial and economic conditions in the country are far superior to any 

other country in the world.  

 Credit, market and liquidity risk studies suggest that Indian banks are generally resilient and 

have withstood the global downturn well. 

 Indian banking industry has recently witnessed the roll out of innovative banking models like 

payments and small finance banks. RBI‘s new measures may go a long way in helping the 

restructuring of the domestic banking industry. 

 The digital payments system in India has evolved the most among 25 countries with India‘s 

Immediate Payment Service (IMPS) being the only system at level 5 in the Faster Payments 

Innovation Index (FPII). 

 In August 2017, Global rating agency Moody's announced that its outlook for the Indian 

banking system was stable. In November 2017, Global rating agency Moody's upgraded four 

Indian banks from Baa3 to Baa2. 

 

Banking structure in India 

 A well regulated banking system is a key comfort for local and foreign stake holders in any 

country. Prudent banking regulation is recognized as one of the reason why India was less 

affected by the global financial crisis. 

 Banking can be broadly categorized as commercial banks or cooperative banks. 

 Bank which meet specific criteria are included in the second schedule of the RBI act, 1934. 

These are called scheduled banks. They may be commercial bank or co-operative banks. 
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Inclusion in the schedule also comes with its responsibilities of reporting to RBI and maintaining a 

percentage of its demand and times liabilities as cash reserve ratio (CRR) with RBI. 

 

The basic banking terms 

 Finance: The proper management of money from the customer or from the reserve bank 

asked for loan. 

 Money: The current medium of exchange or means of payment. 

 Credit or loans: A sun of money to be returned normally with interest. 

 Banking system: The merchant, The gold smith(safe lockers), The money lender – receiving 

deposits and advancing loans  

 

Functions of bank  

Primary functions of bank 

 The primary functions of bank are known as 

banking function. 

 They are explained as follows: 

 

Bank deposits 

 Banks are also called custodians of public 

money. Banks are accepting money as 

deposits for safe keeping. Bank use this 

money to earn interest from people who 

need money by way of loans and they share 

a part of this interest with the depositors. 

 The percentage of the interest depends 

upon the tenor – length of the time for 

which the depositor wishes to keep the money with the bank – and the easiness of withdrawal.  

 The thumb rule is longer the tenor/term, higher the rate of interest and lesser the restriction 

on withdrawal, lesser the interest. 

 Deposits are accepted from both domestic and non-resident Indian customers. 

 

Granting advanced 

Overdraft 

 A bank overdraft is a line of credit that covers your transactions if your bank account balance 

drops below zero. An overdraft allows you to access extra funds through your transaction 

account up to an approved overdraft limit, avoiding overdrawn and dishonour fees. 

 Interest is only charged on the amours overdrawn ―When fees and charges are paid on time‖ a 

monthly service fee may also be charged depending on the type of your overdraft you choose. 

Type of overdraft 

 Personal overdraft – RS:16000 to RS:1600000 

 Temporary overdraft – RS:16000 to RS:3200000 

Bank loans 

 A loan is an arrangement between two parties (bank and customer) where money is lent by 

one person (banker) to another (customer/borrower) this is the legal contract between the 

lender and the borrower. 
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 unlike most other type of loan, those involving cash will gradually be paid back over a period 

of time previously arranged at the same time it is possible to make 3 to 6 monthly 

repayments, the usual time period is one month.  

 Arranging the mortgage is little more complicate, the use for which it is required is not 

flexible and the money can never be used for anything other than buying/building a house or 

land. 

 A loan is a type of debt. It is basically a temporary provision of money to be repaid with some 

interest. Banks in India are controlled under Reserve Bank of India. There are many types of 

loan. 

 Home loan 

 Personal loan 

 Car loan 

 Education loan 

 Credit card. 

Cash credit 

 Cash credit is a short term source of finance. Under cash credit the bank offers its customer 

to take a loan up to a certain limit. Cash credit is also known as Bank Overdraft. 

 Features of Cash credit: 

 This loan is given to meet the working capital requirements of the company. 

 It is given against the collateral security. 

 Interest is charged only on the amount of loan taken by the customer and not on the 

amount of credit sanctioned.  

 

Discounting of Bills 

 If the drawer of the bill doesn‘t want to wait till the date of the bill and is in need of money 

he may sell his bill in bank at a certain rate of discount. The bill will be endorsed by the 

drawer with a signed and dated order to pay the bank. 

 The bank will become the owner and holder of the bill. After getting the bill the bank will pay 

the cash to the drawer equal to the face value less interest or discount at the agreed rate for 

the number of days it has to run.  

 
Accounting Deposits 

Saving deposits 

 A saving account is the most basic type 

of account at a bank or credit union 

allowing you to deposit money keeps 

the funds safe and withdraws funds as needed. 

 Saving accounts typically pay interest on your deposits which helps you grow money but rates 

are relatively low on these low on these low- risk accounts. 

 

Fixed deposits 

 A fixed deposit (FD) is a financial instrument provided by banks or NBFCs which provides 

investors a higher rate of interest than a regular saving account until the given maturity date.  

 It is important to note that banks may offer lesser interest rate under uncertain economic 

conditions. The interest rate varies between 4 and 7.25 percent. The tenure of an FD can vary 

                Drawer    B/E RS: 6, 00, 000       Drawee 

 B/R                         Acceptor 

                     Bank takes possession                  Maturity, the bank presented the bill and 

                                                                               Received cash                                                                  

                                                                Bank 
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from 7, 15, or 45 days to 1.5 years and can be as high as 10 years. Fixed deposit is high 

interest yielding deposit. 

 The most popular form of term deposit is fixed deposit while other form of deposits is 

recurring deposits and flexi fixed deposits. 

 The main benefits of FD are customer can avail loan against FDs up to 80 to 90 percent of the 

value of deposits. The rate of interest of loan could be 1 to 2 percent over the rate offered on 

the deposit. 

 

“Residents of India can open these accounts for a minimum of 3 months” 

Current deposits 

 A current deposit will often be made into a bank or other financial institutions account in the 

local currency. The deposit will then generally be made available to the customer for 

withdrawal at anytime and without any early withdrawal penalty.  

 Current deposit is known as transactional accounts. A deposit account for the purpose of 

securely and quickly providing frequent access to funds on demand, through various different 

channels. Because is available on demand these account are also referred to as ―Demand 

accounts‖ or ―Demand deposit account‖  

Recurring deposits 

 Recurring deposits is a special kind of term deposit offered by banks in India which helps 

people with regular income to deposit a fixed amount every month into their recurring 

deposit account and earn interest at this rate applicable to fixed deposits. 

 The formula to calculate RD is I = p*n(n+1)r 

             12*2*100 

 The formula to calculate the maturity amount  

 Total sum deposited + interest = p (n) +I= p*n [1+ (n+1) r] 

2400 

Agency function 

 Collection of cheques, dividends, interest etc: Collecting cheques, drafts, bills of exchange, 

dividends, interest etc. On behalf of its customer and credit the amount in their account is one of 

the most important agency services rendered by the banks. 

 Payment of subscription, Rent, Insurance premium etc: The customer and debit the account 

with the amount. It accepts the sanding instructions of the customer and arranges for the 

payment of such expenses on their behalf, if charges a small amount by way of commission for 

these services. 

 Stock Exchange Transactions: Bank purchase and sell various securities such as shares, 

debentures, bonds etc of joint stock companies both private and Government on behalf of their  

Customers. 

 Acting as Executor, Trustees, Attorneys etc: As an executor it preserves the ―Wills‖ of the 

customers and executes them after their death. As a trustee it takes care of the funds of the 

customers it signs transfer forms and documents on behalf of the customer. 

 Preparation of Income Tax Returns: Banks prepare income tax returns for their customers 

through their tax service departments. 

 Conducting Foreign Exchange Transactions: Commercial banks purchase and sell foreign 

exchange for their customers. 
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Utility Function 

 Underwriting: Underwriting is the detailed credit analysis preceding the granting of a loan, 

based on credit information furnished by the borrower. It can also refer to the purchase of 

corporate bonds, commercial paper, government securities, and municipal general obligation 

bonds by a commercial bank or dealer bank for its own account or for resale to investors. 

 Project reports: The project report is a document. This gives an account of the project 

proposal to ascertain the prospects of the proposed plan/activity. A project report is prepared 

with the help of prescribed guidelines available with MSMEDI‘s DIC‘s and financial institutions. 

 
Economic function of bank 

 Financial intermediary asset market share yearned 2000 – 2017 (%) 

 Financial companies – 4% 

 Real-estate investment trust – 0.8%  

 Pension funds - 27.9%  

 Property of causality insurance – 3.2%  

 Life insurance – 11.4% 

 Bank – 23.4% 

 Saving intuitions – 4.4% 

 Credit union – 1.6% 

 Money market funds – 6.6% 

 Mutual funds – 16.7%  

  
Indian banking sector credit growth has grown at a healthy pace 

 Credit off-take has been surging ahead over the past decade, aided by strong economic 

growth, rising disposable incomes, increasing consumerism and easier access to credit. 

 Total credit extended went up to US$ 1,089 billion by FY15. 

 Credit to non-food industries increased 9.75 per cent to US$ 1,073.4 billion in FY15, from the 

previous financial year. 

 Demand has grown for both corporate and retail loan. 

 

Bank rates as per the month of February (2018) 

Bank Rates 

Policy Repo Rate : 6.00% 

Reverse Repo Rate : 5.75% 

Marginal Standing Facility Rate : 6.25% 

Bank Rate : 6.25% 

Current CRR and SLR rates 

 CRR : 4% 

 SLR : 19.5% 

Balance Sheet of RBI 

 In the emerging scenario, there is need to accord the respect that is due to the balance sheet 

of a central bank. Fortunately, RBI has been devoting special attention to several aspects of 

its balance sheet viz. 
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 Avoiding contingent liabilities, building up adequate reserves thereby regaining some control 

over its balance sheet and further enhancing accounting and transparency standards. In view 

of significant amounts of foreign currency assets on its portfolio and the need to adopt 

internationally accepted valuation norms for all its assets, RBI should be strong enough in its 

internal reserves so that it can withstand any possible adverse impact on its balance sheet. 

 A fear of adverse impact on its balance sheet may inhibit RBI to pursue otherwise desirable 

and prudent policies and the level of its reserves should be enough to remove such fears. RBI 

should guard itself against pressures to dilute the policy framework on transfer to reserves 

between Board of RBI and Government. 

 It will be interesting to note that as the fiscal adjustment progresses and succeeds the 

potential for RBI‘s profits decreases. Finally, the balance sheet of the RBI can command 

credibility as well as effectiveness in its policy interventions, domestically as well as 

internationally; when among other things it has sufficient autonomy and control over its 

balance sheet. 

 

Conclusion  

 I believe that the RBI has continued to acquit itself well in discharging its functions during the 

reform period. It has deservedly gained importance, credibility and respect. It is currently 

well equipped in terms of technical skills to meet domestic and international challenges. 

 It must be recognised that close understanding between the RBI and Government was 

instrumental in bringing about structural reform and meeting crisis-like situations during the 

recent years. In particular, RBI has been providing analytical inputs in policy making in so far 

as financial sector is concerned. 

 This approach should be carried forward while respecting the need for RBI's autonomy in 

conducting its monetary operations. Another significant recent achievement of RBI is the close 

links it developed with State Governments - as banker, as debt manager and as policy adviser, 

and keeping up this momentum is desirable. 

 There has been a notable change in the work practices and approaches to policy making as 

well as problem solving. These include constant review of international experience, working 

group approach and multi-disciplinary and multi-departmental standing committees to aid 

decision making. 

 The gains from this approach are evident and should be carried forward. Finally, there is 

great merit in devoting urgent and serious attention to three aspects. First, there should be 

deliberate efforts to continuously upgrade skills on a more extensive scale. 

 For this purpose, both, facilities as well as incentives would be needed. Second, whether, as a 

regulator or in performing other functions such as banker to Government or issuer of 

currency, there is significant interaction with users 

 With interest shown by Governor Dr. Jalan, there has been discernible impact but some more 

drastic changes in attitudes and procedures may be necessary. 14 Third, the work practices 

including placement, deployment, redeployment etc need to be visited and thoroughly 

revamped to bring them in alignment with demands of a rapidly modernising financial sector. 

 In all these areas, it would be worthwhile for an immediate examination and consensus for 

moving forward. Let me once again thank the organisers for giving me this opportunity to 

freely set out my random thoughts on changes in the RBI‘s role in future. 
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Abstract 
 E-commerce is simply the sale and purchase of 
services and goods over an electronic medium, like 
the internet. This paper deals with about how e-
commerce differs from the traditional commerce, 

benefits to various persons, their risks and controls, 
types, impact on market and retailers, customers, 
employees, government regulations, global trends 
and various e-commerce websites 

 
 

E–Commerce 

Meaning 

 Sale / Purchase of goods / services through 

electronic mode is e-commerce. This could include 

the use of technology in the form of Computers, 

Desktops, Mobile Applications, etc. 

 E-commerce is the process of doing business 

electronically. It refers to the use of technology to 

enhance the processing of commercial transactions between a company, its customers and its 

business partners. It involves the automation of a variety of Business-To-Business (B2B) 

transactions through reliable and secure connections. 

 

Traditional Commerce and E-Commerce 

 The greatest change due to technology innovations in 

last five years has been the way users perform their daily 

chores / activity of life. 

 

 

 

Example of how Technology has entered every aspect of human life 

S. 

No 
Activity Then Now 

1 Wake up Alarm docks with snooze buttons. Mobile alarms, multiple types. 

Some forcing you to solve 

mathematical quiz before you snooze 

them. Ensuring you wake up. 

2 Office 

Admin 

All jobs to be done by assigned service 

provider. For example: Courier‘s need 

to be sent to courier agency. 

Now you book through online APP, the 

courier agency picks up POST at 

designated time and place. 
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Old Model 

 
New Model of E-Commerce 

 
 

Difference between Traditional Commerce and E-Commerce 

Basis for 

Comparison 
Traditional Commerce E-Commerce 

Definition Traditional commerce includes all those 

activities which encourage exchange, in 

some way or the other of goods/services 

which are manual and non-electronic 

E-Commerce means carrying out 

commercial transactions or 

exchange of information, 

electronically on the internet 

Transaction 

Processing 

Manual Electronically 

 

Availability for 

commercial 

transactions 

For limited time. This time may be 

defined by law. Like special stores which 

may run 24 hours, but in general available 

for limited time. 

24*7*365 

Nature of 

purchase 

Goods can be inspected physically before 

purchase 

Goods cannot be inspected 

physically before purchase 

Customer 

interaction 

Face-to-face Screen-to-face 

Business scope Limited to particular area Worldwide reach 

Resource focus Supply side Demand side 

Payment Cash, cheque, credit card, etc. Credit card, fund transfer, Cash 

in Delivery, Payment Wallets, 

etc. 

 

Benefits of E-Business 

Benefits to Customer/Individual/User 

 Convenience: Every product at the tip of individual‘s fingerprints on internet. 

 Time savings: Number of operations that can be performed both by potential buyers and 

sellers increase. 

 Easy to find reviews: There are often reviews about a particular site or product from the 

previous customers which provides valuable feedback. 

 Anytime Access: Even midnight access to the e-commerce platforms is available which brings 

in customer suitability. 

Benefits to Business/Sellers 

 Increased Customer Base: Since the number of people getting online is increasing, which are 

creating not only new customers but also retain the old ones. 
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 Recurring payments made easy: Each business has number of operations being homogeneous. 

Brings in uniformity of scaled operations. 

 Creation of New markets: This is done through the ability to easily and cheaply reach 

potential customers. 

 Elimination of Time Delay: Faster time to market as business processes are linked, thus 

enabling seamless processing and eliminating time delay 

Benefits to Government 

 Instrument to fight corruption: In line with Government‘s vision. E-commerce provides a 

pivotal hand to fight corruption. 

 Reduction in use of ecologically damaging materials through electronic coordination of 

activities and the movement of information rather than physical objects. 

 
Components for E-Commerce 

1. User: This may be individual/organisation or anybody using the e-commerce platforms. As  

e-commerce, has made procurement easy and simple, just on a click of button e-commerce 

vendors needs to ensure that their products are not delivered to wrong users. 

2. E-Commerce Vendors: This is the organisation/entity providing the user, goods/services asked 

for. They have the following such as Suppliers and Supply chain management, Warehouse 

operation, Shipping and returns, Marketing and loyalty programs, Showroom and offline 

purchase. 

3. Technology Infrastructure: The computers, servers, database, mobile apps, digital libraries 

enabling the e-commerce transactions. 

4. Internet/Network: This is the key to success of e-commerce transaction. The faster net 

connectivity leads to better e-commerce. The success of e-commerce trade depends upon the 

internet capability of organisation. 

5. Web portal: It is the application through which user interacts with the e-commerce vendor.  

E-commerce vendors put a lot of money and effort in this aspect. 

6. Payment Gateway: It represents the way e-commerce vendors collects their payments. 

Presently numerous methods of payments by buyers to sellers are being used, including Credit 

/ Debit Card Payments, Online bank payments, Vendors own payment wallet, Third party 

payment wallets, like SBI BUDDY or PAYTM, Cash on Delivery and Unified Payments 

Interface(UPI). 

 
Architecture of Networked Systems 

 In e-commerce, it denotes the way network architectures are build. E-commerce runs through 

network-connected systems. Networked systems can have two types of architecture: 

 Two tier 

 Three tier 

Two Tier Client Server 

 In a Two-tier network, client (user) sends request to Server and the Server responds to the 

request by fetching the data from it. Two-tier architecture is divided into two-tiers 

1. Presentation Tier (Client Application/Client Tier): User can login to an e-commerce vendor 

through this tier. This application also connects to database tier and displays the various 

products/prices to customers. 
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2. Database Tier (Data Tier): The product data / price data / customer data and other related 

data are kept here. User has not access to data at this level. 

Advantages 

1. The system performance is higher because business logic and database are physically close. 

2. By having simple structure, it is easy to setup and maintain entire system smoothly 

Disadvantages 

1. Performance deteriorates if number of users‘ increase 

2. There is restricted flexibility and choice of DBMS, since data language used in server is 

proprietary to each vendor. 

Three Tire Client Server 

 It is a software design pattern and well-established software architecture. In three tier 

architecture three layers like Client, Server and Database are involved. Its Three Tiers are 

1. Presentation Tier: Occupies the top level and displays information related to services 

available on a website. This tier communicates with other tiers by sending results to the 

browser and other tiers in the network. 

2. Application Tier: Also called as the Middle Tier. It controls application functionality by 

performing detailed processing. 

3. Database Tier: This tier houses the database servers where information is stored and 

retrieved. Data in this tier is kept independent of application servers or business logic. 

Advantages 

 Clear separation of user-interface-control and data presentation from application 

 Dynamic lead balancing 

 Change management 

Disadvantages 

 It creates an increased need for network traffic management, server lead balancing, and fault 

tolerance. 

 Current tools are relatively immature and are more complex. 

 

Risks and Controls 

Risk 

 Risk is the possibility of loss. The same may be the result of intentional or un-intentional 

action by individuals. These includes delay in goods and hidden costs, needs access to internet 

and lack of personal touch, security and credit card issues, lack of authenticity of transactions, 

attack from hackers, lack of audit trails. 

Control 

 It is defined in accounting and auditing, is a process for assuring achievement of an 

organisation effectiveness and efficiency, reliable financial reporting, and compliance with laws, 

regulations and policies. Controls are necessary for all persons in the chain, including users, 

sellers, buyers, merchants, government, payment gateways. 

Guidelines and Laws Governing E-Commerce 

Guidelines for e-commerce 

1. Billing: The issues are- 

 Format of bill 

 The details to be shared in bills 

 Applicable GST 
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2. Product guarantee / warranty: Proper display of product guarantee / warranty online as well 

as document sent along with products. 

3. Shipping: The shipping time, frequency of shipping, the pacing at time of shipping, all these 

needs to be put in policy documents. 

4. Delivery: Policy needs to be defined for, Which mode of delivery to be chosen? Which 

deliveries to be made? Where deliveries to be made? 

5. Return: Policy for return of goods need to be put in place defining, Which goods to be 

accepted in return? The number of days within which returns can be accepted, the time 

within which buyer shall be paid the amount back for goods returned. 

6. Payment: Policy guidelines need to be created for the following payment related issues, Mode 

of payment, for which products, specific payment mode shall be there. 

 

Commercial laws governing E-commerce 

 All e-commerce transactions are commercial business transactions. All these transactions are 

covered under multiple laws, including commercial laws, such as Income Tax Act, 1961,Companies 

Act, 2013, The Factories Act, 1948, The Customs Act, 1962,The Goods and Services Tax Act, 2017 

(GST), Indian Contract Act, 1872, Consumer Protection Act, 1986. 

 

Special Laws governing E-Commerce 

 E-commerce are covered under few other laws as these transaction are done electronically. 

 Information Technology Act, 2000 (As amended 2008) 

 Reserve Bank of India, 1932. 

 
Digital Payments 

 Digital Payment is a way of payment which is made through digital modes. In digital 

payments, payer and payee both use digital modes to send and receive money. It is also called 

electronic payment. No hard cash is involved in the digital payments.  

 
Different types of Digital Payments 

 From traditional digital payments methods, India is moving towards newer methods of digital 

payments 

New Methods of Digital payment 

 UPI (Unified Payment Interface) Apps 

 Immediate Payment Service (IMPS) 

 Mobile Apps – BHIM (Bharat Interface for Money) 

 Mobile wallets 

 Aadhar Enabled Payment Services (AEPS) 

 Unstructured Supplementary Service Data (USSD) 

Traditional Methods of Digital Payment 

 E-Wallet 

 Cards (Credit and Debit cards) 

 Net Banking 

Advantages of Digital Payments 

 Easy and convenient 

 Pay or send money from anywhere 
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 Discounts from taxes 

 Written record 

 Less risk 

Drawbacks of Digital Payments 

 Difficult for a Non-technical person 

 The risk of data theft 

 Overspending. 

Types of E-Commerce 

There are six general classes of e-commerce 

applications: 

1. Business-to-Business (B2B) e-commerce 

2. Business-to-Consumer (B2C) e-commerce 

3. Consumer-to-Business (C2B) e-commerce 

4. Consumer-to-Consumer (C2C) e-commerce 

5. Business-to-Government (B2G) e-commerce 

6. Business-to-Employee (B2E) e-commerce 

Business-to-Business (B2B) e-commerce 

 B2B refers to the exchange of services, information and/or products from one business to 

another. B2B electronic commerce typically takes the form of automated processes between 

trading partners and is performed in much higher volumes than Business-to-Consumer (B2C) 

applications. B2B can also encompass marketing activities between businesses, and not just the 

final transactions that result from marketing. 

Business-to-Consumer (B2C) e-commerce 

 It is defined as the exchange of services, information and/or products from a business to a 

consumer. Typically, a B2C e-commerce business has a virtual store for consumers to purchase 

goods and services eliminating the need to physically view or pick up the merchandise. This 

minimizes internal costs created by inefficient and ineffective supply chains and creates reduces 

end price for the customers. There are advantages such as it can be faster, call centres can be 

integrated with the website offerings and prices can change instantaneously, etc. 

Consumer-to-Business (C2B) e-commerce 

 In C2C e-commerce model, consumers directly contact with business vendors by posing their 

project work online so that the needy companies review it and contact the consumer directly with 

bid. The consumer reviews all the bids and selects the company for further processing. Come 

examples are guru.com, rentacoder.com. 

Consumer-to-Consumer (C2C) e-commerce 

 C2C e-commerce is an Internet-facilitated form of commerce that has existed for the span of 

history in the form of barter, flea markets, swap meets, yard sales and the like. C2C e-commerce 

sites provides a virtual environment in which consumer can sell to one another through a third-

party intermediary. 

Business-to-Government (B2G) e-commerce 

 B2G e-commerce, also known as e-Government, refers to the use of information and 

communication technologies to build and strengthen relationships between government and 

employees, citizens, businesses, non-profit organisations, and other government agencies. 
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Business-to-Employee (B2E) e-commerce 

 B2E e-commerce from an intra-organisational perspective, has provided the means for a 

business to offer online products and services to its employees. 

Key aspects to be considered in implementing e-commerce 

 Successful implementation of e-commerce requires involvement of key stakeholders and 

should ideally include representatives from: accounting/finance, internal audit, IT security, 

telecommunications, end users, system analysts, and legal. Further, key trading partners, 

brokers, and other third-party services should also be involved to obtain valuable insight into the 

design and deployment of the e-commerce solution. Other key aspects to be considered are as 

follows: 

 Implementing appropriate policies, standards and guidelines 

 Performing cost benefit analysis and risk assessment to ensure value delivery 

 Implementing the right level of security across all layers and processes 

 Integration of e-commerce with the business  

 Providing adequate user training. 

Impact on markets and retailers 

 E-commerce markets are growing at noticeable rates. The online market is expected to grow 

by 56% in 2015-2020. Traditional markets are only expected 2% growth during the same time.  

E-commerce allows customers to overcome geographical barriers and allow them to purchase 

products anytime and from anywhere. There are two ways for marketers to conduct business 

through e-commerce: fully online or online along with a brick and mortar store. Online marketers 

can offer lower prices, greater product selection, and high efficiency rates. Many customers 

prefer online markets if the products can be delivered quickly at relatively low price. However, 

online retailers cannot offer the physical experience that traditional retailers can. It can be 

difficult to judge the quality of a product without the physical experience. 

Impact on Employment 

 E-commerce helps create new job opportunities due to information related services, software 

pp and digital products. It also causes job losses. The areas with the greatest predicted job-loss 

are retail, postal, and travel agencies. E-commerce requires sufficient stacks that could be 

delivered to customers in time, the warehouse becomes an important element. Warehousing 

needs more staff to manage, supervise and organize, thus condition of warehouse environment 

will be concerned by employees. 

Impact on Customers 

 E-commerce brings convenience for customers as they do not have to leave home and only 

need to browse website online, especially for buying the products which are not sold in nearby 

shops. It could help customers buy wider range of products and save customers‘ time. They are 

able to research products and compare prices among retailers. Also, online shopping often 

provides sales promotion or discounts code, thus it is more price effective for customers. 

However, e-commerce lacks human interaction for customers, especially who prefer face-to-face 

connection. 

Government regulation 

 In India, the Information Technology Act 2000 governs the basic applicability of e-commerce. 

In the United States, certain electronic commerce activities are regulated by the Federal Trade 

Commission (FTC). The CAN-SPAM Act of 2003 establishes national standards for direct marketing 

over e-mail. Internationally there is the International Consumer Protection and Enforcement 
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Network (ICPEN), which was formed in 1991 from an informal network of government customer 

fair trade organisations. From this came Econsumer.gov, an ICPEN initiative since April 2001. It is 

a portal to report complaints about online and related transactions with foreign companies.  

There is also Asia Pacific Economic Cooperation (APEC) was established in 1989 with the vision of 

achieving stability, security and prosperity for the region through free and open trade and 

investment. In Australia, Trade is covered under Australian Treasury Guidelines for electronic 

commerce and the Australian Competition and Consumer Commission regulates and offers advice 

on how to deal with businesses online, and offers specific advice on what happens if things go 

wrong. In China, the telecommunications Regulations of the People‘s Republic of China 

(promulgated on 25 September 2000), stipulated the Ministry of Industry and Information 

Technology (MIIT) as the government department regulating all telecommunications related 

activities. 

 
Global Trends 

 As of 2013, the Czech Republic was the European country where e-commerce delivers the 

biggest contribution to the enterprises‘ total revenue. Almost a quarter (24%) of the country‘s 

total turnover is generated via the online channel. China‘s e-commerce presence continues to 

every year, with 668 million internet users. China‘s online shopping sales reached $253 billion in 

the first half of 2015, accounting for 10% of total Chinese consumer retail sales in that period.  

By 2016, e-marketer expected retail e-commerce sales in Brazil to reach $17.3 billion. India has 

an internet user base of about 460 million as of December 2017, despite being third largest user 

base in world. In India, cash on delivery is the most preferred payment method, accumulation 75% 

of the e-retail activities. The India retail market is expected to rise from 2.5% in 2016 to 5% in 

2020. Mobile devices are playing an increasing role in the mix of e-commerce, this si also 

commonly called as mobile commerce or m-commerce. 

 

E-commerce Websites 

 E-commerce websites are online portals that facilitate online transactions of goods and 

services through means of the transfer of information and funds over the internet. There are 

different e-commerce websites for every field. The most common type is retail selling, but there 

are many others too, like auction websites, music portals, consultancy websites, finance 

management websites, and the like. 

 

Top e-commerce websites 

 These are some of the most popular examples of e-commerce websites across the world (in no 

particular order): Amazon, ebay, Alibaba, Walmart, Filpkart, etc.  

 

Conclusion 

 E-commerce is useful in increasing the economy of the country in the present days. As people 

are left with a scare time in these days they prefer e-commerce i.e., purchase from the own 

place and getting things without physical movement. 
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Abstract 
 This abstract was includes issues and challenges 
of recruiters on recruitment. Various levels of 
recruiters based functions, types, advantages and 
disadvantages are included the main concept of this 
how they sustain in the organisation and what are 
the struggles are faced by the recruiters, is the 
main essence of this concept. Keywords: Hiring & 
developing employees, Screening, Potential 
candidates, Potential job, Talented person. 

Challenge of Recruitment (keywords): Period of 
innovation, Advertisement, Bad hire, Generic 
approach Type of Recruitment (Keywords): 
Internal and external sources, Re-Employment of ex-
employers, Promotions, Employment exchange, 
Experience Functions of Recruitment (keywords): 
Applying for single job, verifying the experience, 
Aptitude tests E-Recruitment (keywords): 
Screening the Candidate Electronically 

 

Introduction 

 The Recruitment is the process of hiring and developing employees. So, that they become 

more valuable to the organisation. Human resource management includes conducting job analysis 

planning personnel needs, recruiting the right people for the job, orienting and training, 

managing wages and salaries, providing benefits and incentives evaluating performance, resolving 

disputes , and communicating with all employees at all levels. Examples of core qualities of HR 

management are extensive knowledge of the industry, leadership, and effective negotiation skills.  

 
Recruitment 

 The recruitment process includes analyzing the recruitments of the job, aftar training 

employees to that job, screening and selecting applicants, hiring, and integrating the new 

employees to the organization.  

Objectives of Recruitment 

 Fresh blood at all levels of the organisation. 

 Fulfilment of the staffing need of the organisation in order to enable it to operate effectively 

so as to achieve its goals and objectives. 

 To attract sufficient applications from potential candidates with the skills, qualities, abilities, 

experience and competencies deemed necessary for the job. 

 To search for competent personal globally and not just within the organisation 

 To anticipate and find personal for potential jobs in the organisation. 

 To head hunt the most talented personnel of a given industry. 

 Challenge Facing the Recruiter 

 The Eight types of the challenges of Recruiters 

Market Fragmentation 

 The end client recruiter, in particular, facing the daunting task of trying to understand what 

tools and services are out there. After a sustained period of innovation, there are hundreds of 

potential solutions to the problem of how to get your job filed. 
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 Unfortunately, amongst the very good ones, there are also some very poor ones too. From job 

boards, to aggregators, to social media, to sponsored advertising, to agency recruiters, to 

resourtising, to agency recruiters, to resource‘s, to RPO‘s.... the list goes on. 

 Accept that each job requires a different set of solutions and the problem is magnified. 

 The challenge is to find the best combination of advertising media and technology, and apply 

the appropriate process in order to get the job filled in the most efficient and cost effective 

manner. 

 Identifying a tool or service that can centralise all your recruitment activities will bring some 

sanity to this challenging problem. 

 

Improving Efficiency during the Recruitment Process 

 Unnecessary and ineffective administration time and duplication of effort is what soaks up the 

vast majority of a recruiter‘s time. 

 In particular, sourcing potentially suitable applicants and reviewing CV‘s and profiles can take 

hours if not days. When calculating the cost per hire metric, many recruiters fail factor in the 

time that they spend on administrative aspects. 

 Finding ways to get more good quality applicants into your shortlist, in the fastest possible 

time, is essential. As is managing an efficient way in which you reject unsustainable 

applicant‘s quickly, while protecting the corporate brand. 

 A good recruitment management system will dramatically reduce time in many administration 

areas. 

 
Candidate Experience and Protecting the Company Brand 

 Company brand is all about reputation. A style, a logo, or a company image doesn‘t mean 

anything without a reputation that inspires trust. You can start to build trust in your brand 

during the recruitment process, by giving each applicant a good experience of engaging with 

you. 

 Understanding how to execute this properly seems to be one of the biggest challenges for 

employers. 

 

Avoid Making a Bad Hire 

 The person doing the recruitment on the coalface may well have a priority to get job filled 

over and above anything else. The business owner‘s priority is always to find the best suited 

person for the job. That is because they realise the impact that both a good and bad hire can 

have on the company and its people. 

 PWC and KPMG surveys estimate the cost of a bad hire that leaves in the first year of 

employment to be double the salary paid to that individual. 

 By applying better due diligence in the form of screening, behavioural and cultural profiling, 

the company will ultimately make better hiring decisions. 

Improving Direct Applicant Quality 

 Every recruiter is looking for the secret sauce to this challenge. Poorly return adverts that are 

not well optimised and that do not get advertised in the best channels are at the centre of 

many companies problems here.  

 Long term strategies to build talent pools and to establish relationships with quality 

individuals ahead of trying to recruit them, is something that most companies struggle with.  
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  Time to Hire 

 My first point here is that this is the wrong metric to measure. Notice periods are beyond the 

‗recruiters‘ control. So time to offer is a far more sensible metric to assess your performance 

on. 

 Job is filled more quickly, ensuring that good candidates do not get lost during the process. 

  

Measuring Performance and Results 

 Recruiters need to generate simple, accurate reports that allow them to measure 

performance and establish areas for improvement. What does not get measured, does not 

improve, but measuring the right components is equally important.  

 A good recruitment management system will provide you with detailed reports and set you on 

a course for improvement across all areas of your recruitment activities.  

 

Reduce the Recruitment Cost 

 Many companies look at agency costs as the area in which to make savings, but a good 

candidate that excels in their job can repay that cost several times over in the first year. 

However, if you can recruit the same or better quality directly, then you should do it of course.  

 Having the right tools, systems and process is critical. You also need to do your home work, 

not just in regards to your generic approach, but for each individual campaign that you run. If 

you deploy the wrong tactics to a role, there is a good chance that you will end up paying 

twice. 

 Many fixed price solutions are able to offer extremely good value for money when it comes to 

your media advertising, and some come with outstanding, and some come with outstanding 

management systems that can help you to address many of the other challenges that 

recruiters face. Look out for those offering a free trial of their service. Get online 

demonstration and ensure that you look into their fulfilment rates and case studies for clients 

in the same sector or with similar challenges to your own.  

 

Types of Recruitment 

Internal Recruitment 

 The internal recruitment is a recruitment which tasks place within the concern or 

organization. Internal sources of recruitment are readily available to an organisation. Internal 

sources are primarily three- transfers, promotions and re-employment of ex-employees. Internal 

recruitment may lead to increase in employee‘s productivity as their motivation level increases. It 

also saves time, money and efforts. But a drawback of internal recruitment is that it refrains the 

organization from new blood. Also, not all the manpower requirement can be met through 

internal Recruitment. Hiring from outside has to be done. 

 Transfers 

 Promotions (through internal job posting) and 

 Re-employment of Ex-employees: Re-employment of ex-employees is one of the internal 

sources of recruitment in which employees can be invited and appointed to fill vacancies in 

the concern. 

 
External Recruitment  

 External sources of recruitment have to be solicited from outside the organization. 

 External sources are external to a concern. But it involves lot of time and money 
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 The external sources of recruitment include-employment at factory gate, advertisement, 

employment exchanges, employment agencies, educational institutions, labour contractors, 

recommendations etc... 

 Employment at factory level: This is a sources of external recruitment in which the 

applications for vacancies are presented on bulletin boards outside the factory are at the gate. 

This kind of recruitment is applicable generally where factory workers are to be appointed. 

 Advertisement: it is an external source which has got an important place in recruitment 

procedure. the biggest advantages of advertisement is that it covers a wide area of market and 

scattered applicants can get information from advertisements. Medium used is news papers and 

television. 

 Employment exchanges: there are certain employment exchanges which are run by 

government. Most of the government undertakings and concerns employ people through such 

exchanges. Now-a-days recruitment in government agencies has become compulsory through 

employment exchange. 

 Educational institutions: there are certain professional institutions which services as an 

external source for recruiting fresh graduates from these institutions. 

 Recommendations: there are certain people who have experience in a particular area.  

They enjoy goodwill and a stand in the company. There are certain vacancies which are filled by 

recommendations of such people. The biggest drawback of this source is that the company has to 

rely totally on such people which can later on prove to be inefficient. 

 Labour contractors: these are the specialist people who supply manpower to the factory or 

manufacturing plants. Through these contractors, workers are appointed on contract basis, i.e. 

for particular time period. Under conditions when these contractors leave the organisation, such 

people who are appointed have to also leave the concern. 

 Employment agencies: there are certain professional organisations which look towards 

RECRUITMENT and employment people, i.e. these private agencies run by private individuals 

supply required manpower to needy concerns. 

Functions of Recruitment 

Job Design and Development 

 The first function of the 

recruitment thus is to identify what 

the new employee will do and what 

qualifications and experience is 

necessary to complete the work tasks. 

From the identified points, the 

company develops a formal job 

description and sets a basic pay scale. 

 

Identifying and Seeking Candidates 

 Once the recruiter knows what 

type of employee the company y 

needs, he figures out what segments 

of the population might be able to do 

the job and where to recruit. For 

instance, if the completion of 

recruiting is another fun any needs an 
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information technology professional, then the recruiter may consider recruiting through 

information technology programs, journals or conferences, as well as computer repair stores. He 

gets word about the job through word of mouth, printed advertisements, website postings and 

similar tools. 

 

Receiving and Tracing Applicants 

 Potentially hundreds or even thousands of people can apply for a single job. The recruiter 

keeps track of the applications that come in through spreadsheets and databases. He tries to 

organize the information so that the candidates who appear most qualified are easy to find and 

concept. 

 

Reference and Background Checks 

 Another function of recruiting is verifying the experience and work ethic of the candidate. 

Recruiters do this by contacting the references the candidates list on their applications. They also 

do a basic background check to see if the candidate has any criminal history that might indicate 

the employee would not be able to perform the job properly or would pose a risk. 

 

Testing 

 When the recruiter has narrowed down the pool of applicants, he invites applicants to take 

basic tests. These tests are additional tools the company uses to determine if the applicant has 

the knowledge and competence necessary to do the job. The test may be hands –on or oral, but 

more often it is written. 

 

Interview 

 When a company has pool of applicants that are qualified, experienced and who scored well 

on aptitude tests, managers set up interviews. The interviews gives the managers a chance to get 

a séance of what each candidate is like and talk with each applicant in depth about is experience 

and qualifications. Interviews are very important because they show the managers how the 

employee might interact with others on the job and how professional he can be  

 
Evaluation and Hiring 

 The final functions of recruitment are the evaluation of all the information gathered about 

the candidates manager still are considering. Based on this data, the managers think critically 

about what they have learned about the applicants and what the company needs. They make a 

final hiring decision and contact the person they want they want to have the job. 

 

Electronic Recruitment 

 With human resources assuming the canter stage of competitive advantage of business 

organisations in highly competitive global economy, it is critical for every organisation to resort to 

means that offer quality recruitment solutions at competitive costs and in a faster manner.  

E-recruiting involves screening candidates electronically, directing potential hires to a special 

website for online skill assessment, conducting background checks over the internet, interviewing 

candidates via video conferencing , and managing the entire process with web-based software. 
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 Online recruitment agencies such as www.naukri.com, www.timesjobs.com, 

www.jobsahead.com, www.monsterindia.com and many more are now increasingly playing a 

curial role in finding the right person. Online recruitment is not just restricted to specific 

websites either; many major organisations are using some of e-recruitment, enabling candidates 

to e-mail there CVs to the HR department. 

 

Advantages and Disadvantages 

Internal Recruitment 

Advantages Disadvantages 

It is less costly It perpetuates the old concept of doing things 

Candidates are already oriented towards company It abets raiding 

Organisations have better knowledge about the internal 
candidates 

Candidates current work may be affected 

Enhancement of employee morale and motivation Politics play greater role 

Good performance is rewarded Morale problem for those not promoted 

 
External Recruitment 

Advantages Disadvantages 

Benefits of new skills, new talents and new 
experiences to organisations 

Better moral and motivation associated with internal 
recruiting is denied to the company. 

Compliance with reservation policy becomes 
easy. 

It is costly 

Scope for resentment, jealousies and heartburn 
are avoided 

Chances of creeping in false positive and false negative 
errors 

Process of Recruitment 

 

Conclusion 

 The recruitment is the blood of the human resource management. Recruitment is the involves 

attracting and obtaining as many applications as possible from eligible job seekers. 
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Abstract 

 In this marketing topic, I have discussed about 
marketing meaning, definition, process, elements, 
advantages, disadvantages, characteristics, 
features, communication of marketing, evolution of 

marketing, importance of marketing, role of 
marketing, marketing mix, marketing environment, 
marketing orientation, marketing types, marketing 
segmentation and finally I conclude the conclusion. 

 
What is Marketing? 

 Marketing is more than any other business business function, deals with customers. Marketing 

is managing profitable customer relationships. The two fold goal of marketing is to attract new 

customers by promising superior value and to keep and grow current customers by delivering 

satisfaction. 

 Example: McDonald‘s fulfills its ―I‘m lovin‘ it‖ motto by being ―our customer favorite place 

and way to eat‖ the world over giving it nearly as much share as its nearest four competitors 

combined. Walmart has become the world largest retailer-and the worlds largest company by 

delivering on its promise, Save Money Live Better. 

 

Definition of Marketing 

 According to E.F.L. Brech, ―Marketing is a process of determining consumer demand for a 

product or services, motivating its sales and distributing it to ultimate consumer at a profit. A 

more precise statement could be observed when Philip kotler said, ―Marketing is specifically 

concerned with how transactions are created, stimulated, facilitated and valued.‖ 

 According to Peter Drucker, ―The aim of marketing is to make selling unnecessary. Selling 

and advertising are one of the part of a larger marketing mix a set of tools that work together to 

satisfy customer needs and build customer relationships. 

 

Importance of Marketing 

 A high level marketing activity is a prerequisite for a high level of economic activity. It has 

been aptly remarked nothing happens until somebody sells something. At present the urgency is 

for increased marketing and not merely for increased production. This alone shows the 

importance of marketing as a potential force that commends high significance for society as a 

whole. The following points testify this fact: 

 The nation income is the composed of goods and services which money can buy can buy. Any 

increase in the efficiency of marketing really results in a lower cost of distribution. lower 

prices to consumers mean a real increase in the national distribution. 

 Any reduction in the cost of marketing is really a benefit to society. Low prices are a boon to 

the entire population. 
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 Marketing process brings new varieties of useful and quality goods to consumers. This raises 

the standard of the living of the people. 

 It is marketing which has converted yesterday‘s luxuries into today‘s necessaries. 

 Marketing converts latent demand into efficient demand. 

 
Role of Marketing 

 Marketing has to play an important role for the well being of a firm. This is evidence from the 

following words; Peter Drucker. Marketing is the distinguishing, the unique function of the 

business. A business is set apart from all other human beings by fact that is markets products or 

services. Marketing is that phrase or aspect of an economy that has to do with results in the 

change in the custody of responsibility for an authority over goods to an end that goods produced 

by many agencies are made available for the convenience of satisfaction of different users. 

Marketing is important in economics which are based on different schools of political and social 

thoughts. 

 

Marketing Process 

 It is a fact that consumers are influenced by a host of factors ranging from cultural changes to 

technology developments and consequently abrupt changes may occur in their behavior. In other 

words while marketing concept stresses on theoretical aspects the marketing process is fully 

practice oriented. 

 The profound relationship of the two terms marketing concepts and marketing process also 

should have been understood. The marketing concept and marketing process also should be 

understood. The marketing concepts determine the marketing process. 

 

Marketing Mix 

 Analysis of forecasts, 

 Product development planning, 

 Creation of demand, 

 Distribution 

 

Marketing Environment 

1. Demographic environment. 

2. Competitive environment. 

3. Economic environment. 

4. Political/Legal environment. 

5. Social and cultural environment. 

6. Technological environment. 

 Democratic environment: Democratic structure is seldom static for long an changes in 

democratic composition after test in resiliency of a marketing firm. The ripple of these changes 

will reach the organization compelling it to alter or amend the existing marketing practices in 

vogue. 

 Competitive environment: The interactive process that occurs in market place is referred to 

as the competitive environment. One firms marketing decisions influence in market and are in 

turn often determines the success or failure of a product. 

 Economic environment: The changes in economic conditions can have destructive impacts on 

business plans of firms. Economic forecasts looking a head through the next decide or two are 
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likely to find their predictions clouded by their recurrent themes of shorts rising costs and up and 

down business cycle. 

 Political/ legal environment: The legal environment for making decisions is characterized by 

numerous laws passed by the central and state government and even by the local administration. 

The vast network of laws and regulations policy decisions governments‘ bureaucracy and the 

legislative process have varied impact on marketing strategies. 

 Social and cultural environment: The concepts of social responsibility have crept into the 

marketing literature as an alternative to the marketing concepts. The implication of socially 

responsible marketing is that business firms are that business firms should take the lead in 

eliminating socially harmful products. 

 Technological environment: Advances in technology are important uncontrollable 

environments for markets. 

 

Marketing Orientation 

 A marketing orientation has been defined as a "philosophy of business management." or "a 

corporate state of mind or as an "organization culture Although scholars continue to debate the 

precise nature of specific orientations that inform marketing practice, the most commonly cited 

orientations are as follows:  

 

Product Orientation 

 A firm employing a product orientation is mainly concerned with the quality of its own 

product. A product orientation is based on the assumption that, all things being equal, consumers 

will purchase products of a superior quality. The approach is most effective when the firm has 

deep insights into customers and their needs and desires derived from research or intuition and 

understands consumers' quality expectations and reservation prices. For example, Sony Walkman 

or Apple iPod were innovative product designs that addressed consumers unmet needs. Although 

the product orientation has largely been supplanted by the marketing orientation, firms practising 

a product orientation can still be found in haute couture and in arts marketing.  

 

Sales Orientation 

 A firm using a sales orientation focuses primarily on the selling/promotion of the firm's 

existing products, rather than determining new or unmet consumer needs or desires. 

Consequently, this entails simply selling existing products, using promotion and direct sales 

techniques to attain the highest sales possible The sales orientation "is typically practiced with 

unsought goods One study found that industrial companies are more likely to hold a sales 

orientation than consumer goods companies The approach may also suit scenarios in which a firm 

holds dead stock, or otherwise sells a product that is in high demand, with little likelihood of 

changes in consumer tastes diminishing demand. 

 

Production Orientation 

 A firm focusing on a production orientation specializes in producing as much as possible of a 

given product or service in order to achieve economies of scale or economies of scope. A 

production orientation may be deployed when a high demand for a product or service exists, 

coupled with certainty that consumer tastes and preferences remain relatively constant (similar 

to the sales orientation). The so-called production era is thought to have dominated marketing 

practice from the 1860s to the 1930s, but other theorists argue that evidence of the production 

https://en.wikipedia.org/wiki/Economies_of_scale
https://en.wikipedia.org/wiki/Economies_of_scope
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orientation can still be found in some companies or industries. Specifically Kotler and Armstrong 

note that the production philosophy is "one of the oldest philosophies that guides sellers... [and] 

is still useful in some situations."  

 The marketing orientation is perhaps the most common orientation used in contemporary 

marketing. It is a customer-centric approach that involves a firm basing its marketing program 

around products that suit new consumer tastes. Firms adopting a marketing orientation typically 

engage in extensive market research to gauge consumer desires, use R&D to develop a product 

attuned to the revealed information, and then utilize promotion techniques to ensure consumers 

are aware of the product's existence and the benefits it can deliver Scales designed to measure a 

firm's overall market orientation have been developed and found to be relatively robust in a 

variety of contexts.  

 
The Marketing Environment 

 The term "marketing environment" relates to all of the factors (whether internal, external, 

direct or indirect) that affect a firm's marketing decision-making/planning. A firm's marketing 

environment consists of three main areas, which are: 

 The macro-environment, over which a firm holds little control 

 The micro-environment, over which a firm holds a greater amount (though not necessarily 

total) control 

 The internal environment, which includes the factors inside of the company itself  

 

The macro-environment 

 A firm's marketing macro-environment consists of a variety of external factors that manifest 

on a large (or macro) scale. These are typically economic, social, political or technological 

phenomena. A common method of assessing a firm's macro-environment is via a PESTLE (Political, 

Economic, Social, Technological, Legal, Ecological) analysis. Within, a firm would analyze national 

political issues, culture and climate, key macroeconomic conditions, health and indicators (such 

as economic growth, inflation, unemployment, etc.), social trends/attitudes, and the nature of 

technology's impact on its society and the business processes within the society. 

 

The micro-environment 

 A firm's micro-environment comprises factors pertinent to the firm itself, or stakeholders 

closely connected with the firm or company. A firm's micro-environment typically spans: 

 Customers/consumers 

 Employees 

 Suppliers 

 The Media 

 By contrast to the macro-environment, an organization holds a greater degree of control over 

these factors. 

 
The Internal Environment 

 A firm‘s internal environment consists of factors inside of the actual company. These are 

factors controlled by the firm and they affect the relationship that a firm has with its customers. 

These include factors such as: 

 

https://en.wikipedia.org/wiki/Macroeconomics
https://en.wikipedia.org/wiki/Inflation
https://en.wikipedia.org/wiki/Unemployment
https://en.wikipedia.org/wiki/Social_Trends
https://en.wikipedia.org/wiki/Consumer
https://en.wikipedia.org/wiki/Employees
https://en.wikipedia.org/wiki/Suppliers
https://en.wikipedia.org/wiki/Media_(communication)
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 Labor 

 Inventory 

 Company Policy 

 Logistics 

 Budget 

 Capital Assets 

existing product. With this in mind, the marketing department would inform the R&D department 

to create a prototype of a product/service based on consumers' new desires. 

 The production department would then start to manufacture the product, while the 

marketing department would focus on the promotion, distribution, pricing, etc. of the product. 

Additionally, a firm's finance department would be consulted, with respect to securing 

appropriate funding for the development, production and promotion of the product. Inter-

departmental conflicts may occur, should a firm adhere to the marketing orientation. Production 

may oppose the installation, support and servicing of new capital stock, which may be needed to 

manufacture a new product. Finance may oppose the required capital expenditure, since it could 

undermine a healthy cash flow for the organization. 

 Mutually Beneficial Exchange: In a transaction in the market economy, a firm gains revenue, 

which thus leads to more profits/market share/sales. A consumer on the other hand gains the 

satisfaction of a need/want, utility, reliability and value for money from the purchase of a 

product or service. As no-one has to buy goods from any one supplier in the market economy, 

firms must entice consumers to buy goods with contemporary marketing ideals. 

 

Market Segmentation 

 Market segmentation consists of taking the total heterogeneous market for a product and 

dividing it into several sub-markets or segments, each of which tends to be homogeneous in all 

significant aspects 

 

The purposes of Market Segmentation 

 Market segmentation is conducted for two main purposes, including: 

 A better allocation of a firm's finite resources 

 To better serve the more diversified tastes of contemporary consumers 

 A firm only possesses a certain amount of resources. Accordingly, it must make choices (and 

appreciate the related costs) in servicing specific groups of consumers. Moreover, with more 

diversity in the tastes of modern consumers, firms are taking noting the benefit of servicing a 

multiplicity of new markets. 

 

Overview of Segmentation Process 

 The steps of segmentation are Segment, Target, Position (abbreviated STP). 

 

Segment 

 Segmentation involves the initial splitting up of consumers into persons of like 

needs/wants/tastes. Four commonly used criteria are used for segmentation, which include: 

 Geographical (a country, region, city, town, etc.) 

 Psychographic (e.g. personality traits or lifestyle traits which influence consumer behaviour) 

 Demographic (e.g. age, gender, socio-economic class, education, etc.) 

https://en.wikipedia.org/wiki/Market_segmentation
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 Behaviour (e.g. brand loyalty, usage rate, etc.) 

Target 

 Once a segment has been identified, a firm must ascertain whether the segment is beneficial 

for them to service. The DAMP acronym (meaning Discernable, Accessible, Measurable and 

Profitable) are used as criteria to gauge the viability of a target market. The elements of DAMP 

are: 

 Discernable - how a segment can be differentiated from other segments. 

 Accessible - how a segment can be accessed via Marketing Communications produced by a 

firm 

 Measurable - can the segment be quantified and its size determined? 

 Profitable - can a sufficient return on investment be attained from a segment's servicing? 

The next step in the targeting process is the level of differentiation involved in a segment 

serving. Three modes of differentiation exist, which are commonly applied by firms. These are: 

 Undifferentiated - where a company produces a like product for all of a market segment 

 Differentiated - in which a firm produced slight modifications of a product within a segment 

 Niche - in which an organisation forges a product to satisfy a specialised target market 

 

Position 

 Positioning concerns how to position a product in the minds of consumers and inform what 

attributes differentiate it from the competitor's products. A firm often performs this by producing 

a perceptual map, which denotes similar products produced in the same industry according to 

how consumers perceive their price and quality. From a product's placing on the map, a firm 

would tailor its marketing communications to suit meld with the product's perception among 

consumers, and its position among competitors' offering. 

 

Marketing Communications 

 Marketing communications is an audience-centered activity designed to engage audiences and 

promote responses. It is defined by actions a firm takes to communicate with end-users, 

consumers, and external parties. Marketing communications encompass four distinct subsets, 

which are: 

 

Personal Sales 

 Oral presentation given by a salesperson who approaches individuals or a group of potential 

customers: 

 Live, interactive relationship 

 Personal interest 

 Attention and response 

 Interesting presentation 

 Clear and thorough. 

 
Sales Promotion 

Short-term incentives to encourage buying of products: 

 Instant appeal 

 Anxiety to sell 

https://en.wikipedia.org/wiki/Niche_market
https://en.wikipedia.org/wiki/Positioning_(marketing)
https://en.wikipedia.org/wiki/Marketing_communications


Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
207 | P a g e  Shanlax International Journal of Commerce 

 

 An example is coupons or a sale. People are given an incentive to buy, but this does not build 

customer loyalty or encourage future repeat buys. A major drawback of sales promotion is that it 

is easily copied by competition. It cannot be used as a sustainable source of differentiation. 

Public Relations  

 Public Relations (or PR, as an acronym) is the use of media tools by a firm in order to promote 

goodwill from an organization to a target market segment, or other consumers of a firm's 

good/service. PR stems from the fact that a firm cannot seek to antagonize or inflame its market 

base, due to incurring a lessened demand for its good/service. Organizations undertake PR in 

order to assure consumers, and to forestall negative perceptions towards it. PR can span: 

 Interviews 

 Speeches/Presentations 

 Corporate literature, such as financial statements, brochures, etc. 

Publicity 

 Publicity involves attaining space in media, without having to pay directly for such coverage. 

As an example, an organization may have the launch of a new product covered by a newspaper or 

TV news segment. This benefits the firm in question since it is making consumers aware of its 

product, without necessarily paying a newspaper or television station to cover the event. 

Advertising 

 Advertising occurs when a firm directly pays a media channel to publicize its product. 

Common examples of this include TV and radio adverts, billboards, branding, sponsorship, etc. 

Marketing Communications “Mix” 

 Marketing communications mix is used to reach, engage, provoke audience-centered 

conversations. It consists of 5 tools, which are:  

 Advertising 

 Sales & Promotion 

 Public Relations, 

 Direct Marketing and 

Personal Selling 

 The types of messages that are enhanced can be: 

1. Informational, 

2. Emotional, 

3. User-generated, or/and 

4. Brand content. 

 The last main component of MC mix is Media, which corresponds to the channel used to send 

the message. Media is divided into 3 categories, and these are media by: 

1. Form, 

2. Source and 

3. Functionality 

Conclusion 

 Marketing is the most exciting of all business sports. It is the heartbeat of every successful 

business. It is continually changing in response to the explosion of information, The expansion of 

technology, and the aggressiveness of competition, at all levels and every where. All business 

strategy is marketing strategy. 
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Abstract 
 To increase the sales of their products through 
advertising, firms must integrate their brand-
advertising strategy for capturing market share 
from competitors and their generic-advertising 
strategy for increasing primary demand for the 
category. This paper examines whether, when, and 
how much brand advertising versus generic 
advertising should be done. Using differential game 
theory, optimal advertising decisions are obtained 
for a dynamic duopoly with symmetric or 
asymmetric competitors. We show how advertising 
depends on the cost and effectiveness of each type 
of advertising for each firm, the allocation of 
market expansion benefits, and the profit margins 

determined endogenously from price competition. 
We find that generic advertising is proportionally 
more important in the short term and that there are 
free-riding effects leading to suboptimal industry 
expenditure on generic advertising that worsen as 
firms become more symmetric. Due to free-riding by 
the weaker firm, its instantaneous profit and 
market share can actually be higher. The 
effectiveness of generic advertising and the 
allocation of its benefits, however have little effect 
on the long-run market shares, which are 
determined by brand-advertising effectiveness. 
Extensions of the model show that market potential 
saturation leads to a decline in generic advertising 
over time. 

 

Introduction 

 Marketing is the study and management of exchange relationships. Marketing is used to 

create, keep and satisfy the customer. With the customer as the focus of its activities, it can be 

concluded that Marketing is one of the premier components of Business Management - the other 

being Innovation. 

 Definition: Marketing is defined by the American Marketing Association as "the activity, set of 

institutions, and processes for creating, communicating, delivering, and exchanging offerings that 

have value for customers, clients, partners, and society at large‖. The term developed from the 

original meaning which referred literally to going to market with goods for sale. From a Sales 

process engineering perspective, marketing is "a set of processes that are interconnected and 

interdependent with other functions"  

 

The Marketing Concept 

 The 'marketing concept' proposes that in order to satisfy the organizational objectives, an 

organization should anticipate the needs and wants of consumers and satisfy these more 

effectively than competitors. Given the centrality of customer needs and wants in marketing, a 

rich understanding of these concepts is essential:  

 Needs: Something necessary for people to live a healthy, stable and safe life. When needs 

remain unfulfilled, there is a clear adverse outcome: a dysfunction or death. Needs can be 

objective and physical, such as the need for food, water and shelter; or subjective and 

psychological, such as the need to belong to a family or social group and the need for self-

esteem. 

 Wants: Something that is desired, wished for or aspired to. Wants are not essential for basic 

survival and are often shaped by culture or peer-groups. 

https://en.wikipedia.org/wiki/Management
https://en.wikipedia.org/wiki/Exchange_(economics)
https://en.wikipedia.org/wiki/Relationship_marketing
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 Demands: When needs and wants are backed by the ability to pay, they have the potential to 

become economic demands. 

 Marketing research, conducted for the purpose of new product development or product 

improvement, is often concerned with identifying the consumer's unmet needs. Customer needs 

are central to market segmentation which is concerned with dividing markets into distinct groups 

of buyers on the basis of "distinct needs, characteristics, or behaviors who might require separate 

products or marketing mixes." Needs-based segmentation (also known as benefit segmentation) 

"places the customers' desires at the forefront of how a company designs and markets products or 

services."  

 
Types of Marketing 

 Agricultural marketing 

 Business marketing and industrial marketing 

 Destination marketing 

 Global marketing 

 Relationship marketing 

 Services marketing 

 Social marketing 

 

Marketing Orientations 

 A marketing orientation has been defined as a "philosophy of business management." or "a 

corporate state of mind" or as an "organisation[al] culture" Although scholars continue to debate 

the precise nature of specific orientations that inform marketing practice, the most commonly 

cited orientations are as follows 

 

Product Orientation 

 A firm employing a product orientation is mainly concerned with the quality of its own 

product. A product orientation is based on the assumption that, all things being equal, consumers 

will purchase products of a superior quality. The approach is most effective when the firm has 

deep insights into customers and their needs and desires derived from research or intuition and 

understands consumers' quality expectations and reservation prices.  

 

Sales Orientation 

 A firm using a sales orientation focuses primarily on the selling/promotion of the firm's 

existing products, rather than determining new or unmet consumer needs or desires. 

Consequently, this entails simply selling existing products, using promotion and direct sales 

techniques to attain the highest sales possible. The sales orientation "is typically practised with 

unsought goods." [24] One study found that industrial companies are more likely to hold a sales 

orientation than consumer goods companies.  

 

Production Orientation 

 A firm focusing on a production orientation specializes in producing as much as possible of a 

given product or service in order to achieve economies of scale or economies of scope. A 

production orientation may be deployed when a high demand for a product or service exists, 

coupled with certainty that consumer tastes and preferences remain relatively constant (similar 

to the sales orientation). 

https://en.wikipedia.org/wiki/Demand
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https://en.wikipedia.org/wiki/Social_marketing
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 Marketing Orientation 

 The marketing orientation is perhaps the most common orientation used in contemporary 

marketing. It is a customer-centric approach that involves a firm basing its marketing program 

around products that suit new consumer tastes. Firms adopting a marketing orientation typically 

engage in extensive market research to gauge consumer desires, use R&D to develop a product 

attuned to the revealed information, and then utilize promotion techniques to ensure consumers 

are aware of the product's existence and the benefits it can deliver. The marketing orientation 

often has three prime facets, which are: 

 Customer orientation: A firm in the market economy can survive by producing goods that 

persons are willing and able to buy. Consequently, ascertaining consumer demand is vital for 

a firm's future viability and even existence as a going concern. 

 Organizational orientation: Information from an organization's marketing department would 

be used to guide the actions of other department's within the firm. As an example, a marketing 

department could ascertain (via marketing research) that consumers desired a new type of 

product, or a new usage for an existing product. With this in mind, the marketing department 

would inform the R&D department to create a prototype of a product/service based on consumers' 

new desires. 

 Mutually beneficial exchange: In a transaction in the market economy, a firm gains revenue, 

which thus leads to more profits/market share/sales. A consumer on the other hand gains the 

satisfaction of a need/want, utility, reliability and value for money from the purchase of a 

product or service. As no-one has to buy goods from any one supplier in the market economy, 

firms must entice consumers to buy goods with contemporary marketing ideals. 

 

Origins of the four Ps 

 Interest in the functional school of thought, which was primarily concerned with mapping the 

functions of marketing was waning while the managerial thought, which focussed on the problems 

and challenges managerial. The original marketing mix or the 4Ps 

Product → Solution 

Promotion → Information 

Price → Value 

Placement → Access 

 A Managerial Approach which outlined the ingredients in the mix as the memorable 4 Ps, 

namely product, price, place and promotion. The marketing mix is based upon four controllable 

variables that a company manages in its effort to satisfy the corporation's objectives as well as 

the needs and wants of a target market.  

 

Brief outline of the 4 Ps 

 The traditional marketing mix refers to four broad levels of marketing decision, 

namely: product, price, promotion, and place.  

https://en.wikipedia.org/wiki/Market_economy
https://en.wikipedia.org/wiki/Goods
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Product 

 The product aspects of marketing deal with the specifications of the actual goods or services, 

and how it relates to the end-user's needs and wants. The product element consists of product 

design, new product innovation, branding, packaging, labelling. The scope of a product generally 

includes supporting elements such as warranties, guarantees, and support 

Pricing 

 This refers to the process of setting a price for a product, including discounts. The price need 

not be monetary; it can simply be what is exchanged for the product or services, e.g. time, 

energy, or attention or any sacrifices consumers make in order to acquire a product or service. 

The price is the cost that a consumer pays for a product--monetary or not. Methods of setting 

prices are in the domain of pricing science. 

Place (or distribution) 

 This refers to how the product gets to the customer; the distribution channels and 

intermediaries such as wholesalers and retailers who enable customers to access products or 

services in a convenient manner. This third P has also sometimes been called Place, referring to 

the channel by which a product or service is sold (e.g. online vs. retail),  

Promotion 

 This includes all aspects of marketing communications; advertising, sales promotion, 

including promotional education, public relations, personal selling, product placement, branded 

entertainment, event marketing, trade shows and exhibitions. 

 

Modifications and Extensions to the Marketing Mix (4 Ps) 

 Expanded marketing mix for services: Extensions of the four P's include "people", "process", 

and "physical evidence" and are often applied in the case of services marketing. Other 

extensions have been found necessary in retail marketing, industrial marketing and internet 

marketing. 

 Industrial or B2B marketing needs to account for the long term contractual agreements that 

are typical in supply chain transactions. Relationship marketing attempts to do this by looking 

at marketing from a long term relationship perspective rather than individual transactions 

 Services marketing needs to account for the unique characteristics. In order to recognize the 

special challenges involved in selling services, as opposed to goods, some authors advocate 

extending the model to 7 Ps for service industries by adding; Process - the way in which 

orders are handled, customers are satisfied and the service is delivered; Physical Evidence - 

is tangible evidence with which customers interact and with the potential to impact on the 

customer's service experience; People -service personnel and other customers with whom 

customers interact and form part of the overall service experience. 

 

Expanded Marketing Mix for Retail 

 Retail marketing needs to account for the unique facets of retail stores. A number of authors 

have argued for the inclusion of two new Ps, namely, Personnel and Presentation since these 

contribute to the customer's unique retail experience and are the principal basis for retail 

differentiation. Some scholars also recommend adding Retail Format (i.e. retail formula) since 

it contributes to customer expectations. The modified retail marketing mix is often called 

the 6 Ps of retailing 

https://en.wikipedia.org/wiki/Product_(business)
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 Internet marketing presents both marketing practitioners and scholars with special challenges 

including: customer empowerment, new communication modes, real-time interactivity, 

access to global markets, high levels of market transparency and difficulty maintaining 

competitive advantages. Some authors cite a further P - Packaging - this is thought by many 

to be part of Product, but in certain markets (Japan, China for example) and with certain 

products (perfume, cosmetics) the packaging of a product has a greater importance - maybe 

even than the product itself. 

 
The Marketing Environment 

 The term "marketing environment" relates to all of the factors (whether internal, external, 

direct or indirect) that affect a firm's marketing decision-making/planning. A firm's marketing 

environment consists of three main areas, which are: 

 The macro-environment, over which a firm holds little control 

 The micro-environment, over which a firm holds a greater amount (though not necessarily 

total) control 

 The internal environment, which includes the factors inside of the company itself 

 

The macro-environment 

 A firm's marketing macro-environment consists of a variety of external factors that manifest 

on a large (or macro) scale. These are typically economic, social, political or technological 

phenomena. A common method of assessing a firm's macro-environment is via a PESTLE (Political, 

Economic, Social, Technological, Legal, Ecological) analysis. Within a PESTLE analysis, a firm 

would analyze national political issues, culture and climate, key macroeconomic conditions, 

health and indicators (such as economic growth, inflation, unemployment, etc.), social 

trends/attitudes, and the nature of technology's impact on its society and the business processes 

within the society. 

 
The micro-environment 

 A firm's micro-environment comprises factors pertinent to the firm itself, or stakeholders 

closely connected with the firm or company. 

A firm's micro-environment typically spans: 

 Customers/consumers 

 Employees 

 Suppliers 

 The Media 

The internal Environment 

 A firm‘s internal environment consists of factors inside of the actual company. These are 

factors controlled by the firm and they affect the relationship that a firm has with its customers. 

These include factors such as: 

 Labor 

 Inventory 

 Company Policy 

 Logistics 

 Budget 

 Capital Assets 

https://en.wikipedia.org/wiki/PESTLE_analysis
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Marketing Communications "mix" 

 Marketing communications mix is used to reach, engage, provoke audience-centered 

conversations. It consists of 5 tools, which are 

1. Advertising, 

2. Sales & Promotion, 

3. Public Relations,  

4. Direct Marketing and 

5. Personal Selling.  

 The types of messages that are enhanced can be 

1. Informational 

2. Emotional 

3. User-generated 

4. Brand content 

 The last main component of MC mix is Media, which corresponds to the channel used to send 

the message. Media is divided into 3 categories, and these are media by  

1. Form 

2. Source  

3. Functionality. 

 
Marketing planning 

 The area of marketing planning involves forging a plan for a firm's marketing activities. A 

marketing plan can also pertain to a specific product, as well as to an organisation's overall 

marketing strategy. 

 

Marketing planning process 

 Within the overall strategic marketing plan, the stages of the process are listed as thus 

 
Mission Statement 

 Corporate Objectives 

 Marketing Audit 

 SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis 

 Assumptions arising from the Audit and SWOT analysis 

 Marketing objectives derived from the assumptions 

 An estimation of the expected results of the objectives 

 Identification of alternative plans/mixes 

 Budgeting for the marketing plan 

 A first-year implementation program. 

 

Product Life Cycle 

 The product life cycle (PLC) is a tool used by marketing managers to gauge the progress of a 

product, especially relating to sales or revenue accrued over time. The PLC is based on a few key 

assumptions, including: 

 A given product would possess introduction, growth, maturity, and decline stage 

 No product lasts perpetually on the market 

 A firm must employ differing strategies, according to where a product is on the PLC 

https://en.wikipedia.org/wiki/SWOT_analysis
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Conclusion 

 A marketing strategy is something that constantly evolves, adapting to changing market 

conditions. Within Enterprise, the outcomes from its many different types of business are 

constantly reviewed and evaluated. Judgements are then fed into the decision making process. 

This enabled new strategies to be developed to improve operations. However, while strategies 

change, one aspect of the business has remained in place. This is a continued focus on high levels 

of customer service and employee relations. This strategy has enabled Enterprise to enjoy 

continued growth for more than 55 years and the prospect of further growth in the future. 
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Entrepreneurship  

 The capacity and willingness to develop, organize and manage a business venture along with 

any of its risks in order to make a profit. In economics, entrepreneurship combined with land, 

labour, natural resources and capital can produce profit. This spirit is characterized by innovation 

and risk-taking and is an essential part of a nation‘s ability to succeed in an ever changing and 

increasingly competitive global marketplace.  

 Example: The way Bill gates single-handedly revolutionized the way we use home computers 

is an excellent example of ingenuity and entrepreneurship. 

 
Types of Entrepreneurs 

 Some common types of entrepreneurship include 

Small Business 

 This includes mom and pop shops and local business owners. Small business can include 

parternership, sole proprietors, and LLCs. Generally it‘s any business that has less than 

employees, according to the small business administration. 

Home Based Business  

 A home based business could fit under the category of small business, But the primary factor 

in this case is that it‘s run from home, as opposed to an office or other location. In fact, many 

large corporations were started from a home, including Apple and Disney. 

Business 

 Internet-based business can be small, home-based, or even large corporations. This includes 

companies like Amazon or other e-commerce business, bloggers, Ebay and Esty owners, and any 

other business that does the majority of its business online. 

Inventors 

 For an inventor to be considered an entrepreneur, he needs to go beyond to idea stage to 

build to product and get it to market. 

 Example: Transition to entrepreneurs is the contestants on Shark tank. 

 

Social Entrepreneur 

 Many entrepreneurs get the most joy out of starting and building, but not in its continued 

management. Other times, serial entrepreneurs juggle several businesses at once, earning 

multiple streams of income. 

 
Characteristics of a Successful Entrepreneur 

 Passion: Following your passion is one of the best predictors of success.  

 Independent Thinking: Often the box and who might question their ideas. 
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 Optimism: Dreamers and believe their ideas are possible, it seem unattainable. 

 Self Confidence: This is to say never have self-doubt, and believe they can achieve their goal. 

 Problem Solvers: Lack of assets, knowledge, and resources are common and challenges get in 

the way, and instead find ways to achieve success despite hardships. 

 Vision: It is the fuel that propels you forward toward your goal and it as a necessary element. 

 Focus: It‘s easy in this paced, constant infp-in-your-face world to get distracted. Successful 

entrepreneurs are focused on what will bring results.   

 Three Aspects of Entrepreneurship 

 The identification/recognition of market opportunity and the generation of a business idea 

(product or service) to address the opportunity.  

 The marshaling and commitment of resources in the force of risk to pursue the opportunity. 

 The creation of an operating business organization to implement the opportunity-motivated 

business idea. 

 

Entrepreneurial Attitude 

 Tendencies to act in response to stimulate is called attitude. Tendency to take moderate risk. 

 Imaginative.  

 Initiative. 

 An eye for economic activity. 

 Belief that he/she can change the environment.  

 Enjoyment of freedom of expression. 

 Satisfaction from successful completion of task. 

 

Risk of Being an Entrepreneur 

 Potential business failure - Being fully responsible means the success or failure of your 

business rests on you. 

 Unexpected Obstacles - Problems can happen that you don‘t expect. 

 Long Hours and Hard Work - It‘s not unusual for entrepreneurs to work a lot of extra hours to 

make their business successful. This is especially true during the initial start-up process. 

 

Entrepreneurship in History 

 * Maggie Lena Walker  

 * Dineh Mohajer 

 

Evolution of Entrepreneurship 

 Entrepreneur is defined from the French entreprendre, meaning ―to undertake‖. Although no 

single definition of entrepreneur exists and no one profile can represent today‘s entrepreneur, 

research is providing an increasingly sharper focus on the subject.  

 
Entrepreneurship Development 

 Entrepreneurship is the process of identifying opportunities in the market place,and arranging 

resourses required to exploit the opportunities for long term gains. 

 It is creating wealth by bringing together resourses in new ways to start and operate an 

enterprise. 
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 It is the process of planning, organizing, operating and assuming the risk of a business 

venture.  

 It is the ability to take risk independently to make more earnings in market-oriented 

economy. 

 

Importance of Entrepreneurship in Economic Development 

 Entrepreneurs can change the way we live and work. If successful, their innovations may 

improve our standard of living, and in addition to creating wealth with their entrepreneurial 

ventures, they also create jobs and the conditions for a rosperous society. Trailblazing offerings 

by entrepreneurs, in the form of new goods and services, can reduce a cascading effect by 

stimulating related business or sectors supporting the new venture, furthering economic 

development. 

 For Example: A few IT companies founded the Indian IT industry in the 1990s as abackend 

programmer‘s hub. Soon the industry gathered once in its own programmer‘s domain. But more 

importantly, millions from other sectors benefied from it. 

 

Distinguish Between the Terms Entrepreneur and Entrepreneurship 

 
 Though both the terms entrepreneur and entrepreneurship are almost similar they process 

several differentiating terms with them. The difference between the entrepreneurs and 

entrepreneurship are as follows:- 

Entrepreneur Entrepreneurship 

1. An entrepreneur one who undertakes 

and operates a new enterprise and 

assumes some accountability for the 

inherent risks. 

2. Entrepreneur is often synonyms with 

founder. 

3. The person who starts and operates a 

business enterprise is an entrepreneur.  

4. The entrepreneur is a coordinate as he 

coordinates all the three elements of 

production. 

5. The person who innovates something 

new is an entrepreneur. 

1. Entrepreneurship is the practice of starting 

new organizations, particularly new businesses 

generally in responses to identified 

opportunities. 

2. It ranges in scale from solo projects to major 

undertaking creating many job opportunities. 

3. The process in which an entrepreneur starts 

and operates his business enterprise is 

entrepreneurship. 

4. Entrepreneurship is the coordination 

maintained by an entrepreneur.  

5. The innovation of something new or the 

process of innovation is entrepreneurship. 

 

Importance of Risk Management 

 While many are unavoidable, some of these business owners spend their time putting out fires 

because they didn‘t prepare for them. Actually, proper risk management will take you even 

further leading to improved efficiency and margins. One of those variables is preparation. An 
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entrepreneur will look at his or her business plan and determine potential strengths, weeknesses, 

opportunities and threats. Planning for each ahead of time won‘t just reduce expenses but 

increase top-line potential. 

 
How Financial Panning Differs for Entrepreneurs 

 Planning in the early stage of an entrepreneurial venture is more focused on the business and 

improving cash flow that it is on personal financial planning. But once the business is up and 

running, if you‘re an entrepreneur, there are still a number of ways in which your plan differs 

from a plan for a non-entrepreneur. It can impact the amount you pay in tax for social security 

and medicine. Healthcare and retirement plans are typically the biggest benefits, but many 

employers offer group life and disability insurance as well.  

 

Employees Great Source 

 Huge –national companies are process driven and need employees who can follow instructions 

and processes diligently while everyday could be a fire fighting day for a startup. 

 Many startups make the mistake of hiring employees who are merely looking for a job rather 

than someone who is looking for a life experience. 

 Founders need to create a culture where employees are encouraged to push the envelope are 

encouraged to push the envelope, come out with new and better ways of doing things rather 

than being robots that merely follow instructions. 

 Employees can be a great source for ground breaking technology, inspiration and new 

ideas,but most founders are busy building products rather than creating a company culture 

that drives innovation. 

 An entrepreneur‘s primary role should be nurturing talent, and creating an environment for 

people to achieve their full potential. 

 Instead, we‘re seeing several founders who‘re focused on the mundane and are leaving 

company culture to chance.  

 

Entrepreneurship in India  

 The core of this eco-system is the 

incubation facility within the business that 

enabled the next generation. Prototypes 

were developed and test marketed through 

access to vendors and distributors and the 

sales force. Business mentoring from the 

experienced elders substituted for any 

classroom cleaning.  

 The two professions ran their own 

divergent paths with their own benchmarks for success.  So from the surnames, chances were, you 

could determine that Birla was, and Bhattacharya was not, in business. These efforts needs to be 

scaled up now to achieve greater success in shorter timescale.  
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Abstract  
 In this entrepreneurship topic, I have discussed 
about entrepreneurship meaning definition 
examples, women entrepreneurs, examples, 

development of entrepreneurs, features, functions, 
advantages and disadvantages and finally I conclude 
the conclusions. 

 

Meaning 

 A person who starts a new business and his own money to start the venture, that person will 

be called entrepreneurship 

 Examples: Well known entrepreneurs are Bill Gates, Steve Jobs, Pierre Omidyar 

  

Definition  

 Entrepreneurship is a highly relevant concept for those leading and working in organization 

and not just those starting new ventures. This concept covers technology creative and social 

enterprise dimension. Entrepreneurship refers to acts of organization creation, renewal, or 

innovation that occur within or independent of an existing organization. The entrepreneurial 

activity that is instigated by individuals acting independently of an existing organization is known 

as independent entrepreneurship. 

 

Promoting women in entrepreneurship act 

 An act to authorize the National Science Foundation to support entrepreneurial programs for 

women. 

 Enacted by the 115th United States congress 

 Effective 2/28/2017 

 Public law: pub.l.115.b 

 

Entrepreneurship Examples 

 Mahilagrih velyog - 7 ladies started in 1959 Lizzat pappad Lakme 

 Simon Tata Shipping Corporation  

 Mrs. Sumati Morarji 

 

Features of Entrepreneurship 

 Creative activity 

 Purposeful activity 

 Functions of risk bearing  

 Organizing function 

 Dynamic function  

 Gap filling function 

 Dynamic function 
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 Innovation function 

 Management skill 

 Leadership handling 

 Involving risk 

 Decision making 

 
Nature of Entrepreneurship 

 Entrepreneurship: The process of planning, organizing, operating and assuming the risk of a 

business venture. 

 Entrepreneur: Someone who engages in entrepreneurship individual. 

 Small business: A business that is privately owned by one individual or a small group of 

individuals. It has sales and assets that are not large enough to influence its environment. 

 
Development of Entrepreneurship  

Entrepreneurship in the process of  

 Creating something new. 

 Value of devoting the necessary time and effort. 

 Assuming the accompanying financial and social risks. 

 Receiving the resulting rewards of monetary and personal satisfaction and independence. 

 

Functions of Entrepreneurship  

 An entrepreneur does perform all the functions necessary right from the genesis of a business 

idea up to the establishment of an enterprise. 

 

Managerial Functions 

The management functions performed by entrepreneur are classified into the following five types: 

1. Planning 

2. Organizing 

3. Staffing  

4. Directing 

5. Controlling 

 Planning: The importance of planning lies in the fact that it ensures the smooth, effective 

completion and running of a business enterprise. Planning is pre-determined course of action to 

accomplish the set objectives. In other words, planning is today s projection for tomorrow‘s 

activity. 

 Organising: The organizing function of an entrepreneur refers to bringing together men, 

material, machine, money, etc. to execute the plans. The entrepreneur assembles and organizes 

the above mentioned different organs of an enterprise in such a way that these combining and 

start functioning as one, i.e., enterprise. 

 Staffing: Staffing involves human resource planning and human resource management. Thus, 

staffing function of an entrepreneur includes preparing inventory of personnel available, 

requirement of personnel, sources of manpower recruitment, their selection, remuneration, 

training and development and periodic appraisal of personnel working in the enterprise. 
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 Directing: The functions like planning, organizing, and staffing are merely preparations for 

getting up a business enterprise. The directing function of entrepreneur actually starts the setting 

up of enterprise. Directing helps employees to work efficiently to accomplish the set object. 

 Controlling: Controlling is the last management function performed by the entrepreneur.  

In simple words, controlling means to see whether the activities have been performed in 

conformity with plans or not. Thus controlling is comparison of actual performance with the 

target or standard performance and identification of variation between the two, if any, and 

taking corrective measures so that the target is accomplished. 

 
Other Functions of an Entrepreneur 

These are the functions performed by an entrepreneur. 

 Planning of the project: He is the organizer to conceive the idea of launching the project and 

to program the structure of business. 

 Management: The entrepreneur is also responsible for the managementof  business. He tries 

to have a least cost combination of factors of production. 

 To Face Risks: He faces uncertainly and bears risks in his business uncertainly comprising 

those risks against which it is not possible to insure. He also faces the risk of other producers may 

enter the market. 

 Distribution of Rewards: He is responsible of distributing the rewards to all factors of 

production. He pays the reward in the shape of rent, wage, and interest and bears the risk of 

profit or loss himself. 

 Sale of Products: An entrepreneur is also responsible of marketing, advertising. He wants to 

maximize his profits by selling his product in the market. 

 Scale of Production: He decided the scale of business in according with the provision of 

capital. Then, he takes the decision of what where and how to produce goods. 

 Joint stock Organization: In a partnership, the entrepreneurial functions are 

divided between the partners. But in public limited company, the board of directors takes this 

responsibility with nationalized enterprise; the entrepreneurial decisions are left to the 

government or a body to which government has delegated its powers. 

 Identifying entrepreneurial opportunity: There are many opportunities in the world of 

business. These are based on human needs like food, fashion, education, etc., which are 

constantly changing. These opportunities are not realized by common man, but an entrepreneur 

sense the opportunities faster than others do. An entrepreneur therefore, has to keep his eyes 

and ears open and require imagination, creativity and informative.  

 Turning ideas into action: An entrepreneur should be capable of turning his ideas into 

reality. He collects information regarding the ideas, products, practices to suit the demand in the 

market. Further steps are taken to achieve the goals in the light of the information collected. 

 Feasibility study: The entrepreneur conducts studies to assess the market feasibility of the 

proposed product or services. He anticipates problems and assesses quantity, quality, cost and 

sources of inputs required to run the enterprise. Such a blue print of all the activities is termed as 

a 'business plan' or a 'project report'. 

 Resourcing: The entrepreneur needs various resources in terms of  money, machine, 

material, and men to running the enterprise successfully. An essential function of an entrepreneur 

is to ensure the availability of all these resources. 

http://www.blurtit.com/q304902.html
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 Setting up of the Enterprise: For setting up an enterprise the entrepreneur may need to 

fulfill some legal formalities. He also tries to find out a suitable location, design the premises, 

install machinery and do many other things. 

 Managing the enterprise: One of the important function of an entrepreneur is to run the 

enterprise. He has to manage men, material, finance and organize production of goods and 

services. He has to market each product and services, after ensuring appropriate returns (profits) 

of the investment. Only a properly managed organization yields desired results. 

 Growth and Development: Once the enterprise achieves its desired results, the entrepreneur 

has to explore another higher goal for its proper growth and development. The entrepreneur is 

not satisfied only with achieving a set goal but constantly strives for achieving excellence. 

 
The Different Types of Entrepreneurs 

The World Changer 

 The world changer thrives to make the world a better place. And they are going to do 

whatever they can to make it happen. They understand the concept of society, harmony and 

empathy and they are fuelled by the desire to create something that will benefit people‘s 

lives. 

 Before being entrepreneurs, World changers are philanthropists. They don‘t care about having 

a particularly lucrative career. 

 They might create a device to make water drinkable where it is not. They might create a 

nonprofit to help people in need. Who knows? 

 One famous world changer is Andrew Carnegie, who expanded the steel industry as well as the 

American railroad system, changing American society‘s infrastructure and creating tons of 

jobs in the process. (He was so committed to helping others that he gave 90% of his money to 

charity.) 

The Survivor 

 Survivors are one of a kind… 

 They are sick of the 9-5 and may have had some bad professional experiences in the past. 

They decided to rebel against the system and take control of their lives. They started their 

own business for the freedom and financial independence it entails. 

 And they are right! Starting your own business is the key to your dream life! 

 One famous survivor is Jan Koum who immigrated to the U.S. from Ukraine with his food 

stamps. He is now the founder of famous messaging app ―WhatsApp‖ and is now worth $6.8 a 

billion. 

The Visionary 

 They think outside the box. In fact, there‘s no such thing as a box in their world. Visionaries 

are known for their innovative minds, creativity and ultimate devotion to their ideas.  

 They are also known for their marketing and branding skills. 

 Like modern gurus, their goal is to preach new ideas and convince people that it will change 

their lives forever. For many, it is a risky gamble but for some, it works. They become modern 

icons and superstars, like Steve Jobs. 

 This famous entrepreneur is the maybe the most famous visionary of all time! He pioneered a 

series of revolutionary technologies as the co-founder of Apple, and for years, his brand has 

been associated with being different and going against the grain. 

http://www.entrepreneurshiplife.com/reasons-launch-business-college/
https://en.wikipedia.org/wiki/Andrew_Carnegie
https://en.wikipedia.org/wiki/Jan_Koum
https://en.wikipedia.org/wiki/Steve_Jobs


Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
223 | P a g e  Shanlax International Journal of Commerce 

 

The Strategist 

 They are walking excel spreadsheets. In fact, their excel spreadsheets are organized in excel 

spreadsheets… 

 They know everything about their businesses, there is no angle they haven‘t considered or 

stone they left unturned. They have done their homework, that‘s for sure!  

 Money is their main motivation and their strategic thinking skills and analytical mind will 

definitely get you good results. 

 One famous strategist is Elon Musk, whose shrewd understanding of the auto industry allowed 

him to create one of the most in-demand products on the market today. 

 

Advantages of Entrepreneurship 

 1. It gives a great amount of freedom: If you are working for a boss and a company, you 

need to meet all their requirements and only have very little freedom on the job. On the other 

hand, if you start your own business, you will be able to make your own demands and set your 

own schedule. You dictate everything you do, giving you a level of freedom that you will not see 

when you are employed. 

 2. It can be exciting: Entrepreneurship can be very exciting, with many entrepreneurs 

considering their ventures highly enjoyable. Every day will be filled with new opportunities to 

challenge your determination, skills and abilities. 

 3. It allows you to set your own earnings: Of course, you will be the one setting your own 

wage and making investments when you own the business. The work that you do would be for 

something you own, which can be a huge advantage compared to when you are working as an 

employee for a certain company. 

 4. It offers flexibility: As an entrepreneur, you can schedule your work hours around other 

commitments, including quality time you would spend with your family. 

 
Disadvantages of Entrepreneurship 

 1. It requires you to dedicate a huge amount of time. One big challenge in starting your own 

business is the amount of time you have to dedicate to it. Remember that entrepreneurship is not 

easy, and for it to be successful, you have to take a level of time commitment that many people 

are just not willing to make. And even if you are able to enjoy flexibility in your work schedule 

when your venture does become successful, you will still have to dedicate a substantial amount of 

time to growing the business. 

 2. It can be difficult to compete with other businesses. It is very important for an 

entrepreneur to stay competitive. This means that you have to differentiate your business from 

others in your niche in order to build a solid customer base and, finally, become profitable. 

 3. It does not guarantee 100% success. Entrepreneurship would make your dreams come 

true, which does not often happen with traditional employment, but you need to make some 

sacrifices to make it happen. You should know that this type of venture does not guarantee 100% 

success. 

 4. It comes with unpredictable work schedules. One major drawback of being an 

entrepreneur is that more work and longer hours will be required from you than being an 

employee. 
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Entrepreneurs… Then and Now 

 Entrepreneurship in India has indeed undergone a major change in the recent past. Businesses 

are looking to break-even in a few months, a distant dream even for the most viable traditional 

family businesses that started a few decades ago. The rising population and the increasing desires 

for a better and luxurious lifestyle have fuelled the demand for Goods and Services. This growing 

demand has been the inspiration for many startups. Indian Governments flagship program ‗Startup 

India‘ aimed for promoting Entrepreneurship, Tax Sops on new startups, Large companies setting 

up Incubator Cells, big companies pledging funds for innovative startups have all led to an 

increase in interest to start new ventures. We witnessed the emergence of Hundreds of Startups 

in the recent past with innovative solutions for solving day to day problems. The Gen-Y 

entrepreneurs are very aggressive in their approach to the market. The Gen-Y entrepreneurs have 

been able to convince venture capitalists to dole out crores of rupees to take their ideas forward. 

A few startups that did exceptional business in the beginning could not sustain their rate of 

growth in the later months and had to cease operations. A few startups had to close down as they 

burned out all the funding they got from the venture capitalists and could not bring in additional 

capital through further rounds of funding. A few great ideas were replicated by others bringing in 

fierce competition leading to a price war amongst them and finally leading to huge losses and 

shutting down. The hit rate of the Gen-Y Startups is much lower compared to the erstwhile 

traditional family businesses. The major reasons being: a. Very aggressive attitude of the Gen-Y 

startups and giving importance on Market share rather than overall profits. b. Setting very high 

expectations and aiming for a very short break-even periods c. Lack of commitment / desire to 

work harder to become successful has been declining The business potential in India is huge 

considering the large customer base and a huge chunk of market in the rural India that is yet to 

be tapped. With rising income values and the advent of technology that has improved the 

availability of communication facilities in rural India, the market for goods and services in India is 

set to rise sharply that entrepreneurs can tap. To improve the success rate of the new ventures, 

the incubator cells set by big Private Companies will go a long way in bringing about a direction to 

both new generation entrepreneurs and for traditional family businesses that are aiming to make 

a mark for themselves. 

 
Conclusion 

 Entrepreneurship and innovation are relevant in for-profit and nonprofit ventures. 

Entrepreneurship can be viewed as recognizing change, pursuing opportunity, taking on risk 

and responsibility, innovating, making better use of resources, creating new value that is 

meaningful to customers, and doing it all over again and again. 
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Abstract 
 Enterprise Resource Planning (ERP) is a united 
software solution offered by a vendor to support the 
excellent combination of information flows through 
composition. ERP programs are to improve how work 
is done within a company. It is provided as a 
package constitute different modules, such as 
finance, accounting, human resources, supply chain 
and customer information. ERP system application is 
described as lengthy and complex resulting in many 
cases of unsuccessful implementation which have 
negatively impacted on the performance of an 
organization's business and up to 70% of application 
did not achieve all the desired benefits. A majority 
of ERP problems are discovered in the last stage of 
the ERP life cycle known as the post-implementation 

phase or the after go-live phase. Industrial 
triangulation was used through a mix of 
quantitative and qualitative data in terms of 
unstructured interviews, an online questionnaire 
and in-depth semi-structured interviews in four case 
study organizations .It describes basic business 
functional areas and explains how they are related. 
Demonstrates how combination information systems 
can help a company proper by improving business 
processes and by the providing business managers 
with accurate, consistent, and current data. Thus, 
this study seeks to make a contribution to ERP post-
implementation knowledge by enquiry the problems 
facing companies and by providing a conceptual 
guide for successful ERP post-implementation.

 

ERP- Definition 

  An Enterprise resource planning system is a fully combined business management system 

covering functional areas of an enterprise like Logistics, Production, Finance, Accounting and 

Human Resources. It organizes and combines operation processes and information flows to make 

minimum use of resources such as men, material, money and machine.  

 Enterprise resource planning promises  

 one database,  

 one application,  

 one user interface  

for the entire enterprise, where once disparate systems ruled manufacturing, distribution, finance 

and sales. 

 

Evolution of ERP 

 In the ever-growing business environment, the following demands are placed on the industry: 

Aggressive cost control initiatives Need to analyses costs/revenues on a product or customer basis 

Flexibility to respond to changing business requirements More informed management decision 

making Changes in ways of doing business.  

 One or more applications and planning systems have been introduced into the business world 

for crossing some of hurdles and achieving growth. They are:  

 Management Information Systems (MIS)  

 Integrated Information Systems (IIS)  

 Executive Information Systems (EIS)  

 Corporate Information Systems (CIS)  
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 Enterprise Wide Systems (EWS)  

 Material Resource Planning (MRP)  

 Manufacturing Resource Planning (MRP II)  

 The cost implementation of ERP used to be high, but it is gradually coming and now even 

medium and small companies can go for it. In fact, some providers are developing cheaper ERP 

solution aimed at smaller companies. 

 
ERP Characteristics 

Any system has to possess few key characteristics to qualify for a true ERP solution.  

These features are:  

 1. Flexibility: An ERP system should be adjustable to respond to the Changing needs of an 

enterprise. The client server technology enables ERP to run across various database back ends 

through Open Database Connectivity (ODBC).  

 2. Modular Open: ERP system has to have open system architecture. This means that any 

module can be interfaced or detached whenever required without affecting the other modules.  

It should support multiple hardware platforms for the companies having heterogeneous collection 

of systems.  

 3. Comprehensive: It should be able to support variety of organizational functions and must 

be suitable for a wide range of business organizations.  

 4. Beyond The Company: It should not be confined to the organizational Boundaries, rather 

support the on-line connectivity to the other business Entities of the industries.  

 5. Best Business Practices: It must have a collection of the best business processes applicable 

worldwide. An ERP package imposes its own logic on a company‘s strategy, culture and 

organization. 

 

Features of ERP:  

Some of the major features of ERP and what ERP can do for the business system are  

 ERP provides various-platform, various-facility, various-mode manufacturing, It supports 

strategic and business planning activities, operational planning and execution activities, 

creation of Materials and Resources. 

 ERP covering all functional areas like manufacturing, selling and Distribution, payables, 

receivables, inventory, accounts, HR, purchases etc.  

 ERP performs core activities and increases customer service, thereby augmenting the 

corporate image.  

 ERP bridges the information gap across industries.  

 ERP provides complete combination of systems not only across departments but also across 

companies under the same management.  

 

Why Companies Undertake ERP 

 1. Incorporation financial information: As the CEO tries to understand the company‘s overall 

performance, he may find many different versions of the truth. ERP creates a single version of the 

truth that cannot be questioned because everyone is using the same system.  

 2. Combination customer order information: ERP systems can become the place where the 

customer order lives from the time a customer service representative receives it until the loading 

dock ships the merchandise and finance sends an invoice. By having this information in one 
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software system companies can keep track of orders more easily, and coordinate manufacturing, 

inventory and shipping among many different locations simultaneously.  

 3. Standardize and speed up manufacturing processes: Manufacturing companies -especially 

those with an appetite for mergers and acquisitions—often find that multiple business units across 

the company make the same transaction / recording / report using different methods and 

computer systems.  

 4. Reduce record: ERP helps the manufacturing process flow more smoothly, and it improves 

visibility of the order fulfillment process inside the company. That can lead to reduced 

inventories of the materials used to Make products (work-in-progress record), and it can help 

users better Plan deliveries to customers, reducing the finished good inventory. 

 5. Standardize HR information: Especially in companies with multiple business units, HR may 

not have a unified, simple method for tracking employees‘ time and communicating with them 

about benefits and services. ERP can fix that.  

Benefits of ERP 

Following are some of the benefits they achieved by implementing  

The ERP packages:  

 Gives Accounts Payable personnel improved control of invoicing and payment processing and 

thereby boosting their productivity and Eliminating their reliance on computer personnel for 

these operations. 

 Reduce paper documents by providing on-line formats for fastly entering and retrieving 

information.  

 Increases timeliness of information by permitting posting daily instead of monthly.  

 Greater correct of information with detailed content, better presentation, satisfactory for the 
accountant.  

 Improved cost control.  

 Faster response and follow-.up on customers.  

 More efficient cash collection, say, material 
reduction in delay in  payments by 
customers.  

 Better controlling and quicker resolution of 
questions.  

 Enables quick response to change in business 
operations and Market conditions.  

 Helps to achieve competitive advantage by 
improving its business process.  

 Improves supply-demand linkage with remote 
locations and branches in many countries.  

 Provides a unified customer database usable by 

all applications.  

 Improves International operations by supporting a variety of tax  

 Structures, invoicing schemes, multiple currencies, multiple period accounting and languages.  

 Improves information access and management throughout the enterprise.  

Implementation 

 The success of an implementation mainly depends on how closely the implementation 

consultants, users and vendors work together to achieve the overall objectives of the 

organisation. 
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 The implementation consultants have to understand the needs of the users, understand the 

prevailing business realties and design the business solutions keeping in mind It is the users 

who will be driving the implementation and therefore their all these factors active 

involvement at all stages of implementation is vital for the overall success of implementation. 

 It is worthwhile to remember that ERP is an enabling tool, which Make some do his work 

better, which naturally need additional efforts. 

 During the course of implementation the standard package may undergo changes which may 

be a simple one or a major ‗functionality‘ change. 

 Implementing such changes is known as Customization.  

 The contents of the package are known as modules and the modules are further divided into 

Components.  

 The roles and responsibilities of the employees have to be clearly identified, understood and 

The employees will have to accept new processes and procedures configured in the system 

laid down in the ERP system.  

 At the same time these processes and procedures have to be simple and user friendly. 

 Successful implementation is the obvious goal of any organization that has chosen to go in for 

ERP. 

Risk and Governance Issues in an ERP 

 Organizations face several new business risks when they move to real-time, combination ERP 

systems. Those risks include:  

 Single point of non success: Since all the industries data and transaction processing is within 

one implementation system and transaction processing is within one employment system. 

Structural changes significant personnel and industrial structures changes associates with 

reengineering or redesigning business processes.  

 Job role interchanges: Transition of traditional user‘s roles to empowered-based Roles with 

much bigger access to enterprises information in real time.  

 Online, actual-time: An online actual-time system environments requires a unbroken business 

environment capable of utilizing the new capabilities of the ERP application and responding 

quickly to any problem requiring of re-entry of information. 

 Change management: It is challenging to embrace a tightly combined environment when 

different business processes have existed among business units for so long. The level of user 

acceptance of the system has a significant influence on its success. Users must understand 

that their actions or inaction have a direct impact upon other users and ,therefore, must 

learn to be more diligent and efficient in the performance of their day-today duties.  

Conclusion 

 The concept of ERP seems to be growing and even more so, expanding. It will be useful to 

investigate topics such as how companies using the ERP system perceive these trends of 

extension, how they will cope with the changes and challenges that post ahead, what tools are 

needed, such as the infrastructures available to them and the kind of skills and expertise 

required. To achieve competitive advantage in the global economy organizations are extending 

their ERP system beyond the firm. Future growth of the industries lies in adding extensions. 
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Insurance  

 An arrangement by which a company or the state undertakes to provide a guarantee of 

compensation for specified loss, damage, illness, or death in return for payment of a specified 

premium. Insurance is a means of protection from financial loss. It is a form of risk management 

primarily used to hedge against the risk of a contingent, uncertain loss. 

 

The founder of Insurance 

 The Benjamin Franklin was the father of insurance in united state  

Insurance birth: 

 The insurance was started on 1760 in Philadelphia and New York founded the corporation  

Insurance started in India 

 In 1870 Bombay mutual life assurance society became the first Indian insurer  

 In twenty century many insurance company were founded in the year 1912 the life insurance 

company act and provident fund act were passed to regulate the insurance business 

The oldest insurance company in India:      

 The national insurance company is the oldest one and it was founded in 1960 and in business 

 

Types of Insurance 

1. Health insurance 

2. Travel insurance 

3. Motor insurance 

4. Marine insurance 

5. Commercial insurance 

6. Life insurance, etc 

1) Health insurance: It is a insurance heals to have treatment hospitalization express of an 

 individual or family. It also includes critical illness of a person it is known as health insurance 

2) Travel insurance: Losses which can affects the normal travel plan of an individual family or a 

 student is known as travel insurance 

3) Motor insurance: Motor insurance means when a motor cycle damages or repair the off 

 amount will be replace it costs is known as the motor insurance 

4) Marine insurance: In marine insurance when it get damage or losses of the cargo the carrier 

 is known as the marine insurance 

5) Commercial insurance: Financial liability occurring in normal business operation is known as 

 the commercial insurance 

6) Life insurance: Life insurance is a contract where by the insured promises to pay a uniform 

 rate of premium at fixed amount for a fixed period is known as life insurance 
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How Many Categories in Insurance 

 General insurance   -  13 

 Group insurance   -  125 

 Individual insurance   -  24 

 Insurance simplified session  -  2 

 Liability insurance   -  81 

 Marine insurance   -  49 

 Profession    -  1  

 Property insurance   -  109 

 These is the different categories in insurance. In one insurance policy they are many divisions 

as been given according to that they function .in this categories many policy‘s are unknown to the 

customer one who use this policy. 

 

The Basics Insurance Policies 

1. Health insurance 

2. Motor insurance 

3. Home owner‘s or renter‘s insurance 

4. Life insurance 

5. Disability insurance 

 This are the basic insurance which we can use in our day to day life rest of this insurance are 

the additional insurance which as given to us 

 
The Unnecessary Insurance Policies  

1. Flight insurance 

2. Life insurance for kids  

3. Accident death insurance 

4. Disease insurance 

5. Mortgage insurance 

 This are the unnecessary insurance for a human life it is not basic one for the human beings 

this insurance is created for the rich people not for all. 

 

What are this Two Division 

 1) There are some insurance which is very use full to the customer one who use the insurance 

policy. if any customer like to have insurance policy they can take some important policy like, 

health insurance, car insurance, renter insurance, life insurance, disability insurance, this are 

very important policy, in a human life 

 2) there are some unnecessary insurance which is not important for the customer they are 

flight insurance, life insurance for kids, accident death insurance, disease insurance, mortgage 

insurance, this are the insurance which is not necessary one 
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How the Insurance Functions 

The insurance are classified in to three categories and they work on this process 

 

                                  INSURANCE  

 

 

PRIMARY FUNCTION              SECONDARY FUNCTION               OTHER FUNCTION 

 

 

Provide protection provides certainty distribution of risk  

 

 

 

Prevention of loss provides capital         increasing efficiency       help in economic        financial cover 

 

 

 

 

 

 

 

Encourage savings    promote foreign trade          checking inflation         credit facility       social security 

 
 

Primary Function 

 Providing Protection: Providing protection to the people against the problem risk of loss is 

the main functions of insurance it gives guarantees the insured person to indemnify the losses 

on the occurrence of an uncertainty event 

 Provides Certanity: Insurance remove the fear from the mind of the people and provides 

certainty of payment at the uncertainty of losses time 

 Distribution Of Risk: When risk occurs the losses is shared by all the persons who are exposed 

to the risk is known as the distribution of risk 

 

Secondary Functions 

 Prevention of Loss: Prevention of loss is the best solution to the problem of risk the 

insurance join hands with those are engaged in preventing the loss of the people from death 

or damage is known as prevention of loss 
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 Provides Capital: A Country‘s natural resource can be exploited with long term for that huge 

amount of investment will be given by the insurance company is knows as provides capital 

 Increase Efficiency: Insurance eliminates fear in the mind of people about possible losses 

likely to arise due to death and destruction of property. The person who has taken policy they 

can act freely and devote his entire attention towards achievement of certain goal 

 Help in Economic Progress: Insurance plays an important role in the development of the 

industrial sector and thus help in economic development of a country this motivate which is 

essential for the development of economic in the country  

 Adequate Financial Cover: The necessity of insurance is largely felt to give a cover to the 

ruler area and also in society the economically the backward class the country are provides 

the adequate financial cover against death a reasonable cost is known as adequate financial 

risk 

 Other Function 

 Encouraging Savings: Life insurance is consider as the one of the important form of savings 

payment of a life policy premium become a habit and this effect brings a compulsory savings 

mind like this they encourage the savings 

 Promotes Foreign Trade: Foreign trade fully depends on insurance the banker will not come 

forward to discount the marine trade bills will not end unless the cargo is fully insured 

 Checking Inflation: Insurance plays an important role in controlling inflation. It curbs the 

circulation of money and saves it from its ill effects this is known as checking inflation 

 Credit Facilities: The credit facility is for business people they can borrow loan from banks 

and other financial institution by pledging their insurance policies in this credit facility the 

plus point is they borrow the money from the bank how much they need 

 Social Security: Insurance gives an instrumental force to fight against old age. Unemployment 

evils of property fateful accident of a person and property and similar other natural calamity 

it has helped society a lot by designing various type of insurance like ,employee state 

insurance act, provide fund act, workmen‘s compensation act, ect 

 
Top 5 Basic Insurance Policies 

1. Life Insurance  

2. Health Insurance  

3. Motor Nsurance 

4. Home Owner Insurance 

5. Disability Insurance 
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1) Functions of Life Insurance 

 

Providing protection                                media investment 

 

 

 Collection of risk bearing                                                                         media protection 

 

 

 Media protection                                LIFE INSURANCE                                  evaluation of risk 

 

 

 

Covering large risk with small capital                    help in the development of large industries 

 

 

                                                                Providing certainty 

 
2) Health Insurance Primary Function 

 

                                                               HEALTH INSURANCE 

 

Provision for routine care                                                                            chronic condition treatment 

 

                                                               Pharmaceuticals care  

 

 
3) Types Motor Insurance 

 

                                          MOTOR INSURANCE 

 

Commercial motor insurance                                                                         two wheelers insurance 

 

                                                                        Car insurance 
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4) Function Home Owner Insurance  

            Lender purpose                                                                                            liability 

 

 

   

 

                                                          HOME INSURANCE  

 

 

 

               Repair and replacement                                                                                valuable 

 
 

5) Functions of Disability Insurance 

   DISABILITY INSURANCE 

 

 

 

 

 

Lose of income                                                                                                  benefit amount 

 

 

 

                             Short and long term                                                 other method have limits  
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Abstract 
 Globally, an entrepreneur is one who is willing 
to bear the risk of new venture, an innovator who 
markets the innovations, develops new goods or 
processes according to market demands. Related to 
these topics, the following are introduction and 
meaning & definition of woman entrepreneur. 
Several functions of woman entrepreneur and what 
are all the steps taken by the government for the 
improvement of woman entrepreneur. The growth 
of woman entrepreneur in India and statistical data 

of women entrepreneur in India .followed by recent 
trend and successful woman entrepreneurs in India, 
Entrepreneur is a wave to spread the spirit of 
entrepreneurship among Indian youth. In many 
ways, the industries has helped create the brand of 
„‟NEW INDIA‟‟ and served as an inspiration for 
everyone else.  
Keywords: Initiate, organize, Innovate, enterprise, 
business woman, financial freedom, employment, 
Indian economic, scheme, entrepreneurship 
development program (EDP). 

  

Introduction 

  Woman Entrepreneurship has been recognised as an important source of economic growth. 

Woman in India have come a long way from being just ‗homemakers‘. The world now sees them 

with a different eye and new respect .Woman Entrepreneurship create a new jobs for themselves 

and others and also provide society with different solutions to management, organisation and 

business problems. 

 Successful Woman Entrepreneurs in India have made their presence felt in every field be it 

the world of politics, music, fashions, movies and entertainment or business. Several policies and 

programmes are being implemented for the development of women entrepreneurship in 

India. There is a need for changing the mindset towards women so as to give equal rights as 

enshrined in the constitution. 

 

Objective of Study 

 To study the present status of woman entrepreneur in India. 

 To identify the various problem & challenges faced by woman entrepreneur in Indian 

economy. 

 To evaluate the factors responsible for encouraging woman to become entrepreneurs. 

 To make suitable suggestion for promoting woman entrepreneurs in India. 

 

Meaning & Definition of Woman Entrepreneur 

 Woman entrepreneur may be defined as woman or group of woman who initiate, organize, 

and run a business enterprise. In terms of Schumpeterian concept of innovative entrepreneur 

‗‘woman who innovate, imitate or adopt a business activity are called ‗woman entrepreneur‘‘  

 According to definition given by Government of India- ‗‘A woman entrepreneur is defined as 

an enterprises owned and controlled by woman having a minimum financial interest of 51% of the 

capital and given at least 51% employment generated to woman.‘‘  
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 According to Schumpeter, Woman entrepreneur is based on women participation in equity and 

employment of a business entrepreneur  

 

Needs &Important of Woman Entrepreneur  

 ‗‘Educating a woman means educating a family ‗‘  

 Studies are showing that when woman gain access to their own ‗‘financial freedom‘‘, they are 

lifted out of poverty, children begin to became healthier and overall economic status of a 

family and country improves. 

 The economic status of woman is now accepted as an indicator of a society‘s stage of 

development. 

 Today it is giving employment to more than 40000 women.  

 Prevention of sudden fall in family income.  

 To get an economic independence and build confidence.   

 Some people want to pursue a personal dreams and goals. 

 

Status of Woman Entrepreneur India 

 Women constitute about 50% of the population of India with lower literacy than that of men 

they, however, constitute 10% of entrepreneurs in India. For the economic growth of the nation, 

women should not be ignored and should be encouraged to make their share of economic 

contribution to the country. One way of achieving is by making women come out and become 

entrepreneurs.  

 
Function of Woman Entrepreneur  

1. Exploration of the prospects of starting a new business enterprise. 

2. Undertaking of risks and the handling of economic uncertainties involved in business. 

3. Introduction of innovations or imitations of innovations. 

4. Coordination, administration and control. 

5. Supervision and leadership.  

6. Decision- maker and visionary. 

7. Hard worker and achievement oriented. 

8. Raising funds 

9. Project preparation and product analysis. 

10. Idea generation and screening, operation of business activities. 

 
Steps Taken by Indian Government  

1. Annapurna Scheme: These scheme was given by the state bank of Mysore for those women 

entrepreneurs upon aim of food catering industry for the purpose of selling packed meals, snacks 

of amount granted under these scheme can be used to fulfil the working capital needs of business.

  Under these loan, a guarantee is needed along with the assets of the business being pledged 

as collateral security Rs.50000 will be a maximum amount granted under these scheme and while 

is the repaid by monthly instalments for 36 months regularly after, the loan amount was received 

there is no need to pay EMI for the first month by the lender. 

2. Shree Shakthi Package Scheme: These scheme was specially offered by state bank branches to 

the women entrepreneur who has 50% shares in the own shop of the company. Discount rate of 

interest was issued under these scheme in 0.50% in case the loan amount is more than 2 lakes. 
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3. Dena Shakthi Scheme: These scheme was issued by Dena bank to the women entrepreneurs in 

the event of agriculture, manufacturing, micro credit, retail stores or small companies.  

The maximum loan amount was being Rs 20 lakes for retail trade and the interest rate was also 

decreased by 0.25/- 

4. Udyogini scheme: These Scheme will be given by Punjab and Sind bank for the women 

entrepreneurs who have included in agriculture, retail and small business. Under these scheme, 

the maximum loan amount for the women between the age bracket of 18-45 years is 1 lakes and 

your family income will also considered. 

5. Cent Kalyani Scheme; These scheme will be offered by central bank of India, in order to 

support the women who has starting a new ventures expanding a modifying the existing company. 

This loan can be benefitted for the women who are included in village and cottage industries, 

self-employed women million small and medium enterprises, agriculture allied activities, retail 

trade and government sponsored programs. The maximum loan amount will be granted under 

these scheme is Rs.100 lakes. 

6. Mudra Yojana Scheme; Government of India was launched these scheme for the women who 

wanting to start small new enterprises and also business like tailoring units, Tution centeres and 

beauty parlours. There will be no needed collateral security and can be benefitted under as per  

3 schemes. 

1. Shishu loan amount is limited to the 50,000/-and can be benefitted for these business who all 

in their initial stages. 

2. Kishore- loan amount ranges between RS 50000 and 500000 and can be benefitted for those 

who have a well established company. 

3. Tarun-loan amount is RS.10 lakes and can be benefitted for the expansion of well-established 

enterprise. 

7. Olinent Mohila Vikas Yojana Scheme; This scheme will be given by oriental bank of commerce 

for these women who hold a 51% share capital individually or jointly in a proprietary concern. 

Under this scheme, loan amount of 10 lakes to Rs 25 lakes in case of small scale industries, 

Collateral security will not be compulsory required and the repayment period is 7 years.  

The interest rate is up to 2% of given. 

8. Mahila Udyam Nidhi Scheme: Punjab nationals bank was launched this Scheme with the aim of 

supporting the women entrepreneurs who are involved in small state industries. The maximum 

loan amount will be granted for this scheme is 10 lakes and interest rate depends upon market 

rate. The different plans of this scheme are beauty parlours, purchase of auto rickshaws, two 

wheelers, car, day care centre etc. The repayment period is 10 years. 

9. bharatiya Mahila Bank Business Loans; This loan is a supporting system for women 

entrepreneurs who are looking to state new ventures in the events of retail sector, loan against 

property, micro loans. Under this loan, the maximum loans amount will be up to Rs 20 Crores in 

case of manufacturing industries. The concession interest rate is available up to 0.25% and usual 

interest rate from 10.15% and higher.  

Categories of Woman Entrepreneurs 

 Woman in organised and unorganised sectors. 

 Woman in traditional and modern industries. 

 Woman in urban and rural areas. 

 Woman in large scale and small scale industries. 

 Single woman and joint ventures. 
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Categories of Woman Entrepreneurs in Practice in India: 

1st Category 

 Established in big cities. 

 Having higher level technical and professional qualification 

 Non-traditional items 

 Sound financial position 

2nd Category 

 Established in cities and towns. 

 Having sufficient education. 

 Both traditional and non-traditional items. 

 Undertaking woman services-kindergarten, crèches, beauty parlours, health clinic. 

3rd Category 

 Illiterate women 

 Financial weak 

 Involved in family business such as agricultural, horticulture, animal husbandry, dairy, 

fisheries, agro forestry, hand loom, powder loom etc...,  

 

Growth of Woman Entrepreneur 

 Over the past few years, India has record growth in woman entrepreneurship and more 

woman are pursuing their carrier in this direction. At a global level, about 126 millions woman or 

are running their business and whereas in India, there are about 8 million have started or are 

running their businesses.  

 Woman entrepreneur constitute a tenth of the Indian entrepreneur universe. Currently there 

are 1.3 million SSIs and 9.1 million registered SMEs in India. There are more entrepreneurs in 

smaller towns compared to metros. Woman find it easier to start up but equally difficult to grow 

and access venture capital. 

 Apart from that woman have 24% share in corporate senior management position and in India 

it‘s30% for the same. Not only that , round about 37% of formal enterprises owned by woman 

around the globe whereas 10% of formal enterprises in India are being operated by woman. 

 

Statistical Data of Woman Entrepreneur in India 

 According to data collected during the survey only 14% of business established in the country 

are being run by female entrepreneurs. This means, out of the 58.5 million functional businesses, 

only 8.05 million of them have a female as a boss. The data collected by the survey also revealed 

that most of these woman run companies or small scale and about 79% of them are self-financed. 

 Another interesting fact the survey revolved was, that the southern part of India was more 

habitable and warm towards woman entrepreneurs compared to the northern part. About 1.08 

million of the female headed companies have their base in TamilNadu , followed by kerala with 

0.91 million and Andhra pradesh with 0.56 million.  

 Another revelation is that out of these entrepreneurs, 2.76 million woman (34.3% of the total 

entrepreneurs) works in agriculture sector whereas 5.29 million females (65.7% of the total 

entrepreneurs)works in non-agricultural sectors. Among the non-agricultural activities owned by 

woman entrepreneurs, manufacturing and retail trade are dominant ones with corresponding 

percentages being 29.8% and 17.8% respectively. 
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 Among the states the 

largest share in number of 

establishment under woman 

entrepreneurship is of tamil 

nadu (13.51%) followed by 

kerala (11.35%), Andhra 

pradesh (10.56%), west Bengal 

(10.33%) and maharashtra 

(8.25%). The report observed 

that in India and other low-

ranked countries, unequal 

inheritance rights for woman and work restrictions limited the access to start -up capital and 

collateral. 

 

Successful Woman Leading Woman Entrepreneur in India 

 Akhila srinivasan, managing director, shriram investments ltd. 

 Chanda kocchar, executive director, ICICI bank. 

 Ekta kapoor, creative director, balaji telefilms. 

 Naina lal, deputy CEO,HSBC 

 Preetha reddy, managing director, Apollo hospitals 

 Ranjana kumar, chairman ,NABARD 

 Renuka ramnath, CEO, ICICI ventures. 

 Ritu kumar, fashion designer. 

 Ritu nandha, CEO, escolife.  

 

Recent Trend in Woman Entrepreneur in India 

1. Better Support Network 

 Last year, support networks for woman business owners blossomed, with many established 

organisations retooling their programs to provide more targeted support to woman at critical 

phases of business development. Support network calls for business woman‘s association to be 

created which would provide development opportunities for female entrepreneurs, helping them 

to scale their business more effectively and achieve their true potential. Also government 

initiatives such as national skill development corp (NSDC) will support a new digital platform 

providing woman entrepreneurs with better access to relevant role models ,supports groups, 

business mentors and a wider network of assistance. 

2. More Role Models  

 Its been a long time coming, but woman are increasingly stepping into their power.  

The breadth of role models available today is having a positive impact in terms of producing 

greater acceptance of the varied work style among who are considered to be successful leaders. 

3. Business are Becoming Less Hierarchical 

 There is a long way to go, but the overall trend is their. Businesses in general are becoming 

less siloed and increasingly structured along flatter hierarchies, producing a more favourable work 

atmosphere for woman. As a result, woman are increasingly in a better position to make a more 

personalized work plan and take control of their work/life integration. 
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4. Advancement in Technology 

 This is the game changer for entrepreneurs. Advancement in technology have lowered the 

cost of entry to starting your own business. It is now possible to create a business that exists 

entirely online. Because of technology you don‘t need as big of an office to start. You also don‘t 

need to hire employees right away because of the relative ease of working with consultant and 

outsourcing solution. Social media platforms have opened a new dimension to marketing and 

customer engagement, offering more impact with less financial outlay. 

5. Influencer Marketing  

 A major portion of revenue in any business is spent behind marketing and influencer 

marketing as a great way to market. Influencer marketing grew exponentially in 2017 and this 

trend is expected to continue in 2018. 

6. Web Presence  

 The availability of internet- based technology gives small business more control over brand 

development, marketing and customer engagement. While tech start-ups traditionally benefit 

most from the services, internet tools provide affordable and attainable solutions for small 

businesses in every industries. 2018 would see a mammoth increase in web based business 

amongst woman entrepreneur. It decrease cost and increase productivity. 

7. Easier Tax Norm 

 2018 –budget carries the implemented of GST and centralised tax system is on tenterhooks. 

With the implemented of GST will be a table2018 – budget, government will come up with the 

new rationalized tax structure. Woman entrepreneurs can be a part of consideration in corporate 

taxes and loans.  

  

Conclusions 

 India is a developing country and having mixed economy, male dominated society and woman 

are assumed to be economically as well as socially depend on male members. Woman 

entrepreneurs are having basic indigenous knowledge , skill, potential, resources to established 

and manage enterprises ,but simultaneously woman entrepreneurs face lots of problems like lack 

of education , social barriers, legal formalities, high cost of production, male dominated, limited 

managerial ability, lack of self-confidence, harassment, and not fulfillment of rules and 

regulation etc.., woman being the vital gender of the overall population have great capacity and 

potential to be the contributor in the overall economic development of India. Therefore, 

programs and policies need to be customized to not just encourage entrepreneurship as well as 

implement strategies which can help support entrepreneurial culture among youth.  
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Abstract 
 Demonetization is the process in which a 
particular currency or valuable mineral tender 
degraded as a legal tender. The government of India 
has implemented a major economic decision of 
demonetizing high value current notes of rs.500and 
rs.1000. Its policy of the government by banning Rs. 
500 and Rs.1000 currency notes have influenced all 
almost all the corner of the economy. The biggest 
beneficiaries of demonetization are Banks. It made 
the banks to accept the deposits without any cost of 
promotion and drastically increased liquidity 
position of the banks. It portrayed the effect of 
demonetization on Banking Sector. The rationale 
given behind this is that it would curb black money 
and its flow as most of it would get invalidated. 
This proposition however, is not backed by any 
evidence or proof and therefore portends district 

long term, medium term and short term 
complications. It encompassed the recent decision 
of the central government on Demonetization and 
its gradual effect on Indian economy. This happens 
when a certain currency of origin, or when a newer 
currency comes into circulation. There are multiple 
reasons why nations demonetize their local units of 
currency. Some reasons include combating inflation, 
to combat corruption, and to discourage a cash 
system. The process of demonetization involves 
either introducing new notes or coins of the same 
currency or completely replacing the old currency 
with new currency. The paper also seeks to 
elucidate the advantages and disadvantages, the 
implications of demonetization in the Indian 
economy.  
Keywords: Demonetization, Currency notes, 
Government.

 
Introduction 

 In 2016, the Indian government decided to demonetize the 500 and 1000 rupee notes, the two 

biggest demonetization notes. These notes accounted for 86% of the country cash supply. The 

government goal was to eradicate counterfeit currency, fight tax evasion. Eliminate black money 

gotten from money laundering and terrorist financing activities, and promote a cashless economy. 

By making the larger denomination notes worthless, individuals and entities with huge sums of 

black money gotten from parallel cash systems were forced to convert the money at a bank which 

is by law required to acquire tax information from the entity could not provide proof of making 

any tax payments on the cash, a tax penalty of 200% of the tax owned was imposed. The present 

study is made out of available literature on post demonetization. 

   
Definition of Demonetization 

 ―Demonetization is the act of stripping a currency unit of its status as legal tender. 

Demonetization is necessary whenever there is a change of national currency. The old unit of 

currency must be retired and replaced with a new currency unit‖.  

There are multiple reasons why nations demonetize their local units of currency: 

 to combat inflation 

 to combat corruption and crime (counterfeiting, tax evasion) 

 to discourage a cash-dependent economy 

 to facilitate trade 

 

India's Demonetization 

https://www.investopedia.com/terms/i/inflation.asp
https://www.investopedia.com/terms/t/taxevasion.asp


International Conference on New Dimensions of Commerce in the Globalised ERA -2018 “NDCGE - 2018” 

 

 

242 | P a g e  MARUDHAR KESARI JAIN COLLEGE FOR WOMEN, Vaniyambadi 

 In 2016, the Indian government decided to demonetize the 500- and 1000- rupee notes, the 

two biggest denominations in its currency system; these notes accounted for 86% of the country‘s 

circulating cash. With little warning, India's Prime Minister Narendra Modi announced to the 

citizenry on Nov. 8 that those notes were worthless, effective immediately – and they had until 

the end of the year to deposit or exchange them for newly introduced 2000 rupee and 500 rupee 

bills. 

 Small businesses and households struggled to find cash and reports of daily wage workers not 

receiving their dues surfaced. The rupee fell sharply against the dollar.  

 The government‘s goal (and rationale for the abrupt announcement) was to combat India's 

thriving underground economy on several fronts: eradicate counterfeit currency, fight tax evasion 

(only 1% of the population pays taxes), eliminate black money gotten from money laundering and 

terrorist-financing activities, and to promote a cashless economy. Individuals and entities with 

huge sums of black money gotten from parallel cash systems were forced to take their large-

denomination notes to a bank, which was by law required to acquire tax information on them. If 

the owner could not provide proof of making any tax payments on the cash, a penalty of 200% of 

the owed amount was imposed. 

 

Positive Effects of Demonetization 

1. Foreign Trust: Transparency is always welcomed, specially in business. It is the most 

important gradient for foreign investors. Everyone like to have their money in safe hands. 

Black money is a major factor in India which inhibits the rapid growth in private sector. When 

a company decides to invest in a product they can calculate almost every kind of expenditure 

they will have to face except bribe.  

2. Lubrication in Circulation: Money is the lubrication that makes the market economy possible. 

A large portion of this lubricant was immobilized in the form of black money. Rs 500 and Rs 

1000 shares a major part. Due to this immobilization government is bound to circulate more 

currency notes in the market to keep it running. 

3. Hard Money to Digital Money: Though, it is the first of its kind, but we may have to face 

these surgical strikes on black money in the future too. This will give some time to people to 

understand the need of digital money in the current era. We have seen some inspiring 

pictures where vegetable seller is accepting money via PayTm. India is changing. 

4. New Hope: Black money was a key agenda for demonetization. But people were disappointed 

when there was no major step taken by the current government. Now when Prime Minister 

has declared the demonetization of Rs 500 and Rs 1000 notes, a positive vibe has been spread 

throughout the country. 

5. Zero Counterfeit Notes 

1. In India, the circulation of fake Indian currency notes (FICN) has been on the rise, 

according to the Reserve Bank of India‘s (RBI) annual reports. The year 2014-2015 saw a 

steep rise, with 594,446 FICN detected, up from 488,273 in the year 2013-14. When it 

comes to the type of notes counterfeited in 2014-15, RBI data showed that counterfeited 

Rs 500 notes were most common, with 273,923 recorded. Rs 100 and Rs 1000 notes were 

the second and third most counterfeited bills. 

2. Most of the FICN are printed in Pakistan. Major transit points include India‘s neighboring 

countries Nepal and Bangladesh. Other transit routes includes Dubai, Thailand, Malaysia, 

Sri Lanka and China. 

https://www.investopedia.com/terms/b/black-money.asp
https://www.investopedia.com/terms/m/moneylaundering.asp
https://www.investopedia.com/terms/t/taxes.asp
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3. Now all this FICN is equal to ZERO. 

6. New Tax payers 

Large Number of New Tax Payers may appear with demonetization. This is because 

demonetized money will reveal their income size and tax officials may check them in future, 

compelling to pay tax. 

 

2016 Indian Banknote Demonetization 

On 8 November 2016, the Government of India announced the demonetisation of all 5˂00 

(US$7.80) and 1˂,000 (US$16) banknotes of the Mahatma Gandhi Series. The government claimed 

that the action would curtail the shadow economy and crack down on the use of illicit and 

counterfeit cash to fund illegal activity and terrorism. The sudden nature of the announcement 

and the prolonged cash shortages in the weeks that followed created significant disruption 

throughout the economy, threatening economic output. 

Prime Minister of India Narendra Modi announced the demonetisation in an unscheduled live 

televised address at 20:00 Indian Standard Time (IST) on 8 November. In the announcement, Modi 

declared that use of all 500 and 1000 banknotes of the Mahatma Gandhi Series would be invalid 

past midnight, and announced the issuance of new 500 and 2000 banknotes of the Mahatma 

Gandhi New Series in exchange for the old banknotes. 

Initially, the move received support from several bankers as well as from some international 

commentators. The move has also been criticised as poorly planned and unfair, and was met with 

protests, litigation, and strikes against the government in several places across India. Debates also 

took place concerning the move in both houses of parliament. The move reduced the country's 

industrial production and its GDP growth rate. 

 

Exchange of Old Notes 

 Initially, the limit was fixed at 4,000 per person from 8 to 13 November. 

 This limit was increased to 4,500 per person from 14 to 17 November. 

 The limit was reduced to 2,000 per person from 18 November. 

 All exchange of banknotes was abruptly stopped from 25 November 2016. International 

airports were also instructed to facilitate an exchange of notes amounting to a total value of 

5,000 for foreign tourists and out-bound passengers. 

 

GDP Growth Forecasts 

 Global analysts cut their forecasts of India's GDP growth rate for the financial year 2016-17 by 

0.5 to 3 percent due to demonetization. India's GDP in 2016 is estimated to be US$2.25 trillion, 

hence, each 1 per cent reduction in growth rate represents a shortfall of US$22.5 billion (1.54 

lakh crore) for the Indian economy. According to Society General, India's quarterly GDP growth 

rates would drop below 7% for an entire year at a stretch for the first time since June 2011. 

 

Impact of Demonetization on Economy 

 India's GDP growth for the quarter Jan-Mar '17 was 6.1% as against a forecast of 7.1% by 

economists. The GDP growth for the entire fiscal year was 7.1%, a reduction from the 8% of the 

previous year. This drop-in GDP was attributed to demonetization by economists. 

 The GDP growth rate for the quarter April - June 2017 dropped to 5.7%, in comparison to 7.9% 

for the same quarter in the previous year. This drop-in GDP growth was attributed to 

https://en.wikipedia.org/wiki/Government_of_India
https://en.wikipedia.org/wiki/Demonetisation
https://en.wikipedia.org/wiki/Mahatma_Gandhi_Series
https://en.wikipedia.org/wiki/Prime_Minister_of_India
https://en.wikipedia.org/wiki/Narendra_Modi
https://en.wikipedia.org/wiki/Indian_Standard_Time
https://en.wikipedia.org/wiki/Mahatma_Gandhi_Series
https://en.wikipedia.org/wiki/Indian_2000-rupee_note
https://en.wikipedia.org/wiki/Mahatma_Gandhi_New_Series
https://en.wikipedia.org/wiki/Mahatma_Gandhi_New_Series
https://en.wikipedia.org/wiki/Mahatma_Gandhi_New_Series
https://en.wikipedia.org/wiki/Modi_ministry
https://en.wikipedia.org/wiki/Indian_Parliament
https://en.wikipedia.org/wiki/Industrial_production
https://en.wikipedia.org/wiki/Gross_domestic_product
https://en.wikipedia.org/wiki/Gross_domestic_product
https://en.wikipedia.org/wiki/Societe_Generale
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demonetization. This was the lowest growth in GDP since 2014. The drop in GDP growth was 

exactly as predicted by Manmohan Singh in November 2016. 

 

Evasion Attempts 

 A jewelry store in a shopping mall with a notice "We accept 500 and 1000 notes", even after 

they were no longer valid banknotes. People invested their money in jewelry for converting their 

money.  

 
Gold Purchases 

 In Gujarat, Delhi and many other major cities, sales of gold increased on 9 November, with an 

increased 20 to 30% premium surging the price as much as 4˂5,000 (US$700) from the ruling price 

of 31,900 (US$500) per 10 grams (0.35 oz.) Income Tax officials raided multiple branches of one 

Private Bank and found bank officials involved in money laundering acts, exchanging old notes for 

gold. 

 

Multiple Bank Transactions 

 There have been reports of people circumventing the restrictions imposed on exchange 

transactions by conducting multiple transactions at different bank branches and also sending hired 

people, employees and followers in groups to exchange large amounts of banned currency at 

banks. In response, the government announced that it would start marking customers with 

indelible ink. This was in addition to other measures proposed to ensure that the exchange 

transactions are carried out only once by each person. 

 
Backdated Accounting 

The Enforcement Directorate raided several forex establishments making back dated entries. 

Money laundering using backdated accounting was carried out by co-operative banks, jewelers, 

sellers of iPhones, and several other businesses. 

 

Demonetization violations 

In March 2017, it was alleged that more than 1 lakh crore (in high value deposits of more than 

2.5 lakh) were deposited without any record of PAN. 

 

Income Tax Raids and Cash Seizures 

 The Finance Ministry instructed all revenue intelligence agencies to join the crackdown on 

forex traders, hawala operators and jewelers besides tracking movement of demonetized currency 

notes. Income Tax departments raided various illegal tax-evasive businesses in Delhi, Mumbai, 

Chandigarh, Ludhiana and other cities that traded with demonetized currency. The Enforcement 

Directorate issued several FEMA notices to forex and gold traders. Large sum of cash in defunct 

notes were seized in different parts of the country. In Chhattisgarh liquid cash worth of 4.4 

million (US$69,000) was seized. 

 As of 28 December, official sources said that the Income Tax department detected over 41.72 

billion (US$650 million) of un-disclosed income and seized new notes worth 1.05 billion 

(US$16 million) as part of its country-wide operations. The department carried out a total of 983 

search, survey and enquiry operations under the provisions of the Income Tax Act and has issued 

5,027 notices to various entities on charges of tax evasion and hawala-like dealings. The 

department also seized cash and jewelry worth over 5˂.49 billion (US$86 million) out of which 

https://en.wikipedia.org/wiki/Manmohan_Singh
https://en.wikipedia.org/wiki/Gujarat
https://en.wikipedia.org/wiki/Delhi
https://en.wikipedia.org/wiki/Enforcement_Directorate
https://en.wikipedia.org/wiki/Ministry_of_Finance_(India)
https://en.wikipedia.org/wiki/Enforcement_Directorate
https://en.wikipedia.org/wiki/Enforcement_Directorate
https://en.wikipedia.org/wiki/Enforcement_Directorate
https://en.wikipedia.org/wiki/Foreign_Exchange_Management_Act
https://en.wikipedia.org/wiki/Chhattisgarh
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the new currency seized (majority of them 2000 notes) is valued at about 1.05 billion 

(US$16 million). The department also referred a total of 477 cases to other agencies like the CBI 

and the Enforcement Directorate (ED) to probe other financial crimes like money laundering, 

disproportionate assets and corruption. 

 In a period of four months from 9 November 2016 to 28 February 2017, CBDT claims to have 

detected an undisclosed income of over 93.34 billion (US$1.5 billion) through more than 2,362 

search, seizure and survey actions by Income Tax department. 

 

Seizures of `2000 Notes 

 Huge amounts of cash in the form of new notes were seized all over the country after the 

demonetization. As of December 2016, over 4 crore in new banknotes of `2000 were seized from 

four persons in Bangalore, `33 lakh in `2000 notes were recovered from Manish Sharma, an 

expelled West Bengal, and `1.5 crore was seized in Goa. 900 notes of the new `2000 notes were 

seized from a in Tamil Nadu. Around `10 crores in new notes were seized in Chennai. 

 As of 10 December, `242 crores in new notes had been seized. It was noted in the media that 

while people were dying in queues to obtain a few thousand rupees in cash, persons with the right 

connections were able to amass crores of rupees in new notes, thus rendering the demonetization 

exercise futile. 

 

Conclusion 

 The benefits of demonetization are much dominating and it will be in the long-term interest 

of our country. Due to demonetization Government need to take all the necessary steps so s to 

ensure that there will be a turn into circulate in our economy. At present, more than 50%of 

household savings are in physical savings like gold and land. Significant portion of these are in 

black money. Now with the low reward in the real estate and gold holdings, people may tempt to 

save in financial forms like bank deposits, mutual funds etc., As suggested, demonetization is a 

highly disruptive way to fight black money and it is only a one-time effort to flush out hoard 

money. We cannot do it always. Similarly, only a fraction of black money is stored in liquid cash. 

All these indicate that fight against black money will be successful in the long term only if the 

other measures suggested here are adopted. Above all, the legal system should be prudent to 

prevent people to invented new ways of hoarding and dealing with black income. 
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