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Abstract 
 The main tool of the current investigation ISA questionnaire and statistical population of this study consisted of 
450 experts from agriculture organization WHO 111 of them were selected as a sample size using Cochran formula. 
In order to identify the capabilities of information and communications technology (ICT) on entrepreneurship 
development, factor analysis was performed using SPSS software Version 19. 
Keywords: Entrepreneurship, Entrepreneurship development, Technology, ICT, Employment 

 
Introduction 

 Given the key role of entrepreneurship in creating changes in the community, what is felt in 

today's societies and in difficult circumstances is paying more attention to address the formation 

of entrepreneurship, of entrepreneurial thinking [1]. The reason is that, entrepreneurship is the 

engine of changing and transformation of economic, culture and society development and its 

growth can lead to a transformation of the national economy. But, in certain economic and 

cultural circumstances of country in recent years and high rates of unemployment and 

jobseekers, entrepreneurship have been considered as a key component of national plans[2].  

 Therefore, given the high rate of unemployment among youths and graduates of 

agricultural and their not desiring to create agricultural and entrepreneurial activities, creating a 

fundamental change in the category of entrepreneurship to increase graduates motivation and 

interest for doing entrepreneurial activities, is necessary. 

 Therefore, ICT can reduce costs and time-consuming and have bureaucratic system removal 

with itself and with creating changes in organizations, creating diversity, provide sufficient 

incentive for entrepreneurial activities and bring coordination necessary for organizations and 

individuals with the changes in communities[4]. 

 In fact, the Internet as a largest and most powerful world's communications network is a 

clear example of entrepreneurship and in recent years many entrepreneurs have been registered 

on the Internet [5] and via online, interactive has helped to business and job opportunity [6]. In 

fact, it can be stated that information and communication are two basic tools needed for any 

entrepreneurial activity. So, it can be concluded that ICT can provide lots of changes in different 

aspects of entrepreneurship and especially in jobs creating. 

 Males et al (2009) found in a study that there was a direct access of people to ICT and 

knowledge of organization staffs about the needs of market and customer. 

 

THE ROLE OF ICT IN ENTREPRENEURSHIP DEVELOPMENT FROM 

EXPERTS VIEW OF AGRICULTURE ORGANIZATION 
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 Baharestan et al (2012) found in a study that there was a significant positive relationship 

between the presence of information technology and intellectual investments and variables of IT 

and ICT on organizational entrepreneurship. In addition, information can be used as a 

moderating variable, and increases the positive impact of intellectual investment on 

organizational entrepreneurship [8]. 

 Litaoo et al [11]) in a research project found that there was a significant positive relationship 

between regular activities around ICT and improving entrepreneurship speed, economic 

growth, employment, and job creating . 

 Hiyousung [12] in a research study found that there was a significant and positive 

relationship between the rate of utilization of information and communications technology and 

improving educational performance in order to enhance agricultural products [12]. 

 Hyndle et al [13] in an investigation have found that there was a positive and significant 

relationship between the rate of media using such as television, the Internet and creating jobs 

and businesses for youths. Teodoras et al. [14] in their study concluded that there was a 

significant and positive relationship between the uses of ICT in entrepreneurship cooperation 

with improving the product sales process [14]. 

 
Materials and Methods 

 This is an applied research. In terms of data collection, monitoring and the degree of 

variables control it was descriptive - correlation. In addition, in terms of process, logic and the 

time it was quantitatively, deductive and retrospective, respectively. Also in terms of location, 

this research has been carried out in agriculture organization in Tehran and in terms of time 

intervals; it has been done in 2012-2013. 

 Sample of the study consisted of 450 agriculture organization experts in Tehran, which were 

based on statistics obtained from agriculture organization of Tehran. To determine the sample 

size in this study, the Cochran formula has been used. Due to the size of the statistical 

population, the sample size was calculated as n=111. In order to response to the research 

question and objectives, a questionnaire was designed as the main tool. All the questions except 

personal characteristics (age, education level and years of membership) were raised to 5 points 

by Likert scale and consisted of three distinct parts. 

 In this study, in descriptive statistics, measures of central tendency and dispersion, was 

done and in order to determine prioritize of the features calculating the mean was used. Factor 

analysis was used in the discussion of inferential statistics. Statistical analysis of the collected 

data using computer software SPSS Version 19 was performed. 

 
Results and Discussion 

 The mean age of the responders‘ was 34.5 years and the average membership of experts in 

agriculture organization has been reported 12.53 years. In terms of education level, 44.1% of the 

experts had bachelor degrees, which were the maximum percentage allocated. The most 

frequency of history of experts was 32.4%, which was located at the centroid of 13-18 years. 
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 The results showed that 50.5% of the experts are familiar with the category of 

entrepreneurship at high level 

 Fifty point five percent of the experts have determined the capabilities of information and 

communication technology and development for entrepreneurship at high level. To determine 

the experts view of agriculture organization of Tehran regarding the capabilities of ICT on the 

development of entrepreneurship, 46 -item in Likert format were used. The results showed that 

66.7 % of the experts. 

 Hosseini et al Accepted the ability of ICT, on development of entrepreneurship at high 

level. Moreover, 27% of them accepted these capabilities at moderate rate (Table1). 

 
Table 1 Experts Views to Capabilities of ICT on Entrepreneurship Development 

Rate Frequency Percent Cumulative percentage 

Low (83-120) 2 1.8 1.8 

Medium(121-158) 30 27 28.8 

High(159-196) 74 66.7 95.5 

Very high(197-234) 5 4.5 100 

Mode= high 

 Prioritize of the items, based on the average, showed that experts believed that the three 

potential of ICT with the titles of access to new information, improving the ability of individuals 

to search and to obtain timely and accurate information and reduce the cost of access to 

information have the most effectiveness on entrepreneurship development, respectively. To 

Accepted the impact of information and communication technology (ICT) in developing 

entrepreneurship, 18 items were listed. The results showed that 46.8% of the experts believed 

the impact of information and communication technology (ICT) at high level for 

entrepreneurship development (Table2). 

 
Table 2 Impact of ICT in Developing Entrepreneurship 

Rate Frequency Percent Cumulative percentage 

Very low(18-32) 1 0/9 0/9 

Low(33-48) 7 6/3 7/2 

Medium(49-64) 49 44/1 51/4 

High(65-80) 52 46/8 98/2 

Very high(81-96) 2 1/8 100 

Mode= high 
 The prioritization of 18 items of information and communication technology, three 

technologies including educational workshop, internet, exhibition and festivals had the highest 

level, respectively. Separation of 18itemsof technologies into three completely new, old and 

quite old technologies have been done. Study of 6 items of completely new technologies showed 

that 59.5% of the experts believed on the effect of completely new technologies in 

entrepreneurship development at medium level and the Internet technology with the highest 

average achieved the grade one. The effect of the quite old technology, showed that 48.6% of the 

experts, believed on the impact of quite old technology on the development of entrepreneurship 

at high level and the educational workshop technology achieved the highest rank and mean. 

The results showed that the data were suitable for factor analysis. In order to enhance the 
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interpretation of factors, Vari max rotation was used and to determine the number of factors 

criteria of specific amount was performed. The first factor has estimated about 13.42% of the 

variance of factor analysis. Due to the nature of the variables, was named the "improved job 

performance". In this factor, sixteen variables with factor loadings were recognized. The second 

factor that was included ten variables, has accounted 9.18% of the variance for factor analysis of 

data. Due to the nature of its variables, this factor was named "infrastructure improvements for 

production services‖. The third factor with explanation of 8.31% of variance of factor analysis 

has been composed of seven variables. Due to the variations that have been categorized in this 

factor, this factor has been expressed as the "Information Technology". 

 
Discussion and Conclusion 
 Given the infrastructure improvements of production services that were aligned with the 

researches results of Basher et al [17] and Romani et al [18] the following recommendations are 

proposed: greater attention to the holding of systematic inspections of successful entrepreneurs 

projects in various areas to be in organization‘s agenda so that to influence educational 

processes, and to provide increasing efficiency and productivity. According to the factor of 

technology that was in the same direction with research results of Baghersad et al [19], and 

Datagram et al [20], it is recommended that concerned agencies use the combination of 

information and communication technologies together for the implementation in the field of 

entrepreneurship, to creating a variety of activities, and new technologies to be introduced to 

the people. Regarding the factor of improving motivation, results of Maida et al [21], and 

Alambeigi et al [22] were in lined with the current study and it is recommended: to increase 

interest and motivation in experts and entrepreneurs in using ICT, officials and organizational 

incentives should be used for improving production situation and employment status. Given 

the information that were aligned with the results of Gholipour et al [23], it is recommended that 

in order to reduce transaction costs and also reduce the costs of access to information, 

strengthening infrastructures and infrastructure-related to technical issues of information and 

communication technology, offering cheaper services to patrons and customers and 

communications network expansion in all areas, in planning system should be considered more 

than previous. 

 
References 
1. Rasekh.K and Golkhany.Sh (2012). Assess the importance of entrepreneurship on 

employment in the community 
2. Mosheim, M. (2008).Stimulating entrepreneurial development. Entrepreneur Magazine.1 

(2):4-8. (In Persian) 

3. Ghadamzanjalali, A. (2009). Modern information technologies, developments in 

entrepreneurship. Proceedings of the Conference on Technology Management and 

Innovation, 65-73 pp, Garmsar, Iran. (In Persian) 

4. Malek Mohammadi, A. Alum Beiger, M and Maugham, M.(2009). Regression analysis of the 

role of ICT in the development of CE (A Case Study of Agricultural Extension).Journal of 

Economics and Agricultural Development.1(1): 1-10. (In Persian) 

 



Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Shanlax International Journal of Commerce Page 5 

 

 
 

Dr.G.Jayabal  
Professor& Head, Department of Bank Management, Alagappa University, Karaikudi, and Tamil Nadu 

 
Ms.M.Soundarya  

Ph.D. (Full-Time Scholar), Department of Bank Management, Alagappa University, Karaikudi, Tamil Nadu 

 
Abstract 
 Agriculture is the backbone of Indian economy. The prosperity of the country depends up on the agriculture 
sector. It plays a strategic role in the economic life of the Indian society. In the Indian economy agriculture 
contributes one-third of the national income. Sixty percent of the export directly or indirectly originates from 
agriculture sector. It provides employment to 67 percent of the work forces. It plays a decisive role in economic 
development and planning and provides numerous to the industrial and service sector. This paper mainly focuses on 
problems and prospects of agriculture credit in India. 
Keywords: Agriculture credit, National Income, Economic life, Indian Economy, Banks. 

 
Introduction 

 Agriculture credit plays an important role in increasing agriculture production. Finance in 

agriculture is as important as development of technologies. Technical inputs can be purchased 

and used by farmers only if sufficient money (funds) is available with farmers. Most of the times 

farmers suffer from the problem of inadequate financial state. This situation leads to borrowing 

from an easy and comfortable source. Professional money lenders were the only source of credit 

to agriculture till 1935. The requirements of finance in agricultural sector, very few farmers will 

have capital of their own to invest in agriculture. Therefore, a need arises to provide credit to all 

those farmers who require it. Even if we look into the expenditure pattern of the farmer families, 

they have hardly any savings to fall back on.  

 Therefore, credit enables the farmers to advantageously use seeds, fertilizers, irrigation, 

machinery, etc. and they have to invariably search for a source, which supplies adequate farm 

credit also. The source of agriculture finance can be divided into two categories Institutional 

finance and non-institutional finance. Institutional finance consists of cooperatives, scheduled 

commercial banks and regional rural banks, Among cooperatives primary agriculture credit 

societies (PACs) provide mainly short and medium term loans; whereas Primary Cooperative 

Agricultural And Rural Development Banks (PCARDBs) provide long term loans for the 

agriculture. The commercial banks including regional rural banks (RRBs) provide both short 

and medium term loans for agriculture and allied activities. The National Bank for Agriculture 

and Rural Development (NABARD) is the apex institute at the national level for agricultural 

credit and provides refinance assistance to the above agencies. 

 When RBI act was passed in 1935, special provisions were made under section 54 of the act 

to start agriculture credit. Since then agriculture credit has become an integral part of Indian 

agriculture and the society bounded by it. Every year the agriculture credit target set by the 

government was met and in some states the credits disbursed crossed the set targets. As per 

 

AGRICULTURE CREDIT: PROBLEMS AND PROSPECTUS 
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estimates by the Central Statistics Office (CSO), the percent of people depending on agriculture 

and its allied activities was 51.81%, in 1950-51. The desired impact from agriculture was never 

realized. Capacity building and basic infrastructure is the key to a sustained agriculture but the 

needs seem to be less met by the agriculture credit. 

 The agriculture credit target for 2015-16 is Rs.8,50,000 crore and achievement is Rs.8,77,527 

crore. The target for 2016-17 has been set at Rs. 9,00,000 crore and a sum of Rs. 755,995.17 crore 

has been disbursed as agriculture credit during April-September, 2016. 

 

Objective of the Study 

 The main objective of the study is to identify the problems and prospects of agriculture 

credit in India. 

 

Review of Literature 

 Dr. T. Bhargavi Hrishikesh, Dr. G. Ramakrishna Reddy in his study on Retrospect‘s and 

Prospects of Agricultural Finance by Commercial Banks in Kurnool District of Andhra Pradesh, 

the study assess that both the bankers and farmers views and finally he concluded that in the 

farmers point of view the reasons for the farmers‟  insolvency are crop failure, irrational 

subsidy management, no punishment for the violation of ECA orders to input dealers, virtual 

disaster relief and inflation pushed poverty. Poor farmers get caught in the debt trap due to lack 

of tenancy rights, low/negative returns, and volatility in input and form produce prices. In 

bankers point of view the impact of Debt Waiver & Relief Scheme was severe on loan recovery. 

Financial illiteracy, financial indiscipline and lack of group cohesiveness attributes stimulate 

farmers to come out from banking hold.  

 Rajiben Solanki (2016), in his study on Agricultural Finance by Commercial Banks in India: 

A Case Study of Central Bank of India, the study pointed out that Agricultural finance possesses 

its usefulness to the farmers, lenders and extension workers. The economic principles of farm 

financial management facilitate in obtaining control over capital and its efficient use. The 

investment analysis pertaining to income, repayment capacity and risk bearing ability 

determine the amount of capital a farm business can profitably and safely use. Hence, the 

farmer can determine his credit worthiness and can put forth his loan application with 

confidence to lender. The present study an attempt to analyze the agriculture advances by 

commercial banks. This study is based on secondary data. The analysis was made by the 

application of trend analysis; Calculate ratios and chi- square test with time series analysis. The 

study concludes that the bank credit in India to agriculture sector has been increased in its 

quantum during the study period. The credit provided by the bank has increased its advances. 

But an effort has to be taken by bank to reduce its outstanding, so that the recovered bank credit 

should be pumped in to agriculture sector further for its growth. 

 
Classification of Agricultural Credit 

 Agricultural credit can be classified into indifferent ways as per the requirement and period 

of credit granted. The classification of agricultural credit is presented in Chart 1.1 
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Period Wise Classification 

 Period or duration is an important basis for classification of agricultural credit. Based on the 

period, credit needs of the farmers may be classified as short term, medium term and long term. 

 
Short-Term Credit 

 Short-term or seasonal credit is that which is granted for the purpose of providing working 

capital requirements of the farmers. Generally, farmers are required to run their farms 

efficiently to obtain crop in the best possible manner. They hold credit up to the sale of harvest. 

The period for which this type of credit is provided generally ranges from 6 months to 15 

months or it can exceed more. 

 
Medium Term Credit 

 Medium-term credit is provided to the farmers for the purposes like land development, 

purchase of implements, machinery, livestock, conversion of cultivation system etc. This credit 

is provided for more than 15 months but not exceeding 5 years. The medium-term credit is 

classified is classified into two categories. The first category belongs to maintenance or 

replacement of existing production assets i.e., normal credit requirements, while the second 

classification is concerned with new investment for improving the productive efficiency of the 

farm i.e., special medium-term loans11. The medium-term credits are repaid in half-yearly or 

annual instalments. 

 
Long-Term Credit 

 Generally, farmers require all types of credit at various stages of farming. But the need for 

long-term finance is more pressing. As stand by the RBI in its preliminary reports, long-term 

credit is more important and if any effective steps are taken to make the agriculturist 

creditworthy, this is the first problem which is to be tackled12. The long-term loans are granted 

for a period of more than 5 years and up to 10 years. In some cases, it may be granted for a 

period up to 20 years13. Among various types of uses of long-term loans, principal ones are; 

purchase of farm or buying of additional land, construction of buildings for farm operations, 
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provision of drainage, and reclamation of sand and other improvements. The long-term loans 

are repaid in annual instalments. 

 
Purpose-Wise Classification 

 According to the Reserve Bank's classification14, agricultural credit may be classified into 

three types viz., credit for farm activities, credit for non-farm activities and credit for family 

expenditure. 

 
Farm Credit 

 This type of credit is provided for purchase of seeds, fertilizers, insecticides, hiring of 

labour, land improvements by irrigation and drainage, purchase of agricultural implements, 

machinery and livestock, construction of farm houses, cattle sheds, tanks and embankments, 

laying of orchards etc. in other words, this credit is provided to support the working capital 

expenses on farm business. 

 
Non-Farm Credit 

 Such credit is provided to meet the working capital expenses on non-farm business such as 

repair of production and transport equipment and furniture, purchase/construction and repair 

of buildings, purchase of non-farm equipment etc. 

 
Credit for Family Expenditure 

 Such credit is required to meet the household expenditure like clothing, education, 

medicines, expenses regarding marriages, death ceremonies and other social events in family, 

litigation and payment of old debts etc. Though these types of loans are meant for personal 

purpose, the cultivators may borrow by showing the agricultural deeds and are repaid after 

selling of their produce. 

 
Security-Wise Classification 

 According to this type of classification, the agricultural credit may be categorized as secured 

credit and unsecured credit. It is based on the type of security offered by the farmer while 

obtaining the credit. 

 
Secured Credit 

 It is also known as ‗Farm Mortgage Credit and Chattel or Collateral Credit‘. In this type, 

credit is available against the pledge of some tangible property of the borrower. In fact, 

borrowers offer livestock, produced items, warehouse receipts, shares, bonds, and insurance 

policies etc., as securities. 

 
Unsecured Credit 

 Unsecured credit is granted on personal security of the borrower. It is provided on the 

promissory or personal notes of the borrower with or without another guarantee. Naturally, 

loans of this type are available through informal sectors such as moneylenders. 
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Creditor-Wise Classification 

 The agricultural credit may be classified on the basis of creditor also. There are two main 

sources of credit viz., institutional and non-institutional credit. 

 
Institutional Credit 

 

 
Commercial Banks 

 Commercial banks entered the field of agricultural credit in a major way following their 

nationalisation in 1969. Commercial banks are guided by priority sector lending policy of 

providing credit to various deserving sectors/sections including agriculture and allied 

activities. Growth in commercial bank credit to agriculture, which was lower than the growth in 

aggregate bank credit during the 1990s, picked up sharply in the first half of the 2005s and 

largely coincided with the growth in aggregate bank credit. 

 
Co-Operative Banks 

 Cooperative movement was introduced in India in the early year of 20th century with the 

main object relieving the burden of debt and for providing credit through a local agency on the 

principles of thrift, self-help and mutual aid. They function with the rule of" one member, one 

vote". Function on "no profit, no loss" basis. Cooperative banks, as a principle, do not pursue the 

goal of profit maximization. Cooperative bank performs all the main banking functions of 

deposit mobilization, supply of credit and provision of remittance facilities. Cooperative Banks 

provide limited banking products and are functionally specialists in agriculture related 

products Cooperative banks are serving in the field of agricultural credit and rural development 

 
Regional Rural Banks 

 Regional Rural Banks were created as a public banking institution in 1974 to cater to the 

credit needs of marginalized sections of rural population including small and marginal farmers. 

Regional Rural Banks are guided by priority sector lending policy of providing credit to various 

deserving sectors/sections including agriculture and allied activities. RRBs were set up in those 

regions where availability of institutional credit was found to be inadequate but potential for 

agricultural development was very high. However, the main thrust of the RRBs is to provide 

loans to small and marginal farmers, landless labourers and village artisans. These loans are 

advanced for productive purposes. 
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Problems and Prospectus 

Insufficiency 

 In spite of expansion of rural credit structure, the volume of rural credit in the country is 

still insufficient as compared to its growing requirement arising out of increase in prices of 

agricultural inputs. 

 
Inadequate Amount of Sanction 

 The amount of loan sanctioned to the farmers by the agencies is also very much inadequate 

for meeting their different aspects of agricultural operations. Considering the amount of loan 

sanctioned as inadequate and insignificant, the farmers often divert such loan for unproductive 

purposes and thereby dilute the very purpose of such loan. 

 
Lesser Attention of Poor Farmers 

 Rural credit agencies and its schemes have failed to meet the needs of the small and 

marginal farmers. Thus, lesser attention has been given on the credit needs of the needy farmers 

whereas the comparatively well-to-do farmers are getting more attention from the credit 

agencies for their better credit worthiness. 

 
Inadequate Institutional Coverage 

 In India, the institutional credit arrangement continues to be inadequate as compared to its 

growing needs. The development of co-operative credit institutions like Primary agricultural 

credit societies, land development banks, commercial banks and regional rural banks, have 

failed to cover the entire rural farmers of the country. 

 
Red Tapism 

 Institutional agricultural-credit is subjected to red-tapism. Credit institutions are still 

adopting cumbersome rules and formalities for advancing loan to farmers which ultimately 

force the farmers to depend more on costly non-institutional sources of credit. 

 
Conclusion 

 Credit is required in every type of business and agriculture is not exception to it. The need 

for agriculture credit however becomes more important when it moves from traditional to 

modern agriculture. The land holding is very small. The population is growing at a faster rate. 

Agriculture labor is often under employed. Production suffers from weather risks. The capacity 

of the farmers‘ to save and invest is very low. This need is increasing over with the rise in use of 

fertilizers, mechanization and rise in price. A special care should be given to provide finance in 

time which will facilitate better growth in agriculture production and also farmers‘ social 

conditions in this study area. Through this study awareness will be increased among the 

farmers to increase the agriculture productivity.  
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Abstract  
 Consumers are concerned about the health and they started to realise the harmful effects of chemicals. Organic 
food is a contemporary focus and quit popular in Indian Fast Moving Consumer Goods (FMCG) industry.  
The consumers started to prefer harmless foods items and the health conscious have increased. A positive business 
scope have been realised on the buying behaviour in India towards the organic foods consumption. Organic food 
growth has a required context in India and an exciting stage also begins to the organic food industry. All 
stakeholders of the industry will be benefited with this evolution. The existing market players have been elevated the 
industry upto the level by the more investment. They have consistently making highest turnover growth at a 
compound rate on every year. Hence, the research has been conducted to create awareness to beginners of the 
industry. It will help to make their instant contribution in organic food segments. The study has conducted on the 
basis of conceptual work which is pertaining from the related information of organic food, entrepreneurship and the 
present market need. 
Keywords: Globalization, Entrepreneurs, Investment, Market Trend, Consumers. 

 
Introduction 

 The new entrepreneurs and investors have great benefit from the organic food industry in 

India. Every industry offers great scope to begin the business in an organic way. Therefore, 

foreign companies are competing to start a business unit especially in India. Indian markets 

have engaged with diverse population and it has outsized market segment for all business. 

Commerce is rapidly changing in the Indian market since the consumer preferences are 

changing. The changes are based on the market demand and dynamic business strategy. In this 

commercialised world, all the consumers are being aware about their demands and they expect 

health protection and welfare from the industry. Hence, the consumers are giving support for 

the natural products and making demand in the market. Most of the consumers believe that the 

natural foods are boon for the people health. Food safety is everyone‘s concern. Nowadays 

consumers started to give preference to the organic products. Every consumer is approaching 

the products with a health conscious intention. Because, most of the people health are affected 

by the various diseases, complaints and chronic illness like diabetics, obesity, hormones 

disparity, cancers and so on. Several factors have accelerated the diseases on human community 

in which the most important factor is intensive farming practices. An intensive farming practice 

is using less area of land for cultivation but using a large amount of fertilizers and machinery. 

This kind of practice leads to create more problems indirectly on the health of consumers. These 

practices are affecting the human generation also. The intensive cultivation makes more 

chemical content on these goods and products. The level of chemical content is more than the 

standard limit. Because, no proper regulation to control it in India. The people mainly belongs 
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the retailers for day to day consumable products like groceries, vegetables and other food items 

and so on. All the goods and products will not give welfare of the consumers. This is a crucial 

problem of the society and a biggest question stand in front of us how we are going to protect 

our generation from this intensive production and cultivation practice. The climate is changing 

now because all the consumers have started to realise the effect of chemical content on the 

consumer goods. There is one alternative available now. The consumers have started to prefer 

organic foods to protect their health and save their generations health. This is the main reason 

behind the growth of organic food industry. 

 
Objectives of the Study 
1. To study the market scope for organic food products in India 

2. To find out the entrepreneurial and investment possibilities in organic food industry. 

 
Statement of the Problem 
 The government of India is always supporting the entrepreneurs in many ways to increase 

the domestic production. Many of financial institutions are available in India and they are 

facilitating the financial assistance for the new enterprise under the direction of the government. 

Especially, India has a potential market for retail business. The new entrepreneurs have lot of 

scope to start the business in FMCG industry. Especially, changing life style of Indian 

consumers, rising health awareness, higher disposable income and increasing modern retail 

outlets across the country are the main causes of growth driver for the organic food segment. 

Over the last five years in India, many of the organic food stores have spurring up in the big 

cities. The awareness and acceptance of organic foods also has increased in India. Private equity 

of the organic food industry is high in which some of the food categories fall into the high scale 

and high margin opportunity. The existing market players of the organic food industry are also 

earning better turnover in the domestic market and are getting good margins from the exports. 

The main fact is that the organic food consumption did not even reached 0.1 percent of the 

India‘s annual food consumption. India‘s organic food market share is less than 0.2 percent1in 

the global organic food market.  

 
Meaning of Organic Foods and Products 
 Organic produces stated that are grown without the use of pesticides, synthetic fertilizer, 

sewage sludge, genetically modified organisms, and ionizing radiations. Animals that produce 

meat, poultry, eggs and dairy products do not take antibiotics or growth hormones. The use of 

Genetically Modified Organisms (GMO‘s) or products are generally prohibited by organic 

legislation. Organic agriculture is a structural approach to production that is working towards 

environmentally, socially and economically sustainable productions.  

 
Significance and Benefits of Organic Foods and Products 
 The society today faces diseases, illnesses and ailments. The main reason for so many 

conditions in our world is the food that we eat. The pesticides loaded foods and other toxins are 

slowly killing the human body and rendering too weak immune system to handle the onslaught 
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of diseases. Due to that, one of the best defences for protecting the health is whole organic foods. 

The organic fruits, vegetables and products are not genetically modified and the organic plants 

are grown without usage of chemical pesticides. The organic plants are only grown by the 

artificial fertilizers, human waste or sewage sludge and they have been processed without 

ionizing radiation or food additives. In other words, organic foods are produced without any 

man-made chemicals. The following merits can be used to promote the organic foods business 

and exposed to acquire the customers. 

 Human body can fight diseases, bacteria and Viruses when fed organic foods 

 Organic food contains at least 50 percent more nutrients, vitamins, minerals than non-

organic foods. Same growth hormones and antibiotics that are naturally added. 

 Organic foods are lower in fat and helps to fight and prevent from obesity 

 Allergies can be avoided by eating organic foods. 

 Organic fruits and vegetables are not only grown by nature but they taste better than as 

well. 

 Organic foods are safeguard against toxic metals like cadmium, lead and mercury. 

 

Growth and Export Scope for Organic Products in Asia 

 The people prefer more for organic products when compared to chemical added one due to 

the side effects and less effectiveness to fulfil the purpose. Organic products are more eco-

friendly and its made out of natural resources available naturally on the earth. The global 

organic products are also expected to increase along with the Indian organic products demand. 

The Indian report states that the exports of organic foods were valued at Rs.1,000 crores which is 

fairly a boost for new entries in the field. There are several organic products available that range 

from cosmetics to food to drugs and more. The entire industries are now exposed to the organic 

market. India has the potential place of producing more organic products when compared to 

other countries due to the agro-climatic circumstances. The country practices natural traditional 

farming that is a mostly organic way, and that acts as an advantage. India occupied the 10thplace 

among the top ten countries in the world in the cultivable land of the organic sector. India 

produces around 1.24 million Metric Tonnes of certified organic products that are agricultural 

products. It also includes cotton, fiber and functional food products. The exports accounted for 

135 products in the year 2013-14 with 194088 Metric Tonnes including 16322 Metric Tonnes2 

organic textiles.  

Fig 1 Growth of Indian Organic Food Market 
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 The figure 1 shows the sales growth of leading brands organic food and beverage market in 

India. The growth has been identified upto 45 percent per annum and estimated by 

International Federation of Organic Agriculture Movements. The organic food market in India is 

expected to grow from 675 crore in 2010 to7,000 crore by 2015 with a CAGR of 60 per cent.3The 

organic products have the good exposure to export with their standards. Organic India is the 

biggest market player for organic products in India and they have international exposure also. 

Mr.Krishan Guptaa, Global CEO, Organic India, says, ―Market dynamics in India is different 

from that of other countries and we are retailing these organic products at much lower prices in 

India.‖4 They sell organic products here for Rs.3 US dollar while the same product is retailed in 

the foreign markets at around 22US dollar5.This is a huge price difference and as such, our real 

margins come from outside the Indian market. 

 India has been produced around 1.35 million Metric Tonne in 2015-16. The certified organic 

products includes all varieties of food products namely sugarcane, oil Seeds, cereals and millets, 

cotton, pulses, medicinal Plants, tea, fruits, spices, dry fruits, vegetables, coffee and so on. The 

Madhya Pradesh has covered largest area under the organic certification followed by Rajasthan 

and Himachal Pradesh. The total volume of exports in India was 263687 million tonnes during 

the year of 2015-16 in which the organic food contributions is around 298 million US dollars.7 

The organic foods are exported to European Unions, US, Canada, Switzerland, Korea, Australia, 

South East Asian countries, South Africa and so on. 

 
Certification of Organic Products 

 Organic food is an important area for the Indian Government. It has been created as one of 

the industry. The National Programme for Organic Production (NPOP) provides an institutional 

mechanism for the implementation of National Standards for Organic Production through a 

National Accreditation Policy and Programme. Agricultural and Processed Food Products 

Export Development Authority (APEDA) is the regulating authority for the same. APEDA 

governs each process in advance. A product is labelled organic and retailed. The NPOP 

standards for production and accreditation system have been recognised by the European 

Commission and Switzerland as equivalent to their country standards. 

 
Financial Assistance for Organic Forming in India 

 Organic forming requires biological and organic inputs needed to augment the production 

of organic fertilizer in India. Government of India provides capital investment subsidies for 

commercial production units of organic fertilizer. The main objective of the scheme is to 

promote the organic farming in India by making available organic materials to increase the 

agricultural organic productivity. This subsidy is availed by the individuals, group of farmers, 

proprietary firms, partnership firms, co-operatives, fertilizer industry, companies, corporations 

and NGOs. There are no specifications for unit location under the schemes and the entrepreneur 

can setup the unit at any place in India. It provides credit linked and back ended capital 

investment subsidies for bio fertilizer and bio pesticides units. Capital subsidy of 25 percent of 

total project cost to a maximum of Rs.40 lakhs per unit. Subsidy for fruits and vegetable 
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compost units are provided with 33 percentage of capital subsidy on the project cost maximum 

of Rs.60 lakhs per unit. The value of land to be computed on the project cost and the value of 

land should not exceed 10 percent on the project cost. NABARD releases the subsidy in two 

instalments. The first 50 percent of subsidy is released to the financing institutions on the 

disbursement of first instalment of the sanctioned loan. The remaining 50 percent of the subsidy 

would be disbursed after the conduct of inspection made by the officials from the financial 

institutions, NABARD or NCDC or NCOF or DAC. The subsidy will be kept by the financial 

institution in a subsidy reserve fund account and finally it will be adjusted against the loan 

amount of the bank at the end of the repayment period.  

 
Repayment of Loans 

 The loan sanctioned by the financial institutions for bio fertilizer units, bio pesticide units 

and fruit vegetable compost units and generally allowed 10 years for the repayment of loan with 

2 years grace period and the interest rate is decided by the banks or financial institutions as per 

their norms. The time limit has been prescribed as 15 months for the completion of project with 

a grace period of 3 months. 

 
Investment Scope in the Organic Industry 

 Organic is the most powerful trend in the food business today. Seemingly major company 

announces a shift toward organic production on every week. The trend would be continued 

long. The organic food consumption is expected to grow at 14 percent of annual growth rate 

with in 2018. It is projected to make changes on the GDP up to 3 to 4 percent.8 Hence the organic 

food stocks winged to increase in recent years. The overall trend shows a standard return for the 

organic food industry stocks. The investors have to consider the organic industry stocks for the 

long term investment. Still the industry stocks provide a good return to the investors. According 

to Indian organic food market and forecast and opportunities, 2017, Indian organic food market 

is anticipated to grow at a significant CAGR of around 19 percent during 2012-17 9and 25percent 

during the year of 2015-20.10  

 
Findings and Discussion 

 Around 20 to 30 percent of organic food cost is higher than the conventional food items 

which are the major challenges in India. Majority of the Indian consumers are price sensitive 

hence the price of the organic produces can reduce through the mass production and mass 

organic farming practice. 

 More Funding assistance needed to increase the organic farmer base, get certification, 

branding and distributions of organic products. When increasing the new entrepreneurs in 

this segment, the export level organic foods will be increased. The quality of domestic 

products similarly increases with an import country standard. 

 All state government should encourage the organic farmers and create a market for organic 

foods and products. The Government of Tamilnadu can directly purchase organic 

vegetables and fruits through ―Pasumai Angadi‖ from the organic farmers. The government 
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of India can spread over scheme for entire nation along with state government.The 

government of India has taken several initiatives to support and boost up the organic 

farming and productions in the form of subsidies and comprehensive policies regarded. 

 Companies are witnessing increase in sales as a result of increasing demand from metro 

cities. The entry of several new players in the organic food market offers the online channel 

for purchase. The online forum helps to promote organic food segments. Companies along 

with the government should organise awareness among the farmers as well as consumers.  

 The major players of the Indian organic food market are Sresta, Eco Farms, Organic India, 

Navdanya and Morarka and so on. The new entrepreneurs have the opportunity to tie up 

with them. The small organic enterprises can be a supplier of these big corporates but the 

supplier of the companies has to fulfil their standard.  

 The government has implemented the National Program for Organic Production that 

involves accreditation program for certification bodies and standards for the productions 

and promotion of organic foods and products. 

 
Conclusion 

 A market opened for organic produces henceforth the industry attained highest turnover on 

every year. The Indian entrepreneur has great scope and opportunity to enter in the organic 

field. The existing market players are getting highest margin from export organic food industry. 

More demands for organic vegetables are especially in Metropolitan cities in India. The urban 

consumers have more awareness on the organic foods. The rich consumers are ready to buy 

organic vegetables and fruits with highest price. Hence, all the industries are turned up to 

produce the products in an organic way. The organic goods prices are higher than the non-

organic items. Even though, it could be reduced by encouraging the mass production and 

consumption. The government induces the consumers to buy and produce the goods in an 

organic way. The private organisations and government can be able to boost up the organic 

farming by providing financial assistance to green house plant. The policy of loan has to be 

revised in an easiest way. The government has to create a separate ministry for organic foods 

and produces to organise the growth of this industry. The highest attracted by the organic food 

companies listed in the financial market. Investors pertained growth on investment in organic 

industry. Hence, the exchanges have to create a new index for organic food and products 

companies. The step will help to measure the growth of the Industry and attract more 

investment towards organic farming practice and organic products. The time reveals the 

industry to make more attention on this. The entrepreneurs have lot of scope and the investors 

have growth in this field. Every individual or stakeholder of the society has the responsibility to 

grownup the organic food culture in India. 
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Abstract 
 Internet of Things denotes an on-going transformation of most importance for the Omni-channel retailing. The 
purpose of this paper is to analyse the phenomenon of the Internet of Things on Omni-channel retailing by 
developing a conceptual framework that can be used to further delineate recent transformation of the customer 
interface of Omni-channel shopping. This paper develops a framework of Internet of Things in the Omni-channel 
retailing – customer interface that consists of four attitude elements: customer demographic factors, Experience 
preference, customer benefits perception and customer lifestyle. This framework exemplifies how Internet of Things 
transforms each of these attitude elements and identifies the influence to Omni-channel experience. To fulfil the 
Concept of this study, percentage analysis, ANOVA, Correlation Coefficient have been used to testing the hypothesis 
and the study found that the relative influence factors on attitude toward Omni-channel retailing had a positive and 
significant with Internet of Things. 
Keywords: Internet of Things, Omni-channel, Shopping experience, lifestyle, Omni-channel retailing. 

 
Introduction 

 Internet of Things (IoT) demystified and also the network of every physical items, equipped 

with Computer electronics, transducers such as actuators and sensors, inter and intra 

connectivity and Software to capture, filter and exchange of data about themselves and their 

environmental for various Internet of Things use the cases and for business purposes. 

Expectation with regards to the customer experience, services, expedition and efficiency can 

play a vital important role for today‘s Omni-channel agnostic and connected with mobile 

customers. Even as logistics can play a key role in meeting the demands and providing a better 

customer experience and services, there are many other areas where the Internet of Things can 

help enhance of customer experience. This is not only case in the context of the retailers those 

who are sits at the end of the supply chain. In an increasingly converged retailing reality, goods 

also need to be shipped to the consumer; if they aren‘t bought in physical store as well the 

Internet of Things plays a role in Omni-channel logistics. With the new developments in areas, 

such as buzz deliveries, new opportunities are arises in this regard as well. The use of Omni-

channel presence in Internet of Things, personalization, exchange information and context are 

essential, the data connection and sensors, for instance based on the movement or gesture 

recognition and the possibilities offered by the various data generating in Internet of Things 

enabled devices, depending on the circumstances. It is one of the ways Omni-channel retailers 

used to connect physical and network certainly when the touch is involved. Current 

 

OMNI-CHANNEL RETAILING: CUSTOMER EXPERIENCE OPTIMIZATION 

WITH THE INTERNET OF THINGS 
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applications in areas such as dynamics of pricing, smart shelves and the inventory management 

and whole range of consumer-oriented Technology within the online retail store and physical 

retail store environment it has possible to achieve multiple potential outcomes.  

 
Statement of the Problem 

 Maintenance up with the pace of recent technologies is most important problem the retail 

industry faces. For instance, Omni-channel retails point of view selling technology often uses 

computer systems that are several years behind the computer and network industry as a whole. 

The incapability of retail industry technologies to keep up with the initiatives such as Mobile 

Technology coupons is a problem that the industry regularly faces. Consistently changing the 

economic environment, upgrading the recent technology and keeping their equipment and 

running all networks on the latest technologies can be difficult for Omni-channel retailing. This 

research study is to examine the technologies domination that helps to customer experience 

optimization in Omni-channel retailing with the Internet of Things. 

 
Methodology 

 The proposed research model for this paper is shown in figure 1. In order to explore the 

variables in the proposed research model, a structured questionnaire survey was conducted 

from 320 respondents. To fulfil the hypothesis percentage analysis, ANOVA and Correlation 

coefficient has been used for testing the hypotheses. 

 
Fig 1 Conceptual Model 

Hypothesis of the Study 

 H1: The attitude toward Omni-channel retailing is significantly different based on the 

various consumer demographics. 

 H2: The attitude toward Omni-channel retailing has a significant relationship with the 

customers‘ benefit perception. 

 H3: The attitude towards Omni-channel shopping has a significant relationship with the 

Shopping experience preference. 

 H4: The attitude towards Omni-channel shopping has a significant relationship with the 

customer lifestyle  

 H1: The attitude toward Omni-channel retailing is significantly different based on the 

various consumer demographics. 
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Table 1 Attitude towards Omni-Channel Retailing 

Demographic items Percentage F value P value 

Gender 
 Female 
 Male 

 
50.1 
49.9 

8.972 0.003* 

Age 
 20-25 years 
 26-30 years 
 31-35 years 
 36-40 years 
 Above 40 years 

 
21.0 
18.0 
19.0 
21.0 
21.0 

8.920 0.000** 

Education 
 Graduates 
 Post Graduates 
 Research Scholars 
 Professional Course 

 
20.4 
32.1 
42.7 
4.8 

3.425 0.017* 

Occupation 
 Student  
 Pvt. Employee 
 Govt. Employee 

 
58.1 
11.9 
30.0 

5.023 0.007** 

 Table 1 showed that consumer attitudes toward Omni-channel retailing had significant 

differences based on customer demographic factors. The analysis found that the attitude 

towards Omni-channel shopping had significant differences in Gender, Age, Education and 

Occupation (p<0.05). 

 H2: The attitude toward Omni-channel retailing has a significant relationship with the 

customers‘ benefit perception. 

 
Table 2 Attitude and Customers’ Benefit Perception 

Benefit Perception Pearson’s Correlation Coefficient P-Value 

Effectiveness 0.537 0.000** 

Shopping Convenience 0.244 0.000** 

Product availability 0.216 0.000** 

Service quality 0.110 0.010* 

Seamless experience 0.302 0.000** 

Complete information 0.246 0.000** 

Payment security 0.182 0.000** 

Delivery options 0.129 0.003** 

Return Policy 0.242 0.000** 

Notes: * p<0.05, ** p<0.01 

 As shown in table 2, that attitude and all the benefit factors were positive association in 

every case (p<0.05). H2 found that factors of customer benefit perception factors have a positive 

influence on attitude towards Omni-channel retailing.  

H3: The attitude towards Omni-channel shopping has a significant relationship with the 

Shopping experience preference. 
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 In analysis of variance, the Omni-channel shopping attitude was shown to have significant 

differences on ―Purchasing Frequency‖ and ―Payment options‖ in the customer shopping 

preference (p<0.05). Result was shown that the attitude toward Omni-channel shopping had a 

significant relationship with Purchasing frequency and payment options.  

 
Table 3 Customer Experience Preference 

Customer Preference Percentage F-Value P-Value 

Purchasing Frequency 
 Once a month 
 Every three months 
 Every six Months 
 Yearly once 

 
20.76 
24.53 
26.41 
28.30 

3.422 0.024* 

Payment Options 
 Debit card 
 Credit card 
 COD 
 Wallet 

 
36.18 
23.19 
36.36 
4.27 

25.083 0.000** 

 H4: The attitude towards Omni-channel shopping has a significant relationship with the 

customer lifestyle  

 
Table 4 Attitude and Customer Lifestyle 

Customers’ Lifestyle Pearson’s Correlation Coefficient P-Value 

Stay with technology 0.014 0.753 

Searching Knowledge  -0.059 0.173 

Like Computer 0.110 0.010* 

Fashion 0.058 0.179 

fix to appearance 0.171 0.000** 

Shopping at home 0.123 0.004** 

Notes: * p<0.05, ** p<0.01 

 Table 4 result showed that the positive association in three factors (p<0.05). The customers‘ 

lifestyle factors ―Like Computer‖ ―Fix to appearance‖ and ―Shopping at home‖ were positive 

influence on attitude towards Omni-channel retailing. 

 
Conclusion 

 Internet of Things calls for new security infrastructure based on the new technical standard. 

The purpose of the experiment was to examine the Internet of Things concern and optimization 

of Omni-channel shopping experience and measure the attitude of Internet of Things towards 

Omni-channel shopping. The relative influences factors on attitude toward Omni-channel 

shopping and were explored and the relationship between the attitude and the influence factors 

was presented. The results showed that effectively measure customer attitudes and the 

important customer characteristics that influence Omni-channel shopping attitude and 

purchasing intentions.  
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Abstract 
 The main objectives of this study customer gratification of e-banking system of state bank of  
India in Karaikudi, Sivaganga District of Tamilnadu. This paper, based primary data were collected from 120 State 
Bank of India customers in Karaikudi of Sivagangai District. The study used tables, Frequency and percentages. The 
researcher concluded that people are not confident enough and not aware of whether to rely completely on Electronic 
System. There is hesitancy in their minds with regards to preference. So they use both the techniques. i.e. banking 
and traditional. Because of the complexity and the unawareness in the people regarding the Electronic banking 
services provided by the banks. 

 
Introduction 

 Banking operations are carried out through electronic means, it takes the form of ‗e 

banking‘. Electronic means of banking include electronically operated devices such as 

computers, ATMs, etc. in addition, internet, telephone, mobile handsets and other means are 

also used as part of e-banking. An essential feature of e-banking is that it provides round-the-

clock access to banking operations. E-banking provides 24 hours access to cash through an 

Automated Teller Machine or Direct Deposit of pay-cheques into chequing or savings accounts 

of a bank. 

 Electronic banking services are a range of banking and other services or facilities that use 

electronic equipment and include: 

 Online Banking 

 ATM and Debit Card Services 

 Phone Banking 

 SMS Banking 

 Electronic alert 

 Mobile banking 

 Fund transfer Services 

 Point of Sales Banking 

 Estatements 

 Other E-commerce or value added services 

 

CUSTOMER GRATIFICATION OF E-BANKING SYSTEM OF STATE BANK OF 

INDIA IN KARAIKUDI, SIVAGANGA DISTRICT OF TAMILNADU 
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Advantages 

 More convenience in transacting business 

 Better knowledge of state of accounts 

 Wider range of products/services available to the customer 

 Possible lower cost of accessing banking services 

 
Review of Literature 

 Shilpan Vyas in him study ―Impact of E-Banking on Traditional Banking Services‖ the 

researcher concluded that E-banking is a borderless entity permitting anytime, anywhere and 

anyhow banking. This facilitates us with all the functions and many advantages as compared to 

traditional banking services. During this step of the process, controls that could mitigate or 

eliminate the identified risks, as appropriate to the organization's operations, are provided. The 

goal of the recommended controls is to reduce the level of risk to the IT system and its data to 

an acceptable level. 

 
Objectives 

 To study the customer gratification of e-banking system of state bank of India in Karaikudi. 

 
Methodology 

 For the purpose of the study primary data were collected from 120 State Bank of India 

customers in Karaikudi of Sivagangai District. They required data is collected through an 

interview schedule. 

 
Data Analysis and Result  

Demographic Profile of the Respondents 

  The demographic profile variable includes Religion, Age, Gender, Marital Status, 

Educational Qualification, and Experience Years. 

 
Table 1 

Demographic Variables N Frequency Percentage 

Religion 

1.Hindu 
2.Christian 
3.Muslim 

 
120 

 
81 
13 
26 

 
67.50 
10.83 
21.67 

Age 
1.Below 20 years 
2.20 – 30 years 
3.30 – 40 years 
4.Above 40 years 

120 

25 
35 
33 
27 

20.80 
29.20 
27.50 
22.50 

Gender 

1.Male 
2.Female 

120 
67 
53 

55.8 
44.2 

Marital Status 
1.Married 
2. Unmarried 
3.Widow 

120 
61 
58 
1 

50.90 
48.30 
00.80 
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Educational 
Qualification 

1.High School 
2. Under graduate 
3. Post graduate 
4.Ph.D.Scholar 
5.Others 

120 

 
15 
53 
44 
7 
1 

 
12.50 
44.20 
36.70 
05.80 
00.80 

Experience 
1.below 1 
2.1-2 
3.2-3 
4.3-4 
5.4-5 
6. Above 5 

120 

 
50 
13 
23 
25 
7 
2 

 
41.70 
10.80 
19.20 
20.80 
05.80 
01.70 

 From the above Table 1, it represents the descriptive statistics of demographic variable such 

as Religion, Age, Gender, Marital Status, Education Qualification, Experiences Among the 

religion variable 67.50 % of the respondents belong to the Hindu category and 10.83% of the 

respondents belong to the Christian category and 21.67% of the respondents belong to the 

Muslim category.  

 Among the age variable indicates that 22.5% of the respondents fall under the age group 

category above 40 years, 27.5% under the category of below 30-40 years, 29.2% under the 

category of 20-30 years and 20.80% under the category of below 20 years. Thus a majority of the 

respondents fall in the age group 20-30. 

 Among the gender variable indicates male respondents is 55.8% of the total respondents 

that were responded, whereas female respondents to 44.2%. This means that male respondents 

slightly exceeded their counterparts, the female in number. 

 Among the marital status variable indicates that 50.8% of the respondents fall under the 

marital status category married, 48.3% under the category of unmarried. Thus a majority of the 

respondents fall in the married category. 

 Among the educational qualification variable indicates that 44.2% of the respondents fall 

under the education category of under graduate, 36.70% under the category of post graduate 

and 12.50% under the category of School. Thus a majority of the respondents fall in the Under 

graduate category. Among the experience variable indicates that, thus a majority of respondents 

falls in below 1 year experience 

 
Table 2 E-Banking Methods Offer Quick Services 

Scale Frequency Percentage 

Strongly Agree 6 05.00 

Agree 55 45.80 

Not sure 36 30.00 

Disagree 21 17.50 

Strongly Disagree 2 01.70 

Total 120 100.00 

 The above Table 2, Indicate that 45.8% respondents out of 120 that were interviewed agreed 

that the Electronic banking methods employed offer quick services. 5% strongly agreed, 30% 
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were not sure, 17.5% disagreed and 1.7% strongly disagreed. This implies that bank offers quick 

services at a moderate way to its rural customers. 

 
Table 3 Easy to Transfer Money from One Account to another Account Electronically 

Scale Frequency Percentage 

Strongly Agree 19 15.8 

Agree 32 26.7 

Not sure 48 40.0 

Disagree 20 16.7 

Strongly Disagree 1 00.80 

Total 120 100.00 

 The above Table 3, indicates that 40% respondents out of 120 that were interviewed not sure 

that it is easy to transfer money from one account to another account electronically in bank. 

26.7% agreed, 15.8% were strongly agreed, 0.8% strongly disagreed and 16.7% disagreed. This 

implies that the rural area most of people are not aware of this facility of transferring money 

from one account to another electronically. 

 
Table 4 Customers is Satisfied with the Services 

Scale Frequency Percentage 

Strongly Agree 7 5.83 

Agree 36 30.00 

Not sure 25 20.80 

Disagree 37 30.80 

Strongly Disagree 15 12.50 

Total 120 100.00 

 The above Table 4 indicates that only 5% of the respondents strongly agreed that they are 

satisfied each time they use e-banking, 30% agreed, 20.80 are not sure, 30.8% disagreed and 

12.5% strongly disagreed. The finding shows that the people who are satisfied with the services 

are equal to that of those who are disagreed. 

 
Conclusion 

 The Researcher concluded that people are not confident enough and not aware to whether 

to rely completely on Electronic System. There is hesitancy in their minds with regards to 

preference. So they use both the techniques. i.e. banking and traditional. Because of the 

complexity and the unawareness in the people regarding the Electronic banking services 

provided by the banks. 
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Abstract 
 The fast advancement of registering and correspondence innovations and their institutionalizations have made 
the blast in web based business conceivable. Bringing down of the cost of activity, increment in the speed of 
exchanges, and simple worldwide reach to clients and sellers have been the explanations behind the staggering 
ubiquity of this better approach for business. This article analyzes the issues identified with the security of the 
advantages and exchanges in the online business segments and exercises. Since extensive open cash is associated with 
the exchanges, the part of data security and protection isn't overstated in this sort of business. In the wake of looking 
at the advances utilized as a part of online business, the article goes ahead to recognize the security necessity of web 
based business frameworks from saw dangers and vulnerabilities. At that point web based business security is seen as 
a designing administration issue and an existence cycle approach is advanced. How the internet business frameworks 
can be made secure utilizing the life cycle approach is delineated. The significant benchmarks and laws are likewise 
talked about in the viewpoint of online business. 
Keywords: E-Commerce security, threats and vulnerabilities, security engineering, security standards. 

 
Introduction 

 Web based business security alludes to the standards which control safe electronic 

exchanges, permitting the purchasing and offering of merchandise and ventures through the 

Internet, yet with conventions set up to give wellbeing to those included. Effective business 

online relies upon the clients' assume that an organization has E-Commerce security nuts and 

bolts set up.  

 Online business security is the assurance of web based business resources from unapproved 

get to, utilize, modification, or annihilation. Organizations additionally have been participating 

in a type of web based business, known as electronic information exchange (EDI), for a long 

time. EDI happens when one business transmits PC decipherable information in standard 

configuration to another business. In the 1960s, organizations understood that a large number of 

the archives they traded identified with the delivery of products –, for example, solicitations, 

buy requests, and bills of filling – and incorporated a similar arrangement of data for relatively 

every exchange. They likewise understood that they were investing a decent arrangement of 

energy and cash entering these information into their PCs, printing paper structures, and after 

that re-entering the information on the opposite side of the exchange. 

 In spite of the fact that the buy request, receipt, and bill of replenishing for every exchange 

contained a significant part of a similar data, each paper shape had its own novel configuration 

for displaying that data. By making an arrangement of standard configurations for transmitting 

that data electronically, organizations could diminish mistakes, abstain from printing and 

 

AN EVALUATE THE CURRENT TECHNOLOGY IN TERMS OF  

E-COMMERCE SECURITY 
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mailing costs, and take out the need to re-enter information. Organizations that participate in 

EDI with each other are called exchanging accomplices. The standard organizations utilized as a 

part of EDI contain a similar data that organizations have constantly incorporated into their 

standard paper solicitations, buy requests, and dispatching archives. A decent meaning of web 

based business would specify the utilization of electronic information transmission to execute or 

improve any business procedure. 

 
Review of Literature 

 E-Business probably began with electronic data interchange in the 1960s (Zwass, 1996). 

However, (Melao, 2008) suggests that it was only in the 1990s, primarily via the Internet, 

that e-Business has emerged as a core feature of many organizations. In his opinion, the 

hope was that e-Business would revolutionize the ways in which organizations interact with 

customers, employees, suppliers and partners. Some saw e- Business as part of a recipe to 

stay competitive in the global economy.  

 The term ―e-Business‖ has a very broad application and means different things to different 

people. Furthermore, its relation with e-commerce is at the source of many disagreements. 

(Melao, 2008). A more comprehensive definition of e-business is: ―The transformation of an 

organization‘s processes to deliver additional customer value through the application of 

technologies, philosophies and computing paradigm of the new economy.‖ In a simple 

sense, E-Business can be defined as, ―the organized effort of individuals to produce and sell, 

for profit, products and services that satisfy society‘s needs through the facilities available 

on the Internet‖ (Brahm Canzer, 2009) 

 Some authors view e-Business as the evolution of e- commerce from the buying and selling 

over the Internet, and argue that the former is a subset of the latter.( Turban et al., 2006). 

Others defend that, although related, they are distinct concepts (Laudon and Traver, 2008). 

Others use both terms interchangeably to mean the same thing (Schneider, 2002). (Kalakota 

and Robinson, 2000) proposed a definition of e-business that clearly stresses the difference 

between e-commerce and e-business. More precisely they assume that ―e-business is not just 

about e-commerce transactions or about buying and selling over the Web; it is the overall 

strategy of redefining old business models, with the aid of technology, to maximize 

customer value and profits‖. 

 
Objectives 

 To study the diagram of E-business security.  

 To comprehend the reason for Security in E-business.  

 To examine the diverse security issues in E-business.  

 
Overview of E-Commerce Security 

 Security is a basic piece of any exchange that happens over the web. Clients will lose his/her 

confidence in e-business if its security is traded off. Following are the fundamental prerequisites 

for safe e-instalments/exchanges:  
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Confidentiality: Information ought not to be open to an unapproved individual. It ought 

not to be captured amid the transmission. 

Integrity: Information ought not to be changed amid its transmission over the system. 

Availability: Information ought to be accessible wherever and at whatever point required 

inside a period confine determined. 

Authenticity: There ought to be a system to validate a client before giving him/her an 

entrance to the required data. 

Non-Reputability: It is the security against the foreswearing of request or dissent of 

instalment. Once a sender communicates something specific, the sender ought not have the 

capacity to deny sending the message. Thus, the beneficiary of message ought not have the 

capacity to deny the receipt. 

Encryption: Information ought to be scrambled and decoded just by an approved client. 

Audit Capacity: Data ought to be recorded such that it can be examined for honesty 

prerequisites. 

 

Measures to Ensure Security 

Significant safety efforts are following:  

 Encryption: It is an exceptionally compelling and functional approach to shield the 

information being transmitted over the system. Sender of the data encodes the information 

utilizing a mystery code and just the predefined collector can unscramble the information 

utilizing the same or an alternate mystery code.  

 Digital Signature: Digital mark guarantees the credibility of the data. An advanced mark is 

an e-signature confirmed through encryption and watchword.  

 Security Certificates: Security authentication is an extraordinary computerized id used to 

check the character of an individual site or client. 

  

Purpose of Security in E-Commerce 

 E-commerce is an important revenue source to many businesses, especially with hordes of 

customers preferring to use their computer or tablet to complete their shopping from the 

comfort of their home. Security is one of the biggest concerns for customers shopping online. To 

avoid compromising your e-commerce transactions, you must remain vigilant in your security 

measures. Without strong mechanisms in place to protect their financial information, customers 

are easily scared away – often going to competitors for their shopping needs.  

 

Server Secure Plus 

 Server Secure Plus adds additional security services and modifications to the your server‘s 

Linux operating system and Panel. It greatly enhances the security, reliability and compatibility 

of your server and software by adding a multitude of server hardening initiatives. With Server 

Secure Plus, your server will have all the below features: 

 Basic Firewall Protection 

 Anti-Spam & Anti-Virus Protection 

 HTTP Intrusion Protection  

http://www.liquidweb.com/services/serversecure-linux.html
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PCI Compliance 

 Complying with the Payment Card Industry‘s Data Security Standards (PCI DSS) requires 

your organization to take all the necessary steps to protect your customers sensitive data while 

they shop online. These requirements include standards for your infrastructure and server 

setup to ensure your customers‘ private data stays safe. Liquid Web offers a scanning service 

that can verify you have met all the requirements in the PCI DSS. 

 
Off-Site Backups 

 Liquid Web Guardian is our fully managed, robust back up system that provides 

continuous data protection and off-site disaster recovery for Linux and Windows Managed 

Dedicated Servers. For an e-commerce operation this is especially critical, since losing your 

website database means losing records of important sales and customer information. 

With Liquid Web Guardian, we continuously capture your entire system configuration to an off-

site facility which allows for up-to-the-minute recovery of your information. No matter what 

happens to your site, your website‘s important customer data can be easily restore in minutes. 

 
Firewalls 

 Firewalls are a proactive defence for your infrastructure from the constant threat of new and 

advanced malware, viruses, and malicious Internet traffic. Liquid Web‘s Firewall Products® 

employ on-site, pre-server hardware firewalls, each containing its own operating systems and 

operating independently of the server(s) it is protecting. These products allow for constant scans 

on your server‘s activity and are designed to adapt to new threats via signature-based intrusion 

prevention without slowing down your traffic. Your e-commerce customers can enjoy a fast and 

secure shopping experience, and you can enjoy peace of mind. 

 
SSL Certificate Services 

 Keeping your online transactions secure with a strong encryption, SSL Certificates are a 

necessary and reliable way to gain your online shoppers‘ trust. We sell a number of different 

certificates from Global Sign, one of the most respected names in the industry, to fit your unique 

security needs. Our SSL Certificates even come paired with Net craft‘s continually updating 

phishing detection to provide real-time alerts that warn site owners when their websites 

becomes compromised, ensuring even more protection for your sensitive data. 

 

http://www.liquidweb.com/services/pci-compliance.html
http://www.liquidweb.com/services/guardian.html
http://www.liquidweb.com/services/firewall.html
http://www.liquidweb.com/services/ssl-certs.html
https://www.liquidweb.com/blog/index.php/secure-your-website-ssl-certificates-with-phishing-protection/
https://www.liquidweb.com/blog/index.php/secure-your-website-ssl-certificates-with-phishing-protection/
https://www.liquidweb.com/blog/index.php/secure-your-website-ssl-certificates-with-phishing-protection/
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E-Commerce Security Tools  

 Firewalls – Software and Hardware  

 Public Key framework  

 Encryption programming  

 Digital testaments  

 Digital Signatures  

 Biometrics – retinal output, fingerprints, voice and so forth  

 Passwords  

 Locks and bars – organize tasks focuses  

 
Security Issues  

 Web based business security is the insurance of web based business resources from 

unapproved get to, utilize, adjustment, or devastation. While security highlights don't ensure a 

protected framework, they are important to assemble a safe framework.  

Security highlights have four classes:  

 Authentication: Verifies who you say you are. It upholds that you are the just a single 

permitted to logon to your Internet keeping money account.  

 Authorization: Allows just you to control your assets in particular ways. This keeps you 

from expanding the adjust of your record or erasing a bill.  

 Encryption: Deals with data covering up. It guarantees you can't keep an eye on others 

amid Internet banking exchanges.  

 Auditing: Keeps a record of tasks. Shippers utilize inspecting to demonstrate that you 

purchased particular stock.  

 Integrity: counteractive action against unapproved information change  

 Non-Revocation: anticipation against any one gathering from reneging on an assention 

sometime later  

 Availability: counteractive action against information deferrals or expulsion.  

 
Conclusion 

 Electronic trade is developing quickly. Various innovations have met to encourage the 

expansion of internet business. The fast advances in PC innovation combined with quick 

speeding up in correspondence systems and the improvement of complex programming have 

altered the way business is finished. Nonetheless, this isn't adequate to multiply web based 

business applications. Legitimate administration of big business data security assets is the need 

of great importance. We have, in this paper, set forth a "security designing life cycle" way to 

deal with deal with the data assets of a venture so e-business can be done safely. With 

appropriate comprehension of business needs and administration of big business data security 

assets, online business will develop plentifully and will tremendously profit each person. 
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Abstract 
 The Banking business assumes a vital part in financial development and ecological insurance by advancing 
earth supportable and socially mindful foundations. The saving money of this kind can be named as "Green 
Banking". Change is the need of great importance for survival in all circles. Banks can give essential initiative to the 
required monetary advancement that will give new chances to financing and venture strategies. Green Banking 
implies consolidating operational upgrades, advances and changing customer propensities in saving money business. 
Selection of Green Banking practices won't just be valuable for condition, yet in addition advantage in more 
noteworthy operational efficiencies, a lower weakness to manual errors, fraud, and cost decreases in managing an 
account exercises. This paper has made an endeavour to feature the significant administrations, challenges, openings, 
procedures of Green Banks in India.  
Keywords: Environment security, a dangerous atmospheric deviation, Green keeping money monetary products and 
feasible advancement. 

 
Introduction 

 A green bank (at times alluded to as green speculation bank, clean vitality fund expert, or 

clean vitality back company) is a monetary foundation, normally open or semi open, that 

utilizations inventive financing strategies and market improvement instruments in association 

with the private part to quicken arrangement of clean vitality advances. Green banks utilize 

open assets to use private interest in clean vitality advancements that, regardless of being 

financially feasible, have attempted to set up a broad nearness in purchaser markets. Green 

banks try to diminish vitality costs for ratepayers, animate private area speculation and financial 

action, and speed up the change to a low-carbon economy. 

 Condition supportability is the plan and arrangement of items and administrations that 

consolidate and advance waste minimization, compelling use and reuse of assets. Its point is to 

secure nature for the advantage of present and who and what is to come. It is tied in with 

addressing needs and looking for a harmony between individuals, the earth and the economy. 

As per the United Nations, supportable advancement addresses the issues of the present 

without trading off the capacity of future ages to address their own particular issues. 

Supportable improvement and conservation of condition are currently perceived all-inclusive as 

abrogating goals to shield our planet from the assaults caused on it by humankind. Different 

worldwide activities are in progress to counter the evil impacts of advancement that we 

experience today, for example, carbon impression, an Earth-wide temperature boost, 

environmental change, flighty climate, surges, dry spells, contamination, high ozone depleting 

substance outflows, and so on., while still there is no agreement among the nations on sharing 

 

GREEN BANKING: SUSTAINABLE, TASKS & PROSPECT 
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the weight of natural impression, the majority of the nations have been taking forceful measures 

to handle an unnatural weather change and environmental change.  

 The managing an account industry impacts both financial development and improvement, 

both regarding quality and amount, prompting an adjustment in the idea of monetary 

development. In this manner, keeping money division assumes a urgent part in advancing 

naturally maintainable and socially dependable venture. Banks may not be simply the polluters 

but rather they generally have a managing an account association with a few 

organizations/speculations extends that are polluters or could be in future. Banks likewise add 

to natural impression straightforwardly and in a roundabout way through venture/loaning in 

their client undertakings. In that capacity they have to assume a key part in advancing/ 

lessening the carbon impression. It is said that what isn't estimated, is not managed. 

 
Objectives 

 To study the aims of understanding the green banking philosophy adoption by the banks. 

 To study the concept, Characteristics& features of Green Banking 

 To study the opportunities and challenges of green banking 

 

Research Methodology 

 The investigation for the most part incorporates writing audit from optional information. 

The optional information sources incorporate reports of the particular banks and other relative 

data distributed on the banks and other web locales. 

 

Sustainable Development and Sustainable Banking  

 According to the ―Report of the World Commission on Environment and Development 

Sustainable Development‖ (United Nations, 1987), Sustainable Development is the way of using 

the resources that not only meet the human needs of present and future generation but also 

preserve the environment. The field of sustainable development comprises of three constituents 

Environmental sustainability, Economic sustainability and Socioeconomic sustainability. 

Sustainable banking as per the United Nations Environment Programme Finance Initiative 

(UNEP-FI, 2007) is defined as ―the process by which the banks consider the impact of their 

various operational activities and their products and services for meeting the needs of the 

current as well as the future generations‖.  

 

Triple Bottom Line Approach 
Danger of Loan Default by Debtors If the credit 

indebted individuals damage the ecological enactments, 

at that point they need to pay additional cost as a cost of 

for tidy up. This additional weight of installment 

commonly drives bank customers turn out to be 

monetarily powerless and this makes them defaulter of 

reimbursing the advance to the bank. Danger of 

Reduced Value of Collateral If the property which the 
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bank has acknowledged as guarantee, gets dirtied, at that point its esteem diminished because 

of the cost which is paid as tidy up cost. This hazard expands the danger of the reimbursement 

of the normal sum. Danger of Changing Market with Environmental Concerns Due to increment 

in the natural worry among the clients and arrival of strict ecological directions, the survival of 

the association without ecological concern is winding up exceptionally intense in the present 

circumstances. Danger of Bank's Liability As banks may have coordinate business with the 

collateralized properties, banks wind up at risk for the tidy up of sullying caused by the 

property. Danger of Reputation Damaged If the banks don't play out their ecological and social 

obligations, at that point this brings down the validity of the bank among the general 

population and along these lines causing loss of notoriety of the bank. 

 
Stages of Sustainable Banking 

 Marcel Jeucken in his book ―Sustainable Finance and Banking‖ (2001) has mentioned four 

phases action, that banks should adopt for sustainability. These stages include defensive 

banking, preventive banking, Offensive banking and Sustainable Banking. As depicted in Fig. 2 

below, this model consists of the four phases which have been mentioned above. Each outer 

layer contains the previous layer expect of the first layer i.e., the defensive banking. 

 
Typology of Banking and Sustainable Development (Jeucken, 2001) 

 

 According to Bouma et al. (2001), every bank 

normally follows these stages but the attainment 

of sustainable approach is the most difficult one 

for the banks. The banks continue to evolve 

according to the stakeholder expectation. Here 

the terms„ defensive, „preventative and„ 

offensive are defined in context of environmental 

issues.  Defensive Banking In this phase, banks 

are not active and resist the environmental 

legislations as it affects the banks interest. Consideration of the environmental issues at this 

stage is an avoidable cost.  Preventative Banking Due to various driving forces like government 

pressure, non-government organizations, pressure from society etc., banks integrate the 

environmental issues and risk management activities in to their daily business activities (Bouma 

et al, 2001). Offensive Banking In this stage, the banks not only consider their internal activities 

but also consider their external activities. The banks in this stage create and showcase natural 

cordial tasks. For instance, Green financing i.e. putting resources into to natural well-disposed 

ventures. The attention is on financing different ventures which deal with sustainable power 

source, speculation subsidizes that contribute on condition agreeable resources and arrival of 

different reports in view of the ecological execution. Sustainable Banking At this stage every one 

of the exercises of banks are practical. Banks don't put resources into the naturally unsound 

business in spite of enormous benefit. 
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Concepts of Green Banking 

 Green managing an account implies advancing condition well disposed practices and 

diminishing carbon impression from keeping money exercises. This comes in numerous 

structures viz., utilizing web based managing an account rather than branch saving money, 

paying bills online as opposed to mailing them, opening of business stores and currency 

showcase accounts in online banks and so on.,  

 Green saving money alludes to the proficient and successful utilization of PCs, printers and 

servers to upgrade the utilization of vitality and waste-less paper. One of the vital manners by 

which banks can actualize green saving money is by advancing the utilization of web based 

managing an account among clients. Web based saving money diminishes printed material and 

the need to movement to bank offices. This emphatically impacts the earth. This office is useful 

for banks, as it lessens operational expenses and expands proficiency.  

 This idea of "Green Banking" would be commonly gainful to the banks, enterprises and the 

economy. Green saving money will likewise guarantee the greening of the businesses however 

it will likewise encourage in enhancing the advantage nature of the banks in future.  

 Carbon impression is a measure of an association's or substance's effect on the earth 

regarding the measure of ozone harming substances created, estimated in units of carbon 

dioxide equal. An unnatural weather change is a measure of rising normal temperature of 

Earth's environment and seas and its anticipated continuation. Over the most recent 100 years, 

the Earth's normal surface temperature expanded by around 0.80C (1.4 F) with around 66% of 

the expansion happening over the most recent three decades.  Most a dangerous atmospheric 

devation is caused by expanding centralizations of ozone depleting substances delivered by 

human exercises, for example, deforestation and consuming fossil fuels. Climate change is the 

adjustment in temperature and climate designs because of certain human action like consuming 

petroleum products.  

 The progressions incorporate worldwide normal air and sea temperature, across the board 

softening of snow and ice and rising worldwide ocean levels. Along these lines, a consistent 

idea running over every one of these activities is the attention on lessening the interest for non-

renewable energy sources by executing the 3R's viz. Decrease, Reuse and Recycle. 

 
Characteristics & Features of Green Banking 

 Contingent upon the express, a green bank may comply with an assortment of structures, 

use a wide range of open subsidizes, and make a various cluster of money related items. Banks 

may use money related instruments, for example, long haul and low loan cost advances, 

rotating advance assets, protection items and minimal effort open speculations or it might plan 

new budgetary items. At last, all green banks will show a few regular attributes:  

1. Stimulate request by covering 100% of the forthright expenses with a blend of open and 

private financing.  

2. Leverage open finances by pulling in substantially more noteworthy private venture for 

clean vitality and markets.  

3. Recycle open capital to grow green speculation and leave citizens unharmed.  
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4. Scale-up clean vitality arrangements as quick as would be prudent, augmenting clean power 

and productivity picks up.  

 

Development of Green Bank 

 To start with Green Banking was established in 2009 in the territory of Florida. Situated in 

Eustis and Clermont, Florida, USA, First Green Banking is a client driven group bank giving 

customized service, localized basic leadership and demonstrated innovation by advancing a 

positive domain that is adequate to the group.  

 

Green Banking Financial Products 

 Green keeping money makes compelling and expansive market-based answers for address a 

scope of natural issues, including environmental change, deforestation, air quality issues and 

biodiversity misfortune, while in the meantime recognizing and securing that advantage clients. 

Some of Green keeping money monetary items incorporates: Green home loans, web based 

managing an account, remote store catch, green auto advances and green charge cards.  

 

Green Mortgages 

 In general, Green home loans otherwise called Energy Efficient Mortgages(EEM'S), give 

retail clients extensively low financing costs look at showcase rates for customers who buy new 

vitality productive homes or put resources into retrofits, vitality proficient machines or green 

power. Banks can likewise give green home loans by taking care of the expense of changing a 

house from traditional to green power, and additionally incorporate this client advantage when 

advertising the item.  

 

Online Banking 

 Online saving money, otherwise called web managing an account, e-keeping money or 

virtual saving money, is an electronic instalment framework that empowers clients of a bank or 

other budgetary organization to direct a scope of monetary exchanges through the money 

related establishment's site.  

 
Remote Deposit Capture 
 Remote store catch (RDC) is a framework that enables a client to filter checks remotely and 

transmit the checks pictures to a bank for store, typically by means of an encoded Internet 

association. At the point when the bank gets a check picture from the client, it presents the store 

on the client's record and makes the assets accessible in view of the client's specific accessibility 

plan. Banks ordinarily offer Remote Deposit Capture to business clients instead of to people.  

 
Green Car Loans 

 Many green auto advances empower the buy of autos for underneath showcase financing 

costs, which exhibit higher fuel proficiency.  
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Green Credit Cards 

 A green charge card enables cardholders to procure rewards or focuses which can be 

recovered for commitments to eco-accommodating beneficent associations. These cards offer a 

superb impetus for shoppers to utilize their green card for their costly buys.  

 
Green Banking Opening 

 A Green Bank requires every one of 

its practical units and exercises to be 

Green-earth benevolent and help to 

enhance ecological maintainability. A 

few open doors are accessible for banks 

to practice environmental awareness 

their useful units and exercises.  

 

 

 

Supply Chain Management (SCM)  

 SCM is the administration of the stream of products and services. It incorporates the 

development and capacity of crude materials, work-in-process stock, and completed 

merchandise from point – of-birthplace to purpose of-utilization. Interconnected or interlinked 

systems, channels and hub organizations are associated with the arrangement of items and 

administrations required by end clients in an inventory network.  

 
Enterprise Resource Management (ERP)  

 ERP is a classification of business-administration programming, normally a suite of 

coordinated applications that an association can use to gather, store, oversee and decipher 

information from numerous business exercises, including item arranging, buy, assembling or 

administration conveyance, promoting and deals, stock administration, delivery and instalment.  

 
Customer Relationship Management (CRM)  

 Client relationship administration is a way to deal with dealing with an organization's 

association with present and future clients. It tries to examine information about clients history 

with an organization, to enhance business associations with clients, particularly concentrating 

on client maintenance, and at last to drive deals development.  

 One essential part of the CRM approach is the frameworks of CRM that order data from a 

scope of various correspondence stations including an organization's site, phone, email, live 

visit, advertising materials, web-based social networking, and the sky is the limit from there. 

Through the CRM approach and the frameworks used to encourage CRM, organizations take in 

more about their intended interest groups and how to best take into account their requirements.  
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Sourcing and Procurement 

 In business, the term sourcing alludes to various obtainment hones, went for finding, 

assessing and drawing in providers for getting products and enterprises. Outsourcing is the 

way toward getting a business capacity to another person., select merchants for maintainability 

rating for their items, administrations and activities.  

  
Product Life Cycle Management 

 In industry is the way toward dealing with the whole lifecycle of an item from origin, 

through building plan and make, to administration and transfer of made items. 

 
Challenges of Green Banking 

Reputational Risk 

 If banks are engaged with those undertakings which are harming the earth they are inclined 

lose their notoriety. There are few situations where ecological administration framework has 

brought about cost sparing, increment in bond esteem.  

 Diversification Problem: Green banks limit their business exchange to those business 

substances who qualify screening process done by green banks. With predetermined number of 

clients, they will have a littler base to help them.  

 Start-Up Confront: Many banks in green business are new and are in start-up confront. For 

the most part it takes 3 to4 years for a bank to begin profiting. In this way it doesn't help banks 

amid subsidence.  

 Credit Risk: Credit chance emerges because of loaning to those clients whose organizations 

are affected by the cost of contamination, change in ecological control and new necessities of 

emanation level.  

 High Working Cost: Green bank requires skilled and experienced staff to give appropriate 

administrations to clients. Experienced advance officers are required, they give extra 

involvement in managing green business and clients.  

 
Conclusion  

 Conceivable arrangement measures and activity to advance green saving money in India 

has turned into the need of great importance. In a quickly changing business sector economy 

where globalization of business sectors has heightened the opposition, banks should assume a 

genius dynamic part to take natural and environmental activities. The managing an account and 

budgetary part ought to be made to work for practical advancement. To the extent green saving 

money is concerned, Indian banks are running behind time and it is the need of great 

importance to think it truly for the maintainable development of the nation. Green Banking idea 

will be useful for both the banking industries and the economy. Not just "Green Banking" will 

guarantee the greening of the enterprises however it will likewise encourage in enhancing the 

benefit nature of the banks in future. 
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Introduction 

 Women entrepreneurship has been recognised as an important source of economic growth. 

Women entrepreneurs create new jobs for themselves and others and also provide society with 

different solutions to management, organisation and business problems. However, they still 

represent a minority of all entrepreneurs. Women entrepreneurs often face gender-based 

barriers to starting and growing their businesses, like discriminatory property, matrimonial and 

inheritance laws and/or cultural practices; lack of access to formal finance mechanisms; limited 

mobility and access to information and networks, etc.  

 Women‘s entrepreneurship can make a particularly strong contribution to the economic 

well-being of the family and communities, poverty reduction and women‘s empowerment, thus 

contributing to the Millennium Development Goals (MDGs). Thus, governments across the 

world as well as various developmental organizations are actively undertaking promotion of 

women entrepreneurs through various schemes, incentives and promotional measures. The goal 

of Women Entrepreneurs India is to comprehensively guide aspiring and established women 

entrepreneurs in scaling their potentials. WEI offers candid information and assistance to 

women, guiding them to the ideal resources. WEI educates women, enhancing their ideas, 

helping them find the best solutions tailored to their needs, unleashing their strengths. Women 

Entrepreneurs India is one of the most popular website that celebrates women led businesses, 

their spirit and their adept entrepreneurship. WEI ranks number one in the most popular search 

engines leaving behind thousands of its competitors. We are one of the fastest growing 

networks of women entrepreneurs that showcase the products and services marketed and 

promoted by women. WEI‘s ecommerce portal gives you the advantage of the maximum 

number of hits due to its high ranking in the web search engines. Participating women 

entrepreneurs can interact with each other and promote their products with like-minded people 

who are already members on the website.  

 We offer you an excellent platform to compare and conceive the best possible strategies to 

market your products and services. Our ecommerce portal is safe, secure and user friendly, and 

offers the most convenient shopping experience for your customers. Sell your products or 

services, network with fellow women entrepreneurs and promote your business on the most 

popular portal for women, WEI. Mentorship opportunities such as Identify opportunities of 

skill development and device an appropriate plan for improvisation, Constant meetings and 

workshops with the visionaries to improve the awareness and development opportunities for 

 

SUCCESSFUL WOMEN ENTREPRENEURS IN INDIA 
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budding women entrepreneurs, Provide access to the necessary tools and skill sets to run a 

successful business 

 
Importance of the Study  

 Women Entrepreneurs may be defined as the women or group of women who initiate, 

organise and co-operate a business enterprise. Government of India has defined women 

entrepreneurs as an enterprise owned and controlled by a woman having a minimum financial 

interest of 51% of the capital and giving at least 51% of employment generated in the enterprise 

to women. The Indian women are no longer treated as show pieces to be kept at home. They are 

also enjoying the impact of globalisation and making an influence not only on domestic but also 

on international sphere. Women are doing a wonderful job striking a balance between their 

house and career. The efforts of government and its different agencies are supplemented by 

NGOs and associations that are playing an equally important role in facilitating women 

empowerment. 

 
Methodology of the Study 

 The study is fully based on secondary data. The data collected from women empowerment 

Website, Magazine, Journals and News Paper. 

 
Policies and Schemes for Women Entrepreneurs in India 

 In India, the Micro, Small & Medium Enterprises development organisations, various State 

Small Industries Development Corporations, the Nationalised banks and even NGOs are 

conducting various programmes including Entrepreneurship Development Programmes (EDPs) 

to cater to the needs of potential women entrepreneurs, who may not have adequate 

educational background and skills. The Office of DC (MSME) has also opened a Women Cell to 

provide coordination and assistance to women entrepreneurs facing specific problems. 

 There are also several other schemes of the government at central and state level, which 

provide assistance for setting up training-cum-income generating activities for needy women to 

make them economically independent. Small Industries Development Bank of India (SIDBI) has 

also been implementing special schemes for women entrepreneurs. In addition to the special 

schemes for women entrepreneurs, various government schemes for MSMEs also provide 

certain special incentives and concessions for women entrepreneurs. For instance, under Prime 

Minister‘s Rozgar Yojana (PMRY), preference is given to women beneficiaries. The government 

has also made several relaxations for women to facilitate the participation of women 

beneficiaries in this scheme. Similarly, under the MSE Cluster Development Programme by 

Ministry of MSME, the contribution from the Ministry of MSME varies between 30-80% of the 

total project in case of hard intervention, but in the case of clusters owned and managed by 

women entrepreneurs, contribution of the M/o MSME could be up to 90% of the project cost. 

Similarly, under the Credit Guarantee Fund Scheme for Micro and Small Enterprises, the 

guarantee cover is generally available upto 75% of the loans extended; however the extent of 

guarantee cover is 80% for MSEs operated and/ or owned by women. Some of the special 
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schemes for women entrepreneurs implemented by the government bodies and allied 

institutions are provided below. 

 
Schemes of Ministry of MSME 

 Trade related entrepreneurship assistance and development (TREAD) scheme for women 

 Mahila Coir Yojana 

 
Schemes of Ministry of Women and Child Development 

 Support to Training and Employment Programme for Women (STEP) 

 Swayam Siddha 

 
Schemes of Kerala State Women’s Development Corporation 

 Self employment loan programmes 

 Educational loan schemes 

 Single women benefit schemes 

 Job oriented training programmes 

 Marketing support for women entrepreneurs 

 Autorickshaw / school van‘s driver scheme 

 Kerala Government‘s Women Industries Programme 

 Delhi Government‘s Stree Shakti Project 

 Schemes of Delhi Commission for Women (Related to Skill development and training) 

 Incentives to Women Entrepreneurs Scheme, 2008, Government of Goa 

 Magalir Udavi Scheme, Pudhucherry Government 

 Financing Schemes by Banks/ Financial Institution's  

 
Top Ten Successful Women Entrepreneur in India 

 Gone are the days when women were considered no match for all powerful men in this 

world. The new generation women across the world have overcome all negative notions and 

have proved themselves beyond doubt in all spheres of life including the most intricate and 

cumbersome world of entrepreneurship. Women have come a long way from just being a 

homemaker. Narendra Modi‘s start up friendly environment in the country has proved to be a 

blessing for female entrepreneurs and instrumental in fighting gender stereotyping in the 

business community. 

 
Indian Women Entrepreneurs who can be Easily Termed as Role Models for Every Indian 

Female 

Indu Jain 

 Indu Jain belongs to the Sahu Jain family and is the current chairperson of India‘s largest 

media group, Bennett, Coleman & Co. Ltd., which owns the Times of India and other large 

newspapers. She is widowed with two sons. Indu Jain is known by many different identities 

such as that of a spiritualist, humanist, entrepreneur, an aficionado of culture and the arts, an 

http://www.dcmsme.gov.in/schemes/treadwomen.htm
http://msme.gov.in/Impact-Mahila-Coir-Yojana-Scheme.pdf
http://wcd.nic.in/schemes/step_scheme.pdf
http://wcd.nic.in/
http://www.google.co.in/url?sa=t&rct=j&q=schemes%20of%20kerala%20state%20women%E2%80%99s%20development%20corporation&source=web&cd=3&cad=rja&ved=0CDkQFjAC&url=http%3A%2F%2Fwww.kswdc.org%2Fcontent%2Fabout-us&ei=dxaOUOSdM5HLrQenioCoCQ&usg=AFQjCNG-2mzfXZfbKiBFe8fItDcYtA5z3A
http://www.google.co.in/url?sa=t&rct=j&q=kerala%20government%E2%80%99s%20women%20industries%20programme&source=web&cd=3&cad=rja&ved=0CDkQFjAC&url=http%3A%2F%2Fwww.old.kerala.gov.in%2Fapplicationforms%2Findstr_ap_8.pdf&ei=ViiBUJfCKcGzrAe1yIHwCQ&usg=AFQjCNGne3I5MCTmiAFfQt_7NT89xsmSUg
http://www.google.co.in/url?sa=t&rct=j&q=delhi%20government%E2%80%99s%20stree%20shakti%20project&source=web&cd=1&cad=rja&ved=0CB8QFjAA&url=http%3A%2F%2Fdelhigovt.nic.in%2Fshakti.asp&ei=8yiBUKPsGcGzrAe1yIHwCQ&usg=AFQjCNEjdohcJYCGKDHFksCDIRxbeJ8b4Q
http://ncw.nic.in/frmSkillDevelopment.aspx
http://www.google.co.in/url?sa=t&rct=j&q=incentives%20to%20women%20entrepreneurs%20scheme%2C%202008%2C%20government%20of%20goa&source=web&cd=1&cad=rja&ved=0CB8QFjAA&url=http%3A%2F%2Fwww.goaditc.gov.in%2Fwomen.html&ei=aSmBULaiNMOrrAekpYDYCw&usg=AFQjCNHq2g09BMA5nEsu-ipU9gCjGgdWJg
http://www.google.co.in/url?sa=t&rct=j&q=magalir%20udavi%20scheme%2C%20pudhucherry%20government&source=web&cd=4&cad=rja&ved=0CDIQFjAD&url=http%3A%2F%2Fwww.pipdic.com%2Fschemes_2.html&ei=pCmBULiUL4rPrQfoj4CoBw&usg=AFQjCNHRD-1pbdQMjYBFs075ZbHT8sUHIg
http://smallb.in/bank-schemes
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educationalist but her most prominent and eminent role has been that of Chairman. Ms Jain was 

awarded the Padma Bhushan by the Government Of India in January 2016 .She is also the 

guiding force behind The Oneness Forum, formally launched by the President of India in 2003. 

The Forum recently awarded the Mahatma-Mahavira Awards to outstanding individuals from 

all of walks of life and is involved in several activities that seek to bring, and highlight, a sense 

of Oneness in the world. 

 
Kiran Mazumdar Shaw 

 She is the founder Chairman and Managing Director (CMD) of Biocon Limited. Born in 

Bangalore, Shaw completed her Bachelors in Zoology from Mount Carmel College, Bangalore 

University. She later did her post-graduation in Malting and Brewing from Ballarat College, 

Melbourne University. She worked as a trainee brewer in Carlton and United Breweries, 

Melbourne and as a trainee maltster at Barrett Brothers and Burston, Australia. She started 

Biocon in 1978 and spearheaded its evolution from an industrial enzymes manufacturing 

company to a fully integrated bio-pharmaceutical company. Today Biocon under Shaw‘s 

leadership has established itself as a leading player in biomedicine research with a focus on 

diabetes and oncology. Kiran is also a member of the board of governors of the prestigious 

Indian School of Business and Indian Institute of Technology Hyderabad. Kiran received the 

prestigious Padma Shri (1989) and the Padma Bhushan (2005) from the government of India 

 
Indra Nooyi 

 The most well-known face amongst Indian women entrepreneurs -Indra Nooyi is the CFO 

and President of PepsiCo. With a Masters Degree in Public Management from Yale University 

and Masters in Finance and Marketing from IIM, Kolkata, Nooyi held several senior positions at 

Motorola and Asea Brown Boveri before joining PepsiCo. Born in Chennai, Indra did her 

Bachelor‘s in Science from Madras Christian College in 1974. Beginning her career in India, 

Nooyi held product manager positions at Johnson & Johnson and textile firm Mettur Beardsell. 

Nooyi joined PepsiCo in 1994 and was named president and CFO in 2001.She has been 

conferred with prestigious Padma Bhushan for her business achievements and being an 

inspiration to India‘s corporate leadership. Her strong acumen for business has helped the 

company garner as much as 30 billion dollars worth of crucial deals within the last couple of 

years. 

 
Vandana Luthra 

 VLCC, a beauty and wellness giant has it‘s presence in 11 countries across Asia, Africa and 

the GCC (Gulf Cooperation Council) and the credit goes to Vandana Luthra. Initially, a 

homemaker, Vandana started her journey in 1989 when the first of her two daughters was only 

3 years-old. Born in Kolkata, West Bengal, this beauty expert got herself well versed with 

beauty, fitness, food and nutrition and skin care when she pursued higher education in 

Germany, UK and France, after completing a professional course from the Polytechnic for 
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Women in New Delhi. She was awarded the Padma Shri in 2013 for her contribution. And in 

2015, she was listed as the 33rd most powerful woman in business in India by Fortune India. 

 
Naina Lal Kidwai 

 Naina has a Bachelor‘s degree in Economics from Delhi university and an MBA from 

Harvard Business school. In fact, Kidwai was the first Indian woman to graduate from Harvard 

Business School. From being Head of Investment Banking at ANZ Grindlays during 1982-1994 

to Vice Chairman JM Morgan Stanley, Naina Lal Kidwai is one of the most successful and 

famous Indian businesswomen of today. She is currently Country Head and Group General 

Manager HSBC Group India. Apart from working at HSBC, Kidwai has also held other eminent 

positions such as that of Global Advisor, Harvard Business School, non-executive director at 

Nestle SA and as a member of Governing Board NCAER, Auditor General of India and several 

other positions. Indian government conferred Padma Shri award on Naina for her contributions 

in the field of Trade and Industry. 

 
Chanda Kochar 

 She is currently the MD & CEO of india‘s largest private bank ICICI Bank. Rajasthan born 

chanda got Masters Degree in Management Studies from Jamnalal Bajaj Institute of 

Management Studies, Mumbai. She received the Wockhardt Gold Medal for Excellence in 

Management Studies as well as the J. N. Bose Gold Medal in Cost Accountancy. Chanda 

Kochhar is married to Deepak Kochhar, a wind energy entrepreneur and her Business 

schoolmate. Under Kochhar‘s leadership, ICICI Bank won the ―Best Retail Bank in India‖ award 

in 2001, 2003, 2004 and 2005 and ―Excellence in Retail Banking Award‖ in 2002; both awards 

were given by The Asian Banker. Kochhar personally was awarded ―Retail Banker of the Year 

2004 (Asia-Pacific region)‖ by the Asian Banker, ―Business Woman of the Year 2005‖ by The 

Economic Times and ―Rising Star Award‖ for Global Awards 2006 by Retail Banker 

International. 

 
Ekta Kapoor 

 The woman who changed the face of Indian television – Love them or hate them, you just 

cannot ignore Balaji serials and Ekta Kapoor is the woman who single-handedly founded and 

made Balaji Telefilms the household name it is today. This baby-faced teenager, who once 

dreamed of marrying and settling down just like any other woman in India, is the creative head 

of Balaji Telefilms and counted as one of the top 10 women entrepreneurs of today. Her 

production house has many hit serials to its credit – ‗Kyunki Saas Bhi Kabhi Bahu Thi‘, ‗Kahani 

Ghar Ghar Ki‘ and many others, making her the Queen Bee of the Indian soap opera scene. She 

has won the Hall of Fame award at the 6th Indian Telly Awards during 2006 for her 

contribution to the Indian television industry. Known to be fiercely protective of her company 

and brand, Ekta is also very professional and has strong business acumen. 
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Suchi Mukherjee 

 Limeroad was started in 2012 by Suchi along with Manish Saksena, Ankush Mehra and 

Prashant Malik. The company has risen a funding of $20 Million from Lightspeed venture 

partners, Matrix partners and Tiger Global. Suchi post graduated from London School of 

Economics and graduated from St. Stephen‘s College, Delhi. In his life Suchi received many 

awards and recognition like K.C. Nag Economics Prize for best student in Economics, George K. 

George Memorial Scholarship for overall contribution, all at St. Stephen‘s College, Delhi 

University, Cambridge Commonwealth Trust, Scholarship & Fellowship, and Chadburn 

Scholarship for merit, both at Cambridge University and British Chevening Scholarship, at the 

London School of Economics. Suchi was selected as 1 of 15 women worldwide ‗Rising Talents, 

high potential leaders under 40. Suchi is an ex-ebay, Skype and Gumtree. 

 
Richa Kar 

 Richa is the founder of online lingerie store Zivame , she grew up in Jamshedpur and 

completed her engineering from BITS Pilani (2002) and after having worked briefly in the IT 

industry she acquired Masters‘ degree from Narsee Monji Institute of Management Studies in 

2007, and worked with a retailer and global technology company before starting Zivame.com. 

Zivame is probably the first in the online lingerie space in India and has played a role in 

educating women across the country about intimate wear and shaping consumer behaviour. 

 
Aditi Gupta 

 One the most common taboos is Menstruation, but with time, it is getting the attention that 

is needed for the society to accept the fact and talk openly about it. One such initiative has been 

taken by Aditi Gupta. In 2012, she co-founded Menstrupedia with Tuhin Paul, a crowdfunded 

initiative. The company provides a resourceful guide about menstruation which helps women 

to stay healthy and active during their menstruation. Aditi is a post-graduate in New Media 

Design from National Institute of Design, and graduated in Electronics and Instrumentation 

Engineering. Aditi first got the idea for Menstrupedia while doing her thesis on the very subject 

for her post graduation at NID (National Institute of Design).Aditi was born and brought up in 

Garhwa, a small town in Jharkhand. 

 
Reason for Women are Better and Successful Entrepreneurs than Men 

 Women comprise about 30 percent of corporate senior management positions, which is 

notably higher than the global average (24 percent). New research reveals that women 

entrepreneurs are less like to fail when setting up a business than men. Women are more 

ambitious in business, with 50 per cent of women keen to start another business in the next 

three years, compared to less than 20 per cent of men. 

 
Women are Better Calculated Risk Takers 

 87% Women entrepreneurs see themselves as financial risk takers, compared to 73% of men, 

while 80% of women say they are likely to see opportunities where others see risk, compared to 

http://knowstartup.com/2016/08/female-entrepreneurs/
http://knowstartup.com/2016/08/female-entrepreneurs/


Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Shanlax International Journal of Commerce Page 49 

67% of men. Moreover, while these female entrepreneurs are embracing risk, they‘re also more 

likely to be tempering their business approach with a realistic assessment of the dangers ahead. 

 
Women Tend to be more Honest about the Business 
 Women open up, they talk about their fears, they are not afraid of sharing their failings 

because they have less ego attached to the success or failure of the business and they want to 

address issues not ignore them. In short women are more open and honest about what is going 

on–and that makes it easier for others to help. 

 
Women are more Likely to take the Long-Term View 
 Men and women have different views about the type of growth they should go for – the 

research suggests women are more likely to reinvest business profit in order to generate steady 

and profitable growth, while men are more likely to look for faster growth, possibly fuelled by 

equity investment, and a quicker exit. 

 
Women are Less Prone to Over-Confidence 
 Fewer women go into business with dreams of building an empire. Women consider their 

business a success if they can be their own boss and replace their former job income. But they 

never get into over confidence. 

 
Start-Ups with more Female Executives, There is a Higher Success-to-Failure Rate 
 Companies with 1-2 female executives have close to a 50/50 failure/success rate, with 

failures exceeding successes by 5-10 percent. But in the smaller samples of companies with 4-5 

female executives, the succeeding companies outnumber failing companies by between 20 and 

50 percent. 

 
Women Appreciate the Value of Creativity 
 We live in a world where creativity is a very important commodity. We need to be creative 

in every aspect of running a business and I think that any business that has a creativity shortage 

will find it very hard to survive in the coming years. Women tend to be more open minded, in 

touch with the creative aspects of life and they see value in creativity. 

 
 Indian Women Value Relationships and Well being More than the Business 

 Generally women will always put the health and 

well being of their spouse and family as their main 

priority. If they have to choose between the business 

and the family, the family will always win. For many 

men for a very long time, the idea is to put the 

business first and build something that would support 

the family down the line. Sadly, all too often, by the 

time the business is financially successful the family 

have moved on because they got sick of being ignored. 
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Challenges Faced by Women Entrepreneurs in India 

 Even as India continues a rapid economic growth, still women in the country struggle 

against gender discrimination and inequalities. Today women face a myriad of social, economic 

and structural barriers which prevent them to succeeding in their pursuits. A high proportion of 

women entrepreneurs in developing countries operate in informal economy, which restricts the 

potential for their business to grow. Some of the challenges 

 
Faced by Women Entrepreneurs in India  

Lack of Finance 

 Finance is the life blood of the organization whether a big or small. However women 

entrepreneurs suffer from shortage of finance on two counts. Banks consider women are less 

credit worthy and discourage women borrowers on belief that they can at any time leave their 

business. Women have difficulty to access required loans from financial institutions that need to 

develop their business due to lack of collateral securities. According to Tory Burch, chief 

executive and designer, women face particular hurdles, from lack of collateral to discriminatory 

regulations and ingrained gender bias. Lack of funding is the biggest problem face by women in 

a man driven world. As per survey, 72 percent of women entrepreneurs still face lack of access 

capital challenge. 

 

Lack of Training 

 Usually women in India face lack of access to training and access to business development 

services that would help them to expand the business. Large number of women is no proper 

and sufficient professional and technical training to set up new venture (Vijaykumar A. And 

Jayachitra S) 

 

Lack of Education 

 Due to low rate of literacy and a gap in financing for women entrepreneurs are operating 

beyond the micro level. Various studies prove that lack of education resulted in low 

achievement motivation among women in India. 

 

Lack of Network 

 Women entrepreneurs have lack of accessing effective networks that can support learning 

and leveraging of resources, such as knowledge, business advice and mentorship. 

Lack of Support 

 Women lack the support from their peers and communities to pursue their entrepreneurial 

pursuits. A Conceptual Framework on Role of Women Entrepreneurs in Development of Indian 

Economy 

 
Credibility  

 Being a woman itself poses various problems to women entrepreneurs in India. Indian 

woman pertain to her responsibility towards family, society and line of work. 
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Hiring  

 When woman owns a business in male dominated society, hiring and managing a male 

employee and being a boss can be struggle. Woman had work harder to gain the respect with 

her colleagues and employees. Indian women entrepreneurs worry about hiring employees. 

 
Partnership 

When working on partnership with other companies, woman faces extreme sexism. 

 
Male Dominated Society  

 One of the problem faced by women as an entrepreneur is for getting equal treatment in the 

society. Constitution of India speaks equality between sexes. In practice, women are looked 

around as week in all aspects. Their entry to business requires the approval of the head of the 

family. Male member think it a big risk financing the venture run by women in turn, severs as a 

barrier to women entry into business (Rajni and Mehta S, 2014). 

 
Scarcity of Raw Material  

 Most of the women owned businesses plagued by scarcity of raw material and required 

inputs. The failure of many women owned co-operatives in 1971engaged in basket making 

struggle to get raw material to make basket (Gupta and Srinivasa, 2009). 

 
Cut-Throat Competition  

 Women entrepreneurs face cut-throat competition not only from male owned enterprises 

but also from MNC‘s. Surviving this cut-throat competition and achieving the aim of producing 

good quality product at competitive price is not an easy task for female entrepreneurs in India 

(Sweety Gupta and Aanchal Aggarwal, 2015). Women entrepreneurs do not have enough 

organization setup to pump in a lot of money for canvassing and advertisement. Thus they face 

stiff competition while marketing their products (Ranbir Singh, 2012).  

 
Conclusion  

  Golden age of women entrepreneurs began. So, Women entrepreneurs are able to transform 

families and society, besides make contribution to business development. Increasing number of 

women entrepreneurs is indication of solving economic problems. Indian women entrepreneurs 

face number of challenges such as lack of finance, hiring, lack of education; lack of network etc. 

Government as to take initiative to provide interest free loan, conduct skill development 

programmes to educate women entrepreneurs about business strategies. 
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Abstract 
 Mahindra and Mahindra Ltd., a piece of the US $12.5 billion Mahindra Group discloses. The enthusiastically 
expected Mahindra XUV500 at Pune in Maharashtra. Planned and urbanized in-house by Mahindra, the XUV 500 
is Mahindra's first worldwide SUV arrange with critical assistance to styling and development from clients over the 
encircle. These paper analysers about Mahindra XUV 500 and Hyundai Creta showing difference in their features. It 
was a global launch, with a product created for a global market. Client briefly was to handle the campaign unlike 
anything Mahindra had ever done before, on digital. This paper describes about the XUV 500 engine specification 
and transmission. 
 

Introduction 

 The Mahindra XUV500 comes mechanized by the attempt and tried 2.2-liter mHawk diesel 

motor the produces a most extreme of 140 bhp at 3750 rpm and builds up a zenith torque of 330 

Nm at 1600-2800 rpm. The motor comes mated to a 6-speed manual gearbox as standard 

notwithstanding a discretionary Aisin sourced 6-speed torque converter programmed 

transmission. The SUV is accessible in both front-wheel drive and all-wheel drive setup relying 

upon the variations picks.  

 Following the Supreme Court's prior prohibition on diesel vehicle over 2000 cc motor limit, 

Mahindra had likewise presented a 1.99-liter mHawk motor particularly for Delhi and NCR 

locale. While the boycott has been evacuated now, the engine is as yet possible on ask. This 

demanding motor produces the same 140 bhp at 3750 rpm however a lessened torque of 320 

Nm at 1600-2800 rpm. While Mahindra offers this motor trim with the choice of both manual 

and routine gearboxes, it just comes in front-wheel drive elective. Mahindra XUV500 is perhaps 

one of the most popular SUVs currently on sale in India. First launched in 2011, the XUV500 

mid-size SUV was introduced as the home-grown automaker‘s flagship model in India.  

 Over the years, the SUV has garnered a lot of accolades and popularity among enthusiasts 

and critics alike for its bold design and expansive feature list. The XUV500 arriving its mid-life 

update in 2015, which further increased the premium quotient of the SUV. Very stylish, loaded 

with features and a powerful and capable engine makes the Mahindra XUV500 a good package 

for those who seek a premium and robust SUV under the Rs. 20 lakh mark. The XUV500 also 

comes with a resourceful automatic transmission and an all-wheel drive system along with a 

host of comfort and safety features. Mahindra is planning to introduce a new face lifted version 

of the XUV500 this year with will comes with a host of cosmetic and mechanical upgrades. 

 
Objectives 

 Mahindra & Mahindra Auto redefined its image and the SUV market in India with the 

launch of the Scorpio in 2002.  

 

A COMPARATIVE ANALYSIS ON MAHINDRA XUV 500 AND HYUNDAI CRETA 
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 Now the company was focused on launching another game changer-a global SUV, code 

named project W201. Project W201 was announced roughly 3 years ago.  

 Planned and urbanized in-house by Mahindra, the XUV 500 is Mahindra's first worldwide 

SUV arrange with critical assistance to styling and development from clients over the 

encircle. 

 This vehicle was a game changer for M&M auto in terms of its image consumer perception 

and reach. 

 It was a global launch, with a product created for a global market.  

 Client briefly was to handle the campaign unlike anything Mahindra had ever done before, 

on digital. 

 This was Mahindra‘s biggest launch after the Scorpio. 

 
Statement of the Problem 

 With the research found that there was an unbelievable amount of speculation, gossip and 

rumours already in the digital space. Our strategy included channelling all the online chatter to 

one location, use social media to drive the frenzy and finally engaged the consumer in revealing 

the much talked about car themselves. 

 
Key Issues Kept in Mind While Executing the Campaign 

 Short turnaround time. 

 Overwhelming response. 

 Bite size into without revealing too much. 

 
Mahindra Xuv500 Preview 

 XUV500 Exterior: The outside rear-view mirror comes with integrated turn signal lights and 

the SUV also gets black plastic side skirts. The uniquely designed window frame extends until 

the C-pillar and rear gets the vertically mounted tail lamps. There also a well-sculpted tailgate 

and a plastic gladded rear bumper that houses dual exhaust pipes.  

 XUV500 Interior: Mahindra offers nice comfortable seats upholstered in – jacquard fabric, 

premium fabric, or leather, depending on the variants you chose. The dashboard design is 

pretty conventional with larger air con vents, twin pod instrument cluster, and a 7-inch or 6-

inch centre displays depending on the variant. Other comfort features include a panoramic 

sunroof, 8-way adjustable driver‘s seat, automatic temperature control, power steering with tilt 

and telescopic function and a centre arm rest with integrated cup holders is placed at the back. 

 
Gear up for Adventures - Without Gears 

 Dynamic, effortless and convenient. The G AT comes with a 6-speed Automatic 

Transmission sourced from AISIN, Japan. So, whether you're on an off-road adventure of 

steering through the city traffic, every drive in the XUV500 Petrol is guaranteed to be hassle-

free. 

 6-speed Automatic Transmission 
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 Creep Function 

 Sourced from AISIN, Japan 

 Manual Mode Option 

 
Table 1 XUV500 Engine Specifications & Transmission 

Engine Type Powerful MHawk 

Displacement (CC) 2179 CC 

No Of Cylinder 4 

Power 140 bhp @ 3750 rpm 

Torque 330 Nm @ 1600-2800 rpm 

Drive Train AWD 

 
Table 2 XUV500 Dimensions 

Length 4588mm 

Width 1890mm 

Height 1785mm 

Wheelbase 2700mm 

Ground Clearance 200mm 

Boot space 702L 

 
Table 3 Wheels & Tyres 

Wheel Type Alloy wheels Front Tyre Size P235/65R17 

Tyre Type Radial Tubeless Rear Type Size P235/65R17 

 
Table 4 Breaking System 

Front Break Type Ventilated Disc & Calliper Type Rear Break Type Disc & Calliper Type 

 
Table 5 Suspension 

Front Suspension McPherson Type With  Anti Roll Bar 

Rear Suspension Multi-link Type With  Anti Roll Bar 

 
Table 6 Steering 

Power Steering Yes 

Adjustable Steering Yes 

Steering Type Hydraulic Power Steering 

 
Findings 

Compare Mahindra Xuv500 and Hyundai Creta 

 Compare the Mahindra XUV500 Vs Hyundai Creta on Car and Bike to make an informed 

buying decision as to which Car to buy in 2018. This comparison has been carried out on the 

basis of prices, engine specifications, mileage, and features of these cars. 

 
The XUV500 faces competition from the Tata Hexa and Innova Crysta 

 That said, details on the 2017 Mahindra XUV500 are yet to be officially confirmed. The 

Indian auto giant is expected to introduce the updated model towards the end of this year, 

possibly around the festive season. Since the XUV's last update almost two years ago, the UV 

segment has seen the arrival of the new generation Toyota Innova Crysta, Hyundai 

https://www.carandbike.com/toyota-cars/innova-crysta
https://auto.ndtv.com/hyundai-cars/tucson
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Tucson and Tata Hexa; while the upcoming Jeep Compass is also expected to overlap with the 

top variants of the XUV in pricing. The update should help Mahindra keep the model updated 

as it takes on competition. 

 
Table 7 Comparison of Mahindra XUV500 and Hyundai Creta 

 Mahindra XUV500 AT Hyundai Creta AT 

Dimensions 
Length (mm) 
Width (mm) 
Height(mm) 
Wheelbase(mm) 
Ground Clearance (mm) 

 
4585 
1890 
1785 
2700 
200 

 
4270 
1780 
1630 
2590 
200 

Engine- Diesel: 

Engine Size(litres) 
Power (BHP @ rpm) 
Torque (NM @ rpm) 

 
2.2 

140 @ 3750 
330 @ 1600-2800 

 
1.6 

126 @ 4000 
260 @ 1900-2750 

Price – 4 × 2 AT: 
Mid 
Top 

 
15.53 
16.36 

 
13.78 

-- 

Price – 4 × 4 / AWD AT: 

Top 
AWD 

17.37 
 
- 

 Compare Price: The ex-showroom, New Delhi cost of the base Diesel option of the 

Mahindra XUV500 costs 16.56 Lakh, although the Diesel top-end costs 21.51 Lakh. Then again, 

the cost of the base Petrol variant of the Hyundai Creta Petrol begins at 10.47 Lakh and goes up 

to 15.23 Lakh for the totally stack Petrol put on show. The base Diesel performance of the 

Hyundai Creta costs 11.23 Lakh, while the Diesel top-end costs 17.06 Lakh.  

 Compare Mileage: Concerning the asserted fuel proficiency, the Mahindra XUV500 base 

Diesel motor returns 16 kmpl. Hyundai Creta base Petrol motor returns 15 kmpl though the 

base Diesel returns 21 kmpl.  

 Compare Engine: In the power prepare division, the Mahindra XUV500 gets 1 Diesel motor 

alternatives - 140 bhp Diesel motors. The Hyundai Creta comes in 1 Petrol and 2 Diesel motor 

choices - 121 bhp Petrol and 89 bhp Diesel, 126 bhp Diesel motors.  

 Disclaimer: Auto And Bike group has taken the most extreme care to guarantee the 

exactness of the data gave above; be that as it may, we prescribe that you contact the producer 

or your closest dealership to affirm the subtle elements. Auto And Bike can't be supposed at risk 

for any instantaneous or insincere harm/trouble.  

 
Suggestions 

 The Mahindra XUV500 may be the leader show however it's been quite a while since the 

SUV has gotten any mentionable overhaul. Meanwhile, contenders have turned out with a few 

adversaries for the XUV500 which incorporate, the Tata Hexa and the Toyota Innova Crysta, 

regardless of the last being a MPV. Along with the up and coming models that will be propel in 

India this year the Renault Kaptur and even the Jeep Compass. While test mules are yet to make 

a manifestation, the mildly updated Mahindra XUV500 is accepted to get a slew of changes 

including tweaks to the front grille and bumper. However, it is likely that a major chunk of 

https://auto.ndtv.com/tata-cars/hexa
https://auto.ndtv.com/jeep-cars/compass
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update will be seen inside the cabin. The current XUV500 is previously loaded on tech wizardry 

and Mahindra would want to bring in a few more enhancements. Expect to see enhanced 

materials, a revised dashboard, improved seat upholstery and much more. A major update 

could be the inclusion of Apple Car Play, in addition to Android Auto for the touch screen 

infotainment system. 

 
Conclusion 

 One glance at the New Age XUV500 and its attractive, cheetah-inspired styling breaks the 

shape of the usual. Up front, the new inert bending projector headlamps with light guides 

embrace the bold and intimidating new stylish front grille. The addition of fashionable black 

inflection, brings alive the cheetah‘s sole tear duct. The bonnet has been raised to mimic its 

strong and slender shoulders. And its new chiselled and sculpted lines catch the eye. Enhanced 

further with sleek chrome accents and stylish new alloy wheels, the XUV500 has been 

completely overhauled. But one thing has stayed the same. Its beguiling and majestic being 

there on the road. 

 More considerably, the 2017 Mahindra XUV500 could see a more authoritative engine under 

the lid. Reports suggest that the 2.2-litre mHawk four-cylinder diesel engine is likely to have 

power bumped up to a healthy 170 bhp. Torque is expected to be in excess of 350 Nm. That's a 

major augmentation over the current 140 bhp and 330 Nm of torque. That said, the added 

power could see a UV getting a mild drop in fuel economy figures. 
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http://www.business-standard.com/article/beyond-business/new-mahindra-xuv500-here-is-why-you-should-shouldn-t-buy-it-115090301258_1.html


Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Page 58                            Shanlax International Journal of Commerce 

  

 
 

Dr.R.Nageswari 

Associate Professor & Head, Department of Economics 
Seethalakshmi Achi College for Women, Pallathur 

 

Abstract  
 Entrepreneurship promotion and development have been identified as one of the key components of the nation’s 
economic development strategy. Women are considered aspects of Nature or embodiment of Universal Mother, 
Shakti, in her aspect as pure energy (shaktiswarupini). She is extolled as mata, the Mother Goddess, or Devi the 
auspicious one. The situation is gradually changing. It is difficult to draw generalizations about the status of present 
day Hindu women because the society is complex. In general, life in cities is much different from life in the rural 
areas. Those who live abroad live in different conditions than those who live in the country. Yet, we have ample 
indications that women are still subject to many restrictions and disabilities in rural areas as well as urban areas. 
The financial independence of women and the education levels of the family play an important role in this regard. 
Women in urban areas face numerous challenges in their professions and personal lives. But overall, life is better for 
them compared to the past. Women have come out of the four walls to participate in all sorts of activities. Women’s 
entrepreneurship is important for women’s position in society, and economic development of women will lead to 
development of family, community and country. It opens up new avenues for creating employment opportunities for 
women and men. It is very important for a country like India, worried by the two problems of growing population 
and increasing unemployment, to promote entrepreneurship. Hence, this paper made an attempt to study about the 
status of Female entrepreneurs and the problem of women entrepreneurs in Karaikudi, sivagangai district, with 
special reference to chettinad food and snacks. 
  
Introduction 

 Empowerment of women through entrepreneurship attains the benefits of women 

development, Economic Growth and social stability. The development of women is 

development of Nation. The women potentials are still unexplored in worldwide because of 

lack of education and awareness and exploitation by the society which they depends in all types 

of activities including entrepreneurship. 

 Women Entrepreneur is defined as a woman or group of women who initiate, organise and 

run a business enterprise. Indian government has defined women entrepreneurs as owning and 

controlling an enterprise with a woman having a minimum financial interest of 51% of the 

capital and giving at least 51% of the employment generated in the enterprise to women. 

 ―Women who innovate initiate or adopt business actively are called women entrepreneurs.‖ 

- J. Schumpeter 

 ―Women entrepreneurship is based on women participation in equity and employment of a 

business enterprise.‖ Ruhani J. Alice 

 ―Thinking big is a skill all entrepreneurs should be focused on cultivating.‖ - Stephanie 

Breedlove 

 Women entrepreneurship development is an essential part of human resource development. 

The development of women entrepreneurs is very low in India especially in rural areas 

compared to upper families in urban areas .The hidden entrepreneurial potentials of women 
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have gradually been changing with the growing sensitivity to the role and economic status in 

the society. Skill, knowledge and adaptability in business are the main reasons for women to 

emerge into business ventures. ‗Women Entrepreneur‘ is a person who accepts challenging role 

to meet her personal needs and become economically independent. A strong desire to do 

something positive is an inbuilt quality of entrepreneurial women, who is capable of 

contributing values in both family and social life. With the advent of media, women are aware 

of their own traits, rights and also the work situations. They must be made part of the economic 

development, because it will ensure the economic & social development of the women along 

with providing more human resources to strengthen the economy of the country. 

 A Study on Rural Entrepreneurship with Sivaganga District is being studied and it deals 

with functions, needs, problems and bow to develop measures in rural entrepreneurship. In this 

context researcher focuses on identifying the needs of the rural entrepreneurship, types of rural 

entrepreneurship, functions and problems faced by rural entrepreneurship and the factors 

influencing the rural entrepreneurship. The author concludes that it is very difficult to 

encourage and motivate to rural entrepreneurs and with decreased motivation level, rural 

entrepreneurs have to face a lot of problems. So it is necessary for our government to provide 

entrepreneurial training to coming youth belonging to rural and urban area. As far as rural 

development through rural entrepreneurship is concerned it will stand as vehicle to improve 

quality of life of rural people, economic empowerment and sustainable development. (Raju and 

Bhuvaneswari, 2014) The author focuses on hurdles in the way of rural women 

 Karaikudi is the largest town in Chettinad region of Sivagangai district in the Indian state of 

Tamilnadu. The name Karaikudi originated from the plant's name karai that abounds in the area, 

and kudi meaning settlement. It belongs to the collection of 80 towns and villages in the 

Chettinad belt that stretched from Ramnad district to Pudukottai state of the British India.  

 The Chettinad or Chettinadu literally means Chettiars' state. The Nagarathars, a Chettiar 

community, are the predominant people of the region flourishing in trade and commerce from 

many centuries. They are institutional in establishing innumerous educational institutions, 

financial services, temples, festivals, traditional ceremonies, and social welfares. 

 
Demography 

 Karaikudi has a population of 1.5 lakhs (estimated as of year 2010). The Male and Female 

ratio is apparently equivalent, but favouring females over male. Karaikudi has an average 

literacy rate higher than the National average. Karaikudi is considered as the best place to live 

among other towns in the district, owing to its sound educational infrastructure, good ground 

water, better heath care facilities, and lucrative business possibilities. 

 
Geography 

 Karaikudi is located in Sivagangai district, in the Indian state of Tamilnadu. It has an 

average elevation of 82 metres (269 feet) above sea level. Once this was a small village in the 

Ramanathapuram district. In 1930, Karaikudi Railway Junction was created linking 

Tiruchirappalli – Rameswaram and Mayiladuthurai – Rameswaram (mater-gauge) railway 
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network by the Southern Indian Railway Company Limited. A river called as "Thean-aaru" (the 

river with water like honey,) flows through west-southeast direction in the south end of 

Karaikudi. Karaikudi area has a good water table owing to numerous tanks and ponds, and the 

"Sambai oottru" (sambai spring) situated nearby Theanaaru, in south end of Karaikudi and 

adjacent to Karaikudi – Devakottai rastha (road), that provides for the Municipality drinking 

water. 

 Karaikudi is located on the Tiruchirappalli – Rameswaram National highway number 210, 

and is situated between Tiruchirappalli and Madurai at a distance about 100 kms. on either side; 

and about 440 km. to southwest from the state's capital - Chennai. The Postal code is 630001 [to 

630006]; STD code is 04565 (91 4565), ISD code is 004565 (+91 4565), and Karaikudi is 

abbreviated as KKD or KKDI. Karaikudi is located at latitude 10.07° N and longitude 78.78° E. 

 India is well known for its spicy culinary delicacies around the world. Particularly in 

Tamilnadu, the 'Chettinadu Samayal' is world-renowned. A unique blend of spices and 

ingredients and traditional cooking methods handed down from generations that standout from 

other styles of cooking. The Chettianadu Samayal (chettinadu culinary), also known as 'Achi 

Samayal', by tradition uses particular firewood for a particular food to be cooked; as the fumes 

from the firewood enhances the food's taste [if it is the right firewood]. 

 There is wide array of delicacies for both the Vegetarians and Non-Vegetarians. Starting 

from Paalpaniyaram, Puttu, Idiyappam, Ilandhosai to Karakuzhlambu (hot spicy curry), 

Kurumakulambu (spicy curry mixed with coconut-paste), Vendakaimandi (ladyfinger sour 

curry), Melagurasam (Indian [pepper] soup) in Vegetarian food, and for Non-Vegetarian food, 

Karikulambu (mutton curry), Kozhlikulambu (chicken curry), Karuvattukulambu (dried-fish 

curry), Muttaikulambu (egg curry), Biryani, to name a few. Apart from these, there are snack 

items like Murukku, Adhirasam, Maaurundai, Seepucheedai, Theankuzhal, Karuppatti 

Paniyaram, Paalkozhlukattai, Cheeyam, Manakolam, and much more. 

 The traditional Chettinad dishes mostly used locally sourced spices like the star anise, 

pepper, kalpasi (stone flower) and maratti mokku (dried flower pods). Foreign ingredients and 

preservation techniques like sun-dried meats, berries, salted vegetables and pickles in brine also 

enriched the culinary repertoire of this well-travelled community. Black sticky rice pudding 

clearly has a Burmese influence while the steamed string hoppers have a Sri Lankan touch. 

 Here, the womenfolk or aachis prepared elaborate meals for the household – hand-

pounding fragrant spices in stone grinders, chopping vegetables with the aruamanai (iron 

blade) and burning different firewood to develop specific flavours. These meals were often 

accompanied by buttermilk or nannari sherbet to tone down the heat of the cuisine‘s fierce 

curries. 

 The crispy and crunchy Kuzhi Paniyaram is a very popular dish in Chettinad cuisine. Made 

in a special mould called the paniyarakkal, this healthy and hearty snack has a savoury and 

sweet version, both of which are equally loved. One of the most important delicacies in 

Chettinad cuisine, Kandarappam is a traditional sweet snack made on al festive occasions. Made 

from rice and four types of lentils, this scrumptious golden brown appam has crispy edges and 

a smooth puffed up core. 
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 Women entrepreneur plays an important role in the economic development of a nation. The 

government of India has taken various steps to promote women entrepreneurs. These are as 

follow: During 1980‘s: during 1980‘s a lot of programmes under different sectors of agricultural 

activities, Poultry, Animal husbandry and small scale industries were implemented for women. 

In 1990 the government started various training cum employment generation programmes in 

order to make them independent and self confident. Entrepreneurs are the creators of new 

wealth and new jobs, the inventors of new products and services, and the revolutionises of 

society and the economy 

 Chettinadu is a place of food in South India. Those who cannot go to Chettinad, They bring 

the most delicious Chettinad Snacks. Special Chettinad Snacks unit, where Chettinad Snacks are 

made by aachies with finest quality of raw material. Some of the Chettinad Snacks offered by us 

are Chettinadu Thenkuzhal Murukku, Chettinadu Adhirasam, Chettinadu Rava Laddu, 

Chettinadu Mixture, Chettinadu Maa Ladoo, Chettinadu Ribbon Pakoda, Chettinadu Seedai 

and Chettinadu Seeu Seedai.  

 Chettinad is an area situated in the South-Eastern region of Tamil Nadu. Karaikudi and 

Devakottai are major towns of Sivaganga district of Chettinad area. Chettinad is also the 

homeland of the Nattukottai Chettiars (Nagarathar), a prosperous banking and business 

community.  

 Finger food like murukkus (handmade crisps made with rice flour) seedai and ellu adai are 

famous in this region. Soundram aachi (a term of endearment used to address women in the 

Chettiar community) moved from her humble village knowing she could create a brand for 

herself with the kind of food she made. Her snacks are sold under ‗Soundram Snacks‘ in 

Chettinad. A woman of fantastic business acumen, does catering orders and ships her products 

to many countries regularly. These crisps made with hand pounded rice flour, coconut milk and 

salt are perfect for an evening snack with a hot cup of filter coffee 

 Chettinad cuisine is one of the spiciest and aromatic among Indian cooking. It is really 

pungent, tangy and hot and the major highlights is the freshly ground masala. They use unique 

spice mix. Not only are they known for spicy cuisine, they are also known more making snacks 

and sweets. Some of the popular Chettinad snacks and sweets dishes are Kandarappam, 

Ukkarai, Pal Paniyaram, Thenkuzhal, Karupatti Paniyaram, Kavanarisi, and Seepu Seedai etc. 

This Seepu Murukku /Seepu seedai is one of snacks that nowadays we can get in stores. 

 Traditional Seepu Murukku is made with rice flour, mung beans powder and urad dal powder, 

salt and coconut milk. Everything is mixed together to form a soft smooth dough and then 

pressed it into thin strips using a mold. Later 2 inch strips are joined together to form a ring 

using finger.  

 Now day‘s women in India are increasingly participating in all spheres of activities. We 

have to promote appropriate technologies to improve women efficiency and productivity, we 

have to involve women in decision making process and also we have to treat women as specific 

target groups in all development programs.Women are biologically very delicate, since women 

cannot run around for marketing, distribution and money collection; they have to depend on 

http://en.wikipedia.org/wiki/Chettinad


Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Page 62                            Shanlax International Journal of Commerce 

middle men for the above activities. Lack of proper education, training and financial support 

from outsides also reduce their ability to bear the risk involved in an enterprises. 

 The author focuses on hurdles in the way of rural women entrepreneur and reviewed that 

majority of the rural women entrepreneur were of middle age group followed by young age 

rural women entrepreneurs. Approx 68 percent entrepreneurs were married and majority of the 

women were having only 7th standard education, only 18 percent were having 10th standard 

education. So it was observed that educational status does not matter enough to run an 

enterprise. Researcher found that the concept of women empowerment was not known to the 

most of the women entrepreneurs. Thus most of the women started business because of family 

tradition. Women need encouragement and support from the family members, government, 

society, male counterparts etc., with the right assistance from varied groups mentioned above, 

they can join the main stream of national economy and thereby contribute to the economic 

development. 

 The economic status of women is now accepted as an indicator of a society‘s stage of 

development. The role of business Women in economic development is inevitable. Now-a-days 

women enter not only in selected professions but also in professions like trade, industry and 

engineering. Women are also willing to take up business and contribute to the Nation's growth. 

There role is also being recognized and steps are being taken to promote women 

entrepreneurship. Resurgence of entrepreneurship is the need of the hour. An integrated 

approach is necessary for making the movement of women entrepreneurship a success. So this 

lecture focuses on transferring skills and technologies to assist women to either the formal 

labour market or become self employed. 
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Abstract 
 This study titled on “Customer Satisfaction towards online shopping” has been undertaken to understand the 
factors influencing customers’ online shopping decisions and how these factors affect customer satisfaction. 
Descriptive Research Design has been used for this study. A well structured questionnaire was designed and 
administered to collect samples across Tirunelveli City. Due to the need for a variety of respondents who have had 
previous experience with online shopping and convenient sampling technique was chosen. The study has been 
undertaken with reference to a sample size of 200 respondents. After collecting the data, the data was classified and 
tabulated. Necessary statistical tools such as Percentage Analysis and Weighted ranking method have been used to 
interpret the data. The results of this study may be very useful to businesses which are looking to expand into or 
venture into the online shopping environment. 
Keywords: Customer satisfaction, online Shopping, Socio-Economic Status. 

 
Introduction 

 In simple words Online shopping is defined as purchasing items from Internet retailers as 

opposed to a shop or store or the act of purchasing products or services over the Internet. It a 

form of electronic commerce which allows consumers to directly buy goods or services from a 

seller over the Internet using a web browser. Consumers find a product of interest by visiting 

the website of the retailer directly or by searching among alternative vendors using a shopping 

search engine, which displays the same product‘s availability and pricing at different e-retailers 

the process is called business to consumer (B2C) online shopping. As of 2016, customers can 

shop online using a range of different computers and devices, including desktop computers, 

laptops, tablet computers and smart phones. It is also popular as e-shop, e-shop, online store 

and virtual store. 

 Earlier food, cloth and shelter were called as primary need but today one more need is 

added in that is internet. Due to revolution in telecommunication sector internet has changed 

the way consumers shop and buy goods and services. Both domestic companies as well as 

MNC‘s have started using the Internet with an objective of cutting marketing costs and thereby 

reducing the price of their products in order to stay ahead in heavy competition. 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 online, but also to compare prices, product features and after sale 

service facilities the will receive. In addition to the tremendous potential of the E-business 

 

CUSTOMERS’ SATISFACTION TOWARDS ONLINE SHOPPING 
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market, the Internet provides a unique opportunity for companies to more efficiently reach 

existing and potential customers. 

 The popular online retailing companies in India are Flip kart, Snap deal, Amazon.com e-Buy 

Myntra five dominant factors which influence consumer perceptions for online shopping are 

information, easy to use, satisfaction, security, proper utilization of available information to 

compare the different products. 

 
Review of Literature 

 K. Vaitheesewaran (2013) examined the convenience of online shopping ―With product 

getting standardized, specifications getting fixed and the concept of service getting eroded, the 

post sale responsibility of the retailer has come down drastically. Hence customers go to stores 

to explore the product physically detail but by online at a cheaper rate. Heavy discounts of e-

commerce firms are possible because of their no warehouse model.‖ 

 Prof. Ashish Bhatt (2014) in his article entitled ―Consumer Attitude towards online 

Shopping in Selected Regions of Gujarat‖ Published in Journal of Marketing Management stated 

that online shopping is gaining popularity among people specially the younger generation but 

in today scenario to become equally popular among all age groups e-marketing will have to 

cover a longer distance. As per study mode of payment is depended upon income of the 

respondents. People from different age groups are doing online shopping regularly. The 

attitude of consumers is changing with the time. In a country like India, consumers are finding 

online shopping very comfortable because of many variables like cash on delivery, 

customization or personalization of the websites, home delivery etc. 

 P. Jayasubramanian, D.Sivasakthi, K. Ananthi Priya (2015) in their article ―A Study on 

Customer Satisfaction towards Online Shopping‖ Published in International Journal of Applied 

Research stated that online shopping is becoming more popular day by day with the increase in 

the usage of World Wide Web known as WWW. Understanding customer‘s need for online 

selling has become challenge for marketers. Specially understanding the consumers‘ attitudes 

towards online shopping, making improvement in the factors that influence consumers to shop 

online and working on factors that affect consumers to shop online will help marketers to gain 

the competitive edge over others. 

 Dr. D.Sudhakar, R. Swarna Devi Kumari (2016) in their article ―Customer Satisfaction 

Towards Online Shopping - A Study with reference to Chittoor District‖ Published in 

International Journal of Management(IJM) stated that The online shopping has become a daily 

part of our lives, mainly because it is so convenient. The web allows customers a comparison 

buy the most effective deals and find product that might otherwise be difficult to find. Online 

shopping can be easy and pleasurable with some precaution. Online shoppers expect to 

visualize sensible deals online amid free or terribly low price shipping. Consumers are looking 

for trust, security and privacy of data, timeliness, accessibility convenience, customer service, 

costs and wider choice throughout online shopping.  

 Dr. A.B. Santhi (2017) in her article ―A Study on the Customer Satisfaction Towards Online 

Shopping in Tirupati Town‖ Published in IOSR Journal of Business and Management(IOSR-
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JBM) indicate that the respondents are becoming more internet savvy every day. As they 

become more confident they are ready to buy high value products online as well. Businesses 

venturing into or expanding into the online market need to reduce the customer perceived risks 

by making shopping portals easier to navigate, providing secure payment options as per norms, 

ensuring speed and quality of delivery to gain and maintain customer trust, better presentation 

and categorization to make up for the missing touch and feel experience etc. 

 
Research Objectives 

1. To study the Socio-economic status of customers in Tirunelveli City. 

2. To analyze the Consumers‘ satisfaction level for services provided by the online shopping. 

 
Research Methodology 

 The research study is based on both primary and secondary data. Primary data has been 

collected by conducting a survey among 200 respondents in Tirunelveli city. The Secondary 

data have been collected from Journal, newspaper, internet and published thesis etc. 

 
Research Design 

 For the purpose of research 200 respondents in Tirunelveli city were selected. Convenient 

sampling method was adopted and a percentage analysis, weighted Ranking method has been 

applied.  

 
Data Analysis and Interpretation 

 The analysis made in this study includes the analysis of Socio-economic status and 

Consumer satisfaction level of the sample respondents. 

 
Socio- Economic Status of the respondents’ 

 The Socio-economic status taken into account in this study include gender, age, marital 

status, educational level, Occupation and Monthly income of the respondents‘ and The tables 

shows that the percentage analysis of these socio-economic background of the respondents. 

 
Table 1 Socio-Economic Status of the Respondents 

S. No Status No. of Respondents % 

Gender 

1 
2 

Male 
Female 

120 
80 

60 
40 

Total 200 100 

Age Group 

1 
2 
3 
4 

Below 30 years 
31-40 years 
41-50 years 
Above 50 years 

50 
70 
44 
36 

25 
35 
22 
18 

Total 200 100 

Marital Status 

1 
2 

Married 
Unmarried 

170 
30 

85 
15 

Total 200 100 
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 Interpretation: Table 1 reveals that 60% of consumers of online shopping are male, while the 

rest of 40% of consumers of online shopping are female. It is observed that about 35% of 

consumers of online shopping belong to the age group of 31-40 years followed by Below 30 

years (25%), 41-50 years (22%) and Above 50 years (18%). It shows that 85% of consumers of 

online shopping are married and remaining 15% of consumers are unmarried. The result 

indicate that 45% of consumers of online shopping are educated up to graduation followed by 

post graduation(30%), Professional(15%) and School level(10%). It is clear that about 55% of 

consumers are salaried person followed by Business (22%), students (15%), and Professional 

(08%). It is noted that about 45% of consumers of online shopping belong to the monthly income 

group of Rs. 10,001-Rs.20, 000 and followed by Rs. 20,001-Rs. 30,000(24%), Less than Rs. 

10,000(17%) and More than Rs. 30,000 respectively.  

 
Table 2 Most Preferred Websites visited by the Respondents 

 Interpretation: Table 2 reveals that 26% of the 

respondents visited Flikart.com, 20% of the 

respondents visited Amazon.com, 16% of the 

respondents visited ebay.in, 12% of the respondents 

visited snapdeal.com, 10% of the respondents 

visited Olx.com. Those who preferred 

shopclues.com, Myntra.com, Jabong.com, Others, 

and Yebhi.com amounted to 05%, 04% 03% 03% and 

01% respectively. It can be concluded that most of 

the sample respondents are more preferred to visit 

in Flipkart.com as a best online shopping websites 

in Tirunelveli city. 

 
 

Educational Level 

1 
2 
3 
4 

School 
Graduate 
Post graduate 
Professional 

20 
90 
60 
30 

10 
45 
30 
15 

Total 200 100 

Occupation 

1 
2 
3 
4 

Student 
Salaried 
Business 
Professional 

30 
110 
44 
16 

15 
55 
22 
08 

Total 200 100 

Monthly Income 

1 
2 
3 
4 

Less than Rs. 10,000 
Rs. 10,001-Rs. 20,000 
Rs.20,001-30,000 
More than 30,000 

34 
90 
48 
28 

17 
45 
24 
14 

Total 200 100 

Source: Primary data 

S. No Websites 
No. of 

Respondents 
% 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

Flipkart.com 

Amazan.com 

ebay.in 

Snapdeal.com 

Olx.com 

Shopclues.com 

Myntra.com 

Jabong.com 

Others 

Yebhi.com 

52 

40 

32 

24 

20 

10 

08 

06 

06 

02 

26 

20 

16 

12 

10 

05 

04 

03 

03 

01 

Total 200 100 

Source: Primary data 
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Table 3 Satisfaction level of the Respondents 

S. No Factors HS S N D HD Total Score Rank 

1 Product delivery 
82 

(41%) 
51 

(26%) 
38 

(19%) 
18 

(09%) 
11 

(05%) 
775 III 

2 Discount & Offers 
36 

(18%) 
48 

(24%) 
12 

(06%) 
90 

(45%) 
14 

(07%) 
602 X 

3 Price 
45 

(23%) 
76 

(38%) 
50 

(25%) 
24 

(12%) 
05 

(02%) 
732 IV 

4 Choice availability 
32 

(16%)) 
30 

(15%) 
45 

(23%) 
82 

(41%) 
11 

(05%) 
590 XII 

5 Payment Security 
98 

(49%) 
30 

(15%) 
48 

(24%) 
16 

(8%) 
8 

(04%) 
794 II 

6 Warranties 
40 

(20) 
36 

(18%) 
78 

(39%) 
28 

(14%) 
18 

(09%) 
652 IX 

7 Door delivery 
36 

(18) 
82 

(41%) 
50 

(25%) 
18 

(09%) 
14 

(07%) 
708 V 

8 Convenience 
43 

(22%) 
38 

(19%) 
74 

(37%) 
28 

(14%) 
17 

(08%) 
662 VIII 

9 Time saving 
110 

(55%) 
56 

(28%) 
25 

(12%) 
06 

(03%) 
03 

(02%) 
864 I 

10 Personal information 
42 

(21%) 
70 

(35%) 
40 

(20%) 
28 

(14%) 
20 

(10)5 
686 VI 

11 Mode of payment 
40 

(20%) 
48 

(24%) 
76 

(38%) 
26 

(13%) 
10 

(05%) 
682 VII 

12 After sale service 
30 

(15%) 
32 

(16%) 
40 

(20%) 
86 

(43%) 
12 

(06%) 
582 XI 

Source: Computed Primary data 

Interpretation 

 Table 3, analyses that majority of the consumers chose online shopping satisfaction level for 

Time saving at 55%, followed by payment security 49% and 41% are highly satisfied. While the 

remaining respondents are satisfied for door delivery 41%, Price 38%, and Personal information 

35% are satisfied. Those, who are Neutral responses shows that Warranties, Mode of payment, 

and Convenience amounted to 39%, 38%, and 37% respectively,. And few respondents are 

dissatisfied in their satisfaction level reveals that discount & Offers, Choice of availability and 

after sale services amounted to 45%, 43% and 41% respectively. 

 Table 3, reveals that Consumers satisfaction rank given by the respondents, First rank for 

the Time saving in online shopping, Second rank for payment security, third rank for product 

delivery, fourth rank for Price, fifth rank for Door delivery, Sixth rank for personal information, 

Seventh rank for mode of payment, eighth rank for convenience, Ninth rank for Warranties, 

Tenth rank for Discount and Offers, Eleventh rank for choice availability and Twelfth rank for 

After sale service in online shopping. 

 
Findings 

The following are the major findings of the study: 

1. Majority of the respondents are male(60% ) 

2. 35% of the respondents are falling under the category of 31-40 years group. 

3. s85% of the respondents are married 

4. 45% of the respondents are graduate level 

5. 55% of the respondents are engaged in salaried category 
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6. 45% of the respondents are earning the monthly income in between Rs.10,001-Rs.20,000 

7. 50% of the respondents are falling under the category of Town area 

8. Majority 26% of the respondents visited Flipkart.com 

9. 55% of the respondents are highly satisfied in online shopping and First rank given by the 

sample respondents for the Time saving and Second rank for payment security in online 

shopping. 

 
Suggestions 
1. The study suggests that the Indian consumers give more importance to security and privacy 

to generate trust, perceived privacy of customer information can be improved by ensuring 

that at no point of time the customer is asked for irrelevant personal information. 

2. Online stores should use effective implementation of website factors such as information 

design, features, communication, privacy and security, as a making tool by which trust 

towards the website can be created among the consumers and subsequently enhance 

purchase intention. 

3. Most of the people feel that products available through online shopping are costly because 

of the shopping charges where as in the traditional shopping there are no such charges. So, 

the companies should provide the facility of free delivery in order to create excitement 

among non users. 

4. Majority of the users among higher income groups shops online only. But in Tirunelveli 

district middle income and low income groups are very high. So, the online marketers can 

concentrate on innovative ideas to increase online business through middle and low income 

group. This will be possible only through price fixation of the product based on this group. 

 
Conclusion 

 It is concluded that future of online shopping in India looks very bright online shopping 

give customers best alternative to save money and time. Companies offers details product 

information, easy mode of payment, facility of comparison of price and very important 

completely hassle free shopping experience. Success of online shopping depends on its 

popularity, its brand image and its unique promotional policies. 
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Abstract 
 In order to promote and make tourist places popular, tourist places provide different kinds of products and 
services through proper understanding of needs and wants of tourist with place differentiation and image. For this, 
tourism sector is vigorously promoting new and inventive products and services for various sections of the tourists. 
The guidance, facilities, distinctiveness and hospitality are the factors affecting promotion of tourism. Significant 
difference is exhibiting between factors affecting promotion of tourism and socio-economic status of tourists. 
Therefore, the tourist places should be kept clean and the sanitation facilities in tourist places must be improved and 
managed properly. The professional tour guides should be available in all tourism places and make sure by tourism 
authorities. 
Keywords: Factors, Promotion, Tourism 

 
Introduction 

 Tourism sector in India is one of the significant contributors to the economy in India The 

tourism sector generates considerable employment to the people in and around tourist places 

and improves the income generation capacities of various stakeholder of tourism. India is the 

major tourist destination which attracts both domestic and international tourists and tourists 

visit lot of tourist places in India for their leisure and enjoyment (Patel, 2012).  

 In order to promote and make tourist places popular, tourist places provide different kinds 

of products and services through proper understanding of needs and wants of tourist with place 

differentiation and image (Fursich and Robins, 2008). For this, tourism sector is vigorously 

promoting new and inventive products and services for various sections of the tourists (Buhalis 

and O`Connor, 2005). It also follows different marketing and promotional measures to promote 

the tourist places by the means of effective contacts by using varying ways of communication 

and activities (Werthner and Ricci, 2004). Meanwhile, there are number of factors that affecting 

the promotion of tourism in any particular tourist destination. Hence, it is essential to know the 

factors affecting promotion of tourism in Madurai district. 

 
Objectives  

 To know the socio-economic status of tourists in Madurai District. 

 To explore the factors affecting promotion of tourism. 

 To offer possible suggestions for promotion of tourism in Madurai District. 

 
Hypotheses of the Study 
 The investigator of the present study framed the following hypothesis: 

 

A STUDY ON FACTORS AFFECTING PROMOTION OF  

TOURISM IN MADURAI DISTRICT 
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 H0: ―There is no significant difference between socio-economic status of tourists and factors 

affecting promotion of tourism‖. 

 
Methodology 

 Madurai district is chosen for the present study and tourists are selected by using 

convenience sampling method. The structured questionnaire is used to collect the data from 678 

tourists. The percentage analysis is done to know the socio-economic status of tourists. An 

exploratory factor analysis carried out to discover the factors affecting promotion of tourism. 

The Analysis of Variance (ANOVA) test is applied to study the difference between socio-

economic status of tourists and factors affecting promotion of tourism. 
 

Results and Discussion 

Socio-Economic Status of Tourists 

 The socio-economic status of tourists was analyzed and the results are shown in Table-1. 

The results show that 67.55 per cent of tourists are males, while, the remaining 32.45 per cent of 

tourists are females and it is clear that 39.82 per cent of tourists have age group of 31– 40 years 

followed by 21 – 30 years (25.66 per cent), 41 – 50 years (18.44 per cent), below 20 years (8.41 per 

cent) and above 50 years (7.67 per cent). The results reveal that 31.41 per cent of tourists are 

educated up to under graduation followed by post graduation (24.93 per cent), diploma (13.72 

per cent), illiterate (12.83 per cent), higher secondary (10.62 per cent) and secondary (6.49 per 

cent) and it is observed that 30.97 per cent of tourists are private sector employees followed by 

Government sector (24.34 per cent), professional (14.31 per cent), business (12.83 per cent), 

agriculture(10.32 per cent) and retired (7.23 per cent). The results indicate that 32.01 per cent of 

tourists have 11 – 15 years of work experience followed by 6 – 10 years (22.86 per cent), 16 – 20 

years (18.58 per cent), less than five years (13.86 per cent) and more than 20 years (12.69 per 

cent) and it is apparent that 30.83 per cent of tourists have monthly income of Rs.35,001 – 

Rs.45,000 followed by Rs.25,001 – Rs.35,000 (23.01 per cent), less than Rs.25,000 (17.40 per cent), 

Rs.45,001 – Rs.55,000 (16.67 per cent) and more than Rs.55,000 (12.09 per cent)  
 

Table 1 Socio-Economic Status of Tourists 
Socio-Economic Status Number of Tourists Percentage 

Gender   

Male 458 67.55 

Female  220 32.45 

Age Group   

Below 20 Years 57 8.41 

21 – 30 Years 174 25.66 

31– 40 Years 270 39.82 

41 – 50 Years 125 18.44 

Above 50 Years 52 7.67 

Educational Qualification   

Secondary 44 6.49 

Higher Secondary 72 10.62 

Diploma 93 13.72 

Under Graduation  213 31.41 

Post Graduation 169 24.93 

Illiterate 87 12.83 
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Occupation   

Business 87 12.83 

Government Sector 165 24.34 

Private Sector 210 30.97 

Professional 97 14.31 

Retired 49 7.23 

Agriculture  70 10.32 

Work Experience   

Less than 5 Years 94 13.86 

6 – 10 Years  155 22.86 

11 – 15 Years  217 32.01 

16 – 20 Years  126 18.58 

More than 20 Years 86 12.69 

Monthly Income   

Less than Rs.25,000 118 17.40 

Rs.25,001 – Rs.35,000 156 23.01 

Rs.35,001 – Rs.45,000 209 30.83 

Rs.45,001 – Rs.55,000 113 16.67 

More than Rs.55,000 82 12.09 
 

Factors Affecting Promotion of Tourism 
 To know the factors affecting promotion of tourism, an exploratory factor analysis is carried 

out and the results are shown in Table-2. Kaiser-Meyer-Olkin (KMO test) measure of sampling 

adequacy (KMO = 0.820) and Bartlett‘s test of Sphericity (Chi-square value = 0.0045; significance 

= 0.000) indicates method of the factor analysis is appropriate. Four factors extracted that 

contributes 72.37 per cent of variations on 20 variables and each of them gives the variation of 

27.86 per cent, 19.75 per cent, 14.42 per cent and 10.34 per cent respectively. 

 
Table 2 Factors Affecting Promotion of Tourism 

Factor Variables 
Rotated Factor 

Loadings 
Eigen 
Value 

% of 
Variation 

Factor Name 

I 

Information 0.68 

3.84 27.86 Guidance 

Tourism Agency 0.72 

Tour Programme 0.64 

Easy Accessibility 0.73 

Cultural Festival 0.60 

Shopping 0.61 

Cordiality of Local Communities 0.63 

II 

Recreation Facility 0.69 

1.87 19.75 Facilities 

Online Facility 0.66 

Transport Facility 0.70 

Public Facility 0.65 

Communication Facility 0.71 

III 

Natural Environment 0.66 

1.34 14.42 Distinctiveness 
Aesthetic Value 0.70 

Diversity 0.65 

Heritage 0.68 

IV 

Accommodation 0.67 

1.07 10.34 Hospitality 
Quality of Service 0.71 

Security 0.65 

Food and Drinks 0.64 

 Cumulative % of Variation - - 72.37 - 

 Cronbach‘s Alpha - - - 0.86 
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Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization. 

Rotation converged in 7 iterations. 

 Factor - I consists of information, tourism agency, tour programme, easy accessibility, 

cultural festival, shopping and cordiality of local communities. This factor is named as 

Guidance. 

 Factor - II includes recreation facility, online facility, transport facility, public facility and 

communication facility. This factor is named as Facilities. 

 Factor - III comprises of natural environment, aesthetic value, diversity and heritage. This 

factor is named as Distinctiveness. 

 Factor - IV encompasses accommodation, quality of service, security and food and drinks. 

This factor is named as Hospitality. 

 Cronbach‘s Alpha value of the scale is 0.86 showing that each measure indicates the level of 

internal consistency is at acceptable level. Hence, that guidance, facilities, distinctiveness and 

hospitality are the factors affecting promotion of tourism. 

 
Socio-Economic Status of Tourists and Factors Affecting Promotion of Tourism  

 The Analysis of Variance (ANOVA) test is used to test the difference between socio-

economic status of tourists and factors affecting promotion of tourism and the result are shown 

in Table-3. 

 
Table 3 Difference between Socio-Economic Status of Tourists and Factors Affecting 

Promotion of Tourism 

Particulars F-Value Sig. 

Gender and Factors Affecting Promotion of Tourism 10.568** .000 

Age Group and Factors Affecting Promotion of Tourism 7.212** .000 

Educational Qualification and Factors Affecting Promotion of Tourism 3.417** .005 

Occupation and Factors Affecting Promotion of Tourism 5.771** .000 

Work Experience and Factors Affecting Promotion of Tourism 2.357* .052 

Monthly Income and Factors Affecting Promotion of Tourism 5.438** .000 
** Significant at one per cent level; * Significant at five per cent level 

 The F-values are statistically significant implying that significant difference is there between 

factors affecting promotion of tourism and socio-economic status of tourists. Hence, the null 

hypothesis that there is no significant difference between socio-economic status of tourists and 

factors affecting promotion of tourism is rejected. 

 
Conclusion 

 The foregoing analysis reveals that more than two third of tourists are males and two fifth of 

tourists have age group of 31– 40 years. Nearly one third of tourists are educated up to under 

graduation and nearly one third of tourists are private sector employees. Nearly one third of 

tourists have 11 – 15 years of work experience followed by 6 – 10 years and nearly one third of 

tourists have monthly income of Rs.35,001 – Rs.45,000. The guidance, facilities, distinctiveness 

and hospitality are the factors affecting promotion of tourism. Significant difference is exhibiting 
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between factors affecting promotion of tourism and socio-economic status of tourists. Therefore, 

the tourist places should be kept clean and the sanitation facilities in tourist places must be 

improved and managed properly. The professional tour guides should be available in all 

tourism places and make sure by tourism authorities. 
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Abstract  
 Employee work and involvement engagement can be a deciding factor in organisational growth and success. Not 
only does involvement have the potential to affect employee retention, productivity and loyalty significantly, it is also 
a critical link between customer satisfaction, company reputation and overall stakeholder value. In the twenty-first 
century, all most all organisations in the business world could realise the importance of human capital, its talent, and 
capability and creativity for organisations growth and performance which can optimally use when people are 
committed and hopeful. So the present paper tries to find out the factors that affect employee disengagement and 
organisational performance through employee engagement.  

 
Introduction  

 Employee engagement has been a leading edge management practice in the private sector in 

modern times mainly in response to the need to recruit, reward and retains critical business 

talent. Employees who are engaged in their job and dedicated to their organisation give 

companies significant competitive advantages including higher productivity and lower 

employee turnover. Thus, it is not surprising that organisations of all sizes and types have 

invested substantially in policies and practices that foster engagement and commitment in their 

workforce human resource professionals on the front line in the fight for talent know this battle 

will not be a win until their organisation vision employees as profit centres rather than cost 

centres. At the top level, senior executives cannot ignore the impending labour shortage, and the 

growing research illustrates that satisfied and engaged employees bring success to the 

organisation.  

 
Purpose of the Study  

 Bearing the mind the fact that management styles are changing. The study was conducted to 

find out the factors that affect employee work engagement, involvement and to find out the 

effect of employee engagement on organisation performance.  

 
Objectives of the Study 

 To study the socio-economic factor of the BPO sector employees.  

 To find out the factors that affect the employee's engagement at work.  

 To understand the effects of employees engagement on organisation performance.  

 

 

A STUDY ON EMPLOYEE ENGAGEMENT PRACTICES IN THE BPO SECTOR 

WITH REFERENCE TO CHENNAI CITY 
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Scope of the Study  

 This conceptual study helps to know about that factor affects employees engagement and 

explains how the employee's engagement makes an impact on organisation performance 

through employee engagement. This study has attempted to overcome the employee's 

disengagement and improve the organisation performance.  

 
Limitation of the Study  

 In this research, the only factor affects employee engagement and effects of employee 

engagement on organisation performance this factor alone is taken for the analysis. Also in this 

study, the BPO field only is considered.  

 
Research Design  

 The researcher has used descriptive and analytical research design. The study has been 

made on factors affects employees‘ work engagement and effects of employee engagement on 

organisation performance faced by the BPO sector employees in their regular work. And this 

study helps us to understand the factors affect the employees engagement and effect of 

employee engagement on organisation performance. The study was carried out among the BPO 

sector employees in Chennai.  

 
Sample Size 

 A sample design is a definite plan for obtaining a sample from a given population. It refers 

to the techniques or procedure the researcher would adopt in selecting items for example. The 

survey was conducted for a population of 67 employees.  

 
Data Collection  

 The primary data have been collected through the method of the structured questionnaire 

from the employees at BPO sector. It contains five-point scale questions. The extent of influence 

of different variables is measured on a 5 point Likert scale. 

 
Statistical tools used for the Study 

 Percentage analysis, ANOVA and t-test the tools used for the research.  

 
Review of Literature  

 PratimaSarangi, Bhagirathi Nayak (2016) engaged employees to incline to contribute more 

to organisational productivity. It also supports in maintaining a higher level of engagement and 

involvement. This article is primarily individual work responses taken from employees in 

manufacturing companies. We have observed that the current level of employee engagement 

and the work-related aspects need to be improved for active employee engagement. But we 

found through our survey and analysis the employees have different opinion and confidence. 

We also found through our 6 Cs parameters like i) Clarity ii) Confidence iii) Convey iv) Connect 

v) Credibility and vi) Career, the employees are agreed with these parameters to improve the 

purpose of active employee engagement in manufacturing companies. 
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 Maha Ahmed Zaki Dajani (2015) employee engagement is a positive attitude held by the 

employees towards the organisation and its working culture. Results indicate that leadership 

and organisational justice were the most important drivers of employee engagement. The 

mediation effect was confirmed. Employee engagement had a considerable impact on job 

performance, but less impact on organisational commitment. Therefore, organisations today 

should actively look forward to fulfilling employee`s expectations and thus, create an effect on 

the performance of the employee, which directly affects the organisation‘s performance. 

 Bhavani SA et al. (2015) employee engagement is the level of commitment and involvement 

an employee has towards the organisation and its values. Most of the respondents are 

motivated by providing better reward and recognition for the welfare of both company and 

employees. From the study, it is found that in there is opportunity and advancement for 

employees. Most of the respondents agree that employees are treated with respect and valued 

and there is honest two-way communication with motivated employees. Most of the respondent 

feel satisfied with the job and get a sense of personal accomplishment. Hence, employee 

engagement is of more importance, where it tells the level of satisfaction of employees at work, 

and it is essential for a company to keep their employees satisfied because happy employees are 

productive employees.  

 Neha Gupta, vandan Sharma (2016) Employee engagement has emerged as an essential 

management-focused activity to compete and perform in a dynamic and competitive 

environment, having linkage with the organisation‘s goals and objectives. Employee 

engagement is found to be a continuous process and is highly organisation specific. There is no 

clear and widely accepted definition of employee engagement; however, it is found to be an 

integration of different behavioural components, such as commitment, involvement, 

attachment, discretionary effort, energy, positive attitude and psychological presence that leads 

the employee potential into employee performance which is positively linked with 

organisational success. 

 Linjuan Rita Men (2015) the study found that employee engagement is self-confidently 

influenced by the quality employee– organisation relationships (i.e., employee trust, control 

mutuality, commitment, and satisfaction) and positive internal reputation. As an antecedent, 

authentic leadership critically affects the nurturing of an organisation‘s transparent 

communication and positive employee relational outcomes, which, in turn, enhance reputation 

and thus employee engagement. The team should provide the right information aligned with 

organisational values and goals to managers at all levels, offer necessary training sessions. Also, 

cultivate quality organisation-employee relationship by influencing the organisation‘s 

communication system. 

 Rebecca Tladinyane, Marna van der Merwe (2016) the findings of this study have 

implications for managers and human resource practitioners who are responsible for providing 

career development and engagement interventions. It can be concluded that there is a 

significant positive relationship between the four dimensions of career adaptability, namely 

concern, confidence, curiosity and control, and employee engagement. These findings 

contribute to the body of knowledge regarding the relationship between career adaptability 
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variables and employee engagement, which have not significantly been explored in an 

insurance environment. The research also adds to the existing body of knowledge on employee 

engagement and engagement models. 

 
Findings  

 Majority of the employees (59.7%) belongs to the age group of 25 -30 years  

 Out of 67 respondents (59.7%) are female. 

 64.2% of the respondents are married  

 70% of the employees found to be postgraduates, followed by 29.9% with undergraduates 

qualifications  

 67.2% of the employees have 5 – 10 years of experience  

 29.9% of the employees are an analyst, followed by 3% employees are managers  

 40.3% of the employee's monthly income is Rs. 30,000 – 35,000  

 In this study, the male employees work engagement and involvement are highly 

contributing to the organisation performance and growth than female employees.  

 Found that all age group of the employees work engagement is not affected by employee 

disengagement factors.  

 The all the married and unmarried employees work engagement not affected by employee 

disengagement factors at the workplace.  

 From the result, UG and PG qualification of the employees also not affected by employee 

disengagement factors at work.  

 And the all experienced employee's affected by the employee disengagement factors which 

affect the work involvement and commitment in their working organisation, and less than 

five years experienced employees are highly affected by employee disengagement factors 

than other employees.  

 From the research found that the Processing executive, Analyst and senior analyst are 

disengaged in their working organisation because they are highly affected by the 

disengagement factors which affect the employee's work engagement and commitment.  

 The research shows that all the employees are affected and disengaged from their job. And 

its clear that particularly which employees are earning Rs.15, 000 – 20,000 and 20,000 – 

25,000 income group they are highly affected by the employee disengagement factors.  

 From this research, it is found that all age group of the employees work engagement is 

positively effected in organisation performance. And who is belongs to 30 – 35 and 35 – 40 

years age group of the employees work involvement engagement is highly contributing to 

the organisation performance and organisation forward.  

 And the married and unmarried employees work engagement is not improved the 

organisation performance.  

 From the study, it explains that the UG and PG qualification of the employees work 

engagement is also not effected in improving the organisation performance. 
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 There is no significant relationship between employees work experience and organisation 

performance. Hence the experienced employees work engagement does not effect on 

developing the organisation growth.  

 The employees who are working as a team leader and Analyst their work engagement and 

involvement is highly contributing towards the organisation performance.  

 The research it is found that there is a significant relationship between employees monthly 

income and employee engagement effect on organisation performance. Thus the monthly 

income of the employee's work engagement is positively effecting on the organisation 

performance and particularly who is earning income above Rs. 45,000 and Rs. 30,000 – 

35,000 employees work engagement is highly effected on the organisation performance.  

 
Suggestions  

 Organizations today should actively look forward to fulfilling the employee`s expectations  

 Create clear pathways for employees to enable them to reach their goals, both professionally 

and personally.  

 Organisations need to consider the employee's grievance  

 Organisations have to provide clarity of the organisation goal  

 The organisation need to create the recognition programs to improve the employee 

engagement  

 Adequate tools and resources need to be provided.  

 The organisation needs to give proper training and development towards employee 

engagement  

 The organisation need to create a good working environment  

 
Conclusion  

 Engaged employees can help the organisation to achieve its mission, execute its strategy. 

Workplace engagement is all about generously caring for your employees. They should be 

aware of their employer‘s attitude towards them which means that there should be ways and 

means to convey employees concern to his employer. The employer should ensure that they 

care for them it should be part of the organisation policy so that employees can get benefit from 

that. This system will reap long-term result for the employees. It should, however, be 

remembered that engagement is something cannot be enforced. So it is essential to work 

towards developing a motivated workforce with an attitude that values constructive employee 

feedback and be accountable and work hard to incorporate changes as deemed necessary. It is 

one of the strategic functions to increase employee engagement and performance of the 

organisation.  

 
References  
1. PratimaSarangi, Bhagirathi Nayak (2016) Employee Engagement and Its Impact on 

Organizational Success – A Study in Manufacturing Company, India, Journal of Business 
and Management, Volume 18, Issue, e-ISSN: 2278-487X, p-ISSN: 2319-7668, 4.Ver. I,  
PP 52-57,  



Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Shanlax International Journal of Commerce Page 79 

2. Maha Ahmed Zaki Dajani (2015) The Impact of Employee Engagement on Job Performance 

and Organisational Commitment in the Egyptian Banking Sector, a Journal of Business and 

Management Sciences, Vol. 3, No. 5, 138-147, Science and Education Publishing, 

DOI:10.12691/jbms-3-5-1. 

3. Bhavani SA, Sharavan and Arpitha (2015) A Study Effectiveness of Employee Engagement 

in Automobile Industry, International Journal of Economics & ISSN: 2162-6359 Management 

Sciences. 

4. Neha Gupta, vandan Sharma (2016) Exploring Employee Engagement—A Way to Better 

Business Performance, Volume: 17 issue: 3_suppl, page(s): 45S-63S, Article first published 

online: May 3, 2016; Issue published: June 1, 2016 

5. Linjuan Rita Men (2015) Employee Engagement about Employee–Organization 

Relationships and Internal Reputation: Effects of Leadership Communication, Journal of 

Public Relations, Vol. 9, No. 2  

6. Rebecca Tladinyane, Marna van der Merwe (2016) Career adaptability and employee 

engagement of adults employed in an insurance company: An exploratory study, SA 

Journal of Human Resource Management, ISSN: (Online) 2071-078X., (Print) 1683-7584.  

  

  



Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Page 80                            Shanlax International Journal of Commerce 

 

 
 

Mrs.K.Muthusanthi 

Assistant Professor, Department of Business Administration 
Sri Sarada Niketan College for Women, Amaravathipudur 

 
Abstract 
 This paper discussed the Indian tourism has a vast potential for generating employment and foreign exchange 
earnings. Entrepreneurial philosophy ultimately reduces unemployment rate, particularly educated youth. 
Examining tourists industry and tourism industry processes are the principal phase to empowering the educated 
youth to undertake tourism entrepreneurship business. The tourism industry is viewed as the agent of change in 
economic and social changes. Tourism entrepreneurship eliminates societal problems, but surge the fiscal growth and 
development of a country, resulting to rise in country GDP. Employment has continually been a dominant subject in 
development. Employment is vital to successful and viable growth. The tourism business is one of the largest, fastest 
growing sectors. This paper attempts to explain the Tourism Entrepreneurship helps in eradication unemployment 
and government role in motivating Tourism Entrepreneurship in India. 
Keywords: Tourism Entrepreneurship, Tourism Industry, Tourism development, Employment opportunities, 
Tourist arrivals. 

 

Introduction 

 Entrepreneurs introduced the concept of Tourism Businesses. Entrepreneurship plays a vital 

part in transforming the supply of leisure and recreational opportunities. Entrepreneurship is 

considered as a critical factor in tourism development, both regionally and globally. Tourism 

produces a great deal of profit, and it is the fastest growing sector in the world. Tourism is an 

ever expanding service-oriented and smokeless industry with vast latent growth potential. 

Tourism‘s two aspects, namely its capacity to generate employment both direct and indirectly 

and its potential to earn foreign exchange revenue for the host country have made this industry 

greatly nurtured by all, namely governments, planners, entrepreneurs and the public in general. 

The creation and development of the entrepreneurship quality measure will enable 

entrepreneurs to identify a wide range of economic, social, policy and firm factors that may 

affect the development of high-quality entrepreneurship in small tourism business. 

 

Objectives 

 To explain the impact of Tourism Entrepreneurship. 

 To examine the government role and policy of Tourism 

 To suggest a remedial measures for the development of Tourism in India. 

 To examine the share of international tourist arrivals and revenue through a sustained 

growth path. 

 

Research Methodology 

  The present study is based on the secondary data published by various agencies and 

organizations. The present study makes use of data and information provided by, UNWTO, 

 

THE INFLUENCE OF TOURISM ENTREPRENEURSHIP IN  

ECONOMIC DEVELOPMENT 
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Ministry of Tourism, Ministry of Statistics and Programme Implementation, Newspapers, 

Magazines, Books, Economic journals and Internet.  

 
Reviews 

 Entrepreneurship concept had used in 17century for first time and has been evolution that 

became as subject of many discussions now. Many defines entrepreneurship as starting a new 

business but many of economist believed this concept is more than. Schumpeter (1934) said, 

innovation is special traits of entrepreneurs and entrepreneurs do creative destruction. 

 Arthur Cole (1946) Defined Entrepreneurship is a Bridge that makes connection between 

Society and founded institutes for utilizing economic advantages and satisfaction of economic 

wishes. Wilken (1980) said entrepreneurship as catalyzer prepares sparkle of economic growth 

and development. Jeffery Timmons (1990) defined entrepreneurship, creation of valuable sights 

from nothing. Also According to Drucker (1989) definition, Entrepreneur is person who seeks 

for change, shows a proper reaction, and uses it as opportunities (Holden, 2009). 

 Besides, tourism includes all activities and interplay that happens in period of tourist 

journey. It can contain tour planning, reaching to destination, staying, returning and many 

activities like that (Mansourifar, 2010). Entrepreneurship and tourism literature both has mainly 

been informed by business research. Entrepreneurship and innovation are critical factors in 

tourism and are both central to the continued success and development of the industry, both 

globally and regionally (Parra Lopéz, Buhalis & Fyall, 2009). 

 
Tourism Industry 

 The Tourism business has been acknowledged as one of the main businesses for lashing 

economic expansion and economic revolution in developing countries. So far, tourism and 

travel associated services are strappingly controlled by European countries and the United 

States of America (USA). The tourism industry generates employment opportunity for large 

numbers of populaces, both skilled and unskilled workers. Tourism endorses nationwide 

amalgamation by generating foreign exchange, encourages cultural activities and customary 

and traditional handicrafts segment. Tourism business augments a major impact to the survival 

of various service sectors such as resort, rest house, services, hotels, handcraft business 

development centres and travel agents. 

 
Types of Tourism Industry 

The kinds of tourism are vibrant in time. In general tourism industry is distinguished into six 

types established on diverse standards. 

1. Relaxing tourism industry 

2. Health care tourism industry 

3. Holiday tourism industry 

4. Transportation tourism industry 

5. Reduced distance tourism industry 

6. Professional tourism industry 
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 Different types of tourism business have been distinguished based on the following criteria 

1.  The conditions of the primary region and the destination 

a)  Domestic tourism business 

b)  International Tourism business 

2.  The standard quantity of members 

a)  Individual tourism business 

b)  Group tourism business 

3.  Organizational standard 

a)  Organized tourism business 

b)  Unorganized tourism business 

c)  Semi-organized tourism business 

4.  Seasonal Criterion 

a)  Continuous tourism business 

b)  Discontinuous tourism business 

5.  Temporal Standard 

a)  Tourism for very extensive period of time business 

b)  Tourism of long period business 

c)  Tourism of compact period business 

6.  Transportation vehicles criteria 

a)  Train Tourism business 

b)  Auto Tourism business 

c)  Maritime tourism business 

d)  In-flight tourism business 

e)  Other forms of tourism business such as cycling, walking, etc. 

7.  Societal criterion 

a)  Private tourism business 

b)  Social tourism business 

8.  Age and occupation standard 

a)  Youth Tourism business 

b)  Specific to grown-ups‘ tourism business 

c)  Specific for adult group tourism business 

9.  Destination criterion 

a)  Mountain tourism business 

b)  Season tourism business 

 
Tourist Attractions in India 

 India is a country known for its lavish treatment to all visitors, no matter where they come 

from. Its visitor-friendly traditions, varied life styles and cultural heritage and colourful fairs 

and festivals held abiding attractions for the tourists. The other attractions include beautiful 

beaches, forests and wild life and landscapes for eco-tourism; snow, river and mountain peaks 

for adventure tourism; technological parks and science museums for science tourism; centers of 
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pilgrimage for spiritual tourism; heritage, trains and hotels for heritage tourism. Yoga, 

Ayurveda and natural health resorts and hill stations also attract tourists. The Indian 

handicrafts particularly, jewellery, carpets, leather goods, ivory and brass work are the main 

shopping items of foreign tourists. It is estimated through survey that nearly forty per cent of 

the tourist expenditure on shopping is spent on such items. Despite the economic slowdown, 

medical tourism in India is the fastest growing segment of tourism industry, according to the 

market research report ―Booming Medical Tourism in India‖. The report adds that India offers a 

great potential in the medical tourism industry.  

 
Entrepreneur Problems 

 Everyone has the dream of starting up their own business and being their own supervisor, 

and for most individuals it continuously stays as a nightmare owing to many hindrances 

confronted in starting a business and keeping it successively and profitable. some key hurdles 

that all entrepreneurs and business owners face when starting a business include: 

1. Developing the idea and business concept 

2. Raising principal for start up business 

3. Gathering a business team 

4. Identifying the right business site, noble employees and loyal customers 

5. Competing with competitors 

6. Unanticipated business trials and expenditures 

7. Keeping up with industrial changes and developments 

8. Withdrawing the business 

9. Down in the stagnations 

10. Overrating, concentration and passion and resolution 

 
Entrepreneurship in Tourism Industry role in Eradicating Unemployment 

 Tourism act as a business for creation of employments opportunity and service focused 

industry generate colossal profits to the individuals, society and the nation as a whole. 

According to tourism industry reduces poverty, but improved earnings. The tourism business 

has facilitated the entrepreneur belonging to deprive background to find employment and 

develops their standard of living. 

  WTTC (2016) conducted a research on travel and tourism business and found that 

Travel & Tourism subsidized US$ 7.2 trillion to the world Gross domestic product (GDP), 

signifying 9.8% of global Gross domestic product .The travel and tourism business sector 

generated 284 million jobs, or 1 in 11 employments in the world. WTTC (2016) stated that by 

2026, Travel & Tourism business is anticipated to generate 370 million employments 

opportunities in total globally, which will be equivalent to 1 in 9 of all employments in the 

world.  

 The prominence of the tourism industry as a creator of employment opportunities can be 

agreed from the fact that in India each one million endowed in tourism industry generates 47.5 

jobs directly and about 85-90 employments indirectly. In comparison, agriculture generates 44.6 



Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Page 84                            Shanlax International Journal of Commerce 

employments and manufacturing industry generates mere 12.6 jobs. The tourism industry is the 

3rd major foreign exchange payee next to gems and jewellery and ready-made clothes industry. 

 
Government role in Motivating Tourism Entrepreneurship  

 A special initiative was launched the creation of employable skills among youth belonging 

to economically weaker sections of the society in the age group of 18-25 years with the basic 

objective to reduce the skill gap affecting the hospitality and tourism sector and to ensure the 

spread of economic benefit of tourism sector of economic benefit of tourism to the poor. The 

programme offers short duration courses of 6 to 8 weeks which are fully funded by ministry of 

Tourism.  

 One of the key parts to the accomplishment of tourism business is local government units 

(LGUs). The part of local government units is to encourage the society living standards, 

monetary value, ecological and cultural well–being of their societies. Central and state 

government should work together while instituting the policy and strategy for sustainable 

tourism business environments. They should involve all the shareholders to represent all their 

viewpoints and welfares associated with the sector.  

 
Visa on Arrival 

 Considering the importance of Visa facilities in enhancing tourist inflow, the facility of Long 

Term Tourist Visas‟ of five years duration with multiple entries, carrying a stipulation of 90 

days for each visit, has been introduced on a pilot basis f or the nationals of the 18 selected 

countries. The findings of an evaluation study conducted by this Ministry have reinforced the 

belief that the presence of the facility of ―Visa on Arrival‖ (VoA) significantly influences the 

tourists‟ travel plans to any country. 

  
Tourism Policy of India  

 Tourism emerged as the largest global industry of the 20th century 

and is projected to grow even faster in the 21st century. India has 

immense possibilities of growth in the tourism sector with vast cultural 

and religious heritage, varied natural attractions, but comparatively 

small role in the world tourism scenario. The government of India 

announced the first tourism policy in November 1982, but new 

initiatives towards making tourism as the catalysts in employment 

generation, environmental re-generation. It would lead to larger foreign investment. After ten 

years government has feels the need to improve first policy, then newly introduced by the name 

the National Action Plan for Tourism in 1992. The report of the National Committee on Tourism 

was submitted in 1988, in this report two five-year plans provided basic perspective framework 

for operational initiatives. The Tourism Policy was more aggressive statement in marketing than 

a perspective plan for development. Following measures were suggested by the policy  

1. To take full advantage of the national heritage for attracting tourists.  

2. To increase tourist resorts.  
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3. The status of an export industry to tourism  

4. To adopt the approach to develop few tourist circuits.  

5. To invite private sector. 

  
Role of Tourism Industry in Social Development of Society 

 The growth in tourism sector is expected to rise further in the coming decades as the sector 

is expanding fast thereby contributing to the economic sector as well. Several establishment are 

included in the tourism industry whose products are mainly sold to visitors, although they do 

not form a major share of tourist consumption. In this category several sectors related to 

infrastructure like power, telecommunication, roads, supply of water, and some production 

sector like sports related equipment, material needed for photography, medicines and cosmetics 

etc. are included. 

Table 1 Foreign Tourist Arrivals in India 

Year FTA’s in India ( in millions) Percentage (%) change Over the Previous year 

2008 5.28 4 

2009 5.17 -2.2 

2010 5.78 11.8 

2011 6.31 9.2 

2012 6.58 4.3 

2013 6.97 5.9 

2014 7.68 10.2 

2015 8.03 4.5 

2016 8.80 9.7 

2017 (P) Jan-June 4.89 17.2@ 

(P) Provisional, @ growth rate over Jan-June 2016 

Source: Bureau of immigration, Govt. of India for 2008-2016; Ministry of Tourism, Govt. of India 

for Jan-June 2017  

 
  The above table shows that the Foreign Tourist arrivals in India, 2008-2017 (till June). From a 

negative growth of -2.2% in 2008-2009, Foreign Tourist arrivals have increased considerably to 

register a growth of 17.2% in 2016-2017 (till June). India has witnessed a steady growth of 

Foreign Tourist arrivals over the past years. 
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Table 2 Month-Wise Foreign Tourist Arrivals in India, Jan 2015- June 2017 

Month 2015 2016 2017(P) 
Percentage (%) Change 

2016-15 2017-16 

Jan 790854 844333 983413 6.8 16.4 

Feb 761007 848782 956337 11.5 12.7 

Mar 729154 809107 904888 11 11.8 

Apr 541551 592004 740275 9.3 25.0 

May 509869 527466 630438 3.5 19.5 

Jun 512341 546972 669989 6.8 22.5 

July 628323 733834  16.8  

Aug 599478 652111  8.8  

Sep 542600 608177  12.1  

Oct 683286 741770  8.6  

Nov 815947 878280  7.6  

Dec 912723 1021375  11.9  

Total 8027133 8804411  9.7  

Sub-total Jan-June 3844776 4168864  8.4@ 17.2@ 

(P) Provisional, @ growth rate over Jan-june 2016 

Source: Bureau of immigration, Govt. of India for 2008-2016; Ministry of Tourism, Govt. of India 

for Jan-June 2017  

 The above table shows that the large number of Foreign Tourist arrivals during the year 

2015-16 according to 11.9%. In the same way, it increased about 8.8% during the year 2016-17 

from 2015-16. It has witnessed that the growth rate of Foreign Tourist arrivals in India in the 

upward trend.  

 
Table 3 Top 10 Source Countries for  

Foreign Tourist Arrivals in India in 2016 

 India has maintaining good and cordial 

relationship with different countries which 

helps the people of those countries to get the 

visas easily to visit India. From the above table 

we know that top 10 countries for foreign 

tourist arrivals in the year 2016. Bangladesh 

(15.68%) is the first place in foreign tourist 

arrivals in India follwed by United States 

(14.73%), United Kingdom (10.70%) and other 

countries share is (36.56%). 

 

 

 

Source Country FTAs (%) Share 

Bangaladesh 1380409 15.68 

United States 1296939 14.73 

United Kingdom 941883 10.70 

Canada 317239 3.60 

Malaysia 301961 3.43 

Srilanka 297418 3.38 

Australia 293625 3.33 

Germany 265928 3.02 

China 251313 2.85 

France 238707 2.71 

Total top 10 Countries 5585422 63.44 

Others 3218989 36.56 

Total 8804411 100.00 

Source: Bureau of Immigration Govt. of India 
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Table 4 Foreign Exchange Earnings (FEEs) in US$ million,  from  

Tourism in India, 2008-2017 (June) 

Year 
FEE from Tourism in India in  

US$ million 
Percentage change 

over the previous year 

2008 11832 10.3 

2009 11136 -5.9 

2010 14193 27.5 

2011 16564 16.7 

2012 17737 7.1 

2013 18445 4.0 

2014 20236 9.7 

2015 21071 4.1 

2016 22923 8.8 

2017 (Jan-June) 13230 22.3@ 

Source: Reserve bank of India 2008-10; Ministry of Tourism, Govt. of India for 2011-17. 

 Tourism is one of the largest business in the world. It contributes a major share of foreign 

exchange earnings to every country. It analyses form the above table that the growth rate of 

foreign exchange earnings (US $ milloion) from Tourism in india, 2007-2017(jan-june). It is clear 

that in india, the contribution of foreign exchange earnings form tourism has increased manifold 

constantly sine 2007. There has been a continuous growth from the year 2007 as 10729 US $ 

million up to the year 2016 as 22923 US $ million. 

 
Findings 

 Problems are plenty mainly in Tourism like transportation, accomodation, availability of 

guids knowing english who could guide national and international tourist attraction, the 

government hast to ay immediate attention to these problems. The government should set up 

tourism information centres in major cities. Tax holiday may be offered to hotels and tour 

operators who invest in the development of tourism. All the benefits available to industries 

should be offered for the development of tourism. 

 Insufficient standards hotels in the country leading to the problem of accommodation for 

the visiting tourist lack of proper infrascturecture, poor health, lack of hygiene and proper 

sanitation among majority of people especially in the rural parts of the country.  

 If the government rectify all these problems, will lead to increase the Foreign exchange 

earnings in India and make sure that it would help to the Tourism entrepreneurship in our 

country effectively. 
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Conclusion 

 Thus to conclude that IndiaEntrepreneurs and entrepreneurship motivate business 

innovation and economic growth. Entrepreneurs are exceptionally imperative in dropping 

unemployment rate of the skilled and unskilled workers. To sustain tourism industry it 

required, a substantial long term government support, extensive training, research and planning 

processes in order to grow and flourish. It is multi- dimensional and service oriented industry 

all divisions of the central and state government, private sector and voluntary organisations 

become active partners in the attempt to attain sustainable growth in tourism of the country. 

Tourism Entrepreneurship success leads to upliftment in society livelihood in term of economic 

gains. 
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Abstract 
 From olden days the Z score values have been regularly used for prediction of bankruptcy. Z score has been used 
as a tool to assess the credibility of the firm. The objective of this research is to determine whether Altman Z score 
could detect the corporate distress and financial health of selected Automobile industry in India from 2008 to 
2017.This paper provides the Z score value for the selected Indian automobile industry. 
Keywords: Corporate Distress, Bankruptcy, Altman’s Z score model 

 
Introduction 

 Many corporate sectors exist with the profit maximisation objective. To achieve this 

objective, firm needs strong internal support and external support. The internal support means 

factors inside the organisation, on which it has control such as effective utilisation of funds, 

labour, material, etc. External support means factors outside the organisation, on which it has no 

control such as economic, political and socio-cultural, etc. The failure of these two support 

results in Bankruptcy of the corporate sector. Bankruptcy is a situation where the firm‘s total 

liabilities exceed total assets. The real net worth of the firm is, therefore negative. This leads to 

reduced sales, increased cost and losses, ineffective competition, etc. Ultimately firm will be 

under distress stage. Under such situation it becomes difficult for investors and lenders to 

analyze the financial performance of the organisation. Altman‘s Z score model is the output of a 

credit-strength test that predicts company‘s likelihood of bankruptcy. 

 
Importance of the Study 

 The Indian auto industry is one of the largest in the world. The industry accounts for 7.1% of 

the country‘s Gross Domestic Product. The two wheelers segment with 80% market share in the 

leader of the Indian Automobile market owing to a growing middle class and a young 

population. Moreover, the growing interest of the companies in exploring the rural markets 

further aided the growth of the sector. The overall passenger vehicle segment has 14% market 

share. India is also prominent auto exporter and has strong export growth expectation for the 

near future. Overall automobile exports grew 13.01% year on year between April-December 

2017. In addition, several initiatives by the Government of India and the major automobile 

players in the Indian market are expected to make India a leader in the two wheeler and four 

wheeler in the world by 2020. So, it is important to study the financial distress of the selected 

Indian automobile Industry. 

 

 

ANALYSIS OF CORPORATE FINANCIAL DISTRESS WITH SPECIAL 

REFERENCE TO AUTOMOBILE INDUSTRY IN INDIA 
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Review of Literature 

 Altman (2016) re-examined the original version of the Z score model using data of different 

countries. They re-estimated values using another statistical method and additional variables to 

assess the affect of classification performance when the data are heterogeneous. The evidence 

indicates that the original Z score model executes well at an international context till date. 

 Celli (2015) found that the Z score degree of reliability is relatively high and still works quite 

adequately in predicting listed industrial company failure in Italy. It proved a precious tool in 

the detection of company operating and financial difficulties up to 3 years before the default 

 Li (2014) explores the application of Altman‘s bankruptcy model in construction industry. 

The original five set variable is expanded to 14 set variable. The conclusion drawn is that 

Altman‘s model stands both valid and effective in context of bankruptcy prediction for sample 

selected. 

 Singhal (2013) examines the relationship between bankruptcy and diversification strategy of 

firms. Altman Z score used to represent the likelihood of bankruptcy which is highly correlated 

with leverage. It was found that focused firms are more likely to go bankrupt than diversified 

firms. 

 Chen (2012) analysed the effect of pricing of corporate debt to ‗unionized workers‘ in 

financially distressed and healthy firms. They employed five different indicators including 

Altman‘s Z score model to identify if firm is in distress. Using all five alternative model of 

distress, it was found that ‗unionized workers‘ and Distress has negative relation which is 

statistically significant. This is because labour unions try to shield creditor‘s wealth even though 

they support firm policy to reduce creditors‘ wealth during distress. 

 Johansson & Kumbaro (2011) performed multiple discriminant analysis on a sample 45 

Americans filing for bankruptcy between 2007 and 2010 by applying the Z score accurately 

predicted most of the bankruptcies. 

 Moghadam (2010) tested the prediction power of original Altman and Ohlson models on 

Iranian listed companies in the period of 1998 to 2005, and concluded that both Altman and 

Ohlson original models can predict bankruptcy issue of Iranian listed companies. 

 The conclusion from the review is that Z score model is used as a main tool for bankruptcy 

or financial distress prediction and analysis. This paper mainly focus on corporate distress of 

selected Indian Automobile Industry. 

 
Objectives of the Study 

1. To assess the overall financial performance of the selected Indian Automobile industry 

2. To study the corporate distress of selected Indian Automobile industry by applying 

Altman‘s Z- Score model. 

 
Z score Formula 

 X1 = Working Capital / Total Assets 

 X2 = Retained Earnings / Total Assets  

 X3 = Earnings before Interest and Taxes / Total Assets 
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 X4 = Market Value of Equity / Total Liabilities 

 X5 = Sales / Total Assets 

 
Z score Bankruptcy Model 

 Z = 1.2X1 + 1.4X2 + 3.3X3 + 0.999X5 

 
Zones of Discrimination 

 Z > 2.99 = Safe Zone  

 1.81 < Z < 2.99 = Gray Zone 

 Z < 1.81 = Distress Zone 

 
Methodology 

 Data Collection: The required secondary data collected from annual reports of the selected 

companies from the websites of respective organisations 

 Time frame: The time frame of data being collected is set for past 10 years from 2008 to 2017 

 
Sample Companies 

1. Ashok Leyland Ltd. 

2. Eicher Motors Ltd. 

3. Hero MotoCorp Ltd. 

4. Mahindra & Mahindra Ltd. 

5. Maruthi Suzuki India Ltd. 

6. Tata Motors Ltd. 

7. TVS Motor Company Ltd. 

 
Z’ score Analysis and Interpretation 

 

Table 1 X1: Liquidity Measures in terms of Percentage 

Year 
Ashok 

Leyland 
Ltd. 

Eicher 
Motors 

Ltd. 

Hero 
Moto 

Corp Ltd. 

Mahindra & 
Mahindra 

Ltd. 

Maruthi 
Suzuki 

India Ltd. 

Tata 
Motors 

Ltd. 

TVS Motor 
Company 

Ltd. 

2008 37.15 33.27 -21.47 20.86 17.80 25.59 13.56 

2009 19.87 21.66 -28.48 5.83 2.92 -1.93 13.98 

2010 18.87 90.49 -26.79 3.04 20.84 -5.12 16.02 

2011 20.03 19.83 -55.19 7.91 1.62 -18.59 12.36 

2012 6.72 -4.50 -81.74 -8.53 12.32 -4.57 8.49 

2013 3.66 -10.26 -34.35 -0.29 6.08 -8.28 3.92 

2014 6.73 -31.02 -24.43 -0.80 -0.68 -10.53 0.59 

2015 -0.55 -36.81 -31.19 5.61 -6.01 -18.93 -1.77 

2016 0.59 -37.96 -13.43 2.49 -13.20 -7.82 8.92 

2017 9.08 -30.86 -16.87 -0.06 -17.29 -8.98 4.54 

Source: Computed Data 

 Interpretation: Table No.1 shows that X1= Working Capital/ Total Assets in percentage 

terms. A positive net working capital arise when current assets exceed current liabilities. On the 

other hand, high working capital indicates that either firm has too much inventory or not 

actively managing investment activity. If firm cannot maintain a satisfactory level of working 
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capital, it is likely to become insolvent and may even be pushed into bankruptcy. From the 

Table No.1 it can be concluded that Ashok Leyland Ltd. and TVS Motor Company Ltd. 

companies relatively stabilized in managing working capital except in the year 2015. Eicher 

Motors Ltd. shows negative working capital from 2012 to 2017. Hero Company shows negative 

working capital for all the selected period. M&M Company‘s working capital is not constant. 

Maruthi Suzuki India Ltd. shows positive working capital up to 2013 only. Tata Motors Ltd. had 

high working capital (25.59%) in 2008, then it shows negative.  

 
Table 2 X2: Leverage Measure in terms of Percentage 

Year 
Ashok 

Leyland 
Ltd. 

Eicher 
Motors 

Ltd. 

Hero Moto 
Corp Ltd. 

Mahindra & 
Mahindra 

Ltd. 

Maruthi 
Suzuki 

India Ltd. 

Tata 
Motors 

Ltd. 

TVS Motor 
Company 

Ltd. 

2008 14.27 48.48 60.52 40.95 75.32 9.32 2.02 

2009 16.54 51.11 64.84 40.01 75.42 9.80 2.11 

2010 8.88 72.91 69.79 36.13 79.69 6.64 1.92 

2011 9.71 66.34 60.79 42.85 79.41 6.13 1.83 

2012 11.36 66.04 28.02 46.59 82.28 5.27 7.49 

2013 12.29 67.52 41.90 48.42 78.36 4.39 13.90 

2014 12.43 70.54 50.83 52.37 74.86 3.55 16.97 

2015 12.51 73.67 57.30 56.19 74.81 2.70 24.14 

2016 13.26 77.25 61.84 60.94 80.17 -9.55 27.15 

2017 19.83 79.44 65.19 66.32 81.62 0.00 34.93 

Source: Computed Data 

 Interpretation: Table No.2 shows that X2 = Retained Earnings/ Total assets in terms of 

percentage. Firm may wish to distribute profit to stock holders as dividends. But firms may also 

need to keep its cash for operations and to create growth opportunities. The above options are 

exclusively subjected to management decision and firm‘s history of dividend policy. Besides, 

lenders may restrict such activities to assure that a firm maintains a minimum level of stock 

holders‘ equity. The ratio appears to be moderate in all selected companies except Tata motors 

Ltd. The ratio is less than 100% in case of all selected companies indicates that growth might not 

be sustainable as it is financed through debt. The trend is gradually increasing which means all 

the selected companies are able to generate adequate reserves for future business aspect. 

 
Table 3 X3: Productivity Measure in terms of Percentage 

Year 
Ashok 

Leyland 
Ltd. 

Eicher 
Motors 

Ltd. 

Hero  
Moto Corp 

Ltd. 

Mahindra & 
Mahindra 

Ltd. 

Maruthi 
Suzuki 

India Ltd. 

Tata 
Motors 

Ltd. 

TVS Motor 
Company 

Ltd. 

2008 24.98 16.58 47.35 27.72 30.96 27.04 8.73 

2009 23.53 15.64 45.29 21.54 27.51 21.26 3.15 

2010 6.79 7.88 45.99 12.90 17.19 7.18 5.58 

2011 10.87 11.34 80.25 28.05 28.65 12.91 8.11 

2012 14.99 18.81 46.93 26.95 21.74 9.07 17.70 

2013 12.80 25.45 47.63 23.09 13.19 6.75 18.23 

2014 9.53 26.94 42.49 24.41 15.56 4.13 11.09 

2015 3.93 43.28 48.32 21.10 16.50 0.90 18.93 

2016 9.75 63.87 50.31 18.11 20.61 6.16 18.18 

2017 17.35 80.10 54.52 16.94 23.92 4.09 21.10 

Source: Computed Data 
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 Interpretation: Table No.3 shows X3 = Earnings Before Interest and Taxes/ Total Assets in 

percentage terms. It is indicator of firm‘s assets, independent of any tax or interest on debt. The 

ratio measures efficiency of firm‘s assets. The ultimate objective of the firm is to maximise 

shareholder‘s wealth which is directly related to earning power of assets. The ratio indicates 

good sign for all the companies. But Tata motors Ltd. has declining movement 

 
Table 4 X4: Solvency measure in terms of percentage 

Year 
Ashok 

Leyland 
Ltd. 

Eicher 
Motors 

Ltd. 

Hero 
Moto 

Corp Ltd. 

Mahindra & 
Mahindra 

Ltd. 

Maruthi 
Suzuki 

India Ltd. 

Tata 
Motors 

Ltd. 

TVS Motor 
Company 

Ltd. 

2008 583.78 34.07 375.67 2020.49 238.46 460.17 84.82 

2009 140.77 20.75 675.38 5865.31 710.73 1591.35 249.08 

2010 259.60 108.39 659.84 2778.15 586.09 1847.83 220.13 

2011 305.67 221.99 451.39 2673.19 355.91 178.35 141.91 

2012 97.95 230.74 339.28 3314.80 575.45 329.93 112.68 

2013 103.83 388.45 398.37 2678.71 439.39 389.84 195.32 

2014 55.06 516.32 610.50 3205.14 729.49 541.94 701.21 

2015 158.70 1075.94 517.36 2922.71 863.38 425.56 668.73 

2016 292.15 779.83 577.86 2946.89 965.16 456.27 610.50 

2017 274.16 654.75 624.22 1764.80 14104.61 487.15 1285.69 

Source: Computed Data 

 Interpretation: Table No.4 shows that X4 = Market Value of Equity/ Book Value of Total 

Liabilities in percentage terms. The market value of equity is the total market value of all of the 

stock, both preferred and common stock. The book value of liabilities is the total value of 

liabilities both long term and current. The ratio shows how much the firm‘s assets can decline in 

value with increasing liabilities, before the liabilities exceed the assets. In this study, the ratio is 

very high for all the selected companies. It indicates that firm‘s share price was relatively high 

and cost of debt was relatively low.  

 
Table 5 X5: Efficiency of using Assets to Generate Sales in terms of Percentage 

Year 
Ashok 

Leyland 
Ltd. 

Eicher 
Motors 

Ltd. 

Hero 
Moto 

Corp Ltd. 

Mahindra & 
Mahindra 

Ltd. 

Maruthi 
Suzuki 

India Ltd. 

Tata 
Motors 

Ltd. 

TVS Motor 
Company 

Ltd. 

2008 288.78 318.35 375.47 189.81 196.35 249.89 267.18 

2009 261.34 332.50 331.44 162.63 192.06 202.11 216.38 

2010 112.27 141.24 317.57 138.78 203.65 99.03 213.91 

2011 124.51 90.40 446.27 171.51 229.91 110.98 233.50 

2012 172.73 92.48 376.21 176.04 254.08 119.28 347.43 

2013 181.13 118.80 389.18 195.10 213.22 143.31 348.50 

2014 147.69 162.39 397.45 212.80 213.20 118.23 375.76 

2015 111.86 202.77 424.19 184.69 187.82 94.72 399.08 

2016 162.44 242.11 415.55 158.83 202.99 94.57 377.59 

2017 231.61 279.86 354.65 157.90 208.75 106.26 387.56 

Source: Computed Data 

 Interpretation: Table No.5 shows X5 = Sales /Total Assets in terms of percentage also 

known as capital turnover ratio. It depicts the sales generating ability of the firm‘s assets. 

Sometimes the ratio decreases steeply for a given period as compared to preceding years. This 
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indicates that either the firm is not converting assets into sales or firm has heavily expanded 

because of which there is a time lag for reaching economies of scale. In this study, Hero Moto 

Corp. Ltd and TVS Motor Company Ltd. showing high ratio reflecting intensive use of assets 

compared to other companies. 

 
Table 6 Z-Score Results using Altman’s Model 

Year 
Ashok 

Leyland 
Ltd. 

Eicher 
Motors 

Ltd. 

Hero 
MotoCorp 

Ltd. 

Mahindra & 
Mahindra 

Ltd. 

Maruthi 
Suzuki 

India Ltd. 

Tata 
Motors 

Ltd. 

TVS Motor 
Company 

Ltd. 

2008 293.46 319.86 379.50 203.48 199.87 253.73 267.90 

2009 263.16 333.78 337.22 199.00 198.13 212.27 217.96 

2010 114.29 144.12 323.38 156.27 208.89 110.28 215.42 

2011 126.95 93.18 451.37 188.99 233.89 112.22 234.56 

2012 173.87 95.26 378.83 197.19 259.29 121.45 348.55 

2013 182.21 122.67 392.93 212.41 217.25 145.69 350.17 

2014 148.44 166.83 402.53 233.35 218.92 121.42 380.20 

2015 112.99 211.04 428.89 203.60 194.33 97.019 403.63 

2016 164.54 249.28 420.97 177.83 210.22 97.189 381.96 

2017 233.98 286.89 360.55 169.82 294.89 109.10 396.13 

Source: Computed Data 

 Interpretation: Table No.6 depicts the Z score for all selected Indian Automobile Industry 

from 2008 to 2017. It disclosed that Z score of all selected companies is in safe zone. So, all 

selected automobile companies‘ is doing substantially well in all the years.  

 
Conclusion 

 The study is aimed to examine the financial health of selected Indian automobile industry. 

Altman‘s Z score model has been used to assess the performance of each company individually 

over years starting from 2008 till 2017. The result reveals that for all selected Indian automobile 

industries are doing substantially well. According to findings all the companies belongs to safe 

zone as per Z score model. 
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Abstract 
 Impulse buying has been defined by several researchers through history though there has been a different focus 
on the definition throughout time. The earlier researchers focused more on when the purchase decision was made and 
the purchase itself, instead of the consumer. An impulse purchase or impulse buying is an unplanned decision to buy 
a product or service, made just before a purchase. One who tends to make such purchases is referred to as an impulse 
purchaser or impulse buyer. This paper mainly focuses on impulse purchase behavior of customer towards brand 
awareness in gold jewellery retail in Sivagangai district. 
Keywords Impulse purchase, Consumer behavior, brand awareness, Decision making. 

 
Introduction 
 An impulse purchase or impulse buying is an unplanned decision to buy a product or 

service, made just before a purchase. One who tends to make such purchases is referred to as an 

impulse purchaser or impulse buyer. Research findings suggest that emotions and feelings play 

a decisive role in purchasing, triggered by seeing the product or upon exposure to a well-crafted 

promotional message. Impulse buying is defined as an unplanned, on the spot purchase 

triggered by stimulus. Stimulus is given through sensory marketing and the possibility to touch 

the products, by clear and visible information about special offers and Tie-ins to help the 

consumer remember what they need. Current Indian retailing environment will provide lot of 

scope for consumer to become impulsive in offline as well as online retail situation for different 

product categories. Keeping in mind the universal nature of impulse buying, it can be 

capitalised by retailers to benefit their respective businesses. The proper combination and 

synergistic effect of the various factors influencing impulse buying could lead to more sales 

turnover hence benefiting the marketers and retailers. After the content analysis of the 

literature, it was possible to clarify the Impulse buying concept, its various dimensions, and its 

relationship with the consumer, and also to present some research propositions for the 

development of the knowledge in the field of consumer research. Based upon the changing 

trends of the market in the developing economies it is possible to infer that impulse buying may 

turn into a growing area of research and could be seen across the various forms of retailing. 
 

Review of Literature 

 Bashar et al. (2012)1, The main purpose of the paper is to determine the correlation of 

consumers‘ demographic factors on the impulse buying behavior with respect to a number of 

single impulsivity indicators and one collective indicator. 

 

IMPULSE PURCHASE BEHAVIOUR OF CUSTOMER TOWARDS BRAND 

AWARENESS IN GOLD JEWELLERY RETAIL IN SIVAGANGA DISTRICT 

https://en.wikipedia.org/wiki/Feeling
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 K. Asha Dr. S. Edmund Christopher (2014) 2, In this study the research worker seeks to look 

into which factors that determinant the behaviour of consumers towards branded and non-

branded jewellery products. The objective of the study is to get response about various factors 

affecting buying behaviour of jewellery products. Nowadays there seen larger brands 

witnessing an upward activity mainly due to factors such as increasing consumer false belief, 

decreasing investment compulsive purchases, fascinating retail channels and competition from 

other expensiveness products. The analyses showed that consumers are reasonably aware of the 

branded players who have forayed into the jewellery market and would like to purchase 

branded jewellery in the near future. 

 R. Kaveri1 & A. John William(2015)3, The objective of the study is to get response about 

various factors affecting the buying behavior of jewellery products from the study it was 

identified that behind purchasing jewellery price, purity and design. 

 
Statement of the Problem 

 Retail jewellery business is growing by leaps and bounds in India .All Indian customers 

have an emotional attachment towards jewellery. But most of the jewelers are always planned 

as the customers view jewellery as lifelong assets. At present Indian retail jewelers are coming 

out with unique products and services to lure the consumers. This in turn has opened the doors 

for impulse buying in the retail jewellery market too. In this background the researcher has 

proposed a research topic on impulse buying behavior on jewellery retail customers 

 
Research Objective 

 To Analyse the Impulse Purchase Behaviour of Customer Towards Gold Jewellery Retail in 

Sivaganga District. 

 To study brand awareness among the consumers. 

 To indicate the level of approval from the suggestions to the impulse buying 

 
Research Methodology 

Population and Sample Frame 

 The population frame for the study is the customer of organized jewellery showroom in 

sivaganga district. In Sivaganga district consist of 12 blocks such as Devakottai, kannangudi, 

Sakkottai, S.pudur, Singampunari, Tiruppatthur, Triruppuvanam, Kalayarkovil, Kallal, 

Illayangudi, Manamadurai, and sivaganga. Among these 12 blocks are selected in only two 

blocks because the organized jewellery shops in located at these blocks. They are given below, 

 Thangamayil in Karaikudi 

 ATAN Shop in Karaikudi. 

 Gold Plus in Karaikudi. 

 Maganlal Metta & co in karaikudi. 

 Thangamayil in sivagangai. 

 The ultimate sample size for the study is 275, which has been determined by the formula 
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 In karaikudi taluk, the researcher has chosen four organized jewellery showrooms. Such as 

Thangamayil Store ,ATAN Store ,Gold Plus, Maganlal Metta & co. out of which one store has 

been selected and 55 customers each were randomly selected from these stores. 

 In sivaganga taluk, the researcher has chosen one organized jewellery showroom. Such as 

Thangamayil showroom. It was identified draw 55 customers from those stores. 

 
Sampling Technique Used 

 Simple random sampling method is used to draw required samples for the study. Analytical 

tools used in the study. The collected data have been processed with the help of appropriate 

statistical tools using SPSS package. The tools include percentage analysis, one-way ANOVA, 

Independent Sample T-Test, Chi-Square Test, One – Way Anova, Friedman Test, Factor 

Analysis, Discriminant function analysis. 

 
Analysis and Interpretation 

Demographic Profile 
 

Table 1 Showing the Response and Percentage for Demographic 

Profile of the Respondents 

Gender Response Percentage 

Male 44 16 

Female 231 84 

Total 275 100 

Age 

18 to 25 years 56 20.4 

26 to 35 years 92 33.5 

36 to 45 years 88 32 

Above 45 39 14.2 

Total 275 100 

Occupation 

Business 62 22.5 

service 59 21.5 

Others 154 56 

Total 275 100 

Income/ Expenses 

Rs. 10000 to 15000 51 18.5 

Rs. 15000 to 20000 113 41.1 

Rs. 20000 to 30000 71 25.8 

Above Rs. 30000 40 14.5 

Total 275 100 

Source: Primary data 

Interpretation 

 Out of 275 respondents contacted 84% of them were female and the rest were male. It is 

inferred that majority of the female customers are used in the study area. 
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 It is seen from the above table 4.2 that among the respondents , 20.4% of them belong to 18 

to 25 years of age group , 33.5% belong to 26 to 35 years of age group of respondents . 32% were 

belong to 36 to 45 years age group of the respondents and another 14.2% are belong to the age 

group of 45 and above years. Hence a higher proportion of respondents contacted to26-35 years. 

 Out of 275 respondents, 22.5% of the respondents are business and 21.5% of the respondents 

are service and 56% of the respondents are others. But more number of others respondents are 

purchasing the gold. The above table indicates that 19% of the respondents fall under the 

income level category of 10,000-15,000, 41% under the category of 15,000-20,000 and 20% under 

the category 20,000-30,000 and 15% under the category of 30,000 and above. Majority Of middle 

income group respondents to buy the gold. 

 
Relationship between Gender and Brand Awareness on Store Selection 
Independent Sample T-Test 

 The independent sample t-test compares the mean scores of two groups on a given variable. 

In independent sample t-test dependent variables must be measured on an interval or ratio 

scale.  

 H0: There is no significant difference between gender and awareness on store selection. 

 H1: There is significant difference between gender and awareness on store selection. 

 
Table 1.2 Relationships between Gender and Awareness on Store Selection 

Group Statistics 

Store Gender N Mean Std. Deviation Std. Error Mean 

Branded product 
Male 44 4.80 .408 .062 

Female 231 4.71 .695 .046 

Promotion offer 
Male 44 3.07 1.246 .188 

Female 231 3.37 1.275 .084 

Experience in the field 
Male 44 4.43 .950 .143 

Female 231 4.10 1.008 .066 

Brand value 
Male 44 4.48 .731 .110 

Female 231 4.27 .940 .062 

Reliability and sentiment 
Male 44 4.30 1.133 .171 

Female 231 4.26 .952 .063 

Customer care 
Male 44 4.27 .758 .114 

Female 231 4.23 .906 .060 

Discount and additional value 
Male 44 3.30 1.440 .217 

Female 230 3.47 1.434 .095 

 Source: Primary data 
 

Table 1.2 
Independent Samples Test 

 

Levene's Test 
for Equality of 

Variances 
t-Test for Equality of Means 

F Sig. T Df 
Sig. (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

branded 
product 

Equal 
variances 
assumed 

2.582 .109 .750 273 .454 .081 .108 -.132 .294 
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Equal 
variances 
not 
assumed 

  1.059 98.083 .292 .081 .077 -.071 .233 

promotion 
offer 

Equal 
variances 
assumed 

.115 .735 
-

1.455 
273 .147 -.304 .209 -.716 .107 

Equal 
variances 
not 
assumed 

  
-

1.478 
61.400 .145 -.304 .206 -.716 .107 

experience 
in the 
field 

Equal 
variances 
assumed 

.117 .733 2.047 273 .042 .337 .164 .013 .660 

Equal 
variances 
not 
assumed 

  2.133 62.905 .037 .337 .158 .021 .652 

brand 
value 

Equal 
variances 
assumed 

.890 .346 1.395 273 .164 .209 .150 -.086 .504 

Equal 
variances 
not 
assumed 

  1.653 73.020 .103 .209 .126 -.043 .461 

reliability 
and 
sentiment 

Equal 
variances 
assumed 

.583 .446 .221 273 .825 .036 .162 -.282 .354 

Equal 
variances 
not 
assumed 

  .196 55.163 .845 .036 .182 -.329 .400 

customer 
care 

Equal 
variances 
assumed 

.193 .661 .298 273 .766 .043 .145 -.243 .330 

Equal 
variances 
not 
assumed 

  .336 68.620 .738 .043 .129 -.214 .301 

Discount 
and 
additional 
value 

Equal 
variances 
assumed 

.005 .944 -.719 272 .473 -.170 .236 -.635 .295 

Equal 
variances 
not 
assumed 

  -.717 60.468 .476 -.170 .237 -.643 .304 

 Source: Primary Data 

 Levene's Test for Equality of Variances (Homogenisity) result shows that significant value 

that is 0.009 which means both groups are homogeneous group so t-test for equal variance not 

assumed considered.  Here the mean value of awareness on store selection of female is 2.65 and 

that of male is 2.65 Based on the result generated by SPSS, the significant value is 1.000 and it is 

greater than 0.05 so accept null hypothesis. Hence there is no significant difference between the 

two means i.e. the customer awareness on store selection by male and female. 
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Findings and Suggestions 

 Out of 275 respondents contacted 84% of them were female and the rest were male. It is 

inferred that majority of the female customers are used in the study area. 

 It is seen from the above table 4.2 that among the respondents , 20.4% of them belong to 18 

to 25 years of age group , 33.5% belong to 26 to 35 years of age group of respondents . 32% 

were belong to 36 to 45 years age group of the respondents and another 14.2% are belong to 

the age group of 45 and above years. Hence a higher proportion of respondents contacted 

to26-35 years. 

 Out of 275 respondents, 22.5% of the respondents are business and 21.5% of the respondents 

are service and 56% of the respondents are others. But more number of others respondents 

are purchasing the gold. 

 The above table indicates that 19% of the respondents fall under the income level category of 

10,000-15,000, 41% under the category of 15,000-20,000 and 20% under the category 20,000-

30,000 and 15% under the category of 30,000 and above. Majority Of middle income group 

respondents to buy the gold. 

 Levene's Test for Equality of Variances (Homogenisity) result shows that significant value 

that is 0.009 which means both groups are homogeneous group so t-test for equal variance 

not assumed considered. 

 Here the mean value of awareness on store selection of female is 2.65 and that of male is 2.65 

Based on the result generated by SPSS, the significant value is 1.000 and it is greater than 

0.05 so accept null hypothesis. Hence there is no significant difference between the two 

means i.e. the customer awareness on store selection by male and female. 

 
Suggestions 

 At the time of some special occasions such as Marriage days, Akshayathituthi and other 

festival season, the respondents wanted more offers. They are of the opinion that more 

exchange offers will enhance the sale of jewellery. The offer and discounts can also be 

provided in the Retail jewellery shops to get more customers to buy the impulse buying. 

 The Retailers may provide the comparative and immediate information about prices.  

 Most of the female consumers with low levels of impulsivity had a tendency toward rational 

consumption, even when money was available. This study suggests providing them with 

immediate, comparative information about prices as part of sales promotions in order to 

increase their buying intention. 

 
Conclusion 

 Consumer is affected by both internal and external factors of impulse buying. Since impulse 

buying behavior is often stimulus driven increased exposure to certain stimuli increase the 

likelihood of impulsively buying refer to marketing cues that are placed and controlled by the 

marketer in attempted to lure consumers into purchase behaviorIn case of pricing factor, it is 

noticed that products with reduced price is bought as impulse purchase. Also income level of 

consumers affects impulse purchase positively 
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 Abstract 
 Insurance Regulatory and Development Authority (IRDA) has created a special category of insurance policies 
called micro insurance (MI) policies to promote insurance coverage of the society. Insurance sector could deliver high 
impact of investment micro insurance among the urban and rural areas policyholders. Because of insurance policy 
play vital role in human life for pre-planning investment for avoid future losses. Micro insurance has effectual 
investment for source of clean live hood and income for human’s quality of life. This present study is covers, low 
income people’s insurance policy cover the illness, accident and eliminate unexpected risk and presented micro 
insurance schemes as a possible solution. The low income house hold family is interested in investment of micro 
insurance policies by using their savings for the purpose of future safe in insured any Microinsurance companies. It 
resulted to develop the economy and social security of the country. Make a small regular premium payment in 
exchange for the promise of future investments in insures by the commercial sector are increasing compensation in 
the event of a financial services markets, terms of risk coverage, and protect people’s health and quality of life. This 
objective of the study has been achieved by some following factors viz., quality of insurance services, eliminate 
unexpected risk, and financial management skills, savings habits, improving economic status in the society. This 
study sample size has been selected 50 respondents from health insurance policyholders and used the convenient 
sample techniques. The study findings reveal that most of the respondents are shows health insurance has most 
support to eliminate unnecessary fears, alleviate poverty and improve the intellectual investment. 
Keywords: micro Insurance Policy, IRDA, Securities, investment, Quality of Life.  

 
Introduction 

 Micro insurance the term used to refer to insurance to the low-income people, is different 

from insurance in general as it is a low value product (involving modest premium and benefit 

package) which requires different design and distribution strategies such as premium based on 

community risk rating (as opposed to individual risk rating), active involvement of an 

intermediate agency representing the target community and so forth. Insurance is fast emerging 

as an important strategy even for the low-income people engaged in wide variety of income 

generation activities, and who remain exposed to variety of risks mainly because of absence of 

cost-effective risk hedging instruments. In India, a few micro-insurance schemes were initiated, 

either by non-governmental organizations (NGO) due to the felt need in the communities in 

which these organizations were involved or by the trust hospitals. These schemes have now 

gathered momentum partly due to the development of micro-finance activity, and partly due to 

the regulation that makes it mandatory for all formal insurance companies to extend their 

activities to rural and well-identified social sector in the country (IRDA 2000). As a result, 

Micro-finance institutions (MFIs) and NGOs are negotiating with the for-profit insurers for the 

purchase of customized group or standardized individual insurance schemes for the low-

income people. Micro insurance products was social protection, government support schemes is 

recognized as affordable premium so invest the poor peoples and reduce poverty alleviate as a 

tool for economic development. A wide variety of micro insurance products exist to these risks, 

 

IMPACT OF INVESTMENT IN MICRO INSURANCE POLICY 

(A STUDY WITH REFERENCE TO SALEM DISTRICT) 
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including crop insurance, livestock/cattle insurance, theft or fire, health insurance, term life 

insurance, death insurance, disability insurance and natural disasters insurance etc. It is aimed 

at low-income population reduce poverty alleviates to help them eliminate risks to supported to 

insurance policy. Insurance Regulatory and Development Authority are important steps 

ensuring financial management services and social security of the poor peoples, covers 

disability, health, old age and economic risk and implementation of the schemes, offered to poor 

people‘s at a reasonable premium for life, health or property insurance products usage of secure 

life. Demand for Micro health insurance schemes among the poor households from falling into a 

poverty trap and the role of health interventions. Increased a poor household‘s vulnerability 

and push them into a poverty trap. Health insurers need to understand risk, management 

techniques and solutions for insurance is only effective there is an health service providers and 

infrastructures facilities, accessible hospitals income for poverty peoples. Micro Health 

Insurance schemes for rural and urban population focuses on life, health related risks, managing 

the low income households to secure quality of life.  

 
Review of Literature 

 Hasan (2000) 'International Discussion Forum on Micro-Insurance ―The objectives of the 

discussion were to study about the concept and basic principles of insurance as one way to 

investment help low-income households to manage risks, to introduce a basic framework for 

evaluating insurance products, to discuss the various types and variants of micro insurance 

products, and the experiences of various micro-insurance products in various countries. The 

presentation included the findings of a study of 32 microfinance institutions that are currently 

offering micro-insurance products. It was explained about the definition of micro-insurance and 

locates the product within the delivery of other micro finance products and services offered by 

microfinance institutions. The presentation offered a framework for thinking about micro-

insurance products in general, and for understanding and evaluating these products within the 

context of Bangladesh and the World. The initial motivation for the study came from requests 

from various institutions to USAID for information on micro-insurance, particularly the design 

of micro-insurance products. Other donors such as Ford Foundation and the UN Foundation 

were also receiving similar requests for information. These micro finance donors had the desire 

reach deeper levels of poverty by providing access to financial services. Therefore, the study 

was designed to test two hypotheses, Firstly, to test the hypothesis regarding the need for 

insurance among low-income households. Secondly, to test the hypothesis that insurance can 

reduce risk and increase effectiveness of credit and savings activities. 

 Ajit Kanitkar (2005)2 suggested that effective life micro insurance services required greater 

awareness levels among the prospective SHG members and clients. He emphasized the need to 

sensitize the field staff in banks, microfinance institutions, NGOs and insurance companies to 

recognize the special needs of the rural communities. The author insisted that a comprehensive 

communication strategy for marketing the concept of rural micro insurance was very much 

needed. The service provider should also maintain a suitable database of insured/uninsured 

SHG members based on one‘s own life micro insurance needs.  
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 Alberto Viano (2000) 3"Health Micro-Insurance - Compendium". The objective of the study 

was to identify the persons and institutions involved in the development and management of 

and/or provision of technical assistance to HM1S Thereafter, the study contacted key players to 

enquire their activities related to health micro-insurance. Finally, information was compiled 

either by means of completed standard questionnaires or through consultation of relevant 

documentation. It was found that the key information on 130 health micro-insurance schemes 

(HMIS) from 26 countries and 3 continents. It allows parties to obtain a broad overview of a 

large number of the health micro-insurance schemes that exist in the world today. The study 

was discussed about different micro insurance scheme offered by Organzation. In India, 

ACCORD, ASSEFA, CDF, SEWA, SPARC were offered the micro insurance scheme. 

 Cohen and Young (2005)4 examined how micro insurance helped in the creation and 

accumulation of assets. The research paper examined the need to protect the assets of the poor 

and used evidences drawn largely from East Africa and India. It looked at common strategies 

that the poor used to cope with risk and presented micro insurance as a possible solution. The 

research paper stated that micro insurance involves the pooling of risks across individuals who 

make small, regular payments in exchange for the promise of future compensation in the event 

of a financial loss and targets the low-income market through innovative cost structures, 

premium payment systems, terms of coverage, and delivery models. The authors suggested 

financial education would help micro insurance clients by focusing on the clients‘ 

understanding and use of different financial products and by impacting asset protection and 

accumulation. 

 Shweta Mathur (2010)5 in her article ―Micro Insurance - A Powerful Tool to Empower Poor‖ 

describes the development of micro insurance in India and the challenges faced by the 

companies offering micro-insurance products. They opined that policy induced and institutional 

innovations are promoting insurance among the low-income people who form a sizeable sector 

of the population and who are mostly without any social security cover. Although the current 

reach of micro insurance is limited, the early trend in this respect suggests that the insurance 

companies both public and private, operating with commercial consideration can insure a 

significant percentage of the poor. Serving low-income people who can pay the premium 

certainly make a sound commercial sense to insurance providers. To that extent imposing social 

and rural obligations by IRDA is helping all insurance companies to appreciate the vast 

untapped potential in serving the lower end of the market. 

 
Importance of the Study  

 The contribution of insurance service to an economy‘s growth and efficiency is not only 

poverty alleviation and also welfare of the people. Micro insurance policies are specifically 

designed for the protection of low income people and their families against specific perils such 

as death in the family, illness, accident, natural disasters, etc. The micro insurance sector could 

deliver more awareness and create high impact among the policyholders. In additionally, micro 

insurance products help to poverty alleviation, develop the saving investment habits, increase 

family incomes, and eliminate unexpected risk and affordable premium regular payment for 
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future. Micro insurance specifically provide for protection to the low-income peoples with 

affordable insurance products which help them to cope from common risks.  

 This present study is covers, insurance marketing new products such as life & health 

insurance, death and accident insurance and eliminate unexpected risk insurance and current 

market insurance products as a possible solution. Improved access and efficient provision of 

savings, credit facilities enable their consumption, manage their risks better, build assets 

gradually and develop their micro enterprises. NGOs, and SHGs and micro financial 

institutions providing credit plus and savings facilities to those are excluded from government 

and commercial or social financial services has been developed as a key strategy for reducing 

poverty alleviate throughout the country. The contribution of micro health insurance is the 

poverty alleviation and the welfare of the people‘s quality life is also market potential solution. 

Increasing investments in micro insurance providing by the commercial and social sectors.  

 
Statement of the Problem  

 Micro insurance plays a vital role in the development of economy and social life protection 

of the people by offering long-term funds for living standards development and strengthening 

the risk taking ability of the people. The research found that, 78%of the people affected by the 

death, disability and hospitalization, 22% of the people are facing the risks of hospitalization 

costs. But nowadays Indian peoples are not fulfilled social protection in their life. Only 30 per 

cent of the populations are enjoying adequate social protection. 70 per cent of the populations 

are inadequate infrastructure facilities and faced many more risk towards their life and health. 

Micro insurance was recognized as a multi dimensional social protection instrument. But a 

micro insurance provider lies in less preference and inadequate activities such as improperly 

collect the channel of premium , method of premium payment and inaccurately referred to as a 

new innovative concepts etc,. The Micro insurance industry is addressing the issues of 

measuring policyholder satisfaction but it is not fulfilled policyholder satisfaction due to 

delayed returns and insufficient returns as the against policy amount in the terms of products. 

The Poor people are especially vulnerable to risks related to low income generation, old age 

problems, unemployment, illness, accident, sudden death of the sole earning member‘s etc. Low 

income household and irregular income patterns also insufficient savings habits and pre-

planning investment for future is unsecure for poor peoples. So they need a social security. Poor 

people‘s are taken micro insurance products helps to poverty alleviate, savings-investment 

habits, increased family income, eliminate unexpected risk, and affordable premium regular 

payment for future. More and most support to family securities and improvement in secure life 

products services. 

 
Objectives of the Study  

The objectives of this study are  

 To find out the impact of micro insurance policy towards investment.  

 To examine the factors influencing to investment in micro insurance. 
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Research Methodology 
 To achieve these objectives a research methodology was framed. In this study descriptive 

and analytical research. 

 

Sources of Data  
 Data was collected from both primary and secondary sources and analyzed using both 
qualitative and quantitative techniques. The study tools were administrated through holding 
interviews gathering information.  
 

Sample Size and Techniques 
 The study sample collected from the micro insurance policyholders at Salem district in 

Tamil Nadu. For purpose of this sample size of 50 policyholders through NGOs located in 

Salem district. The present study was used convenience sample techniques. 

 

Data Analysis Techniques 
1. Simple Percentage Analysis 

2. T-test 

3. Chi-Square Tests 
4. ANOVA 

 

Analysis and Interpretation of the Study 
Table 1 Socio-Economic profile of the Policyholders’ 

Particulars Frequency Percent 

Gender 

Male 18 36 

Female 32 64 

Age Group 

21-30 3 6 

31-40 16 32 

41Above 31 62 

Educational 

Illiterate 32 64 

UptoHSC 11 22 

Graduates 3 6 

Diploma 4 8 

Place 

Semi Urban 31 62 

Urban 2 4 

Rural 17 34 

Marital Status 

Married 42 84 

Widow 6 12 

Widower 2 4 

Family Type 

Nuclear family 16 32 

Joint family 34 68 

Family Size 

1-3 10 20 

4-6 33 66 

7-9 7 14 
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Occupation 

Agriculture 3 6 

Self Employed 4 8 

Govt,employee 6 12 

Private employee 2 4 

Others 35 70 

Income 

upto5000 13 26 

5001-10000 27 54 

10001-15000 6 12 

above 15000 4 8 

Total 50 100 

Interpretation 

 From the above table shows that the socio economic profiles of policyholders were analyzed 

and the results are presented. The results indicated that about 64.0 per cent of the female 

policyholder while the 36.0 percent of policyholders are male. The result also show that 

about(62.0 percent) of the policyholders belong to the age group of 41 above years followed by 

(32.0 percent) 31-40 years, below 21-30 years (6.0 percent). it is clear that about (64.0 percent) of 

the policyholders are illiterate followed by upto HSC are (22.0 percent follow by diploma 

holders 8.0 percent follow graduates (6.0 percent). majority of the policy holder are semi urban 

areas (62.0 percent) and urban areas 4.0 percent it is apparent that about (84.0 percent) of the 

policyholders are married while the (12.0 percent of the policyholders‘ are widow are 4.0 

percent of the policyholders widower. (68.0 percent policyholders belong to joint family, while 

the nuclear family (32.0 percent) of the policyholders belongs to the nuclear family. It is 

apparent that about (66.0 percent) of the policyholders are 4-6 members, while the 20.0 percent 

of the policyholders 1-3 members and 14.0 percent of the policyholders are 7-9 members. The 

majority the policyholders of the others 70.0 percent followed by govt, employee 12.0 percent, 

and self employed 8.0 percent and agriculture policyholders 6.0 percent while the private 

employee 4.0 percent. The result also show that about 54.0 percent policyholders belong to the 

monthly income of more than Rs. 5001-10000 followed by the 26.0 percent policyholders income 

upto Rs.5000 while the followed 12.0 percent policyholders are Rs.10001-15000 followed by 8.0 

percent above15000 policyholders.  

 
Table 2 Support to Impact of Micro Insurance Policy towards People’s Investment of Life 

H0: There is No Significant Different Between Male and Female with Regard to Micro Insurance 

Policyholders. 

Independent Samples t-Test 
Statement Male Female t value p value 

 Mean SD Mean SD   

Quality of insurance services 3.94 0.873 3.97 0.400 -0.135 0.000 

Savings & Investment 3.44 0.984 3.69 0.592 -1.09 0.047 

Financial management skills 4.22 1.114 4.25 0.568 -0.11 0.006 

Eliminate unexpected Risk 4.28 0.669 4.16 0.677 0.61 0.765 

Claim processing 4.61 0.502 4.34 0.545 1.71 0.761 

Getting return on investment 4.00 0.767 4.09 0.689 -0.44 0.745 

** denote significant 1% level   *Denote significant at 5% level  
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Inference   

 (**) Since the p value is less than 0.01 null hypothesis is rejected at 1% level of significant 

with regard quality of insurance services and savings investment. Hence there is significant 

different between male and female with respect to micro health insurance. Based on mean score 

the female policyholders have better then male policyholders. (Reason) with regard to quality of 

insurance services , savings and investment, getting return of investment micro insurance 

policies is effective which for improved the policyholders investment and quality of life. 

 (*) since p value is 0.05 the null hypothesis is rejected at 5% level of significant with regard 

to micro health insurance policyholders . Hence there is significant different between male and 

female with regard to micro insurance. Based on mean score the female policyholders have 

better then male policyholders. (Reason) with regard to quality of insurance services, savings 

and investment . getting return on investment micro insurance policies is effective which for 

improved the policyholders investment and quality of life. 

 
Table 3 Socio Economic Characteristics and Micro Insurance Support to Towards Investment 

and Quality of Life 

H0: There is no association between demographic variables and level of micro insurance 

policyholders. 

Chi-Square test Independent 

Gender Micro Insurance Low Moderate High Total Chi- Square P Value 

Male 10 8 0 18 
 

2.274 
 

0.321 
Female 19 10 3 32 

Total 29 18 3 50 

 Since the p value is greater than 0.05 the null hypothesis is accepted at 5% level. Hence, 

concluded that there is no association between gender and micro insurance policyholders. Based 

on row percentage 29% male have low level of micro insurance policyholders 18% under 

moderate level 3% under high .Hence more of the male policyholders have high level and most 

of the female policyholders have low level of micro health insurance.  

 
Table 4 Income Level Policyholders Satisfaction Towards Impact Micro Insurance 

H0: There is no significant different among income level with respect to micro insurance 

factors  

One way ANOVA 

 
Statement 

Income level Policyholders’ 
Rs. 5000 50001-10000 10001-15000 

Above15000 

F 
value 

P 
value 

Protection 4.62 4.37 4.00 4.25 2.095 0.114 

Low price premium 1.77 2.07 2.00 1.75 1.739 0.172 

Savings habits and Standard 
of living 

4.62 4.37 4.00 4.25 2.095 0.114 

Government support 4.38 3.93 4.00 4.25 2.243 0.096 

Economic status in the society 3.77 3.63 3.50 4.25 1.497 0.228 
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Inference 

 Since the p value is greater than 0.05 at 5% level. Hence, the null hypothesis is accepted. 

There is no significant among income level in micro insurance. Therefore, the table value reveals 

that income levels are not problems for policyholders of micro insurance. 

 
Findings  

1. The policyholders profile through simple percentage analysis ascertains that majority 64 

percent of the female policyholders. 

2. It is found that maximum of 62percent of the policyholders are in the age of above 41. 

3. A majority of 64 percent of the policyholders are belongs to educational illiterate level. 

4. Besides a majority 84 percent of policyholders are married. 

5. Among the total policyholders 54 percent of policyholders are belongs to income group of 

Rs. 50001-10000. 

6. A maximum level of 66 percent of the policyholder‘s family size between 4-6 and minimum 

level of 14 percent policyholders‘ family size is below 7-9 members. 

7. There is significant different between the purpose of micro insurance services. So the 

policyholders concluded that the majority peoples are agree of insurance services. (t-test)  

8. From this analysis‘ the calculated value (2.274) greater than the table value (0.321) and hence 

the result is null hypothesis is accepted from the analysis it is concluded that there is 

relationship between micro insurers and gender are male &female policyholders. (Chi-

square ) 

9. There is no significant difference between the income and factor influencing investment of 

micro insurance services. So the policyholders concluded that the majority of policyholders 

are agreeing with the income and factor influencing the insurance services. 

 
Conclusion 

 Insurance play a very significant role in socio-economic development of a nation in the form 

of aiming reduce poverty , solved unexpected risk, and increased peoples income, interested 

investments in service sectors, improve investment services and social security etc. They are 

playing a significant role in improving the lives of poor households. Linking micro insurance 

with micro finance markets better sense as it helps in bringing the above developments. Micro 

insurance can play a crucial role as a comprehensive tool to reduce poverty, inequality and 

vulnerability public social protection measures are adequate and evenly distributed. Micro 

insurance has been shown to be a powerful additional to the social management and product 

flexible to be successful services institutional forms including social funds. It is evident that this 

sector has influenced by the rural and urban areas of service sectors development and extension 

of social protection the peoples. So they are unable to make in savings for the future investment. 
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Abstract  
 The quality of life and improved economics are the goals of any developmental programs of the Government. The 
livelihood securities are the pivotal tool, paving en route for the growth of the common people. Though an amount of 
entrepreneurship programs have been implemented by the Government of India so as to reach the target of economic 
growth and development, the growth has not vividly limelighted in the lives of the beneficiaries and enhancement of 
livelihood securities are not addressed and even acknowledged. The economy of our country has been growing at 
about 7 per cent for the last decade but the unemployment follows to rise to the tune of losing of 550 jobs every day 
for the last four years. On the other hand, 35,000 join the labour force daily; 10 per cent of youth between 18 to 25 
years of age, numbering 51 million are unemployed. The MGNREGP is a vital program for eradicating the rural 
unemployment and poverty which guarantees 150 days of labor in the rural pockets of the country. This program 
offers an alternative but a tangible means of livelihood security to the beneficiaries. This paper presents the potential 
Economic benefits of MGNREGP and the Economic impact created by MGNREGP on the life of the beneficiaries 
towards the objective for which the program had been designed. 
Keywords: MGNREGP, livelihood security, unemployment, economic benefit and impact, enhancement 

 
Introduction  

 The major source of livelihood security of Indian population depends on the agriculture and 

agricultural-allied activities. According to the census 1991, the total population of the country 

stood with 84 crore. Today it stands with 130 crore. In the last 25 years, there has been about 25 

per cent of growth in the population. There is about 10 per cent among the total population have 

been actively involved in the agriculture. In the agricultural-allied activities like domestic 

animals farming, allied coolee activities, there is about 53% of the population involved.  

 However, there has been a huge slow down in the agriculture and agricultural allied 

activities. It is true that from the year 1991, there has been a steady decrease in monsoon 

coupled with failure in agricultural production, and on an account of untimely and unapt 

formations of the policy by the policy-makers. Between 1991 to 2015 around 2 million persons 

abandoned the agriculture and made their livelihood in the textile mills and in a broader scale, 

they have enrolled in the MGNREGP.  

 There is a considerable amount of farmers who have had the agriculture as the only source 

of livelihood. There is about 72 per cent living in the villages and the fall down of the 

agriculture or rather divorce of the agriculture will have a great direct havoc in the livelihood of 

the people of India. As result of the failure in agriculture, in the last 20 years, about 2 lakhs 

farmers ended their lives. Today only 8 per cent of the people get involved in the production of 

the food i.e., agriculture and feed the food for the rest of 92 per cent of the population. 

 

THE ECONOMIC ENHANCEMENT OF LIVELIHOOD SECURITY THROUGH 

MGNREGP IN SIVAGANGAI DISTRICT TAMIL NADU 
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Objectives of the study 

 To study the economic impact of the program on the beneficiaries 

 To examine the impact on the enhancement of the livelihood securities 

 
Methodology  

 The study was made in the Sivagangai district of Tamil Nadu during the period of January 

to March 2015 taking into account 530 sample respondents from the 12 blocks of the district. The 

primary data were collected with the help of interview schedule. A pilot study was also made 

prior to the field data collection. The collected data were tabulated and an analysis of data was 

made with the help of SPSS package. The inferences were drawn for the purpose of the study.  

 
Statement of the problem 

 Sivagangai district is basically an agricultural one. There are only few industries present. 

The district has a vast waste land untapped ground water and large number of traditional 

storage structures of small and big water tanks are under badly poor maintenance. The 

development in agriculture is not bright on the one hand and the industrial sector is not 

prioritized on the other hand. This study has taken an attempt to study the economic impact of 

this MGNREGP spelling out the means of enhancing the livelihood securities.  

 The Government of India after independence has been taking efforts for the purpose of 

socio-economic improvisation and up liftment of rural occupants through divergent schemes 

such as:  

a. Rural Development Programs (IRDP): Integrated Rural Development Programs such as 

TRYSEM –Training of Rural Youth for Self Employment, DWCRA-Development of Women 

and Children in rural areas, SITRA – Supply of Improved Tool Kits to Rural Artisans and 

GKY – Ganga Kalayan Yojana  

b. Wage Employment Programs (EAS): Employment Assurance Scheme, SGSY – Swaran 

Jayanthi Gram Swarozgar Yojana, SGRY – Sampoorana Grameen Rozgar Yojana, National 

Rural Employment Program (NREP), and NREGA – National Rural Employment Guarantee 

Act 

c. National Food for work program (NFFWP).  

d. Social Security Programs (NSAP): National Social Assistance Program, NOAPS – National 

Old Age Pension Scheme, NFBS –National Family Benefit Scheme, NMBS – National 

Maternity Benefit Scheme etc.,  

 
Prelude of the MGNREGA  

 MGNREGA is the rural employment program comprising both Central Government and 

State Government. This Act incorporates National Rural Employment Programme (NREP) 1980-

89, Rural Landless Employment Guarantee Programme (RLEGP) 1983-89, Jawahar Rojgar 

Yojana (JRY) 1989-1990, Employment Assurance Scheme (EAS) 1993- 99 and Jawahar Gram 

Samridhi Yojana (JGSY) 1999-2002. Sampoorna Grameen Rojgar Yojana (SGRY) 2001 and 

National Food for Work Programme (NFFWP) 2004.2 Differing from all the other schemes, 
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Mahatma Gandhi National Rural Employment Guarantee Act has been enforced by law thus the 

beneficiaries of MGNREP will have more durable legal entitlements. The objective of the Act is 

to increase the livelihood security in rural areas by way of providing at least 150 days of 

guaranteed wage employment in a financial year to every household wherein the adult 

members should voluntarily register to do the unskilled manual labour.4 The Act was initially 

notified in 200 districts as the first phase effecting from 2nd February 2006 and later extended to 

additional 130 districts in the year 2007-2008. The rest of the districts have been notified under 

the NREGA with effect from April 1, 2008. Thus, MGNRGA covers presently the entire country 

with a rare exception of districts that have a hundred percent urban population.5 In the state of 

Tamil Nadu the MGNREGP was implemented in six districts namely Sivagangai, Dindigul, 

Nagapattinam, Cuddalore, Villupuram and Tiruvanallmalai on the eve of 2nd Feb, 2006 as a 

first phase. The districts of Tirunelveli, Karur, Tanjore and Tiruvarur were included in this 

program as a second phase from the first day of April 2007. The remaining 20 districts were 

included from 1-4-2008 under this programme. 

 
Benefits of the Employment Guaranteed Act 

 The Mahatma Gandhi National Rural Employment Guarantee Program holds the following 

tangible benefits to the rural households in the process of enhancement of economic growth and 

development. Few of them are as follows: 

 An effective Employment Guaranteed Act would help to safeguard the rural households 

from poverty and hunger 

 The Act envisages likely to a substantial reduction of rural – urban migration 

 The Acts makes a provision of work available in the village and avoids heading towards the 

green pastures for the jobs 

 As the major beneficiary of this Act is formed by women, the guaranteed employment will 

bestow some economic independence  

 The Act is an opportunity to create useful common community assets in rural pockets of 

India 

 The Act provides a plenty of scope for building productive water-harvesting structures 

through labour intensive methods 

 The guaranteed employment is likely to change power equations in the rural parts and to 

foster a faster and more equitable social order 

 The Act could afford the important universal legal entitlements such as minimum wages 

and socio-economic-financial security. It is based on the principle of self-selection.  

 
Economic Impact on the Enhancement of the Livelihood Securities 

 The economic impact of MGNREGP has been included as one of the effectiveness of 

MGNREGP in the present study. It explains the economic up liftment among the respondents 

due to the MGNREGP. It is measured with the help of five variables. The respondents are asked 

to rate these variables at five point scale. The mean score of the variables in economic impact 
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among the male and female respondents have been computed separately along with its ‗t‘ 

statistics. The results are given in Table 1 

 
Table 1 Impact of MGNREGS on the Economic enhancement 

  
Mean Scores 

‘t’ Statistics 
Sl. No. Variables in Economic Impact Male Female 

1 Enhances the family income 3.3044 3.7903 -2.1887* 

2 Reduces the movement to other places in search of employment 3.2089 3.8607 -2.4669* 

3 Basic needs are met 3.2446 3.8117 2.5904* 

4 Domestic needs are comfortably fulfilled 3.1173 3.8084 -2.7343* 

5 Needs of parents /aged parents are taken care of. 3.0118 3.7889 -2.6069* 

Source: Primary data *significant at five per cent level 

  The highly viewed variables in economic impact by the male respondents are ‗enhanced 
the family income‘ and ‗basic need are met‘ since their mean scores are 3.3044 and 3.2446 
respectively. Among the female respondents, these are ‗reduction in the movement to other 
towns‘ and ‗basic needs are met out‘ since their mean scores are 3.8607 and 3.8117 respectively. 
Regarding the view on the variables in economic impact, significant difference among the male 
and female respondent have been seen in the case of all five variables since their respective ‗t‘ 
statistics are significant at five per cent level. 
 
Reliability and Validity of Variables in Economic Impact  

 The score of the five variables in economic impact have been included for Confirmatory 

Factor Analysis (CFA) in order to examine the reliability and validity of variables in it. It results 

in standardized factor loading of the variables in it. Its ‗t‘ statistics, composite reliability and 

average variance are extracted. The overall reliability of variables in economic impact has been 

measured with the help of Cronbach Alpha. The results are shown in Table 2 

 
Table 2 Reliability and Validity of Variables in Economic Impact 

Sl. 
No. 

Variables in Economic 
Impact 

Standardized 
Factor Loading 

‘t' 
Statistics 

Composite 
Reliability 

Average 
Variance 
Extracted 

1 Basic needs are met 0.8449 3.3844* 0.7211 53.34 

2 
The need of the parents / 
aged parents are taken care 
of 

0.8243 3.2088* 
  

3 Enhances the family income 0.7909 2.9344* 
  

4 
Domestic needs are 
completely fulfilled 

0.7511 2.6489* 
  

5 
Reduces the movement to 
other places in search of 
employment. 

0.6809 2.3911* 
  

Cronbach alpha:0.7549 

Source: Primary data *significant at five per cent level 

 The standardized factor loading of the variables in economic impact are ranging from 0.6809 

to 0.8449 which reveals the content validity. The significance of ‗t‘ statistics of the standardized 

factor loading of the variables in it reveals the convergent validity. It is also proved by the 

composite reliability and average variance extracted since these are greater than its standard 
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minimum of 0.50 and 50.00 per cent respectively. The included five variables in economic 

impact explain it to an extent of 75.49 per cent since its Cronbach alpha is 0.7549. 

 
Level of Economic Impact  

 The level of economic impact among the respondents has been measured by the mean score 

of variable in it. It is denoted by score on economic impact. In the present study, the score on 

economic impact is confined to less than 2.00, 2.01 to 3.00, and 3.01 to 4.00 and above 4.00. The 

distribution of respondents on the basis of their score on economic impact is shown in Table 3 

 
Table 3 Scores on Economic Impact 

Sl. No. Score on Economic Impact 
Number of Respondents 

Total 
Male Female 

1 Less than 2.00 22 36 58 

2 2.01 - 3.00 31 96 127 

3 3.01-4.00 34 168 202 

4 Above 4.00 26 117 143 

Total 113 417 530 

 Source: Primary data  

 The important score on economic impact among the respondents are 3.01 to 4.00 and above 

4.00 which constitutes 38.11 and 26.98 per cent to the total respectively. The important score on 

economic impact among the male respondent are 3.01 to 4.00 and 2.01 to 3.00 which constitutes 

of 30.09 and 27.43 per cent to its total respectively. Among the female respondents, these two are 

3.01 to 4.00 and above 4.00 which constitutes 40.29 and 28.06 per cent to its total respectively. 

The analysis reveals that the level of economic impact is higher among the female respondents 

than that among the male respondents. 

 
Summary of Findings and Suggestions 

 MGNREGP guarantees wage employment at an unprecedented scale. The primary objective 

of this programme is augmenting wage employment. Its auxiliary objective is strengthening 

natural resource management through works that address causes of chronic poverty like 

drought, deforestation and soil erosion and so encourage sustainable development. It aims at 

enhancing the livelihood security of the people in rural areas by guaranteeing hundred days of 

wage employment in a financial year, to a rural household whose members volunteer to do 

unskilled manual work. This programme also seeks to create durable assets and strengthen the 

livelihood resource base of the rural poor.  

 The highly viewed variable relating to economic impact among the male respondents are 

‗enhanced the family income‘ and ‗basic needs are met‘. Among the female respondents, the 

highly viewed variables are ‗reduction in the movement to other towns‘ and ‗basic needs are 

met out‘. The important score relating to economic impact among the respondents are 3.01 to 

4.00 which constitute 38.11 per cent to the total. The analysis reveals that the level of economic 

impact is higher among the female respondents than among the male respondents. 

 



Vol. 6                                     Special Issue 3                               March 2018                               ISSN: 2320 - 4168 
 

Shanlax International Journal of Commerce Page 117 

Conclusion 

 The MGNREGP Act provides employment opportunities to rural labourers as a matter of 

right. It is also a major departure from elitist economic policies and a potential stepping stone 

towards other forms of social security. This Act is a real ‗break-through‘ in India giving a new 

lease a life of economic liberty and development to the labour movement in large parts of India.  
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Abstract 
 Online shopping is the process of buying goods and services from retailers who sell on the internet. Nowadays 
shoppers can visit web stores from the comfort of their homes and shop as they sit in front of the computers/android 
phones. Today almost every citizen buys things of their requirements online. Online shopping has become popular 
among people and they feel very comfortable in using internet .all most all things available in the traditional market 
are available online .we can buy fruits, vegetables, grocery stationary books fashions electronics item etc…since 
online shopping is becoming a trend now a days this study has been undertake 
Keywords: online shopping, customer buying behavior, attitudes. 
 
Introduction 
 Online shopping involves purchasing products or services over the Internet. Online 

shopping is done through an online shop, e-shop, e-store, virtual store, web shop, Internet shop 

or online store. All the products in online stores are described through text, with photos and 

with multimedia files.. Today, we can purchase nearly anything online. In fact, retail experts say 

that online shopping will soon overtake traditional shopping in monetary terms.Today, most 

stores provide online shopping facilities. In other words, they have a website that allows 

consumers to purchase from them on the web. The buyer either pays for the good or service 

online with a credit or debit card or upon delivery. The retailer either delivers to the shopper‘s 

home, office, a neighbor, or a nearby store location. Many people do their weekly supermarket 

grocery shopping online. Some companies, in fact, only sell online. They have no physical shop 

that people can visit. An online shop evokes the physical analogy of buying products or services 

at a regular "bricks-and-mortar" retailer or shopping center; the process is called business-to-

consumer (B2C) online shopping. When an online store is set up to enable businesses to buy 

from another businesses, the process is called business-to-business (B2B) online shopping. 

 The first World Wide Web server and browser, created by Tim Berners-Lee in 1990, opened 

for commercial use in 1991. Thereafter, subsequent technological innovations emerged in 1994: 

online banking, the opening of an online pizza shop by Pizza Hut, Netscape's SSL v2 encryption 

standard for secure data transfer, and Inter shop's first online shopping system. The first secure 

retail transaction over the Web was either by Net Market or Internet Shopping Network in 

1994. Immediately after, Amazon.com launched its online shopping site in 1995 and eBay was 

also introduced in 1995.  
 

Online Shopping in India 
 The number of consumers who purchase online is expected to cross 100 million by 2017 end 

with e-retail market likely jumping 65% on year in 2018. "The year 2017 will see large scale 

 

A STUDY ON CUSTOMER PREFERENCES TOWARDS ONLINE SHOPPING 
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growth in the Indian e-commerce sector with increased participation from people across the 

country. The end of 2018, Indian e-retail is expected to touch $17.52 billion. "The total retail sales 

is growing at an impressive rate of 15%, registering a double digit growth figure year after 

year,". Mobile commerce is likely to jump to 45-50% in 2017 against the current 30-35% of e-

commerce sales. The 50% sales come from mobile with majority being first time users. It also 

observes a surge in the number of people shopping on mobile across India with tier II and III 

cities displaying increased dominance.  

 
Number of Digital Buyers in India 2014 to 2020 

 
 
Literature Review 
 Mr. Pratiksinh Vaghela (2014) studied on consumer perception towards 

online shopping. Researcher examined the customers towards online shopping and 

discriminating the perception gender vise. The study revealed that most of the customers prefer 

online than manual shopping and they were satisfied with all their online transactions. The 

most common products purchased by customers are Garments, electronics items and 

accessories. The difficulties which the customers faced were revealing the credit card number 

and the lack of personal touch of the product. Another agreed fact by the customers was the 

delay of delivery time and it is more expensive. Kanwal Gurleen. (2012) focuses on the 

understanding of demographic profiles of adopters and non-adopters of online shopping. The 

study has been conducted in 3 cities of Punjab, a sample of 400 urban respondents were selected 

from the Jalandhar, Ludhiana and Amritsar. The paper also analyses the various reasons for 

adoption and non-adoption of online shopping. Seyed Rajab Nikhashem, Farzana Yasmin, 

Ahsanul Haque. (2011) investigated perception of online buying tickets (e-ticketing) as well as 

why some people use this facility while some who do not use it stick to the traditional way to 

fulfill their needs. In addition, the eagerness and unwillingness to use internet facilities are also 

examined. The outcome of this research showed a comprehensively integrated framework that 

can be utilized by policy makers and business enterprises to understand the dynamic 

relationships among dimensions of perceived risk, user trustworthiness, usefulness, familiarity 

and confidence. This study also considered how price perception and internet security can be 
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utilized to understand the consumers perception. Soonyong Bae, Taesik Lee (2010) investigated 

the effect of online consumer reviews on consumer‘s purchase intention. In particular, the 

Researcher examined the gender differences in responding to online consumer reviews. The 

study revealed that the effect of online consumer reviews on purchase intention is stronger for 

females than males. The negativity effect, that consumers are influenced by a negative review 

more than by a positive review, is also found to be more evident for females. McKinsey (2012) 

reports 1.6% contribution of the Internet to India‘s GDP worth $ 30 billion and a consumer 

surplus amounting $ 9 billion. The study revealed that India added 15 million e-commerce 

users. E-commerce growth in India has also been directly proportional to Internet penetration in 

India. 

 
Objectives 

1. To find out the customer attitudes towards online shopping. 

2. To analyze the payment mode preferred by customer. 

 
Research Methodology 

 For this study with the help of convenient sampling method150 respondents were selected 

and data were collected through structured questionnaire .For the analysis of data various tools 

like tabulation, chi-square test, frequency distribution, cross tabs, and charts were used with 

help of SPSS software.  

 
Analysis and Interpretation 

Table 1 Gender 
Particulars Frequency Percent Mean Std.Deviation 

Female 75 50.0   

Male 75 50.0 1.50 .502 

Total 150 100.0   

 Table no 1 show that 50 percent of the female respondents are more interested in online 

shopping, 50 percent of the male online shopping respondents are more interested in online 

shopping. Both male and female respondents are interested in online shopping. 

 

Table 2 Age 
 Particulars Frequency Percent Mean Std.deviation 

Valid 

15- 25 years 60 40.0   

26-35 years 33 22.0   

36-45 years 27 18.0 2.18 1.165 

Above 45 years 30 20.0   

Total 150 100.0   

 Table no 2 brings that,40 percent of the respondents are age of 15-25 ,22 percent of 

respondents are age of 26-35 ,18 percent of respondents are age of 36-45, 20 percent of 

respondents are age of above 45 years. According to the survey findings, the age distribution of 

respondents opting for 40% of online shopping falls in 15-25 age group. it shows that youngsters 

are more aware of how genre purchasing option and are interested in e-shopping. 
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Table 3 Qualification 
Particulars  Frequency Percent Mean Std.deviation 

 

Higher Secondary 30 20.0   

Graduates 78 52.0 2.08 .690 

Professionals 42 28.0   

Total 150 100.0   

 Qualification table no 3 illustrates the qualification distribution of respondents 52 of total 

respondents were graduates. Finding suggests that they are more indulged in online shopping 

owing to easy access to internet connections at their phone. 

 

Table 4 Occupation 

 Particulars Frequency Percent Mean Std.deviation 

Valid 

Employed 84 56.0   

Unemployed 66 44.0 1.44 .498 

Total 150 100.0   

 Table no : 4 brings that Occupation the result also illustrates that the 56 percent of the 

respondents are employed majority of the respondents belonged to the employed group. 

 H1: There is no significance difference between the qualification and payment method of the 
respondents. 
 

Table 5 Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 23.195a 8 .003 

Likelihood Ratio 22.393 8 .004 

Linear-by-Linear Association .097 1 .756 

N of Valid Cases 150   

 Table 5 shows that among the qualification groups, most of the respondents prefer cash on 

delivery. Graduates emerged as a leading segment in carrying out online purchasing composing 

40% out of the total sample population owing to easy access to internet to themselves. 

 H2: There is no significance difference between the occupation and payment method of the 

respondents. 

 The data in Table 6 show that a large segment (39%) of employed customer is prefer cash of 

delivery for e-shopping. Among all the occupational groups, employed customers have scored 

high. It can be inferred from the above data that cash on delivery act as a motivating factor for 

online shopping. 

 

Table 6: Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 4.695a 4 .320 

Likelihood Ratio 4.734 4 .316 

Linear-by-Linear Association .536 1 .464 

N of Valid Cases 150   
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Conclusion 

 The consumer‘s perception and preferences on online shopping varies from individual to 

individual and the study reveals that mostly the youngsters between the age of 15-25 are 

interested to use the online shopping. It also found that the majority of people who shop online 

buys fashions (cloths, jewelry, shoe) online as it is cheaper compared to the market price with 

various discounts and offers .the second most influencing factor is the payment mode of the 

product the study highlights on mostly respondents select the payment mode on cash on 

delivery because of security issues, guaranty and warranty of the product. Transformation in 

the trends of shopping is occurring because of the changing lifestyle of the consumers in India 

and expansion in online activity. Understanding the young online shoppers enable the e-

retailers to develop suitable marketing strategy in order to attract and convert potential 

customer as an active customers. 
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Introduction 

 Before Independence the development of Khadi and Village Industries was entirely a non-

governmental activity under the guidance of Mahatma Gandhi. After Independence, the 

government of India took the responsibility to promote village industries with in the overall 

frame work of the five year plans. Therefore the government of India established the Khadi and 

Village Industries Commission (KVIC) which is a statutory organization by an Act of 

Parliament. This organisation came up in 1956 and it plays a pivotal role in the strengthening of 

rural economy by promoting and developing Khadi and Village Industries. The Khadi and 

Village Industries Programme play a predominant role in providing employment opportunities 

to rural artisans, more specifically the socio-economic weaker section of the society. Since 

agricultural sector has been losing its ability to generate additional employment opportunities 

for the past increasing work force in rural areas, the importance of Khadi and Village Industries 

Commission (KVIC) has increased in find alternative and appropriate employment for rural 

people. The Khadi and Village Industries Commission (KVIC) is statutory body formed by an 

Act of Parliament (No.61 of 1956 and as amended by actNo.12of 1987). It established in April 

1957 and took over the work of the formation of All India Khadi and Village Industries Board. 

The government is implementing various programmes and schemes through KVIB for assisting 

eligible applicants in setting up village industries, rebate scheme for Khadi Industries, issue of 

Interest Subsidy Eligibility Certificate, scheme for providing bank loans to rural industries 

which increased to 102.35 lakhs of person (Khadi 9.5 lakhs and village 92.85 lakhs) 

provisionally. Due to global recession there is need for the study on the performance of Khadi 

Village Industries sector in India.  

 Sarvodaya movement has not only show a different approach but also demonstrated to a 

certain extent that this approach will lead to a better development of society than the present 

approaches whether of the welfare state variety of capitalist or communists. The importance of 

sarvodaya sangh in the Indian economy is clear from the fact that they account for about half of 

the gross value of the output of the manufacturing sector and over one third of our export 

earning. The development activities at sarvodaya sangh constitute a pant of over all national 

plans. Sarvodaya sangh is made an important landmark as they would be considerable setup in 

production, employment and outlays, i.e., doubling the production of Khadi and trebling in the 

number of village industries. 

 

 

 

A STUDY ON FINANCIAL PERFORMANCE OF RAMANATHAPURAM DISTRICT 

SARVODAYA SANGH, SRIVILLIPUTTUR 
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Statement of the Problem 

 The present work has made analytical study of Financial Performance of Ramanathapuram 

District Sarvodaya Sangh, Srivilliputtur. A major problem being confronted by the sangh is that 

inadequate finance facility in purchasing the raw material and to meet the day-to-day working 

capital requirements.  

 
Review of Literature 

 A literature review is a description of the literature relevant to a particular field of topic. 

This review has enabled the researcher to identify the area and theme for the present study. 

 Subramanian.N. (1967), in his study entitled ―Evolution of Tamilnadu Sarvodaya Sangh – 

Tiruppur‖, has elucidated the ample scope for eradication of poverty in rural area through the 

development of khadi and village industries 

 Ramalingam .K. (1992), in his study entitled ―Performance Appraisal of Nanguneri 

Sarvodaya Sangh, Panagudi‖,has enumerated the ample scope for rural employment in 

uplifting the standard of living of the rural artisans through Khadi village industries. 

 Memukhan. S. (2000), in his study entitled, ―A Study of Financial Performance of 

Sarvodaya Sangh at Nagercoil‖, has enumerated the employment opportunities to the rural 

people as the means for well uplifting the standard of rural economically backward people. 

 Ravichandran.T. (2004) in his thesis entitled ―Performance Evaluation of Sankarakovil 

Sarvodaya sangh‖ has observed the performed well in production, sales and employment 

generation. KVIC and the sangh take effective steps to improve the socio-economic status of 

Artisans. 

 Kanthan.G. (2012), in his thesis entitled ―Consumer satisfaction on sarvodaya products with 

special reference to Madurai District Sarvodaya Sangh‖ states the problems faced by the sangh 

to move their products in the market. No more khadi was sold on emotion, so the sangh 

concentrate on research and development and effective promotional methods to reach the 

products to unreached. 

 
Objectives of the Study 

1. To analyse the Financial Performance of RDSS, Srivilliputtur 

2. To offer suitable suggestions to improve the Financial Performance of RDSS, Srivilliputtur. 

 
Reference Period 

 This study covers a period of ten years, i.e., from 2006-07 to 2015-16. 

 
Tools for Collection of Data 

 The study was mainly based on Secondary data. The secondary data is an integral part of 

any research study as it provides basic information on key variables, which form the major part 

of data relating to research. The data were collected through annual report from sources that are 

secondary in nature such as internet, magazines, websites, books, and journals. 
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Plan of Analysis  

 To analyse and interpret the collected data, the researcher has been used the following 

statistical techniques: 

1. Average 

2. Standard Deviation 

3. Co efficient of Variation 

4. Ratio Analysis 

5. Compounded Annual Growth Rate 

 
Analysis and Interpretation 

Current Ratio 

 Current ratio is calculated to establish the relationship between the current assets and 

current liabilities. It is also called as working capital ratio or bankers ratio. The difference 

between current assets and current liabilities is called working capital. It attempts to measure 

the firm‘s ability to meet its short term obligations.  

 The main purpose of this ratio is measuring short term debt paying ability and also it gives a 

general picture of adequacy of the working capital position of a company. 

 The following formula is used to calculate current ratio: 

 Current Ratio = Current Assets / Current Liabilities * 100 

 Table 1 exhibits the current ratio of RDSS from 2006-07 to 2015-16. 

 
Table 1 Current Ratio 

Year Current Assets (in Rs.) Current Liabilities (in Rs.) Ratio (%) 

2006-07 60254458 24320107 2.478 

2007-08 62305953 24028816 2.593 

2008-09 70814103 22886112 3.094 

2009-10 76143544 20642959 3.689 

2010-11 90052190 24583925 3.663 

2011-12 101202849 26840209 3.771 

2012-13 107228231 27542948 3.893 

2013-14 111527310 43579302 2.559 

2014-15 133318200 54418073 2.449 

2015-16 131118090 55099667 2.379 

 Total 30.569 

 Mean 3.0569 

 Standard Deviation 1.748 

 Co-efficient of Variation 57.2 % 

 Maximum 3.893 

 Minimum 2.379 

 CAGR - 0.0402 

 Source: Annual Report of RDSS, Srivilliputtur.  

 It is evident from Table 1 that the current ratio showed on overall good progress which 

ranged between a minimum of 2.379 in 2015-16 and a maximum of 3.893 during 2012-13. The 
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mean current ratio represents 3.057, the standard deviation was 1.748 and the coefficient of 

variation was 57.2 per cent with the Compounded Annual Growth Rate of – 0.0402. 

 From this analysis, it is concluded that as per standard norms of current ratio 2:1 may be 

considerable satisfactory. However, during the study period as a whole the current ratio shows 

a high ratio. This indicates a safety margin was raised and the flows were absolutely uniform. 

 
Liquidity Ratio 

 Liquidity ratio is widely used to judge the short term debt repaying ability of the concern in 

the near future. It shows the amount of cash available for meeting immediate payments. This 

ratio indicated the relationship between liquid assets and liquid liabilities or current liabilities. 

Liquid assets mean current assets minus stock and prepaid expenses. It is also known as acid 

test ratio or quick ratio. The main purpose of this ratio is to measure the short tem debt paying 

ability by measuring short term liquidity 

 The ratio of 1:1 is taken as the ideal or standard ratio, which means that the liquid assets are 

equal to liquid liabilities. The following formula is used to calculate liquidity ratio: 

 Liquidity Ratio = Liquid Assets / Current Liabilities * 100 

 Table 2 shows the liquidity ratios of the RDSS for the period from 2006-07 to 2015-16. 

 
Table 2 Liquidity Ratio 

Year Liquid Assets (in Rs.) Current Liabilities (in Rs.) Ratio (%) 

2006-07 22773296 24320107 0.936 

2007-08 24927937 24028816 1.037 

2008-09 25463311 22886112 1.113 

2009-10 25463311 20642959 1.234 

2010-11 26368784 24583925 1.073 

2011-12 29458144 26840209 1.098 

2012-13 30051960 27542948 1.091 

2013-14 30499432 43579302 0.699 

2014-15 32022952 54418073 0.588 

2015-16 36290365 55099667 0.659 

 Total 9.324 

 Mean 0.9324 

 Standard Deviation 0.966 

 Co-efficient of Variation 103.6% 

 Maximum 1.113 

 Minimum 0.588 

 CAGR -0.0346 

 Source: Annual Report of RDSS, Srivilliputtur. 

 It is identified from Table 2 that the liquidity position of the firm is more satisfactory 
because all the ratios during the study period had been satisfactory. The standard norms of acid 
test ratio is considered 1:1 is considerable satisfactory as firm can easily meet all current claims. 
The analysis sheds lights on the maximum quick ration and there was observed in 2008-09 with 
1.113 and the minimum was observed in the year 2014-15 with 0.588. The average value of 
liquidity ratio is 0.932, the standard deviation is 0.966 and the coefficient of variation is 103.6 per 
cent. The compound annual growth rate of liquidity ratio is – 0.0346. 
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 From the analysis it is found that overall performance of quick ratio shows that the 

Ramanathapuram District Sarvodaya Sangh financial position is satisfactory. 

 
Gross Profit Ratio 

 Gross profit ratio is expressing the relationship between gross profit and net sales. This ratio 

gives the rate of gross profit on sales. It indicates the efficiency of the production/trading 

operations and also gives the net margin on sales. 

 The following formula is used to calculate gross profit ratio: 

 Gross Profit Ratio = Gross Profit / Net Sales * 100 

 Table 3 shows the gross profit ratios of the RDSS for the period from 2006-07 to 2015-16. 

 
Table 3 Gross Profit Ratio 

Year Gross Profit (in Rs.) Net Sales (in Rs.) Ratio (%) 

2006-07 8105538 62592766 12.946 

2007-08 7909050 65188934 12.133 

2008-09 10258780 70364299 14.579 

2009-10 9682672 77015253 12.572 

2010-11 11430546 87217925 13.106 

2011-12 9530423 109574840 8.698 

2012-13 10584065 117750037 8.989 

2013-14 11602977 124822127 9.296 

2014-15 27591651 131544994 20.975 

2015-16 30999105 140752284 22.024 

 Total 135.321 

 Mean 13.532 

 Standard Deviation 3.787 

 Co-efficient of Variation 27.9% 

 Maximum 22.024 

 Minimum 8.698 

 CAGR 5.454 

 Source: Annual Report of RDSS, Srivilliputtur. 

 Table 3 reveals that the gross profit earned by the RDSS textile items and non-textile items 

ranged between 8.698 and 22.024 with an average of 13.532. The coefficient of variation showed 

27.9 per cent. Overall the gross profit earned by RDSS products showed a sigh of good 

management. It also indicates the higher sales of textile and non-textile product. The compound 

annual growth rate was 5.454. From the analysis, it is concluded that the gross profit earned by 

RDSS in both textile and non-textile items showed a good profit which is a sign of efficient 

management of the organization. 

 
Net Profit Ratio 

 Net profit ratio establishes a relationship between the net profit and net sales and indicates 

the management efficiency in purchasing, administering and selling the goods. It is an overall 

measure of the Sangh‘s ability to turn each rupees of sales in to net profit. It is also known as 
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profit margin. This ratio is very useful to the proprietors and prospective investors, because it 

reveals the overall profitability of the concern. 

The following formula is used to calculate net profit ratio:  

Net Profit Ratio = Net Profit / Net Sales * 100 

Table 4 shows the net profit ratios of the RDSS for the period from 2006-07 to 2015-16. 

 
Table 4 Net Profit Ratio 

Year Net Profit (in Rs.) Net Sales (in Rs.) Ratio (%) 

2006-07 220604 62592766 0.352 

2007-08 320950 65188934 0.492 

2008-09 429425 70364299 0.610 

2009-10 500993 77015253 0.651 

2010-11 600003 87217925 0.688 

2011-12 604606 109574840 0.552 

2012-13 607624 117750037 0.516 

2013-14 655347 124822127 0.525 

2014-15 658399 131544994 0.501 

2015-16 609034 140752284 0.433 

 Total 5.319 

 Mean 0.532 

 Standard Deviation 0.729 

 Co-efficient of Variation 137% 

 Maximum 0.688 

 Minimum 0.352 

 CAGR 0.0207 

 Source: Annual Report of RDSS, Srivilliputtur. 

 It could be seen from Table 4 that the net profit ratio analysis highlights that the overall net 

profit for the study period is not upto the mark. The net profit showed a minimum progress of 

0.352 in the year 2006-07 and the maximum net profit was earned in the year 2010-11 with 0.687 

with average net profit ratio of 0.532. The coefficient of variation witnessed was 137 per cent and 

the compound annual growth rate showed 0.0207. From the analysis it is concluded that the net 

profit earned by RDSS in both textile and non-textile items showed a good profit which is the 

sign of active role of the organization. 
 

Conclusion 

 The Indian government gave priority of Khadi activities for the promotion of village 

economic efficiency with social justification. The Khadi and Village Industrial Board reforms 

have occupied a significant role consolidation of village industrial holding and co-operative 

village management constitutes major attention. Marketing facilities are also give due 

importance. In spite of all these measures the plan has not produced significant changes since 

the talented and skilled industrial person are not properly promoted. The institutional set up for 

village industrial board should concentrate to the mobility of talented persons by an attractive 

incentive schemes and promotional policies. The importance of sarvodaya sangh in the Indian 

economy is clear from the fact that they account for about half of the gross value of the output of 
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the manufacturing sector and over one third of our export earnings. The development activities 

of sarvodaya sangh constitute a pant of over all national plans. Sarvodaya sangh is made an 

important landmark as they would be considerable setup in production, employment outlay 

and finance. 
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Abstract 
 Financial planning is a relatively new concept. Each and every individual and business firm will be having some 
sort of financial plan. As the environment is continuously it is important to have a sound financial strategy in order 
to save ourselves from financial crisis in future. Individuals or investors who are week in managing finance can 
approach a financial advisor. The financial advisor is a professional who helps the client to build a successful 
financial strategy and the influence of financial advisor on clients financial planning is highly significant. This paper 
analyses the financial planning profession in India, areas in financial, and the role of Financial Planning Standard 
Board in Financial Planning 
Keywords: Financial Planning, Financial Advisor, Areas, FPSB. 
 
Introduction 

 Financial Planning as an all surrounding, centralised programme is still a relatively new 

concept. Most individuals have occupied themselves in some type of financial planning. They 

might have a budget, setting aside an amount from each pay to save short term expenditure 

such as a trip, or a deposit on a longer term asset such as a car or a home. They might have 

purchased home and contents insurance, taken out most people lacks the skills, knowledge or 

interest to put all their financial actions into a formal plan. Until recently there was little need to 

do so.1 

 The role played by a financial advisor in helping an individual to have a strong financial 

foundation in today‘s tremendously vibrant world is highly significant. A financial planner or a 

financial advisor is nothing but a professional who assist an individual in having a sound 

financial plan. A financial planner plays a crucial role in achieving the financial goals of an 

individual. Personal financial Planning is a wide area covering retirement planning, investment 

planning, Estate Planning, Tax Planning, Risk management and Insurance Planning.  

 Most people find themselves in need of financial planning to some degree. Some of the more 

sophisticated wealth management techniques tend to be used mainly by those with high 

incomes and large property or business interests, but partly this is so because less wealthy 

persons may lack information about financial planning. If they knew of the techniques, they 

would use them more. Interestingly, our economic growth, the tax structure, the fact that two-

income earner families are now the norm, and other social and economic changes have 

tremendously increased the need for and the complexity of financial planning.2 

 

Objectives of the Study 

 To study the areas of Financial Planning. 

 

ROLE OF FINANCIAL ADVISOR IN FINANCIAL PLANNING 
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 To study the benefits of Financial Planning. 

 To study the leading financial advisors in India 

 To study the role of FPSB in Financial Planning 

 
Review of Literature 

 Dianne Johnson and Mark Brimble (2016) in their study titled ―Industry Demand for 

Financial Planning Graduates‖ say that graduates are showing high interests towards financial 

planning industry. The study was conducted in Australia among the financial practicing firms 

and they are having a higher need of financial professionals. Most of the firms are reporting like 

they will hire more number of financial planning staffs in the coming years. The study was 

conducted with an objective of identifying the demand of graduate students in the financial 

planning industry. 

 De‘Arno De‘Armond and Dorothy Durband in their study titled ―Financial Planner 

Behaviour Impact on success in financial planning‖ studied the behaviour of a financial planner 

and the effect of the financial planner behaviour on financial planning. The study concluded the 

behaviour of a financial planner is not at all influencing the success in financial planning. 

 
Research Methodology 

 The present study is conceptual purely based on secondary data which is collected from 

books, national journals, international journals, published reports of government and other 

websites. 

 
An Overview of Financial Planning Industry 

 Financial planning industry in India is growing day by day. According to Financial 

Planning Standard Board India the total number of CFPCM certificants was 1834 during the end 

of March 2016 and it has reached to 1895 in the March 2017. During March 2016 the total 

number of students who has qualified CFP was 35156 and it has reached to 37317 during March 

2017 and 44 corporate professionals became CFPCM certificants. 

 According to FPSB India annual report of 2016-17 1533 males qualified CFP certification and 

362 females qualified CFP certification. Most of the financial planning professionals fall in the 

age group of 40-49 and the least number of financial professionals are found in the age group of 

20-29. The FPSB India report indicates that out of the total CFPCM certificants 136 are from east, 

313 are from North, 446 are from South and 1000 are from west. Out of the total certificants 99 

certificants are from Chennai. The leading financial advisory companies in India are Bajaj 

Capital Limited, BTS Investment Advisors Limited, D.S.P Merrill Lynch Limited, Unit Trust of 

India and River Bridge Investment Advisors 

 
Areas of Financial Planning 

 Retirement Planning 

 Retirement planning is nothing but planning for a secure life after retirement. An 

individual‘s income earning stops after retirement and therefore it is very essential to start 
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planning for retirement even in the age of 20—30s. The quality of post retirement life depends 

upon how successfully we are able to set aside funds for retirement. Even most of the countries 

are shifting from defined benefit pension plan to defined contribution plan the responsibility to 

financially secure our post retirement life is in the hands of an individual. Even if we are aware 

about the need for savings towards retirement we are unable to save money because of our 

current excessive financial needs. The role of a financial advisor arises here where he can help 

an individual to identify the right combination of securities for retirement saving. The financial 

planner clearly assesses the risk taking capacity of the investor and selects the right investment 

modes to achieve the investor‘s financial goals. 

 

Pre retirement investment products Post retirement investment products 

National Pension Scheme Senior Citizens saving scheme 

Employee Provident Fund Reverse Mortgage 

Equities Pension plans 

Bonds Liquid Funds 

Exchange Traded Fund  

 
Tax Planning 

 Tax planning is nothing but planning to avail deductions and exemptions under Income Tax 

Act 1961. The effective tax planning helps an individual to identify those forms of investment 

avenues that are to be selected for availing tax deductions.  

 
Estate Planning 

 Estate Planning is a practice of ordering and planning a person‘s succession and financial 

dealings. A proper estate planning includes Estate Management , Estate Preservation and Estate 

Legacy during and post life. Financial advisor plays a vital role in helping an individual to pass 

his estate to the future beneficiaries. The main objective of estate planning is to achieve tax 

management and succession planning. The financial planner helps to avoid the court 

proceedings in succession matters and obtaining probates Estate tax was introduced in India in 

the 1953. Later in 1985 the tax was removed. Estate Planning by Trust Structures was primarily 

done to minimize Estate Duty/ Tax which is imposed on all property transferred at death. 

(Jayaram, Financial Planning Journal,July - Dec 2007) 

 
Investment Planning 

 Investment Planning is nothing but identifying the various sources of assets in which an 

investor can invest the money. As investors are unaware about the various investment modes, 

financial planners can give their valuable advice and can tell the tax aspects that are to be taken 

care before investing. Investors can apply their funds either in financial assets or real assets. 

Financial assets are all those intangible assets and real assets are tangible assets that can be 

touched and seen. An investor can apply his funds in real assets or financial assets or a 

combination of both financial and real assets. 
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Risk management and Insurance Planning 

 Risk is nothing but the possibility of loss. Insurance planning is the most important area of 

financial planning. An investor purchases various insurance policies for mitigating different 

unexpected losses. 

 
Insurance Schemes in India 

 Atal Pension Yojana 

 Pradhan Mantri Suraksha Bima Yojana 

 Pradhan Mantri Jeevan Jyoti Bima Yojana  

 Pradhan Mantri Jan Dhan Yojana  

 Kisan Vikas Patra  

 Post office time deposits and bank FDs  

 Sukanya Samriddhi Scheme  

 
Benefits of Financial Planning 

 Future financial success 

 A financial planner can really help an investor to achieve financial success by providing his 

 valuable financial services.  

 Higher standard of living 

 Financial planning motivates an individual to avoid unwanted expenses and encourages 

 saving money which will lead to higher standard of living. 

 Avoid financial crisis 

An individual who is involved in personal financial planning activities can decide how to 

carefully spend their amount. Most of the investors reduce current consumption in order 

create a corpus for the retirement. 

 Family Security 

Financial planning involves a set of activities that encourages and individual to save money 

for the family and for the children. A financial planner act as a catalyst that motivates the 

investor to invests in various financial assets, real assets, insurance schemes, retirement and 

pension plans. 

 Investment 

Financial planners help the investors to select the right investment avenues. Investment is 

nothing but applying funds with an expectation of future return. Investment can be made in 

physical assets like Gold, Land or in real assets like stock, Bond or other financial securities.  
 

Role of Financial Advisor in Financial Planning 

 Financial Advisor plays a major role in the financial planning activities of a client. As far as 

the client is considered the financial planner is like a guardian who helps them in achieving 

their financial dreams and goals. The success of a financial planner- client relation is based on 

the trust that they share among them. The client is strictly following the valuable advice offered 

by the planner in order to achieve a stable financial future. The financial planner is required to 

assess the financial needs of the client, the risk taking capacity of the client, the investment 
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products preferred by the client and should design a portfolio that is really acceptable for the 

client. A financial planner can tell their clients about how to build a stable retirement plan, how 

to carefully select investment products to avail income tax deductions and deductions, how to 

have a secure insurance policy and so on. The financial planning process comprises of various 

steps starting from establishing relationship with the client. The financial status of the client will 

be analysed by the financial advisor. The financial advisor will develop an appropriate financial 

plan and recommend the client to follow the plan. The stage by stage activities of the client will 

also be monitored by the financial planner. 

 
Leading Financial Advisors in India 

 Bajaj Capital Limited 

 BTS Investment Advisors Limited 

 D.S.P Merrill Lynch Limited. 

 Unit Trust of India 

 River Bridge Investment Advisors 

 P.N Vijay Financial Services Private Limited 

 Song Investment Advisors 

 Go 4 Advisory Services 

 Kotak Private Equity Group 

 Paar Tax and Investment Consultants. 
 

Role of FPSB 
 The Financial Planning Standard Board India is a public private enterprise and a 

professional standards setting body. The main aim of FPSB India is to direct its professionals. 

The FPSB has created code of conduct that is to be strictly followed by all its members. The FPSB 

India plays a vital role in creating financial planners. The FPSB India has been formed to 

professionalise the financial planning activities in India. It is offering certificate course for 

encouraging the growth of financial planners. Certified FP can really help the public in taking 

financial decisions. Financial planners can make the society aware about the need for creating an 

emergency fund and they can even pass financial knowledge to the ordinary investors. 

 
Enrolments and Growth Rate of CFP Professional Statistics 

Enrolment Year No of Enrolments 

2007-08 4196 

2008-09 3867 

2009-10 3363 

2010-11 4391 

2011-12 4070 

2012-13 3132 

2013-14 2220 

2014-15 1877 

2015-16 2169 

2016-17 2161 

Total  

Source: FPSB India, Annual Report 2016-17 
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Source: FPSB India, Annual Report 2016-17 

 
Conclusion 
 The role palyed by a financial advisor in assisting the clients for building a sound financial 

future is highly significant. As financial advisors are professionals they help their clients in 

various areas like retirement planning, Estate planning, Tax planning, Risk management and 

Insurance Planning. They can motivate the client to save more for the future and can help the 

client to plan their tax effectively so that they can reduce their taxable income to the lowest. The 

financial advisory industry is growing day by day as more are more individuals are 

approaching financial advisors for making building blocks for their finance. 
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