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ONLINE MARKETING IN INDIA 

 
Dr.K.Naina Mohamed, M.Com.,MBA.,M.Phil., Ph.D.,  

Associate Professor, Dr.Zakir Husain College, Ilayangudi  

 

 
 
Abstract 

 Online marketing is the process of buying and selling or exchanging of products, services and information via 
computer networks including the internet. Marketing is one of the Business functions most dramatically affected by 
emerging information technologies are particularly useful. 
 E-commerce can be defined as any form of business transaction in which the parties interact electronically. 
Transaction in an electronic market represents a number of interactions between parties. For instance, it could involve 
several trading steps, such as marketing, ordering, payment, and support for delivery. An electronic market allows 
participating sellers and buyers to exchange goods and services with the support of information and communication 
technology. Electronic markets have three main functions such as  

 Matching buyers and sellers 

 Facilitating commercial transaction, and 

 Providing legal infrastructure. 
 Information and communication technology performs all the three functions and also helps to increase market 
efficiency and reduce transaction costs. 
 Forester Research predicts that business to business e-commerce has grown from $406.2 Billion in 2010 to $2.9 
trillion in 2014. About 33.3% of the businesses are done in electronic or digital exchanges. In the growing world of 
competition & technology, internet has acquired an important place in the business environment all over the world and 
there are a number of real benefits in using e-commerce including faster cycle time, higher response rates, improved lead 
management and simplified campaign. But it is not an easy task to attract customers on the web and e-tailers are finding it 
difficult to bear the enormous marketing expenditure to set themselves out of the crowd, the reason, to only show their 
presence, inspire the web shoppers to visit their sites, and the get them to actually make a purchase. If the e-tailers are 
confident of building repeat purchase with the customers. 
 
Introduction 

 The Advancement in sophisticated communication techniques have led to the use of relatively 

new technologies in online marketing and customers services voice recognition caller line 

identification, customer‟s telephone and integration etc. are relatively new technologies in 

marketing and customer service. Even live telephone operator systems have been replaced with the 

automated system. The information technology can be linked to telephone with the power of 

information. Today, all these services require complete automation handling right from the front 

yard register control, inventory, sales support, backyard- incoming –outgoing order control etc. 

 
Online Marketing based on the relationship of transaction parties 

 E-Commerce is not just about on – line shopping. It is all about using technology to stream line 

organization structure, cut cost & increase efficiency. It is about accelerating productive and 

enhancing relationships with customers, suppliers & partners.The interaction between participants 

is supported by electronic trade processes that are basically search, valuation, payment and 

settlement, logistics and authentication. It is shown in below. The Internet and the World Wide Web 

allow companies to efficiently implement these key trading processes. For instance, many search 
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services and brokers are available to help buyers find information, products and merchants in 

electronic markets. 

 

 
 

Representation of an Electronic market 

 
Elements of E-Commerce 

 Commerce refers to exchange of goods and services usually for money. It includes buyers, 

sellers and producers. 

 Buyers These are people with money who want to purchase a good or services. 

 Sellers These are the people who offer goods and services to buyers. Sellers are Generally 

recognized in two different forms. Retailers who sell directly to Consumer and whole sellers or 

distributors who sell to retailers and other Businesses. 

 Producers These are the people who create the products and services that sellers offer to buyers. 

A producer is always, by necessity, a seller as well. The producers Sells the products produced to 

wholesalers, retailers or directly to the Consumers. Commerce is all around in different forms. In 

every form, there are some basic Common elements. They are 

 A product / Service 

 A place to sell the product – market 

 A way to get to the place of sale – marketing adverting 

 A way to accept orders – direct purchase, mail order, telephone 

 A way to accept money – spot cash payment, credit card payment, Installments etc. 

 A fulfillment facility to ship products to customers – door delivery,  

 Dispatch through courier etc., 

 A way to accept returns 

 A way to handle warrantee claims if necessary 

 A way to provide customers service 

 The above elements which were transected in documents and paper form have Transformed to 

electronic and paperless form. The jack behind the transformation is - INTERNET. Evolution of 

internet has opened a great way for E-Commerce. 
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E-Commerce is of four types. They are 

 Business to Business (B2B) E-Commerce. 

 Business to Customer (B2C) E-Commerce. 

 Customer to Business (C2B) E-Commerce. 

 Customer to Customer (C2C) E-Commerce. 

 
E-Business Transaction Model 

 

 Business to Business E-Commerce – In this category, business transaction takes place between 

any two companies. It has been well established for several years using EDI over private or 

value added networks.  

 
Electronic MarketplaceBusiness-to Business (B2B) Marketplace 

 
  

 
Business 

Government 

Business 

Consumer Consumer 

Aggregators Hubs 

Auctions 

Contents Community 

Buyers Sellers 
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 Business to Customers E-Commerce – It is otherwise called as direct marketing. This type has 

proven to be a stepping – stone to more complex commerce operations for many companies. 

This business to customers E-Commerce increases revenue by reaching the right customers 

more often. 

 
 
Processes in B2C 

 Customer to Business E-Commerce – This is a unique way of how E-Commerce empowers 

customers and changes the way of doing business. 

 Customer to customer E-Commerce – It is a virtual market place where a customer can bid for a 

product with another customer who is interested in selling. It is an electronic market place that 

provides efficient and one-to-one trading through auction format on the web. 

 
Marketing Trend through E-Commerce 

 Electronic commerce can take many forms depending on the degree of digitization of the 

delivery, product or service sold, the process, and the delivery agent or intermediary. A product can 

be physical or digital. One can shop any kind of product or service in the mid of the night and form 

ant part of the world. Hence internet users for marketing activity in India from 2010 to 2014 are 

analysed. 

 

 Searches for the product or service to satisfy the need 

Customer identifies a need 

Selects a vendor and negotiates a price 

Receives the product or service (delivery logistics, inspection and 

acceptance) 

Makes payment 

Gets service and warranty claims 
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Table 1: Internet users for marketing activity in India from 2010 to 2014 

Years No. of Users(in Crores) Increase/Decrease (in Crores) 

2010 3 - 

2011 4 +1 

2012 6 +2 

2013 8.5 +2.5 

2014 8 -0.5 

Source: Secondary data from www.E-Commerce times.com. 

 
 From Table I, it is found that internet users in India from;2010 to 2014 has shown an increasing 

trend, but during the year 2014, it has shown a declining trend. From this, it is clear that e-tailers in 

India are not giving effective customers services. 

 
Table 2: E-Commerce Revenue in India from 2010-2014 

          (RS. In crores)  

Year B2b 
Increase/ 

Decrease 
B2c 

Increase/ 

Decrease 
C2b 

Increase/ 

Decrease 
C2c 

Increase/ 

Decrease 
Total 

Increase/ 

Decrease 

2010 10 - 12 - 20 - 3 - 45 - 

2011 20 +10 20 +8 22 +2 4 +1 66 +21 

2012 22 +2 24 +4 15 -7 6.5 +2.5 67.5 +1.5 

2013 27 +5 20 -4 12 -3 4.2 -2.3 63.2 -4.3 

2014 28 +1 17 -3 15.4 +3.4 3.5 0.7 63.9 +0.7 

Source: Computer from information available in WWW.E-tract.Com 

 

 From Table 2, it is clear that E-Commerce revenue (profit) has shown fluctuating trend from 

2010 to 2014 i.e. from Rs.45 crores to Rs.66 crores. From this it is found that B2B E-Commerce has 

become a major source of revenue in India because the revenue from this type has increased from 

Rs.10 crores in 2010 to Rs.28 crores in 2014. 

 

Table 3: E-Retail sales in India from 2010 – 2014 
                    (Rs. In crores) 

Product / Service 
Category 

2010 2011 2012 2013 2014 

PC hardware & Software 40 60 67 72 83 

Transport service 27 45 47 52 58 

Entertainment service 16 20 24 31 37 

Book & Music 12 16 21 27 32 

Gift, Flowers & Greetings 10 12 15 17 17.5 

Apparel & Footwear 7 10 13 16 18.4 

Food & Beverages 6 8 9.5 10.4 12.7 

Jewellery 2 3 4 4.1 4.2 

Consumer Electronics 2.2. 3.5 4.7 5.1 6.0 

Sporting gear 2.4 3.7 3.9 4.4 4.7 

Toys 0.9 1 1.2 1.5 1.7 

Home Furnishing 0.4 0.6 0.6 0.8 0.9 

Other 4 6 9 12 17 

Source: Computed from information available in www.e-commerce.com 

http://www.e-commerce/
http://www.e-tract.com/
http://www.e-commerce.com/
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 From Table.3, it is inferred that E-Retailing or B2c E-Commerce is used to sell both product and 

service. It is also found that e-retail in India suits more to computer software and hardware; next to 

transport service and entertainment service; while others are yet to enter seriously in the fray. 

Table 4: Awareness of E-Commerce in India 

 The Table 4, indicates that the professionals (50%) 

majority who are well aware of E-commerce because of 

publicity it has gained in India. Recently the computeration 

of companies, banks have lead to the increase in the 

awareness among the employees, whereas only 6% of 

students are aware of E-Commerce. 

Source: www.E-Commerce.times.com 
Table 5: source of E-Commerce Awareness 

 From Table 5, it is clear that Magazines seem 

to be the prime source of information to know 

about E-commerce; next comes the internet itself 

followed by newspaper and other categories like 

seminars, advertisements, friends and marketing 

agents of E-commerce. 

 

Source: www.E.Commerce.minutes.com 

Table 6: Demographic profile of internet users in India 

 It is eminent from the table 6, that 42% of the internet 

users fall in the age group between15-24. While 30% of them 

fall in the age group between 25-34 and remaining 28% in the 

age group of 35 and above. A clear view of the above table is 

represented in a Pie Diagram. 

Source: www.Etract.com 
Demographic Profile of Internet Users in India  Table 7: Indian enterprises gone online 

 

 
 Source: www.E.Commerce.times.com 

 
 From Table7, it is clear that entertainment stands the priority among the Indians. Hence many 
theatres have gone online. In order to attract foreign tourist, even hostels have gone online, whereas 
the other areas like bookshop, music centers etc., are yet to under the potential. The above table is 
presented in pie diagram. 
 

  

 

                   28%                            42% 

 

 

 

 

 

 

             15-24 

 

             25-34 

 

             35 and above 

SI.No Categories Awareness 

1 Businessmen 35% 

2 Professionals 50% 

3 Employees 09% 

4 Students 06% 

SI.No Source % of users 

1 Magazines 55 

2 Internet 25 

3 Newspapers 14 

4 Other like friends, 
Seminars, Advertisement 

06 

SI.No. Age group %of users 

1 15-24 42 

2 25-34 30 

3 35 and above 28 

SI.No. Product Category 
No. of  

Enterprises 
% 

1 Books 2000 13 

2 Music 2000 13 

3 Consumer Durable 1000 07 

4 Groceries & Vegetables 100 01 

5 Room Booking at Hostels 3000 20 

6 Ticket Booking in Theaters 7072 40 

7 Toys 102 01 

http://www.e-commerce.times.com/
http://www.e.commerce.minutes.com/
http://www.etract.com/
http://www.e.commerce.times.com/
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Suggestion for enhancing marketing through E-Commerce 

 The following strategies are recommended to retain customers and enhance market for a 

product/service on the web 

 Give effective customer Service-Customer and clients want to know that they can reach e-tailers 

and have their questions answered and problems solved without wasting time on the phone. 

Therefore lengthy customer service calls can be avoided by answering frequently asked 

questions on line & latest information about the product / service should be displayed on the 

web site. 

 Offer value added services-Through the internet, e-tailers have to provide extended service and 

value added benefits to the current and potential customers say e-ticket; e-internet; e-mail etc. 

 Sell related products/services-An e-tailers are selling related products/services in a particular 

segment of prospect. Most of the information entrepreneurs offer several products/services but 

make a mistake of selling disconnected mixture of unrelated offers, appealing to different type 

of prospects in various scatted markets. This spreads their limited resources too thin and fails to 

reap the maximum benefits of offering more than one product /service. 

 Update the products-It is always the newness that can be used as a hook to gain valuable free 

publicity, updating injects new life into the product s and therefore the customers are tempted 

to visit site again & again, with a consideration that they will get something new every time 

they visit. 
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Conclusion 

 The success of online marketing through E-commerce depends upon how effectively e-tailers 

interact with their customers. Thus customer-centricity, facilitated by the internet and the web, is the 

heart of E-Commerce. The nuances of the customer service in E-Commerce need to be handled by 

systems that are easy and intuitive to use, that furnish timely and accurate responses to customer 

request and handle information transmission. To increase the customer base in E-commerce it is 

important to implement and continuously review the quality of E-services & provide customer 

oriented services which are interlinked/ related to each other and also take care to update their 

products/services adding value to the company over its competitors. 
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Abstract 

 Digital Marketing is the avenue of electronic communications which is used by the marketers to endorse the goods 
and services towards the market place. The marketing field is facing new challenges and opportunities within the digital 
age. As digital marketing is dependent on technology which is ever evolving and fast changing. The main purpose of the 
digital marketing is attracting the customers and turns them towards their products and also allowing them to feed their 
suggestions for further improvement through digital platforms. This article focuses on the importance and effectiveness of 
digital marketing for both customers and marketers mutually benefited and differences between traditional and digital 
marketing as well. The researcher has described various forms of digital marketing effectiveness and the impact of digital 
marketing in the market.  
Keywords: Digital Marketing, Web Marketing, Display Advertising, Data-Driven Marketing 

 
Introduction 

 Digital Marketing is the marketing of products or services using electronic media or digital 

techniques by the marketers in to the markets. Digital techniques mainly on the internet but also 

includes mobile phones, display advertising, video advertising shopping advertising and any other 

digital medium. Digital marketing is often referred to as online marketing, internet marketing or 

web marketing. Different countries are using different names like online marketing in US and web 

marketing in Itally and the like instead of digital marketing.  

 At the advent of 90‟s the concept of digital marketing was first coined. Businesses were started 

using technology for marketing since 1990. Marketing plans and everyday life of the human beings 

are incorporated by digital platforms and as people use digital devices such as digital ads instead of 

physical visiting to the shops, digital marketing campaigns are becoming more prevalent and 

efficient. A successful advertising campaign requires planning and preparation. Moreover, before 

launching campaign, marketers should understand their target audience, competitors and their 

strategy; this will give a landscape, explore digital trends and understand campaign best practices.  

 In 2000, a survey in the UK found that most retailers had not registered their own domine 

address as digital marketing become more sophisticated in the 2000 but statistics showed in 2012 

and 2013 digital marketing was still a growing field. Digital marketing growth is estimated at 4.5 

trillion online ads served annually with digital media spend at 48% growth in 2010 and it is 

consistently grown by every year.  

 The most common methods of digital marketing are content marketing, data driven marketing, 

email direct marketing e-books, influencer marketing, optical disks and social media marketing and 

etc., Nowadays digital marketing extends its services to non internet channels that provides digital 

media such as mobile phones (SMS & MMS) call back, and on hold notice ring tones. Digital 
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marketing is cent percent dependent on technological knowhow. Henceforth this is ever developing 

and fast changing 

 
Review of Literature  

 In the global world, companies have been realized that the importance of digital marketing.  

In order for businesses to be successful they will have to merge online with traditional methods for 

meeting the needs of customers more precisely (Parsons, Zeisser, Waitman 1996). Introduction of 

new technologies create new business opportunities for marketers to manage their websites and 

achieve their business objectives (Kiani,1998). So many choices are available for customers, so, it is 

very difficult for marketers to create brands image and increase traffic for their products and 

services. Online advertising is one of a powerful marketing vehicle for building brands and 

increasing traffic for companies to achieve success (Song, 2001). Marketers‟ Expectation interms of 

producing results and measuring success for money spent on advertisement, digital marketing is 

more cost – efficient for measuring ROI on advertisement (Pepelnjak,2008). Firms in Singapore have 

tested the success of digital marketing tools as being effective and useful for achieving results 

(Teo,2005). More importantly, growth in digital marketing has been due to the rapid advances in 

technologies and changing market dynamics (Mort, Sullivan, Drennan, Judy, 2002). In order for 

digital marketing to deliver result for businesses, digital content such as accessibility, navigation 

and speed are defined as the key characteristics for marketing (Kanttila, 2004). 

 Digital marketing is the use of technologies to help marketing activities in order to improve 

customer knowledge by matching their needs (Chaffey, 2013). In digital marketing, Blogs have 

successfully created as a digital tool, it increases sales revenue, especially for products where 

customers can read reviews and write comments about personal experiences. For businesses, online 

reviews have worked really well as part of their overall strategic marketing strategy (Zhang, 

2013).Onlineservices tools are more influencing than traditional methods of communication (Helm, 

Möller, Mauroner, Conrad, 2013). As part of study, it is proven that users experience increasen 

self-esteem and enjoyment when they adapt to social media which itself is a motivating sign for 

businesses and marketing professional (Arnott, 2013). Web experiences affect the mental 

process of consumers and enhance their buying decision online (Cetina, Cristiana, Radulescu, 

2012)  

 
Traditional Marketing and Digital Marketing: 

Table 1 Traditional Marketing and Digital Marketing: 

Traditional Marketing Digital Marketing 

Can reach a large audience from cities and 
villages 

Less reach to the villages especially compared to traditional 
marketing 

Cannot attract the targeted audience effectively Can target the audience very effectively 

Personalised advertising is not possible Can customize the advertising as per user interests 

Take a long period to implement a campaign Campaign can be implemented very fast and easily 

High budget is required to execute the campaign 
Very cost effective and free campaign is possible in some 
cases 

Ads are non engaging and non interactive Ads are highly engaging and interactive 

Measuring the outcomes of the campaign is very 
difficult 

Easily measure the campaign outcomes and metrics 
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Digital Era 

 In the digital era, use of digital marketing not only allows for brands to market their product 

and services but also allows for 24/7 online customer support services to make customers feel 

comfort and satisfaction. Moreover, it allows the brands to receive both positive and negative 

feedback from their potential customers then that can be immediately resolved. It further gives 

rooms for dialogues and discussions with their potential customers for their valuable suggestions as 

traditional forms of marketing may not offer. In Indian scenario, approximately 62% of small 

businesses are investing in digital marketing which amounts to 4% or more of their income. The 

survey has been conducted among 295 global business leaders playing very important role in digital 

marketing, out of these 295 companies, approximately 212 companies (72%) of whom are with 

companies headquartered in North America. The survey results are given below. Table 1 clearly 

shows the marketing spending plans of the companies for the year 2016.  

 
Table 2 Marketing Spending Plans for 2016 

Option Increase Decrease 

E-Mail Marketing 59.7% 3.1% 

Social Media 56.3% 2.7% 

Online Display Adverting 55.9% 3.4% 

Mobile Marketing 51.9% 2.0% 

Search (SEO/ PPC) 42.4% 3.4% 

Public Relations 27.8% 4.4% 

Direct Mail 26.8% 11.5% 

Trade Shows and Events 16.3% 12.9% 

Print Advertising 13.6% 23.4% 

Radio Television advertising 9.2% 10.9% 

Others 6.1% 2.7% 

Source: MarketingCharts.com/Data Source: StrongView / Selligent 

 
Brandship 

 The picture given below clearly shows the digital path between brand and consumer  

 
Picture 1 
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Ease of access and Effectiveness of Digital Marketing 

 Information is easy to access at fast rate through the use of digital communication. Through 

digital communication, it creates a multi communication channel where information can be quickly 

exchanged across the world by anyone without any regard to whom they are. By using internet 

platforms, businesses can create competitive advantage through various means. To reach maximum 

potential of digital marketing firms use social media as its main tool to create a channel of 

information. Through this, a business can create a system in which they are able to pinpoint 

behavioural patterns of clients and feedback on their needs.  

 Effective use of digital marketing can result in relatively lowered costs in relation to traditional 

means of marketing. Digital platform provides an easy access to the brand and its customers to 

interact directly and exchange their motives virtually. One of the major chances that occurred in 

traditional marketing was the emergence of digital marketing (Loredane, 2015).  

 The more effectiveness of digital marketing is content marketing, interesting mail titles, 

establishment of specific customer exclusively, low technical requirements, and rewards. Digital 

marketing is still growing across the globe according to the headline global marketing information. 

Some of the practices in the digital marketing are currently ineffective such as prioritizing clicks, 

balancing search and display, understanding mobiles, view ability brand safety, and cross platform 

measurement.  

 
Measuring Effectiveness of Digital Marketing Campaigns 

 The criteria and metrics can be classified according to its types and time span. Campaigns can 

either be evaluated quantitatively and qualitatively. Quantitative metrics may include sales volume 

and revenue increase/decrease, whereas qualitative metrics may include the enhanced brand 

awareness, image and health. The correlation should exist otherwise a disappointing results may 

happen at the end.  

 
Conclusion 

 This study is very useful to the marketing professional as it highlights the importance of digital 

marketing. Digital platform provides an easy access to the brand and its customers to interact 

directly and exchange their motives virtually. In the digital era, using digital marketing not only 

allows for brands to market their product and services but also allows for 24/7 online customer 

support services to attract their customers effectively. In near future in India, nearly around 62% of 

small businesses are investing in digital marketing which amounts to 4% or more of their income as 

digital marketing is the fastest growing sector in India. Some practices such as prioritizing clicks, 

balancing search and display, brand safety, and cross platform measurement are ineffective in 

digital marketing. If the marketers put efforts to balance the negative side of the digital marketing, it 

will become more effective and extends its services to non internet channels and can reduce the 

technical requirements for digital marketing in the future.  
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Abstract 

 The lack of understanding on Customer Relationship Management (CRM) is always a concern among the service 
providers especially banks. Banks have their own way of managing their relationships with the customers. However, the 
perception of customers on CRM practices among banks should also be taken into consideration. This is important as 
providing services to customers are their core business. The aim of this paper is to examine the relationship between 
customers‟ perceptions on CRM practices and demographic factors (gender, age, marital status, education level, 
occupation, and monthly income). Information pertaining to this study were collected by distributing a well- structured 
questionnaire among 500 bank customers belonging to Madurai District of Tamil Nadu. Only 480 respondents 
participated in this study as their fill up questionnaires are found suitable. Descriptive statistics was employed to describe 
the sample factor analysis and Pearson chi-square test was used to test customers‟ perceptions and the relationship with 
demographic factors. Using Pearson chi-square test, it is reported that there are no significant differences in means 
between customers‟ perceptions on CRM practices based on gender, age, marital status, education level, occupation and 
monthly income. 
Keywords: Customer Relationship Management, CRM Constructs, Customer‟s Perceptions. 

 
Introduction 

 Customer relationship management (CRM) begins with the concept of relationship marketing 

introduced by Berry. This concept is examined to attract and maintain the multi service 

organizations to enhance customer relationships with organizations. Increasing the relationship 

with the high demand from customer changed the term from relationship marketing to the CRM. It 

involves organizations providing and satisfying customers‟ needs. This will in turn, maintaining 

customer loyalty and ultimately contribute to the profitability of the firms. CRM manages the 

relationships between a firm and its customers. Managing customer relationships requires 

managing customer knowledge. Thus, CRM and knowledge management are directed towards 

improving and continuously delivering good services to customers. However, researchers had 

determined CRM in different ways. CRM as a management approach by using IT to build a long-

term relationship with customers and profitability for organizations. CRM as a relationship of 

information technology that described customers from database to be more effective in relationship 

with customers. CRM as the most innovative process to create loyalty by maintaining a long term 

relationships of trust between customers and organization. It is a broadly recognized, widely-

implemented strategy for managing and nurturing a company‟s interactions with customers and 

sales prospects. 

 CRM includes all the marketing activities, which are designed to establish, develop, maintain, 

and sustain a successful relationship with the target customers. It is the establishment, development, 

maintenance and optimization of long term mutually valuable relationships between consumers 
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and the organizations. Successful CRM focuses on understanding the needs and desires of the 

customers and is achieved by placing these needs at the heart of the business by integrating them 

with the organization‟s strategy, people, technology and business processes. At the heart of a 

perfect, CRM strategy is the creation of mutual value for all the parties involved in the business 

process. It is about creating a sustainable competitive advantage by being the best at understanding, 

communicating, and delivering, and developing existing customer relationships in addition to 

creating and keeping new customers. So the concept of product life cycle is giving way to the 

concept of customer life cycle focusing on the development of products and services that anticipate 

the future need of the existing customers and creating additional services that extend existing 

customer relationships beyond transactions. 

 Thus, CRM is a comprehensive strategy and process of acquiring, retaining, and partnering with 

selective customers to create superior value for the company and the customer. It involves the 

integration of marketing, sales, customer service, and the supply chain functions of the organization 

to achieve greater efficiencies and effectiveness in delivering customer value”. CRM is a 

comprehensive strategy and process which focuses to establish, maintain, and enhance relationship 

with customer to create value for the organizations. 

 
CRM Concept and Its Implications in Banking Sector 

 Today, many businesses such as banks, insurance companies, and other service providers 

realize the importance of CRM and its potential to help them acquire new customers and retain 

existing ones and maximize their lifetime value. At this point, close relationship with customers will 

require a strong coordination between banks and its marketing departments to provide a long-term 

retention of selected customers. Thus, CRM is a strategy by banks to attract, retain and later be 

partners with their customers. CRM in the banking and insurance sectors involves reading the 

consumers‟ changing needs and creating services to satisfy these needs because building a 

relationship with customers in the banking and insurance industry is important to the survival of 

these two industries. A greater focus on CRM is the only way by which the banking industry can 

protect its market share and boost growth. With intensifying competition, declining market share, 

deregulations, smarter and more demanding customers, there is competition between the banks to 

attain a competitive advantage over one another or for sustaining the survival in competition. Thus, 

CRM can be viewed as a process geared towards increasing the value of customers over their 

lifetime as customers. 

 CRM is a sound business strategy to identify the bank‟s most profitable customers and 

prospects, and devotes time and attention to expanding account relationship with those customers 

through individualized marketing, reprising, discretionary decision making, and customized 

service through the various sales channels that the bank uses. Any financial institution seeking to 

adopt a customer relationship model should consider six key business requirements (Chary & 

Ramesh, 2012), these are: 

1. Create a customer-focused organization and infrastructure. 

2. Gaining accurate picture of customer categories. 

3. Assess the lifetime value of customers. 

4. Maximize the profitability of each customer relationship. 
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5. Understand how to attract and keep the best customers. 

6. Maximize rate of return on marketing campaigns. 

 In India, the banking sector has been operating in a very stable environment from last thirty -

forty years. In current scenario of banking sector the falling of interest rates and tough competition 

between these players had made Indian bankers to realize that the purpose of their business is to 

create and retain a customer and to see that the entire business process is consistent with an 

integrated effort to discover, retain and satisfy customer needs. But the success of' CRM strategy 

depends upon its ability to understand the needs of the customer and to integrate them with the 

organization's strategy, people and technology and business process. Financial services are in a 

structural change whereby competition and customer demands are increasing. So understanding of 

customer expectations with regard to service delivery levels and product quality is essential for 

establishing a long term symbolic value relationship. The challenge before the banks is not only to 

obtain updated information for each customer, but also to use the information to determine the best 

time to offer the most relevant products. It is also important to understand that if customers bring in 

profits for the bank, it becomes imperative for the bank to provide excellent services to those 

customers, otherwise they switch to other banks. 

 
Customer Perceptions 

 Perception is the process by which people select, organize and interpret meaningful information 

to form a meaningful picture of the world. Although this is a very general definition, it is important 

to refer to in order to understand customer perception. Perceptions and their development are 

formed in the same way in different individuals. The difference exists on the fact that they may 

perceive the same stimuli in different ways because of the different perceptual processes influencing 

customers‟ perceptions. First, consumers have the tendency to select among the loads of information 

they are exposed to, such as, different advertisements from different media every day. Second, 

consumers interpret the received information according to their own personal meanings to them 

and in a way that supports their belief. Third, people easily forget the knowledge they have 

attained, but it is hard for them to forget information which is in line with their attitudes and beliefs. 

Customers can learn through experience and the more knowledgeable and experienced they 

become, the easier it is for them to distinguish different quality service levels. Consequently, their 

expectations raise, and whether these expectations meet their perceived service quality affects the 

overall perception of the company‟s performance. Perceived service quality can therefore be defined 

as the difference between what the customer expects and their perceptions of the service actually 

offered by the company. 

 
Review of Literature 

 In this paragraph, sincere effort is given to articulate the concept and significance of CRM vis a 

vis the uses and application CRM in Banking sector. In the literature, the main difference among the 

definitions of CRM are technological and relationship aspects of CRM. 

 The phrase CRM appeared in the literature after the evolution in the relationship marketing 

philosophy. Berry (2003) defined relationship marketing as attracting, maintaining and enhancing 

the customers‟ relationships in multi service organization. After a few decades, the evolutions in 

relationship marketing philosophy changed the word relationship marketing to CRM. It involves 
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using technology to organize, automate, and synchronize business processes principally sales 

related activities, but also those for marketing, customer service, and technical support.  The overall 

goals are to find, attract, and win new customers, nurture and retain those the company already has, 

entire former customers back into the fold, and reduce the costs of marketing and customer service 

(Devlin and Ennew, 2007). According to Chen J.S & Ching R.K.H (2008), “CRM is a process of 

acquiring new customers, retaining the existence customers, and at the same time understands, 

anticipates, and manages the needs of an organization‟s current and potential customers”.  

So understanding of customer expectations with regard to service delivery levels and product 

quality is essential for establishing a long term symbolic value relationship. In today‟s competition 

in Indian banking industry, customers have to make a choice among various service providers by 

making a trade-off between relationships and economies, trust and products, or service and 

efficiency (Dick A S and Basu K, 2008).  

 Almossawi (2009) described CRM as an innovative process to create a long term relationship 

and gaining trust. However, the term relationship marketing and CRM are used interchangeably in 

many of the previous research but the two concepts are different. The following literature review 

section provides a discussion and argument for the selection of the variables for the empirical 

investigation on CRM. The topic of CRM has attracted a lot of attention among academicians and 

practitioners but as far as we are aware, the study on this topic is still lacking especially in the 

Indian context. Many researchers have been done in various industries especially in the banking 

sector that focusing on customer-oriented services (Dutta and Dutta, 2009). According to Gan C, 

Cohen D, Clemes M and Chong E (2010), CRM focuses on a cooperative and collaborative 

relationship between organizations and customers as an individual. Cooperative and collaborative 

relationship on the hand, refer to the interdependent and long term orientation that gives mutual 

benefits to both parties.  

 Antony Joe Raja V, (2011) suggest that CRM is a tool to identify, acquire, and retain the 

profitable customers by building the long term relationship among them. CRM is developing into a 

major element of corporate strategy for many organizations. Eisingerich A B and Bell S J (2011) 

explored the CRM perceptions in freight forwarder services from managerial perspectives. They 

had come out with five dimensions of CRM namely Assurance, Tangibility, Empathy, Reliability 

and Responsiveness.  Furness P (2011) developed an integrative framework for customer value and 

CRM performance based on the identification of the key dimensions of customer value viz. 

functional value, social value, emotional value and perceived sacrifices. The results found that 

customer satisfaction, brand loyalty and functional values have positive effect on customer behavior 

based on CRM performance where brand loyalty is the most significant influence on customer 

behavior. Chary T Satya Narayana & Ramesh R (2012) identified four dimensions of CRM in their 

study viz. key customer focus, CRM organization, and technology-based CRM and knowledge 

management.  

Objectives of the Study 

The Following are the objectives of this present study 

1. To study the concept and use of CRM in banks. 

2. To study the influence of demographic factors on Customer Perception towards CRM practices 

in banks. 
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Limitations of the Study 

 The study covers an analysis over the concept of CRM and its implementation in banking sector 

in India. The study mainly centers on the influence of demographic factors on Customers‟ 

Perceptions towards CRM practices among banks. The analysis was made with regard to 

evaluation, growth and role of CRM in promotion of banking sector in India. Through the study is 

very comprehensive in nature, it is subjected to certain limitations as mentioned below. 

1. The study is mainly based on the data collected from the customer of Madurai District of Tamil 

Nadu from different selected nationalized banks; therefore, the accuracy of the data of time of 

taking perceptions from the customers. 

2. The study is carried out through the selected banks branches, so the findings may not represent 

the entire banking sector. 

 
Methodology 

 The study which is descriptive in nature is designed to examine the relationship between 

customers‟ perceptions towards CRM practices among banks and demographic factors .The study is 

based on primary data. Data were collected through survey method using a set of structured 

questionnaire distributed to different bank customers in Madurai district of Tamil Nadu.  

500 questionnaires are distributed but only 480 respondents participated in this study as these 

questionnaires are found suitable. The details of the measurement for demographic factors are 

gender, age, marital status, education level, occupation and monthly income. A Questionnaire with 

41 statements was adapted from the work of Chan E (2010) and other works cited in this paper with 

modifications to suit the setting in the banking sector. Perceptions on CRM practices are measured 

by using five point Likert scale as follows: 1= Strongly Disagree; 2=Disagree; 3=Neutral; 4=Agree; 

5=Strongly Agree. Simple statistical tools and test were conducted to get the reliable inferences. 

Factor Analysis and Chi-square test was used to test whether there were any significant differences 

in perceptions, since there were different groups involved in the study. The result for Cronbach 

alpha value for 41 statements of CRM practices was 0.859. Thus, this is considered good and 

reliable. 

Analysis and Discussion 

Profile of the Respondents 

 The demographic characteristics taken up for the study are Gender, Age, Marital Status, 

Education, Occupation and Monthly Income of the respondents. The frequency classification 

respondent is given in the following table. 

Table: 1 Demographic Profile of the Respondents 

Demographic Profile Frequency Percent 

Gender 

Male 303 63.1 

Female 177 36.9 

Total 480 100.0 

Age 

Below 18 years 74 15.4 

18-40 years 146 30.4 

41-60 years 179 37.3 

Above 60 years 81 16.9 

Total 480 100.0 

Marital Status 

Married 420 87.5 

Unmarried 60 12.5 

Total 480 100.0 
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Education 

School Level 96 20.0 

UG 142 29.6 

PG 182 37.9 

Illiterate 60 12.5 

Total 480 100.0 

Occupation 

Private Employee 76 15.8 

Government Employee 84 17.5 

Business 96 20.0 

Agriculture 78 16.3 

Student 74 15.4 

Housewife 72 15.0 

Total 480 100.0 

Monthly Income 

Up to Rs.5000 19 4.0 

Rs.5000-10000 85 17.7 

Rs.10000-15000 137 28.5 

Above Rs.15000 93 19.4 

No Income 146 30.4 

Total 480 100.0 

(Source: Primary Data)  

 From the table-1, it is clear that majority of the respondents are male (63.1%), aged between 41 

to 60 years old (37.3%). 87.5% of the respondents are married, 37.9% of the respondents had PG 

qualifications. The result on the employment shows that 20.0% were from the Business and 30.4% of 

the respondents are No Income group. 

Factors used to analyze the Customers‟ Perceptions of CRM 

Identifying CRM Factors 

 Factor analysis is one of the tools used when the research has many variables so in order to get 

to know about the important variable we do the factor analysis. Factor analysis is a statistical 

method used to describe variability among observed, correlated variables in terms of a potentially 

lower number of unobserved variables called factors. The researcher has conducted Factor Analysis 

on the data in this research with the following results and interpretation. 

 
Table: 2 Factors determining CRM practices using Factor analysis 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .883 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 11616.411 

df 820 

Sig. .000 
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Employees provide information and explanation 
regarding all new products and services offered 

      .611 

Service charges are collected by the banks are 
reasonable 

      .695 

Bank's advertisements regarding services are effective      .675  

Bank's promotional measures are effective      .432  

Response of the employees during personal contact is 
pleasing and courteous 

     .474  

Response of the employees at the time of contact by 
post, by phone or by e-mail is pleasing and courteous 

     .742  
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The bank employees have thorough knowledge about 
services 

     .551  

Bank maintains privacy of data about the customer    .597    

The cordial relationship among the bank employees 
contribute towards providing better service to the 
customers 

   .581    

Voluntary financial advice from employees are 
adequate 

   .719    

Bank resolves customer grievances as early as possible    .753    

Bank offers fast and efficient customer services       .686 

The time taken to process the transaction is reasonable     .728   

Adequate space and waiting hall is available in the 
branch 

    .695   

The complaint redressal measures are adequate     .717   

Innovative services of the banks are satisfactory     .709   

Branches are located in convenient locations     .759   

Bank layout has been designed to give more space to  
customers to transact business 

  .842     

Adequate infrastructural facilities are available   .658     

Bank has convenient opening banking hours   .542     

Parking facility available in the bank premises is 
comfortable 

  .765     

The branch maintain queuing system at the counter 
properly 

  .791     

Adequate stationery are available in the bank   .684     

Employees of the bank are neatly dressed .796       

Bank maintains error free records .810       

The bank employees provide services at the promised 
time 

.814       

Employees of bank are always willing to help the 
customers 

.795       

Employees of the bank understand the specific needs 
of the customers 

.820       

Availability of mobile banking services .751       

Employees are well trained and can provide detailed 
knowledge of services 

.727       

Availability of credit on favourable terms .635       

The bank employees are knowledgeable and give 
precise answer to inquiries 

.625       

Bank keeps confidentiality of accounts and 
transactions 

 .533      

I feel safe in transactions with my banks  .564      

Employees instill confidence in customers by proper 
behavior 

 .715      

Operating hours are convenient to all customers  .730      

Employees are consistently courteous  .821      

Employees give customers personal attention  .827      

This bank gives freedom from danger and risk  .904      

Employees are never too busy to respond to request  .864      

Showing sincere interest in solving customer 
problems 

 .846      

Eigen Values 6.76 6.14 3.20 2.73 2.26 2.06 1.62 

Percentage of Variance 16.48 14.96 7.81 6.66 5.51 5.03 3.95 

Percentage of Cumulative Variance 16.48 31.44 39.25 45.91 51.42 56.45 60.40 

Source: Computed 

 It is revealed from Table 2 that KMO-MSA of 0.883 (>0.5) and Barlett‟s Test having significance 

level of 0.000 (<0.05) show the factor analysis can be applied to the variables of service quality 

measures. Hence the value is signifying that data collected is highly significant. This is the matrix 

showing seven very important factors and their values in each column. Highest value is selected 
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from each column which shows the importance of most important variables which are impacting 

more on the perception of the customers and will be most influencing factors. The seven factors 

extracted together account for 60.40 percent of total variance. 

 To examine the relationship between customers‟ perceptions on CRM practices and 

demographic factors chi-square was computed. It is used to test whether there were any significant 

differences in perceptions, since there were different groups involved in the study. Table 3 presents 

the CRM constructs related to customers‟ perceptions on CRM practices among banks. 

 
Table 3 CRM Constructs 

SL. No CRM Constructs Code 

Service Innovation (SI) 

SI1 
Employees provide information and explanation regarding all new products and 
services offered 

CRMC1 

SI2 Service charges are collected by the banks are reasonable CRMC2 

SI3 Bank offers fast and efficient customer services CRMC3 

Customer Retention (CR) 

CR1 Bank‟s advertisements regarding services are effective CRMC4 

CR2 Bank‟s promotional measures are effective CRMC5 

CR3 Response of the employees during personal contact is pleasing and courteous CRMC6 

CR4 
Response of the employees at the time of contact by post, by phone or by e-mail is 
pleasing and courteous 

CRMC7 

CR5 The bank employees have thorough knowledge about services CRMC8 

Assurance (AS) 

AS1 Bank maintains privacy of data about the customer CRMC9 

AS2 
The cordial relationship among the bank employees contribute towards providing 
better service to the customers 

CRMC10 

AS3 Voluntary financial advice from employees are adequate CRMC11 

AS4 Bank resolves customer grievances as early as possible CRMC12 

Tangibility (TA) 

TA1 The time taken to process the transaction is reasonable CRMC13 

TA2 Adequate space and waiting hall is available in the branch CRMC14 

TA3 The complaint redressal measures are adequate CRMC15 

TA4 Innovative services of the banks are satisfactory CRMC16 

TA5 Branches are located in convenient locations CRMC17 

Empathy (EM) 

EM1 Bank layout has been designed to give more space to customers to transact business CRMC18 

EM2 Adequate infrastructural facilities are available CRMC19 

EM3 Bank has convenient opening banking hours CRMC20 

EM4 Parking facility available in the bank premises is comfortable CRMC21 

EM5 The branch maintain queuing system at the counter properly CRMC22 

EM6 Adequate stationery are available in the bank CRMC23 

Reliability (REL) 

REL1 Employees of the bank are neatly dressed CRMC24 

REL2 Bank maintains error free records CRMC25 

REL3 The bank employees provide services at the promised time CRMC26 

REL4 Employees of the bank are always willing to help the customers CRMC27 

REL5 Employees of the bank understand the specific needs of the customers CRMC28 

REL6 Availability of mobile banking services CRMC29 

REL7 Employees are well trained and can provide detailed knowledge of services CRMC30 

REL8 Availability of credit on favorable terms CRMC31 

REL9 
The bank employees are knowledgeable and give precise answers to inquiries 
 

CRMC32 
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Responsiveness (RES) 

RES1 Bank keeps confidentiality of accounts and transactions CRMC33 

RES2 I feel safe in transactions with my banks CRMC34 

RES3 Employees instill confidence in customers by proper behavior CRMC35 

RES4 Operating hours are convenient to all customers CRMC36 

RES5 Employees are consistently courteous CRMC37 

RES6 Employees give customers personal attention CRMC38 

RES7 This bank gives freedom from danger and risk CRMC39 

RES8 Employees are never too busy to respond to request CRMC40 

RES9 Showing interest in solving customer problems CRMC41 

 The chi-square results (Table-4) shows that CRMC1 and CRMC2 construct do not have any 

significant association with Gender, all other CRM constructs have significant association with 

Gender at 5% level. CRMC2 and CRMC4 construct do not have any significant association with Age, 

all other CRM constructs have significant association with Age at 5% level. CRMC4, CRMC13, 

CRMC16, CRMC17, CRMC18, CRMC19, CRMC20, CRMC21 and CRMC22 constructs do not have 

any significant association with Marital Status, all other CRM constructs have significant association 

with Marital Status at 5% level. CRMC1 and CRMC2 constructs do not have any significant 

association with Education, all other CRM constructs have significant association with Education at 

5% level. CRMC2 construct do not have any significant association with Occupation, all other CRM 

constructs have significant association with Occupation at 5% level. CRMC1, CRMC4 and CRMC8 

constructs do not have any significant association with Monthly Income, all other constructs have 

significant association with Monthly Income at 5% level. 

 
Table: 4 Descriptive Statistics on CRM Construct and Demographic Factors (Pearson Chi-Square Test) 

CRM 
Construct 

Code 
Gender Age 

Marital 
Status 

Education Occupation 
Monthly 
Income 

Descriptive 
Statistics 

X2 sig X2 sig X2 Sig X2 sig X2 sig X2 sig 

CRMC1 7.37 0.12 21.34 0.05 13.31 0.01 8.72 0.73 35.43 0.02 22.78 0.12 

CRMC2 6.18 0.19 10.89 0.54 12.35 0.02 20.58 0.06 31.04 0.06 26.81 0.04 

CRMC3 21.57 0.00 41.47 0.00 17.17 0.00 34.62 0.00 48.20 0.00 64.90 0.00 

CRMC4 11.26 0.02 18.23 0.11 3.47 0.48 40.32 0.00 32.82 0.04 23.23 0.11 

CRMC5 35.42 0.00 48.28 0.00 10.21 0.04 42.76 0.00 79.52 0.00 33.08 0.01 

CRMC6 58.36 0.00 61.30 0.00 26.09 0.00 71.82 0.00 99.85 0.00 47.56 0.00 

CRMC7 27.37 0.00 60.92 0.00 25.90 0.00 67.04 0.00 80.53 0.00 41.88 0.00 

CRMC8 22.54 0.00 35.04 0.00 19.23 0.00 43.82 0.00 55.10 0.00 24.08 0.09 

CRMC9 25.10 0.00 43.34 0.00 12.96 0.01 32.93 0.00 52.86 0.00 32.12 0.01 

CRMC10 26.10 0.00 58.88 0.00 29.31 0.00 52.93 0.00 81.65 0.00 31.06 0.01 

CRMC11 29.51 0.00 58.84 0.00 10.42 0.03 38.15 0.00 79.30 0.00 31.12 0.01 

CRMC12 22.29 0.00 53.75 0.00 16.60 0.00 46.50 0.00 92.15 0.00 26.01 0.05 

CRMC13 50.29 0.00 41.31 0.00 8.19 0.09 96.56 0.00 98.48 0.00 84.71 0.00 

CRMC14 27.94 0.00 74.21 0.00 12.42 0.02 34.58 0.00 140.91 0.00 109.21 0.00 

CRMC15 42.67 0.00 36.59 0.00 10.61 0.03 54.73 0.00 110.51 0.00 91.36 0.00 

CRMC16 33.84 0.00 61.94 0.00 7.43 0.12 31.16 0.00 75.05 0.00 82.84 0.00 

CRMC17 36.32 0.00 50.91 0.00 5.48 0.24 32.46 0.00 92.79 0.00 65.04 0.00 

CRMC18 26.77 0.00 62.83 0.00 7.08 0.13 33.38 0.00 72.11 0.00 51.90 0.00 

CRMC19 17.50 0.00 47.12 0.00 8.70 0.07 39.97 0.00 70.57 0.00 54.31 0.00 

CRMC20 10.43 0.03 69.66 0.00 4.04 0.40 58.52 0.00 85.15 0.00 49.47 0.00 

CRMC21 22.20 0.00 63.99 0.00 2.33 0.68 50.22 0.00 81.60 0.00 51.72 0.00 
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CRMC22 16.91 0.00 59.52 0.00 3.81 0.43 66.00 0.00 76.98 0.00 44.76 0.00 

CRMC23 11.49 0.02 58.57 0.00 16.98 0.00 90.43 0.00 95.85 0.00 79.06 0.00 

CRMC24 33.48 0.00 223.55 0.00 49.39 0.00 201.86 0.00 233.43 0.00 132.40 0.00 

CRMC25 87.57 0.00 255.31 0.00 37.80 0.00 234.78 0.00 291.55 0.00 172.49 0.00 

CRMC26 34.33 0.00 144.68 0.00 33.42 0.00 163.05 0.00 193.84 0.00 101.34 0.00 

CRMC27 85.15 0.00 252.26 0.00 38.40 0.00 210.44 0.00 297.27 0.00 172.67 0.00 

CRMC28 41.67 0.00 151.44 0.00 29.38 0.00 162.08 0.00 196.90 0.00 94.19 0.00 

CRMC29 68.42 0.00 198.78 0.00 37.92 0.00 199.64 0.00 274.12 0.00 166.84 0.00 

CRMC30 42.80 0.00 119.79 0.00 17.12 0.00 146.63 0.00 190.04 0.00 113.40 0.00 

CRMC31 47.56 0.00 109.26 0.00 32.31 0.00 171.50 0.00 223.37 0.00 150.01 0.00 

CRMC32 40.14 0.00 67.49 0.00 17.24 0.00 128.26 0.00 169.55 0.00 114.49 0.00 

CRMC33 54.39 0.00 109.97 0.00 29.18 0.00 184.72 0.00 230.37 0.00 170.12 0.00 

CRMC34 55.67 0.00 73.52 0.00 14.32 0.01 130.90 0.00 197.32 0.00 83.86 0.00 

CRMC35 63.92 0.00 82.45 0.00 30.03 0.00 138.46 0.00 232.93 0.00 165.57 0.00 

CRMC36 65.12 0.00 49.70 0.00 18.14 0.00 124.22 0.00 194.29 0.00 134.49 0.00 

CRMC37 74.98 0.00 82.52 0.00 40.54 0.00 170.31 0.00 252.08 0.00 214.23 0.00 

CRMC38 71.67 0.00 82.29 0.00 9.56 0.05 205.60 0.00 235.05 0.00 170.31 0.00 

CRMC39 42.35 0.00 51.71 0.00 18.69 0.00 86.27 0.00 138.98 0.00 114.56 0.00 

CRMC40 29.70 0.00 51.49 0.00 16.70 0.00 102.76 0.00 119.20 0.00 72.01 0.00 

CRMC41 30.00 0.00 60.47 0.00 32.53 0.00 105.65 0.00 135.72 0.00 139.35 0.00 

Source: Computed 

 
Summary of Findings 

  The demographic profile of the respondents presented in the table-4 is reveals that majority 

(63.1%) of the respondents are Male in Gender. Majority (37.3%) of the respondents are in the age 

group of 41-60 years. 87.5% of the respondents are married in Marital Status. 37.9% of the 

respondents are Post Graduate in Education Level. 20% of the respondents are Business in 

Occupation and 30.4% of the respondents are No Income in Monthly Income group. 

 Find the Service Quality Dimensions are used in Factor Analysis. It is used for grouping of 

variables there are seven service quality dimensions in this study are namely, Service Innovation, 

Customer Retention, Assurance, Tangibility, Empathy, Reliability and Responsiveness. 

 In CRM in banks find the significant association with demographic factors used in Chi-Square 

Test. There is no significant association in CRMC1 and CRMC2 with Gender and Education Level, 

CRMC2 and CRMC4 with Age, CRMC4, CRMC13, CRMC16, CRMC17, CRMC18, CRMC19, 

CRMC20, CRMC21 and CRMC22 with Marital Status, CRMC2 with Occupation and CRMC1, 

CRMC4 and CRMC8 with Monthly Income. All other CRM constructs are significant association 

with all demographic factors.  

 
Conclusion 

 The general discussion can be said that the banking sector in India is yet to develop an 

integrative approach which focuses on the customer needs and to deliver to it. As shown by the 

study, the bank is far from developing a customer centric approach both for the customer as well as 

for the employees. Thus, for customer relationship management to deliver to its expectations, it 

should play an integrative role within the bank and ensure that all processes are integrated in the 

bank global strategy, which is far from reality in the study above. In developing countries like India, 

the level of customer services are satisfactory, but need further implementation and penetration 

from the niche to other segments of the marketing. 
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Abstract 

 In order to improve the performance of the banking sector in India, the Government of India and RBI have formulated 
certain policies and regulations. The issue of Non-Performing Assets (NPA), is the root cause of the recent global financial 
crisis. It has made an attention among the policy makers and academicians. This research paper examines the trends of 
NPAs in India from various dimensions and tries to analyze the reasons. The following are the objectives of the present 
paper which are framed to study the levels of NPA in India: 1.To analyze the NPA Accretion level of commercial banks in 
India. 2. To measure the NPA Reduction level of Commercial banks in India. For data analysis, Ratio Analysis and 
ANOVA are used as statistical tools. Finally this paper brings out the significant difference in the average Non-
Performing Assets Additions and Reductions among the banks group in India during the study period.  
Key words: NPA, Commercial Banks, Ratios, Accretion, Reduction  
Abbreviations: PSB – Public Sector Banks; FB – Foreign Banks; SCB – Scheduled Commercial Banks ; Pr.SB – Private 
Sector Banks; 

 
Introduction 

 As the issue of Non-Performing Assets is the root cause of the recent global financial crisis, it 

has attracted the attention of policy makers and academicians throughout the world. The problem of 

NPA, which is ignored till recently, has been given considerable attention after liberalization of the 

financial sector in India. Several prudential norms have introduced and there have been pressure for 

banks in India to improve their efficiency and trim down the level of NPA. When the level of NPA 

is reduced to a considerable level, it will assist the banks to improve their growth, asset quality and 

profitability. In the present scenario the Indian banking system has undergone significant 

transformation adhering financial sector reforms, adopting the international best practices. This 

paper examines the trends of NPAs in India and tries to know the pulse of banking sector through 

NPAs.  

 
Objectives of the Study 

The following are the objectives of the present paper: 

1. To analyze the level of NPAs of commercial banks in India. 

2. To measure the NPA Accretion level of commercial banks in India. 

3. To study the NPA Reduction level of Commercial banks in India. 

 

 



National Level Conference On Contemporary Issues in Commercial Practices in India COMMET-2018 

  

 
pg. 26                          Ananda College, Devakottai 

Review of Literature 

 Meenakshi Rajeev and Mahesh (2010) made an attempt to examine the trends of NPAs in India 

from various dimensions and explain how mere recognition of the problem and self-monitoring was 

able to reduce it to a greater extent. The study is based on the secondary data. The data were 

analyzed by employing tools like Percentage Analysis, Average, Trend Analysis, and CGR. The 

study showed that the public sector banks in India, which functioned to some extent with welfare 

motives, had a good record in reducing NPAs as their counterparts in the private sector. It is found 

that such decline is mainly due to the awareness of the problem of bad loans at the bank level. It 

remains true that NPA in the priority sector is still higher than that of the non-priority sector. Within 

the priority sector, the SSI‟s performance is worst. In this context, the self-help group model can be 

applied to some of the sectors to help the poor access loans and ensure the repayment for the banks.  

 Balasubramaniam (2012) made an attempt to analyze the trend in NPAs of the Indian 

scheduled commercial banks since 2000. The study is based on the secondary data. It is observed 

that the level of NPAs is high with all banks currently and the banks would be expected to bring 

down their NPAs. This can be achieved by good credit appraisal procedures, effective internal 

control systems along with their efforts to improve asset quality in their balance sheets. The banks 

would make efforts in mobilizing funds in order to comply with provisioning norms and capital 

adequacy requirements while meeting Basel III standards which will be brought in by RBI shortly. 

The capital market environment currently prevailing in the economy would pose problems for the 

capital mobilization by the banks. 

 Kalid Ashraf Chisti (2012) has attempted examining in the relationship between the asset 

quality management and the profitability. The return on assets and other profitability ratios is used 

to analyze the operating performance for the banks during the period 2006-07 to 2010-11. The results 

showed that a bad asset ratio was negatively associated with the banking operating performance 

after controlling the effects of operating scale, traditional banking business concentration and the 

idle fund ratio. The results further support the hypothesis that the higher the quality of the loan 

processing activities before loan approval, the lower the non-value-added activities that is required 

to process problematic loans, and thus the higher the banking operating performance. It is found 

that asset quality and profitability are negatively correlated in the banking industry.  

 Namita Rajput, Monika Gupta and Ajay Kumar Chauhan (2012) had a study on examining the 

relationship between NPAs and profitability measure (ROA) of public sector banks in India. The 

study is on the secondary data, which were analyzed by employing statistical tools like Data 

Enveloped Analysis (DEA), Correlation, Regression, and Data Representation Techniques. The 

results of the study showed that there was a negative relationship between profitability measure 

and NPAs. Further it is observed that NPAs have affected significantly in the performance of the 

banks in the present scenario. 

 Balaji Sathya Narayanan and Surya (2014) have made an attempt to study the causes and 

effects of the non-performing assets in Indian bank located in pallathur, sivaganga district, 

Tamilnadu. The study is descriptive in nature and involves both the primary and secondary data. 

The data were collected from the annual reports of the Indian bank for a period of six years from 

2007 to 2012. The researcher used the interview schedule to collect the primary data directly from 

the office, loan section of the study unit. The interview schedule is framed in such a manner so that 
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it covers all the details required for the study. The statistical tools are like Percentage Analysis, 

Arithmetic Mean and t-test have been used for analyzing the data. It is found that NPA still remains 

a major concern for banks in India. Even though the NPA during the last five years has not 

increased drastically and continually, it still remains a big challenging when it comes to recovery of 

bad loans. The recessionary pressure faced by the banking sector is an important reason for growth 

of NPAs. 

 Sonia Narula and Monika Singla (2014) have made an attempt to assess the non-performing 

assets of Punjab National Bank and its impact on profitability. The annual reports of Punjab 

National Bank were the main sources of data which contained for a period of six years from 2006-07 

to 2011-12. The data were analyzed by using tables and coefficient of correlation. It is found that 

there is a positive relation between Net Profits and NPA of PNB. It simply means that as profits 

increase NPA also increase. It is because of the mismanagement on the side of bank. 

 Amit Kumar Nag (2015) has undertaken a comparative study to examine the level of NPAs in 

scheduled commercial banks in India. The required data were collected and compiled from various 

annual reports published periodically by the nationalized, private, foreign banks in India as well as 

from the RBI Bulletins for a period of five years, from 2007-08 to 2011-2012. The statistical 

techniques like Percentage Analysis, Averages, Coefficient of Variation, one way ANOVA were 

used to analyze the data. The present study reveals that State Bank of India, UCO Bank and Central 

Bank of India are performing poorly in terms of their NPA management. When analyzing the 

performances of the private banks in terms of NPA management, it was noticed that Catholic Syrian 

Bank, ICICI Bank and Kotak Mahindra Bank performed badly. The overall average of ten Foreign 

banks under study stood at 1.59. The study also reveals that the foreign and nationalized banks are 

facing more problems of NPAs than the private sector banks in India.  

 
Methodology 

 The present study is based on secondary data and therefore is analytical in nature. The data 

required for this study have been collected from “Reports on Trend and Progress of Banking in 

India” published by RBI. A study period of 11 years has been considered for this study, from 2004-

05 to 2014-15. This study uses Accounting ratios to analyze the level of Non-Performing Assets in 

commercial banks in India. The following specific ratios are specially used for analytical purpose.  

1. Substandard Assets Ratio = Total Substandard Assets/Gross NPA x100 

2. Doubtful Assets Ratio = Total Doubtful Assets/ Gross NPA x100 

3. Loss Assets Ratio = Total Loss Assets/ Gross NPA x100 

4. NPA Reduction Ratio = Total NPAs reduced during the year/Gross NPAs at the beginning of 

the year x100 

5. NPA Accretion Ratio =Total Fresh NPAs added during the year /Total NPAs reduced during 

the year x 100 

 Besides, one way ANOVA has been applied to explain the significant difference in NPA 

management level of various banks in India. 
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Results and Discussion 

Sub-standard Assets Ratio 

 A sub-standard asset was one, which was considered as non-performing for a period of 12 

months. It is the ratio of total substandard assets to gross NPA of the bank. It indicates scope of up 

gradation of NPAs. If this ratio is increasing, it indicates that there is high degradation of 

performing assets in the bank.  

 
Table: 1 Trends in Sub-Standard Assets Ratio of Bank Groups (2005-2015) (Percent) 

Sub- Standard Assets Ratio 

At the end of 31st March PSB Pr.SB FB SCB 

2005 23.11 25.00 30.43 23.68 

2006 27.29 30.77 42.86 28.52 

2007 36.76 47.83 58.33 39.60 

2008 42.72 56.15 64.52 46.90 

2009 45.11 62.35 80.82 52.96 

2010 48.08 50.57 69.01 50.30 

2011 46.85 24.73 37.25 42.29 

2012 53.11 28.11 33.33 48.94 

2013 49.54 30.77 36.25 47.05 

2014 42.15 35.54 37.07 41.33 

2015 37.85 32.05 21.30 36.73 

Source: Compiled and Calculated from Report on Trend and Progress of Banking in India, RBI, 

2004-05 to 2014-15 

It is observed from the table 1 
that among the Scheduled 
Commercial Banks in India, the 
Foreign Banks top the list in 
keeping the highest amount of 
substandard assets till 2010. By 
implementing measures like 
monitoring warning signals of 
NPA, creating legal and 
regulatory environment to 
facilitate the recovery of existing 
NPA, the Foreign Banks have 

reduced the amount of sub-standard assets from 2011 onwards. Even though various measures are 
taken by the Public Sector Banks, the highest amount of sub-standard assets has moved them to the 
first place from 2011. Hence it is concluded that it is the need of the hour to reduce the sub-standard 
assets of Public Sector Banks in India by effectively employing the corrective measures which have 
been already introduced. 
 
Doubtful Assets Ratio 

 All those assets which are considered as non-performing for period of more than 12 months are 

called as Doubtful assets. It is the ratio of total doubtful assets to gross NPAs of the bank. It 

indicates scope of compromise for NPA reduction. If this ratio is increasing, it indicates that the 

management of non-performing loans in the bank is poor. 
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Table: 2 Trends in Doubtful Assets Ratio of Bank Groups (2005-2015) (Percent) 
Doubtful Assets Ratio 

At the end of 31st March PSB Pr.SB FB SCB 

2005 64.71 63.64 43.48 63.71 

2006 59.42 56.41 33.33 58.01 

2007 50.90 42.39 25.00 48.12 

2008 47.41 34.62 25.81 43.19 

2009 45.78 29.41 13.70 38.38 

2010 42.40 37.50 19.72 39.43 

2011 44.44 59.34 41.18 47.09 

2012 41.77 56.22 34.92 43.45 

2013 46.26 53.85 33.75 46.58 

2014 53.50 47.11 37.07 52.24 

2015 58.53 52.23 50.00 57.63 

Source: Compiled and Calculated from Report on Trend and Progress of Banking in India, RBI, 
2004-05 to 2014-15 

It is evidenced from the table 2 that 

when compared to other components of 

Scheduled Commercial Banks, the Public 

Sector Banks in India have the highest 

amount of doubtful assets throughout the 

study period i.e., from 2004-05 to 2014-15. 

The huge amount of loans granted under 

Poverty elevation programs like IRDP, 

RREP, SUME, SEPUP, JRY, PMRY etc., 

were totally unrecoverable by the Public 

Sector Banks in India. Due to political manipulation, misuse of funds and non-reliability of target 

audience of these sections. This huge amount now has become the doubtful assets of the Public 

Sector Banks in India. 
 

Loss Assets Ratio 

 A loss asset is one where loss has been identified by the bank or internal or external auditors or 

the RBI inspection but the amount has not been written off wholly. It is the ratio of total loss assets 

to gross NPAs of the bank. This ratio should be much lower. If this ratio increases, It indicates that 

there is incidence of high erosion of securities of the loan assets. 
 

Table: 3 Trends in Loss Assets Ratio of Bank Groups (2005-2015) (Percent) 
Loss Assets Ratio 

At the end of 31st March PSB Pr.SB FB SCB 

2005 12.39 10.23 26.09 12.61 

2006 13.29 11.54 19.05 13.48 

2007 12.34 9.78 16.67 12.28 

2008 9.88 9.23 12.90 9.91 

2009 9.11 7.65 5.48 8.51 

2010 9.68 12.50 11.27 10.27 

2011 8.70 15.93 21.57 10.62 

2012 5.12 15.68 31.75 7.68 

2013 4.13 15.38 28.75 6.37 

2014 4.36 17.36 25.00 6.46 

2015 3.59 15.43 27.78 5.64 

Source: Compiled and Calculated from Report on Trend and Progress of Banking in India, RBI, 
2004-05 to 2014-15 
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 It is concluded from the table 3 that the 

loss assets ratio of public sector banks has 

decreased from12.39 percent as on 31st 

March 2005 to 3.59% as on 31st March 2015. 

The loss assets ratio of Scheduled 

commercial banks also available at declining 

trend. At the same time private sector banks 

loss assets ratio has increased from 10.23 

percent during the year 2005 to 15.43 

percent as on 31st March 2015. However the loss asset ratios of foreign banks are available at a 

dynamic manner. 

 
NPA Reduction Ratio 

 It is the ratio of total NPAs reduced during the year to the gross NPAs at the beginning of the 

year. It indicates the effectiveness of NPA management strategies adopted by the bank. This ratio 

shows the quantitative aspects of NPA reduction, but not the qualitative aspects of NPA reduction. 

For qualitative NPA reduction, various components of NPA reduction, Viz., Cash recovery, Up 

gradation, Restructuring, Compromise and Write-off ratios are to be determined. 

 
Table: 4 Trends in NPA Reduction Ratio of Bank Groups (2005-2015) (Percent) 

NPA Reduction Ratio 

At the end of 31st March PSB Pr.SB FB SCB 

2005 34.90 37.43 42.82 35.58 

2006 48.21 50.50 60.23 49.00 

2007 53.20 43.65 51.76 51.78 

2008 57.89 41.31 75.71 55.68 

2009 65.53 40.12 107.17 61.77 

2010 43.97 34.67 43.45 41.62 

2011 43.55 27.49 35.19 39.52 

2012 47.31 31.13 34.73 43.64 

2013 38.84 37.30 25.51 38.04 

2014 41.30 44.46 23.31 40.90 

2015 33.30 40.67 25.55 33.65 

Source: Compiled and Calculated from Report on Trend and Progress of Banking in India, RBI, 

2004-05 to 2014-15 

It is inferred from the table 4 that the NPA 

reduction ratio of bank groups has been declined 

gradually in the year 2009 & 2010 with regard to 

Public sector banks, Private sector banks, Foreign 

banks and Scheduled commercial banks in India. 

But from the year 2011 onwards it shows dynamic 

results. So, it is recognized that proper 

concentration is needed for all the banks in the 

area of proper credit appraisal, cash recovery, 
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compromise and all other areas of loans& advances. There is a need for steady NPA management 

strategies for effective functioning of commercial banks in India. 

 
NPA Accretion Ratio 

 It is also known as NPA addition to reduction ratio. It is the ratio of the total fresh NPAs added 

during the year to the total NPAs reduced during the same period. It indicates the total NPA 

movement of the bank. If it is more than 100%, it indicates that there is upward movement in the 

stock of NPAs and vice versa. 

 
Table: 5 Trends in NPA Accretion Ratio of Bank Groups (2005-2015) (Percent) 

NPA Accretion Ratio 

At the end of 31st March PSB Pr.SB FB SCB 

2005 87.04 100.40 90.96 89.19 

2006 72.77 82.85 82.98 74.77 

2007 89.14 164.04 142.03 100.20 

2008 69.20 203.65 190.34 94.65 

2009 120.75 255.29 288.16 154.55 

2010 226.72 253.00 355.52 244.81 

2011 224.94 182.18 140.53 212.40 

2012 262.76 173.91 255.28 250.65 

2013 262.65 203.43 258.52 254.87 

2014 240.81 206.89 366.05 239.73 

2015 235.02 267.27 138.67 235.44 

Source: Compiled and Calculated from Report on Trend and Progress of Banking in India, RBI, 

2004-05 to 2014-15 

By analyzing the table 5, It is 

inferred that during the year 2005 & 

2006, all the banks are showing NPA 

Accretion ratio positively. But from the 

year 2007 onwards, slowly as well as 

gradually it goes towards upward 

movement. Hence the fixed NPA 

reduction technique must be adopted so 

as to reduce NPA in all the banks.  

 
Differences in mean of Non-Performing Assets Additions and Reductions among Bank groups in 

India 

 In order to analyze whether there are significant differences in the mean of Non-Performing 

Assets Additions and Reductions among the banks groups, F test is applied by using one-way 

analysis of variance and the results are given in Table 6 & 7. 

 Ho: There is no significant difference in NPA accretion and reduction of commercial banks in 

India 

 H1: There is significant difference in NPA accretion and reduction of commercial banks in India 
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Table 6 Significance of Difference in Non Perrforing Assets Additions among  
Bank Groups – ANOVA 

Source of Variation SS df MS F P-value F crit 

Between Groups 4.62E+12 10 4.62E+11 1.672538 0.129534 2.132504 

Within Groups 9.11E+12 33 2.76E+11    

Total 1.37E+13 43     

 It is revealed from the table 6 F-Value is not significant at 5% level, it is concluded that there is 

no significant difference in the average NPA additions among the bank groups in India during the 

study period.  

 
Table 7 Significance of Difference in Non Performing Assets Reductions among  

Bank Groups –ANOVA 
Source of Variation SS Df MS F P-value F crit 

Between Groups 5.02E+11 10 5.02E+10 0.935802 0.514246 2.132504 

Within Groups 1.77E+12 33 5.37E+10 
   

Total 2.27E+12 43 
    

 It is observed from the table 7 F value is not significant at 5 percent level, it is concluded that 

there is no significant difference in the average Non-Performing Assets Reductions among the bank 

groups in India during the study period.  

 
Findings 

1. The foreign banks were reduced the amount of Sub-standard assets from 2011 onwards. 

2. It is the need of hour to reduce the amount of sub-standard assets of the public sector banks. It is 

high while comparing with the foreign banks.  

3. It shows the Doubtful Asset Ratio is showing upward trend with regard to all the banks. It is 

not good for the healthy environment in banking sectors. 

4. The Loss Assets Ratio of Public sector banks and Scheduled commercial banks are going 

towards decreasing trend. It is said to be a good sign for Public sector banks and Scheduled 

commercial banks. 

5. The NPA reduction ratios of bank groups were declined gradually in the year 2009 & 2010. But 

from 2011 onwards, it shows dynamic results with regard to all the banks. 

6. During the year 2005 & 2006 NPA Accretion Ratio shows positive results but from 2007 

onwards, it shows dynamic results.  

7. It is found out that F value is not significant at 5% level with regard to the significant difference 

in Non-performing assets additions among bank groups. 

8.  It is found out that F value is not significant at 5% level with regard to significant difference in 

Non-performing assets reductions among bank groups. 

 
Conclusion 

 As per the present study and data analysis there is no significant difference in the Average NPA 

Additions and Reductions among the banks groups in India. By implementing the measures like 

monitoring warning signals of NPA, creating legal and regulatory environment in facilitating the 

recovery of the existing NPA. Avoiding NPAs in future, it is evidenced that proper concentration is 

needed for all the banks in India, especially in the area of proper credit appraisal, cash recovery and 

deputing experienced people to handle the credit section. This research paper suggests that there 
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should be steady NPA management strategies to be adopted for effective functioning of commercial 

banks in India.  
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Abstract 

 Stress as an adoptive response to the external situation that result in physical, psychological and or behavioural 
deviation. It has the potential to affect the performance of all levels of staff ranging from senior to the junior most. Increase 
in stress level, as a stimulus to activate employee to response to the challenges of task performance. The focus has been 
made to identify and understand job stress and job stressors among the workers in TNSTC(Karaikudi Region) 
Keywords: Stress, Stressors, Eustress. 

 
Introduction 

 A study on job stress helps to know stress among Driver, Conductor, and Technician in 

TNSTC(Karaikudi Region) and it may be increase in stress level till its mild level serves as a 

stimulus to activate employee to respond to the challenges of task in ture facilitates employee`s task 

performance such as eustress. 

 
Objectives 

 To study and assess the various performance of job stress. 

 To understand the different dimensions of job stress. 

 To study cope with stress. 

 
Stress and Performance  

Optimum stress level  

 

 

 

 

Low   Degree of Stress  High 

 

 

 

 

 Absence of stress means lack of job challenges and as a result performance will tend to be low. 

On the other hand when stress becomes excessive, the employee will not be able to cope with it and 

as a result performance will begin to decline.  
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Cope with Stress 

 
 
Dimension of Job Stress 

 
 The three dimension of job stress were analyzed and in order to find the significance of the 

factors. Three levels were fixed i.e. Low, Medium and High. These levels help to find the level of job 

stress. Low level of job stress is easily manageable, Medium level of job stress effect is manageable 

with self development activities and high level job stress is manageable only with combination of 

different strategies to cope stress. 

 
Level of significance of job stress  

Effect of job stress 

S.No Sub Factors Low Medium High 

  
No. % No. % No. % 

1 Psychosomatic Symptoms 25 50 20 40 5 10 

2 Psychological Symptoms 26 52 18 36 6 12 

3 Behvioural Symptoms 28 56 20 40 2 4 

 
Inferences 

 50%, 52%, 56% of the respondents fall under the Low level of job stress and 4%,36%,40% of the 

respondents fall under the Medium level of job stress and 10%, 12%, 4% under High level o job 
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stress. It interpret the workers in TNSTC are frequently attend the yoga class and participate 

training programe it gives chance to learn different things. 

 
Conclusion 

 Stress management should be made at individual and group level combined together. Stress is 

not always bad .It sound good that most of the employees possess Low level of stress and Moderate 

level stress. The increased attention could result in the improvement in performance Psychosomatic, 

Psychological Health. . The performance may be compared to the amount of salt in food. Eustress 

level is potential for optimum/mild stress level and hence the need for coping with stress. It is 

better to bend than to break.  
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Introduction 

 Finance is mandatory for livelihood. Finance, realized as wages, donation, fund, loan, revenue, 

returns on investment and all others have a common factor among them, that is, they need to be 

generated. The ability to generate income turns out to be mandatory for all, no matter with gender 

or with education because it is crucial to face the life in this ever-mounting situation of meeting the 

ends. Meeting ends refer to the ability of surviving with the amount available for a particular 

period, most of in an Indian situation – a month. “India lives in its villages” was the famous quote of 

Mahatma Gandhi; he has further noted, “Millions of Women in our hamlets know what 

unemployment means. Give them access to economic activities and they will have access to power 

and self confidence to which they hitherto have been strangers”. This has prompted the researcher 

to get into an insight on the aspect of economic activity among the women so that the words of 

Mahatma are fulfilled effectively and efficiently. The status of women in India has been critical for 

quite a long period. Moreover, every year unemployment and poverty are increasing 

simultaneously, Government alone cannot provide employment opportunity for all. In this context, 

the role of agencies other than the Government plays a vital role. Therefore, the Government has 

decided to develop entrepreneurship among women. Government has established institutions like 

Development of Women Corporation (DeW), Non- Governmental Organisations and other 

Voluntary Organisations.  

 The agencies thus formulated aim to provide empowerment to the women through creation of 

awareness in the World of economic activities. Many development agencies are increasing their 

emphasis on assisting women to secure income through their own efforts. Such approaches are 

often categorized as income-generating activities and cove initiatives as diverse as small business 

proportion, co-operative undertakings, job creation skills, sewing circles, credit and saving groups 

and training programs.  

 
Statement of the Problem  

 The Government of India and various state governments have introduced many programs from 

time to time for the upliftment of poor unemployed women and under employed rural and urban 

poor for over five decades. Yet, eradication of poverty and generation of gainful employment for the 

poor of our nation remain a distant dream for our planners. The schemes implemented from time to 

time hardly have made any dent in the enlistment of the poor from the clutches of poverty. In every 

society, poverty affects primarily women and children. Hence, programs and schemes are required 

for the enlistment of poor, especially rural women. The participation of women in economic 

activities is often considered important for the economic and socio-empowerment of women. This 

economic independence is an effective tool to escape from the charge of poverty of the rural poor. 
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This is possible by setting up of sustainable income generation operations like micro-finance, 

agricultural-labour, artisan, food processing, petty-traders, trade, service-sector, production and 

financial service. Though, the above said modalities of remuneration help the poor to get some 

income, they do not support the poor to the complete fulfillment of their need. It is felt by the 

researcher that this peculiar situation is arising, as the potential for generating income from these 

modalities have not been done to its potential.  

 Therefore, this work aims to make a study of the income-generation potential of the women 

micro-entrepreneur. The approach of the researcher has been to know whether SHG concept really 

helps in eradicating poverty by opening doors of employment opportunities through 

entrepreneurial ventures.  

 
Objectives of the Study 

1. To study growth trends of women self help group in TamilNadu. 

2. To study the income generating potential of women self help group in Madurai District.  

 
Review of Literature 

 1Banumathy, S. (2005) has explained in her article “Self Help Groups and Bank and Bank 

linkages” that the role played by SHGs, promoted NABARD to venture linkage of SHG with banks 

in February, 1992. She has also stated that RBI has advised banks to initiate action for adopting SHG 

village programmes as a part of their corporate strategy. 

 2Velu Suresh Kumar, (2005) has mentioned in his article “Women Empowerment -Success 

through Self Help Groups“ that apart from financial aspects, it also becomes a platform for 

exchanging ideas regarding prevention of AIDS, dowry, nutrition, marital laws, literacy, sanitation, 

children rearing etc. He has also pointed out that leadership qualities developed through SHG 

meetings. About 2500 women became presidents, members of panchayats and local bodies in the 

state. 

 3Aliyar, M. (2006) in his study on “Decision –making Empowerment – the needy change” has 

made an earnest attempt to measure the decision making capacity of SHG member in Madurai 

district. The decision making empowerment levels of the respondents were divided in to three 

categories namely low, medium and high. On the basis of the following Average plus standard 

deviation is treated as high level, average minus standard deviation is treated as low level, and 

Average is treated as medium level of decision making. Chi-square was applied to find out the 

association between the socio-economic and demographic variables and decision-making 

empowerment. 

 
SHG Bank Linkage Programme 

Achievement for the Year 2014-2015 (as on 31.03.2015)   (Rs. in Crores) 

S.No District 
Target Achievement 

% 
No.of SHGs Amount No.of SHGs Amount 

1 Theni 8008 266.00 4147 117.01 44 

2 Thiruvarur 8954 125.00 6936 107.78 86 

3 Dindigul 5672 144.00 6045 131.33 91 

4 Karur 6631 122.00 4644 122.01 100 

5 Cuddalore 10652 186.00 8422 186.06 100 
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6 Thiruvannamalai 1867 227.00 9195 227.21 100 

7 Dharmapuri 12290 345.00 7990 345.32 100 

8 Madurai 10249 189.00 8079 189.34 100 

9 Nagapattinam 8724 143.00 6955 143.94 101 

10 Pudukottai 6513 146.00 6048 147.47 101 

11 Kancheepuram 16000 283.00 16255 286.23 101 

12 Sivagangai 4751 139.00 5034 141.42 102 

13 Chennai 10371 352.00 9493 358.14 102 

14 Trichy 4771 148.00 6012 150.73 102 

15 Thirunelveli 11215 322.00 10371 328.31 102 

16 Ariyalur 3006 43.00 2788 43.94 102 

17 Thiruvallur 7352 170.00 7318 173.90 102 

18 Ramnad 5400 121.00 6279 123.85 102 

19 Nilgiris 2434 70.00 2223 72.07 103 

20 Villupuram 20502 247.00 12445 255.01 103 

21 Thanjavur 20291 190.00 10108 196.63 103 

22 Salem 8741 252.00 9587 261.58 104 

23 Thoothukudi 9350 137.00 5989 142.77 104 

24 Kanyakumari 5394 178.00 5190 186.32 105 

25 Tiruppur 4224 102.00 4452 106.81 105 

26 Virudhunagar 7951 148.00 7476 160.92 109 

27 Coimbatore 7272 191.00 8085 216.94 114 

28 Perambalur 2030 36.00 2565 40.90 114 

29 Vellore 11350 252.00 13581 290.06 115 

30 Krishnagiri 18631 509.00 16919 611.76 120 

31 Erode 6598 116.00 6336 158.83 137 

32 Namakkal 5067 101.00 4986 147.15 146 

 
Total 272261 6000.00 241953 6171.74 103 

 

Sl. 
No. 

District 
No. of New Groups to be 

formed(2015) 
No. of New Groups 

formed (2016) 
% of 

Achievement 

1 Kancheepuram 600 1297 216% 

2 Thiruvallur 325 804 247% 

3 Vellore 550 384 70% 

4 Thiruvannamalai 250 260 104% 

5 Dharmapuri 250 341 136% 

6 Krishnagiri 175 174 99% 

7 Salem 825 889 108% 

8 Namakkal 475 585 123% 

9 Erode 1325 2032 153% 

10 Coimbatore 1300 1599 123% 

11 The nilgiris 275 536 195% 

12 Cuddalore 400 605 151% 

13 Villupuram 375 704 188% 

14 Thanjavur 550 966 176% 

15 Nagapattinam 200 522 261% 

16 Thiruvarur 175 409 234% 

17 Thiruchirapalli 425 418 98% 

18 Perambalur 150 180 120% 
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19 Pudukkottai 200 175 88% 

20 Dindugal 600 1318 220% 

21 Karur 275 364 132% 

22 Madurai 300 172 57% 

23 Theni 550 316 57% 

24 Ramanathapuram 175 92 53% 

25 Virudhunagar 225 257 114% 

26 Sivaganga 300 136 45% 

27 Tirunelveli 900 1340 149% 

28 Tuticorin 475 1230 259% 

29 Kanyakumari 1400 3349 239% 

 
  Age Groups among the Respondents  Income Groups after Joining SHG 

S. No Age Number Percent 

1. 20-30 35 28 

2. 31-40 56 45 

3. Above 40 34 27 

 Total 125 100 

 
Income-Wise Analysis 

 Most of the SHG members form the groups to increase their economic status. Hence an attempt 

is made to analyze the change in income of the members in this section. The members were directly 

asked of their income change after joining the group. The opinion was thus analyzed based on three 

factors, viz. decreased, no change and increased in income.  

 
   Age Groups and Change in Income 

 

Source: Primary Data 

Note: Figures in parentheses 

denote percentages  

 It reveals that an inverse 

relationship between the age 

of SHG members and the change in their income after joining SHG. That is, higher the age lower in 

the increase in income and vice-versa. 

 
Chi-Square Analysis 

 To find out whether there is any significant relationship between age group and change in 

income of the SHG members, chi-square test has been applied and the results are given below: 

HO: There is no significant relationship between the age group and change in income of SHG 

members. 

 
Chi-Square Tests: Age Groups and Change in Income of SHG Members 

 An Analysis of the statistical result of 

chi-square test indicates that the difference 

is significant to a 5 percent level of 

S. No Group No. of Respondents Percent 

1. Less than 10,000 69 55 

2. 10001-20000 49 39 

3. 20001-30000 07 6 

 Total 125 100 

Age Groups 
Change in Income 

Total 
Reduced No Change Increased 

20-30 Years - 2 (6.8) 32 (93.2) 34 (100.0) 

31-40 Years - 4 (7.9) 53 (92.1) 57 (100.0) 

Above 40 Years 1 (3.9) 5 (14.0) 28 (82.2) 34 (100.0) 

Total 1(1.1) 11 (9.2) 113 (89.7) 125 (100.0) 

Chi-Square  

Value 

Degree of  

Freedom 
P Value Significance 

19.009 4 .001 Significant 
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significance. Hence the hypothesis is rejected. Thus, there is a significant difference in the age group 

of women and their change in income. 

 
Income Groups and Change in Income 

The change in income across various income groups is given in Table 4.21 

  Table 4.21 Income Groups and Change in Income 

Source: Primary Data 

Note: Figures in Parentheses denote Percentages 

 Table 4.21 reveals that 

the members whose income 

is between 'Rs. 10001 and 

20000and above Rs. 20,000' 

have expressed that there is 

no reduction in Change in 

income of SHG members. Income however, increase in income is felt by members whose income is 

'up to Rs. 10001-20000' as 85.6 per cent, 94 per cent and 100 per cent respectively. 
 

Chi-Square Analysis 

 To find out whether there is any significant relationship between income groups and changes in 

income of assets of SHG members, chi-square test has been applied and the results are given below: 

HO: There is no significant relationship between income groups and 
 

Chi-Square Tests: Income Groups and Change in Income of SHG Members 

 An Analysis of the statistical result of 
chi-square test indicates that the difference 
is significant to a 5 percent level of 
significance. Hence the hypothesis is 

rejected. Thus, there is a significant difference in the income group of women and their change in 
income. 
   
Finding of the study 

 The study implies that out of the 125 total sample respondents, 35 (28 per cent) respondents are 

in the age group between 31 and 40 years; 56 (45 per cent) respondents have ages between  

20 and 30 years and the age of 34 respondents (27 per cent) is found to be above 40 years. 

 It is found that 69 respondents (55 per cent) have income less than Rs. 10,000; the income of  

49 respondents (39 per cent) lies between Rs. 10001 and Rs. 20,000 and that of 7 respondents 

(6per cent) ranges from Rs. 20,001 and Rs. 30,000. 

 It reveals that an inverse relationship between the age of SHG members and the change in their 

income after joining SHG. That is, higher the age lowers is the increase in income and  

vice-versa.  

  From the analysis it is revealed that the members whose income is between 'Rs. 10001 and 

20000' and 'above' Rs. 20,000' have expressed that there is no reduction in income. 

 
  

Income Groups 
Change in Income 

Total 
Reduced No Change Increased 

Up to Rs. 10000 1 (1.9) 9 (12.5) 59 (85.6) 69 (100.0) 

Rs. 10001-20000 - 3 (5.9) 46 (94.1) 49 (100.0) 

Above Rs. 20000 - - 7 (100.0) 7 (100.0) 

Total 1 (1.1) 12 (9.2) 112 (89.7) 125 (100.0) 

Chi-Square  

Value 

Degree of  

Freedom 
P Value Significance 

13.016 4 .011 Significant 
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Suggestions  

 Based on the findings of the study, the followings suggestions are made for the better standards 

of the SHGs.  

 The training programmes should be conducted at the block level to promote income generation 

activities. 

 The government should make allocation for SHGs to provide interest free loans to the SHGs 

activities. And also subsidies and waiver for long pending loans should be given. 

 Separate counter should be opened in all nationalized banks for processing the operations 

relating to SHGs. 

 
Conclusion 

 An active people-centered and growth-oriented poverty alleviation strategy – a strategy which 

incorporates women‟s aspirations, dynamism and involvement is the need of the hour. One of the 

powerful approaches to women empowerment and rural entrepreneurship is the formation of Self 

Help Groups (SHGs). The SHG approach has proved successful not only in improving the economic 

conditions through income generation but in creating awareness about health and hygiene, 

sanitation and cleanliness, environmental protection, importance of education and better response 

for development schemes. Through organizing self-help groups (SHGs), rural women are provided 

credit and extension support for various production-oriented income- generating activities. SHGs 

are self-governed, with decisions about production and marketing taken collectively, although the 

group leader is responsible for identifying potential marketing centers and consumers. These 

groups represent a new culture in rural development, breaking with traditional bureaucracy and 

top-down management. Informal self-help groups in rural areas serve to empower women, and 

provide a basis for the provision of credit and other support for various production and income-

generation activities. It has been clearly established that delivering credit alone may not produce the 

desired impact. The supporting services and structures through which credit is delivered, ranging 

from group formation and training to awareness-raising and a wide range of other supporting 

measures are critical to make the impact of group activity strong and sustainable. 
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Abstract 

 Banking sector has consideration of social responsibilities, safe environmentally, and eco-friendly process. 
Green Banking Practices is reducing paper works, electronic wastages and avoid carbon foot print from 
banking activities. The main role of classify the awareness on Green banking practices with the customers of 
commercial banks in India. Green Banking initiatives new idea of adopting electronic transactions to protect 
environmental concept it make user–friendly or eco-friendly. Banks in India is specially the majorities of 
commercial bank has developed separate Green Banking Practices. RBI introduced payment and settlement 
systems in India through less paper banking transactions. Payment and settlement system in India is Real 
Time Gross Settlement (RTGS), Clearing Corporation of India limited (CCIL) Operated systems, Paper 
Clearing, Retail Electronic Clearing, Credit Cards, Debit Cards, Prepaid Payment Instruments, Mobile 
Banking, branch banking, online banking, net banking and E-channels etc. It can be creating from minimum 
usage of internal and external less paper transactions activities it consideration of save natural resources from 
banking activities. Peoples are ready to avoiding late fee, long queues, save time and energy so they we will use 
green banking practices. Analysis growth rate and simple percentage graphs have been used to analyze and 
interpret the data on Payment and Settlement Systems made in India during the study period of 2012-13 to 
2016-17(5 years). 
Keywords: Green Banking Practices, Eco-Friendly, RBI Payment and Settlement Systems in India, 
Sustainable Development. 
 
Introduction 

 Nowadays, Indian banks have been adopting innovative strategies in their day to day 

operations in the digital era. Banks themselves are usually eco-friendly and don‟t affect the 

environment much through their have internal operations. Green banking is liked a normal bank to 

focus on social and environmental responsibilities of ecological balance has been concerned by 

world environmental problems like pollution, population growth, green building achieve and 

preserving natural resources to avoid global warming. To be considered that environmental 

production through banking activities it helps to Green initiatives concept on Green Banking, Green 

Strategic Management, Green Industry and Green Building and Payments & Settlement Systems etc. 

Green banking practices refer to the „go green‟ banking business behavioral in an overall reduction 

of external carbon using emission and internal carbon footprint process. The information technology 

for commercial banking sectors them save environment to adopt green banking practices by the way 

of this green initiative. Majority of the banks in India have in progress green banking practices such 

as online banking, mobile banking, green channels, green loans, solar ATM‟s, e-statement. There is 
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need to engage solution stakeholders in creating awareness regarding eco-friendly banking services. 

Recently the commercial banking is providing a lot of technological services to the customers at 

sometime peoples are ready to use the technological devices and transaction instruments. So they 

Reserve Bank of India can be making steps of Payment and Settlement System in India. 

 
Objectives of the Paper 

The following are the objectives of the present paper: 

1. To study the Green Banking Practices followed by Banks in India. 

2. To Analyze the Progress of Green Banking in India during the study period. 

 
Research Methodology 

 The present paper is an analytical one and is based on secondary data only. The data were 

collection from RBI publications. The literature was collected from published journals and websites. 

A study period of 5 years has been taken. The period of study cover (2012-13 to 2016-17), simple 

statistical tools and graphs have been used to analyze this data. 

 
Literature Review 

 Meenakshi Srivastava. (2016) said that as time progressed emphasis continued to be on 

development computer of technology which bettered the speed, results and analysis as compared to 

the previous available technology. Green Banking focuses on four major aspects through which they 

try to control the effects of computing technology on environment, these aspects are products, 

services, processes and strategy. Increased usage of Computers in banks has made them also a 

contributor of the unwanted outcomes of computing technology on environment. As public clouds 

gain trust and confidence among consumers, banks can gradually transition to these models. Lower 

hazard ventures may incorporate client relationship administration and undertaking content 

administration. Higher danger ventures will include center business useful frameworks, for 

example, riches administration or center keeping money. 

 Narmadha M. (2016) examined that they banks play a critical role in the economic development 

of the nations by providing various Socio-Economic activities like Job creation, wealth generation, 

Poverty eradication, entrepreneurial activity etc. Another important aspect of green banking is the 

involvement and outreach from the individual banks to their local community. They study the 

awareness on Green Banking among the customers. The factors influence the adoption of Green 

Banking services ways to promote Green Banking in India. In this research has adopt green 

initiatives like Green Mortgages, Electronic Investment services, Conducting workshops and 

seminars for green banking, Green Loans, Providing recyclable debit and credit cards is not familiar 

in Green initiatives by the bank as per the respondents.  Saba Abid. (2016). analyzed that RBI as the 

central bank of India has been play this improvement role of has taken some enough steps for Safe, 

Efficient, Accessible, Secure, Sound, and Authorized payment systems in India. The development of 

the payment and settlement system communications joined with the initiatives new payment 

products by taking advantage of the technical progress in banking system. The electronic payment 

systems registered high volumes in 2014-15; next the firm efforts made by the Reserve Bank for 

resettlement on electronic payments similarly transactions procedures by the paper less transaction 

decline both in volume and value terms.  
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 Prashanth Kumar.A, Swathi Bhat, Nishapoojari & Sushmitha Shetty. (2017) said that it 

encompasses the type of banking which takes into account the social and environmental impacts 

with the intension of protecting and preserving the environment. They are controlled by same 

authorities with an agenda toward taking care of the earth‟s environment and resources. As India is 

a democratic nation real democracy can be achieved with the elimination of black money which is a 

major threat for the balanced economic development and equal distribution of wealth. For achieving 

the same the contribution of banks, RBI and Income Tax department is vital. Green Banking (E- 

Banking) is a main weapon which will help in achieving the welfare state. 

 
Green Banking 

 Green banking concept is avoided global warming and increasing eco-friendly with 

consideration of protecting and preserving the environment & natural resources. Green banking is 

like a normal bank; it is also called as Ethical Bank or Sustainable Bank. Green Banking means Cash 

Less and Paper Less work and minimum usage of carbon footprint to banking activities. They have 

handle transactions mode of payment settlement like using online banking instead of Remote 

deposit, online fund transfers, branch banking, paying bills online and opening up accounts at 

online etc. Green Banking to way of encouraging environmental, ecological aspect from your 

banking activities through account opening for online following procedure to create an account, 

using online banking to branch banking, payable bills on online to generate bill sent to mailing, to 

support local branches to implementation of green initiatives.  

 
Progress of Green Banking in India  

 The success of Green Banking in India is evaluated on the basis of programs is the following 

initiatives by Banks during the study period. The RBI has Playing the role of developing the nation 

by taking several initiatives to ensure safe, secure, sound, efficient, accessible and authorized 

payment system in India. It has authorized the operator of prepaid payment instrument, card 

schemes, cross-border in-bound money transfers, Automated Teller Machine (ATM) networks and 

centralized clearing arrangements under the payment & settlement system act 2007. 

1. Real Time Gross Settlement (RTGS) 

 Real time gross settlement was introduced in 2004 and accepts all inter-bank. RBI is a money 

transfer systems everywhere transfer of money any time and any place from one bank to another 

bank transaction on real time gross settlement basis. Transaction in real time of course payment 

transaction is not issued to any to come era.  

2. Clearing Corporation of India Ltd (Ccil) Operated Systems 

 Clearing Corporation of India limited (CCIL) Operated system started in April 2001 to give 

definite payment and settlement in Clearing Corporation engages in recreations of transactions is 

Central Counter Party (CCP), Collateralized Borrowing and Lending Obligation (CBLO), Govt. 

Securities Clearing, Outright, Repo, Forex Clearing. CCIL have established the ISO/IEC 27001- 2013 

certification from DNV GL in 2015 for securing its information assets. In another assured settlement, 

CCIL also enable non-guaranteed settlement process of serving for National Financial Switch (Inter 

bank ATM transactions). CCIL also understands that reporting stage and acts as repositories for 

Over the Counter products.  
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3. Paper Clearing 

 Paper clearing banking transaction systems in India through use of paper based instruments 

like cheques and drafts in accounts for almost 60% of the volume of total cashless transactions in the 

country. Negotiable Instrument (NI) Act 1881, Section 13 is a moreover to order to carried from 

recognized by statute is Promissory notes, Bills of exchange and Cheques is passed in India it gives 

legal usage of individualism instruments through cheque bill of exchange, Promissory note and 

non-cash paper payment instrument systems in India. Paper clearing banking measures Cheque 

Truncation System (CTS), Magnetic Ink Character Recognition (MICR) Clearing, RBI Centres, Other 

Centres, and Non-MICR Clearing. Paper clearing banking transaction systems is reduce the use of 

paper work transactions then some time to fully moving on electronic mode. 

 
4. Retail Electronic Clearing 

 The RBI have following new technological transactions through online payment settlement 

systems during Retail Electronic Clearing for Electronic Clearing Services (ECS Debit), Electronic 

Clearing Service (ECS-Credit), National Electronic Funds Transfer (EFT/NEFT), Interbank Mobile 

Payment Service (IMPS), National Automated Clearing House (NACH). ECS Debit is known as 

debit-pull option is used mainly for minimum value payments from consumers and individuals to 

largest business organizations or private & public companies. Its use payments like telephone bills, 

electricity bills, online purchases, card payments and insurance payments etc. ECS Credit known as 

Credit-push options are used mainly for maximum value or bulk payments. Such payments are 

used to pay salaries, dividends or commissions etc. It is one of the convenient ways of making large 

payments systems. NEFT was started in Nov 2005 the system is a throughout the whole nation 

system that makes easy individuals, firms and corporatizes to EFT from any bank branch to any 

individual, firm or corporatizes having an account with any other bank branch in the countries. 

NEFT network is a banking branch system has to be NEFT make possible. Interbank Mobile 

Payment Service (IMPS) offers an immediate, 24*7, these types of interbank electronic fund transfer 

service through mobile phones. In IMPS handle easies to the customers use of mobile technological 

device as an electronic channel for opportunities their bank accounts and put high interbank fund 

transfers in a safety and secured way to transaction with immediate confirmation features. This 

ability is providing by National Payments Corporation of India (NPCI) through its obtainable Need 

for Speed (NFS) switch. National Payments Corporation of India (NPCI) presents to banks for 

financial organization, Corporatizes and Governments examine termed as National Automated 

Clearing House (NACH) they comprised together Debit and Credit facilities. Future NACH (Debit) 

& NACH (Credit) aims to make easy interbank more volume, down value of debit & credit 

transactions, which are recurring in natural world, by electronic means by the NPCI service. 

 
5. Debit & Credit Cards 

 The debit card had extended likely in India as the domestic and business fund used for ATM 

transactions. Debit cards or plastic payment card is used for purchases and Payment purposes. India 

was the first bank to introduced Debit Card system is Hongkong and Shanghai Banking 

Corporation (HSBC) the ATM concept in India 1987. Indian banks issue Visa debit cards while some 

banks through commercial banks in India are also related to Maestro cards. Transactions of debit 

card are routed in this Visa or Master Card systems in India moreover overseas slightly than 
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straight of via is issuing authority for banks only in some details given below within Usage at ATMs 

and Usage at POS. Credit card is a same one of the plastic payment cards this card issued to user‟s 

card holders to enable the card holder to pay a business for goods and services is supported on the 

cardholder's assure to the card giver to pay them for the value of amounts so paid plus other agreed 

charges. The card issuer usually a bank creates a revolving account and grants a line of credit to the 

cardholder, from which the cardholder can borrow money for payment to a merchant or as a cash 

advance. Credit card is special from a charge card, where it needs the balance to be repaid in full 

amount for every month. It can be uses of Usage at ATMs and Usage at POS. 

 
6. Prepaid Payment Instruments 

 Prepaid Payment Instruments is types of m-Wallet, PPI Cards and Paper Vouchers. M-Wallet 

offers a mobile payment system that determination to be obtainable on all mobile devices that 

maintain essential features similar to text messaging yet be secure from parodying of mobile 

numbers and replay assaults. M-Wallet transactions are completely based on manuscript mails and 

give mobile apps only for added convenience. A user particular PIN allows merely official right of 

entry. Mobile number parodying and replay assaults is eliminated as each transaction is protected 

with a sole one time key sent to the user‟s registered mobile number. Payment protection insurance 

is called PPI or sometimes loan policies are intended to help repay debts such as mortgages, loans 

and credit cards if they unable to work because of illness or made redundant and some utilization 

through paper vouchers. 

 
7. Mobile Banking 

 Mobile banking is through money transactions in mobile device apps. That is possible for 

anytime & anywhere process is available to mobile app services. It has some transactions details of 

transfer services through in Short Message Service (SMS). 

 
Green Banking Practices in India 

 Indian banking systems to adoption Green initiatives can help to promote in achieving the 

success of Go Green in the world. Green Banking Practices in India the technological activities can 

handle some electronic devices for banking transactions. In such cases like the transfer of financial 

activities rater those electronic transactions devices to use mobile Apps, internet banking, lobby 

centers, ATMs, internet channels etc. they are all uses of E-banking methods to the extent to get 

maximum benefits for banking sectors. RBI has used many initiatives towards introducing and 

improvement safe and capable devices of payment systems in the country to face the necessities of 

the huge people. The leading features of hugs geographic expandable of the country and the largest 

network of branches of the Indian banking system need the logistics of accumulated and regular of 

paper instruments. The banking structure in the country has wherever in mind while developing 

the payment systems. They handled that is pre-paid systems, mobile banking, ATM-based, Point-of-

sale terminals and online transactions etc. Green Banking systems adopted all banking 

organizations can be successful at eco-friendly in go green polices. 
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Table 1 Growth of Green Banking Practices in India - Volume (Million) 

Years RTGS 
CCIL 

Operated 
Systems 

Paper 
Clearing 

Retail 
Electronic 
Clearing 

Cards 

Prepaid 
Payment 

Instruments 
(PPIs) 

Mobile 
Banking 

2012-13 - - - - - - - 

2013-14 18.37 13.27 -3.55 46.78 12.83 115.69 77.69 

2014-15 14.39 18.36 -4.58 65.63 16.69 117.8 81.52 

2015-16 5.99 2.97 -7.91 86.18 19.17 137.86 125.32 

2016-17 9.68 16.99 9.51 33.59 20.09 162.54 152.17 

 The volume of transactions made through RTGS has increased from 68.52 million in 2012-13 to 

107.85 million, and registered a growth rate of 9.68% in 2016-17. The volume of transactions made 

through CCIL operated systems has increased from 2.26 million in 2012-13 to 3.65 million, and 

registered a growth rate of 16.99% in 2016-17. The volume of transactions made through paper 

clearing has decreased from 1,307.8 million in 2012-13 to 1,206.69 million, and registered a growth 

rate of 9.51% in 2016-17. The volume of transactions made through retail electronic clearing has 

increased from 694.07 million in 2012-13 to 4,204.9 million, and registered a growth rate of 33.59% in 

2016-17. The volume of transactions made through debit & credit cards has increased from 6,398.4 

million in 2012-13 to 12,055.87 million, and registered a growth rate of 20.09% in 2016-17.The 

volume of transactions made through prepaid payment instruments has increased from 66.94 

million in 2012-13 to 1963.60 million, and registered a growth rate of 162.54% in 2016-17. The 

volume of transactions made through mobile banking has increased from 53.30 million in 2012-13 to 

976.85 million, and registered a growth rate of 152.17% in 2016-17.  

 
Table 2 Growth of Green Banking Practices in India - Volume (Million) 

Years RTGS 
CCIL Operated 

Systems 
Paper 

Clearing 
Retail Electronic 

Clearing 
Cards 

Prepaid  
Payment 

Instruments 
(PPIs) 

Mobile 
Banking 

2012-13 - - - - - - - 

2013-14 -11.83 19.76 -7.17 48.73 18.89 0.15 274.26 

2014-15 2.69 25.18 -8.14 37.86 14.7 168.99 361.82 

2015-16 11.43 7.36 -3.78 39.84 15.67 129.66 288.49 

2016-17 21.06 30.82 -1.52 44.62 2.78 70.97 225.82 

 The value of transactions made through RTGS has increased from 1,026,350.05 billion in 2012-13 

to 1,253,652.08 billion, and registered a growth rate of 21.06% in 2016-17. The value of transactions 

made through CCIL operated systems has increased from 501,598.49 billion in 2012-13 to 

1,056,173.36 billion, and registered a growth rate of 30.82% in 2016-17. The value of transactions 

made through paper clearing has decreased from 100,184.67 billion in 2012-13 to 80958.15 billion, 

and registered a growth rate of -1.52% in 2016-17. The value of transactions made through debit & 

credit cards has increased from 18,637.39 billion in 2012-13 to 30214 billion, and registered a growth 

rate of 44.62% in 2016-17. The value of transactions made through retail electronic clearing has 

increased from 31,881.1 billion in 2012-13 to 132,250.1 billion, and registered a growth rate of 2.78% 

in 2016-17. The value of transactions made through prepaid payment instruments has increased 

from 79.23 billion in 2012-13 to 835.30 billion and registered a growth rate of 70.97% in 2016-17. The 

value of transactions made through mobile banking has increased from 59.90 billion in 2012-13 to 

13,104.76 billion, and registered a growth rate of 225.82% in 2016-17.  
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Figure - 1:1 RTGS (Volume – Million) 

 

Figure – 1:2 RTGS (Value - Billion) 

 

 From the Figure – 1.1 and Figure – 1.2 it is clear that there is a gradual high use for Customer 

Transactions in RTGS.  

Figure - 2:1 CCIL Operated Systems 

(Volume – Million) 

 

Figure – 2:2 CCIL Operated Systems 

(Value - Billion) 

 

 From the Figure – 2.1 and Figure – 2.2 it is clear that there is a gradual high use for Forex 
Clearing in CCIL operated systems. 
Figure - 3:1 Paper Clearing (Volume – Million) 

 

Figure – 3:2 Paper Clearing (Value - Billion) 

 
 

 



National Level Conference On Contemporary Issues in Commercial Practices in India COMMET-2018 

  

 
pg. 50                          Ananda College, Devakottai 

 Figure - 4:1 Retail Electronic Clearing 

       (Volume – Million) 

 

 Figure – 4:2 Retail Electronic Clearing 

      (Value - Billion)  

 
 From the Figure – 4.1 and Figure – 4.2 it is clear that there is a gradual high use for EFT/NEFT 

in Retail electronic clearing. 

Figure - 5:1 Debit & Credit Cards 

(Volume – Million) 

 

Figure – 5:2 Debit & Credit Cards 

(Value - Billion) 

 

 From the Figure – 5.1 and Figure – 5.2 it is clear that there is a gradual high number of use for 

Debit Cards in Debit & Credit Cards. 

Figure - 6:1 Prepaid Payment Instruments 

(Volume – Million) 

 

Figure – 6:2 Prepaid Payment Instruments 

(Value - Billion) 

 

From the Figure – 6.1 and Figure – 6.2 it is clear that there is a gradual high use for M-Wallet in 

Prepaid Payment Instruments 

Mobile Banking 
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 Mobile banking is through money transactions in mobile device apps. That is possible for 

anytime & anywhere process is available to mobile app services. It has some transactions details of 

transfer services through in Short Message Service (SMS). 

     Figure - 7:1 Mobile Banking (Volume – Million)               Figure – 7:2 Mobile Banking (Value -  Billion) 

  
 From the Figure – 7.1 and Figure – 7.2 it is clear that there is a gradual high use in Mobile 

Banking. 

 Therefore, show that Tables and Figures to analysis; it is concluded that both the volume and 

the value of RTGs, CCIL Operated System, Retail Electronic Clearing, Debit & Credit Cards, Prepaid 

Payment Instruments and Mobile Banking have increased significantly during the study period 

from 2012-13 to 2016-17 (5years).Than Tables and Figures to analysis; it is concluded that both the 

volume and the value of Paper Clearing have decreased significantly during the period 2012-13 to 

2016-2017.  

 
Conclusion  

 Green banking is the most important for development banking activities of our country in India. 

The development of the Indian economy banking system and financial institution has to work more 

important role in maintaining the Ethical or sustainable development. Sustainability situation is also 

one of the scarcities in Indian banking sectors more formal frameworks and clear policies are 

required for reporting in a sustainable way. The adoption of Green Banking will enhance the image 

of the bank but also protects the environment and makes the overall growth sustainable. Green 

banking can be an avenue to reduce pollution and save the environment and use of proper handles 

the information technology devices through online websites and mobile apps etc. The future of 

green banking seems to be very promising in India as lots of green products and services are 

expected in the future. Green excellence awards and recognitions, Green rating agencies, Green 

investment funds, Green insurance and Green accounting and disclosure are some of the things that 

would be heard and seen in operation in the near future. Green banking practices creating 

awareness to the bank employees, customers, and consumers through video conference, contacting 

programmes, digital advertising, mailing devices and mobile SMS. Banks has to play a more 
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proactive role by passing the mandates, rules, regulations to tackle this critical issue of climate 

change and avoid the global warming for our world. 
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Abstract  

 A good higher education system is required for overall prosperity of a nation. A tremendous growth in the higher 
education sector had made the administration of higher education institutions complex. The purpose of the present paper is 
to examine the relationship between the use of information and communication technologies (ICT) and student 
performance in higher education. So far, economic research has failed to provide a clear consensus on the effect of ICT 
investments on student‟s achievement. Our paper aims to summarise the main findings of the literature and to give two 
complementary explanations. The first explanation focuses on the effects of ICT on standard explanatory factors. Since a 
student‟s performance is mainly explained by a student‟s characteristics, educational environment and teachers‟ 
characteristics, ICT may have an impact on these determinants and consequently the outcome of education. The differences 
observed in students‟ performance are thus more related to the differentiated impact of ICT on standard explanatory 
factors. The second hypothesis advocates that ICT uses need a change in the organisation of higher education. While ICT 
equipment and use rates are growing very fast in the European Union, the adoption of complementary organisational 
designs is very slow and differs from one institution to another. This may explain the observed differences in students‟ 
achievement. 
Keywords: ICT use, student performance, higher education institutions, organisational change 
 
Introduction 

 Change has been happening at an uneven pace in any growth-oriented industry, and the 

education sector is no exception. Rapid growth in the field of education has made governance in 

academic sector a very complex task. The 21st century has witnessed tremendous advancements in 

technology which has led to far-reaching developments in the administrative system. Cost-effective 

technology combined with the flexibility in learning and administrative activities is essential to 

enhance efficiency. 

 Computers can be used extensively for educational administration.During the last two decades 

higher education institutions have invested heavily in information and communication technologies 

(ICT). ICT has had a major impact in the university context, in organisation and in teaching and 

learning methods.  

 One puzzling question is the effective impact of these technologies on student achievement and 

on the returns of education. Many academic researchers have tried to answer this question at the 

theoretical and empirical levels. They have faced two main difficulties. On one hand, student 

performance is hard to observe and there is still confusion about its definition. On the other hand, 

ICT is evolving technologies and their effects are difficult to isolate from their environment.  

 There is no standard definition for student performance. The standard approach focuses on 

achievement and curricula, how students understand the courses and obtain their degrees or their 

marks. However, a more extensive definition deals with competencies, skills and attitudes learned 

through the education experience. The narrow definition allows the observation of the outcomes of 
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any change in higher education, while the more extensive definition needs a more complex strategy 

of observation and a focus on the labour market. The outcomes of education are mainly validated in 

the labour market.  

 The relationship between the use of ICT and student performance in higher education is not 

clear, and there are contradictory results in the literature. Earlier economic research has failed to 

provide a clear consensus concerning the effect on students‟ achievement.  

 Starting from this point, the aims of this paper are two-fold: first, we summarise the main 

findings of this extensive literature and second, we give two complementary explanations on the 

contradictory results. Our first explanation is that most of the literature has focused on direct effects 

of ICT while it is more appropriate to look at the indirect effects through the traditional channels. 

Since student performance is mainly explained by a student‟s characteristics, educational 

environment and teachers‟ characteristics, ICT may have an impact on these determinants and 

consequently the outcome of education. The differences observed in the performances of students 

are thus more related to the differentiated impact of ICT on the standard determinants.  

 The second explanatory hypothesis is that ICT needs a shift in organisation. While ICT 

equipment and use rates are growing very fast in the European Union, the adoption of 

complementary organisational designs is very slow anddiffers from one institution to another. This 

may explain the observed differences in students‟ achievement.  

 
ICT and Student‟s Performance: An Enormous Lack of Organisational Change  

 Looking at the link between ICT and student performance seems nowadays a misunderstanding 

of the role and nature of these technologies. In fact, since ICT is general purpose technology (GPT), 

it needs to be specified in order to meet the needs expressed by students and to be adapted to the 

local context and constraints (Antonelli, 2003; Ben Youssef, 2008). A variety of models of usages can 

be identified leading to the same outcome. ICT brings widened possibilities for the learning 

processes that are independent from place and space. ICT also allows more flexible (asynchronous) 

and more personalised learning. It offers new methods of delivering higher education. Taking 

advantage of these opportunities needs a profound change in the organisation of the higher 

education system.  

 Economic literature in the last decade has shown that technological change, on its own, does not 

lead to any change in economic performance. Among the most popular explanations of this paradox 

– huge investment in ICT without any economic performance – the complementarity thesis seems to 

be the most accepted nowadays (Greenan and Mairesse, 2004). Old methods need old educative 

technologies and new technologies need new organisational innovations. There is an agreement 

between researchers that the usage of ICT requires the usage of new organisationaldesigns and a 

shift in organisation. Higher education is not an exception and needs a huge organisational change.  

 Organisation is defined as the way decision-making units are structured within an institution 

(here universities or higher education institutions), the way the decision-making power and skills 

are distributed and the type of information and communication structures in place. Thus any 

change in the distribution of power, skills, and information or in the lines of communication 

constitutes an organisational change (Sah and Stiglitz, 1986). From an evolutionist perspective 

(Nelson and Winter, 1982) organisational change is a change in the routines of the universities.  
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The potential benefits, implications and challenges of introducing ICT into schools can be very 

different depending on the vision and the understanding of the nature of this change, as well as 

strategies for its management adopted by the leadership at the school level and beyond (UNESCO, 

2003). Hargreaves (1997) and Meighan (1997) argue that merging ICT and education requires 

organisational changes at the level of the whole system: in the direction of allowing more distance-

learning or even virtual schooling, thus changing the attitude towards time, place, curriculum and 

other connected attributes of the system. ICT has a profound impact in classrooms. It adds 

complexity to a non-linear system. This complexity needs a major change in organisation.  

Downes (2001) differentiates four levels of use of ICT in the classroom:  

 Level 1: ICT skills are added into the school programme through a separate ICT subject, while 

teacher practices in other subjects remain unchanged;  

 Level 2: ICT skills are integrated into teachers‟ daily work with some teachers‟ pedagogical 

practices and classroom behaviour remaining the same, while the practices of others change 

more radically;  

 Level 3: ICT is transformative at the classroom level as it changes content as well as pedagogy 

(what students learn as well as how they learn it); 

 Level 4: ICT is transformative at the system level leading to changes in the organisational and 

structural features of schooling.  

 Performance is then observed when the institutions reach the third or fourth levels.  

Most universities are currently working at level one and two, especially universities with scarce or 

few resources. The usage of computers in classrooms is more often based on the vision of the 

teacher and his or her beliefs about ICT. In some cases, when ICT is introduced without changes in 

organisation this may lead to a decrease in student performance and the outcomes of the education.  

 From our perspective, organisational change related to ICT and its link to students‟ performance 

need to focus on at least four basic principles. First, ICT is collaborative technology and needs to be 

used as such. Second, ICT allows the personalisation of education and personal services are a key 

element of ICT in education. Third, universities must be viewed as learning organisations. Fourth, 

the outcomes of education are changing through ICT and we need to focus more on competencies 

rather than curricula. 

A Shift to a More Collaborative and Less Individualist Model of Learning  

 Few economic studies have tried to examine this dimension in the higher education sector. 

Fullan (1999) mentions that reforms failed due to the problem of changes in collaborative culture 

among students and between students and teachers ICT is mainly collaborative and interactive. 

Improving the outcomes of the learning process needs a change in the way students interact. This is 

not a trivial dimension. Nowadays, several technologies allow co-writing and sharing resources 

(Wikis, blogs, etc.). The collaborative and co-operative dimensions of the learning process are 

fundamental and an organisational change is needed in order to explore this dimension. 

Collaboration is also one of the most highly-searched for skills in the job market. By enhancing the 

learning of this kind of skill, higher education provides the job market with better workers. 

ICT Allows Personalised Learning and Organisation Must follow this Trend  

 ICT is based on individual access, personal mobile phones, personal computers etc. as well as 

the new trend for personalisation of the Web. This implies that the needs and the competencies of 
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students are quiet different, and since ICT allows one-to-one learning, a more personalised learning 

may constitute the future trend of higher education. Better achievement of students is easier to 

obtain since the learning is personalised and customised. However, this implies a huge change in 

the format, in the organisation of the classrooms and in the competencies and availability of 

teachers. This may explain the differences observed in the impact of ICT on the performance of 

students. Wherever the introduction of ICT is associated with a personalised service for students, 

performance increases.  

Universities as a Learning Organisation 

 Hargreaves (1997) and Meighan (1997) argue that the potential impact of the implementation of 

ICT in higher education will not be observable without organisational changes at the level of the 

whole system. Universities must act as a learning organisation. ICT implies more interactions 

among all the actors. The institution is then developing collective learning by changing its rules and 

routines. But the main change is that innovation becomes the heart of the learning process. Teachers 

and students are exploring the new possibilities given by these technologies and constructing 

capabilities concerning learning through ICT. Building capabilities concerning ICT usage in 

education becomes a discriminatory element among universities. The attitudes toward time, place, 

curriculum and other connected attributes of the system on a systemic level are changing.  

The Outcomes of Higher Education are Changing  

 The impact of ICT on the learning process seems to be more important and requires more than 

looking only to curricula. Improved student outcomes are observed, with regard to: motivation, 

enjoying learning; self-esteem; ICT skills; collaborative skills; subject knowledge; information 

handling skills; meta-cognitive skills, etc. In European higher education institutions, while students 

and teachers seem to be using the new available technologies more and more intensively, 

organisational designs are changing slowly. The lack of a strategy regarding organisational change, 

as several studies have shown, leads to a weak impact of the use of ICT on student performance. 

Flexibility of Training  

 ICT is considered to exploit the flexibility of training. The rhythm of study, the allocation of time 

and the availability of teachers can allow better articulation between private life/ professional life 

(studies) as well as a better allocation of time between the various uses. This allows better student 

performance in pecuniary terms of profits and achievement. There is also the quality of the training. 

The teaching support, the availability of resources and the variety of training channels may change 

following the introduction of the ICT. This would make it possible for students to acquire e-skills 

and to develop them in the labour market (OECD, 2006). Some go as far as claiming that the use of 

innovative models of training permitted by the introduction of ICT could make it possible for the 

students to “carry out team work, to share knowledge and to decrease individualism in order to 

promote the authorized capital”. 

 
Conclusion  

 In this article, we have tried to summarise the main findings in economic literature concerning 

ICT usage andstudent achievement. ICT seems to have a profound impact on the process of learning 

in higher education by offering new possibilities for learners and teachers. These possibilities can 

have an impact on student performance and achievement. There are contradictory results in the 
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empirical literature in this field. Three different arguments can be given in order to explain this lack 

of empirical evidence. First, since ICT is a form of GPT and immature by nature, a long process of 

appropriation and exploration of their possibilities by higher education institutions is needed before 

observing any significant change. This has been the case in other economic sectors and it is also true 

in higher education. Second, we consider the lack of organisational change in higher education the 

main explanation. While universities have invested heavily in equipment, and at the same time 

students and teachers are using these technologies more and more, there has been little change on 

the organisational side. The adoption of complementary organisational innovations is a major factor 

in student performances and achievement. Third, returns of education using ICT are changing. 

Students are acquiring new skills and new competencies – more collaboration, team building, 

project management – closer to the needs in the job market and perhaps less performance on 

curricula. Observing the performance of students needs to deal more with these topics and less with 

knowledge of specific topic and curriculum 
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Abstract 

 The main aim of the banking sector is to earn profit by way of providing services to the customers. Bankers offer 
variety of interest bearing obligations to the customers. These are the important sources of funds for the banking 
institutions. Hence it is imperative to the banking sector to strengthen their own sources of fund. This paves the way for 
providing better customer services. In this backdrop, the present study is undertaken to assess the performance of selected 
urban co-operative banks mobilising funds from own sources.  
Key words: Urban Co-operative Banks, Share capital, Reserves and Deposits 
 
Introduction 

 The term Urban Co-operative Banks (UCBs), though not formally defined, refers to primary 

cooperative banks located in urban and semi-urban areas. UCBs, till 1996, were permitted to lend 

money only for non-agricultural purposes. This distinction does not hold today. These banks were 

traditionally centred around communities, localities work place groups. They essentially lent to 

small borrowers and businesses. Today, their scope of operations has widened considerably. These 

banks generally meet the needs of specific types or groups of members pertaining to a certain trade, 

profession, community or even locality.  

 Banks utilize its funds in suitable area and right sector. Banks cannot achieve its goals until and 

unless it mobilizes its deposits in right sectors and by performing different activities. Much kind of 

activities and other thing can origin for the purpose of receiving invest from the bank. But bank 

should separate the useful and profitable sector for mobilization its deposits.The entire process of 

mobilizing funds by the banks hinges on financial stability. Stability of the financial system is 

important to promote the mobilisation of savings and to facilitate the penetration of the sound 

financial system into the low and middle-income sections of the population. The fund mobilisation 

process by the banks is a necessary precondition for a steady and balanced economic and social 

development too. 

Objectives of the Study 

1. To study the trend performance of share capital of selected urban co-operative banks 

2. To assess the growth rate of reserves created by the UCBs considered for the study 

3. To analyse the deposit mobilisation made by UCBs  

 

Methodology 

 The term composite Thanjavur district comprises of three district viz., Thanjavur district, 

Nagapattinam district and Thiruvarur district. In each district one CUB is selected for the study, 
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thus making the total of Three CUBs. Hence, Kumbakonam Co-opertive Urban Bank in Thanjavur 

district, SirkazhiCo-operative Urban Bank in Nagapattinam district and Thiruvarur Co-operative 

Urban Bank in Thiruvarur district were purposively selected. The study is mainly based on 

secondary data. The required data were collected from the annual reports of selected CUBs for ten 

years from 2003 – 2004 to 2012 -2013. 

 
Results and Discussion 

 The major sources of funds for the selected cooperative urban banks in Kumbakonam, Sirkazhi 

and Tanjore are evaluated by trend and growth analysis. Table 1 is reported with trend analysis of 

major sources, comprises of share capital, reserves & surplus, deposits (fixed deposit, saving deposit 

and current deposit), in the selected cooperative urban banks.  

 As reported in the Table-1, there has been a significant increase in share capital of KCUB 

(Kumbakonam Cooperative Urban Bank) at compound rate of 1.14 per cent per annum and linear 

rate (rate of growth in absolute / actual value) of Rs.1.14 lakhs every year on the average between 

2003-04 and 2012=2013. The other component of share holders fund, reserves and surplus has also 

exhibited a significant increase at CAGR of 4.92 per cent (t = 5.74, p < 001) and LGR of Rupees 16.07 

lakhs (t = 6.68, p < 0.01) on an average every year to reach at Rs.417.12 lakhs in 2012-13 from 

Rs.248.12 lakhs in 2003-04. A positive and significance increase in total deposits is also observed. 

The deposits, Rs.1691.08 lakhs in 2003-04 has increased to Rs.2609.19 lakhs in 2012-13 at significant 

compound rate of 6.19 per cent and at increase of Rs.113.39 lakhs on an average every year.  

 From Table 2, which portrays the status of major sources of funds for SCUB (Sirkazhi 

Cooperative Urban Bank) between 2003-04 and 2012-13, a significant decline in share capital is 

observed during the period (CAGR = -2.70, t = -3.97, p < 0.01; & LGR = -1.86, t = -4.08, p < 0.01). At 

the same time, SCUB has experienced with a significant increase in reserves and surplus (CAGR = 

7.76, t = 15.07, p < 0.01; & LGR = 29.82, t = 11.87, p < 0.01) as well as in total deposits (CAGR = 8.74, t 

= 6.55, p < 0.01; & LGR = 272.62, t = 6.33, p < 0.01).  

 The results of trend and growth analysis of various components of fund sources for TCUB 

(Thiruvarur Cooperative Urban Bank) are portrayed in Table 3, As portrayed in the table, there has 

been positive and significant trend in major sources of funds from share capital (CAGR = 3.48, t = 

5.80, p < 0.01; & LGR = 4.71, t = 6.31, p < 0.01), reserves & surplus (CAGR = 8.69, t = 13.47, p < 0.01; 

& LGR = 63.26, t = 10.16, p < 0.01) and total deposits (CAGR = 6.44, t = 8.27, p < 0.01; & LGR = 

453.06, t = 8.02, p < 0.01) in TCUB.  

 The regional effect on major fund sources, such as share capital, reserves and surplus and 

deposit mobilization of cooperative urban banks under study is tested by comparing the mean fund 

sources across banks using one way ANOVA. The results of the analysis are shown in Table 4-1. In 

the Table-4, sum of squares and mean squares of the effect and error along with F value and Eta2 

produced by one way ANOVA from comparing mean share capital, reserves and surplus and 

deposits mobilization across three selected cooperative urban banks. The Eta2 shows the proportion 

of variance in the dependent (variable under comparison) accounted for by the group difference.  

As per the table, 91.38 per cent of the variation in the share capital across three selected cooperative 

urban banks (CUBs) is mainly accounted for by the regional differences. Further, the observed 

variation in the share capital across CUBs is significant statistically (F value = 143.06, p < 0.01). 
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 Regarding reserves and surplus, it is observed from the table that there is significant difference 

in it (F value = 27.66, p < 0.01) among banks across three regions. From Eta2, it is understood that 

67.20 per cent of the variation in reserves and surplus among cooperative urban banks is primarily 

due to regional differences. As far as the mobilization of deposits is concerned, a significant 

variation (F value = 79.35, p < 0.01) is found across three CUBs by regions. Also, 85.46 per cent of the 

variation in deposit mobilization among selected CUBs is attributed to the regional differences. In 

sum, it is found that the major sources of funds, such as share capital, reserves & surplus and 

deposits for cooperative urban banks is significantly related to area of establishment of the banks.  

 
Table 1 Trend in Major Sources Funds in KCUB between 2003-04 and 2012-13 (Rupees in Lakhs) 

Period 
Major Sources 

Share Capital Reserves Total Deposit 

2003-04 95.06 248.12 1691.08 

2004-05 97.66 290.67 1464.12 

2005-06 98.66 328.96 1383.49 

2006-07 96.05 361.00 1334.00 

2007-08 94.62 370.27 1489.23 

2008-09 92.64 386.69 1664.23 

2009-10 104.19 385.87 1877.85 

2010-11 104.29 384.68 2000.26 

2011-12 104.93 399.44 2257.84 

2012-13 104.62 417.12 2609.19 

Mean 99.27 357.28 1777.13 

SD 4.79 52.84 413.07 

CV 4.83 14.79 23.24 

CAGR 1.14* 4.92** 6.19** 

t-Value (2.85) (5.74) (4.14) 

LGR 1.14* 16.07** 113.39** 

t-Value (2.92) (6.68) (4.23) 

Figures in brackets are t-values; *Significant at 5% level; **Significant at 1% level. 

Table value @5% = 2.31 and @1% = 3.36  

 
Table 2 Trend in Major Sources of Funds in SUCB between 2003-04 and 2012-13 (Rupees in Lakhs) 

Period 
Major Sources 

Share Capital Reserves Total Deposit 

2003-04 76.04 268.19 2501.83 

2004-05 75.67 317.16 2408.70 

2005-06 75.13 323.87 2201.65 

2006-07 70.03 363.91 2226.02 

2007-08 66.19 363.70 2586.40 

2008-09 62.06 373.25 3139.25 

2009-10 60.16 420.52 3352.78 

2010-11 59.53 466.12 3693.74 

2011-12 59.09 518.49 4147.53 

2012-13 67.27 559.33 4881.32 

Mean 67.12 397.46 3113.92 

SD 6.85 92.81 904.11 
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CV 10.20 23.35 29.03 

CAGR -2.70** 7.76** 8.74** 

t-Value -(3.97) (15.07) (6.55) 

LGR -1.86** 29.82** 272.61** 

t-Value -(4.08) (11.87) (6.33) 

Figures in brackets are t-values; *Significant at 5% level; **Significant at 1% level. 

Table value @5% = 2.31 and @1% = 3.36  

 
Table 3 Trend in Major Sources of Funds in TCUB between 2003-04 and 2012-13 (Rupees in Lakhs) 

Period 
MAJOR SOURCES 

Share Capital Reserves Total Deposit 

2003-04 113.43 502.54 5830.30 

2004-05 121.59 584.96 5589.18 

2005-06 136.81 577.58 5792.31 

2006-07 142.70 669.72 5931.22 

2007-08 149.80 641.59 6953.33 

2008-09 152.81 727.96 8131.66 

2009-10 154.18 781.65 8266.97 

2010-11 156.36 900.94 8038.05 

2011-12 154.94 1050.53 8343.22 

2012-13 158.77 1073.64 9837.17 

Mean 144.14 751.11 7271.34 

SD 15.62 198.81 1454.59 

CV 10.83 26.47 20.00 

CAGR 3.48** 8.69** 6.44** 

t-Value (5.80) (13.47) (8.27) 

LGR 4.71** 63.26** 453.06** 

t-Value (6.31) (10.16) (8.02) 

Figures in brackets are t-values; *Significant at 5% level; **Significant at 1% level. 

Table value @5% = 2.31 and @1% = 3.36  

 
Table 4 Results of One-Way ANOVA Comparing Major Fund Sources among Selected 

Cooperative Banks by Region 

Sources of  
Variation 

Sum of Squares DF Mean Squares Eta2 F Value 

Share Capital 

Effect 29931.27 2 14965.63 0.9138 143.06** 

Error 2824.44 27 104.61   

Reserve and Surplus 

Effect 939294.48 2 469647.24 0.6720 27.66** 

Error 458370.75 27 16976.69   

Deposits 

Effect 164191712.56 2 82095856.28 0.8546 79.35** 

Error 27935000.26 27 1034629.64   

SS – Sum Square; MS – Mean Square; DF (Effect, Error) = 2, 77 

**Significant at 1% level 
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Conclusion  

 The position of fund sources in Kumbakonam, Sirkazhi and Tanjore Cooperative Urban Banks 

(CUBs) in Tamil Nadu during the years from 2003-04 to 2012-13 is analyzed .It is ascertained using 

trend and growth analysis. The difference in the sources of funds in CUBs across three regions is 

tested by one way ANOVA. It is concluded from the inferences of the results that major sources of 

fund such as share capital, reserves & surplus and total deposits have exhibited significant growth 

in Kumbakonam Cooperative Urban Bank (KCUB) and Thiruvarur Cooperative Urban Bank 

(TCUB). In SirkazhiCo-operative Urban Bank (SCUB), there has been notable growth in reserves & 

surplus and total deposits while share capital is faced with significant decline. Regional differences 

in all three fund sources are also indenfied. That is, share capital, reserves & surplus and total 

deposits in CUBs when averaged differ from one region to another region.  
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Abstract 

 The main purpose of this paper is to study the impact of emotional intelligence on Organizational performance with 
the mediating effect of Organizational Commitment and Job Satisfaction among the college faculty members. There are 
many issues which have come to light these days regarding the performance of college teachers due to their multiple roles 
at work. Emotional intelligence, Organizational Commitment and Job Satisfaction are few of them as all these three have a 
direct link with the Organizational performance of the College teachers working in Self Financing Institutions. If the 
faculty members know their own emotion and are able to manage them effectively, they can work more efficiently and be 
more productive to the organization. Employees will also recognize and appreciate others colleagues. Emotionally 
intelligent people are highly satisfied from their jobs. In this study the required primary data are collected from a sample of 
450 faculty members from 18 Self financing colleges in Karur District, which are obtained through well structured 
questionnaire and they are analyzed through suitable statistical tools. The result indicates that Emotional intelligence is 
positively correlated with the Organizational performance. It is found that Emotional Intelligence influences higher 
Organizational Commitment and affects the Job Satisfaction which enhances Organizational performance. 
Keywords: Emotional Intelligence, Organizational Commitment, Job Satisfaction & Organizational Performance  
 
Introduction  

 Interest in Emotional Intelligence has increased greatly over the last decade. Recently, 

increasing number of scholars has argued that Emotional Intelligence is a core variable that affects 

the performance of employees. Recent findings suggest that EI persons are better performers than 

their counterparts. Nowadays emotional intelligence is gaining attraction in the public and private 

sphere particularly since the relationship between emotional intelligence and effective 

Organizational performance has been clearer than ever. Emotional Intelligence is an indispensible 

factor liable for determining triumph in life and psychological health seems to play an essential part 

in shaping the contact between employees in their working environment. In the complicated 

environment of private and public organizations, change has to be managed in a careful manner. 

Managers benefit greatly from Emotional Intelligence in coping with such unpredictable situations 

in the work place. 

 In order for Self Financing Colleges to function properly and provide a high standard of 

education to students, it is important for them to identify the need for developing activities that 

improve emotional intelligence of teachers and equips them with the skills to deal with issues that 

require high emotional intelligence. Ultimately this will lead to the development of a stable and 

grounded society. The ability of a person to respond favorably to working under pressure is greatly 

improved through having high emotional intelligence. In light of this, it is necessary to conduct the 
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study on the impact of emotional intelligence on Organizational performance among the college 

faculty members. 

 
Literature Review 

 Emotional intelligence is a relatively growing field of research, essential for many areas such as 

business and management. Peter Salovey and John Mayer first proposed their theory of EI in 1990. 

The most broadly accepted definition of EI is that presented by Salovey and Mayer [3], the scholars 

who coined the term EI. According to Mayer and Salovey [3] EI is “the ability to perceive accurately, 

appraise, and express emotions; the ability to access and/or generate feelings when they facilitate 

thought; the ability to understand emotions and emotional knowledge; and the ability to regulate 

emotions to promote emotional and intellectual growth.” 

 
Measurement of Emotional Intelligence 

 Genos Model of Emotional Intelligence focuses upon the measurement of the frequency or 

typicality with which an individual may exhibit EI behaviours .Inventory The Genos EI self-report 

inventory consists of 70 items designed to measure the frequency with which an individual displays 

emotionally intelligent behaviours across seven dimensions. 

The names of the seven EI subscales are:  

 1) Emotional Self-Awareness 2) Emotional Expression 3) Emotional Awareness of Others  

4) Emotional Reasoning  5) Emotional Self-Management  6) Emotional Management of Others 

7) Emotional Self-Control 

 High Genos EI percentile scores represent individuals who engage in EI behaviours on a 

relatively frequent basis. In contrast, low Genos EI scores represent individuals who engage in 

emotionally intelligent behaviours relatively infrequently. 

 
Organizational Performance 

 “Performance” refers to the need for organizations to be efficient which are relevant to the 

needs of the stakeholders. To some organizations, this would indicate effectiveness and efficiency in 

the apportionment of assets and wealth. According to Lusthaus and Adrien (1998), organizational 

performance depends largely on three components which are Organizational Motivation, 

Environment and Organizational Capacity. “Organizational capacity” is the aptitude of an 

organization to utilize the resources effectively. 

 
About Emotional Intelligence 

 Sherlock (2002) reviewed the literature and suggested the incorporation of EI into the 

curriculum of international education. Based on Goleman‟s notion that EI can be taught and 

arguments and researches supporting the need for both intellectual and emotional development of 

students through education, the study recommended that values like open mindedness, inclusion, 

respect and tolerance can be developed by propagating the development of EI in students 

 
Emotional intelligence (EI) and Organizational performance 

 Abraham (2004) put forth five propositions based on the relationship between emotional 

intelligence competencies (self-control, resilience, social skills, conscientiousness, reliability, 
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integrity and motivation) and performance on the job. These propositions are based on the notion 

that weak relationship between EI and performance reported in the past literature is because it is 

some of the competencies rather than the overall EQ that predict performance. 

 
Problem Statement 

 The organizational Performance of college teachers is a significant area to be investigated in 

relation to emotional intelligence among the college teachers working in Self Financing colleges. The 

problem identified in this research is to study the influence of Emotional Intelligence on 

Organizational Performance, in which, it tries to identify the role of Job Satisfaction and 

Organizational Commitment on forming Organizational Performance among the teaching faculty 

working in self financing colleges. 

 
Significance of the Study 

 Emotional Intelligence, Organizational Commitment, Job Satisfaction and Organizational 

Performance are relatively understudied areas; there exist a lot of gaps in the research. Only few 

researchers have tried to explore link or relationship between these aspects among the College 

Teaching faculty. This study is an effort to fill those gaps by finding out the relationship of 

Emotional Intelligence, Organizational Commitment and Job Satisfaction and their impact on 

Organizational Performance of the teaching faculty working in Self Financing Colleges. This 

research is important because if it is able to prove a strong positive relationship between these 

factors, organizations can arrange training and development sessions or others measure to motivate, 

retain and enhance the performance of teaching faculty working in Self Financing Colleges. 

 
Objectives of the Study 

 Based on the literature review and the identification of the gaps, a comprehensive model has 

been built depicting how the Organizational Performance is influenced by Emotional Intelligence 

among the teaching faculty working in Self Financing Colleges. The specific objectives of this study 

are as follows:  

1. To evaluate the Impact of Emotional Intelligence on Organizational Performance. 

2. To identify the impact of Emotional Intelligence and Job Satisfaction on Organizational 

Performance. 

3. To examine the impact of Emotional Intelligence and Organizational Commitment on 

Organizational Performance. 

 
The Hypothetical Research Model 

 In this context a detailed investigation in the form of a systematic scientific study is required. In 

view of such concerns it is considered worthwhile to conduct the present study. 

 
Hypothesis 

 A Hypothesis is a statement/ assumption about the population. It is a conclusion which is 

tentatively drawn on logical basis .In order to achieve the objectives of the study following 

hypothesis are framed. However, we may need to make some additions later on.  

 



National Level Conference On Contemporary Issues in Commercial Practices in India COMMET-2018 

  

 
pg. 68                          Ananda College, Devakottai 

H1:  There is a significant and positive impact of Emotional Intelligence on Organizational 

Commitment. 

H2:  There is significant and positive impact of Emotional Intelligence on Job Satisfaction. 

H3:  There is significant and positive impact of Emotional Intelligence on Organizational 

Performance 

 
Research Methodology 

 The research methodology is a way to solve systematically the research problem formulated for 

the present study. It entails research design, scope of the study, sample size, sampling technique, 

instruments used, data collection methods and data analysis to be carried out to accomplish the 

research objectives. It lays the foundation based on which the research work will be realized. 

 
Research Design 

 The descriptive research design was adopted in this study.Descriptive Researchis a fact-finding 

investigation with adequate interpretation. It is the simplest type of research and is more specific.  

 
Population of the Study 

 The population for this study was 1360 teaching faculties working in self financing colleges in 

Karur District. It consists of 18 Self financing colleges among which there are 9 Arts & Science 

colleges and 9 Engineering Colleges 

 
Sample Size 

 In order to collect the data, a sample size of 450 teaching faculty working in Self Financing 

Colleges were taken for the study 

 
Sampling Method 

 Proportionate random sampling was adopted for the study. It is an approach in which the 

population of sampling units is divided into sub –groups or strata and a sample is selected 

separately per stratum. The sample size of each stratum in this technique is proportionate to the 

population size of the stratum 

 
Nature of Data 

 The Researchers depended heavily on primary data. The required data were collected from the 

teaching faculty working in Self Financing Colleges in Karur District through a Structured 

Questionnaire 

 
Survey Instrument 

 For the measurement, of the variables used in the study various research instruments have been 

critically examined by taking into concern the items, reliability, validity, availability and ease of use. 

Pre-testing of these instruments has been carried out and accordingly based on the feedback; 

modifications have been made in the wording of the statements to collect meaningful surveys from 

the respondents. Wording of some of the statements have been refined to create a better 

understanding among the respondents. The questionnaire was validated using the pilot data of 300 
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samples who were the teaching faculty working in Self financing colleges in Karur District. The 

questionnaire consist of 62 items. 

 

Tools Used 

 To examine the relationship between Emotional Intelligence, Organizational Commitment, Job 

Satisfaction and Organizational Performance, ANNOVA, Chi-square, Structural equation modeling 

will be used as statistical tools. According to the requirement other statistical tools may also be used.  

 
Scope and Limitations of the study: 

 The study has aimed at finding out the relationship between Emotional Intelligence and 

Organizational Performance among the teaching faculty working in Self Financing Colleges in 

Karur District. In this Study Genos Model of Emotional Intelligence was used to determine the 

Emotional Intelligence of college Staff working in Self Financing Colleges. 

 The results of the study cannot be generalized to rest of the colleges in Karur District. 

 There may be chance for bias in the information provided by the teaching faculty working in 

Self financing colleges in Karur District. 

 
Analysis and Results of Structural Equation Modeling 

ANNOVA Test 

 The level of Emotional Intelligence of the respondents may vary on the basis of Age. At what 

extent this variance exists was studied through analysis of variance (ANOVA). The Calculation of 

Analysis of variance are given in the following table 

Age N Mean Std. Deviation Std. Error Sum of Squares Mean Square F Sig. SNK 

Below 30 186 2.2886E2 43.86990 4.73061 6037.444 2012.481 .920 .432 All in same 

31 to 35 121 2.2164E2 47.99833 5.86393 

36 to 40 62 2.3970E2 29.78473 6.21055 

Above 40 81 2.2479E2 63.85716 13.03479 

Total 450 2.2720E2 46.75307 3.30594 

 The table shows that is no significant relationship exists between age and Emotional [Significant 

value greater than 5% (.432)] of the respondents. From the posthoc test clearly depicts that the 

Emotional Intelligence of teaching faculty in respect to age is not differed. From the mean value it is 

inferred the Emotional Intelligence of the teaching faculty belongs to all age groups is very low. The 

significant value of the above table is found to be 0.432 which is greater than 0.05. By this it is 

concluded that emotional intelligence of teaching faculty is not differed based on the age group and 

also from the mean values it is inferred that the emotional intelligence is very low for all the age 

groups. 

 
Chi-square Analysis: 

 Chi-square test was done to identify the association between Emotional Intelligence and 

Organizational Commitment. 
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Organizational  
Commitment 

Emotional Intelligence Total 

High Emotional 
Intelligent 

Medium 
Emotional 
Intelligent 

Low 
Emotional 
Intelligent 

Total 

High Organizational 
Commitment 

39 16 5 60 

Medium Organizational 
Commitment 

204 125 6 335 

Low Organizational 
Commitment 

13 32 10 55 

Total 256 173 21 450 

 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 76.784a 4 .000 

Likelihood Ratio 50.764 4 .000 

Linear-by-Linear Association 38.257 1 .000 

N of Valid Cases 450   

 

  
Value 

Asymp. Std. 

Errora 
Approx. Tb 

Approx. 

Sig. 

Interval by Interval Pearson's R .438 .063 6.865 .000c 

Ordinal by Ordinal Spearman Correlation .387 .064 5.909 .000c 

N of Valid Cases 450    

 The table reveals that since P value is less than 0.01, the null hypothesis is rejected and hence it 

is concluded that there is significant association between Emotional Intelligence and Organizational 

Commitment. From the above correlation analysis it is found that there is a Positive relationship 

between Emotional Intelligence and Organizational Commitment. 

 
SEM Analysis for Model Fit 

 Results of Goodness- of-Fit Test for Research Model have been displayed in the table 

MODEL Chi-square P RMR GFI AGFI IFI RMSEA 

IV-DV 2.710 .000 2.318 .997 .970 .997 .062 

 The above table highlights the results of various goodness of fit indices. The value of chi-square 

is 2.710, RMESA is 0.62, GFI is 0.997, AGFI is .970, IFI is .997 and RMR is 2.318. It can be seen that the 

values of indices RMR, GFI, IFI are fall within the desired limits for SEM analysis. This confirms that 

the available data set moderately fits into the proposed structural model. 

 
Conclusion  

 Results of the current study imply that emotional intelligence have direct influence on 

Organizational performance among the college faculty members. This research study revealed that 

EI contributes openly by the means of Emotional Self-Awareness, Emotional Expression, Emotional 

Awareness of Others, Emotional Reasoning, Emotional Self-Management, Emotional Management 

of Others, and Emotional Self-Control. The study clearly states that the impact of Emotional 

Intelligence on Organizational Performance is high when the faculties are satisfied with their job 

and also the impact of Emotional Intelligence on Organizational Performance is high when the 
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faculties are committed to their job. Employees must be able to predict how to respond in different 

situations, changes, events and effectively handle these reactions. Top management must positively 

resolve the conflicts and maintain and generate a sense of trust and cooperation.  
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Abstract 

 Micro, Small and Medium Enterprises (MSMEs) play very important role in economic and social development of a 
country. The MSMEs considered as engine of economic growth and as key instruments for promotion of equitable 
development. The MSMEs in India is highly heterogeneous in terms of their size of the enterprises, variety of production, 
service and technology. The MSMEs provides employment to over 80 million persons, 136 million units and more than 
6,000 products. It contributes about 8% to GDP, 45% to the total manufacturing output and 40% to the exports from the 
country. The MSME‟s Export has increased 5.65 times over the year. The Foreign Bank plays dynamic role in India. The 
growth of Foreign Bank credit to MSMEs, during the study periods has very impressive and it increased constantly over 
the year but while comparing the Foreign Bank credit with domestic Bank credit, the Foreign Bank offered smaller amount 
of credit to MSMEs.  
Keywords: Foreign Bank, Domestic Bank, Bank Credit, MSMEs, Export. 
 
Introduction  

 Micro Small and Medium Enterprises (MSMEs) are drivers of economic growth of any nations 

of the world. A healthy MSMEs sector contributes significantly to the economy economic growth 

through, creating more employment opportunities, generating higher production volumes, 

increasing exports and introducing innovation. MSMEs are considered as the first step towards 

development in economies towards industrialization. In India the MSMEs has emerged as the 

engine of economic growth. MSMEs occupy significant place and crucial role in providing large 

employment opportunities at comparatively lower capital cost than large industries. The MSMEs 

provides employment to over 80 million persons, 136 million units and more than 6,000 products. It 

contributes about 8% to GDP, 45% to the total manufacturing output and 40% to the exports from 

the country. Through widespread of MSMEs in rural and backward areas, it reduces the imbalance 

and assuring more equitable distribution of national income and wealth. The MSMEs are rightly 

called as complementary to large scale industry. Foreign Banks are those banks whose branch 

offices are in India but they are incorporated outside India, and have their head office in a foreign 

country. They have to operate their business by following all the rules and regulations laid down by 

the Reserve Bank of India. The Foreign Banks can operate in India only, if they have a sound 

financial status. Foreign Banks have operated in India since the 1860s. During the British Empire, 

the Kolkata was the most active trading port in India so it became a banking centre. The Comptoir 

d'Escompte de Paris set up a branch in Calcutta in the 1860 , later which was combined with three 
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other banks to from BNP Paribas and another in Bombay in 1862, continuing that, the branches in 

Madras and Pondicherry, then a French colony, was created. HSBC established itself in Bengal in 

1869. Among the Foreign Banks operating in India, HSBC is one of the oldest Bank having 

established a branch as early as 1853. Standard Chartered Bank has operated in India since 1858, 

while Citibank began operations in the country in 1902. They have to pay more attention to the 

priority sector by giving them a special place in bank lending. These banks are expected to follow all 

the banking regulations, just like any other domestic banks. Foreign Banks are also restricted by 

their home-countries root, in which they have different culture, language, supervisory and 

regulatory structure. This particularly explains the difficulty in gathering the soft information 

regarding small businesses to maintain relationship lending, which is very important in providing 

services to this client category. The other reason of why Foreign Banks are less likely to provide 

funds for small business is that they tend to have a wholesale orientation, while the nominal loan of 

small businesses in general is smaller than large corporation. 

 
Statement of Problems  

 Financing is essential input for every business organisation. It is like a life blood of business. 

The success of any business is depending up on providing adequate finance at right time. 

Regardless of its size of industry, it requires to expand their business operations, initiate new 

technology and to develop new products. In any country, MSMEs plays very big and important role 

in creating employment, building resilience in the economy to counter macroeconomic events, 

producing goods and services, and serving much larger population. Their roles become important 

in case of countries like India which are economies in transition from low income countries to 

middle income ones. However, when it comes to financing their businesses most of the MSMEs face 

number of obstacle. The financial world is lopsided against the MSMEs.5 It‟s easier for big 

businesses to get loan from banks and funding from public; it‟s easier for employees to get loan 

from banks; but it is extremely difficult for MSME's to get loans from Banks. 

 
Review of Liturature  

 Stijn Claessens, Ash Demirguc Kunt and Harry Huizinga (2001), in their article, they examine 

that, the extent and effect of Foreign Bank presence in domestic banking markets and investigate 

how net interest margins, overhead, taxes paid, and profitability differ between foreign and 

domestic banks. More over they find that Foreign Banks have higher profits than domestic banks in 

developing countries, but the opposite is the case for developed countries and also they indicate 

that, an increased presence of Foreign Banks is associated with a reduction in profitability and 

margins for domestic banks. 

 Rudra Sensarma (2006), in her article, she pointed out that, the efficiency of Indian banks and 

estimate a measure of productivity that includes an efficiency term. Moreover, she fined that, banks 

have improved their performance during the period 1986 to 2000 in terms of both efficiency and 

productivity. Surprisingly, Foreign Banks have been the worst performers throughout the period as 

compared with state owned and private domestic banks. 

 Thorsten Beck and Maria Soledad Martinez Praia (2010), in their article, they pointed out that, 

the Foreign Banks financed only a small amount of credit to the firm, especially profitable firms. 

http://www.sciencedirect.com/science/article/pii/S0264999306000411
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Moreover, they observed that, the decline in loans is greater among smaller firms, firms with fewer 

tangible assets, and firms affiliated with business groups. The drop in credit also appears to 

adversely affect the performance of smaller firms with greater dependence on external financing.  

 Amol Gajdhane (2012), in his article, he indicates that, the Foreign Banks too started to arrive, 

particularly in Calcutta, in the 1860s. The Comptoire d'Escompte de Paris opened a branch in 

Calcutta in 1860, and another in Bombay in 1862; branches in Madras and Pondicherry, then a 

French colony, followed. HSBC established itself in Bengal in 1869. Calcutta was the most active 

trading port in India, mainly due to the trade of the British Empire, and so became a banking centre. 

 Viverita , Arief W. Lubis , Yosman Bustaman , and Ririen S. Riyanti (2015) in their article, the 

Foreign Banks are also bounded by their home-countries root, in which they have different culture, 

language, supervisory and regulatory structure. This particularly explains the difficulty in gathering 

the “soft information “regarding small businesses to maintain relationship lending, which is very 

important in providing services to this client category. The other reason of why Foreign Banks are 

less likely to provide funds for small business is that they tend to have a wholesale orientation, 

while the nominal loan of small businesses in general is smaller than large corporation. 

 
Research GAP 

 The literature survey conducted could help to identify the research gap. Most of the studies 

which have been carried out previously could focus on origin of Foreign Bank and problem of 

Foreign Bank to offering Credit to MSMEs. They did not indicate accurate Foreign Bank Credit 

growth rate and domestic Bank Credit growth rate regarding MSMEs during the study period in 

India. Therefore the researcher has made an attempt to study accurate Foreign Bank Credit growth 

rate and Domestic Bank Credit growth rate regarding MSMEs in India. 

 
Need of the Study 

 India is expected to emerge as one of the leading economies in the world over the next decade in 

the light of a positive political and economic scenario. The MSMEs is expected to play a significant 

role in the emergence of the Indian economy. MSMEs can be the backbone for the existing and 

future high growth of businesses with both domestic and foreign companies investing in the „Make 

in India‟ initiative and make significant impact in the area of indigenisation. The new wave MSMEs 

should enable the development of a business eco system that enables continuously support of 

business that are gearing to deliver the right product, the right quality, the right solution and the 

right service at a competitive price, both in domestic and international markets. 

 
Objectives of the study 

 The following are the main objectives of the present study. 

1. To study the growth of Export by MSMEs in India 

2. To study the Credit to MSMEs by Foreign Bank in India 

 
Methodology 

 The present study is based on secondary data. This study is an analytical in nature. The data 

were collected from RBI Publications, MSMEs reports and journals. The relevant websites were also 

visited for collection of literature and data. Statistical tools like, mean, Standard Deviation (SD), 
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Covariance (CV) and Compound Annual Growth Rate (CAGR) were used for analysis of data. The 

study covers a period of 10 financial years from 2005-06 to 2014-15. 

 
Results and Discussion 

Table-1 Growth of Export by Msmes in India (Amount In Crore) (As On 31st March) 

Year Export  
Absolute Increase / 
Decrease of credit 

% of Increase / 
Decrease 

2005-06 150242 0  

2006-07 182538 32296 21.49599 

2007-08 202017 19479 10.6712 

2008-09 214387 12370 6.123247 

209-10 391159 176772 82.45463 

2010-11 507739 116580 29.80374 

2011-12 630105 122366 24.10018 

2012-13 697318 67213 10.66695 

2013-14 803941 106623 15.29044 

2014-15 849573 45632 5.676038 

Mean 462901.9 

SD 271225.2 

CAGR 18.92 

CV 0.58592 

Source: Performance of SSI sector, RBI, Various issues.  

 Table 1 - Indicated that the growth of Export by MSMEs in India. During the study period total 

Export has increased from  1,50,242 Crore on 31st March 2005-06 to  8,49,573 Crore on 31st March 

2014-15, because of India‟s export promotion strategy, which includes simplification of procedures, 

incentives for higher production of exports, preferential treatments to MSMEs in the market 

development fund, simplification of duty drawback rules, etc. More over Products of MSME 

exporters are displayed in international exhibitions free of cost under SIDO Umbrella abroad. As a 

upshot, the MSME‟s Export has increased 5.65 

times during the study period. The Mean and 

Standard Deviation values of the growth of 

MEMEs are 462901.9 and 271225.2. It is indicated 

that there is constant Growth in MSMEs Export. 

The CV and CAGR values of growth of MSMEs 

are 0.58592 and 18.92 per cent. More over it revel 

that the MSMEs contribute 40 per cent of total 

Export.             Figure -1 Export Growth of Msmes in India 

 
Table-2 Foreign Bank Credit to Msmes in India (Amount in Crore) (As on 31st March) 

Year Credit to MSMEs  
Absolute Increase / 
Decrease of credit 

% of Increase / 
Decrease 

2005-06 8430 0  

2006-07 11637 3207 38.04 

2007-08 15489 3852 33.10 

2008-09 18063 2574 16.62 
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2009-10 21069 3006 16.64 

2010-11 21535 466 2.21 

2011-12 21760 225 1.04 

2012-13 30020 8260 37.95 

2013-14 29491 -529 -1.76 

2014-15 30837 1346 4.56 

Mean 20833.1 

SD 7713.494 

CAGR 13.85 

CV 0.37025 

Source: MSME Annual Report 2015-2016  

 Table 2 - Indicted that, the growth of Foreign Bank credit to MSMEs in India. During the study 

period, total Foreign Bank credit has increased from  8,430 Crore on 31st March 2005-06 to  30,837 

Crore on 31st March 2014-15. It shows that, the Foreign Bank credit to MSME‟s has increased 3.66 

times during the study period. The Mean and Standard Deviation values of the growth of Foreign 

Bank Credit to MEMEs are 20833.1 and 7713.494. The 

CV and CAGR values of growth of MSMEs credit are 

0.37025 and 13.85 per cent. During the study period, 

while examining the foreign bank credit to MSMEs, it 

reveals that, the growth of foreign bank credit increased 

at degreased rate i.e., 38.04 % to 4.56 % and also whiles 

comparing the MSMEs credit of foreign Bank with 

domestic Bank, the foreign bank credit less then the 

domestic Bank credit, because the foreign banks have 

stopped to open the branches in India due to “higher 

risk” credit rating. As a result, they could not offer huge 

amount of credit like domestic Bank in India.  Figure -1 Growth of Foreign Bank Credit  

         to Msmes in India 

Conclusion 

 The Micro, Small and Medium Enterprises (MSMEs) are rightly called engine of economy 

growth of any country. In India, the MSMEs exports has increased impressively over the year. 

During the study period the MSMEs export has increased 5.65 times i.e. it increased from  1,50,242 

Crore on 31st March 2005-06 to  8,49,573 Crore on 31st March 2014-15. Foreign Bank play very 

important role in developing country like India. Foreign Banks can facilitate economic activity by 

providing financing, guarantees and other services to MSMEs. Access to adequate institutional 

funds is more important for not only the production but all the activities. After the set up Foreign 

Banks in India, the banking sector in India also become competitive. During the study period, total 

Indian public sector Bank credit has increased  82,434 in the year 205-6 to  7,01,571 in the year 

2014-15 and the Credit has increased at 8.51 times. The Private sector Bank offered  10,421 Crore in 

the year 2005-06 to  2, 32,171 in the year 2014-15 and the credit has increased 22.28 times. 

Scheduled Commercial Bank offered  1, 01,285 in the year 2005-06 to 2014-15 and which has 

increased 9.52 times. But the foreign Bank offered  8,430 Crore in the year 2005-06 to  30,837 Crore 

in 2014-15. In this period the Foreign Bank offered a total of  2, 08,331 credit to MSMEs and it 

shows that, it has increased only 3.66 times during this period. During the study period the home 
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country credit to MSMEs has increased tremendously, even Private sector Bank in domestic country 

has also offered approximately thee time more than Foreign Bank credit. As per this data it indicate 

that, the foreign Bank credit less then the domestic Bank credit, because due to” higher risk” credit 

rating the foreign Banks have stopped to open the branches in India. As a result, they could not offer 

huge amount of credit like domestic Bank in India. 
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Abstract 

 The new millennium has exposed the insurance sector to new challenges of competition and struggle for survival. The 
area of privatization, liberalization, deregulation and globalization has let loose a sense of urgency and neo – activism. The 
insurance services industry nationally and internationally is huge, growing and of critical significance to the health of 
economy as well as of individual businesses, investors, consumers and employees. The progress of Insurance business in 
any developing country like India is generally linked with the rapid industrialization and overall progress of the Country. 
In the emerging scenario, the insurance sector may pay attention to product innovation, appropriate pricing and speedy 
settlement of claims. 

 
Introduction 

 Life Insurance Corporation of India (LIC) is a monolithic company from last few decades.  

After the successful implementation of economic reforms in life insurance sector in India, LIC of 

India has made several positive efforts to triumph the hearts of the people. To achieve that LIC of 

India have adopted a number of new trends in marketing strategies for introducing innovative 

technologies. This study is an attempt to know about the recent trends followed by LIC of India in 

order to make their products available to each and every forthcoming customer in the life insurance 

market. The present research paper is a comprehensive study to know whether the implemented 

strategies have truly helped LIC of India in the changing trends of the society and will also suggest 

how these recent trends have helped LIC of India as a whole to manage the existing leading position 

in the life insurance market. The insurance sector in India has completed a full circle from an open 

competitive market to nationalization and then back to liberalized open market. LIC of India has 

been the bystander of the entire transformation from one phase to another. In 2000, when Insurance 

Regulatory and Development Authority (IRDA) was set up in India, 23 more private life insurance 

companies entered till date into the Indian market other than one already existing public life 

insurance operator LIC of India. 

 
Statement of the Problem 

 For a highly populated country like India unemployment is a chronic problem. People face as 

much competitors as much opportunities they face. The general mentality of Indian youth is low 

risk and safe gain. The Indian mind has been tuned in this way for a long period. Amidst from this 

less – ambitious middle class society there are some people who had, in their own effort, rose to the 

zenith. Entrepreneurs are highly ambitious people that they built their own business for them and 

achieve a good status in society. Every one wishes either to be an entrepreneur or a highly salaried 
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professional. But mere wishes without proper effort will bear no fruit. Such people are highly 

depressed when they couldn‟t succeed in a business or profession. LIC agency is a profession that is 

the last home for such people. They take an agency, work without interest and put the blame on the 

profession. Therefore, the aim of the researcher is to identify and analyze and the problem of the 

poor performing agents in the light of the marketing strategies of well performed agents. 

 
Review of literature 

 Shahi, Prarthana (2013) in her paper on “Recent Trends in the Marketing Strategies of LIC of 

India” reveals that the contribution of LIC to total industry in terms of life insurance offices has 

dipped down from 99.41 percent in the year 2001 to 30.94 percent in the year 2012. She further states 

regarding the marketing strategies adopted by LIC such as facilities to their existing employees, 

increasing the number of individual agents, introduced Life-Plus offices, increase in women 

employees, alternate channels, corporate communication and international joint venture. 

 Barik and Patra (2014) in their paper entitled on “Emerging Trends in Insurance- A Study in 

Indian Life Insurance Industry” find new trends such as hybrid distribution channel, regulatory 

trend, difficulty in designing marketing mix, online policy, claim management, customer servicing 

and FDI and growth. 

 
Objectives of the study 

 To analyze the strategies and sales promotion techniques used by the agents.. 

 To know about the recent trends in the marketing strategies adopted by LIC of India. 

 
LIC Agents 

 LIC markets its products through the traditional route, its agents. Agents are appointed by the 

Development Officers for the Corporation. Agents contact the general public and procure insurance 

business on behalf of LIC of India. The agents are the pillars and the face of LIC of India, as they are 

the persons who make the public know about LIC‟s schemes and offer services to the customers as 

and when required. They form a link between the customer and the Corporation and are 

responsible for building up an image of Corporation and growth. 

 
Duties of an agent 

 LIC by itself does not prescribe any duties to agents. However, from what the LIC expects from 

the agents, we can list out some of basic duties to be discharge by an agent. These duties have been 

identified and listed here by the researcher. 

 To procure a minimum business of sum assured on at least 12 different lives. 

 To serve the policyholders and fulfill their requirements. 

 
Payment of Commission to Agents  

 As the compensation and remuneration of the discharge of all his functions an agent shall be 
paid commission at the rates set up by LIC of India on the first year premiums and renewal 
premiums received during the continuance of his agency in respect of the completed business 
under his agency. 

 An agent shall, in addition to the commission payable as stated above, be entitled to bonus 
commission on first year premiums as provided by LIC of India. 
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 Apart from the above benefit, based on the new business performance and commission earned 

by the agents, they are being honored with various club memberships. The ranking of which is as 

follows: 

1. Chairman‟s Club member 

2. Zonal Manager‟s Club member 

3. Divisional Manager‟s Club member 

4. Branch Manager‟s Club member 

 These club agents are provided with additional benefits like interest free loans for purchase of 

vehicles, office equipment, stationary etc. 

 
Marketing strategies of LIC agents 

 Marketing Personnel are highly skilled persons that they wish to create a need for their product 

rather than mere fulfilling the need of the society. LIC agents are otherwise called „Dream – Sellers‟ 

as their products are absolutely abstract and nothing concrete. To sell such products one needs a lot 

of patience, endurance and commitment in duty. 

 This chapter deals with various strategies used by the agents. The strategies could be broadly 

classified into physical and personality strategies, psychological strategies and technical strategies. 

Necessary data were collected with the help of an interview schedule. The interview schedule 

consists of data regarding the selling techniques of the agent.  

 
Physical and Personality Strategies 

Physical Appearance 

 Attractive persons are liked much more than unattractive one and hence all agents make 

themselves appear attractive with good dressing sense and public behavior. 

 
Good Attitude  

 Persons with good attitude towards the society get friends easily. This helps in gaining 

consistent business. 

 
Multiple Skills and Interests 

 People with similar interests can get attracted to each other very soon. Agents improve their 

skills and interests in all possible worldly affairs like sports, religion, politics, arts etc. These skills 

attract the society towards them. 

 
Psychological Strategies 

Reciprocity (Taking more than you give) 

 According to this strategy, people generally feel obligated to do a favour, if they receive a 

favour from somebody. Agents wishing to influence others start by doing small and unrequested 

favour for them. This may be either like gifting calendars, diaries etc., or helping to get a loan or 

claim. Most persons who receive the favour feel obligated and in turn they provide with a new 

business. 

 
 

Foot in Door (Small Request First, Large Request Second) 
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 Agents while seeking a good business from a stern and unyielding prospect often start with a 

small or trival request. Once such one is granted, they proceed to large or more important ones.  

 
The door-in-the Face (Large Requests First, Small Request Second) 

 In this tactic, agents seeking compliance start by asking for a very big favour. The favour being 

very large is almost certain to be refused. After refusal, they shift it to a smaller request of favour 

which they really aimed at. 

 
Technical strategies 

 Agents study the customer‟s profile in deep and find the need of money at various stages. They 

suggest plans according to the need of the prospect either a single plan or a combination of plans. 

 
Technical Tools 

 Agents make use of latest technology to attract the prospects. The usage of Laptops in 

demonstrating a plan is more effective than mere paper presentation. An office with good 

infrastructure increases the trustworthiness of an agent. 

 
Analysis and Interpretation 

 The Primary data collected through structured questionnaire has been analyzed and 

summarized as follows: 

S.No Demographic factor 
Number of 

Respondents 
Percentage 

(%) 

1 

Gender 
Male 
Female 

 
52 
23 

 
69 
31 

2 

Age (in years) 

18 – 30 

30 – 40 
40 – 50 
50 – 60 
60 & above 

 
09 
27 
21 
14 
04 

 
12 
36 
28 
19 
05 

3 

Education Qualification 
SSLC 
HSC 
Graduate/Diploma 
Post Graduate 
Technical 

 
14 
06 
40 
13 
02 

 
19 
08 
53 
17 
03 

4 

Experience 

0 – 5 
5 – 10 
10 – 15 
20 & above 
15 – 20 

 
09 
28 
15 
08 
15 

 
12 
37 
20 
11 
20 

5 

Business achievements (on number of lives 
basis) 
0 – 500 
500– 1000 

 
 

33 
27 

 
 

44 
36 
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1000 – 1500 
1500 & above 

09 
06 

12 
08 

6 

Type of agents 

Full time agent 
Part time agent 

 
61 
14 

 

81 
19 

7 

Annual average of policies sold 

0 – 30 
30 – 60 
60 – 90 
90 & above 

 
07 
30 
24 
14 

 

09 
40 
32 
19 

8 

Expectation of training 

Agents expecting Training 
Agents not expecting Training 

 
67 
08 

 
89 
11 

9 

Area in which training is required 
Policy servicing 
Selling Techniques 
Product Knowledge 

 
24 
24 
27 

 
32 
32 
36 

10 

Office for agents 

Agents having Office 

Agents not having Office 

 
42 
33 

 
56 
44 

11 

Advertisement channels 

T.V. 
Sponsorships 
Banners and Posters 
websites 
Others 

 
14 
29 
16 
06 
10 

 
18 
40 
21 
08 
13 

12 

Presentation of products 
Verbal Communication 
Printed Pamphlets 
Pictorial Presentation 
Technical devices like Laptop 

 
36 
29 
04 
06 

 
48 
39 
05 
08 

13 

Ways of gaining knowledge about new policies 

Visit branch office regularly 
Internet 
Mobile network 
Development Officers 
Agents meetings 

 
 

25 
06 
08 
14 
22 

 
 

33 
08 
11 
19 
29 

14 

Reminding premium payment 

Agents not reminding Premium Payment 
Agents reminding Premium Payment 

 
75 
- 

 
100 

- 

15 

Types of compliments 
Calendar, Diary 

Greeting Cards 
Key Chain, Pen 
Rebate in Premium 
Others 

 
32 
17 
17 
- 

09 

 
43 
23 
22 
- 

12 

Source: Primary data 
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Correlation analysis 

 Correlative analysis deals with the association between two or more variables. 

 - Simpson & Kafka 

 The formula for calculating the co-efficient of correlation is  

 NΣfdxdy – Σfdx x Σfdy 

  r = -------------------------------------------------------- 

 √ NΣfdx2 – (NΣfdx)2  √ NΣfdy2 – (Σfdy)2 

 
Correlation between Experience of Agents and the Number of Policies Sold 

  The relationship between experience of the agents and their level of performance on policy sold 

are given below. 

 
Correlation between experience of agents and the number of policies sold 

Experience 

(in yrs) 

No. of Policies 

0 – 500 500 – 1000 1000 - 1500 1500 & above Total 

0 – 5 8 1 0 0 9 

5 – 10 14 14 0 0 28 

10 – 15 6 8 1 0 15 

15 – 20 4 2 1 1 8 

20 & above 1 2 7 5 15 

Total 33 27 9 6 75 

Source: Primary data 

 Test Statistics: r = 0.65. It reveals that the result of co-efficient of correlations (r) is 0.65. There is a 

Moderate positive correlation between experience and the number of policies sold by the agents. 

The result of correlative analysis is Moderate. Hence there is positive relationship between 

experience of the agents and their level of performance on policies sold.  

 
Findings 

 69 percent of the agents are Male and 31 percent of the agents are Female. 

 12 percent of the agents belong to the age group of 18 – 30, 36 percent of the agents are between 

30 – 40, 28 percent of the agents are between 40 – 50, 19 percent of the agents are between 50 – 

60, 5 percent of the agents are 60 and above. 

 19 percent of the agents are in SSLC level, 8 percent of the agents are in HSC level, 53 percent of 

the agents are in Graduate/Diploma level, 17 percent of the agents are in Post Graduates, 3 

percent of the agents are in Technical level. 

 12 percent of the agents have experience below 5 years, 37 percent of the agents between 5 - 10 

years, 20 percent of the agents between 10 - 15 years, and 11 percent of the agents between 15 - 

20 years. The remaining 20 percent of the agents have experience above 20 years. 

 44 percent of the agents have sold below 500 policies, 36 percent of the agents have sold 

between 500 – 1000 policies, 12 percent of the agents between 1000 - 1500 policies, the remaining 

8 percent of the agents have sold above 1500 policies. 

 81 percent of the agents are full time workers, 19 percent of the agents are part time workers. 
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 18 percent of the agents have responded that they advertise through Local TV Channels, 40 

percent of the agents have sponsorship 21 percent by banners and Posters, 8 percent of the 

agents have websites and 13percent through other Individual Ways. . 

 
Recommendations and Suggestions 

 It is observed by the researcher that more than 75 percentages of the agents are either graduate 

or post graduate or technically qualified persons. Only very few agents are with a qualification 

of SSLC or Higher Secondary. This discloses the fact that persons with higher qualifications 

perform well than those with lower qualifications. To understand a plan and its special features, 

to convey them to the prospects and to convince the prospect to take a policy, an agent needs 

good educational qualification and a better communicative skill. It is easy for a well qualified 

person than a person with lower qualification, to choose the right policy for the right person. 

Therefore it is advisable to change the norms of minimum educational qualification for the 

agents from the existing one to graduation.  

 It is ascertained from the study that majority of, even the well performed agents expect that the 

method of training given by the LIC to its agents is not effective. Therefore it is the right time to 

rationalize the content and the methods of training programs in the light of modern training 

techniques. If the training is effective, no doubt, the performance of the agents will also be in the 

upper level. 

 
Conclusion 

 The business performance of LIC of India mostly depends upon the sales performance of its 

agents. The LIC of India has huge number of agents to do its business on behalf of it. Some of the 

agents have entered this profession out of their own interest. Some others chose this field because of 

their inability to get opportunities in other fields. When an agent enters to this business, to end his 

unemployment problem without real interest, may not perform well. They always watch outside, to 

get an employment without real dedication in this agency. If most of the agents work without 

interest, LIC cannot receive the best from them. Therefore it is necessary to make the 

underperformed agents as well performers by giving them an exposure on the marketing strategies 

and working style of the well performed agents of LIC.  
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Abstract 

 Advancement in science and technology has brought about a revolutionary change in man‟s life. It reduced mortality 
rates and increased his life span but at the same time has given rise to a number of other ills. Increasing pollution levels 
especially in metros, stress and strain at work place, cut throat competition, taking its toll are the same of the harsh 
reliabilities. The central Government established a corporation to be known as the „Employees‟ State Insurance 
Corporation is the premier social security organization in the country. It is the highest policy making and decision taking 
authority under the ESI Act and oversees the functioning of the ESI Scheme under the ESI Act 1948. . The present paper 
deals the schemes and services, its business performance and the development of ESI Sector. 
Keywords: Insurance, recent Development, ESI- Employees‟ State Insurance. 
 
Introduction 

 Advancement in science and technology has brought about a revolutionary change in man‟s life. 

It reduced mortality rates and increased his life span but at the same time has given rise to a number 

of other ills. Increasing pollution levels especially in metros, stress and strain at work place, cut 

throat competition, taking its toll are the same of the harsh reliabilities. An individual going to his 

place of work has to spend long hours in queues , inhaling the vehicular emissions of poisonous 

carbon monoxide gases affecting his health in long run , besides accidents on roads are a common 

feature. In such instances, timely affordable medical help in the need of the hour. In such 

circumstances, the only solution available for you is health insurance. The drive for security is one 

of the basic motivating forces determining the human attitudes. Out of the search for security, 

insurance was born. 

 Employers in both the public and private sector offer employer – based insurance schemes 

through their own employer – managed facilities by way of lump sum payments, reimbursement of 

employee‟s health expenditure for outpatient care and hospitalization, fixed medical allowance, 

monthly or annual irrespective of actual expenses or covering them under the group health 

insurance policy.The promulgation of Employees‟ State Insurance Act, 1948 (ESI Act), by the 

parliament was the first major legislation on social security for workers in Independent India.The 

ESI Scheme is based on the principle of „Pooling of risks and resources‟ in which every contributor, 

at any given point of time emerges as a beneficiary or a benefactor and society at large is the net 

gainer. Employees, employers, State Governments and the corporation are the major stake holders 

in the system of organized and coordinated effort providing social protection to benefactors. 

 This Scheme provides protection to employees against loss of wages due to inability to work 

due to sickness, maternity, disability and death due to employment injury. It offers medical and 

cash benefits, preventive and promotive care and health education. Medical care and health and 

their family members without fee for service. Risk is the basis of insurance. Any risk bearing object 
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needs to be insured so as to cover its unexpected losses caused by uncertain events. Education plays 

an important role in shopping the society to create a wealthy and healthy society. There is a need to 

study the benefits and services offered by ESI. 

 
Objectives 

1. The present concept of ESI.  

2. To highlight various schemes and benefits available to ESI subscribers. 

3. To present the performance of ESI subscribers the period 2015-2017. 

 
Methodology  

 The data collected from the secondary sources .the data collected from ESI, related journals and 

books. The secondary data was collected from the annual reports of ESI, Books, Magazines and the 

related web sites. 

 
Benefits to Employees 

 The social security convention No: 102, of the international labor conference on 28.5.1952, 

defined nine branches of social security benefits for the welfare of labor class. In India, as a follow 

up measure for protection of workers in times of physical and economic distress, the Employees‟ 

State Insurance Corporation has already adopted and extended five major benefits to the insured 

workers. 

1. Medical benefits - for self and family 

2. Sickness benefits - for self 

3. Maternity benefit – for self 

4. Disablement benefit –  

a) Temporary disablement benefits – for self 

b) Permanent disablement benefits - for self 

5. Dependent‟s benefits – for dependents in case of death of workers due to employment injury. 

 It is known fact that there is no significant and systematic study on the attitude towards ESI 

benefits and services of college employees in Madurai Districts. Hence, it is necessary to undertake 

the study. 

 
The Section 46 of the Act Envisages following Six Social Security Benefits 

Medical Benefit  

 Full medical care is provided to an Insured person and his family members from the day he 

enters insurable employment. There is no ceiling on expenditure on the treatment of an Insured 

Person or his family member. Medical care is also provided to retired and permanently disabled 

insured persons and their spouses on payment of a token annual premium of Rs.120/- . 

 
Sickness Benefit (SB)  

 Sickness Benefit in the form of cash compensation at the rate of 70 per cent of wages is payable 

to insured workers during the periods of certified sickness for a maximum of 91 days in a year. In 

order to qualify for sickness benefit the insured worker is required to contribute for 78 days in a 

contribution period of 6 months 

http://www.esic.nic.in/medical-benefit
http://www.esic.nic.in/sickness-benefits
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Extended Sickness Benefit (ESB) 

 SB extendable upto two years in the case of 34 malignant and long-term diseases at an enhanced 

rate of 80 per cent of wages. 

 
Enhanced Sickness Benefit  

 Enhanced Sickness Benefit equal to full wage is payable to insured persons undergoing 

sterilization for 7 days/14 days for male and female workers respectively. 

 
Maternity Benefit (MB) 

 Maternity Benefit for confinement/pregnancy is payable for Twenty Six (26) weeks, which is 

extendable by further one month on medical advice at the rate of full wage subject to contribution 

for 70 days in the preceding Two Contribution Periods. 

 
Disablement Benefit 

Temporary Disablement Benefits (TDB) 

 From day one of entering insurable employment & irrespective of having paid any contribution 

in case of employment injury Temporary Disablement Benefit at the rate of 90% of wage is payable 

so long as disability continues. 

Permanent Disablement Benefits (PDB) 

The benefit is paid at the rate of 90% of wage in the form of monthly payment depending upon the 

extent of loss of earning Capac(e)  

Dependents Benefit (DB) 

 DB paid at the rate of 90% of wage in the form of monthly payment to the dependents of a 

deceased Insured person in cases where death occurs due to employment injury or occupational 

hazards. 

 
Other Benefits 
 Funeral Expenses: An amount of Rs.10, 000/- is payable to the dependents or to the person who 

performs last rites from day one of entering insurable employment. Confinement Expenses:  

An Insured Women or an I.P.in respect of his wife in case confinement occurs at a place where 

necessary medical facilities under ESI Scheme are not available. 

 
In addition, the scheme also provides some other need based benefits to insured workers.  

Vocational Rehabilitation 

 To permanently disabled Insured Person for undergoing VR Training at VRS. 

Physical Rehabilitation 

 In case of physical disablement due to employment injury. 

Old Age Medical Care 

 For Insured Person retiring on attaining the age of superannuation or under VRS/ERS and 

person having to leave service due to permanent disability insured person & spouse on payment of 

Rs. 120/- per annum. 

 

 

 

http://www.esic.nic.in/extended-sickness-benefit
http://www.esic.nic.in/enhanced-sickness-benefits
http://www.esic.nic.in/maternity-benefits
http://www.esic.nic.in/temporary-disablement-benefit
http://www.esic.nic.in/permanent-disablement-benefit
http://www.esic.nic.in/dependants-benefit
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Concepts of ESI 

 This fund is managed by the Employees' State Insurance Corporation (ESIC) according to rules 

and regulations stipulated there in the ESI Act 1948. ESIC is an autonomous corporation by a 

statutory creation under Ministry of Labour and Employment, Government of India. 

 
Esic Scheme 

 ESIC Scheme was inaugurated in Kanpur on 24th February 1952 (ESIC Day) by then Prime 

Minister PanditJawaharLal Nehru. The venue was the BrijenderSwarup Park, Kanpur and Panditji 

addressed a 70,000 strong gathering in Hindi in the presence of Pt. GobindBallabh Pant, Chief 

Minister Uttar Pradesh, BabuJagjivan Ram, Union Labour Minister, Raj KumariAmritKaur, Union 

Health Minister, Sh.ChandrabhanGupt, Union Food Minister and Dr.C.L.Katial, the first Director 

General of ESIC.ESIC scheme was simultaneously launched at Delhi as well and the initial coverage 

for both the centers was 1, 20,000 employees. Our first Prime Minister was the first honorary insured 

person of the Scheme. 

 The promulgation of Employees' State Insurance Act, 1948 (ESI Act), by the Parliament was the 

first major legislation on social Security for workers in independent India. It was a time when the 

industry was still in a nascent stage and the country was heavily dependent on an assortment of 

imported goods from the developed or fast developing countries. 

 In the beginning, the ESI Scheme was implemented at just two industrial centers in the country 

in 1952, namely Kanpur and Delhi. There was no looking back since then in terms of its geographic 

reach and demographic coverage. Keeping pace with the process of industrialization, the Scheme 

today, stands implemented at over 843 centres in 33 States and Union Territories. The Act now 

applies to over 7.83 lakhs factories and establishments across the country, benefiting about 2.13 

crores insured persons/ family units. As of now, the total beneficiary stands at over 8.28 crores. 

 The Employees‟ State Insurance is an integrated measure of Social Insurance embodied in the 

Employees' State Insurance Act and it is designed to accomplish the task of protecting 'employees' 

as defined in the Employees' State Insurance Act, 1948 against the impact of incidences of sickness, 

maternity, disablement and death due to employment injury and to provide medical care to insured 

persons and their families. 

 The ESI Scheme applies to factories and other establishment's viz. Road Transport, Hotels, 

Restaurants, Cinemas, Newspaper, Shops, and Educational/Medical Institutions wherein 10 or 

more persons are employed. However, in some States threshold limit for coverage of establishments 

is still 20. Employees of the aforesaid categories of factories and establishments, drawing wages 

upto Rs.15, 000/- a month, are entitled to social security cover under the ESI Act. ESI Corporation 

has also decided to enhance wage ceiling for coverage of employees under the ESI Act from Rs.15, 

000/- to Rs.21, 000/-. 

 ESI Corporation has extended the benefits of the ESI Scheme to the workers deployed on the 

construction sites located in the implemented areas under ESI Scheme w.e.f. 1st August, 2015.The 

ESI Scheme is financed by contributions from employers and employees. The rate of contribution by 

employer is 4.75% of the wages payable to employees. The employees' contribution is at the rate of 

1.75% of the wages payable to an employee. Employees, earning less than Rs. 137/- a day as daily 

wages, are exempted from payment of their share of contribution. 

http://esic.nic.in/esi_act.php#_blank
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Annual Report 2015-16 Esic at A Glance 2015-2016 

Particulars [1] As on Variation[2] 31.03.2015 31.03.2016 [3] During 2015-16 [4] 

State/Union Territories covered 

No. of Centres 

No. of Employees 

No. of Insured persons/family units 

No. of Insured women 

Total Beneficiaries 

No. of Employers covered 

Coverable Employees in Non-

Implemented areas 

Branch Offices/Pay Offices 

Inspection Offices 

ESI Hospitals 

ESI Annexes 

31 

830 

17954970 

20343800 

3360697 

78933944 

723756 

 

1340383 

627/185 

428 

151 

42 

33 

843 

18921250 

21361880 

3786827 

82884094 

783786 

 

3023999 

628/185 

360 

151 

42 

2 

13 

966280 

1018080 

426130 

3950150 

60030 

 

1683616 

1/0 

68 

0 

0 

ESI Dispensaries/ISM units 

Insurance Medical Officers 

Insurance Medical Practitioners 

1459/188 

7874 

954 

1467/159 

7898 

948 

8/-29 

24 

-6 

Expenditrure ( In Crores)    

Expenditure on Cash Benefit Payments 

Expenditure on Medical Benefit 

Administrative Expenses 

681.96 

5714.34 

1210.42 

703.98 

6112.97 

1390.63 

22.02 

398.63 

180.2 

Income and Out-Go ( in Crores)    

Revenue Income 

Revenue Expenditure 

13588.58 

7713.58 

14372.22 

7874.75 

783.64 

161.17 

 
Annual Report 2016-17 Esic at A Glance 2016-2017 

Particulars [1] As on Variation [2] 31.03.2016 31.03.2017 [3] During 2016-17 [4] 

State/Union Territories covered 

No. of Employees 

No. of Insured Persons/ Family Units 

No. of Insured Women 

Total Beneficiaries 

No. of Employers covered 

Branch Offices/Pay Offices 

Inspection Offices 

ESI Hospitals 

ESI Annexes 

33 

18921250 

21361880 

3786827 

82884094 

783786 

628/185 

360 

151 

42 

33 

29321060 

31962910 

4089773 

124016091 

898138 

630/185 

401 

151 

42 

0 

10399810 

10601030 

302946 

41131997 

114352 

02/0 

41 

0 

0 

ESI Dispensaries/ISM units 

Insurance Medical Officers 

Insurance Medical Practitioners 

1467/159 

7898 

948 

1489/174 

7828 

950 

22/15 

70 

2 

Expenditrure ( In Crores)    
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Expenditre on Cash Benefit Payments 

Expenditure on Medical Benefit 

Administrative Expenses 

703.98 6112.97 

1390.63 

1517.93 

6256.57 

1732.04 

813.95 

143.60 

341.41 

Income and Out-Go ( in Crores)    

Revenue Income 14372.22 16852.38 2480.16 

Revenue Expenditure 7874.75 9727.71 

1852.96 

14372.22 

7874.75 

16852.38 

9727.71 

2480.16 

1852.96 

 
Table: 1 Details of performance of ESI 

S.NO Particulars Period 2015-16 Period 2016-17 

1. State/Union Territories covered 2 0 

2. No.of insured women 426130 302946 

3, ESI Hospitals 0 0 

4. Expenditure on cash benefit payments 22.02 813.95 

5. Expenditure on Medical benefit 398.63 143.60 

6. Revenue income 783.64 2480.16 

7. Revenue Expenditure 161.17 1852.96 

Source: ESI Annual Reports 

 The above table 1 Details of performance of ESI has analyzed during the years 2015-16 and 2016-

17, there is no further covered areas in any states of the country. The number of insured women has 

positively decreased from 426130 to 302946.the ESI Hospitals has been retained without any 

changes. The Expenditure on Cash benefits payments has increased from 22.02 crores in the year 

2015 and 813.95 crores in the year 2016-17.Expenditure on Medical benefits are decreased from 

398.63 crores to 143.60 as compared during the year 2015-16 to 2016-17. Revenue income has been 

elaborately increased from 783.64 crores in the year 2015-16 to 2480.16 in the year 2016-

17.Similarlyrevenue expenditure also increased 161.17 crores to 1852.96 crores during the year 2015-

16 and 2016-17.  

 
Recent Improvement 

1. Facilitating coverage of smaller factories employing 10 or more persons. 
2. Enhancing age limit of dependent children for eligibility to dependents benefit  
6. From 18 years to 25 years. 
3. Extending medical benefit to dependent minor brother/sister in case of IPs not having own  
7. family and whose parents are also not alive. 
4. Treating commuting accidents as employment injury. 
5. Streamlining the procedure for grant of exemptions. 
6. Opening of medical/paramedical/dental/nursing colleges to improve quality of medical care. 
7. Providing an appellate Authority with in the Corporation against assessment to avoid 

unnecessary litigation. 
8. Reducing duration of notice period of extension of the Act to new classes of establishments from 

six months to one month. 
9. Empowering State governments to set up autonomous Corporations for administering medical 

benefit in the States for bringing autonomy and efficiency in the working. 
10. Insurance inspectors will be known as Social Security Officers. 
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Conclusion  

 Nowadays ESI is gaining increasing importance. They are performing well in insurance sector. 

More people are becoming policy holders of various schemes. In India enhancement of ESI sector 

will helpful for enhancing economic development and economic growth of our country. 
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Abstract 

 Consumer behavior is centre of the modern marketing, understanding his behaviour is quite essential for efficient and 
effective marketing management. Customers may state their needs, wants but act otherwise. They may not be in touch 
with their deeper motivations. India‟s consumer market is riding the crest of the country‟s economic boom. Driven by a 
young population with access to disposable incomes and easy finance options, the consumer market has been throwing up 
staggering figures. Marketing problem enhancing from the consumers behaviour has a greater degree of similarity 
behavioral problems relating to the consumer durables. Use of durable goods is becoming increasingly popular in recent 
years in India. The introduction of different types of durables has also brought out many significant changes in the tastes 
and preferences of ultimate consumers in recent years. 
Keywords: Consumer behaviour, Durable goods, Non-durable goods 

 
Introduction  

 In India there are various resources and people are more prone to use variety of products for 

their consumption. The process of consumption in the post liberalized era has started dominating 

the consumer community. There are numerous products are available in the market for the 

consumption and this situation has created for consumers. The multiple products with similar 

utility have created a competitive situation in the market. People at one side are unable to decide 

what to buy and on the other side they remain faithful to some products in particular. Thus, 

consumer behavior is one of the significant areas to be studied. The globalization and liberalization 

operation of businesses have given an opportunity to the customers/ consumers to select one out of 

various similar products available in the market. The global trend in the market have affected the 

consumer's behavior to a great extent, whether it is a case of seller operating in international, 

regional, local level or a case of consumers involved in purchasing consumable / industrial 

products. Due to globalization of business and liberalized policies of the government the auto 

industry has witnessed a major selling prospect. Many multinational companies have entered to 

fray, turning the market place into a virtual battlefield.  

 
Consumer  

 An individual who buys products or services for personal use and not for manufacture or resale 

A consumer is someone who can make the decision whether or not to purchase an item at the store, 

and someone who can be influenced by marketing and advertisements. Any time someone goes to a 
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store and purchases a toy, shirt, beverage, or anything else, they are making that decision as a 

consumer. 

Consumer Behaviour -Meaning  

 Consumer behaviour is a decision process and physical activity individuals engage in when 

evaluating, acquiring, using or disposing of goods and services . Consumer behaviour reflects the 

totality of consumers decisions with respect to the acquisition, consumption and disposition off 

goods, services, time and ideas by (human) decision making units. 

Consumer behaviour - Definition 

 The American Marketing Association (AMA) defines consumer behaviour as “The dynamic 

interaction of cognition, behaviour and environmental events by which human beings conduct the 

exchange aspect of their lives.” 

Durable goods & Non-durable goods 

 Consumer goods are many times separated into two categories (i.e) durables and non-durables.  

 Durable goods are a category of consumer products that do not need to be purchased 

frequently because they are made to last for a long time (usually lasting for three years or more). 

They are also called consumer durables or durables. Consumer durable goods include automobiles, 

books, household goods (home appliances, consumer electronics, furniture, tools, etc.), sports 

equipment, jewelry, medical equipment, firearms, and toys.  

 Non-durable goods are products consumers purchase with the plan to use for a short period of 

time. Also referred to as consumable goods, most non-durable goods are expected to be consumed 

or used in three years or less. Because of this basic characteristic, non-durable goods can be a wide 

variety of products. Non -durable goods include fast-moving consumer goods such as cosmetics 

and cleaning products, food, condiments, fuel, beer, cigarettes and tobacco, medication, office 

supplies, packaging and containers, paper and paper products, personal products, rubber, plastics, 

textiles, clothing, and footwear. 

Statement of the Problem 

 The marketers have to play a key role in attracting the potential buyers in favor of their 

products. The buying decision varies as per the information available with the women consumer 

before buying a particular product. Information available through Internet with the help of cable TV 

has created a new dimension in making decision before the buying any product. Thus, the decision 

of buyers depends a lot on the information available with the buyers. All the purchases made by a 

family follow a certain decision making process. 

Objectives of the Study 

1. To study the socio-economic profile of the selected respondents.  

2. To identify the problem faced by the consumer while purchasing.  

Methodology  

 The data for the purpose of the present study have been collected through primary and 

Secondary data.  

 Primary data Primary data has been collected through structured questionnaire from 50 
respondents in Madurai District.  

 Secondary data Secondary data include published data such as data from Books, journals, 
periodicals, Reports, etc. 
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Analysis of Consumer Behaviour 

 In Madurai District there are 50 consumers were taken for this study by adopting convenient 

sampling method. The demographic factors of consumers include variables such as age, gender, 

marital status, educational qualification, occupation, type of family, number of member, monthly 

income and Problems while purchase. It is presented in table 1.1. 

Table 1: Personal Profiles 

S.No Particulars 
No. of. 

Respondents 
Percentage 

1 Age 

Up to 20 years 25 50 

20-30 years 10 20 

Above 30 years 15 30 

Total 50 100 

2 Gender 
Male 10 20 

Female 40 80 
Total 50 100 

3 Marital Status 
Married 20 40 

Unmarried 30 60 
Total 50 100 

4 
Educational 

Qualification 

Up to School level 10 20 

Under graduate 30 60 

Diploma 10 20 
Total 50 100 

5 Occupation 

Student 15 30 

Employer 20 40 

Business 15 30 
Total 50 100 

4 Type of Family 
Joint family 40 80 

Nuclear family 10 20 
Total 50 100 

5 Number of Members 

Up to 3 members 10 20 

3-6 members 25 50 

6 and above 15 30 
Total 50 100 

6 Monthly Income (Rs.) 

Up to Rs.15000 10 20 

Rs.15001 - Rs. 20000 25 50 

Above Rs. 20000 15 30 
Total 50 100 

7 
Problems While 

Purchase 

Non-availability of the expected 
products 

5 10 

After sales service 14 28 

Lower quality of the products 15 30 

More time consumption 5 10 

Defective products 6 12 

Guarantee given by sellers 5 10 
Total 50 100 

Sources: Primary data 

 Table 1.1 clearly explain that majority of the respondents (50%) are belonging to the age group 

up to 20 years, most of the consumers (80%) are female, majority of the consumers (60%) are 

unmarried, most of the consumers (60%) are under graduates. Majority of the women consumers 

(40%) are employed in both public and private sector, majority of the consumers (80%) are in joint 

family, most of the consumers (50%) family having 3-6 members and majority of the consumers 
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(50%) monthly income between Rs.15001 – Rs.20000. Most of the consumers (30%) are given 

problem while purchase only lower quality products. 

Findings of the Study 

The various findings of the study are given in the followings  

 Majority of the respondents (50%) are belonging to the age group up to 20 years,  

 Most of the consumers (80 %) are female,  

 Majority of the consumers (60%) are single,  

 Most of the consumers (60%) are under graduates.  

 Majority of the consumers (40%) are employed in both public and private sector.  

 Majority of the consumers (80%) are in joint family.  

 Most of the consumers (50%) family having 3-6 members and  

 Majority of the consumers (50%) monthly income between Rs.15001 – Rs.20000.  

 Most of the women consumers (30%) are given problem while purchase only lower quality 

products.  

Suggestions of the Study 

 Based on the findings of the study and the opinion expressed by the consumers the following 

suggestions are given:  

 Since the product is widely available, the sellers must improve the quality of the products.  

 Marketers should focus their efforts to increase the level of consumer satisfaction through 

initiating modifications in product related issues like price, design and brand image.  

 Most of the women consumers buy for credit facilities arranged by the same dealers either in 

banking or private finance companies.  

 The availability of credit facilities make the buyers to buy costly products and make them to pay 

in installments conveniently.  

 
Conclusion 

 This study concludes that the competitive market provides opportunity on one hand and threats 

on the other hand to both the consumer segment of women and products of the product. It is quite 

important to improve core product with value addition to enrich customer satisfaction more in the 

similar price range. Not only quality improvements but improvement in after sales service can 

develop and replace demand for consumer durables as well as for replacement of the products. The 

dealers / producers and the retailers must understand the importance of the consumers and their 

change attitude in the process of marketing. Only then the companies can withstand and survive in 

the sale of consumer durables.  
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Abstract 

 Electronic commerce is rapidly changing the way people do business all over the world. In the business-to-consumer 
segment, sales through the web have been increasing dramatically over the last few years. Several academics and 
practitioners have identified the “online shopping experience” or “virtual experience” as a crucial e-commerce marketing 
issue. Understanding the mechanisms of virtual shopping and the behavior of the online consumer is a priority issue in the 
fast expanding virtual marketplace. Given the continuous expansion of the Internet in terms of user numbers, transaction 
volumes and business penetration, Customers not only those from well-developed countries but also those from developing 
countries, are getting used to the new shopping channel .More than 20 per cent of Internet users in several countries are 
online buyers of products and services while more than 50 per cent of US net users are regularly buying online. These 
developments are gradually transforming e-commerce into a mainstream business activity while at the same time online 
consumers are maturing and virtual vendors realize the importance and urgency for a professional and customer-oriented 
approach as online customer is not simply a shopper but also an information technology user. This study is aimed at 
outlining the most relevant behavioral characteristics of online consumers and examines the ways in which they find, 
compare and evaluate product information. The purpose of this study is to analyze the factors influencing the online 
consumers‟ behavior and to provide suggestions for facilitating visitors into customers and encourage customer loyalty 
and referrals.  
Keywords: online consumers, behavioral pattern, search pattern, purchase decisions.  
 
Introduction 

 Consumer behavior is the study of individuals, groups, or organization and the process they to 

select, secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and the 

impacts that these processes have on the consumer and society. In earlier days people used to go to 

different shops before purchasing as they didn‟t have a great deal of easy access to information on 

products. 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 apart from helping 

environment. Internet is changing the way consumers shop and buy goods and services, and has 

rapidly evolved into a global phenomenon. Many companies have started using the 

Internet with the aim of cutting marketing costs, thereby reducing the price of their products and 

services in order to stay ahead in highly competitive markets. Companies also use the 

Internet to convey communicates and disseminate information, to sell the product, to 

take feedback and also to conduct satisfaction surveys with customers. Customers use 

the Internet not only to buy the product online, but also to compare prices, product 

features and after sale service facilities the will receive if they purchase the product from a 

particular product. In a addition to the tremendous potential of the E-commerce market, the Internet 

provides unique opportunity for companies to more efficiently reach existing and potential 
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customers. Although most of the revenue of online transactions comes fr om business-

to-business commerce, the practitioners of business -to-consumer commerce should 

not lose confidence .It has been more than a decade since business-to-consumer E-commerce first 

evolved. Scholars and practitioners of electronic commerce constantl y strive to gain 

an improved insight into consumer behavior in cyberspace. Along with the development 

 
Objectives of the study 

 To analysis the demographic variables of the selected respondents. 

  To find out the order of preference given by the online buyers for different online websites. 

 
Research Methodology  

 This study is based on primary data which was collected though random sampling and the data 

was collected with structured questioner. 

Profile of the Study Area 

 The study area in this research is Madurai city – Tamil Nadu. 

Sample Size  

 The Sample size of our study is 50 respondents. 

 

Analysis and Interpretation 

       Table 1 Gender 

 Table 1 highlights that the majority of the respondents 

constituting 64% of purchasing online are males compared 

to female consumers as they constitutes only 36% of the 

total sample considered for the study. 

Source: Primary Data  
 

   Table 2 Age in Years 

 Table 2 There has been strong evidence that age 

has an effect on consumers‟ perception. The study 

discloses that middle aged consumers have a 

preference to purchase online and online purchasers 

tend to be more educated that constitute 46%. Internet 

users in India vary significantly across age groups. 

Source: Primary Data 

 

  Table 3: Occupation of the Respondents 

 Occupation is one of the major 

factors that decides cyber purchase and 

the table 3 shows that the majority of 

cyber consumers are IT Professionals and 

Business People as it Constitutes 44% 

and 24% of the total respondents 

respectively. 

Source: Primary Data  

S.No Gender 
No. of 

Respondents 
% 

1 Male 32 64 

2 Female 18 36 

Total 50 100 

S.No 
Age in  
Years 

No. of 
Respondents 

% 

1 Less than 25 10 20 

2 25 – 35 23 46 

3 36 – 45 11 22 

4 Above 45 6 12 
Total 50 100 

S.No Occupation 
No. of  

Respondents 
% 

1 IT Professionals 22 44 

2 Government Employees 5 10 

3 Business 12 24. 

4 Students 9 18 

5 Others 2 04. 
Total 50 100 
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Table 4 Source of Information about Websites 

 Table 4 reveals that the source of 

information the respondents select the websites 

for making cyber purchase and 76 % of 

respondents enter into online purchase using 

search engines like Google, Live, Amazon etc. 

Source: Primary Data. 

 
  Table 5 Respondents Selection of Websites 

 Regarding the frequency of cyber 

purchase table 6 reveals that respondents 

constituting 34% buy once a month 

online and 28% of respondents purchase 

many a times a week. 

Source: Primary Data  

 
Table 6 Respondents Visiting a Retail Store before making Online Purchase 

 Even though consumers have the ease of 
choice, the comfort of shopping from home for an 
endless variety of products, that save time and 
money, table 7 shows that the respondents 
constituting 44 % are visiting the retail store 
before making online purchase to know about the 
product details. 

Source: Primary Data  

 Table 7 Factors Deciding Cyber Purchase 

 The decision-making process in cyber 

purchase consists of a variety of factors like brand, 

name, design, price, friend, referral etc. Table 8 

unfolds that pricing policy is a major deciding 

factor that constitutes 42 % and 38% of 

respondents felt that pricing with design of 

website is a major factor that decides cyber 

purchase. 

Source: Primary Data  

 
Table 8 Average Price Range that Respondents Purchase Online 

 Table 9 highlights that the respondents 

constituting 42% make purchase in the range 

between 501 – 750 and 32% of the respondents 

make cyber purchase less than 500 so as to make 

safer purchase. 

Source: Primary Data  

 

S.No 
Source of  

Information 

No. of  

Respondents 
% 

1 Search Engines 38 76 

2 Word of Mouth 8 16 

3 Offline Resources 4 08 

Total 50 100 

S.No Factors 
No. of  

Respondents 
% 

1 Standard Websites 32 64 

2 Auction Based Websites 16 32 

3 Shopping Engines 2 04 
Total 50 100 

S.No 
Visiting retail  
shop before  

online purchase 

No. of 
Respondents 

% 

1 Yes 22 44 

2 No 28 56 

Total 50 100 

S.No Factors 
No. of  

Respondents 
% 

1 Design 4 08 

2 Price 21 42 

3 
Name of the  

Website(Brand) 
4 08 

4 Friend referral 2 04 

5 Design & Price 19 38 
Total 50 100 

S.No Price in Rs 
No. of  

Respondents 
% to total 

1 Below 500 16 32 

2 501 – 750 21 42 

3 751 –1000 7 14 

4 1001 – 1500 4 08 

5 Above 1500 2 04 
Total 50 100 
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Table 9 Respondents Mode of Contacting a Website to Queries 

 Table 10 vividly brings to light that 46% respondents 

have chosen phone to clarify their doubts during cyber 

purchase as they may feel comfortable to get sufficient 

details about the product and market. The next 

convenient mode was the email (34%) chosen by of the 

online buyers, the study period. 

Source: Primary Data  

 
Table 10 Factors Deciding Repeated Cyber Purchase 

 Retaining the existing customers is an 
integral part of business. The table 11 
reveals the factors that decide the 
repeated purchase online and majority of 
the respondents (50%) felt that price is the 
major factor that makes them purchase 
online due to the synchronization of 
online and offline pricing. Fast shipping 
and Quality do contribute to their 
repeated purchase. 

Source: primary data  

 
Suggestions 

 Given the complex, dynamic and continuously evolving character of the Internet it is obvious 

that the Web experience is an issue with a multi-faced and dynamic character. New methods, 

technologies and tools for enriching and enhancing the online experience are frequently emerging as 

a result of technological advancements, market trends or as a response of Web vendors to the 

changing online population. The findings confirm that online consumer behavior is still immature 

and the suggestions would help in facilitating cyber visitors into customers and encourage customer 

loyalty and referrals. 

Following are some of the suggestions that emanate from the study.  

 Ensuring the cyber consumers with proper security authenticated tools like password, 

encryption, digital signature etc.  

 Ensuring the privacy and confidentiality of the transactions.  

 Creating awareness about the usage and purpose of cyber purchase and its related processes, 

procedures,  

 Usage of appropriate marketing tools and marketing mix so as to attract and retain the cyber 

consumers by the web vendors.  

 Provision of proper grievance redressed and complaint handling mechanisms so as to ensure 

trust and safety.  

 Effective implementation of cyber laws so as to protect the cyber consumers  

 
 
 
 

S.No 
Mode of  
Contact 

No. of  
Respondents 

% 

1 Phone 23 46 

2 E-mail 17 34 

3 Live Chat 10 20 

Total 50 100 

S.No Factors 
No. of  

Respondents 
% to total 

1 Price 25 50 

2 Fast Shipping 10 20 

3 Quality Product 9 18 

4 Return Policy 2 04 

5 Customer Service 4 08 

Total 50 100 
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Conclusion 

 Research on the buying behavior and the factors influencing the decision-making process of 

online consumers revealed similarities as well as differences between them and the traditional 

customers. The study disclosed that Web consumers experienced curiosity and happiness of 

purchase during the virtual interaction. This study identifies the main constituents of the Web 

experience as being:  

 The functionality of the Web site that includes the site‟s usability and interactivity;  

 The psychological elements intended for lowering the customer‟s uncertainty by 

communicating trust and credibility of the online vendor and Web site; and.  

 The aesthetic aspects of the online presentation and the marketing mix.  

 This study could help online marketers and Web site designers to identify issues requiring 

special attention when designing and building their online firm or evaluating their existing online 

venture. Finally, the Web experience must be regarded as a dynamic and evolving subject rather 

than a static one; developments in the virtual marketplace, changing customer techno graphics and 

technological innovation will present e-marketers with new tools and methods for enhancing their 

customers‟ online experience. In that respect this study depicts the current picture of the cyber 

consumer behaviour, a good starting point for further research in the direction of developing a 

model on the online buying behavior.  
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 “The right signal is that technology is going to boost economic development of our nation”  

– Dr. A.P.J. ABDUL KALAM 

 
Abstract 

 Online shopping has gained and attracted the customers of today‟s modern world. The changing taste, preference and 
needs have made the online shopping a great bonanza for the customers preferring online shopping. This paper highlights 
the overall outline of online shopping, its benefits, advantages, top players in the online shopping etc. Online shopping is 
considered to be one of the most vital activity in the buying behaviour of a customer it also contributes towards the 
economic development of a nation. 
 
Introduction 

 Technology is the back bone of an economy and also for the economic development of a nation. 

A country needs to keep developing and innovating in order to compete with the other competing 

world so as to keep our nation one among the developed country. Information Technology is the 

foremost sector which keeps itself equipped with changing scenarios and challenges, Online 

shopping is one among the service sector which keeps growing and developing among the people 

in order to make the buying planned, ease and secured.  

 Service sector the most important sector which paves the way for the development of an 

economy. With the introduction of demonetisation and moving towards the era of digital marketing 

the role of service sector is foremost important for increasing our nations per capita income and also 

the status of our economy in the worldwide. Online shopping the new buzz word in the ears of all 

customers, who are looking for a new way of shopping behaviour, who keeps trying out for a new 

fashion and who wants to experience a new variety of taste and preference. Online shopping is the 

way through which the customers can make their purchase by just sitting before the computer, 

which takes place in the form of electronic commerce. It allows customers to directly purchase 

goods from a seller over internet which takes place by way of using web browser. Thus it is also 

known as business to customer process (B2C).  

 Online shopping enables the customer to experience wide range of choice and selection, it 

makes their shopping simpler, easier and convenient. An English entrepreneur Michael Aldrich was 

a pioneer of online shopping in 1979. The growth of the internet as a secure shopping channel has 

developed since 1994, the sale was started with chocolates, flowers and latter it got to expand and 

explore in all aspects of selling which fuelled to the growth of online shopping business. Online 

shopping is the activity of purchasing the required product by making order with the particular 

https://en.wikipedia.org/wiki/Michael_Aldrich
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website where the customer actually wants to make his purchase, by choosing his required colour, 

model, design and pattern customer can make his order and thereby making the payment of cash 

through his debit card, credit card or through cash on delivery. 

 
Benefits of Online Shopping  

 With thegrowing advent and revolution in the field of internet, life was made easier to the 

customer. Online shopping paves the better way for the customers in making their shopping 

simpler and easier. Here are some of the benefits of online shopping which enables the customer to 

opt for the latest way of buying behaviour with the ease of digital marketing. 

1. Convenience: Customers can make their purchases just by sitting before the computer with an 

internet connection and can choose their option of selecting any mode of products at any time 

this also reduces the time of transportation and delay in billing and delays which may occur in 

offline shopping. 

2. Better Price: Cheap price and better deals are the foremost advantages of online shopping. The 

products are directly got from the manufacturers and which removes the interference of middle 

man this utmost privilege enables the online shopping companies to provide better discounts 

with attractive deals. 

3. Variety: Varieties in online shopping makes the customers to amaze. Many brands with variety 

are available from various sealers with different price and models which enables the customers 

to go for better selection and option of choosing the best one. 

4. Fewer Expenses: Online shopping may not lead to unwanted expense as faced by the offline 

shopping. The unnecessary expenses are avoided by shopping through online. 

5. Price Comparison: Multi variety choices of brand with different variations facilitates the 

customers to look in for the best price option and also enables them to compare the prices and 

helps to choose the best product with best price. 

6. No Crowd: Online shopping is free from the trouble of standing in the queue and shopping in 

the crowd. It helps in free and crowd less peaceful shopping and at any time and at any place. 

7. Buying and selling of used and unused Product: Online shopping facilities in selling and 

buying all unused and unwanted durable goods from place of the country which may not be 

available in the offline shopping. 

 
Advantages of Online Shopping 

 The days of traveling for longer distance in order to be loyal for a particular shop has been 

moved with the advent of online shopping Online shopping saves the traveling time and it helps in 

getting variety of choices with multiple brand along with an exciting offer, discount etc. This cannot 

be experienced with an offline shopping. The time of spending in queues for paying payment and 

waiting for delivery are eased by the emerging of online shopping. Online shopping makes 

customer to see just before the system or even a smart phone with internet connection which in 

return will make their job ease and quicker A customer can make his /her online shopping at any 

time irrespective of the time and can choose any brand and make his payment.  
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Online Shopping and its Growth 

 The emergence of demonetisation, reduction in cash transaction and the implement of digital 

India makes more and more customers to prefer online shopping. The growth rate in e-commerce 

has led to the increased growth rate of online shopping also which is expected to increase 130 billion 

in 2018 and the total retail sales growth will also be at a rate of 15%. The city of Bangalore bangs the 

first place for the customers going for online shopping which was followed by Mumbai and Delhi. 

In Bangalore 75%of the population opt for online shopping for apparels, toys, books, electronic 

gadgets, jewellery and house hold appliances. Women customers contribute for 40% of the sales. 

 
Top Players in the Online Shopping 

1. Flipkart: Flipkart is an online E-commerce portal that helps you in getting what you need be it a 

pen, Phone, T-shirts etc,. Flipkart is a Singaporean Company which operates on India and has 

its headquarters at Bangalore. Flipkart is the leader of e-commerce in the fast growing Indian 

market founded in 2007 by Sachin Bansal and Binny Bansal. The company focuses on goods 

such as electronics, books, music and movies. Consumers can access the site online or through 

an app on their mobile phones. In few words, Flipkart is an interesting and rapidly growing 

company that will most likely become even more prominent in the future. 

2. Snap Deal: Snap deal is an Indian e-commerce company based in New Delhi, India.  

The company was started by KunalBahl and Rohit Bansal in February 2010. They also deal with 

selling all the durables products. 

3. eBay: The world leader in online shopping store has stamped its mark in India also. E Bay is a 

shopping store in which a wide variety of goods, services and products are bought and sold. 

eBay sells fresh new products along with used products. It sometimes holds up auction for 

some products also. eBay and Flipkart are on a neck to neck competition for becoming the best 

online shopping site in India. 

4. Myntra: Aiming to redefine the fashion mantra of Indians, offers fashion products such as  

T-shirts, jeans, watches, shoes, belts and other fashion accessories. 

5. Jabong.com: This site is gaining popularity day by day because of its efficient work process and 

availability of number of branches in most parts of the country. Soon it will be in race amongst 

the present best online shopping sites in India. 

6. Walmart: Walmart malls mostly popular shopping locations in the US, now become a large 

popular name in online shopping sites. Walmart deals in electronics, home appliances, 

automobiles, sports, toys, fashion accessories, gifts, crafts, pharmacy, grocery and many more 

categories. Walmart also offers free shipping, discount coupons, discount on special occasions. 

This website is so shopping friendly & it‟s easy to use interface make this site more popular. 

7. Alibaba.com: Alibab.com mostly used for global trading for buyers and sellers. This website is 

mostly popular in china and Asia region. The concept behind alibaba.com is making bridge 

between suppliers and buyers. It gives the suppliers to sell their things at cheap cost and buyers 

get the products at the best rate. There are more than two million supplier storefronts on 

alibaba.com. this website also provides features like comparing between products, secure 

payment gateway, quick checkout & fast home delivery of products. 

https://en.wikipedia.org/wiki/E-commerce
https://en.wikipedia.org/wiki/New_Delhi
https://en.wikipedia.org/wiki/India
https://en.wikipedia.org/wiki/Kunal_Bahl
https://en.wikipedia.org/wiki/Rohit_Bansal
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8. Target: One of the worth shopping online site on the web. In Target.com customers can easily 

find products related to men‟s, women and kids. this website provides facilities like flexible 

buying process, free shipment, great discounts and best deals etc 

9. Bestbuy.com: Bestbuy.com, a consumer friendly store mostly deals in electronics. It always 

features latest devices on electronics. This ecommerce website also offers installation and 

repairing services on products. this website deals with the big brands like Samsung, Dell, HP, 

Sony, LG and other brands to get the best products with affordable price. So if you want to buy 

electronicproducts, installations and services at best rates for just go for bestbuy.com 

 
Factors Determinig Online Shopping 

 The below are some of the factors which determine the online shopping behaviours of the 

customers they are. 

1. Product and Information quality 

2. Free shipping 

3. Easy return 

4. Customer review 

5. Visual search 

6. Great navigation 

7. Easy checkout 

8. Multiple option 

9. Special category 

10. Information about new arrival. 

 
Conclusion 

 India is emerging as the fastest developing country with the implementation of new technology 

in all the fields of sectors, and one among is the information technology. As accepted customers are 

the king of marketing, every player in the online shopping should care for the wellbeing of the 

customers and they should ensure that the best service is provided to their customers like prompt 

delivery with appropriate delivery of correct size, colour, shape, model, replacement facility, 

exchange option, customer care and service etc. which will enable the online shopping to grow more 

efficient. 
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Abstract 

 In this paper attempts that Micro, Small and Medium Enterprises constitute the backbone of an Indian economy in 
maintaining an appreciable growth rate and generating employment opportunities. This sector has been regarded as engine 
of economic growth and social enlargement in many developed and developing countries. The Contribution of MSMEs to 
the Indian economy in terms of employment generation, containing regional disparities, fostering equitable economic 
growth and enhancing export potential of the countryhas been quite phenomena. In spite of some infrastructural 
deficiencies and been challenges like flow of institutional credit and inadequate market linkages, this sector has 
registeredremarkable success with regard to increase in number, quantum of investment, scale of production and overall 
contribution to national Gross Domestic Product. This studymakes an attempt to focus on the huge growth potential and 
opportunities available in India for development of MSME sector to identify important issues and challenges and offer 
suggestions to address the same. 
Keywords: Micro, Small and Medium Enterprises (MSME), Growth Potential, Challenges, Market, Employment, GDP, 
and Problems. 

 
Introduction  

 Bank for the purpose of lending treats “Enterprise” as a source for generation of employment 

(both employers & employees) in large numbers. Such enterprises are being broadly classified into – 

1. Enterprises engaged in manufacture / production of goods pertaining to any industry and  

2. Enterprises engaged in providing / rendering of services. 

 Manufacturing enterprises, which involved in the manufacture or production of goods relating 

to any industry specified in schedule of Industry act 1951 or employing plant and machinery in the 

process of value addition to final product having a discrete name or character or use and defined in 

terms of investment in plant & machinery: 

 Micro enterprise- does not exceeds 25 lakh rupees, 

 Small enterprise – more than 25 lakh but less than 5 crore rupees, 

 Medium enterprise – more than 5 crore but less than 10 crore rupees. 

 Service sector, which engaged in providing or rendering services and defined in terms of 

investment in equipment: 
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 Micro enterprise- does not exceeds 10 lakh rupees 

 Small enterprise –more than 10 lakh but less than 2 crore rupees 

 Medium enterprise – more than 2 crore but less than 5 crore rupees. 

 
Outline of Indian MSME 

 Over last 5 decades MSME sector emerged as extremely effervescent and vigorous segment of 

Indian economy. MSME plays a dual role of providing employment and industrialization of 

rural/backward areas, thereby reducing regional imbalance and equitable distribution of national 

income. MSME‟s are harmonizing to large industries as supplementary units, which adds to socio 

economic development. It consists of 36 million units, providing employment over 80 million 

persons with 8% contribution to GDP.Leading industries of MSME sector (as per 2014-15 MSME 

report): 

 Retail trade (except of motor vehicle & motor cycles) and Repairs of personal and household 

goods - 39.85% 

 Manufacturing of wearing apparels- 8.75% 

 Manufacturers of foods and beverages-6.94% 

 Other services activities -6.2%, other business activities – 3.77% 

 Hotels and restuarents-3.64% 

 Sales maintenance of motor vehicles and cycles – 3.57% 

 Furniture manufacturing -3.21%, Textile -2.33% 

 Fabricated metals except machinery and equipment-2.33% and others 19.4%. According to India 

MSME report 2014, three sub sectors demonstrates promising picture: food processing- high 

potential because of agro linkage, textiles-innovation, and electronics- linkage with ITES. 

 
Synopsis of Indian MSME 

 Over last 5 decades MSME sector emerged as extremely effervescent and vigorous segment of 

an Indian economy. MSME plays dual role of providing employment and industrialization of 

rural/backward areas, thereby reducing regional imbalance and equitable distribution of national 

income. MSME‟s are harmonizing to large industries as supplementary units, which adds to socio 

economic development. It consists of 36 million units, providing employment over 80 million 

persons with 8% contribution to GDP. 

Leading industries of MSME sector (as per 2014-15 MSME report): 

 Retail trade( except of motor vehicle & motor cycles) and Repairs of personal and household 

goods - 39.85% 

 Manufacturing of wearing apparels- 8.75% 

 Manufacturers of foods and beverages-6.94% 

 Other services activities -6.2%, other business activities – 3.77% 

 Hotels and restuarents-3.64% 

 Sales maintenance of motor vehicles and cycles – 3.57% 

 Furniture manufacturing -3.21%, Textile -2.33% 
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 Fabricated metals except machinery and equipment-2.33% and others 19.4%. According to India 

MSME report 2014, three sub sectors demonstrates promising picture: food processing- high 

potential because of agro linkage, textiles-innovation, and electronics- linkage with ITES. 

 
Literature Review 

  Although the MSMEs continue to dominate the industrial sector in most of the countries 
including India, the literature and the studies on their varied functioning are not many especially 
with reference to changing perspectives.  Nanda, Ramana & William R.Kerr (2009) have expressed 
the view that financing constraints are one of the biggest concerns impacting potential 
entrepreneurs around the world. 
 Sankar (2009) in his article has viewed that SME‟s in India face many challenges, but perhaps 

none are as difficult as the challenge of financing, both short term and long term. 

 K,Vasanth, Majumdar M., K. Krishna (2012) in their paper have stated that since several 

successful models of the sustainable SME are gradually evolving, networks of SMEs would become 

essential for addressing the systemic problems under laying the industrial ecology, enterprise 

resilience, and global supply chain sustainability 

 
MSMEs in India: Challenges and Opportunities  

 Dearth of easy finance and credit instruments  

 Complicated Regulatory Policies for Starting a Business  

 Unavailability of modern, affordable technology  

 Lack of basic infrastructure facilities  

 Absence of exclusive marketing platforms and distribution networks  

 Inflexible labour laws and availability of affordable skilled labour  

 
Performance of MSME, Employment and Investments 

In Indian history msme is very important one of the our country. 

SI No. Year 
Total Working  

Enterprise (Rs in lakh) 

Employment 

(Rs in lakh) 

Market Value of Fixed 

Asset (Rs. in crore) 

1 2006-07 361.71 805.23 8,68,543.79 

2 2007-08 377.36 842.00 9,20,459.84 

3 2008-09 393.7 880.84 9,77,114.72 

4 2009-10 410.8 921.79 1,038,546.08 

5 2010-11 428.73 965.15 1,105,934.09 

6 2011-12 447.64 1011.69 1,182,757.64 

7 2012-13 447.54 1061.4 1,268,763.67 

8 2013-14 488.46 1114.29 1,363,700.54 

Sources: Annual report 2014-15, and Ministry of MSME 

 Total working enterprise in MSME grown at CAGR 4.39% from 2006-07 to 2013-14, there is 

fluctuation in annual growth rate and during 2012-13 negative growth in total working enterprises. 

Employment growth in CAGR 4.75% from 2006-07 to 2013-14, there is continuous growth in MSME 

employment and MSME providing more employment opportunities over last 7 years. Market value 
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of fixed asset growth in CAGR stands at 6.65% from 2006-07 to 2013-14, market value increased over 

a period of time. 

 
Problems Faced by MSMES 

MSME`S problems can explain as follows:-  

 Lack of credit from banks-  

 Competition from multinational companies-  

 Poor infrastructure-.  

 Unavailability of raw material and other inputs-  

 Lack of advanced technology-  

 Lack of distribution of marketing channels-  

 Lack of training and skill development program-  

 Complex labor laws and red-tape- 

 
Prospects of MSMES 

 The lots of potentials are available in the field of MSMEs . The prospects of this sector are 

explained as under- 

 Employment generation 

 Customer satisfaction oriented 

 Minimization of regional imbalance 

 Enhancement of export 

 Attraction to the foreign investment  

 
Issues and Challenges  

 Lack of Adequate Capital and Credit 

 Poor and Inadequate Infrastructural Facilities 

 Inadequate Access and Marketing Linkages 

 Lack of Skilled Human Resources 

 Lack of Access to New Technology 

 
Implementation of MSME development act 2006 

 Reservation and de reservation of products for manufacture in MSME sector- to achieve socio 

economic development, enhancing technological and achieving economies of scale. 

 National manufacturing competitiveness program - to build sustainable capacity, overcoming 

global competitiveness and healthy growth through eight components which includes: 

incubator, intellectual property awareness, quality management, technology up gradation, 

marketing assistance, design expertise and promotion of Information Communication 

Technology. 

 Public procurement policy through implementation of technology in tenders. 

 
Conclusion 

 Micro, Small and Medium Enterprises (MSMEs) contribute to Economic Development in 

various ways such as creating Employment Opportunities for rural and urban Population, 
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Providing goods & services at affordable costs by offering innovative solutions and sustainable 

development to the economy as a whole. The MSMEs continue to struggle on multiple accounts. 

While some are challenged by credit and finance issues, others are struggling to cope with stringent 

regulatory environments. 

 
Suggestions for Improvement 

1. There should be detailed survey to assess the technical and financial needs of the MSME.  

So that, the proper arrangement could be made to fulfill the needs of the MSME‟S.  

2. There should be mutual exchange of technologies among MSMEs. A comprehensive list of all 

sorts of technologies should be prepared and made available accordingly to the MSMEs 

requiring it.  

3. For the purpose of technological advancement and guidance a panel of experts and consultants 

should be prepared by including owners of different sectors, who can help the MSMEs within 

the region for effectively transfer the available technologies.  

4. There must be conduction of training and development programs by the MSME ministry.  

The currently running programs are not so effective and sufficient  

5. The current knowledge dissemination system is limited in its outreach. There is a need to 

develop a better communication strategy and use of new age media tools.  

6. Availability of credit according to the requirement at cheaper rate.  

7. There should be relaxation in complex labor laws to avoid the inconvenience in compliance. 
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Abstract 

 NPAs are inevitable burdens on the banking industry. Banks need to monitor standard assets to arrest any account 
becoming an NPA. Today, the success of bank depends upon the methods of managing NPAs and keeping them within a 
tolerance level. In spite of better credit management in terms of appraising and monitoring of loan assets, NPAs do occur. 
In such cases, various remedial measures are available to deal with such NPAs. The remedies may be Non-legal remedies 
and Legal remedies. This research paper speaks about how the Securitization and Reconstruction of Financial Assets and 
Enforcement of Security Interest Act, 2002 (SARFAESI Act) enables Banks and Financial Institutions to recover 
defaulted loans from borrowers by adopting measures for recovery or reconstruction. 
Keywords: SARFAESI Act, Lok Adalat, Debt Recovery Tribunal (DRT),NPA, Enforcement of Security Interest (ESI).  
 
Introduction 

 At present, the Non - Performing Assets (NPAs) are posing a serious threat to the banking 

industry. The financial health of the banks is greatly affected by the NPAs. The high level of NPAs is 

the greatest impediment to the economic growth of the country and any bottleneck in the smooth 

flow of credit is bound to create adverse repercussions in the economy. Hence, the management of 

NPAs has emerged as one of the major challenges for the banks. 

 It is a well-accepted fact that the present legal framework in India is to some extent debtor 

friendly. Many defaulting borrowers know that banks cannot force them to repay quickly, and even 

if banks have the collateral due to the long time taken in the Judicial Process, it is practically 

impossible to take over the Security. Debt Recovery Tribunals, set up for speedy enforcement of law 

against defaulting borrowers, have not so for made much of a dent in the NPA position of banks. 

The present bankruptcy and liquidation processes are fraught with loop-holes which defaulters 

make use of installing the loan recovery process. 

 The „Securitization, Reconstruction of Financial Assets and Enforcement of Security Ordinance‟ 

promulgated by the President of India in June 2002 is an important initiative to recover NPAs.  

The ordinance empowers creditors and provides a legal framework for the securitization of assets 

and asset reconstruction through dedicated asset reconstruction companies. 

 In order to implement the recommendations of the Narasimham Committee on Banking Sector 

Reforms (April 1998), the Government of India had constituted on Expert Committee under the 

Chairmanship of Shri.T.R.Andhyarujina. The committee in its report submitted in February 2000, 

inter alia, proposed a draft Securitization Bill and changes in legal provisions relating to 
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Enforcement of Security Interest without the intervention of the court. Subsequently, the ordinance 

to regulate Securitization and Reconstruction of Financial Assets and Enforcement of Security 

Interest was promulgated on June 21, 2002 (Subsequently re-promulgated to August 22, 2002) while 

the Debt Recovery Tribunals will be the usual mechanism for recovery of the debts for Unsecured 

loans, for secured loans, the proposed draft Bill confers the power on the Banks and Financial 

institutions to take over the securities from the default borrowers and sell the same without the 

intervention of the court. 

 The Securitization and Reconstruction of Financial Assets and Enforcement of Security Interest 

Act, 2002 (SARFAESI Act) enable Banks and Financial Institutions(FIs) to recover defaulted loan 

from borrowers by adopting measures for recovery or reconstruction. The SARFAESI Act provides 

three alternative methods for recovery of Non-Performing Assets (NPAs), namely: 1. Securitization; 

2. Asset Reconstruction; and 3. Enforcement of Security without the intervention of a Court or 

Tribunal. Out of these methods, the most important and widely used is the powers for Enforcement 

of Security without the intervention of a Court or Tribunal, which is discussed here. 

 
Objectives of the Study 

The following are the objectives of the present paper: 

1. To study the role of SARFAESI Act 2002 in recovery of NPAs of commercial banks in India. 

2. To study the ESI performance of commercial banks in India. 

 

Methodology 

 The present study is based on secondary data and therefore is analytical in nature. The data 

required for this study have been collected from “Reports on Trend and Progress of Banking in 

India” published by RBI. A study period of 11 years has been considered for this study, from  

2004-05 to 2014-15. Statistical tools AGR, Mean, SD, CV, GAGR and Cubic trends are used to analyse 

the data. 

 
Review of Literature 

 Rajendran, K. and Karthikeyan, K. (2007) in their article on NPA explained that the high level of 

NPA not only affects the overall quality of the loan portfolio but also puts a burden on the income 

statement of banks in the form of higher provisions. The study reviewed recovery of NPA through 

various mechanisms like OTS, DRTs, ARCs, SARFAESI Act, etc during 2003-04 to 2005-06. Inference 

based on analysis revealed a considerable improvement in the management of NPA through the 

various mechanisms mentioned above. The study suggested the need to consider „reduction of 

NPA‟ in the banking sector as a national priority item. 

 
Enforcement of Security Interest 

 The Act empowers the lender in the event of default by a borrower, to issue demand notice to 

the defaulting borrower and guarantor, calling upon them to discharge their dues in full within 

60days from the date of the notice. If the borrower fails to comply with the notice, the bank or the 

financial institution may take recourse to one or more of the following measures: 

1. Take possession of the security 

2. Sale or lease or assign the right over the security. 
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3. Appoint Manager to manage the Security. 

4. Ask any debtors of the borrower to pay any sum due to the borrower. 

 If there are more than one secured creditors, the decision to make provisions of this Act will be 

made applicable only when 75% of them are agreeable. 

 
When can Security Interest be enforced? 

 A Security Interest can be enforced by a Secured Creditor without the intervention of Court or 

Tribunal in accordance with the provisions of the SARFAESI Act. Such action can be taken against a 

borrower, who is under liability to a Secured Creditor and makes any default in repayment of 

Secured Debt or any instalment thereof and the account is classified as NPA by the Secured 

Creditor. 

 
A Security Interest cannot be enforced, if it is 

 a lien on any goods, money or security given by or under the Indian Contract Act, 1872 or the 

Sale of Goods Act, 1930 or any other law for the time being in force; 

 a pledge of movables within the meaning of section 172 of the Indian Contract Act, 1872; 

 creation of any security in any aircraft as defined in clause (1) of section 2 of the Aircraft Act, 

1934; 

 creation of security interest in any vessel as defined in clause (55) of section 3 of the Merchant 

Shipping Act, 1958; 

 any conditional sale, hire-purchase or lease or any other contract in which no security interest 

has been created; 

 any rights of the unpaid seller under section 47 of the Sale of Goods Act, 1930; 

 any properties not liable to attachment (excluding the properties specifically charged with the 

debt recoverable under this Act) or sale under the first proviso to sub-section (1) of section 60 of 

the Code of Civil Procedure, 1908; 

 it is an agricultural land 

 the debt due is less than Rs. 1,00,000/- 

 The debt due is less than 20% of the principal amount and interest thereon, i.e. the borrower has 

repaid more than 80% of the principle amount and interest. 

 Further, a Security Interest cannot be enforced if the debt is time barred under the  

Limitation Act. 

 
Procedure of enforcement of Security Interest in case of default 

 When a Borrower defaults in repayment of a Secured Debt and after the Secured Creditor  
(Bank or FI) treats the defaulted debt as an NPA, the Secured Creditor may require the Borrower by 
notice in writing to discharge in full his liabilities within 60 days from the date of the notice. The 
notice shall give details of the amount payable by the borrower and the secured assets intended to 
be enforced. The Borrower is entitled to make a representation or raise objection against the 60 days‟ 
notice and it is the duty of the Secured Creditor to consider such representation or objection and 
communicate to the Borrower within 15 days, the decision taken on the representation or objection 
and if the same is not accepted, the reasons for non-acceptance. If the Borrower fails to discharge his 
liability in full within the period specified, the secured creditor may take recourse to one more of the 
following actions: 
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 Take possession of the Secured Assets including the right to transfer by way of lease, 

assignment or sale for realizing the Secured Assets. 

 Take over management of the business of the Borrower including the right to transfer by way of 

lease, assignment or sale for realizing the Secured Assets in cases where a substantial part of the 

Borrower is held as security for the debt. 

 Appoint any person to manage the Secured Assets the possession of which has been taken over 

by the Secured Creditor. 

 Require any person who has acquired any of the Secured Assets from the Borrower and from 

whom any money is due or may become due to the Borrower, to pay such amount to the 

Secured Creditor. 

 
Assistance in Taking Possession of the Secured Assets 

 For the purpose of taking possession or control of any Secured Asset, if found necessary, the 

Secured Creditor may request the Chief Metropolitan Magistrate or the District Magistrate within 

whose jurisdiction the Secured Asset is situated or found, to take possession and handover the 

Secured Assets to the Secured Creditor. 

 
Challenging the action of Secured Creditor 

 Any person who is aggrieved by the action taken by the Secured Creditor in the enforcement of 

Security Interest may file an appeal before the Debts Recovery Tribunal having jurisdiction in the 

matter within forty-five days from the date of enforcement by the Secured Creditor. 

 The Debts Recovery Tribunal, if it concludes that the action taken by the Secured Creditor are 

not in accordance with the provisions of the SARFAESI Act may declare the enforcement of Security 

Interest by the Secured Creditors as invalid and direct restoration of the Secured Assets to the 

borrower. If it is found that the enforcement of Security Interest by the Secured Creditor is invalid, 

the borrower shall be entitled to the payment of such compensation and costs as may be determined 

by Court or Debts Recovery Tribunal. 

Results and Facts 

Table – 1 Cases on Npa Filed Under Various Recovery Measures (As on 31st March 2015) 

Summary 
Number of cases filed under 

LA DRTs SARFAESI Act 

Min 160368 2004 38969 

Max 916789 16874 201269 

Mean 561591 9081 117387 

SD 303627 5691.7 62182 

%CV 54.07 62.68 52.97* 

CAGR 20% 19% 20% 

Source: Compiled and computed from Report on Trend and progress of Banking in India RBI, 2005 

06 to 2014-15. 

 
Consistent Performance 

 It is clear from Table 1 that the mean of NPA recovery cases increased from 9081 to 5,61,591 

during the study period among the scheduled commercial banks. The LA had higher mean of NPA 

recovery cases and DRTs had least mean of NPA recovery cases during the period of study.  
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The SARFAESI Act channel cases showed least coefficient of variation indicating the consistent 

performance of NPA recovery channels cases and the DRTs channel cases had highest coefficient of 

variation indicating the inconsistent performance during the year 2005-06 to 2014-15. In case of the 

scheduled commercial banks and LA, the channel cases had highest compound annual growth rate 

during the study period.  

 
Table – 2 Trends in Npa Recovery Channels 

Sl. No 
NPA Recovery 

Channels 

Model Summary Parameter Estimates 

R2 F df1 df2 Sig. b0 b1 b2 b3 

1 OTS .329 1.71 2 7 .247 -658 182 0.00 0.00 

2 LA .923 23.94 3 6 .001 2596 57 -.033 5.01 

3 DRT's .838 18.08 2 7 .002 4450 -3 .001 0.00 

4 Sarfaesi Act .998 984.64 3 6 .000 3791 1 -1.07 4.02 

* Significant at 5% level 

 It is observed from Table 2 that significant cubic trend equation forecast positive trend in the 

NPA recovery channels financial parameters in the future years among the scheduled commercial 

banks had studied, except LA channel is not positive trend because of CV is high and inconsistence 

performance during the study period. 

 
Conclusion 

 The researcher concludes that though more number of recovery cases have been filed under Lok 

Adalat , more amount of NPAs have been recovered with the help of SARFAESI Act. Besides, 

SARFAESI Act had the consistent performance in recovery of NPAs. Hence, SARFAESI Act had 

been powerfully utilized to get success and the motive of RBI in terms of NPA recovery is served 

during the study period. 
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Abstract 

 Financial inclusion/exclusion is increasingly becoming a subject of interest, examining the degree to which 
individuals have or lack equal access to opportunities offered by the financial sector. Accordingly, studies on financial 
inclusion have focused on assessing determinants to overall access to finance, which include the level of economic 
development, the quality of the institutional environment, the degree of credit information sharing, the development of the 
financial infrastructure, the cost of enforcing contracts, the degree of government and foreign ownership of banks and the 
level of creditor rights protection across countries. This paper makes an attempt to analyse the trends in Financial 
Inclusion of women in South African Development Community (SADC) region. 
Keywords: Financial, Gender Gap, Account, Usage 
 
Introduction 

 Managing money is key part of everyone‟s lives. Poor people everywhere are borrowing and 

saving in different ways for different purposes, sending and receiving money and trying to protect 

themselves against financial shocks. Financial institutions can play a vital role in this. An inclusive 

financial system is one in which rules and financial institutions are responsive to the needs of the 

poor, helping them to use money more productively and to develop financial security.Access to 

responsibly delivered financial services means that people can: 

 Save money safely, with less risk of loss through fire, theft, fraud, etc; 

 Send and receive money securely; 

 Borrow for consumption or investment purposes based on an understanding of pricing, terms 

and conditions; 

 Insure against risk. 

 
Women and Financial Inclusion 

 Financial inclusion is generally defined in the literature as the delivery, by institutional players, 

of appropriate financial products and services to various sections of society, including the 

vulnerable, disadvantaged and low income groups. Attention has recently shifted in the literature 

from studying financial depth to addressing issues of financial outreach and inclusion – the extent 

to which formal financial services are used by households and firms. There is no single accepted 

definition or indicator for levels of financial inclusion. But one can agree that women‟s financial 

inclusion occurs when women have effective access to a range of financial products and services 
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that cater to their multiple business and household needs and that are responsive to the 

socioeconomic and cultural factors that cause women financial exclusion. 

 Financial inclusion, managed properly, can increase the empowerment of women in a number 

of ways. Firstly, having access to resources on their own account and to the tools that help them to 

earn a living can increase women‟s bargaining power within households and their influence over 

how money and other resources are used. Secondly, financial inclusion can help increase women‟s 

opportunities to earn an income or control assets outside the household. Thirdly, it can reduce 

women‟s vulnerability by, for example, allowing them to insure against risk or borrow to meet 

unexpected expenses, such as medical treatments. These are all key factors for economic 

empowerment and they can also help to empower women more broadly. 

 
Statement of the Problem 

 Forty-two percent of women and girls worldwide (approximately 1.1 billion) remain outside the 

formal financial system, according to the Global Findex database. Despite recent progress in 

financial inclusion rates in general, the gender gap has not narrowed; while account penetration 

increased by 13 percentage points among men and women between 2011 and 2014, the gender gap 

remains a steady 7 percentage points. Among adults living in the poorest 40 percent of households 

in developing economies, the gender gap is 11 percentage points. The gap varies significant by 

region and is the highest in South Asia. In the developing world, the gender gap is 9 percentage 

points, unchanged from 2011: while 50 percent of women have an account, 59 percent of men do. 

Against the foregoing benefits of women access to financial services, this paper examines the 

significance of the gender gap in financial inclusion in the South African Development Community 

(SADC) region. 

 
Objectives 

1. To identify the trend in account ownership by gender across countries 

2. To access the extent of bank account usage by gender across countries 

3. To examine the gender disparity terms of savings and barrowings  

4. To offer recommendations for closing the gender gap in financial inclusion 

 
Methodology 

 Data for the study were obtained from nationally representative FinScope Consumer Surveys 

conducted in different years in Botswana, the Democratic Republic of Congo (DRC), Malawi, 

Mauritius, Mozambique, South Africa, Swaziland, Tanzania, Zambia, and Zimbabwe. The paper 

utilised the FinScope data to look at overall access and also segment it into individual elements that 

include access to banks, access to formal financial institutions (i.e. banks and non-bank formal 

financial institutions), and access to informal finance. 

 
Data Analysis  

Account Ownership by Gender across Countries 

 Account ownership was analysed across gender groups by first looking at bank account 

ownership as this represents the most common pathway of access. As depicted in Table 1, females 

have lesser access than males, except in South Africa where it is vice-versa. The gender gap varies 
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across countries with Botswana (14%), Swaziland (14%), and Mauritius (11%) having the largest gap 

and the Democratic Republic of Congo (2%) having the smallest gap. South Africa is the only 

country in the region where more females are banked than males. This is may be mainly driven by 

social grant payments that go to relatively more females than males. 

 
Table 1 Bank Account Ownership by Gender 

Countries 
Account Ownership  

by Men (in %) 
Account Ownership  

by Women (in %) 
Gap 

DRC 13 11 2 

Tanzania 18 10 8 

Mozambique 24 15 9 

Zimbabwe 26 22 4 

Zambia 29 21 8 

Malawi 31 23 8 

Botswana 57 43 14 

Swaziland 62 48 14 

South Africa 74 80 No Gap 

Maurtius 91 80 11 

Source: FinScope 

 
Account Ownership at a Formal Financial Institution by Gender 

 A further probe into access was made by including non-bank financial institutions such as 

insurance companies, microfinance institutions, saving and credit associations and the like.  

As shown in Table 2, the gender gap narrows in most countries except in Tanzania, Zambia, and the 

Democratic Republic of Congo where the gap has actually widened implying that access of females 

to non-bank formal institutions is even worse than access to bank accounts in these countries.  

The gender gap narrows even in South Africa (albeit marginally) where females have better access 

than males. The gap persists in Malawi and Mozambique. In Botswana and Swaziland, where the 

gap in bank account ownership is the largest, it narrows down significantly, implying that the non-

bank formal institutions are more accessible than banks to females in these countries. 

 
Table 2 Account Ownership at a Formal Financial Institution by Gender 

Countries 
Account Ownership in formal  

financial institution by Men (in %) 

Account Ownership in formal  
financial institution  

by Women (in %) 
Gap 

Mozambique 28 19 9 

Malawi 38 30 8 

DRC 39 32 7 

Zambia 43 33 10 

Tanzania 63 51 12 

Zimbabwe 66 65 4 

Swaziland 69 61 8 

Botswana 71 65 6 

South Africa 81 86 No Gap 

Maurtius 93 83 10 

Source: FinScope 
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Informal Account Ownership by Gender 

 The gender gap is also evident in the access to informal accounts. However, the gap is opposite 

with regard to formal account ownership. As depicted in Table 3, females have more access to 

informal accounts than males except in Zimbabwe and the Democratic Republic of Congo where 

more males than females access informal accounts, and in Botswana where access to informal 

accounts is the same between males and females. The largest gender gap in access to informal 

accounts is observed in Swaziland followed by Zambia which is consistent with the fact that the 

gender gap for formal account ownership is among the highest for the two countries. The fact that 

more females access informal accounts shows that informal providers serve as alternative routes to 

females that are excluded from the formal sector. 
 

Table 3 Informal Account Ownership by Gender 

Countries 
Informal account ownership  

by Men (in %) 
Informal account ownership  

by Women (in %) 
Gap 

Maurtius 1 3 No Gap 

Zimbabwe 8 4 4 

South Africa 3 4 No Gap 

Botswana 8 8 0 

Swaziland 5 12 No Gap 

DRC 13 12 1 

Malawi 13 16 3 

Tanzania 14 17 No Gap 

Mozambique 15 18 No Gap 

Zambia 18 24 No Gap 

Source: FinScope 
 

Proportion of financially excluded population by gender  
 The overall picture of gender disparity in financial inclusion can be illustrated by looking at the 

proportion of people that are financially excluded. As depicted in Table 4, females are more 

excluded than males in all countries except in South Africa. The largest gender gap is present in 

Tanzania (9%) followed by Mauritius (8%) and the Democratic Republic of Congo (8%). The lowest 

gap is in Swaziland mainly due to the fact that the large gap in formal access is offset by the gap in 

informal access. South Africa is an outlier because fewer females than males are financially 

excluded. 

Table 4 Proportion of Financially Excluded Population by Gender 

Countries 
Proportion of financially  
Excluded by Men (in %) 

Proportion of financially  
Excluded by Women (in %) 

South Africa 16 10 

Maurtius 6 14 

Swaziland 26 27 

Botswana 21 27 

Zimbabwe 26 31 

Tanzania 23 32 

Zambia 39 43 

Malawi 49 54 

DRC 48 56 

Mozambique 57 63 

Source: FinScope 
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Bank Account Usage Status by Gender 

 The importance of usage as a better measure of financial inclusion was highlighted by Ramji 

(2009) who observed that government programmes in India have led to inclusion of large numbers 

of low-income households without a proportionate increase in usage. Similarly, a recent report by 

the UNCDF (2016) revealed that a large majority of bank account owners in developing countries 

seldom use the accounts to store value, to transact, and to access credit and most of the bank 

accounts are either dormant or used as a mailbox. Analysis of account status was conducted using 

Findex 2014 micro data for eight5 SADC countries included in the survey. 

 The gender gap in account usage is by far wider than access to a bank account. As presented in 

Table 5, Malawi has the highest gender gap in bank account usage (19%) which is more than twice 

the gap in bank account ownership (8%). The lowest gender gap in account usage is observed in 

Botswana (1%). The gender gap is present even in Mauritius (the country at the top of financial 

inclusion ranking in the region) where 33% of male bank account holders have a used account 

compared to only 21% of females. 

 
Table 5 Bank Account Status by Gender 

Countries 
Bank Account Usage  

by Men (in %) 
Bank Account Usage  

by Women (in %) 
Gap 

Zimbabwe 5 1 4 

Zambia 27 20 7 

Tanzania 21 13 8 

South Africa 30 26 4 

Maurtius 33 21 12 

Malawi 37 18 19 

DRC 26 19 7 

Botswana 32 31 1 

Source: Global Findex 2014 

 
Borrowing by gender 

 Analysis of access to credit by gender reveals that the gap between males and females is 

apparent in all countries. As shown in Table 6, females have lower access to bank credit than males 

except in the Democratic Republic of Congo and Malawi where there is no perceptible difference 

between females and males. A large gender gap is observed in Mauritius (12%) followed by 

Botswana (8%). A relatively low gender gap is observed in Tanzania (1%), Zambia (2%), and 

Zimbabwe (2%). The gap prevails even when we factor in access to credit from other formal 

institutions. For instance, in Mauritius, Mozambique and Zambia, the gender gap in accessing 

formal credit is the same as the gap in accessing bank credit, which means that non-bank financial 

institutions do not present any better advantages to females than banks. However, in South Africa 

and Tanzania, the gap disappears when credit from non-bank financial institutions is considered, 

implying that more females access credit from non-bank financial institutions in the two countries. 

In contrast, in Malawi, Swaziland, and Zimbabwe the gap widens further when credit from non-

bank financial institutions is factored in, which means that those institutions are less accessible to 

females than banks in these countries. With more females than males accessing informal credit the 

reality in the informal credit market is opposite to the one in the formal market. The only exceptions 
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are Mozambique, Tanzania, and Zambia where more males than females have access to informal 

credit. In South Africa, males and females have equal access to informal credit. The overall picture 

of access to credit shows that females are more excluded than males in Botswana (7%), Mauritius 

(7%), Mozambique (4%), Tanzania (7%), and Zambia (7%). There is no gender gap in access to credit 

in South Africa and Zimbabwe. Interestingly, Swaziland, the Democratic Republic of Congo, and 

Malawi have more males excluded than females. Lower exclusion of females is mainly driven by 

more females accessing credit from the informal sector in these countries. 

 
Table 6 Credit Strands by Gender 

Countries Account Credit by Men (in %) Account Credit by Women (in %) Gap 

Zimbabwe 5 3 2 

Zambia 6 4 2 

Tanzania 3 2 1 

Swaziland 8 4 4 

South Africa 15 12 3 

Mozambique 7 3 4 

Maurtius 33 21 12 

Malawi 1 1 0 

DRC 0 0 0 

Botswana 20 12 8 

Source: FinScope 

 
Conclusion and Suggestions 

 Access to financial services such as savings, credit and insurance enables individuals to store 

value in a safe place, receive and transfer value, and manage liquidity and risk. However, more 

females are excluded from financial services and this leads to their exclusion from social and 

economic activities. Financial exclusion of females means that their potential contribution to 

economic growth is lost. The analysis shows that the gender gap in bank account ownership is the 

highest in Botswana, Swaziland, and Mauritius while South Africa is the only country with a 

positive gender gap, i.e. females having more access than males mainly driven by most females 

receiving social grants. However, the gap in the region narrows significantly in terms of account 

ownership at non-bank formal financial institutions implying that these institutions serve as 

alternative routes when banks are inaccessible. Females have more access to informal finance 

accounts except in Zimbabwe where males have more access and in Botswana where both males 

and females have equal access. Based on the foregoing conclusions, following suggestion which 

help in closing the gender gap in financial inclusion in the Region 

 Promoting financial literacy through financial education.  

 Introducing agency banking in rural areas. 

 Strengthening informal financial service providers to expand outreach of financial services to 

females in rural areas. 

 Mitigating risks in the informal sector. 

 Income generating capability to improve financial inclusion and address gender disparity. 
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Abstract 

 The project E-commerce for SME‟s, is aimed to investigate business potential of Internet for Small and Medium sized 
Enterprises (SME‟s) mainly in the UK and identifying the benefits and problems brought by the new medium.  
The Internet is offering SME‟s a number of new opportunities that are cost effective and reliable (to certain extent), 
thereby for the first time, providing them with an opportunity to compete with their larger counterparts. This project 
discusses the problems that SME‟s face while using or trying to use this technology. Problems, which are mainly cost, and 
skill based. In this information age, it seems like every company has its own web site. A web site that is not effectively 
designed and maintained could spoil the company‟s reputation.The report along with providing certain helpful tips for 
building an on-line business, discusses some of the legal and regulatory issues. 
 
Introduction 

  As we enter the second millennium, we experience one of the most important changes in our 

lives- the move to an Internet based society. Almost everything in our society is to be changed - the 

way businesses run, the way schools educate and even the way we spend our leisure time. Most of 

the change has already occurred, and much more yet to come (Efraim Turban et al, 2000). So, it is 

tacit that every individual, particularly those who run a business or those who intend to start one, 

has some understanding of the way the business society is functioning in this IT age. 

 The project “E-commerce for SME‟s” is an attempt made to explain how businesses, in 

particular Small and Medium sized businesses, are functioning and how they are using IT and other 

information resources, to sustain their presence in today‟s global market and withstand the cut-

throat competition where the life of a business can sometimes last for a few months. The project is 

aimed at people who have little or no understanding of the potential benefits of E-commerce as a 

business tool particularly in small medium sized enterprise. 

 
E-Commerce Administration 

Manage Different Tasks 

 An administrator easily manages your products, categories, 

orders and shipping. The tasks related to upload of images and 

videos for your website are done by an administrator. 

 
Maintain Coordination 

 For ensuring timely delivery to your customers, 

coordination with key info of owners is maintained by an 

administrator. You can ensure that all your website data are 

managed in an expert manner and also you can make sure accuracy of consumer reviews. 
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Strategy Making for Brand Promotion 

 An administrator helps you in making strategies for the promotion of your brand to your 

customers. Not just this, he /she supervise newsletter performance and design different strategies 

for increasing sales. Creates and maintains the bulk order discounted prices and promo codes for 

products. 

 
Monitoring Activities 

  An administrator evaluates eCommerce transaction and provides support to nearly all associate 

activities. They intend to monitor all product information, site issues and resolve them. 

Coordination with the development team for preparing an effective schedule for website project, 

analysis of online experience of consumer and recommend that experience for quality 

improvements is included in responsibility. 

 
E-Commerce Applications 

EDI (Electronic Data Interchange) 

 EDI has been around for almost 30 years in an non-Internet environment, and is also called the 

back bone for E-commerce. Traditional EDI involves translating of standardized business and 

trading processes such as purchase orders, invoices, payments, shipping and delivery schedules into 

a globally understood business language and transmit them between secure trading partners using 

secure telecommunication links. This uses dedicated or leased telephone lines or VAN  

(Value Added Networks) to carry out these data exchanges. Well- known retailers such as Home 

Depot, Toys R Us, and Wal Mart would have operated differently without EDI. Most businesses of 

smaller size could not benefit from EDI mainly because only small number of their business 

partners have EDI and also due to some major factors such as: 

 Significant initial investment 

 Requirement for business restructuring 

 Long start-up time 

 Use of expensive networks 

 High operating costs  

 There are a huge number of possible business models that can be constructed,however we 

observe in practice only a small number of these being implemented. To list down a few : 

 E-procurement 

 E-Malls 

 E-auctions 

 Virtual Communities 

 E-shops 

 Collaboration Platforms 

 Third party Marketplaces 

 Value Chain Integrators 

 Value-chain service providers 

 Information brokerage, Trust and other services 
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Internet and E-Commerce 

 The Internet is the most well known component of the information superhighway network 

infrastructure. Today the internet spans several continents connecting the distributed information. 

This not only rules out the once existing geographical barriers, but the very general infrastructure 

targets not only one E-commerceapplication such as video-on-demand or home shopping but a 

wide range of computer-based services such as e-mail, EDI, information publishing, information 

retrieval and video conferencing which are also form a subset of E-commerce, all these being offered 

in a cost and time effective way through a commonly available technology. In short Internet can be 

viewed as the technology that enables E-commerce in a global way. 

 
Small and Medium sized Enterprises 

 To have an overall understanding of the SME‟s it should first be clarified exactly what is meant 

by a „Small‟ business. Although there has been a long great deal of arguments over the issue of 

definitions by small business theorists and researchers (Bolton 1971; Binks and Coyne, 1983; Curran 

and Stanworth, 1984) no entirely acceptable solutions have emerged. Bolton Report 1971. The best 

description of the key characteristics of a small firm remains that used by the Bolton Committee in 

its 1971 Bolton Report on Small Firms. This stated that a Small firm is an independent business, 

managed by its owner or partly-owners and having a small market share. It also recognized that 

size would be relevant to sector. 

 
Factors Determining Size of an SME: 

 There are different interpretations for determining under what category, an enterprise falls 

under. The factors that may determine the company‟s size can be :- 

 The number of employees the company hires 

 The Maximum annual turnover 

 The maximum annual balance sheet total 

 The maximum % owned by one or many enterprises not satisfying the above criteria. 

 
E-Commerce Transforms the way Business Handles day to day Issues Including 

 Attracting new customers 

 Retaining existing customers 

 Reducing operating costs 

 Increasing cash flow 

 Attracting, retaining and training staff 

 Understanding competitors activities that may impact your business 

 
E-Commerce as a Business Strategy 

 “Think Global act local” this is the slogan that drives many companies to adopt E-commerce 

into their business. In-fact this very much applies to small or medium companies which intend to 

globalize their business, more and more companies are having their web presence, because internet 

is one global network that anyone can master with ease.  
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Conclusion 

 It is difficult to draw qualitative conclusions about SME‟s and E-commerce, partly because this 

is very much an emerging market, with many of the SME examples discussed having been set-up 

recently. Driven by the competitive pressure many SME‟s have entered the E-commerce market, 

many without preparing a proper business case. Many SME‟s, which have already implemented  

E-commerce, do not have sufficient experience to assess a proper business case for continuing this 

experiment. However SME‟s are still experiencing certain extent of success with Ecommerce, this 

fact is quite evident from the case study that has been discussed, this is in line with the fact that  

E-commerce activities are experimental „add-ons‟ to existing businesses. KITE analysis report of  

E-commerce practices in SME‟s suggests that many SME‟s surveyed have very low expectation of 

cost benefits to be gained from E-commerce. They are very interested however, in quality benefits 

such as access to new markets, which demonstrates a positive outlook. This suggests that SME‟s 

engaging in E-commerce are also prepared to take new challenges, such as developing new ways of 

dealing with expansion into their customer base. 
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Introduction 

 The economic development of a country largely depends upon its level of participation in 

international trade. Export trade is considered as the life blood of a nation‟s economic development. 

Export trade accelerates the utilization of vast resources which can develop the nation's economy. 

For developing countries like India a high degree of export performance is expected in order to fetch 

more valuable foreign exchange which the country needs the most to develop its economy. India's 

Export Policy Resolution contributes much to the development of institutional infrastructure, 

incentive schemes and a few but important control measures, for a successful export performance. 

 
Objectives 

 To study the oilseeds economy of India. 

 To explain the Foreign Trade Policy of India. 

 To analyze the state-wise production and country - wise export performance of de-oiled rice 

bran in terms of volume and value 

 
Scope and Limitations 

 There are a number of items being exported from India, either in the form of traditional items or 

non-traditional items. This study has focused attention on the export of de-oiled rice bran, a non 

traditional item placed under select list of export commodities. 

 
Review of Related Literature 

 Review of literature is the crucial part of any research. This focuses on the past literature in the 

field of research and its classification under different angles. A review of the past work and 

contradictions pitfalls and other failing of the earlier works is undertaken mainly to substantiate the 

need for future research study. Such a review provides a bank for selecting a research topic and 

gives up-to-date knowledge to the researcher. 

 i) Suifil Ali M.J. in his Ph.D thesis titled “A study on Export Performance Problems and 

Prospects of Knitted Garments Industry in India” submitted to the AlagappaUniversity, in May 

2002, has studied the problems and challenges of Export performance of Tirupur based knitwear 

units. Domestic problems faced by the knitwear exporters like finance, logistics human resources, 

market interest rates and infrastructure have been analyzed in this work. The major finding and 

recommendation of the study are- 
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Oilseeds Economy of India 

 India is the largest producer and consumer of vegetable oils in the world. It was self sufficient in 

vegetable oils in the 1950s; however, by 1960s the domestic demand supply equilibrium almost 

vanished. The turning point came in 1988, when the country faced a shortfall of 2 million tonnes of 

Oil, necessitating imports worth $1 bn. Alarmed at this situation, government made a concerted 

efforts to make Oilseeds more attractive to growers, through a combination of specialized extension 

campaigns including the high profile technology mission. As a result, the country balance almost 

self sufficient (Maximum 98% in 1992-93 and 1993-94) in edible oil. 

 
Table 2.2 India‟s Share in World Production of Oilseeds (Oty in „000MillionTonnes) 

Oilseeds 2006-07 2007-08 2008-09 2009-10 2010-11 2011-12 2012-13 2013-14 2014-15 2015-16 

Soybean           

World 156.0 161.0 175.2 185.0 196.0 186.0 214.0 219.0 224.0 NA 

India 5.7 5.7 5.0 5.3 4.3 7.0 6.3 6.7 6.2 6.9 

Percentage 3.6 3.5 2.8 2.9 2.2 3.8 2.9 3.05 2.8 - 

Cottonseed           

World 326.0 34.0 34.0 37.3 33.4 35.5 38.2 42.3 43.4 NA 

India 5.2 5.3 4.8 5.3 4.6 5.6 5.3 5.2 5.3 54 

Percentage 1.6 15.6 14.1 14.3 13.7 15.8 13.9 12.3 12.2  

Groundnut           

World 21.6 22.0 23.0 24.0 21.6 23.4 23.7 35.4 33.8 NA 

India 5.3 5.7 4.1 4.9 3.3 4.9 4.6 4.8 4.0 4.4 

Percentage 24.7 25.9 17.8 20.3 15.3 21.1 19.4 13.5 11.8  

Sunflower Seed           

World 25.5 26.0 23.2 21.5 23.7 26.3 25.4 30.0 29.6 NA 

India 1.0 1.1 6.4 7.2 1.0 1.1 1.4 2.6 1.9 2.6 

Percentage 3.7 4.4 2.8 3.4 4.4 4.4 5.5 11.8 6.5  

Rapeseed           

World 36.5 40.0 37.0 36.7 32.8 38.7 40.9 48.8 46.5 NA 

India 5.5 5.9 3.7 4.8 3.7 6.5 5.4 5.8 5.0 5.8 

Percentage 15.0 14.7 10.0 13.2 11.2 16.7 13.2 11.8 10.7 - 

Sesamseed           

World 2.6 2.6 2.8 3.2 3.0 3.1 3.2 3.4 3.1 N.A 

India 0.7 0.6 0.5 0.7 0.6 0.8 0.8 0.8 0.5 0.6 

Percentage 27.0 24.8 20.4 22.0 20.0 25.8 25.0 23.5 16.2  

Palmkernals           

World 5.3 5.9 6.6 6.8 7.4 7.7 8.1 9.5 9.6 N.A 

India N.A N.A N.A 0.08 0.01 N.A N.A 0.03 - 0.01 

Percentage - - - 0.11 0.13 - - 0.06 - - 

Copra           

World 15.6 16.7 5.6 5.0 5.3 5.0 5.1 5.2 5.4 - 

India 5.7 5.7 0.7 0.7 0.7 0.7 0.7 1.0 0.7 0.6 

Percentage 3.6 3.5 12.5 14.0 13.2 14.0 13.7 19.2 12.4  

Linseed           

World 2.7 2.8 2.4 2.1 2.1 2.2 2.4 2.5 2.2 N.A 

India 0.3 0.3 0.2 0.2 0.2 0.2 0.2 0.3 0.2 0.1 

Percentage 11.5 10.7 8.3 9.5 9.5 9.1 8.3 12.0 9.0 - 

Castor Seed           

World 1.1 1.3 1.3 1.0 0.9 1.1 1.2 0.8 0.7 N.A 

India 0.8 0.9 0.8 0.6 0.5 0.7 0.7 0.7 0.5 0.8 

Percentage 72.7 69.2 61.5 60.0 55.5 63.6 58.3 87.5 71.4 - 

Total           

World 289.5 300.8 311.8 322.5 327 329.6 362.7 396.9 398.3 N.A 

India 253.8 2641 20.69 23.5 1908 27.78 25.5 28.0 24.3 27.2 

Percentage 8.77 8.78 6.64 7.3 5.8 8.4 7.03 7.05 6.1 - 

 
Conclsion 

Oilseeds economy of India 

 Oils and fats constitute one of the five essential ingredients of human diet. Oilseeds bring oils 

and oilcakes in their processing. Oils cater the needs of human population, and oilcakes /extraction 
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meals cater the needs of cattle population. Oilseeds stand second in the schedule of production of 

agricultural commodities next to food crops. Oilseeds crops occupy a premier position in the 

national economy because oil extracted from oilseeds is only form an essential human diet but also 

serves as an important raw material for the manufacture of soaps, paints, lubricants etc. Oilseeds 

and their products are therefore valuable foreign exchange earners also. 
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Abstract 

 The Indian sub continent is the second largest manufacturer of garments after China is being the global leader in 
garment production. India is known for its high quality garments for women and most of the garment manufacturers are 
in the Small and Medium scale industry. Tirupur Districtis popularly known as banyan city and Garment city It is 
having 1000 to 1500 big, medium and small garment factories, almost 6 lakes workers working. Women workers are 85% 
among them who are migrating from rural areas of other state and neighboring states of Tamil Nadu. They will come to 
Tirupur with a lot of dreams that they are working women‟s and they can earn their women rather than depending on 
parents, family, monsoon or periodical wages. They live in the small rented houses. Beginning is colorful later the 
pressures from all sides will start and make their life miserable. This industry, which mainly employs women, is rampant 
with all known forms of exploitation. Extreme work pressures, unsecured job , the absence of essential facilities, extended 
working hours without sufficient over Time allowance , denial of leave, bonus, gratuity, PF (Provident Fund), ESI 
(Employee State Insurance), which have all added to the depressed existence of these women in the city.  
Keywords: Quality of Work Life, Textile Industry, Employee, Job Satisfaction  
 
Introduction  

 Work-life balance is about creating and maintaining supportive and healthy work 

environments, which will enable employees to have balance between work and personal 

responsibilities and thus strengthen employee loyalty and productivity. Today‟s workers have 

many competing responsibilities such as work, children, housework, volunteering, spouse and 

elderly parent care and this places stress on individuals, families and the communities in which they 

reside.  There are five main reasons why companies participate in work life balance programs: high 

return on investment, recruitment and retention of employees, legislation, costs and union 

regulations. 

 
Tirupur and its Industry 

 Tirupur is a relatively big town and newly bifurcated district from the Coimbatore district of 

Tamil Nadu. It has a resident population of around 400,000. An additional 500,000 people come in 

from nearby towns and from all over Tamilnadu and India to work in Tirupur‟s booming textile 

industry. The rainfall in the area is low and erratic. The groundwater in most parts of the town is 

nowpolluted through years of effluent discharge by the textile industry. The entire town‟s economic 

activity is centered on the manufacture of cotton knitwear: for use as banyans (mostly sold in the 

Indian market), and for use as T- shirts (mostly exported). 
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 Tirupur is one of the well known cities in India which provides employment opportunities to 

more than 6 lakes employees in various processes of knitting industries and allied industries of 

textiles related job , contributes considerable volume of income in our nation through foreign 

exchange. Most of the employees in Tirupur textiles and knitted garment industries are floated and 

migrated from various districts of Tamilnadu and also from others states.  

 If we consider the income source to the normal public, the employees have more sources of 

income apart from their salary. As it is newly constituted District from Coimbatore and also having 

more number of export businesses. There are many business units starting from fabrication to 

packing of manufactured knitted garment material. There are a number of processes involved to 

make finished goods from the raw material like cotton, spinning, ginning, weaving, spinning, 

weaving, fabrication, dying and bleaching, compacting, streaming, printing and also manufacturing 

different knitted garments frequently used by all the human beings irrespective of the age and tastes 

of the individual. The employees are scattered in all parts of the district. 

 
Literature Survey 

 Woods, D. (2014)[1] in his article titled, “Work Life balance: Global Survey reveals differences 

between what employers say and do” Focus on the issue of work life balance and leadership, 

Managers in the US, UK and Germany believe that employee health and well being practices are 

important as a policy issue, but disagree when asked about their personal opinions of the practices  

 Dan forth S. (2016)[2]in their article titled, “Leaders recognize to stress” Focus on the issue of 

work strain. More leaders today know that employee stress declines in productivity and 

performance. Only individual level practices used to be utilized to reduce employee strain, but now 

it is seen as a more macro-level issue. Leaders need to learn how to recognize strain in their 

employees and then help their subordinates deal with their strain. 

 
Objectives of the Study 

 To study the Work life balance of the working women in Garment Industries.  

 To study the Work life conflict that is hindering the job performance & personal life  

 To study the Work life provisions provided for the employees  

 To determine the major factors influencing the effectiveness of balancing work & life.  

 
Statement of the Problem 

 In modern scenario, all business concerns give much importance consumer satisfaction. 

Likewise, the entire employers try to satisfy the reasonable needs and desire of the employees with 

a view to retain the existing employees and control the turnout of the employees. Further, they try 

to provide better working conditions for the maximum possible by considering the financial aspects 

of the business concern. Nevertheless, until now the management could not stop the turnout of the 

employees. Further in many business concerns the employees suffer a lot and get annoyed on the 

their job and working place as the quality work life of the employees is not up to the mark and also 

could not satisfy the employees in many ways. Employees express their views regarding the quality 

work life of the employees in places where they are given the chance to express their ideas. 

Frequently the employees raise problems about the working conditions of the organization. Some of 

the employees caused by serious diseases as the working conditions of the organization are not 
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satisfactory. Further, the employees could not develop their skill due tothe working environment. In 

most of the industries, the employees face various issues in their quality work life in their day-to-

day work commitment. The knitted garment industries in Tirupur offer employment opportunities 

for nearly 6 lakes workers from various parts of the country mainly from southern parts of 

Tamilnadu. Majority of the workers get employment, in textile and knitted garment industries of 

Tirupur. The workers in many industries do not get the good working condition in their working 

place. Facilities like, good ventilation, restroom facilities, separate room men and women are not 

provided, properly in many textile and knitted garment industries. 

 
Research Design 

 Research design is a purposeful scheme of action proposed to be carried out in a sequence 

during the process of focusing on the management problems to be tackled. It is only guidance for 

the research to enable to keep his track of his action and to know whether he was moving in the 

right direction in order to achieve his goals.  Research is a process of systematic & in depth study or 

search of systematic & in depth study or search for any particular topic, subject or area of 

investigation, backed by collection, compilation, presentation & interpretation of relevant data. 

Research simply means the search for facts, answers to questions and solutions to problems. It is a 

purposive investigation. It is an “organized inquiry” it seeks to find explanations to unexplained 

phenomenon, to clarify the doubtful facts and to correct the misconceived facts. 

 
Data Collection  

 Primary data: Questionnaire: To generate primary data Questionnaire method was used and 

information was collected from employees. Personal interaction was conducted to get more 

information & suggestions regarding the study.  

 Secondary data: The sources of secondary data were collected from journals,company reports, 

and handbooks, internet articles.  

 
Limitations of the Study  

 Only important information is collected.  

 Perceptions of individual differ from one to another and company to company.  

 
Data Analysis & Interpretation 

Table No 1: Being an Employed Man/Woman taking Care of Children is Easier 

Primary Data: From the above table out of 

500(100%) employees, 100(20%) employees 

strongly agree,130(26%) employees agree, 

150(30%) employees neither agree nor 

disagree,100(20%) employees disagree, 20(4%) 

strongly disagree. 

 

Interpretation: The most of the employees neither agreed nor disagreed that it‟s easier to take care 
of their children. 
 
 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 100 20 

2 Agree 130 26 

3 
Neither Agree  
Nor disagree 

150 30 

4 Disagree 100 20 

5 Strongly Disagree 20 4 
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Table no. 2 How Many Hours a day do you Spend Travelling to Work? 

Primary Data: From the above graph out of 

500(100%) employees, 70(14%) employees travel 

for 5-10min, 300(60%) employees travel for 15-

30min, 130(26%) employees travel for more than 

30min.  

Interpretation:  The time taken by most of the employees is 15-30min 
 
Table No. 3: I am able to Balance my Work and Life 

Primary Data: From the above table out of 
500(100%) employees, 100(20%) employees 
strongly agree, 240(48%) employees agree, 
120(24%) employees neither agree nor 
disagree,20(4%) employees disagree, 20(4%) 
strongly disagree. 
Interpretation:  The most of the employees 
agreed that they can balance their work as well 
as life. 

Table No 4: I have Spent Few Quality Times with  

my Family or Friends Without any Work Pressure 

Primary Data: From the above table out of 
500(100%) employees, 90(18%) employees 
strongly agree,150(30%) employees agree, 
140(28%) employees neither agree nor 
disagree,80(16%) employees disagree, 40(8%) 
strongly disagree. 
Interpretation: Most of the employees agreed 
that they have spent few quality times with 

their family or friends without any work pressure. 
 
Table no 5: I Feel Satisfied about the Amount of Time I Spend at Work 

Primary Data: From the above table out of 
500(100%) employees, 120(24%) employees strongly 
agree,170(34%) employees agree, 150(30%) 
employees neither agree nor disagree,40(8%) 
employees disagree, 20(4%) strongly disagree.  
Interpretation: Most the employees agreed that they 
feel satisfied about the amount of time they spend at 
work. 

 
Table No 6: The Provisions Provided by the Company for Work Life Balance 

Primary Data: From the above table 
out of 500(100%) employees, 500(100%) 
agreed that they have all the 
provisions mentioned above.  
Interpretation: Most of the employees 
strongly agreed that the organization 
provides all provisions for work life 
balance. 

S.No Scale 
No of  

Respondents 
% 

1 5 – 10 minutes 70 14 

2 10 – 30 minutes 300 60 

3 Above 30 minutes 130 26 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 100 20 

2 Agree 130 26 

3 
Neither Agree  
Nor disagree 

150 30 

4 Disagree 100 20 

5 Strongly Disagree 20 4 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 90 18 

2 Agree 150 30 

3 
Neither Agree Nor 
disagree 

140 28 

4 Disagree 80 16 

5 Strongly Disagree 40 8 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 120 24 

2 Agree 170 34 

3 
Neither Agree  
Nor disagree 

150 30 

4 Disagree 40 8 

5 Strongly Disagree 20 4 

S.No Scale 
No of  

Respondents 
% 

1 Holidays/ paid time-off 0 0 

2 Job sharing 0 0 

3 
Counseling services  
for employee 

0 0 

4 Relocation facilities and choices 0 0 

5 All above 500 100 
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Table No 7: The Overall job Satisfaction in this Organization is Good 

Primary Data: From the above table out of 

500(100%) employees, 300(60%) employees 

strongly agree,160(32%) employees agree, 

40(8%) employees neither agree nor disagree.  

Interpretation: Most of the employees strongly 

agreed that the organization provides yearly 

Master health check up. 

 
Table No 8 Better counseling facility is provided by the company 

Primary Data: From the above table out of 

500(100%) employees, 150(30%) employees 

strongly agree,140(28%) employees agree, 

100(20%) employees neither agree nor 

disagree,60(12%) employees disagree, 50(10%) 

strongly disagree.  

Interpretation: Most of the employees strongly 

agreed that they are provided with better counseling facility. 

 
Table No 9 There are Health Issues Arising Due to Work 

Primary Data: From the above table out of 

500(100%) employees, 150(30%) employees 

strongly agree,100(20%) employees agree, 

70(14%) employees neither agree nor 

disagree,100(20%) employees disagree, 80(16%) 

strongly disagree.  

Interpretation: Most of the employees strongly 

agreed that there is health issues‟ arising due to work 

 
Hypothesis Testing  

 The two hypothesis tests conducted using chi-square tests are:  

 
Hypothesis 1  

Ho – Most of the employees feel that there are health issues arising due to work  

H1 – Most of the employees feel that there are no health issues due to work  

The calculation of chi-square test is conducted by referring the table no 10 in the survey.  

At the 5% level of significance for 4 degrees of freedom the table value is 9.4 & calculated chi-square 

value is 3.8. The calculated chi-square value is lesser than the table value.  

 
Conclusion:  

 Null hypothesis is accepted that is Most of the employees feel that there are health issues arising 

due to work  

 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 300 60 

2 Agree 160 32 

3 
Neither Agree  
Nor disagree 

40 8 

4 Disagree 0 0 

5 Strongly Disagree 0 0 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 120 24 

2 Agree 170 34 

3 
Neither Agree  
Nor disagree 

150 30 

4 Disagree 40 8 

5 Strongly Disagree 20 4 

S.No Scale 
No of  

Respondents 
% 

1 Strongly agree 150 24 

2 Agree 100 34 

3 
Neither Agree  
Nor disagree 

70 30 

4 Disagree 100 8 

5 Strongly Disagree 80 4 
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Hypothesis 2  

Ho – Employees feel that the company provides better counseling facility.  

H1 – Employees feel that there is no proper counseling facility provide by the company.  

The calculation of chi-square test is conducted by referring the table no 13 in the survey.  

At the 5% level of significance for 4 degrees of freedom the table value is 9.4 & calculated chi-square 

value is 8.2. The calculated chi-square value is lesser than the table value.  

 
Conclusion:  

 Null hypothesis is accepted that is Most of the employees feel that the company provides better 

counseling facility. 

 
Findings  

1. Most of the employees are able to balance their work and life  

2. Most of the employees are able to spend few quality times with family and friends without any 

work pressure  

3. Few employees are satisfied with their work  

4. Most of the employees believe in provisions, counseling facilities, provided by the company.  

5. Few employees often feel depressed by their work  

6. Few employees are unsatisfied with the work environment  

7. Few employees are unsatisfied with company policies.  

8. If the employee gets the salary at a proper day they will be very much satisfied.  

9. From the hypothesis test it is found that most of the employees feel that there are health issues 

arising due to work  

10. From the hypothesis test it is found that most of the employees feel that the company provides 

better counseling facility.  

 
Suggestions  

1. Recreation facilities like sports, excursion, cultural, etc... should be provided to the workers by 

the company to overcome stress  

2. Better working environment like cleanliness, canteen facilities should be provided  

3. Policies & incentives should be fare and standard  

4. Motivate the employees by identifying & satisfying their unsatisfied needs  

5. Salary should be provided at correct date & time.  

6. Measures should be taken to reduce the health problems faced by the employees  

 
Conclusion 

 Work-life balance is about creating and maintaining supportive and healthy work 

environments, which will enable employees to have balance between work and personal 

responsibilities and thus strengthen employee loyalty and productivity. Today‟s workers have 

many competing responsibilities such as work, children, housework, volunteering, spouse and 

elderly parent care and this places stress on individuals, families and the communities in which they 

reside. There is Work life balance which exists in the company. But few employees are not able to 

balance theirWork life due to issues arising in the organization. The management should identify 
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the problems which are hindering the Work life balance. The company should provide better 

recreation facilities, work environment, counseling to motivate the employees. From the hypothesis, 

it is found that there are health issues arising due to work and also it is found that the employees are 

provided with better counseling facility. Hence the management should identify the problem and 

provide a solution for the problem the employees are facing. This makes all employees to maintain a 

balance between their work and life. This improves the productivity. 
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